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Brand trust is an important decision-
making driver. A brand is a promise of a 
relevant and differentiated experience. A 
brand is a promise of future intent. Trust 
brings credibility to the expected brand 
experience.

Organisational trust is also important. Do 
employees and potential employees trust 
the company to live up to its promises? 
Do investors trust the organisation to 
live up to expectations? Do business 
partners trust that a relationship with the 
organisation will be as promised? Does 
society trust that the organisation will 
behave responsibly? Organisational trust 
is built on the four pillars of credibility, 
leadership, integrity and responsibility. 
We call it “building Trust Capital.”

Many companies focus on the 3Cs of 
organisational wealth: Financial Capital, 
Intellectual Capital and Human Capital. 
Today, corporations must add a fourth C: 
generating, gathering and growing Trust 

Capital. Trust Capital creates value for 
the organisation. This 2015 Trends Report 
focuses on how organisations can build 
Trust Capital.

A significant part of building Trust Capital 
is understanding that consumers have 
a new value equation in their minds 
when they consider buying a product or 
a service. This new mind-set includes 
trust as a multiplier: the more trust a 
consumer has in your brand, the higher 
its value. Increasing brand trust is a key 
driver for creating Trust Capital, which is 
an important contributor to sustainable, 
high quality revenue growth.

In this report, we describe a blueprint for 
building Trust Capital, highlighting seven 
principles that organisations and brands 
can focus on for winning in the Kinship 
Economy.

As we look around us, there are so many 
shifts taking place. In a digital, virtual, 

24/7 world, where personalisation is 
increasing, and consumers have a 
new definition of value, trust is more 
important than ever. Understanding and 
implementing strategies against the new 
consumer-perceived brand value is a 
brand and company imperative.

Richard Solomons  
Chief Executive Officer, 
InterContinental®  
Hotels GroupThe business world is always changing. 

The challenges and opportunities 
facing industries and brand owners 
also change. In the 2013 IHG® Trends 
Report, we focused on The New Kinship 
Economy: From travel experiences to 
travel relationships. In our 2014 IHG 
Trends Report, we built on this theme 
with Creating Moments of Trust: The key to 
building successful brand relationships in 
the Kinship Economy.

We continue to evolve our thinking. This is 
reflected in the 2015 IHG Trends Report, 

Building Trust Capital: the new business 
imperative in the Kinship Economy. These 
annual Trends Reports illustrate our 
continued thinking relative to the on-
going evolution of our changing world.

Each of the IHG Trends Reports focuses 
on a key consumer insight impacting 
the hotel industry and businesses in 
general. To help us understand these 
key issues, we analysed data from three 
global surveys conducted since 2011 
– a total of 39,500 interviews in nine 
countries. We worked with our strategic 

partners, Arcature, Lieberman Research 
Worldwide, and The Futures Company.

In our 2014 Report, we explored how trust 
is playing an increasingly critical role 
in building a strong, durable, profitable 
and growing business. There are two 
dimensions to the value of trust.  
First, there is brand trust: the trust that 
people have in our brands. Second,  
there is organisational trust: the trust 
people have in our organisation. We must 
continue to grow both simultaneously.

Preface  
Richard Solomons
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building brand value puts deposits into 
the company’s ‘trust bank’.

• This Report provides some important 
insights into our changing world. It 
discusses a definition of Trust Capital 
and how this affects brand decisions. 
And, this report presents the ‘IHG 
Blueprint for building Trust Capital.’

• The basis of this Report is IHG global 
research: three related studies beginning 
in 2011. The three studies interviewed 
39,500 travellers in nine countries: 
UK, USA, Germany, China, Australia, 
Russia, India, Brazil and the UAE. It 
also includes observations based on 
syntheses of third-party research.

The rise of personalisation

• Personalisation is becoming more 
and more critical in connecting with 
consumers. However, personalisation 
leads to more choice options. This, in 
turn, leads to more complexity, and, 
complexity increases uncertainty in 
decision-making. Along with the desire 
for more choices, consumers are 
seeking ways in which their lives can be 
simplified. Trust matters. Trust reduces 
uncertainty and makes decision-making 
easier.

• There is a difference between 
customisation and personalisation. 
After in-depth mining of our databases, 
we see that customisation refers to 

product and service features and to 
transactions. Personalisation is focused 
on creating individualised brand 
relationships.

The changing demographic world

• The marketing world is getting older 
and younger all at the same time 
but not in all the same places. The 
demographic picture is like a two-
humped camel: a large group of 
Boomers, those born between 1946 and 
1964, and a large group of Millennials, 
those born between 1982 and 2000. 
Adding to this dichotomy is the fact 
that people are living longer. These 
two different groups of people have 
very different mind-sets, world-views, 

Building Trust Capital: the new business 
imperative in the Kinship Economy

• Since 2011, IHG has conducted several 
large-scale, global studies analysing 
needs, attitudes, values and desires 
that travellers have and/or want in their 
relationships with hotels.

• In 2013, the IHG Trends Report 
concentrates on the evolution from 
transactions to relationships in a world 
we called The Kinship Economy.

• In 2014, the IHG Trends Report 
considers the importance of Moments 
of Trust because of the collision of three 
forces: globalisation, localisation and 
personalisation. Winning brands are 

those that manage in the intersection 
of these three forces: we call them 3D 
brands. In the Kinship Economy, truth is 
not enough. Trust is critical.

• This 2015 Trends Report builds on the 
two previous IHG reports. The global-
local-personal world is quickly evolving 
from transactions to relationships. 
These changes have come together 
putting a focus on what we call Trust 
Capital. Generating and increasing 
Trust Capital is at the heart of 
maximising sustainable growth.

• Many companies focus on the 3Cs of 
Capital, Financial Capital, Intellectual 
Capital and Human Capital. Now, we 
must add a fourth C, Trust Capital. 

Trust Capital creates value for the 
organisation and helps protect the 
business when there is a credibility 
issue or a crisis. Trust Capital takes 
time to build but can be destroyed very 
quickly. CEOs must think of themselves 
as the organisation’s ‘Chief Trust Officer’.

• Consumers have evolved their definition 
of brand value. This new perception 
of brand value is a brand-building 
necessity.

• Consumer-perceived brand value has 
three important components. First, the 
consumer has a new, more complex 
value equation in their mind as they 
evaluate brands. Second, trust is at the 
core of any brand relationship. Third, 

Executive Summary
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different desires when travelling, and 
different approaches to brands and 
trust.

• The big opportunity for brands and 
organisations is strategically managing 
both of these demographic groups, 
Millennials and Boomers, at the same 
time. This is incredibly important 
for brands such as airlines, hotels, 
restaurants, and financial institutions, 
for example, where both demographic 
groups may be in the same place 
together.

• Two other demographic issues are 
also surfacing. First, the importance 
of localisation continues to highlight 
the unique cultural differences that 
affect our brands. In many cases, 
personal values change relative to 
the geography: especially looking 
at emerging markets relative to 
developed markets. Second, there is 
the changing nature of the family. The 
Kinship Economy now has two kinds 
of kinship: kin, those who are our 
true family (blood relatives, spouses, 
partners, adopted children, extended 
and generational family), and kindred 
spirits, those who exist in the online 
and virtual communities.

New definition of consumer-perceived 
brand value

• Creation of value is at the heart 
of building Trust Capital. But the 
consumer’s definition of brand value 
has evolved. Sixty years ago, some 
would argue that low price was the 
definition of brand value. Over the 
decades, brand value has become 
multi-dimensional.

• Today, 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.

• Social responsibility helps to build Trust 
Capital. The integrity of the brand’s or 
the organisation’s actions can increase 
or can decrease trust. When consumers 
are sceptical of social responsibility 
efforts, trust declines. But, trust builds 
when brands and organisations live up 
to their responsibility promises with 
concrete, relevant, credible actions.

‘One-think decision-making’

 • Although people desire choice, too 
much choice increases uncertainty, 
decreases speed of decision-making 
and requires more physical and mental 
effort. Consumers want more choices 
and they want the choice decision to be 
easier.

• The consumer’s new definition of brand 
value makes decision-making easier. 
Ease has three dimensions: ease of 
use, ease of choice and ease of mind. 
This enables what IHG calls ‘one-think 
decision-making’.

The IHG Blueprint for generating Trust 
Capital

1. Adopt a Trust Agenda within the 
organisation, led by the CEO, or ‘Chief 
Trust Officer’.  
Build a strong corporate brand with 
leadership, credibility, integrity and 
responsibility at the heart of its 
organisational values and behaviours. 
Align the organisational mind-set to 
focus around the consumer and the 
way in which the consumer evaluates 
brand value.

2. Recognise that trust is not the same 
as reputation – both are equally 
important and should be treated so.  
Reputation is the backward-facing 
evaluation of past experiences with 
a company or brand. Trust is the 
forward-facing evaluation of consumer 
expectations of future experiences.

3. Focus on personalisation, but know 
your limits. 
Trust plays an important role in 
personalisation. The more a consumer 
trusts a brand, the more the consumer 
will share, and then the more personal 
a brand can be. Differentiate between 
customisation and personalisation. 
But know the boundaries between 
personalisation and prying.

4. Acknowledge that every consumer is 
value conscious and that consumers 
determine value, not companies. 
Value as perceived by consumers is 
what matters. All consumers want to 
think of their purchase of a product or 
service as a good, fair value. Best value 
is more than merely low price.

5. Focus on the consumer’s new way of 
assessing brand value. 
Take into account all aspects of the 
consumer’s new mental map for brand 
value when creating strategies and 
campaigns. This means looking at all 
the costs (money, time, effort) relative 
to the received brand experience 
(functional, emotional, social benefits). 
And, know what trust, or the lack of 
trust, is doing for your brand.

6. Focus on building value through ‘one-
think decision-making’.  
Building brand value that consumers 
trust facilitates ‘one-think decision-
making’ because the consumer does 
not have to think twice about the brand 
choice. Technology has created a world 
where ease has three dimensions: easy 
to choose, easy to use and easy on my 
mind. Companies must understand 
and focus on the ‘Three Dimensions of 
Ease’.

7. Distinguish repeat behaviour from 
real brand loyalty. 
Generating transactions based on 
deals is not as brand-positive as efforts 
focused on building real brand loyalty.

The 4Cs to build organisational value
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It all comes down to what you get for 
what you pay. This basic thought is not 
a new idea. But, over the decades, the 
definitions of both “what you get” and 
“what you pay” have evolved. This affects 
the way in which consumers make 
brand decisions. As with any process, 
consumers perceive brand value by 
considering and balancing several factors 
of which trust is a critical component. 
Trust in brands and organisations helps to 
build Trust Capital. Without Trust Capital, 
growth will not be sustainable.

Brands that understand and proactively 
grow following the principles outlined 
in The IHG Blueprint for building Trust 
Capital will help businesses win in a world 
that is dramatically altered by a digital, 
mobile, real-time, sharing economy.

This report analyses the need for 
trust and reviews key trends that 
influence the way we build Trust 
Capital: personalisation and changing 

demographics. We look at how consumers 
have evolved their definition of brand 
value and the role of trust within their 
brand relationships. Based on these 
insights, we then introduce the IHG 
Blueprint for building Trust Capital.

The key to success in this world of 
increased globalisation, localisation and 
personalisation is generating and building 
Trust Capital, which is at the intersection 
of these three forces. Managing the 
organisation around building Trust Capital 
is essential for sustainable high quality 
revenue growth. Many companies focus 
on the 3Cs of organisational wealth 
investing in Financial Capital, Intellectual 
Capital and Human Capital. Along with 
these, organisations must add a focus 
and implement strategies designed to 
augment the fourth C: Trust Capital.

Trust Capital is created when 
organisations consistently deliver 
promises of value to stakeholders through 
behaviours that reinforce credibility, 

integrity, leadership and responsibility. 
Trust Capital is an intangible asset 
that increases the power of marketing 
expenditures and reduces the cost of 
new brand introductions. It helps attract 
and retain quality employees. It helps 
attract and retain quality hotel owners It 
is also a valuable asset in those occasions 
when a brand needs to defend itself in 
unexpected, unfortunate situations.

Key to generating Trust Capital is the 
recognition that in our volatile, uncertain 
environment, brand value is different 
than in previous decades. Consumers 
have a new definition of value, and see 
brands and organisations through this 
new value lens. This redefined brand 
value is the new value imperative driving 

consumer relationships with brands. This 
is a dramatic change of perspective and 
perception of a brand’s worth.

How do consumers now evaluate brand 
value? It is their mental assessment 
of the effect of trust on their perceived 
costs (money, time and effort) relative 
to the expected total brand experience 
(functional, emotional and social 
benefits). Trust is the important multiplier 
of value in interpreting a brand’s worth. 
This means that consumer perceived 
costs relative to the total brand 
experience are converted into greater or 
lesser value depending on the degree of 
perceived branded trust. If trust is zero, 
the value is zero.

Introduction
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The rise of personalisation
Consumers are increasingly expecting 
to be offered an individual yet branded 
experience. Technology has been the 
catalyst for meaningful personalisation, 
particularly so over the last few years.

Our research indicates that there are 
various types of personalisation enabled 
through technology, such as a mobile 
check-in, or enabled through people, 
such as remembering a guest’s name 
or recognising a guest’s loyalty status. 
A third service option is the use of 
technology to support a human-delivered 
personalised experience, such as 
technology capturing a guest’s previous 
experience and then remembering his  

or her needs. Relevant surprises that 
delight are also welcome1. We call 
this kind of behaviour Permissible 
Personalisation.

However, there is a fine line and it is 
important to recognise this. This is when 
the offerings are so personal that it feels 
as if the brand is prying into a consumer’s 
background, creating offers based on 
information that the consumer has not 
shared and does not want shared. 

Our research shows that among  
travellers Permissible Personalisation  
is positive personalisation. However,  
adding personal information from 
external social media sources such 

as Facebook – creates unease and is 
generally disliked.

Personalisation can create a conflict 
between the desire for individualisation 
and the cost of intrusion. We are willing to 
publish private information on Facebook 
or Twitter, but we are uncomfortable 
with companies using this data without 
our knowledge, or permission. A recent 
study noted that 80% of consumers have 
privacy concerns with wearable Internet-
connected technologies but half of those 
same consumers said they would be 
willing to share personal data collected by 
third-party retailers when presented with 
compensations such as coupons or  
a discount3.

Future thinking and foresight to your 
insight
It is not possible to predict the future with 
certainty. But we can prepare for it. We 
can recognise the opportunities, and then 
design strategies and actions to get ahead 
of competitors. We can make ourselves 
more ‘future-ready’. Although we cannot 
forecast, we can take responsibility for 
becoming a future-prepared organisation.

Future-oriented work helps us look at the 
present through fresh eyes. It helps to 

illuminate blind spots; to cast new light 
on strategic challenges and innovation 
opportunities and then to identify the 
risks more clearly.

There is an enormous transformation 
happening today. We are more connected, 
more technologically advanced, more 
diverse, and, as a society we are getting 
older and younger at the same time. 
We are living longer. We are more 
globalised, more localised and more 
personalised. Although more access to 

more information is making us more 
demanding, more sceptical, more 
questioning consumers, we are also 
becoming smarter with more access 
to new knowledge, new ideas, new 
opportunities and new places.

There are two particularly important 
trends that are shaping, and will 
continue to shape the context in which 
brands do business: personalisation and 
demography.

Section 1 
Opportunities for brands  
in our changing world

“ People seem to have 
conflicted reactions to 
wearing a monitor that 
will track and report 
their activities … We love 
the convenience and the 
potentially life-changing 
impact that these tech 
marvels can have but we also 
(wisely) realise how creepy 
some of them potentially 
could be if the wrong entities 
get involved.2”

2014 State of the Internet of Things 
Study by Acquity Group, highlighted 
in Quirks Marketing Research Review, 
October 2014
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there is a group of both Millennials and 
Boomers who prefer some combination of 
these two approaches.

External sources support this 
differentiation. SDL, a U.K.-based 
consumer experience management firm 
released data showing that Millennials 
recognise and accept that consumer 
data is ‘the currency for engagement.’ 
In a global study, “more than 40% of 
Millennials in the US could identify 
the digital data that brands are using 
to track their behaviours setting the 
expectation that marketing touch-points 
should be personalised, contextualised 
and timely – a fair value exchange.” The 
study indicates that Millennials in the 
US will provide more personal data to a 
company they trust. Trust in the form of 
transparency and openness generates 
‘data-sharing’ behaviour among 
Millennials4.

Personalisation and customisation
In-depth mining of our databases shows 
that there is a real difference between 
customisation and personalisation: a 
difference that should be incorporated 
into a brand’s relationship strategies. Our 
IHG data highlights that customisation 
tends to refer to product and service 
features, and to generating transactions. 
Customisation is based on the idea 
of making something individualised 
against a set of specifications. You can 
customise sandwiches at well-known 
quick service restaurants. This does not 
build a personal relationship with the 
brand. ‘Custom-made for you’ is not 
about building a personally connected 
relationship. Personalisation focuses 
on creating recognition, respect, 
relevant, and meaningful relationships. 
Personalisation is much more 
experiential regardless of whether it is 
delivered via technology, humans, or both.

Changing demographics: Millennials  
and Boomers
In December 2014, the entire living 
population of Boomers (born between 
1946 and 1964) is 50 years old or older. 
And, their life spans are increasing. 
At the same time, Millennials (born 
between 1982 and 2000) are an even 
larger population of teenagers and young 
adults. It is no longer a cliché to say that 
the marketing world is getting older and 
younger both at the same time: it is a 
truth.

To be successful, brands will have to be 
strategically relevant to both demographic 
groups. This means understanding and 

HUALUXE®  
Hotels and Resorts

IHG opens its first HUALUXE® Hotels 
this year, marking an industry first. It 
is the first luxury international brand 
where every design element has been 
customised specifically to suit the 
personal tastes and sensibilities of 
the Chinese guest. HUALUXE Hotels 
and Resorts takes the best aspects 
of renowned Chinese hospitality 
and applies IHG’s insights into the 
Chinese market to consistently 
deliver a customised experience for 
Chinese guests, in a personalised 
way. The brand experience is based 
on four priorities that Chinese guests 
want from an upscale hotel: Tradition, 
Rejuvenation; Status Recognition 
and Enabling Spaces – a range of 
public and private spaces that are 
thoughtfully set out across  
the hotel.

Knowing how to appropriately personalise 
is critical for developing and growing 
trust with consumers. The right type 
of personalisation builds consumer-
perceived brand value through trust: 
“You know me. You respect me. You 
personalise for me.” If the consumer 
believes the brand is exercising 
within the boundaries of Permissible 
Personalisation, the relationship grows 
and trust grows. Consumers who see 
a brand as trustworthy will share more 
within the relationship. This reinforces a 
virtuous circle of greater personalisation 
that grows trust that enables further 
personalisation.

Permissible Personalisation is different 
for Boomers than it is for Millennials, 

but for both groups, trust can be affected 
positively through it.

IHG data shows that Millennials would 
like to personally book their hotel services 
online so they can be personally involved 
in the hotel brand experience. Boomers 
would like the hotel to personalise their 
experience for them by having the hotel 
discover interesting local places to see 
and having the hotel staff discover places 
off the tourist track.

Additionally, our data shows that 
with regard to the travel experience, 
Millennials are much more comfortable 
with technology-enabled personalisation 
while Boomers are more comfortable with 
people-enabled personalisation. However, 

“ In trying to understand 
the desire for predictive 
(i.e., automatic) shopping, 
university students rejected 
predictive shopping for 
books but were comfortable 
(69%) with predictive 
shopping for household 
staples such as soap and 
toilet tissue.”

New York Times, August 20, 2014 
Law professor Cass Sunstein op-ed: 
“Shopping Made Psychic”

“ Recognising that consumers 
are shopping differently, 
Walmart is ‘personalising’ 
online shopping to 
compete with Amazon. 
One example of Walmart’s 
personalisation efforts will 
be to show the consumer his 
or her previous purchases in 
an easy to access way.”

Bloomberg News, August 4, 2014

IHG Data/LRW Analyses – Booking Preferences

Book hotel services from  
a mobile device

Call hotel to speak with  
real people

MILLENNIALS

45% 42%

MILLENNIALS

54% 58%

30% 22%

BOOMERS

64% 69%

18-24 25-34 45-54 55-7045-54

BOOMERS

55-7018-24 25-34
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real time via online sites. This IHG data on 
problem resolution is supported by recent 
external research as well7.

Further in-depth analyses indicates that 
Millennials and Boomers have different 
desires when travelling as a family. When 
travelling with children, Millennials 
want them to be looked after, welcomed, 
entertained and happy. Millennials also 
tell us that they want their children to 
have a great time … with other children. 
Millennial parents are still young; they 
seem to also want time on their own, 
away from their children, when travelling 
together. So, they look for travel places 
that have family-centric clubs and 
activities where their children will be well 
taken care of and will have a lot of fun. 
Boomers want everyone to be together in 
a multi-generational way.

Millennials exist in a connected world. So, 
our IHG data show that when travelling, 
Millennials value online social activity and 
online sharing; they need to be connected 
to a network; and they want interactive 
apps that help them find local things and 
information about the vicinity. For them, 
efficiency is mobility.

Boomers have different travelling needs. 
They still desire smooth seamless 
technology. And, although quite 
technically savvy and capable, they are 
more interested in making connections in 
person. For Boomers, there is still a lot of 
value to person-to-person contacts and 
conversations. Boomers prefer to speak 
with a real person for information. They 
want the hotel staff to tell them about 
interesting places off the tourist track. 
They want the hotel staff to help them 

Crowne Plaza®  
Hotels & Resorts

For the past two years, IHG and 
the Crowne Plaza brand have been 
working with leading designers 
from outside the sector, specialising 
in areas such as the future of 
workspace, to create a next 
generation guest room. The result is 
an intuitive, design that challenges 
the traditional norms of business 
space in hotels. Like the ‘working 
triangle’ of a chef’s kitchen, the new 
Crowne Plaza room allows guests to 
move freely between three key areas 
– a cocooned bed, a flexible ‘nook’ 
and a streamlined workspace.

“The key benefit (of this room) is that 
I can walk in and not feel like I am in 
a hotel room… Here you walk in and 
it is very inviting so it makes you feel 
like you are at home. You feel more 
relaxed. You can focus more on what 
you need to do. If you can (do these 
things), your trips are always going to 
be more successful because you’re 
more productive…and more rested….
because of the comforts provided.”
Crowne Plaza  
hotel guest

delivering to the different needs, different 
mind-sets, different world-views, different 
travel desires, different attitudes to 
brands, and the different perspectives 
regarding trust that each group holds. 
Winners in our changing world will 
be those brands that can strategically 
optimise against both of these large 
groups simultaneously.

Our data shows that Millennials 
prefer relationships with brands that 
provide them with a close, experiential 

relationship. Boomers want brand 
relationships to go smoothly; they want 
the practicalities of the brand relationship 
to work well, with no hitches or glitches.

As part of this Millennial desire for a 
rich experiential relationship with a 
brand, Millennials are more interested 
than Boomers in having a hotel provide 
them with a sense of ‘home’ when 
travelling. This does not mean the 
hotel should physically resemble the 
Millennials’ actual home. This ‘sense 
of home’ is much more experiential: a 
soothing, welcoming, emotionally vibrant 
atmosphere and ambience. Millennials 
say they want that feeling of having all 
they need in a comfortable environment 
such as sitting in a friend’s living room, 
for example. It is not the ‘fittings’ of home 
that Millennials want; it is the feeling of 
trust that comes from knowing all is good 
around them5.

The IHG 2013 Trends Report identified 
a group we called ‘Invisible Travellers,’ 
people who can move throughout the 
guest journey from booking to returning 
home without caring to have people-
enabled contact6. Millennials are more 
apt to be Invisible Travellers than 
Boomers. This is not necessarily because 
Millennials are averse to people-enabled 
service. They believe there are things that 
they can do better if they do these things 
for themselves.

Problem resolution is critical in any 
industry. Problems occur. People 
complain. Both Millennials and Boomers 
are willing to complain: however, they 

voice their complaints differently. While 
both Boomers and Millennials are 
comfortable with the digital world, they 
employ it differently. For example, our 
analysis of IHG data shows that when 
Boomers experience a problem they 
are more likely to complain to a person 
or pick-up a phone. Not surprisingly, 
Millennials are more likely to complain 
about a travel experience online 
than through in-hotel personnel or 
through hotel careline numbers. Also 
in comparison to Boomers, Millennials 
are more likely to write online reviews, 
provide ratings of products and services 
online, and pass on something interesting 
about a brand.

Millennials are virtual vocalists compared 
to Boomers. Boomers may relate their 
good or bad experience by word-of-
mouth to 20 people. But, Millennials 
may communicate their good or bad 
experiences to millions of people and in 

News Corporation is 
developing an app for 
Millennials because unlike 
Boomers, “Millennials do not 
have a print habit. You want 
to develop new subscribers in 
Millennials for whom digital 
and now mobile are preferred 
for reading the news.”

Wall Street Journal, July 31, 2014

In the US, Millennials are 
not currently convinced 
that buying a home is a good 
thing to do. They see the 
world through the lens of an 
economy that feels less secure 
and that offers them fewer 
opportunities for economic 
success. “The doubt is so 
pervasive that it has eroded 
entry-level home sales. They 
are deferring the decision. The 
experience of the recession 
has given Millennials pause.” 
Boomers and GenY’s bought 
at entry level around age 27. 
“But to Millennials, home 
ownership is not the safe bet  
it once was.”

The Economist, 2014
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discover local places of interest. They 
want at least one staff member to speak 
their language.

Again, we see that the things Boomers 
desire from a hotel when travelling are 
things that Millennials believe they can 
figure out for themselves using networks 
of friends and other sources. Millennials 
seem to prefer to trust themselves and 
‘people just like them’ to decide on 
choosing a hotel brand. This is more than 
a facility with technology and the Internet: 
it is a mind-set; it is a sense of self-
reliance and confidence; it is a worldview.

Changing demographics: the role  
of geography
One of the outcomes of the rise of 
localism is an increasing focus on 
geographic – and demographic – national 
and cultural differences. For example, in 
China, IHG data indicates that consumers 
are more likely to say, “I would pay extra 
for a brand that is consistent with the 
image I want to convey.” Data from the 
Global Monitor 2013 databases support the 
conclusions of IHG. China, Russia, Brazil, 
India, Indonesia, Mexico and Turkey agree 
much more strongly on statements such 
as, “I am always looking for different 
experiences and influences that will 
broaden my horizon.” Australia, UK, USA, 
Japan and Germany are less interested in 
broadening cultural horizons8.

The recent CNBC/Burson-Marsteller 
Corporate Perception Indicator (September 
2014), a global survey of 25,000 general 
public respondents and 1,800 top 
executives from 25 markets indicates, 

once again, that trust in corporations is 
low. Interestingly, there are differences 
between developed and emerging 
markets. The general public’s view of 
corporations in developed markets is 
lower than in emerging markets. In the 
US, UK, Germany, Japan and Hong Kong, 
only 52% of the public have a ‘favourable’ 
view of corporations versus 72% in 
countries like China, Brazil, India, Mexico 
and Turkey. In developed markets, 45% of 
the public says, “Corporations have too 
much influence over government” relative 
to 30% in emerging markets9.

Changing demographics: the evolving 
definition of family
One of the consequences of our mobile, 
digital, 24/7 connected world is the more 
complex nature and meaning of family. As 
discussed in our 2013 IHG Trends Report, 
the world has moved from transactions 
to relationships, the underpinning force 
of the Kinship Economy. As our habits 
evolve, so has the way we define our 
familial relationships. There is the family 
we are born into or acquire through 
marriage, partnership, adoption: our 
kin, and there is the online, virtual, 
‘like-minded-others’ communities that 
we create, participate in and leave: our 
kindred spirits.

From a strategic perspective, brand 
owners must be prepared to design 
branded experiences against both of 
these as each have different personal 
value structures and different needs.

As social structures evolve, so does the 
notion of identity. Kin relationships define 

InterContinental®  
Hotels & Resorts

Planet Trekkers by InterContinental 
Hotels & Resorts is a programme 
of tailored services, dining and 
interactive 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, catering to needs of 
both Millennials and Boomers. The 
launch of the recent Planet Trekkers 
Children’s Menu for example, was 
developed by award winning celebrity 
chef, Theo Randall and leading 
children’s food expert and best-
selling international author, Annabel 
Karmel MBE. It features dishes that 
embrace flavours, textures, smells 
and tastes that will take children on 
an educational voyage around the 
world while ensuring an enjoyable 
and nutritionally balanced meal – 
with their parents.

point of origin… “Where I came from.” 
Kindred spirits relationships define “With 
whom and where I am” beyond the point 
of origin. These multiple personalities 
affect segmentation and personalisation10.

People have these two sets of kinship 
networks – kin and kindred spirits. 
Appealing to a person’s two ‘networks’ in 
relevant and differentiating manners is a 
great (and cost-effective) way to gain and 
retain consumers. Hospitality is a rich 
arena for focused strategies addressing 
kin and kindred spirits, as a hotel, a 
restaurant, an airplane, a cinema, or a 
cruise ship may have multiple types of kin 
families as well as kindred spirit groups 
at the same time, in the same place.

The Financial Times recently reported 
on music festival events as not just 
entertainment but as ways for people 

to attend events in groups rather than 
as individuals. The referenced study 
shows young (Millennial) attendees 
seek “communitarian spirit” and the 
“emotional experience of collectiveness 
and belonging11.”In other words, they seek 
kindred spirits.

After all, this is the generation that 
redefined the idea of ‘friend’ and gave a 
new interpretation to the concept of ‘like.’

To be relevant to both ‘kin and kindred 
spirits’ in the Kinship Economy, where 
reciprocity and mutuality exist on many 
levels, it is important to make a brand’s 
total branded experience live: think about 
staging ‘events’ that help people feel 
connected and safe to a created family or 
with their own family.

The need for trust
In the 2014 IHG Trends Report, we 
discussed the collision of three marketing 
forces: increased globalisation, 
increased localisation, and increased 
personalisation. We said that successful 
brands are 3D brands that skilfully 
manage all three of these colliding forces. 

Global Monitor 2013 – Geographic Differences: Material Success matters more in emerging markets

Having a status job

Geographic Differences: 
material success matters more in emerging markets

Having a lot of money

Zipbob social dining website, Seoul, 
South Korea, connects people who 
want to have meals with others. 
People are free to initiate or join 
gatherings based on particular 
interests like cooking and culture. 
The site offers ‘alternative families’ 
for those who want to share their 
thoughts while gathered around a 
table. 

DEVELOPED MARKETS DEVELOPED MARKETSEMERGING MARKETS EMERGING MARKETS

22% 26%40% 40%
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Each of these forces has a powerful 
impact on perceptions of trustworthiness.

With globalisation comes the growing 
concern of the trustworthiness of big 
business. Trust in big business, big 
government, big news sources, big unions 
and big institutions of all kinds have 
declined.

There is also an increase in localisation. 
Can I trust the local brand to have the 
appropriate concern for product safety? 
Do they have access to the latest and best 
processes and technologies? Is there 
sufficient oversight? Are they concerned 
about the community?

Building trust is a brand and corporate 
priority. Accruing Trust Capital is 
essential for sustainable growth. In last 
year’s report, IHG pointed out that trust 
is in decline around the world. There has 
been a precipitous decline in the trust of 
companies over the last three decades. 
This trend continues. Millennials are 
significantly less likely to trust companies 
and their scepticism is high. But this is an 
opportunity.

Trust Capital

Financial Capital is the money used by 
a business to buy what it needs to make 
its products or to provide its services to 
the sector of the economy on which its 
operation is based.

Intellectual Capital is the combination 
of an organisation’s intellectual property 
including trademarks, patents, licenses, 
brands; its unique processes, databases 
and infrastructures; and its special 
consumer, franchisee, and supplier 
relationships that can leverage, build and 
maximise the organisation’s wealth.

Human Capital is the collective skills, 
knowledge or other intangible people 
assets of the organisation’s individuals 
that can be used to create economic 
wealth for the organisation.

Trust Capital is the confidence in the 
credibility, integrity, leadership and 
responsibility of an organisation to deliver 
promises of value to stakeholders.

Together these 4Cs of wealth creation 
ensure that an organisation will be 
successful in managing high quality 
revenue growth. In the same way as trust 
brings social stability to governments, 
Trust Capital brings organisational 
stability and enables future potential to 
the corporation.

“ Trust is vital, especially 
when you are expected to 
buy things from perfect 
strangers….”

Lucy Kellaway, commenting on eBay  
in the Financial Times

Holiday Inn®  
Hotels & Resorts

The Holiday Inn brand caters to kin 
families and kindred spirits through 
bespoke events around the world. 
Last year, a 100m egg-and-spoon 
race was held in Sydney, in an 
attempt to break the Guinness World 
Record for the fastest 100m egg and 
spoon race in Australia. The race was 
just one in a series of Holiday Inn 
Hotels’ Big Breakfast events, which 
aimed to show how ‘little things’ are 
big to Holiday Inn guests – making 
them feel connected to and safe with 
both their kindred  
spirits community  
and kin family.
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Section 2 
The new definition of  
consumer-perceived brand value

Consumers have always focused on 
getting the best value. Value has always 
been defined as what you get for what you 
pay. This is not a new idea.

Consumer-perceived brand value is the 
defining metric for Trust Capital. But, the 
consumer’s appreciation of brand value 
has significantly evolved over the years. 
The definition of value has evolved from 
the simple ‘what you get for the money’ to 
a new equation for consumer-perceived 
brand value.

Today’s assessment of brand value is 
a marked change of perspective and 
perception. A brand’s worth depends on 
how trust affects consumer perceived 
costs (in terms of money, time and effort) 
relative to the expected total brand 
experience (functional, emotional and 
social benefits).

To be successful, an organisation and 
its brands must focus on value for 
consumers, value for employees, value 
for suppliers, value for business partners, 

value for shareholders, value for local 
communities. Leveraging and maximising 
consumer-perceived brand value is 
foundational. Without consumers who 
value what the organisation and/or brand 
offer, the business and/or brand is not 
sustainable. Brand owners and marketers 
must ask themselves, “What am I doing 
to add value to my branded products and 
services? How can I help increase brand 
value?”

The evolution to today’s  
consumer-perceived brand value
It is the market, not the company that 
ultimately defines the value of a brand. 
Consumers have a multi-dimensional 
construct in their mind that helps them 
assess brand value.

Sixty years ago, many marketers defined 
brand value as low price. Then, in the 
1960’s, the marketing definition of 
best value was a simple equation: the 
functional brand benefits received for the 
money spent12. Consumers defined ‘best 
value’ as the brand with the lowest price.

In the 1980’s, time became a more 
important factor in our daily lives. Just 
like money, consumers viewed time 
as a precious ‘resource’ to be spent or 
invested or saved or wasted. Speed of 
service, convenience, and price were 
drivers of value differentiation. The 
consumer’s value equation became the 
functional benefits received for the money 
and time spent. IHG global data reveals 
that today people believe time is at least 
as important as money. Other external 
sources confirm this as well13.

The continuing evolution of the 
consumer’s value equation had two 
important components. First, along 
with money and time, effort is also an 
important factor14. By effort, consumers 
mean the physical or mental energy 
required in choosing and using a brand.

Effort is a perceived cost. For example, 
how many different car dealerships must 
I visit before I find the one with the best 

deal? How many hotel websites must 
I check to see which is the best value? 
How many friends should I ask? What 
insurance company should I use? Who is 
the best veterinarian for my dog? In other 
words, how do I make the best decision 
with the least effort?

Second, the consumer experience with 
a brand is more than just the functional 
benefits. It is the total brand experience 
including emotional benefits as well. So, 
the evolved marketing definition of value 
became the functional and emotional 
benefits received for the money, time and 
effort spent.

The role of socialisation in brand value
One of the important aspects of 
relationships in The Kinship Economy is 
the impact and diversity of socialisation. 

Now, socialisation covers many different 
dimensions including social media, 
virtual communities, the status of 
collecting ‘likes,’ the need for belonging, 
the emotion of personal recognition and 
the prestige of owning certain brands. 
Additionally, there is the social benefit 
of responsibility and conscientiousness: 
am I doing the right thing? Is the brand 
doing the right thing? All of these ‘social’ 
benefits enhance brand value. This means 

“ Everything is worth  
what its purchasers  
will pay for it.”

Value is not a new idea.  
Pubilius Syrus, First Century BC

Consumer-perceived brand value

IHG Data/LRW Analyses
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that a total brand experience delivers 
functional, emotional and social benefits. 
This has transformed the concept of 
consumer-perceived brand value.

The changing role of trust in  
consumer-perceived brand value
Last year, we discussed building Moments 
of Trust. Trustworthiness – the confidence 
based on an expectation that what is 
promised will be delivered – is a very 
important component of how a consumer 
perceives brand value. 

When assessing brand value, consumers 
ask themselves three questions:

• What is the experience the brand is 
promising me in terms of functional, 
emotional, social benefits?

• Is this promised experience worth my 
time, money and effort?

• How confident am I that I will get what 
the brand promises?

Trust acts as a brand value multiplier: if 
trust in the brand is high, the perceived 
brand value is increased. If trust in the 
brand is low, the perceived brand value is 
low. If there is no trust, then it does not 
matter what are the benefits or what are 
the costs: if trust is zero, the value is zero. 
Without trust, nothing else matters. Trust 
is one of the most valuable currencies a 
brand can have.

Trustworthiness builds real loyalty
Being trustworthy helps to generate, 
strengthen and build true brand loyalty: 

it is a prerequisite for creating and 
strengthening long-term, brand loyalty. 
Trustworthiness means that a platform 
of certainty is in place: “I expect that I 
will receive a particular product or type 
of service;” “I do not have to think twice 
about what I will receive.”

The US online clothing start-up Everlane 
says they focus on a concept of ‘radical 
transparency.’ Everlane is committed 
openness across all functions and 
communications. It signals respect for the 
consumer. It puts trust into this fledgling 
company’s trust bank as the organisation 
is insulated from the negativity of 
sweatshop behaviours15.

Openness in business behaviours is not 
just for those in the realm of online start-
ups. Danone publishes the relationships 
it has with 20,000 independent producers 
in order to support traceability as well as 
proper and ethical business behaviours. 
Danone sees these individual suppliers 
as part of a variety of ‘Trust Chains’ that 
thread through the entire organisation16.

A trustworthy brand is one that is worth 
relating to over and over again – time 
after time – because you believe in the 
promise at the right costs, not the deal 
price. The goal of any brand is to create 
long-term brand loyal consumers rather 
than those who only look for the deal. This 
does not mean that deals should never 
be used. It does mean that deals can be 
used to generate transactions as we try to 
convert the transaction-based purchases 
into sustainable loyal consumer brand 
relationships.

EVEN™ Hotels & Resorts

In 2014, IHG opened the first two 
EVEN Hotels in Rockland Maryville 
and Norwalk Connecticut, in the U.S. 
The EVEN Hotels brand is an industry 
first – the first hotel designed to help 
wellness-minded travellers maintain 
their balance on the road.

Through guest reviews, a vast 
majority of guests are rating their 
EVEN Hotel stay as ‘5 stars’ because 
the brand better meets their needs 
than any other hotel brand, makes 
them feel good and aligns to their 
lifestyle. In line with closely listening 
to our guests’ needs, IHG was also 
one of the first hotel companies to 
launch Guest Ratings & Reviews on 
our brand websites, giving our guests 
the opportunity to read authentic 
consumer feedback while booking 
their stays. As at November 2013, 
over 175,000 guest reviews were live 
globally with an average  
hotel rating of 4.2  
out of 5.0 stars.

Build true brand loyalty
True brand loyalty is repeat purchase 
behaviour based on commitment to 
the brand. All of consumer behaviour 
depends on learning from our prior 
experience18. Trust is at the core of true 
brand loyalty.

Most organisations focus on consumer 
satisfaction. Satisfaction is important but 
not sufficient. It is possible to be satisfied 
with a brand and also be satisfied with 
several alternative brands. In this case, 
consumers may occasionally return to the 
brand, or return only when there is a price 
promotion. The goal is to turn satisfaction 
into preference where there is high 
consumer confidence in the consistent, 
relevant and differentiated value of the 
brand experience.

Today’s brands live in the realm of 
reviews. More and more consumers relate 
their experiences online, instantly, and 
to millions of others. It is critical that the 
truly loyal brand consumers are telling 
their kin and kindred spirits networks 
great things about your brand, and 
selling your great brand based on their 
commitment to the promised experience.

A trusted corporate brand
Trust is especially important for a 
corporate brand as it represents the focal 
point of organisational trust. A trusted 
corporate brand after all is a commitment 
not just to consumers, but also to 
shareholders, employees, business 
partners, franchisees, suppliers and other 
stakeholders on global, national and  
local bases.

The more consumers trust the 
corporation, the more open they are to 
buying products and services from that 
corporation’s brands. The more people 
trust the corporation, the more willing 
they are to be attracted to and proud 
to work for the corporation. The more 
investors trust the corporation, the more 
willing they are to invest in it and support 
its initiatives. If consumers do not trust 
the organisation itself, trust in its brands 
will consequently be lower. Trust Capital 
will be diminished at both the corporate 
and brand level.

The role of HR in building Trust Capital
The collision of globalisation, localisation 
and personalisation offers a major 
opportunity for an organisation’s HR 
function. The rise of localism requires 
that HR build strength in delivering the 
benefits of localisation through hiring. 
Bringing local character into a specific 
store, hotel or organisation goes beyond 
marketing and design; it means using 
people to help to deliver that special 
sense and sensibility of place.

Furthermore, personalisation is also 
more than creating a customised 
experience: it means creating a 
personal relationship. Again, HR has the 
responsibility to hire those with the ability 
to create and maintain these personalised 
relationships with various stakeholders 
whether through remembering, 
technology, instinct or some remarkable 
combination of all of these.

Localisation and personalisation are 
built on the ground in a specific locale 

for a specific individual. HR hiring and 
training need to be adjusted to reflect the 
strategic need for maximising the forces 
of localisation and personalisation. This in 
turn helps to deliver promises and build 
trust, thereby providing an indirect lift to 
the Corporate Brand, through building 
Trust Capital.

Other brands building 
trust chains 

California-based sushi restaurant 
Harney Sushi adds edible QR 
codes to its dishes in an effort 
to make its supply chain more 
transparent. French seafood 
company, Fleury Michon offers full 
transparency to their frozen food 
processes using #ComeAndCheck. 
McDonald’s in Australia uses an 
app, TrackMyMacca to let users 
find the origins of the ingredients in 
their meals. Luxury goods purveyor 
LVMH allowed shoppers to see 
their highly skilled crafts people in 
creating brands’ heritages through 
workshops and demonstrations17.
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corporate-wide and not promoted as a 
separate part of the business. It must 
be in the veins of the organisation as a 
whole, reflected in all thought and  
action. The more responsible an 
organisation is perceived to be, the  
higher the brand value.

In The Kinship Economy, consumers  
build relationships with brands that do 
good things: reciprocity and mutuality 

matter. The Kinship Economy is  
breeding consumers who are more  
compassionate and socially responsible. 
They are willing to reject companies 
and brands that they perceive to be 
irresponsible. It also means that 
consumers are increasingly wary of 
statements that are not supported by  
the right actions20.

Data shows that sustainability and its 
associated issues of climate change, 
ecology, community focus, and use of 
local resources such as people and 
food, can build trust or hurt trust. While 
both Millennials and Boomers are 
somewhat sceptical of sustainability 
claims21,corporate responsibility based 
on genuine and effective sustainability 
promises can be a major, on-going 
opportunity.

Information from Euromonitor 2013 
indicates that consumers are, on the 
whole, becoming more compassionate 
and socially responsible. They are 
becoming more vocal in supporting 
brands that do good things, and are 
boycotting or publicly berating those 
they believe to be irresponsible. Many 
are prepared to pay more for products 
that are more ethically produced, more 
sustainable or come with the promise of 
a charitable donation. At the same time, 
consumers have grown increasingly 
wary of ‘greenwashing,’ whereby brands 
artificially inflate their environmental or 
social credentials.

Millennials are especially sensitive to 
all forms of corporate responsibility, 

including environmental sustainability, 
local community involvement, being 
a good global citizen, etc. Both 
Millennials and Boomers value corporate 
responsibility, and say that it affects their 
shopping, purchasing and recommending 
behaviours. The Cone Communications/
Echo Global CSR Study of 2013 indicates 
that of a 10,000 global respondent base, 
85% consider corporate responsibility 
when deciding about where to shop, what 
to purchase, and what to recommend22.

Build a strong corporate brand
A corporate brand’s trustworthiness is 
based on the four pillars of credibility, 
integrity, leadership and responsibility.

Credibility is all about belief: do I believe 
that you will do what you say you will 
do? For a corporate brand, this means 
being predictable, reliable, capable and 
competent. It means having a quality 
perception. It means being perceived as 
an expert in the areas in which it or its 
brands compete.

Integrity is all about honesty and having 
strong corporate values. It is about 
integrating these values throughout the 
organisation. Integrity means having 
customers’ interests at heart. It means 
being socially responsible, accountable, 

and refraining from taking unfair 
advantage. It means having shared values 
throughout the organisation.

Leadership is about inspiration, influence, 
education and support. Leadership is 
about how you behave not just about 
what you say. Leadership must be 
demonstrated. An organisation can lead in 
size. But it can also be a thought leader. 
Leadership is about being an industry 
influencer as well as an innovator. It 
means being a respected authority with 
a reputation for quality and trustworthy 
behaviour. Ultimately, leadership is not 
about the size of the business. It is about 
the size of the business’s ideas.

Responsibility is about demonstrating 
good corporate citizenship. It must be 

“ I believe that we have come 
to a point now where this 
agenda of sustainability and 
corporate responsibility 
is not only central to 
business strategy but will 
increasingly become a 
critical driver of business 
growth. How well and how 
quickly businesses respond 
to this agenda will determine 
which companies succeed 
and which will fail in the 
next few decades.”

Patrick Cescau 
Chairman, Board of Directors IHG

“ Being a Responsible 
Business is part of IHG’s 
DNA. As well as helping 
IHG make a positive long-
term contribution to the 
communities in which we 
operate, behaving in a 
responsible way gives us a 
competitive advantage. As 
one of the world’s leading 
hotel companies, we have an 
unrivalled opportunity to 
bring about positive change 
in the environment and 
community both at a local 
and global level. Globally, 
we are channelling these 
efforts to use hospitality as 
a route to more sustainable 
communities and better 
lives.”

Richard Solomons, CEO IHG

Primark worked to turn crisis into 
Trust Capital. After the factory 
collapse in Bangladesh in 2013, the 
low cost fast fashion retailer set up a 
fund to pay wages for those affected 
and for the families who were killed. 
It extended this fund twice covering 
over 9 months of salaries. Primark 
acknowledged that there was huge 
scepticism around the notion that a 
£3 T-shirt doesn’t negatively affect 
the lives ofworkers. In reframing 
the debate to save their reputation 
and build Trust Capital, the company 
focused on saving the lives of 
their workers and their workers’ 
families19.”

The IHG corporate brand

IHG’s heritage spans across a 
portfolio of nine trusted hotel brands, 
with 67 years of InterContinental 
Hotels & Resorts, 62 years of Holiday 
Inn Hotels and 30 years of Crowne 
Plaza Hotels & Resorts. In 2013, our 
10th anniversary, we brought IHG’s 
name and personality to the fore, by 
aligning our loyalty programme to 
the IHG corporate brand to help our 
guests understand the breadth of our 
family of brands. Since then, we have 
seen the highest ever email open rate 
on an IHG awareness campaign, a 
10%pt increase in awareness of IHG 
as a brand family; and early increases 
in the number of brands used  
per member.
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The ‘Three Dimensions of Ease’
With the profusion of choices, consumers 
are experiencing decision-making 
overload. When faced with abundance of 
global and local and personalised brands 
in a wide variety of options and a vast 
array of information sources, uncertainty 
increases. Too many uncertain choices 
deplete energy and cause resignation. 
People tend to default to a satisfactory 
choice like buying the cheapest, rather 
than the best choice for their needs. Good 
enough is often good enough. 

People are looking for ways to make life 
and their daily choices easier. It used 
to be that ease was synonymous with 
convenience. Over the years, the concept 
of ease has become multi-dimensional.

Ease of Choice
Choosing should be simplified 

requiring minimum effort and time. In 
our app-laden environment where a 
purchase can be made with one push 
of one button, slowing down the pace of 
life for complex decision-making can be 
agony. Apps are the new ‘speed dial’ for 
modern decision-making. This is one of 
the reasons why trust is so critical. Trust 
makes it easy to choose. Choose the one 
you trust.

Ease of Use
Once the choice is made, the 

product or service should be easy to use 
or incorporate into your life. Apple made 
using a computer easy. Netflix makes 
watching movies easy. Amazon makes 

buying and reading books easy. Google 
makes searching the Internet easy.

If you’re making the consumer do 
any extra amount of work, whether in 
choosing or in using, no matter what 
industry you are in, your business will be 
a target for disruption. Effort is a cost.

Ease of Mind
The selected choice should 

also put your mind at ease. People want 
to feel reassured that they made the 
right choice. “Am I comfortable with 
the decision? Now that I am using this 
product or service, am I satisfied with the 
choice?” People want to feel right about 
their decisions and not feel regret. They 
want to feel they not only made the right 

decision for themselves but that they will 
be perceived to have made a responsible 
decision.

Section 3 
Choice overload

The new definition of value is the 
decision-making gate.

Consumers like the idea of having a 
product and/or service that meets their 
specific needs. Technology makes this 
precise personalisation easier to create, 
but now it goes beyond technology. 

Amazon began by suggesting books 
similar to what you just ordered. 
Drugstore.com created ‘Your List’ so 
repeat ordering would be simple.  

Non-fat, low fat, dairy-free, soy-free, 
and gluten free items provide delightful 
comfort for those wanting everyday foods 
that meet dietary expectations.

But, when faced with vast choice, people 
become uncertain as to which is the right 
choice. Just take a stroll down the cereal, 
pet foods, snack foods, or toothbrush 
sections of your local supermarket 
or hypermarket, and you will see how 
choice proliferation is taking over the 
marketplace.

Excessive proliferation of choice creates  
confusion and uncertainty. Consumers 
want choice and they want the choice 
decision to be easy. They are looking for 
ways to simplify their lives.

“ The fact that some choice 
is good, doesn’t necessarily 
mean that more choice is 
better… clinging tenaciously 
to all the choice available 
to us contributes to bad 
decisions, to anxiety, stress, 
and dissatisfaction23.”

Barry Schwartz,The Paradox of Choice
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IHG’s 2014 Trends Report outlined 
the key role technology has to play in 
shaping the travel industry and delivering 
personalised brand experiences to 
consumers at all stages of the Guest 
Journey. IHG breaks this journey down 
into five distinct steps, each of which 
makes effective use of mobile and other 
technologies: Dream – researching the 
trip; Plan – reading reviews; checking 
options; Book – making reservations; 
Travel – the journey and stay; Share – 
share experiences; write reviews. Each of 

these also ensures consistent, relevant 
and differentiated value of our guests’ 
brand experience, making their decisions 
much easier.

IHG was the first hotel company to 
offer online bookings to travellers 
in 1995, and most recently, the first 
hotel company to launch apps across 
all platforms in 6 different languages. 
Today the IHG App is the highest rated 
mobile app among all hotel companies 
and in the entire travel industry and 

IHG is working on the next evolution of 
our mobile solutions. Currently, IHG is 
rolling out mobile check-in and check-
out technologies to Elite members of its 
loyalty programme, IHG Rewards Club, 
at more than 500 hotels. Technology is 
constantly reshaping consumers’ travel 
behaviour at every step of their journey. 
IHG is committed to making an on-going 
investment in technology to enable its 
hotel brands, such as Holiday Inn Hotels 
and Crowne Plaza Hotels & Resorts, to 
meet the changing needs of its guests.

‘One-think decision-making’ is a 
competitive advantage
The new brand value assessment makes 
decision-making easier and faster, 
reducing anxiety and alleviating stress. It 
enables what we call ‘one-think decision-
making’. ‘One-think decision-making’ is 
the consumer’s way of being pragmatic 
and efficient in complex choice situations.

‘One-think decision-making’ leads to 
more effortless decisions: easier, faster, 
trusted decision-making. It means that 
consumers do not have to think twice 
about buying your product or service and 
that all things being equal, all brand ties 
should end in your favour. When a brand 
is trusted, it is easier to feel comfortable, 
confident and smart about the choice, 
both before and after the decision is 
made.

IHG: investing in digital solutions “ The Desire for Simplification 
is on the Rise: from 2010 
to 2013, there has been an 
increase in those who say,  
‘I look for ways to simplify 
my life’, 63% to 69%.”

Global Monitor 2013

“ Consumers are buying faster 
as the gap between first 
being interested in a product 
or service and actually 
buying it contracts.”

Euromonitor 2014 – Faster Decisions

Brazilian clothing retailer, C&A 
uses ‘real-time’ likes counters 
on the hangers in their retail 
locations. Taking data from their 
C&A Facebook page, the ‘likes’ are 
recorded into the hanger counter-
tags so a shopper can see if the item 
they are about to buy is considered 
to be ‘liked’ by their peers. This 
makes selection easier and provides 
the consumer with ease of mind24.
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Section 4 
The IHG Blueprint for building 
Trust Capital

Today, as we look to the future, we see 
the significant role of Trust Capital at the 
intersection of the forces of global, local 
and personal. Of the 4Cs of organisational 
wealth, Trust Capital is the current vital 
necessity. Generating, gathering and 
growing Trust Capital is an imperative for 
all organisations.

The rules for leading, managing, and 
marketing brands have changed. Based 
on analysing and synthesising 39,500 
interviews with travellers worldwide, 

IHG has identified a set of new rules for 
making Trust Capital the core driver of an 
organisation.

These principles in The IHG Blueprint for 
building Trust Capital will not be easy to 
realise but they cannot be ignored. This 
Blueprint is a foundational guide for 
building future success in The Kinship 
Economy.

The 4Cs to build organisational value
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• A family with children on holiday in 
Phuket believes the Holiday Inn Resort 
is a good value just as the family 
with children in Cyprus believes this 
InterContinental Resort is a good value. 
Everyone wants a good value. Different 
people in different situations with 
different needs and different budgets 
will make different choices that they 
feel are the best value for them.

5. Focus on the consumer’s new way of 
assessing brand value.

• Make sure that brand strategies 
and actions take into account all the 
dimensions of the consumer’s new 
mental map for assessing brand value. 
This means looking at all the costs 
(money, time, effort) relative to the 
received brand experience (functional, 
emotional, social benefits). And, know 
what trust, or the lack of trust, is doing 
for your brand. Using the consumer’s 
new perception of brand value, learn 
the drivers of brand value for each of 
your brands.

• Consumers are continuing to turn away 
from mere transactional experiences 
towards digital, sharing, mobile, 
communities-based relationships. As 
part of this relationship-driven context, 
consumers increasingly seek brands 
worthy of their trust. Trustworthiness 
is a key component in relationships. 
This means that trust, or the lack 
thereof, has an important effect on how 
consumers assess the perceived value 
of the brands they consider.

The IHG Blueprint for building Trust 
Capital

1. Adopt a Trust Agenda within the 
organisation, led by a ‘Chief Trust 
Officer’. 

• In order to generate Trust Capital, it 
is essential that the organisation has 
a corporate strategic platform based 
on a corporate-wide Trust Agenda: 
how will we build trust across our 
geographies, our brands, our people, 
our shareholders, our franchisees, 
our partners, our suppliers, our local 
communities? How will we build 
trust chains throughout all of our 
relationships, internal and external? 
Are we a good global and local 
corporate citizen?

• Make the corporate brand stand for 
Credibility, Integrity, Leadership and 
Responsibility. Promote corporate 
social responsibility as a true, 
integrated part of business practice. In 
building Trust Capital, it is the role and 
responsibility of the CEO to also be the 
‘Chief Trust Officer’. ‘Chief Trust Officer’ 
is not a mere function; it is fundamental 
message to the organisation. ‘Chief 
Trust Officer’ must not be delegated 
down: the CEO is the one to who people 
look up to.

2. Recognise that trust is not the same 
as reputation – both are equally as 
important and should be treated so.

• Reputation is the backward-facing 
evaluation of past experiences with 
a company or brand. Reputation 
helps to build trust. But, trust is the 
forward-facing evaluation of consumer 
expectations of future experiences.

• Trust is the confidence someone has 
based on an expectation that what is 
promised will be delivered. In the new 
definition of consumer-perceived brand 
value, trust is a multiplier: if a brand is 
trustworthy, its value is increased. If the 
brand is not trustworthy, there is little 
perceived value. Without trust, nothing 
else matters.

3. Focus on personalisation, but know 
your limits – work within the parameters 
of Permissible Personalisation.

• The three forces of global, local and 
personal must be managed for success. 
With the rise of personalisation spurred 
by technology, we are learning the 
limits of personalising.

• Trust plays an important role in 
personalisation. The more a consumer 
trusts a brand, the more the consumer 
will share, and then the more personal 
a brand can be. What is deemed 
permissible will change depending on 
how trustworthy the brand is perceived 
to be by its consumers.

• Age matters, too. Strategies for 
personalisation need to be tailored 
to Millennials and to Boomers, for 
example. Although more sceptical 
as a group, Millennials do look for 
trustworthiness in brands. And, 
differentiate in strategies and 
activities between customisation and 
personalisation.

4. Acknowledge that every consumer 
is value conscious and that consumers 
determine value, not companies.

• Although price is part of how 
consumers evaluate a brand, it is 
not the entire equation. Best value is 
more than merely low price. Pricing 
is a strategic tool rather than a mere 
transactional tactic. Understanding and 
assessing brands against the new value 
equation will guide marketers as to the 
true value of the brand.

• All consumers want to think of their 
purchase of a product or a service as a 
good, fair value. Someone who buys a 
Kia believes that this choice is a good 
value. Someone else buying a Mercedes 
believes that this choice is a good value 
for satisfying their needs.
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6. Focus on building value through ‘one-
think decision-making’.

• Companies must understand and focus 
on the ‘Three Dimensions of Ease’. 
It used to be that ease was a simple 
synonym for convenience. Today, ease 
is no longer just about convenience: it 
is multi-dimensional. Technology has 
created a world where ease has three 
dimensions: easy to choose, easy to use 
and easy on my mind. The new way of 
assessing consumer-perceived brand 
value requires us to focus our brands 
on delivering against all three of these 
ease dimensions.

• The paradox in today’s climate is that 
consumers want more choice, and they 
want choosing to be simple. Consumers 
do not want choice to be perplexing or 
problematic; they want it to be painless. 
They want the decision-making to be 
easy, swift and effortless. They want 
to make smart decisions about which 
they feel satisfied, feel good and feel 
proud. Consumer-perceived brand 
value alleviates the complexity, stress 
and time-consumption of a decision. It 
facilitates ‘one-think decision-making’ 
because the consumer does not have to 
think twice about the brand choice.

7. Distinguish ‘Repeat Behaviour’ from 
‘Real Brand Loyalty’.

• Repeat Behaviour is not the same as 
Real Brand Loyalty. It is the goal of any 
brand to build a loyal group of long-
term advocates. Real Brand Loyalty is 
repeated behaviour over time with an 
emotional commitment to preferring 
the brand. There is a difference 
between deal loyalty and real loyalty.

• Generating transactions based on 
deals is not as brand-positive as 
efforts focused on building real brand 
loyalty. Although building transactions 
is always necessary, converting 
these transactions into rewarding 
relationships is the long-term basis 
for sustainable high-quality revenue 
growth.

• A brand should communicate, “This 
is a great brand that happens to be 
on deal,” not merely that it is a great 
deal. So, for example, personalising 
the brand experience is a loyalty-
building incentive. The long-term 
strategy should be to build real loyalty 
that creates a true commitment to 
the brand rather than overemphasis 
on deal loyalty to generate repeated 
transactions.

“ Trust is pivotal because 
it is the basis for every 
human relationship, every 
transaction, and every 
market. Trustworthiness 
is the foundation of a 
business’s license to operate 
in any region or industry.”

Strategy+Business,  
Summer 2014, on Trust Agenda
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be able to make the best decisions in the 
most efficient way.

Increasing consumer-perceived brand 
value and building Trust Capital are the 
central marketing concepts for managing 
21st Century brands.

This has changed the way people evaluate 
the brands: what kind of a relationship 
will I have with this brand? Do I trust that 
I will be satisfied with this brand? Do I 
trust this brand to deliver the promised 
benefits (functional, emotional, social)? Is 
it worth the cost (money, time, effort)?

When a consumer assesses costs, it 
is no longer just about money. It is a 
combination of money, time and effort. 
How much money, time and effort do I 

need to spend to experience the brand 
promises? Boomers seem to be willing 
to spend more time and effort, while 
Millennials expect to spend less time and 
effort.

Focusing on functional benefits alone 
is not sufficient. The value equation 
includes functional, emotional and social 
benefits. The Kinship Economy generates 
a huge social component that brands 
need to build into understanding value. 
We desire to be individuals, but we live 
in real and virtual communities. Multiple 
relationships on multiple levels are the 
new marketing reality. Social benefits go 
beyond just status and prestige.

Evaluating the money, time, effort, costs 
spent relative to the functional, emotional, 

social benefits received is only part of 
the new value equation. Consumers now 
look at the costs and benefits evaluating 
it all through the lens of trust. If there is 
a high level of trust, consumer-perceived 
brand value is increased. If there is low 
trust, consumer-perceived brand value 
is decreased. If there is zero trust, then 
there is zero consumer-perceived brand 
value.

The forces of globalisation, localisation 
and personalisation are buffeting brands, 
but these forces are also creating a 
turbulent whirlwind of opportunity at 
their intersection. For those brands that 
do this well, the 3D brands, harnessing 
the global-local-personal dynamic to a 
brand’s advantage requires generating, 
gathering and growing Trust Capital.

In tracking the evolution of The Kinship 
Economy for three years, it is very 
clear that organisations must take 
swift advantage of the shifts that are 
taking place in order to be successful. 
Observations and data show that trust in 
institutions is in decline. In our digital, 
sharing, mobile mind-set economy where 
personalisation is increasing the degrees 
and dimensions of connectedness; where 
the preferred approach to purchase 
is only having to think once about the 
brand choice; and where ease is multi-
dimensional, building and instilling 
Trust Capital is not only essential 
but corporations must move swiftly. 
Accruing Trust Capital contributes to the 
sustainable, high quality revenue growth 
of the organisation and its brands.

Conclusion 
Building Trust Capital is the  
new business imperative

At the very core of The Kinship 
Economy is trust. Trust is fundamental 
to every relationship including brand 
relationships. Trust underpins personal 
relationships, both of kin and kindred 
spirits.

Trust Capital is the mediating force at the 
intersection of globalisation, localisation 
and personalisation. Of the 4Cs of wealth 
creation, Trust Capital harnesses and 
maximises the power of standardisation, 
differentiation and relevance.

Trust Capital is about delivering promises 
to the organisation’s stakeholders … 
consumers, franchisees, suppliers, 
partners, service providers, investors, and 
community leaders. These stakeholder 
promises can only be properly and 
profitably addressed by acting to 
strengthen consumer-perceived brand 
value.

Accumulating Trust Capital is an 
organisation’s way to create and capture 
value. This secures competitive advantage 

for the firm and for its brands. And, 
building Trust Capital builds brand 
preference and loyalty. If there is no trust, 
your brand eventually will wind up in the 
decision-making dustbin.

Businesses, brand owners, and 
corporations can no longer just focus on 
‘functional benefits for the money.’ The 
new assessment of brand value is a more 
complex equation. And, trust is the lever 
that fundamentally activates ‘one-think 
decision-making’. Consumers want to 
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