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For the fourth year in a row, IHG shares 
its views on our changing world, 
identifying key areas for action. The 2013 
IHG Trends Report, The New Kinship 
Economy, tracked the evolution of 
business from a transactional mindset 
to a relationship reality. We looked at 
the role of trust in the 2014 IHG Trends 
Report, Moments of Trust. In the 2015 IHG 
Trends Report, Building Trust Capital, we 
provided insight and actionable direction 
for turning trust into high quality revenue 
growth in a world shaped by the colliding 
forces of globalisation, localisation and 
personalisation. 

This 2016 IHG Trends Report focuses on 
transforming membership into Meaningful 
Membership. Meaningful membership 
builds Membership Communities. As 
online and digital social experiences 
grow, people want to share their 
opinions, experiences and insights with 
others just like them while at the same 
time maintaining and expressing their 
personal uniqueness. As first stated 
in our 2013 IHG Trends Report, this 
increasing desire to maximise both 
individuality and inclusiveness – “The 
Age of I” – is now a major driver behind 

social connectivity. Understanding how 
to manage belonging and uniqueness is 
essential for a successful, profitable and 
branded Membership Community. 

With our long-time partner, Arcature, 
and through using our own research 
and observations as well as a variety 
of external, third-party sources, we 
have identified the business, brand 
and financial implications of creating 
Meaningful Membership. And, our needs-
based approach to market segmentation 
provides strategic direction for creating 
brand-focused membership communities 
built on meaningful membership. For a 
Membership Community and a loyalty 
programme to work externally, the entire 
enterprise must have a meaningful 
membership mindset internally.

Transforming membership to build 
and grow Membership Communities 
requires a new set of rules, the Essentials 
for Membership Communities. These 
communities are huge assets for 
brands, if managed properly. Highly loyal 
consumers of such groups demonstrate 
their brand passion through participation, 
purchase and praise. Meaningful 

members are very profitable creating 
increased lifetime value for the brand. 

The opportunities to create 
meaningfulness in Membership 
Communities are multiplying as 
technology makes digital and virtual 
connections easier, faster and more 
compelling. By implementing these 
Essentials, and understanding the 
implications of the social, economic  
and personal trends in “The Age of 
I,” brands and organisations have the 
leverage for creating sustainable,  
high quality revenue growth.

Richard Solomons  
Chief Executive Officer 
InterContinental  
Hotels Group

Preface  
Richard Solomons
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• An underlying theme across all of 
the IHG Trends Reports is the clash 
of the three forces of globalisation, 
localisation and personalisation. 
Brands (organisations) that win are 
ones that adeptly manage at the 
intersection of these three colliding 
forces. Creating a global, Membership 
Community that reflects both local 
differences and respects personal 
individuality is a winning formula.

Building Profitable Membership 
Communities

• This report focuses on a social 
trend within The Kinship Economy: 
maximising the need to belong while 
simultaneously maintaining individuality. 
In a world of evolving relationships, 
people want both individuality and 
inclusiveness. Individuality means 
feeling unique and doing things my 
own way. It means having a clear sense 
of “who” I am, and how I want to be 
understood. It is someone’s personal 
identity, and it helps each individual 
differentiate from others. Inclusivity 
means wanting to belong to a group 
while assimilating to the group’s values 
and personality. The individual becomes 
a unique representation of the group’s 
social identity. Starbucks made carrying 
a coffee cup a signal of belonging to a 
group of coffee connoisseurs, while at 
the same time allowing individuals the 
option to create their own “version” of a 
coffee drink. 

• Satisfying both of these very basic 
human needs, belonging and 

individuality, at the same time, builds 
Membership Communities that in 
turn build true brand loyalty, leading 
to increased purchase frequency, 
decreased price sensitivity as well 
as brand advocacy. This grows Trust 
Capital, which is a pathway to high 
quality revenue growth. 

• Membership Communities are 
trustworthy alliances of like-minded 
others who are fully engaged with the 
experience a brand delivers. Just as 
frequent, repeat purchase is not the 
same as loyalty, not all membership 
is loyal membership. One of the 
brand’s goals is to help members of 
the community increase their loyalty, 
moving from being merely opt-ins to 
advocates. 

• To transform membership and grow 
loyalty, companies need to know the 
difference between Signing In and 
Signing On. Joining a Membership 
Community by simply registering to 
enrol by Signing In to a brand database 
is not the same as Signing On to the 
experiential benefits of belonging to the 
brand community. Enthusiasm is much 
more than mere enrolment.

• Membership is an internal and external 
mindset encouraging employees and 
consumers to feel they are a part 
of something relevant, personal, 
connected and motivating. To win 
externally, the enterprise must also 
create an internal membership 
mindset.

Need for Membership in “The Age of I”

• Competing in our vibrant and ever 
changing world demands thoughtful, 
insightful leadership. This IHG 2016 
Trends Report, Meaningful Membership: 
Transforming Membership in “The Age of 
I” evolves our thinking on key trends by 
focusing on the changing relationships 
consumers have with brands. In a 
highly fragmented world, people seek 
connections. Individuals form groups 
around brands because brands provide 
functional, social and emotional 
meaning. People want to associate 
with, and be involved in the brand’s 
experience on a continuing basis. 

• While people want to be respected 
for their individuality, they also want 
a feeling of inclusivity … “The Age of 
I”. They want their uniqueness to be 
recognised and they want to belong 
to something meaningful. It is not 
enough to merely join a database and 
receive a reward. People want a sense 
of belonging. This latest report looks at 
how to build Membership Communities 
by creating meaningful membership. 
Membership Communities increase 
brand loyalty, which helps generate 
high quality revenue growth. 

• The 2013 IHG Trends Report focused 
on the overarching driver of The 
Kinship Economy: the change from a 

transaction economy to a relationship 
economy. In 2014, IHG examined 
one of the key elements of building 
relationships: generating moments of 
trust between consumers and brands. 
In 2015, IHG further emphasised the 
growing importance for companies to 
build Trust Capital: creating value for 
the organisation that helps protect the 
business when there is a credibility 
issue or a crisis. IHG pointed out 
that in a digital, 24/7 world, where 
personalisation is increasing, and 
consumers have a new definition of 
value, the trust that people have in both 
brands and the organisation behind 
these brands is more important than 
ever.

Executive Summary
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• Social media is an integral part of both 
personal and social identity. Creating 
a Membership Community enables 
individuals continuously connecting 
with brands and organisations. Such 
groups help members gain knowledge 
and provide reinforcement helping 
to build true loyalty. To enhance its 
Membership Community, British 
Airways regularly sends its Executive 
Club members online information about 
ideas for travel and important global 
updates. 

Meaningful Membership

• Meaningful membership reflects the 
very basics of The Kinship Economy by 
centering on the relationship between a 
brand (organisation) and an individual. 
It also takes advantage of the increasing 
force of personalisation and the social 
trends of “The Age of I.” And, it ensures 
that brands personalise important ways 
in which each individual can interact 
within the Membership Community.

• Belonging to something helps build 
personal meaning. Belonging to 
something meaningful deepens our 
sense of personal and social identity. 
Our personal identity is magnified when 
we have a meaningful social identity as 
part of a group. 

• Personal involvement matters. People 
expect a strong sense of community 
providing support from the brand 
(organisation), and from others 
within the community. In this new 
era of membership, people also want 

personalised ways in which they can 
participate within the Membership 
Community. People want brands 
(organisations) to create ways in 
which they as individuals can become 
more actively involved. A Membership 
Community has a huge opportunity 
to create both a sense of identity and 
a sense of social connection for each 
individual. American Express built 
a community and a mindset based 
on its idea that “membership has its 
privileges.” The idea of having the card 
and being part of a status group helped 
separate AMEX from its other credit 
card rivals. 

• Personalisation is more than knowing 
the member’s name. Personalisation is 
more than customisation. It is not about 
depersonalised, automated, customised 
offers. Personal is a feeling, not just a 
statistic based on purchase frequency. 
It is about designing membership 
experiences that create feelings of 
recognition, respect, involvement and 
commitment. 

• It is important to humanise connections 
between the brand and its community. 
All-digital-all-the-time can be de-
personalising, fostering mistrust 
and disconnectedness. Coca-Cola 
is using 3-D technology in its Small 
World (vending) Machines to humanise 
relationships between Coke lovers 
in India and Pakistan. The machine 
actually projects a live video feed that at 
the same time films the interactions of 
one user to another.4

• A Membership Community reinforces 
one’s personal identity while building 
social identity through communication 
of shared experiences, values, and 
pride of belonging. It is a social, 
informal environment built and 
planned around the brand. Members 
express their individual uniqueness in 
precise ways through their increasing 
community participation while receiving 
the comfort, security and inclusiveness 
found through connectedness. 

• In a Membership Community, people 
look for brand-based communal 
benefits. They also want to participate 
in something bigger than themselves. 
Corporate Social Responsibility 
plays a key role. Research shows 
that it resonates with people across 
geography, regardless of whether that 
geography is an emerging or developed 
country. However, depending on the 
issues (for example, ranging from 
environmental to social to labour) 
different countries have different 
degrees of response. Yet, people care 
about how brands behave.1 Millennials 
are very socially conscious and expect 
brands (organisations and non- profits) 
to meet their expectations with actions 
that deliver.2

• Brands can expect significant economic 
advantages and financial returns from 
building highly involved, participating 
community members. Participants are 
more loyal, less price-sensitive, more 
resistant to competitive promotions, 
more willing to recommend, buy more, 
and are more profitable.

• To help generate, grow and gain 
profitability, we provide a list of must-
do-now actions, The Essentials of 
Membership Communities. 

“The Age of I”

• In the 2013 IHG Trends Report, and 
in the following trends reports, IHG 
described a social trend within The 
Kinship Economy called “The Age of 
I”. “I” stands for increased desire for 
individuality and the increased desire 
for inclusivity. They want to belong 
without losing their uniqueness. People 
want to belong; they want to blend 
in becoming part of a community of 
like-minded others. And, people wish 
to maintain their uniqueness; they 
want to be different and independent. 
They want to keep their personal 
identity alive. When managed correctly, 
meaningful membership allows brands 
(organisations) to create Membership 
Communities where people maximise 
both of these desires. 

• Membership Communities generate 
social commerce. The internet has 
completely altered how brands 
(organisations) relate to consumers. It 
has changed the way people relate to 
people, and how they make purchases 
of products and services. Electronic 
(including mobile) communities meet 
personal, social and commercial needs 
in powerful ways. And, based on the 
recent marketing science, it is clear 
that the “social dollars” generated by 
such groups can be substantial.

• When consumers participate in a 
Membership Community they become 
part of the brand’s (organisation’s) 
value creation process. Brands partner 
with their consumers to gain deep 
insight, creative ideas, and honest 
input. P&G has a global community 
called P&G Everyday (www.pgeveryday.
com) where members can access 
tips, inspiration recipes, share ideas 
and a lot more. Additionally, there 
are communities around the P&G 
brands, such as www.facebook.com/
Tide. Ariel (Tide inside the US) has 
similar communities. This will lead 
to consumer-inspired decisions that 
improve business results. This is 
not just a western phenomenon. For 
example, research from China shows a 
correlation between social connections, 
perceived brand value and brand 
equity.3 

IHG® Corporate Brand 

IHG brings true hospitality to guests 
through its family of brands, which 
individually cater for guests’ needs and 
occasions. IHG’s portfolio of hotels are 
underpinned by the hotel industry’s 
first and largest guest loyalty 
programme, IHG Rewards Club, which 
creates meaningful membership 
with guests by giving members 
unparalleled choice and flexibility.

IHG hotels also play a key role as 
members of the communities in 
which they operate. IHG has a strong 
foundation of disaster relief and 
preparedness, so hotels can act 
quickly and decisively to help those 
communities when they need it the 
most.  Fundraising events are held 
at IHG hotels and corporate offices 
around the world throughout the year. 
Additional funding also comes from 
IHG Rewards Club members who show 
their support by donating IHG Rewards 
Club points to the IHG’s disaster relief 
efforts. Their donations, along with 
those of IHG colleagues further help  
to support the communities needing  
it the most.
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brand evolves from “this is the brand 
I use most often,” to “this is the brand 
I prefer,” to “I would recommend this 
brand, to “this is my brand.” There is no 
doubt about which brand to choose. 

• Research shows that loyal members are 
more profitable members. Increased 
loyalty leads to high quality revenue 
growth due to increased spending 
and reduced defections. Meaningful 
membership creates loyalty. Increasing 
and deepening a member’s relationship 
with the Membership Community 
will help move members from 
being frequent purchasers to brand 
enthusiasts. Meaningful membership 
deposits Trust Capital into a brand’s 
trust bank, generating brand value 
over the lifetime of that consumer’s 
relationship with the brand. 

• Quality is more than the brand’s 
performance. It is also the perceived 
quality of the interactions with the 
community and the brand’s employees, 
in person or online or via mobile. A 
Membership Community is not only a 
quality creator; it is a quality reinforcer: 
the stronger (more meaningful) the 
community relationship, the higher 
the perceived quality of the product or 
service. 

• A key opportunity for multi-brand 
portfolios is the creation of brand-
specific Membership Communities. It 
means making it easy and productive 
for people to communicate and 
associate with others who share their 
favourite brand(s). It means creating a 

feeling of personal pride that “this is my 
brand and it means something special 
to me.” The Staybridge Suites® brand 
creates a special feeling of personal 
connection to the brand and to fellow 
members of the Staybridge community. 
Think of this as a sub-community within 
the overarching corporate IHG brand 
community: another way to deepen 
relationships. 

• As discussed in the 2015 IHG 
Trends Report, Corporate Social 
Responsibility helps grow Trust 
Capital. Members of Membership 
Communities want to belong to an 
entity with a bigger purpose. Corporate 
Social Responsibility can help build 

meaningful membership through 
connections aimed at the larger social, 
economic and environmental realities 
of life. Increasingly members are 
seeking Committed Consumption with 
a Conscience. So along with the ability 
to be a part of the P&G community and 
communities for P&G brands, P&G 
has a commitment to helping victims 
of disasters through washing clothing. 
The community of Tide followers can 
access the behaviours of Tide and its 
P&G parent on “Loads of Wash.” Ariel 
has the same programme and is noted 
globally for its free programme of 
washing clothing for survivors of the 
recent Philippine typhoon.

• The first three IHG Trends Reports 
discussed how, over the years, the 
world has seen a decline in institutional 
trust. Today’s generations place more 
trust in online strangers or virtual 
community members than they do in 
government, religion, schools, and 
experts. Losing trust in the institutional 
icons of city, state, union, and the world 
brings on a sense of disconnectedness. 
Membership Communities create peer-
based connections in a disconnected 
world.

• The idea of creating a Membership 
Community can be applied internally, 
just as much as externally. Is the 
internal culture focused on belonging 
to a community with the same goals? 
Do employees feel they are meaningful 
members of a relevant community 
with common interests and goals? Are 
employees believers in the community’s 
common interests or merely acceptors 
of the organisational directives? 
Especially in the service businesses, 
having a high level of positive feelings 
and pride of membership in a strong 
community is essential.

• Needs-based occasion segmentation 
is a crucial action for transforming 
membership into meaningful 
membership. Creating meaningful 
membership depends on 1) 
understanding a person’s needs, 2) the 
occasions in which the person has the 
needs and 3) the person’s attitudes, 
opinions, interests and values. This 
helps create relevant connections 
between the brand and the community. 

Segmentation provides the basic 
information to deepen the relationships 
that grow loyalty leading to high 
quality revenue growth. For example, 
IHG’s EVEN™ Hotels and HUALUXE® 
Hotels and Resorts were derived from 
extensive insight focused on specific 
market segments. The development 
of the Crowne Plaza® brand’s new 
business-room configuration came 
from segmentation. Understanding 
what needs were not being addressed 
by IHG brands supported the purchase 
of Kimpton® Hotels & Restaurants.

Signing In Versus Signing On

• There is a big difference between 
Signing In and Signing On. Many 
programmes just ask consumers to 
sign in, to register, or to enrol. From 
then on, the rewards- including prestige 
levels - are merely frequency-based. 
However, meaningful membership 
means creating and reinforcing the 
personal feeling of specialness and 
the group privileges of belonging to a 
Membership Community. 

• Signing On recognises that “behaviour” 
– that is, how many times the member 
“frequents” the brand is not sufficient. 
Behaviour is only half of the story when 
it comes to meaningful membership. 
Signing On means creating pride of 
belonging to the brand community. 
An airline brand may be the dominant 
major airline serving a particular 
city. But merely calibrating airline 
passenger rewards by level of brand 
frequency will not really capture that 

special feeling of personal membership 
in a valued brand community.

• Membership is mutual. While some 
people prefer to be passive spectators, 
people who Sign On rather than just 
Sign In to a Membership Community 
endorse the common purpose of 
the community. They appreciate the 
opportunity to contribute not just 
receive. They appreciate that they 
are treated as individuals and their 
opinions are respected. They enjoy the 
community interaction. They welcome 
the special privileges and experiences 
that come with the membership. 
Signing On is more than having a mere 
plastic card; it is having a meaningful 
personal connection. 

• Signing On develops true commitment 
to the brand. It builds trustworthy 
brand value. It helps move members up 
the ladder of loyalty. It creates brand 
enthusiasm. It creates brand advocates. 

Membership Communities Grow High 
Quality Revenue Growth

• We live in an age of instant. People 
expect to be satisfied in nanoseconds, 
with the tap of an icon on a phone, the 
request of a product via a website, the 
call for a concierge or a valet. People 
have no time for untimeliness: we live 
in real time reality where there is zero 
tolerance for waiting. We live in a world 
of now. In the 2015 IHG Trends Report, 
IHG spoke of “one-think decision-
making.” Meaningful membership 
makes decision-making fast. The 

The World of Now
We live in real time 
reality where there is zero 
tolerance for waiting.
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The Essentials for Building Membership 
Communities
Building Membership Communities 
through meaningful membership requires 
a new set of rules. 

1. Enhance a member’s 
Personal and Social 
Identities: help them belong 
while respecting their 

individuality (know your members, know 
their problems, know their preferences 
as individuals and within the group, know 
their peer networks)

2. Humanise personal 
involvement: personalisation 
is more than designing 
rewards. Design ways 

in which the member can be involved 
with your brand within the community; 
humanise the communications

3. Build a Membership 
Mindset Corporate Culture: 
taking engagement one 
step further to corporate 

membership – associates

4. Move members up the 
Loyalty Ladder: members 
are not necessarily loyal; 
make sure the membership 

experience is designed to encourage each 
potential loyal member to move up to true 
branded membership loyalty

5. Ensure trustworthy 
dialogues and behaviours 
within the Membership 
Community and with the 

brand: it is what you say and what you 
do. Be credible; have integrity; do the 
right things, in the right way with the 
right people for the right results. Use 
Corporate Social Responsibility to become 
more meaningful

The Kinship Economy means turning 
transactions into relationships. As a 
social, emotional, psychological and 
commercial force within The Kinship 
Economy, the desire for individuality and 
inclusiveness (“The Age of I”) creates an 
important platform for developing strong 
relationships. Meaningful membership is 
about valued, trustworthy relationships. 
It means that a member is an enthusiast 
not just an enrollee: the member has 
Signed On to the brand’s beliefs and 
promise. Transforming membership into 
meaningful membership is an effective, 
productive and profitable approach 
to deepen connections with brands 
(organisations). Build Membership 
Communities by reinforcing and 
constantly enhancing a member’s desire 
for both the pride of individuality and the 
pride of belonging, which turns frequency 
into loyalty, loyalty into increased 
expenditures generating high quality 
revenue growth and Trust Capital.
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Turning membership into meaningful 
membership makes money. Research 
indicates that the more involved a 
consumer is in the community, the more 
financial expenditures that consumer will 
make with that brand.6

Meaningful membership deposits 
Trust Capital into a brand’s trust bank, 
generating brand value over the lifetime 
of that consumer’s relationship with 
the brand. Trust Capital is a critical 
driver of organisational wealth, 
so transforming membership into 
meaningful membership is a must-
do now for brands. As Membership 
Communities grow, members become 
more informed, and they become 
valuable information sources. “Firms 
that encourage consumers to talk to each 
other, to form affinity groups and hobby 
tribes, will breed smarter and more loyal 
consumers….”7

Meaningful membership means not only 
collaborating with the brand, but also with 
other members. Creating Membership 
Communities motivates members, 
helping them become loyal, lifetime 
consumers. Needs-based occasion 
segmentation helps to identify ways 
in which a brand can deepen personal 
connections leading to meaningful 
membership.

Increasing personalisation offers many 
ways to connect with global and local 
Membership Community members. 
Loyalty programmes can be extraordinary 
assets for building meaningful 
membership. But, it is not business as 

usual. Up until now, most loyalty schemes 
are just frequency schemes rewarding 
consumers for their repeat behaviours. A 
member becomes valuable to the brand 
due to their frequency of usage. The more 
you use, the more potential you have 
for gaining more and more rewards. To 
be meaningful, the brand must become 
valuable to the consumer.

Some communities help members 
interact with each other providing 
valued information such as ratings 
or recommendations for improving 
experiences. Brands must take a more 
active and expansive role in making 
being a member of a loyalty programme 
more meaningful. Consumers want to be 
rewarded with more personalised ways 
in which they can be individually involved 
in the brand and with other members. 

People want to participate not spectate; 
they want to give not just receive. Instead 
of focusing solely on purchase behaviour, 
brands must focus on attitudes as well. 
Think of rewards as physical, emotional 
and social. 

This report looks at the social, personal 
and commercial aspects of the 
Membership Community. It explores the 
power of meaningful membership, and 
how it satisfies the needs-defining social 
trend of “The Age of I”. It looks at the role 
of social media, trust and quality. This 
IHG 2016 Trends Report ends with The 
Essentials for Membership Communities 
focusing on how brands and organisations 
can immediately make these alliances 
generate high quality revenue growth 
increasing Trust Capital. 

The simultaneous growth of three 
forces - globalisation, localisation, and 
personalisation - continues to generate 
opportunities for brands (organisations). 
Moving from a transaction mentality to 
a relationship reality altered the ways 
in which brands (organisations) create 
and build today’s consumer-brand bonds 
amplified by technology, mobile and 
digital forces. 

An important development in this new 
marketing world is the social trend 
“The Age of I.” “I” stands for both the 
increasing need for individuality and the 
increasing need for inclusion. These two 
conflicting human needs are now dual 
driving forces affecting behaviours and 
attitudes. Continuing research in social 
behaviour shows that the natural human 
desire for satisfying these opposite 

needs is at the very heart of the modern 
community – online or in person.5 
Consumers want to retain their individual, 
personal identity while at the same time 
feeling they are members of a group with 
a common social identity.

Brands have a unique opportunity 
to maximise fulfillment of these two 
opposing powers by developing and 
managing Membership Communities. 
These are alliances of like-minded others 
who are engaged with the experience 
a brand delivers. Individuals gather 
and share their opinions and feelings 
about the brand with each other and 
with the brand. The underlying factor 
of a successful, profitable Membership 
Community is creating meaningful 
membership. Anyone can join a 
membership programme for a number 

of varied reasons. But, Signing In is not 
the same as Signing On. Merely enrolling 
into the community does not mean the 
consumer is a brand enthusiast. 

Meaningful membership is more 
than mere joining; it is more than 
just frequency of purchase and use. 
It is more than earning points. It is a 
true commitment to belonging. It is 
experiencing functional, emotional, and 
social benefits derived from the privileges 
and pride of membership. It is helping 
people feel they belong to the brand 
community. As brand-belongers, they 
buy more often, are more loyal, are less 
price sensitive, are more resistant to 
competitive promotions, are more  
willing to recommend, and become  
more profitable.

Introduction
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Individuality and Inclusivity
In a world of evolving relationships, 
people want both individuality and 
inclusiveness. People are keen to 
promote their unique differences. At the 
same time, they desire the connectedness 
and comfort that come with belonging to 
a larger, greater, cohesive community. 
People want satisfaction of both of these 
very basic human needs: individuality and 
inclusivity. This is “The Age of I”. 

• Individuality means feeling unique and 
doing things my own way. It means 
having a clear sense of “who” I am, 
and how I want to be understood. It 
is someone’s personal identity, and it 
helps each individual differentiate from 
others. 

• Inclusivity means wanting to belong to a 
group while assimilating to the group’s 
personality. The individual becomes a 
reflection of the group’s personality: in 
order to belong, the individual adopts a 
social identity.

The needs for 1) having an independent 
self, and 2) belonging to a group are 
universal. However, it is only with the 
growth of technology, mobile, digital, 24/7 
living and, most importantly, the Internet 
that people want to… and find they are 
able to… maximise both of these at the 
same time on a global scale. “Creating 
in-groups is incredibly important… for the 
modern consumer….” 8

Individuals need and appreciate being 
a part of a larger group of like-minded 
others. The group is a community, a 

source of something common. In some 
cases, the common source is a brand. 
People band together in a community 
because they enjoy and believe in the 
branded experience they receive when 
they use the brand. 

A Membership Community offers a 
personal, individual relationship with 
a brand while at the same time allows 
the individual to find social inclusion 
and connection.10 The Membership 
Community creates its own culture 
reflecting the branded experience. It takes 
on a life that clusters around the brand 
and continuously strengthens the brand 
and the community itself. 

Section 1
The Need for Membership  
in “The Age of I”

Staybridge Suites® 

To help foster a sense of community 
among guests and hotel teams, 
IHG’s Staybridge Suites® brand hosts 
an evening reception called, “The 
Social”. Three times a week, every 
Tuesday–Thursday, “The Social” 
provides complimentary food and 
drink in the hotel’s Great Room or 
Outdoor Living Room. The Social 
is a brand hallmark across the 
Staybridge Suites global portfolio that 
gives guests a feeling of belonging, 
whenever and wherever, they stay at a 
Staybridge Suites hotel:

“I loved the social hours at the 
hotel. After working all day, it 

was great to come back to dinner 
and drinks in the great room.” 

Texas traveller from Vancouver

Brands used to “view consumers 
as individuals to be targeted 
individually, regardless of the 
common pursuits and community 
connections driving their spending. 
Traditional demographics, largely 
based on age and location, are 
seen as the definitive way to 
target customers.” Today, brands 
recognise the role that belonging 
plays in driving brand bonds. “The 
most innovative, successful brands 
will be viewed as a core part of 
the lifestyles of their customers 
(fans) – as critical as hubs for 
knowledge, expertise and peer-to-
peer connections and community 
bonds as they are for the product 
(or service) itself.” 9

Meaningful Membership  
in “The Age of I”
While people want to be respected 
for their individuality, they also 
want a feeling of belonging to 
something meaningful.
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Personal Involvement
Over the past years, marketers observed 
that consumers want to personally co-
create the development and marketing 
of brands. Today, consumers want to 
be rewarded with more personalised 
ways in which they can be individually 
involved in the brand. In an interactive 
environment, people want to participate 
not just spectate. They want the chance to 
be rewarded with ways that help express 
their personal passion on behalf of the 
brand.

Participatory experiences or processes 
drive bonded connections with a brand. 
“Participatory processes provide 
much more than the traditional idea of 
transactional satisfaction, because they 
prolong and deepen the experience; 
the anticipation, the build-up, then the 
memory, all sustain desire in a way 
material products alone no longer 
can. Additionally, rituals allow the 
crucial aspect of participation and 
personalisation that (Age of I) consumers 
now expect, while allowing brands to keep 
the products themselves sacred thus 
maintaining their authority.”17

A brand’s promise 1) delivers features, 
functional benefits, emotional and social 
rewards, 2) reflects the user’s value set, 
and 3) mirrors an aspirational personality. 
To make the Membership Community 
relevant the members share the common 
interests, values and goals of the brand. 
This imparts meaning. A Membership 
Community provides the meaning of 
shared commonality while preserving 
the individual’s self-definition. Marketers 
must make belonging to a Membership 
Community meaningful.

Sense of Community
One of the benefits of a community is the 
deep feeling of connection it generates 
in an individual. “People feel that they 
are part of a supportive, and dependable 
structure in which they feel accepted.” 
Sense of community is highly subjective 
meaning that each individual is affected 
differently because each is a unique 
person.14 

This is an enormous opportunity for 
personalisation that goes well beyond 
the awarding of points, rewards or levels. 
Leveraging the individual’s desire for 
supportiveness is a pathway to relevant 
personalisation.

“The Age of I” desire for “sense of 
community” is global. For example, in 
Southeast Asia, with “strong economic 
growth, middle class consumers are now 
able to take time off from family and work 
life to pursue leisure activities. “Me” time 
is on the up.” However, as discussed in 
a Stylus trends report, this “me time” is 
a group activity. Younger people look for 

places to hang out. Southeast Asian clubs 
are good places to be individual and be in 
a group, as are shopping malls.15

The club experience is one way to create 
a Membership Community. A club is 
more than a physical place. It is socially 
and emotionally rewarding. Clubs 
provide built-in status and connection. 
It is an extra way to deliver the branded 
experience. American Express Centurion 
Card members enjoy the benefits and 
status of membership. The card itself 
is made of anodised titanium with the 
information and numbers laser etched 
into the metal. Members like the 
prestigious experience of taking out and 
displaying the card when they use it. The 
associated benefits are designed to make 
members feel privileged. Planet Trekkers by InterContinental is 

a club of tailored services, cuisine and 
activities that are specifically created 
for families. It allows families to explore 
the world together and cultivate a 
deeper understanding of the world 
around them – with an InterContinental 
touch. 

The latest addition to the Planet 
Trekkers programme sees an exclusive 
partnership with National Geographic 
Kids to launch the Planet Trekkers 
children’s mobile app. The app is 
designed for children to learn and 
engage with their travel destination, 
before, during and after their holiday.  It 
gives families the sense of being part of 
a “travellers’ club” even when they are 
not physically in a hotel. 

The Planet Trekkers app is based 
on a treasure hunt style game and 
challenges children to discover 
indigenous wildlife, take part in local 
adventures, and taste native dishes, 
to truly get them in the mood for their 
holiday. Once players have reached 
their holiday destination, they can 
activate “explore-mode” and learn 
more about exciting adventures to 
experience within four categories – 
Natural Discoveries; Active Pursuits; 
Expanded Horizons and Cultural Stuff. 
The app also allows children to take 
photos and details from their holiday 
adventures, which they can then share 
with family and friends back home.

What is a Membership Community? 
A Membership Community is a group 
of individual consumers who share 
a need to connect with a brand’s 
promise and with others who also 
share with the brand. The Community 
is driven by each individual’s personal 
connection to a brand in terms of 
the expected and actual special 
experience that the brand delivers. 
As individuals join the group, they 
are interlinked with the brand and 
with each other.12 Think of the brand 
as the “node” and the individual 
members as the “connectors” with 
all these connectors networked 
together with the brand and its 
promised brand experience. As the 
former editor-at-large of Wired, 
Kevin Kelly pointed out, “… networks 
generate self-reinforcing virtuous 
circles. As new members join, the 
network’s value increases which in 
turn attracts new members, initiating 
a spiral of virtuous benefits” for both 
the member and the brand and the 
Membership Community as a whole.13

Brown Coffee is fast becoming a place 
to hang out for young Cambodians. 
“Unlike the street traders who sell 
thick, cheap coffee in Cambodia’s 
capital, Phnom Penh, Brown Coffee 
offers unusual coffee alternatives. 
Western design, Arabica blends, and 
free Wi-Fi are popular. There are 
now 10 outlets in Phnom Penh since 
2005.” “Students and professional 
people come here to email, chat and 
use Facebook.” Malls in Cambodia 
and in Brazil, and department stores 
such as Lotte in South Korea are 
also becoming places to hang out as 
they used to be in the USA. Malls are 
becoming “worlds” where individuals 
can belong. 16

The US entertainment, content, 
wireless and cable company 
COMCAST, now refers to your 
subscription as being part of the 
Xfinity Community. The services you 
purchase are titled, Your Community 
Package. The mailing envelope states, 
“See Inside for Details About Being a 
part of Xfinity Communities.™”11

InterContinental® Hotels & Resorts

US retailers J.C. Penney and Kohl’s 
are using their databases to increase 
connections with their brands. 
Lay’s potato chip brand is allowing 
consumers to create their own 
bags with a picture of something 
personally meaningful such as the 
individual’s or family’s pet.18
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Membership Communities create social 
support for the individual member. 
Members seek care, consideration, 
helpfulness, reinforcement and 
encouragement from a supportive 
community. This generates satisfaction, 
commitment and trust, enhancing the 
individual’s perception of the quality of 
the relationship. The more the brand can 
provide a sense of community support, 
the greater the possibility of strengthened 
loyalty to the brand.19 For example, a 
community forum that enables members 
to share experiences, knowledge, 
solutions and ideas.

Social Commerce
Membership Communities have a 
commercial purpose for the brand, as 
well as a personal and social purpose 
for the member. If managed correctly, 

the Membership Community can provide 
brand (organisational) wealth beyond just 
frequency of usage. Making membership 
meaningful creates lifetime consumer 
value across geography, time, brands 
and other external forces such as 
recommendations, ratings and reviews. 
Those members who are highly involved 
with the brand and with other community 
members generate significant increases 
in economic expenditures for the brand.20 

Purchasing products and services is 
both a personal and a social activity. 
Technology, mobile and digital enhance 
both the personal and the social aspects 
of shopping. Rating, reviewing, reporting 
on and recommending the purchase 
and the post-purchase experience are 
also forms of commerce generation. 
Positive influencers can generate positive 

incremental dollars.With improving, 
innovative, and mobile technologies, along 
with the exponential growth of social 
media, businesses now have more ways to 
reach and communicate with consumers. 
Using Membership Communities to 
generate strong consumer-brand bonds 
that meet both consumer needs and 
the brand’s commercial needs is one 
of the benefits of making membership 
meaningful. “Commercial success in 
the online arena will belong to those 
businesses that organise electronic 
communities to meet multiple social and 
commercial needs.”21

Social Media
Social media is one of the most talked 
about topics in marketing, affecting 
all functions within an organisation. 
It is on the agenda for top and senior 

management. When consumers 
participate in social media, regardless 
of media platform, they become part 
of a brand’s (organisation’s) value 
creation process. Brands must use 
the Membership Community to not 
only communicate and reward but to 
establish positive, supportive, social 
interaction and camaraderie among the 
members. Membership Communities are 
informative and reinforcing. 

In addition to its loyalty programme, 
IHG® Rewards Club, IHG builds loyalty 
and trust with its guests by catering 
to guests’ specific travelling needs, 
through a family of individualised hotel 
brands. For example, when it comes to 
business travellers, IHG develops and 
designs its hotel brands to find unique 
ways to “take the bumps out of the 
road”. 

For these travellers who are always 
connected and work does not stop, the 
EVEN™ Hotels brand has been built 
from the ground up with wellness at 
its core. From wellness-savvy staff, to 
guest room “Fitness Zones” with in-
room trainers and fitness equipment, 
and an Athletic Studio in each property 
with the best in class equipment, 
EVEN Hotels helps drive participatory 
experiences with its guests that drive 
bonded connections with the brand. 

In 2014, IHG revealed the pilot of a next-
generation guest room from the Crowne 
Plaza® brand, as part of a global roll 
out of its “always on enhancements”. 

The room provides cutting edge, 
intuitive design to help guests meet 
the challenges of 24/7, “always on”, 
business travel. Testing of the new 
room’s benefits revealed that compared 
to a standard hotel room design, more 
modern business travellers feel that the 
new room helps them to get a better 
night’s sleep, work more productively 
and efficiently, and makes them feel 
successful on their business trip.  The 
room therefore helps guests generate 
the feeling of satisfaction, commitment 
and trust, enhancing their perception 
of the quality of the relationship with 
the Crowne Plaza brand – nearly 84% of 
guests who tested the room think even 
more highly of the brand and 90% would 
tell someone about it. 

The need for Membership 
Communities is global, but brands 
must reflect the traditions and 
cultures of countries. For example, 
in China, Membership Communities 
(social circles) reinforce individuals’ 
sense of belonging. Recognition 
and affiliation with friends drive 
“members” to connect with social 
groups. People in a Membership 
community are more likely to 
choose the brand most used in (that 
community). “Under Chinese cultural 
circumstance, social circles are social 
networks where people adopt different 
criteria of recognition from those in 
western communities.” Researchers 
identified that common beliefs, 
values and behavioural tendencies 
create a “collective spirit” defining the 
community. Compared to benefits-
based social identity, belonging-based 
social identity is more stable.23 

Paper & Tea in Berlin, Germany, 
focuses on the ritual of tea-making, 
mixing artistry and cultural 
education with tea sommeliers.” The 
Louis Vuitton Place Vendôme jewelry 
boutique includes a facility where 
individuals can select their own 
gemstones, integrating themselves 
into the production process. Johnnie 
Walker houses are an “educational 
journey into the heritage and craft 
of the brand.” These places are for 
converting “consumers into brand 
ambassadors.” 22

EVEN™ Hotels and Crowne Plaza® Hotels & Resorts 
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With a decline in trust in institutions,24 
Membership Communities of peers and 
brand enthusiasts impact an individual’s 
decision-making. People learn to trust 
members’ statements. Decision-making 
is now influenced by intra-communal 
discussions, ratings, reviews, comments, 
opinions, purchase and use of the brand’s 
products and/or services.25 “Consumers 
trust recommendations, reviews, and 
personal referrals above all other 
channels of marketing communications.” 
Leveraging the intra-communications 
within the Membership Community 
fosters sharing of positive brand 
stories, which can also diminish any sad 
commentaries.26

Social Media is also a great way to 
understand and represent the voice of 
the consumer. Within the Membership 
Community, social media gives each 
member’s voice the individual power he 
or she desires. Focusing on the emotional 
aspects of belonging and being an 
individual is key to increasing trustworthy 
brand value as the new way consumers 
assess a brand’s worth is by having a 
great branded experience.

A White Paper (Stadd, July 2013) 
reported results among 6000 
respondents over a 17-month period 
focusing on Facebook, Twitter 
and Pinterest. The report cited the 
following regarding usage of social 
media: 1) Social media drives roughly 
equal amounts of online and in-store 
sales; 2) Nearly 4 in 10 Facebook 
users say they have moved from 
liking, sharing and commenting on 
an item to actually buying that item; 
3) 43% of social media users have 
purchased a product after sharing or 
“favouriting” on Pinterest, Facebook 
or Twitter. “As consumers share 
opinions about products and services 
via their favourite social networking 
sites, the opportunities for increased 
sales exists.” 28

The Power of the Membership 
Community

In a July 2015 article in ADWEEK, the 
author comments on community and 
sports marketing. Be able to address 
this connected narrative: 

1) Culture shapes content… what 
is happening right now affecting 
customer perceptions and 
preferences? 

2) Content creates community… how 
can our brand affect and engage 
these like-minded others? 

3) Community engages in 
conversation… is our conversation 
enabling intra-dialogues and sharing; 

4) Conversation influences 
commerce… how can we enable 
purchase and preference through our 
conversations.27

The Kimpton brand’s social media 
strategy is all about relationship 
building and inspiring authentic 
guest engagement, 365 days a year. 
It is a natural and ever-evolving 
extension of the guest experience and 
personalised touches via the brand’s 
social channels are an integral part of 
Kimpton’s success - and something 
that guests have come to associate 
with the brand.

One element of this is Kimpton’s, 
Secret Social Password. Guests who 
follow Kimpton on Facebook, Twitter, 
Instagram and the brand’s blog, “Life 
is Suite”, are occasionally privy to 
a secret social password that can 
be spoken at the front desk upon 
check-in. This word triggers a special 
surprise which can range from room 
upgrades to complimentary valet 
parking. It is Kimpton’s way of saying 
thank you to its loyal guests for 
engaging with the 
brand year-round. 

Kimpton® Hotels & 
Restaurants 
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9. The community respects, recognises 
and rewards the member for his or 
her devotion to and participation in the 
brand; and 

10. The brand respects, recognises and 
rewards the member in personalised 
ways for his or her potential lifetime 
value to the brand.

Signing In is not the same as Signing On
There is a big difference between Signing 
In and Signing On. Logging into the site 
does not always mean loving the brand. 
People do not just want to log in. They 
want to link up. They want a relationship. 
Just because someone Signs In by joining 
a group or enrolling in a membership 
programme does not mean the person 
is suddenly an advocate. Many brand 
groups and loyalty programmes just 
ask consumers to Sign In or register. 
And, from then on, rewards are based 
on frequency of purchase or usage. 
Even when the rewards are customised 
by level, these gifts are based on the 
member’s volume not their passion. 
Meaningful membership is about creating 
and reinforcing the individual and group 
privileges of belonging to a Membership 
Community that builds true brand loyalty.

Membership is not the same as 
behaviour: Signing In is behaviour. Anyone 
can Sign In. They can register. They can 
enrol. It is what you do, but not how you 
feel about your actions, the community or 
the brand. How many times the member 
“frequents” the brand is not sufficient to 
create a true meaningful relationship. 
Behaviour is only half of the story when 

it comes to meaningful membership. 
Every January people sign into their gym 
membership hoping to shave off the 
holiday weight, but after a while they quit. 
They were not completely committed to 
the idea. They never became enthusiasts. 
They never truly Signed On. 

Signing On creates pride of belonging to 
the Membership Community. An airline 
brand may be the dominant airline 
frequenting a particular city or country. 
Merely calibrating rewards by “level 
of user frequency” will not capture a 
frequent user’s true attitudes toward the 
airline brand. Meaningful members want 
to feel that their actions and opinions are 
recognised and rewarded. Brands need to 
acknowledge that “rewards” have multiple 
meanings and should be strategised as 
more than just prizes and levels.

Membership Communities thrive when 
members are passionate, participatory 
advocates for the brand. Truly loyal 
members influence other members by 
the sheer strength of their feelings. The 
goal is not to create casual members, 
but to create committed members. 
Casual is relaxed, unconcerned, irregular, 
temporary, and uncertain. Commitment 
is “the intention to behave in a manner 
supportive of relationship longevity.”29 
Not only do committed consumers apply 
extra effort to keeping a relationship 
ongoing; they also can help form the basis 
of a group of very valuable consumers. 
Committed consumers see their own 
usage ongoing into the future, and, 
they have the power to influence future 
generations to also commit to the brand.30 

Inner Circle members, Kimpton’s 
top loyalty tier, receive custom in-
room welcome amenities based on 
preferences and favourite choices 
indicated in their Karma profiles.  
This could range from favourite 
snacks and beverages to cheeky 
photos of their celebrity crushes. 
All of these welcome amenities 
are usually hand-selected and 
created by hotel employees.  For 
example, a spa basket welcomed an 
Inner Circle guest and her canine 
travelling companion in their room, 
to help them relax and rejuvenate. 
This included all natural coffee 
body scrub, honey citrus face mask 
and a mild handmade dog-friendly 
shampoo and conditioner. Another 
Inner Circle guest has stayed at every 
single Kimpton hotel. He loves Amy 
Poehler and Tina Fey, so the brand 
made his dreams come true at the 
Hotel Palomar Philadelphia, with 
personalised pillow cases of the  
two stars and  
a special note  
from them  
addressed to  
the guest. 

Section 2
Meaningful Membership

What is Meaningful Membership?
Increasingly, people have the opportunity 
to join Membership Communities 
where they are treated as individuals 
within a cohesive group. Membership 
Communities emphasize a person’s 
personal identity and create a social 
identity underscoring a new era in 
membership. 

Meaningful membership is the ongoing, 
intentional partnership between an 
individual and a brand (organisation). 
Membership becomes meaningful when:

1. The member is personally rewarded 
for participation in a Membership 
Community; 

2. The member feels special pride in 
belonging to the community;

3. The member receives special benefits 
and privileges as a result of belonging 
to the community;

4. The member has personalised 
opportunities to contribute and 
participate in a fulfilling manner to the 
brand’s community and to the brand; 

5. The brand makes intra-
communication easy and satisfying; 

6. The brand responds to members in a 
benevolent manner; 

7. The brand manages the individual’s 
information in a perceived trustworthy 
manner; 

8. The brand provides personal ways in 
which the member can become more 
and more loyal (climbing the ladder of 
loyalty); 

Kimpton Karma™ Rewards
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loyal: it can be that it is the only choice 
available, or that the cost of changing 
is too high. If managed properly, a 
Membership Community helps deepen 
the relationship between a consumer 
and the brand. Signing On develops 
true commitment to the brand. It builds 
brand experience value. It creates brand 
enthusiasm. It drives quality revenue 
growth, which, in turn, generates Trust 
Capital, contributing to the enduring 
profitable growth of the enterprise.

Meaningful membership is mutual: 
brands and organisations need to 
participate equally. The mutuality of 
meaningful membership means that it 
is reciprocal with benefits on all sides. 
While there are members who prefer 
to be spectators, many people who 
sign on to a Membership Community 
are participators. They endorse the 
common purpose of the community. They 
appreciate being treated as individuals. 
They enjoy the peer-to-peer interaction. 
And, they welcome the special privileges, 
rewards, and interfaces that come with 
the membership. And, mutuality means 
that while a loyal consumer is valuable 
to the brand, the brand must also be 
valuable to the consumer: the brand 
experience that is rewarding. 

Loyalty programmes must be designed 
to enhance the “personal” while growing 
the connections to the Membership 
Community. Research among Gen Xers, 
Millennials, Baby Boomers and seniors 
shows that loyalty programmes are 
a very successful way to engage with 
consumers.31 “Customers with a strong 
sense of community not only show loyalty 
towards a brand … but tend to define 
themselves in terms of the brand they 
use as well as define themselves in terms 
of the brand they do not use.”32 Harley 
Davidson is a good example. My ride is a 
Harley. I do not ride a Yamaha. Or… I use 
a Mac. I do not use a PC. Or… in London, 
I read The Times. I do not read The Sun. 
Or… I wear a Rolex. I do not wear a Casio.

Growing Trust Capital with Membership 
Communities
The Kinship Economy is built on 
relationships, and relationships require 
trust. People join a community because 
they trust the brand, and they soon 
trust other members. As the community 
enlarges, and as the community culture 
flourishes, the value of the community 
increases exponentially. Grow the 
community’s value and trustworthy brand 
value will increase. 

Meaningful membership makes money 
because members who are truly loyal buy 
more often, become more committed to 
the brand, become less price sensitive 
while becoming more resistant to 
competitive offers, are more willing to 
recommend, and are more profitable.33 
Increase member loyalty from 
consideration to enthusiasm. Enthusiasm 
is more than enrolment. Enthusiasm is 
an individual choosing your brand even 
if their second choice brand costs less. 
Brand enthusiasts perceive the brand 
as having trustworthy brand value. The 
higher the trustworthy brand value, the 
greater the brand contribution to the 
organisation’s Trust Capital.

The goal of the brand (organisation) is 
to increase the value of the Membership 
Community by increasing the number of 
members who believe the community is 
a trustworthy brand value. This means 
building, ensuring and growing brand 
loyalty. Loyalty is not repeat behaviour. 
People can and will buy or use the same 
product or service over and over again. 
However, this does not mean they are 

IHG® Rewards Club

Based on research and feedback from 
its loyalty members, IHG® Rewards 
Club has introduced a new membership 
level, Spire Elite to better reward 
its most loyal members with the 
most relevant benefits. The research 
highlighted the value of being able to 
share hotel rewards with family and 
friends. That being part of a “club” 
and sharing the benefits from it, is 
something desirable. 

Based on these insights, IHG Rewards 
Club offers Spire Elite members 100% 
extra bonus points on qualifying stays 
and the choice between receiving 
25,000 points or upgrading a friend or 
family member to Platinum status.

The research also revealed that 
“recognition” is the best reward; it 
is something a member feels and 
appreciates much more than claiming 
points: 

“Points are meaningless until 
you do something with them.  

So given a choice between being 
recognised as a person, and 
earning rewards, I’d much 

rather be greeted and  
thanked using my name.”

Chicago based traveller

In response, IHG Rewards Club is 
also introducing a new Customer 
Relationship Management (CRM) 
system, which will enable hotels to 
respond to members’ preferences 
at every stage of the guest journey 
and offer services and experiences 
that are personally relevant to them. 
From recognising stay preferences 
such as room location or pillow type 
and tailoring their booking options, to 
relevant post- stay offers. 

IHG Rewards Club and IHG’s network 
of over 4,900 hotels will have access to 
increased guest information that will 
allow the guest to experience a more 
personalised booking process, check in 
and stay. Guests will be able to manage 
their personal preferences during the 
booking process such as requesting a 
firm pillow or higher floor. As the new 
initiative develops, IHG will also be 
able to send more relevant and tailored 
offers to  guests as the company learns 
more about their travel behaviour and 
needs.

Per Dailybreak Brand Engagement 
Survey: 83% of survey respondents 
acknowledged belonging to none or 
one brand/store loyalty programmes, 
and 13% said they belonged to more; 
Brand loyalty memberships also 
drove other behaviours, with 64% 
of Millennials, 79.6% of Gen Xers, 
and 66.2% of Baby Boomers said 
that loyalty programmes drove them 
to interact with a brand; 58% of all 
respondents buy from the stores 
and brands whose programmes they 
belong to at least once a month.34 
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Making Connections in a Disconnected 
World
As reported in the last three IHG 
Trends Reports, we live in a world of 
declining institutional trust. People, 
especially Millennials, place more trust 
in strangers or community members 
than they do in government, religion, 
schools and experts. The 2015 Edelman 
Trust Barometer states the following: 
“The evaporation of trust - NGOs, 
Business and Media all decline.” The only 
institution to show a slight improvement 
is Government, and it is still below 50% of 
the respondents. Online Search Engines 
are now more trusted than traditional 
media: 72% (+8) vs. 64% (+2).35

An outcome from loss of institutional trust 
is that opinions of “CEOs, well-known 
online personalities, elected officials, 
celebrities and of brands I do not know” 
are “distrusted” according to Edelman.36 
Instead, people find trust in Membership 
Communities. Brands have the benefit of 
already established connections through 
marketing efforts and purchase/usage. 
It is in the best interest of the brand and 
its community to create and implement 
strategies and actions that continue to 
build trust. 

Humanising the Experience
Trust grows when communications with 
individuals and the group are personified, 
made real, and given a human face. 
Losing trust in institutional icons of 
city, state, union, and world, brings a 
sense of uncertain “disconnectedness.” 
Although the Internet has changed much 
of what we do for the better, it has also 

led to depersonalised and dehumanised 
interactions. It is a rare occasion when 
people have actual human contact and 
responses when communicating with 
brand loyalty programmes. The Internet 
culture is distanced, digital, and divorced 
from ever having to deal with humans. 
Some people prefer this experience. 
IHG referred to this consumer as The 
Invisible Traveller.37 It offers a new kind 
of socialising with inconsistent rules 
regarding rudeness or propriety. (Even 
privacy, as IHG discussed in last year’s 
booklet is up for grabs.)38 There is a 
preference for artificial intelligence over 
actual involvement.

In an email, app and text world, we no 
longer hear the human voice or see the 
human face. We live in a digital marketing 
world, where dialogue is digital. In fact, 
companies are eliminating voicemail 
because email and text are faster and 
more popular and, of course, cheaper.39 

If I want to dialogue with people like me, 
the best place to look is a community of 
people like me. I may not hear their voice 
or see their face, but I know their beliefs. 
Unknown evaluators and reviewers, 
online peers and community members 
live in a virtual landscape, but they are 
perceived to be real and legitimate. And, 
they respond in ways that bring their 
personalities to life. They are as human 
as it gets. 

Brands can make personalisation 
personal by humanising the 
communications with members and with 
the community through actual human 

contact. Summer camps for adults are 
becoming a way for people to bond over 
personal interests such as cooking, 
sailing, athletics, fiction writing and 
confectionary making.40 Even Instagram 
is moving some communications away 
from algorithms, focusing on site content 
curating, which they see as “the human 
touch.”41

Membership Communities should 
leverage the need for human contact 
by offering it. Not every communication 
needs to be digital. We talk about the 
increase of personalisation. Personal 
means “of a person”: brands can 
personalise by actually speaking with a 
member and by making communications 
personal and human.

Needs-Based Occasion Segmentation
A Membership Community is a planned, 
purposeful community designed to 
communicate the brand. And, it is 
designed to attract consumers who 
attract more consumers. It is designed to 
increase a member’s loyalty and value to 
the brand. In order to make this happen, 
brands must transform enrollees into 
meaningful members. Needs-based 
occasion segmentation is foundational for 
creating deepened connections between 
the individual and the community. It will 
also provide direction for appropriate 
resource allocation. 

A market segment is a group of specific 
individuals who share common needs in 
a common context. Product categories, 
channels, or price categories are not 
market segments. This means that it is 
essential to know the people, know their 
needs, and know the occasion in which 
they have the needs. IHG uses needs-
based occasion segmentation to position 
its brand portfolio as well as to identify 
those needs and occasions where it is 
clear that no other brand is satisfying 
individual needs for specific occasions. It 
also uses segmentation to provide insight 
into new product development. 

The information generated by 
segmentation is used to augment the 
relationships that IHG brands have with 
their guest base. In turn, this helps 
transform membership into meaningful 
membership.

Students lose faith in professional 
disciplines as reported by James 
Brenton in Financial Times, 
applications for law school and 
business school in the US are down 
because young people no longer 
trust that the education will have a 
return on their investment. “Word is 
out - going into debt for law school is 
not as sure a bet for a secure future 
as it once was.” According to the 
article, in the US, since 2004, the 
percent change in the LSAT exam 
(the standardised law school test) is 
-30% while the percent change in 
the GMAT exam (the standardised 
business school test) is -25%.42

EVEN™ Hotels is a special hotel 
experience designed to help guests 
stay healthier away from home. The 
hotel features include a wellness-savvy 
staff, a best-in-class fitness experience, 
healthier food choices and natural, 
relaxing spaces. And, HUALUXE Hotels 
and Resorts is derived from clear 
understanding of Chinese people, needs 
and occasions. The hotel is targeted 
toward more traditional Chinese 
consumers who desire an authentic 
Chinese luxury experience. Features 
include a teahouse, intimate luncheon 
rooms and special elite dining rooms, 
bathrooms that resemble relaxing spas 
and lobbies transformed into gardens. 
The purchase of Kimpton Hotels relied 
on knowledge of needs and occasions 
not completely satisfied by existing IHG 
brands. The development of the Crowne 
Plaza’s new business configured room 
was based on insights from the needs 
of business trip occasion travellers.

IHG® Needs-Based 
Segmentation
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Making Corporate Culture a  
Membership Community
Membership Communities and loyalty 
programmes are critical elements 
of building trustworthy brand value. 
However, these programmes should not 
be seen as external entities only. Creating 
a Membership Community applies to 
the corporate culture as well. The entire 
enterprise must have a meaningful 
membership mindset. All employees 
across all functions and in all levels of 
management and service must believe 
in being a meaningful member of the 
corporate community. Each individual 
must understand his or her role as an 
individual member of the group in making 
the organisation and its brands strong 
and profitable. 

Is the internal culture of the organisation 
and its brands focused on belonging 
to a community of individuals with the 
same goals? Do employees feel they are 
members of a meaningful community 
with common interests and goals? Does 
the organisation think of itself and behave 
as a Membership Community? Are 
employees believers in the commonality 
of individuals that the organisation and/or 
brand represent? Are employees believers 
in or mere acceptors of the organisational 
community? Do employees believe they 
are co-creators in and contributors to 
the success of the community? Having a 
high level of positive feelings and pride of 
membership in a strong organisational 
community is essential. Making your 
organisation a Membership Community 
is an antidote to siloes, bringing people 
together rather than reinforcing functions 

and geographies. It fosters collaboration 
over confrontation.

Members feel an attitude of affiliation. 
They sense when the community 
representative comes from a less 
than authentic source. Generate and 
regenerate a membership mindset among 

all employees. Everyone must be aligned 
behind, and eager to drive meaningful 
membership. Otherwise, the connections 
for the internal Membership Community 
will feel less genuine.

The Holiday Inn® brand has partnered 
with web and mobile travel platform, 
Roadtrippers, as part of the brand’s 
Journey to Extraordinary campaign in the 
US. The partnership helps travellers plan 
and share their road trip memories and 
routes, not just with family and friends 
but with other “road trip enthusiasts” 
who want to plan their next journey. 

Roadtrippers heard from their users that 
they wanted to share their own stories, 
in addition to, using those that already 
existed on the platform to plan their 
trips. The Holiday Inn brand heard the 
same feedback from its guests when it 
launched its Journey to Extraordinary 
campaign - guests wanted to share their 
own stories and it was because of this 
that the collaboration with Roadtrippers 
came to light. 

Roadtrippers and the Holiday Inn brand 
asked travellers to plan and submit their 
dream road trips and favourite travel 
stories, and received over 1,000 entries 
on social media from travellers planning 
routes across the country. Then, the 
Holiday Inn brand surprised nearly 100 
people with 40k IHG® Rewards Club 
points each, in order to enable those 
journeys, and selected and the best 
entries to be posted to the Extraordinary 
Journeys page on Roadtrippers.com. 
This created a unique community for 
travellers who take to the road 
when planning their trips. 

One of the pleasures of prestige is 
having someone take care of your 
needs. When you contact the global 
American Airlines Concierge Key 
programme, you speak with real 
people regardless of where you are, 
you can arrange for a real person 
to meet and greet you at any global 
airport, and, for example, you can 
have a special services agent with 
you while at the airport. Additionally, 
American Airlines Concierge 
key programme holds dinners at 
stylish, well-known and well-rated 
restaurants for its programme 
members. It is a chance to meet the 
leaders of the programme and the 
major international airports, as well 
as dine with people with the same 
frequent travel as you.

IHG recognises the importance of 
attracting, retaining and developing  
the very best talent in the industry.  
A key part of this is making IHG a great 
place to work, which the company does 
by offering people the “Room to Be 
Yourself” commitment. IHG gives its 
people the best possible start to their 
career with IHG, communicates with 
them regularly, takes an active role in 
their development and recognises their 
achievements. 

The commitment is a key driver of 
employee engagement and encourages 
people to become brand ambassadors. 
94% of IHG employees say they are 
proud to work for IHG and often share 
their working life experiences through 
social media. To ensure IHG continues 
to evolve its people strategy, the 
company provides regular opportunities 
for employees to feed back, to ensure it 
is delivering on expectations.

Holiday Inn®

IHG® – Room To Be Yourself
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People have no time for untimeliness. 
This is not just true for the western world 
countries: around the world, there is an 
increase in the pace of life where people 
perceive a lack of time.49

With mobile, digital, apps and websites, 
we can shave days, hours, minutes and 
seconds from having what we need. We 
are now able to do things and possess 
things faster than ever before. Next day 
delivery is giving way to same day delivery. 
We need satisfaction straightaway. 
Instantaneous is our reality: if brands do 
not deliver by matching that reality, the 
total brand experience is surreal, unreal 
and, ultimately, no deal. 

Brands must deliver on their promises 
quickly or lose perceptions of quality, 
leadership and trust. Brands are trust 
marks: people need to trust something 
because when we collapse time, we find 
we have “fewer people to trust, confide in, 
and from whom we can obtain counsel.”50 

As reported in the 2015 IHG Trends 
Report, “one-think decision-making” 
is real-time decision-making. When 
you trust a brand, deciding is easier, 
less stressful and faster. Membership 
Communities strengthen one-think 
decisions. Brands help consumers 
avoid the anxiety in their search for the 
right choice. This means that brands 
help consumers manage their time: 
time management is still a strategic 
area that is a competitive advantage. 
In our real-time reality, there is zero 
tolerance for waiting. (In “The Age of I”, 
we are also “Impatient.”) “Strategies and 
their underlying sources of competitive 
advantage will undoubtedly continue to 
migrate and mutate. But regardless of 
the form leading-edge strategies take, 
they will remain rooted in the company’s 
ability to connect its consumers and its 
employees in as rapidly interacting and 
as close knit relationship as possible.”51 
Membership Communities matter.

How a brand responds, and how fast a 
brand responds enhances and reinforces 

Section 3
Making Membership  
Profitable

Moving people from enrollees, to 
members, to meaningful members 
of a Membership Community, makes 
money. In The Kinship Economy, the goal 
is to move from building transactions 
to creating enduring, trustworthy, 
profitable brand relationships. Meaningful 
membership occurs when a member 
is both behaviourally and attitudinally 
committed to the brand. This leads to 
trustworthy brand value. Meaningful 
membership drives loyalty. Loyal 
members generate high quality revenue 
growth. 

Research over many decades confirms 
that loyal consumers are valuable 
consumers.43 Loyal consumers trust and 

perceive the brand to be a quality brand 
when they believe - through experience 
or the expectation of an experience - the 
brand will deliver on its promise. 

The Reality of Real Time
Time is a most valuable resource. 
Compression of and competition for time 
is rampant. We will do whatever it takes to 
gain one more second, one more minute. 
We are truly captives on the carousel of 
time. 

We live in an age of instant and 
immediate. People expect to be satisfied 
in nanoseconds, with the tap of an app 
on a phone, with the request through a 
shopping cart icon on a website, or by 

calling the front desk for a concierge who 
must have the answer for you at once. 
Some see this as the Amazon-effect, 
where consumers have a new set of 
expectations about buying. Whatever you 
buy, you can have it now.44

The reality of real time is that our days 
are ruled by strings of “now.”45 We can 
make any activity a real-time activity. Why 
wait? As reported by Trend Hunters, Inc., 
you can have a “contracted” Xbox 360 
where you pay-as-you-play. Or, why waste 
time going to the gym. You can participate 
in real-time spinning classes at home 
when you purchase the Peloton bike. The 
classes are broadcast live from Peloton’s 
New York City studio.46

What is Real Time?  
“The fastest time is real time. The 
language of real time is a perpetual 
present tense.” We perceive real 
time as physically happening as 
well as a state of mind reality. “Real 
time is more than hurry up, stat, on 
the bounce.” It is multi-tasking and 
multi-platform: it is doing and seeing 
those things done all at the same 
time.47 It is the time of right now.

Who has the time to visit a doctor? 
In the US state of Washington, you 
can now receive instant medical 
diagnosis over Skype using a “virtual 
consultation.” Just type in your 
symptoms, submit a credit card 
and within 30 minutes or less, you 
will have a real time “house call” 
with a doctor who can prescribe 
medications if needed.52 

Swift responses to guest requests 
are essential to improving guest 
satisfaction. With this in mind, IHG is 
trialing IHG Guest Request, a service 
that allows guests to make a request 
instantly through the IHG App. The 
App then uses a platform which logs, 
assigns and tracks requests, making 
it clear to hotel staff what the current 
status is and who is responding.

In March, IHG also announced that 
key features of its highly rated IHG 
Translator App would be available 
for Apple Watch™, helping travellers 
make the most of their experience, 
wherever they are in the world – 
instantly. By speaking directly into the 
watch, or selecting from a range of 
pre-loaded common phrases, the App 
gives travellers access to on-demand 
translations from English into 13 
different languages. This builds 
on the success of the IHG App for 
mobile, which has received more than 
4 million downloads since its launch.

IHG® Digital Initiatives
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component. Identify, attract, defend and 
strengthen brand loyalty.60

Satisfaction is necessary. But, a 
“relationship” goes beyond measuring 
just satisfaction. Data shows that a trusted 
relationship is worth more than mere 
satisfaction with a transaction. And, brand 
trust has a strong, positive influence 
on things such as “brand loyalty, brand 
commitment and purchase intention.” 
In fact, the results of this study indicate 
that brand trust is quite distinct from 
constructs including brand attitude, brand 
attachment and brand love.61

Meaningful membership requires that 
brands understand and measure the 
power and the value of the connections 
with the community, and with the other 
members and the brand.

The Role of Responsibility: Committed 
Consumption with a Conscience
Members of Membership Communities 
want to belong to a group that has a 
bigger purpose. People by their very 
nature have a “longing for belonging.”62 
Corporate Social Responsibility allows 
members to connect with important 
issues through the connections with the 
brand, organisation and fellow members. 

Corporate Social Responsibility (CSR) 
aids one-think decision-making as 
people want to commit to brands that are 
committed to human-planet betterment. 
This helps build meaningful membership 
through connections aimed at the greater 
social, economic and environmental 
realities of the world and its local cities. 

When consumers believe in the brand’s 
commitments to make the planet and 
its people better, they favour the brand 
with positive opinions and usage. Recent 
data in the retail industry shows that CSR 
perceptions have a direct effect on share 
of wallet as well as an indirect effect on 
attitude toward the store. The conclusion 
is that the effects of CSR on share of 
wallet are “managerially meaningful.”63 
This is committed consumption with a 
conscience. 

Brands can increase Trust Capital by 
communicating credible statements with 

actions that demonstrate planet and 
people betterment. For example, Unilever 
is teaching people in developing countries 
how to wash their hands. A 20-second 
behaviour is changing the hygiene and 
safety of millions of children. 

Using the Membership Community 
platform, brands can generate 
commitment among members. This 
motivates members to believe in the 
brand’s higher purpose while allowing 
them to buy and use with a clear 
conscience: committed consumption with 
a conscience.

the relationship that meaningful 
members have with a brand and its 
community. Quality quickness also helps 
move mere members to meaningful 
membership: by responding and reacting 
quickly in a quality manner, the brand 
supports and respects consumers’ 
personal identities.

Loyal Members Are Profitable  
Members
Brand loyalty is valuable.52 Truly 
loyal consumers are more profitable. 
Meaningful membership leads to high 
quality revenue growth due to increased 
spending and reduced defections. 
Keeping meaningful members interested 
in and excited about the brand means they 
will continue to stay in the Membership 
Community while maintaining and 
increasing their value. 

Deepening a member’s relationship 
with the Membership Community 
helps move the member from being a 
frequent purchaser to a brand enthusiast. 
Community connections create 
commercial possibilities: “…consumers 
who heighten their social connection to 
the community by establishing friend ties 
obtain additional social benefits leading 
to heightened economic engagement with 
the firm (brand).”A brand increases brand 
loyalty by strengthening the quality of the 
relationship with the consumer. 

As true brand loyalty increases, the 
likelihood of defection because of a 
competitive price promotion decreases. 
Research showed that reducing 
defections by 5% increased profits by 25% 

and over.54 And, meaningful members who 
are brand enthusiasts will pay more than 
those who will only consider a brand.55

Marketing to the Membership Community 
and to its individual members with 
brand-focused content and other 
communications generates enduring 
profitable growth when compared to 
price-focused deal marketing. One 
seminal study shows that Return on 
Marketing Investment for brand-focused 
investments is nearly twice as profitable 
as investing in deals.56 

To do the right thing, measure the right 
thing. Are communications increasing 
conviction? Are communications 
strengthening the brand relationship? 
Is price sensitivity decreasing? Is brand 
loyalty increasing so that we have a 
bonded community of meaningful 
members? Are meaningful members still 
convinced? 

Although consumers may state they 
are satisfied with the brand, they still 
defect. In fact, in one study fewer than 
50% of satisfied consumers are repeat 

buyers.58 And, this was a high profile study 
conducted in the 1990s. Imagine today: 
with speed and access as givens, and 
information simple to obtain, it is easier 
and faster to drop one brand for another. 
It is imperative to know whether your 
members are increasing their loyalty not 
just frequenting the brand.

Measuring the Value of the Branded 
Membership Experience 
In the 2015 IHG Trends Report, IHG 
discussed a new definition of how 
consumers perceive value. IHG reported 
that in today’s world, “… the dimensions of 
brand value are the functional, emotional 
and social benefits the consumer derives 
from the brand experience for the 
associated costs (money, time, effort). 
Cost is more than low price. Trust acts as 
a multiplier in this consumer assessment 
of value. Trust has a positive or negative 
effect on the consumer’s internal 
appraisal of what they are getting for the 
costs they put in. If trust in a brand is 
high, the perceived value is increased; if 
low, the perceived value is decreased. If 
there is no trust, then it does not matter 
what the benefits are for the costs.”59

Measure meaningful membership 
according to this new consumer-
perceived value assessment. Continuously 
look at the strength of the Membership 
Community and its member-brand 
relationship. Evaluate the functional, 
emotional and social benefits delivered 
relative to the costs (in terms of time, 
money and effort) while understanding 
the trust that members have in the brand. 
Brand trust is an essential “relationship” 

Millennials and CSR: Joe Waters, 
author of selfishgiving.com , 
believes, “Millennials may be the 
most socially conscious generation 
in American history. They expect 
companies and non-profits to meet 
their standards with responsible and 
impactful programmes.” 57

Earlier this year, due to the two 
devastating earthquakes and number of 
subsequent aftershocks that hit Nepal, 
thousands of buildings were damaged 
and entire villages destroyed, including 
World Heritage sites, and historic 
monasteries and temples.

In response, IHG’s disaster relief fund 
made a community donation channelled 
through its partner, CARE International 
to support the local community 
impacted. Additional funds were 

also allocated to support Nepalese 
colleagues across the globe, who may 
have also have been affected by the 
disaster.

Fundraising events were also held 
in IHG hotels and corporate offices 
around the world and IHG Rewards 
Club members showed their support 
by donating IHG Rewards Club points to 
the IHG Shelter Fund. Their donations, 
along with those of IHG colleagues 
around the world further helped to 
support the communities needing it  
the most.

IHG was able to provide relief and 
assistance to the many Nepalese 
colleagues and their families all 
around the world. Working with CARE 
International IHG continues to support 
those communities that were impacted 
most by the disaster.

IHG® Disaster Relief 



34 3534 35

To win in this swiftly morphing landscape, 
IHG presents five Essentials for Building 
Membership Communities. Everyday 
life changes and evolves second by 
second. Wait-and-see is not the best 
attitude. Persuading enrollees of the 
brand community to become meaningful 
members makes money. Membership 
Communities are huge assets for 
brands, if managed properly. Belonging 
is a universal need. Communities are 
multiplying as technology makes digital 
and virtual connections easier, faster and 
more compelling. By implementing these 
Essentials, brands and organisations have 
the leverage for success. 

1. Enhance a 
 member’s Personal and 
Social Identities: create 
a feeling of belonging 
while respecting each 

member’s individuality
Belonging to a Membership Community 
reinforces both one’s personal identity 
and social identity. People want to 
show who they are, what they know and 
what they do. They want respect and 
recognition for the actions they take, 
and for their accomplishments. This 
is personal identity. At the same time, 
people want to belong and find support, 
access and acceptance in and from a 
group of like-minded others. This is social 
identity. The opportunities for brands 
and marketers are numerous. Brands 
must help enhance both identities. Using 
needs-based occasion segmentation 
and other insights, brands must 
understand the member’s self-image. 
Gain knowledge of the member as a 
person: who they are individually and as 
part of the group, their problems, their 
preferences and their peer networks. 
And, understand the person as a group 
member. Then, design and cater to the 
individual as both an independent person 
and a collective person. Needs-based 
occasion segmentation has a key role 
to play. Programmes, communications, 
rewards, interactive designs and intra-
group relationships will grow the quality 
of the relationship with the brand and the 
community. A member’s commitment 
evolves into meaningful membership 
when there are positive interactions 
between the brand and the member, 
especially in a service industry.65

2. Humanise  
Personal 
Involvement
Personalisation continues 
to change how brands 

relate to consumers. As datasets grow, 
it is possible to make levels, rewards, 
communications and experiences 
extremely targeted. Brands can increase 
personalisation and strengthen bonds 
to the brand, and to the Membership 
Community. Design ways for members 
to become involved in the brand and the 
community. People belong because they 
need to be a part of something bigger 
than themselves. Create personalised 
participation for consumers. Another 
consideration in this age of digitised 
and voice-activated technology: people 
see certain services as being more 
prestigious… and personal… when 
delivered by a human. All-digital-all-the-
time can be dehumanising and deadly. 
Respond in a human manner. Even small 
messages can be humanised.

Membership Communities is not a 
new construct. However, the world has 
dramatically changed. In today’s high-
tech, digital, 24/7 mobile environment, 
building and growing Membership 
Communities with meaningful 
membership as its base requires a 
new set of rules. Based on past and 
current economic, psychological and 
social data, there are strong roots for 
these Essentials. Treat these rules as a 
framework for success. Brands must not 

only compete for attention, and choice, 
but also for long-term relationships with 
consumers.64 

When IHG first discussed The Kinship 
Economy, it was to highlight how 
marketers and brands need to evolve 
from transactions to relationships. The 
Kinship Economy is a more dimensional 
concept than first discussed. The Kinship 
Economy 1) made room for the sharing 
economy, collaborative consumption, 

and new technologies for connections; 2) 
made room for the blossoming of “The 
Age of I” with its simultaneous needs of 
Individuality and Inclusivity; 3) generated 
a mindset for the emergence of real time 
with no tolerance for wait time; and, 4) 
with its focus on building relationships, 
it has spurred the ever-increasing 
environment of multiple virtual and 
physical Membership Communities many 
of these built around brands.

Section 4
The Essentials for Building 
Membership Communities
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3. Build a  
Membership Mindset 
Corporate Culture
To build a Membership 
Community outside, 

it is necessary to build meaningful 
membership inside. Even if the 
organisation appears to be completely 
aligned, it is essential that the alignment 
creates a feeling of community. Take 
engagement a step further to meaningful 
membership. Employees have the same 
need to belong, to feel committed and 
to believe their contributions matter. 
Employees, who feel proud of and 
believe in the connective camaraderie 
of the enterprise community, will be 
more effective in delivering the intended 
consumer experience. A corporate culture 
with a meaningful membership mindset 
generates trust in the enterprise’s brands 
and true commitment to the corporation’s 
goals.

4. Move members  
up the Loyalty  
Ladder
Building brand loyalty 
is the most effective 

way to achieve high quality revenue 
growth.66 This is a core idea in The 
Kinship Economy because having a loyalty 
mindset means moving from transactions 
to relationships. “An organisation’s 
most loyal customers disproportionately 
drive revenue and profitability.”67 A 
major reason for having a Membership 
Community is to increase a member’s 
loyalty. Meaningful membership 
generates Trust Capital leading to loyalty 
as the basis for high quality revenue 
growth. Enrollees are not necessarily 
loyal. It is critical that brands understand 
there is a big difference between a mere 
enrollee, and a meaningful member. 
Create ways in which enrollees can 
be encouraged to move up to true 
branded membership loyalty. Measuring 
meaningful membership matters. Data 
show that as little as 10% of consumers 
may account for as much as over 50% of 
brand volume.68 Do you know who your 
top 10% are? So, know who your truly 
loyal members are, continue to map their 
progress and enthusiasm, love the ones 
that love your brand. “All customers are 
certainly not created equal. Those who 
spend more and generate larger profits 
should take precedence over occasional 
customers or those who spend less on 
individual transactions when it comes to 
loyalty rewards.”69

5. Ensure trustworthy 
dialogues and 
behaviours within 
the Membership 
Community and with 
the brand

Membership Communities are open 
forums, even if intra- and inter-
communications are monitored and 
managed. People are quite good at 
discerning what is accurate and authentic 
versus arranged and artificial. Millennials 
are even more attuned to what is truth. 
Millennials and younger cohorts are 
more suspicious and distrusting than 
older groups. A recent CEO-level report 
indicates that people trust the information 
from friends and family (72%) much more 
than a company CEO (46%) or a well-
known online personality (45%).70 Trust 
develops through dialogues (member to 
brand, individual member to individual 
member, and brand to member) and 
multi-logues (multiple conversations 
among members and the brand and the 
brand to the entire community and/or to 
sub-groups within the community). The 
Membership Community not only allows 
members to increase loyalty to the brand 
- a reward for the enterprise - but they 
also allow individual members to express 
themselves while providing an outlet for 
sharing success stories.71 Attitudes and 
behaviours matter: it is what you say and 
what you do. Be credible; have integrity; 
do the right things in the right way with the 
right people for the right results. Leverage 
your credible CSR. If members believe in 
your Membership Community, they will 
support and be enthusiastic about all 
aspects of what the brand says and does.72
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The Kinship Economy means turning 
transactions into relationships. As 
a social, emotional, psychological 
and commercial forces within The 
Kinship Economy, the twinned needs of 
individuality and inclusiveness (“The Age 
of I”) create an important platform for 
defining relationships. 

Community is all about trustworthy 
relationships of individuals focused on 
shared interests. It is now a constant 
in people’s lives as they increasingly 
lose trust in institutions. Transforming 
membership into meaningful 
membership builds valued and valuable 
Membership Communities. This is 
an efficient, effective, productive, 
and profitable approach to deepen 

valuable connections with brands and 
organisations. Meaningful membership 
reinforces and constantly enhances a 
member’s desire for individuality and 
inclusiveness. Meaningful membership 
means that a member is an enthusiast 
not just an enrollee; the member has 
Signed On to the brand’s beliefs and 
promise. 

Membership Communities turn frequency 
into loyalty. Loyalty is the sine qua non 
for brands: without it a brand can be 
profitable but it will not be enduring. In 
this new era of membership, there is 
a new set of rules to follow in order to 
make loyalty the winning leverage. Highly 
loyal consumers of the Membership 
Community demonstrate their brand 

passion through participation, purchase 
and praise. These meaningful members 
are very profitable, creating lifetime value 
for the brand. 

Brands must reject the tyranny of volume 
- “build volume at any cost and profit will 
come”. This is a trust-busting approach. 
Build volume by being the best value. 
Volume is important. But, brands must 
reinforce the message: “Build trustworthy 
brand value and profit will come.” The 
functional, emotional and social benefits 
of the Membership Community increase 
the Trustworthy Brand Value of the brand. 
As value increases along with the lifetime 
value of the meaningful member, Trust 
Capital increases. 

Conclusion
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