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" A brand's    
provenance...

is not about  
preserving the past, 
it is about preserving  
the best of the past for 
the present and future."
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The consumer landscape is constantly 
evolving, shaped by new attitudes and 
behaviours, and charged by a sense 
of empowerment that comes from a 
proliferation of choice. But boundless 
choice can also be overwhelming, and so 
consumers seek common values in brands 
that can make that selection easier. 

The 2018 IHG Trends Report focuses on the 
increasingly important role of provenance for 
brands and businesses. We are all customers, 
all making decisions on a daily basis, and the 
relationships we hold with brands are built on 
trust like any other. However, at a time when 
trust in institutions, experts and leaders is in 
decline, a brand or business with a distinct 
and relevant heritage can represent a source 
of confidence and credibility for consumers. 

Whether decades old, or newly formed, 
this is a valuable asset that businesses are 
increasingly realising. Brands that are much 
deeper than a logo or a slogan can gain 
strength from provenance, turning it into a 
persuasive competitive advantage, which 
can lead to customer loyalty and ultimately 
increased revenue growth. 

Whether a single brand or a portfolio 
of brands, provenance can shape and 
strengthen a business in many ways, bringing 
to life company values that increase a 
consumer's likelihood to purchase, a partner's 
willingness to invest, or a talented individual's 
decision to join and give it their all. The trick 
is not to get stuck in the past, but to use your 
heritage as a foundation for success today 
and tomorrow. 

Working once again with our partner, 
Arcature, IHG has identified The Provenance 
Chain, which defines the link between 
a strong provenance and high quality 
revenue growth. Building on this, we explore 
the actions needed to unlock the power 
of provenance in today's complex and 
competitive world.

Over the past five years, IHG® has 
reported on the trends shaping 
the future of brands and business, 
delivering insights and actions 
that bring organisations closer 
to consumers and high-quality, 
sustainable growth.

Preface: Keith Barr

Keith Barr
IHG CEO
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Executive summary

Introduction
Previous IHG Trends Reports discuss 
achieving brand and organisational  
success in The Kinship Economy through 
creating meaningful lifetime relationships. 
There are two critical influences in The 
Kinship Economy: 

• The Age of I: the desire for both individuality 
and inclusivity without compromise.  
The uncompromising customer prefers 
brands that satisfy conflicting needs during 
stay occasions, such as a desire for luxury  
to be both scarce and available. 

• Maximising the forces of global coherence, 
local relevance and personal differentiation.

Another outcome of The Kinship Economy 
is the increasing necessity to establish 
meaningful, memorable connections with 
customers, and potential customers. In 
a dynamic and uncertain world, people 
seek familiar touchstones of expertise, 
authenticity and trust. 

Trust is an increasingly important factor in 
customer decisions. A strong, trustworthy 
business reputation contributes to high 
quality revenue growth. 

Provenance
The provenance of a business is its 
consistent, motivating, relevant, distinctive 
heritage, based on its past theme.  
The power of provenance is not about 
preserving everything from the past; it is 
about preserving the best of the past for  
the present and the future.

Provenance – whether historical or newly 
formed – acts as a foundational source of 
confidence. It is uniquely past, present, and 
future. Provenance emphasises a past of 
authenticity, a present of genuine customer 
engagement, and a robust, trustworthy 
foundation for the future. 

Businesses continue to increase their  
focus on building strong customer 
relationships, and demand for trusted 
sources is driving the importance of 
provenance. Powerful brand relationships 
derive strength from provenance:  
a brand's heritage and history. 

A strong and relevant heritage helps  
to build credibility. A brand's history 
and heritage provides customers with  
richer, authoritative information, giving 
credence to a brand's message.  
Provenance provides continuity and 
consistency across all platforms. 

Whether a corporate brand, a single  
product brand, or a corporate portfolio  
of brands, a potential customer wonders…  
"why should I believe the promise you are 
making to me?" Provenance is a direct 
answer to this question. 

The rise of ubiquitous information, ratings 
and rankings allows small independent 
brands to gain credence and customers: 
Online reviews can provide smaller 
brands with a "revenue bump".1 A brand's 
provenance is a persuasive, trusted way to 
maintain and gain competitive advantage.

Role of trust
Trust is fundamental in building and 
maintaining long-term relationships: personal 
and brand-business. It enhances the quality 
of a relationship, and minimises perceived 
risk. However, trust in institutions, experts 
and leaders is in decline. This trust deficit 
presents enormous opportunity for brands 
to become the "trustworthiest" sources of 
relevant and differentiated promises.

Provenance is trustworthy evidence of a 
brand's authentic character, expressing 
what the business stands for internally and 
externally. It is a brand's principled foundation 
of trustworthiness. 

Businesses are expected to act like trusted 
partners, and a brand-led business culture 
that puts customers at the heart of all 
actions, helps embed trust building.2 

When it comes to customer loyalty, trust is 
essential. Being a trustworthy source acts 
as a multiplier with regards to customer-
perceived value.

Executive summary
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Strong, unified brands  
in a changing world
A powerful brand is the consistent  
identity of a trusted source. Its provenance 
reflects its trusted reputation for quality, 
leadership and integrity, underpinning all 
stakeholder relationships. 

A strong brand provides a single, unified 
voice that speaks to the brand's vision,  
values and strategy around the world.

A brand is more than a trademark; it is  
a trust mark. A trusted brand influences 
customer consideration and preference,  
and increases willingness to invest by 
franchisees and other stakeholders.  
It is a hedge against uncertainty. 

Brand provenance invests brands with 
legitimate authority. This allows brands  
to emphasise their relevant differentiation  
and areas of expertise, while appealing  
to specific customer needs, helping to 
forge meaningful lifetime relationships.

Role of loyalty

Customer loyalty is especially important  
in a fractured world. When an environment 
is uncertain, familiar brands are touchstones 
of trust. Brand loyalty creates feelings of 
belonging, which are important in a world  
of individuality.

Customers, especially loyal customers,  
will be more likely to visit the website/app  
of a strong brand, generating more revenue  
and increasing cash flow.

Growing loyalty is the key to high quality 
revenue growth. Loyal customers are  
more profitable customers. 

Role of operational excellence

A sustainable business must be both 
effective and efficient. It must consistently 
deliver on its promises. How you run your 
brand is how you run your business,  
and vice versa.

Operational excellence decreases costs, 
improves stakeholder satisfaction and 
ensures consistent quality. Marketing moves 
people to the door; operational excellence 
motivates people to come back for more.

Unifying benefits of  
a strong brand 

• Developing a foundation of trust that 
increases intent to purchase and loyalty

• Aiding customer-perceived brand quality 

• Reducing customer-perceived risk

• Reinforcing alignment with customer values

• Galvanising and aligning stakeholders 
around provenance 

• Generating trust capital; balance sheet 
value based on goodwill 

• Attracting talent; creating a desirable place 
to work

• Creating meaning and purpose for 
employees

• Supporting expansion, while strengthening 
all channels

A healthy business relies on four  
'must-haves':

1  Be a credible source: Provide stakeholders 
with confidence that its information is true, 
and that its promises are delivered.

2  Have an excellent reputation for quality  
and leadership: Behave in the same way, 
every time. 

3  Be a pillar of integrity: Keep stakeholders' 
best interests at heart.

4  Have a responsibility ethic: Be an effective 
global citizen. 

Crowne Plaza JFK Airport 
New York City, New York, US
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The Provenance Chain
Synthesising external research, journal 
articles, internal IHG research, and other 
studies, IHG has defined The Provenance 
Chain, which links building a strong, 
provenance-based business to high quality 
revenue growth. 

The Provenance Chain has five stages: 

1 Provenance, which influences 

2 Perceived value, contributing to 

3 Increased preference, which generates 

4 Trust capital, leading to 

5 High quality revenue growth. 

Provenance is a brand's legitimate source 
of expertise, authenticity and authority: It is 
familiarity, quality, leadership and trust.

Perceived value is the customer's 
assessment of the trusted quality and 
worth of the branded off er. Trust is a 
critical element of perceived value.

Trust plays a value-driving role in digital 
leadership. Today, customers make 
business, brand and personal decisions 
without ever seeing the relationship partner. 
Engineering trust into the digital experience 
is essential for building usage, perceived 
value and profitability.

Preference means that customers will 
choose a brand over equally priced available 
options. As preference strengthens, 
customers will choose that brand even 
if it is premium-priced. Preference is 
built by consistently delivering a relevant 

diff erentiated promise. Preference leads to 
increased purchase frequency and loyal 
customer relationships. Preference is not 
the same as repeat behaviour, which lacks 
emotional bonding and can be a result of 
mere convenience or habit. Preference is a 
result of commitment, not just convenience.

Trust capital is a form of organisational 
wealth, along with financial, intellectual 
and human capital. Goodwill is the part of 
trust capital that appears on the corporate 
balance sheet. Goodwill is the excess of 
the price paid for a company over its fair 
market value. Trust capital is the confidence 
stakeholders have in the goodwill of an 
organisation to consistently deliver promises 
of value. Trust capital leads to high quality 
revenue growth.

High quality revenue growth means 
increasing both quantity of sales and 
quality of sales. It comes from having more 
customers who purchase more often and are 
more loyal. This leads to increased market 
share and lower price sensitivity, and helps 
grow revenues, profits and shareholder value.

Provenance is a brand's 
legitimate source of 
expertise, authenticity 
and authority: It is 
familiarity, quality, 
leadership and trust. 

Provenance chain 
leadership
All brands have a provenance. For some, 
that provenance is centuries or decades old. 
For others, the provenance is newly created. 
Provenance is defined by the past, but is 
important for engaging in the present and 
preparing for the future. Provenance chain 
leadership means taking focused actions 
that build a strong foundation for the present 
and a basis for a future of high quality 
revenue growth.

Be the strongest leader in the markets 
in which you choose to compete

Market leadership is profitable. Not all leaders 
are the same: Be the dominant force. Identify 
markets and market potential: Segmentation 
is key for leadership. Needs and occasions 
change as people age. Focusing on specific 
markets and the potential of these markets 
allows businesses to be meaningfully relevant 
to customers.

Be consistent

Consistency defines quality. Customers 
engaged with a brand expect consistency. 
Consistency is a driver of quality perceptions, 
creating credibility and a foundation for trust. 
People prefer to do business with businesses 
they trust. If the business has a portfolio 
of brands, customers expect consistency 
across the portfolio, regardless of brand.

Generate goodwill 

A strong provenance helps to build goodwill. 
Goodwill is an asset that makes a business 
more valuable. Goodwill derives from a 
provenance of credibility, reputation, integrity 
and responsibility.

Create lifetime loyalty 

Provenance enhances the perceived 
value of a customer loyalty programme. 
These programmes can provide continuity, 
authenticity, and strengthen brand beliefs 
– creating true lifetime customer loyalty. 
Data continues to show that loyal lifetime 
customers are more profitable customers.

Build employee pride

Employees play a powerful role in shaping 
business perceptions through positive 
communications with all stakeholders. 
Proud employees communicate well 
beyond their place of work. Proud employees' 
advocacy of the business enhances 
perceptions among external and internal 
stakeholder audiences. Employee pride 
translates into higher job satisfaction. 
Employee pride and satisfaction contribute 
to customer satisfaction.

Grow franchisee loyalty 

Franchisees – a special group of stakeholders 
– invest money, time and eff ort in brands, 
as well as the corporation behind them. 
A meaningful relationship with franchisees 
is critical.

Develop stakeholder confidence 

Stakeholders such as media, opinion 
leaders, online influencers, customers, 
franchisees, investors, analysts, vloggers, 
bloggers and employees have diff erent 
expectations, needing diff erent outcomes 
from communications and actions. 
Strong provenance-based brands build 
confidence that the brand will do what it 
says it will do. All stakeholder relationships 
are valuable resources for superior 
competitive performance.

Be a good global citizen

Responsible business practices 
influence customers' brand preferences. 
Providing and communicating social good 
and generating positive reputation can 
"significantly impact" business performance. 
Responsible business actions go beyond 
sustainability and community out-reach 
to include improved employee treatment. 
Treatment of employees around the world 
influences purchase decisions.

In 1868, Henri Nestlé used his family’s coat 
of arms as inspiration to protect his milk 
foods from imitation. Since then, hundreds 
of global and local products carry the "little 
nest" logo as an endorsement of the 
Nestlé provenance.
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Conclusion
A strong, powerful provenance is an 
advantage against competitive actions. 
Provenance is a signal of authenticity for  
all those engaged with, and invested in, 
product and service brands. Brands provide  
a common, credible, authoritative connection 
across all stakeholder relationships. 
Provenance provides a foundation for 
enduring brand success.

Given the number of business stakeholders 
– customers, employees, shareholders, 
the financial community, neighbourhood 
community leaders, opinion influencers – 
 it is more important today than ever before 
to build a consistent, powerful, provenance-
based brand business. 

A brand is more than an identity:  
It reflects a culture, and the culture's  
values. A brand is a seal of permission  
to believe. Provenance provides the 
permission to believe, based on a heritage  
of credibility, integrity and responsibility. 

Whether an unbranded product or service,  
a corporate brand, a single product brand,  
a single service brand, or a corporate 
portfolio of brands, a potential customer 
wonders… "why should I believe the promise 
you are making to me?" Provenance is a 
direct answer to this question. Provenance is 
a direct answer to that question. It is this that 
provides a strong foundational building block 
for generating trust capital, leading to high 
quality growth.

Memb e r

G o o dw i l l

R e v e n u e
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Introduction
Previous IHG Trends Reports discuss 
achieving brand and organisational  
success in The Kinship Economy through 
creating meaningful lifetime relationships. 
There are two critical influences in  
The Kinship Economy: 

• The Age of I: the desire for both individuality 
and inclusivity without compromise.  
The uncompromising customer prefers 
brands that satisfy conflicting needs during 
stay occasions, such as a desire for luxury 
to be both scarce and available.

• Maximising the forces of global coherence, 
local relevance and personal differentiation. 
Local/locally-made now translates into 
social/ethical benefits.3 Personalisation 
leads to benefits that positively impact the 
bottom line.4

Another outcome of The Kinship Economy 
is the increasing necessity to establish 
meaningful, memorable connections with 
customers, and potential customers. In a 
dynamic and uncertain world, people seek 
familiar touchstones of expertise, authenticity 
and trust.

Trust is fundamental in all relationships: 
personal and brand business – and it is an 
increasingly important factor in customer 
decisions. A strong, trustworthy business 
reputation contributes to high quality 
revenue growth. 

A business derives foundational strength 
from its provenance. Provenance is history 
and heritage: It is the business’s past in the 
present. It is the business’s past as a context 
for the future. To understand provenance  
is to appreciate the past, and prepare for 
the future. 

Provenance helps build trust. Brands can 
be familiar, trusted symbols of expertise, 
authority and authenticity. 

Authenticity is especially compelling  
to younger generations. Generation Z  
(ages 8-22) demands more realistic 
expressions and experiences.5 A brand’s 
provenance can be a convincing way to 
connect and persuade.

" Authenticity may be a 
popular buzzword for 
brands and retailers today, 
but it is also essential to 
any strategy." (Euromonitor 
International, 2017)6 

" With the proliferation of online retailers and  
review sites, informed consumers have access  
to nearly endless amounts of information…  
More than two-thirds of consumers do at least 
some research before making purchases." 
(Euromonitor International, 2017)8

The rise of ubiquitous information, ratings 
and rankings, allows small independent 
brands to gain credence, reputation and 
customers: Online reviews can provide 
a "revenue bump."7 A corporate brand's 
provenance is a persuasive, trusted way to 
maintain and gain customers and combat 
potential revenue losses.

Stakeholders want to do business with a 
strong brand as a hedge against uncertainty.

Today, as a means of leveraging 
provenance, many multi-brand companies 
are moving from a 'portfolio of brands', 
where organisations have individual  
brands each building preference on  
their own, to a 'corporate branded 
portfolio'. Here, individual brands share  
a common, provenance-based corporate 
brand heritage, enhancing their individual 
abilities to personalise their offer and build 
brand preference. 
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A brand makes a promise of a relevant, 
differentiated experience. Why should 
customers believe the promise?  
Past behaviour is a good estimate of future 
behaviour. That is what provenance is all 
about: providing confidence that a brand  
will live up to its promises. 

Whether a corporate brand, a single  
product brand, a single service brand, or  
a corporate portfolio of brands, a potential 
customer wonders… "why should I believe the 
promise you are making to me?" Provenance 
is a direct answer to this question.  
A provenance that is based on a heritage 
of quality, leadership, authority, authenticity 
and responsibility provides the competitive 
advantage of credibility. 

  Coca Cola Co. believes that provenance 
is increasingly important to customers. 
The company says customer preferences 
are changing, not just around ingredients, 
but also around knowledge of the core 
provenance of where the product comes 
from. (Fair Disclosure, 2017)11

Brand provenance
The provenance  
of a business is its 
consistent, motivating, 
relevant, distinctive 
heritage from its past 
theme. The power of 
provenance is not about 
preserving everything 
from the past; it is about 
preserving the best  
of the past for the 
present and future. 
Companies are using 
provenance to help build 
brand preference.

  Brands such as Chanel and TAG Heuer 
are considered masterful at maximizing 
genuine (ancient) heritage with an 
emphasis on the future. (Ritson, The 
Australian, 2017).9

Provenance – whether historical or  
newly formed – acts as a foundational  
source of confidence. Provenance is  
uniquely past, present and future. 
Provenance becomes the basis for 
reinforcing and building on the distinctive 
heritage of a business, helping to 
authentically engage today, and create  
a principled, trustworthy foundation 
for tomorrow. 

Provenance is the trustworthy, tangible 
evidence of a brand's authentic character, 
expressing what the business stands for 
internally and externally. It is a brand's 
principled foundation of trustworthiness. 

Customers seeking trusted sources  
fuel the increased importance of provenance. 
Powerful customer relationships derive 
strength from the heritage and history  
of a business. 

  When Volkswagen Group Australia 
purchased Spanish auto brand Seat, 
Volkswagen Group invested heavily  
in local, Australian production.  
Local production, like local sourcing,  
gave authenticity and provenance to  
the Spanish brand. (Ritson,  
The Australian, 2017).9

A brand's history and heritage provides 
customers with richer, authoritative 
experiences, giving credence to a brand's 
relevant differentiation. Provenance provides 
consistency across platforms, enhancing 
strengths of all channels. 

IHG's provenance 

IHG's provenance is its heritage in  
hospitality. This stretches back to the  
18th century with the founding of the  
iconic Bass Brewery, and has continued  
with the creation of IHG as a standalone 
business, home to world-renowned hotel 
brands with a deep heritage of their own. 
InterContinental® Hotels & Resorts and 
Holiday Inn®, and the industry's first loyalty 
programme, IHG® Rewards Club.

Today, IHG expresses its provenance  
in its company purpose, "Providing True 
Hospitality for everyone". Underpinning this  
is a long-standing commitment to quality 
that has earned a trusted reputation with 
multiple stakeholders. For guests, the IHG 
logo is a mark of assurance for its hotel 
brands; for the company's third-party 
hotel owners, it represents high standards 
and long-standing partnerships; and for 
shareholders, it is a sign of respect and trust, 
built up over a sustained period of strong 
performance. This commitment, combined 
with a clear purpose, unites and inspires 
IHG's brands and people. 
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Role of trust
Trust is a formidable asset  
in building and maintaining  
long-term relationships.  
Without trust, nothing else matters.  
In our uncertain environment, 
people seek touchstones of trust 
that provide comfort and minimise 
perceived risk. 

Trust is a relationship criterion more than a transaction criterion.  
Every brand relationship has elements of trust and it is essential for 
brand loyalty. Being a trustworthy source acts as a multiplier when 
assessing customer-perceived brand value.

Trust is a competitive advantage: If people trust a brand, they  
will want to do business with it, seeing the brand as a "partner  
of choice."12 

Both sides of the relationship must "trust" each other,  
as trust allows the sides to contribute to, and invest in each  
other – financially, emotionally and socially.

Trust in institutions, experts and leaders  
is declining. 

 The 2017 Edelman Trust Barometer,  
"Trust in Crisis", indicates, "Mass population 
rejects authority" and "Trust in NGOs, 
business, media and government"  
have declined since the 2016 survey.  
The report states, "Peers are now as 
credible as experts," "Official sources are 
suspect," and "Trust differentiates those 
who are uncertain and those who believe 
the system is failing them." (Edelman Trust 
Barometer, 2017)14

This situation provides an opportunity for 
a strong brand to be the "trustworthiest" 
source of an authoritative, relevant and 
differentiated promise. Trust produces 
confidence, reduces concerns and suggests 
fairness and honesty – concepts that are 
increasingly important today.

 "American outdoor clothing brand 
Patagonia's entire engagement strategy 
rests on honesty. (Patagonia's) The 
Footprint Chronicles, launched in 2008, 
documents Patagonia's entire supply 
chain through videos, articles and 
interactive maps of the farms, factories 
and textile mills with which it works." 
(Al-Rubeyi and Baron, "Brands Behaving 
Authentically: Culture and Inclusivity", 
Stylus, July 2, 2015)15 

For trust to develop, there must be an ability 
to deliver promises in a quality manner 
(consistently delivering against expectations). 

"Trust is formed in the fine cracks between 
promises made and promises kept. It is 
conceived in the moment of anticipation 
between expectation and experience, and 
is finally born the instant that experience 
exceeds expectation." (Kitchen, Journal of 
Brand Management, 2003)16

  For responsible business practices to be 
credible, there needs to be trust. Brand 
trust was cited as the most important 
influencer of spending for 62% of global 
consumers. (Stylus, January 7, 2016)17

" Trust… will be critical as stressed  
shoppers rely on companies to guide  
their decision-making. Fifty-one percent  
say, "I only buy from companies and  
brands that I trust completely."  
(Euromonitor International, 2017)13
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Strong, unified brands in a changing world

 "CEOs say a customer-centric 
culture is a prerequisite for 
growth, which requires an 
authentic branded organisation 
living up to its values." 
(Mitchell, Ray, van Ark, 
The Conference Board, 2017)18 

People seek confidence. They want reliable, 
believable information from trustworthy 
sources. A powerful brand provides evidence 
of good citizenship, familiarity, quality, 
leadership and trust. 

A powerful brand provides a unified voice, 
representing a company's vision, values 
and strategy around the world. It is the 
universal calling card of the business and 
its employees. 

A powerful brand is an authoritative stamp 
of authenticity.

"In February 2017, ABB, a leader in digitally 
connected/enabled industrial equipment 
and systems, consolidated its brands 
under the ABB umbrella, reinforcing its 
heritage as a pioneering technology 
leader to increase brand loyalty, price 
premiums and purchase probability." 
(Close-Up Media, 2017)19 

A brand's provenance – its "identity 
anchors"20 – underpins its relationships 
with stakeholders and its organisation. 
Provenance provides quality, leadership 
and trust, while highlighting a brand's claim 
to its relevant diff erentiation, its ability to 
address specific market needs, and in forging 
meaningful relationships. 

"Paying homage to provenance gives 
consumers a sense of added value."
(Baron, Stylus, 2012)21 

Building loyalty

A strong brand helps generate a lifetime of 
loyalty through its focus on desired needs 
and occasions for customers throughout 
their lives. Loyal lifetime customers are more 
profitable customers.

Brand behaviours and reputation influence 
buying decisions, and can increase loyalty. 
How a brand behaves is "valuable input" 
when people make purchase decisions.22 

"Responsiveness to issues and crises is 
more important in driving perceptions 
of a company than what the media 
says (76 percent), what employees say 
(76 percent), and what the company 
says about itself." (PR Newswire, Weber 
Shandwick survey, 2017)23 

 "Millennials… are attracted to an 
organisation that can 'do well' by 'doing 
good.' Organisations on the road to digital 
transformation need to better understand 
the expectations of new generations of 
employees who will help lead the charge." 
(Mitchell, The Conference Board, 2016)24

Strong,
unified brands 
in a changing 
world



24

Strong, unified brands in a changing world

Unifying benefits of  
a strong brand
• Adding trustworthy value that leads to 

increasing intent to purchase and loyalty

• Providing strong customer-perceived  
brand quality

• Reducing customer-perceived risk

• Reinforcing that the brand is aligned  
with the values of today's customers

• Aligning the brand and stakeholders  
around common values

• Creating a "trust account" in the  
event there is a crisis or product  
mishap, allowing a company to  
bounce back quicker

• Producing value and goodwill that  
is applied to the balance sheet.25 

• Attracting the best talent and  
creating a desirable place to work

• Creating meaning and purpose  
for employees

• Supporting products/services and 
geographic expansion, while  
strengthening all channels

A powerful brand relies on four 'must-haves':

• Be a credible source

• Have an excellent reputation 

• Be a pillar of integrity

• Have a responsibility ethic

Role of operational excellence

A strong brand is powered by efficiently 
and effectively living up to customer 
expectations, while minimising resource 
waste. Operational excellence decreases 
costs, improves stakeholder satisfaction,  
and ensures consistent quality. Marketing 
moves people to the door; operational 
excellence motivates people to come back 
for more. How you run your brand is how you 
run your business and vice versa. 

There is no enduring profitable growth of  
the bottom line without quality growth of  
the top line. The two drivers of top-line 
growth are marketing and operational 
excellence. Marketing attracts customers 
to try. Operational excellence delights 
customers so they look forward to returning.

Be a credible source

Being a credible source means stakeholders 
have confidence that a business provides  
true information about itself and will 
consistently deliver on its promises.  
When a brand is a credible source, 
stakeholders believe that its past actions  
can predict its future behaviours.26 

Communications from highly credible sources 
are more persuasive, and more likely to be 
believed. A credible brand acts as a quality-
cue, lessening customer-perceived risk during 
customer decision-making.27 Credibility makes 
decision-making easier because the customer 
trusts the authority of the business.28

Have an excellent reputation

Having an excellent reputation means 
continually behaving in the same quality 
manner each time, every time. Reputation 
signals the accomplishments of a branded 
business: a heritage of quality, leadership, 
innovation, and taking action ahead of 
competitors. Reputation is the "collective 
representation" of the brand's past 
behaviours and results, "describing its  
ability to deliver valued outcomes to  
multiple stakeholders."29 

Reputation is not something the brand 
determines: It is determined by the 
perceptions of stakeholders. Reputation 
is the "accumulation" of stakeholder 
perceptions over time. 

Reputation facilitates customer decision-
making. Reputation can increase business 
performance, as it helps sell offerings at an 
increased margin, and can help leverage  
a sustainable competitive advantage.30 

McDonald's has almost 37,000 restaurants 
worldwide. The McDonald's logistics  
are a modern miracle. Replenishment  
is customised by store so that no  
restaurant is ever out of stock of a food,  
a beverage, paper goods, cups, or utensils.  
Inventory management minimises waste.

Building trust from consistent 
service and performance

IHG is committed to building relevant 
differentiation for its individual brands,  
such as InterContinental® Hotels & Resorts, 
the world's largest luxury hotel brand.  
In 2016, IHG embarked on an effort to bring 
the brand to the forefront of luxury travel 
within a crowded and competitive market 
place. The strategy focused on a commitment 
to promising and consistently delivering a 
premium customer experience. In 2017,  
KPMG Nunwood announced the results of its 
US Customer Experience Excellence Analysis, 
in which 7,500 customers were asked to 
describe their personal experiences with 
brands. InterContinental was ranked third in 
the analysis, moving up 64 places in just 12 
months. The brand was globally recognised 
for its customer experience management and 
its commitment to premium quality.

InterContinental Los Angeles Downtown, Los Angeles, US
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Strong, unified brands in a changing world

"The (brand) reputation 
… is often the make-or-
break factor in purchase 
decisions. Nearly four in  
10 consumers (38%) say 
that the reputation of 
a parent company has 
altered their preference 
for which products and/
or services they buy." 
(PR Newswire, Weber 
Shandwick survey, 2017)31

Be a pillar of integrity

Being a pillar of integrity means making  
sure that all actions and behaviours,  
internally and externally, have the best 
interests of stakeholders at heart. It means 
that stakeholders and others perceive the 
brand as fair, impartial, open-minded, and 
just. Integrity refers to the brand's core 
values, and its purpose: Its guiding  
principles, and its reason for being.32

As a pillar of integrity, a business recognises 
that its relationships with all its stakeholders 
are valuable. This recognition, producing 
positive, action-oriented responses to 
stakeholders, provides "a differentiation 
and/or cost advantage, which ultimately 
enhances firm performance."33 

Have a responsibility ethic

Having a responsibility ethic means being 
an aware, effective global citizen, behaving 
positively on behalf of people, communities, 
nations, and the planet. 

"Ethical policies do not detract from 
profitability, but tend to increase it." 
(Gylling and Lindberg-Repo, Journal of 
Brand Management, 2006)34

  New Zealand brand, Kowtow, sells  
clothing that is ethically and sustainably 
made "from seed to garment". This  
"means fair trade and organic-certified 
cotton, dyes free of chemical nasties,  
and safe and fair working conditions  
assured in the Indian factory where  
pieces are made". (Newell, The  
Independent, 2017)35 

Responsible business practices can  
influence brand preference as "social" 
reputation influences purchase decisions. 
People are more vocal in supporting 
businesses that "do good", while boycotting 
or publicly berating those perceived to be 
"not responsible". Many are prepared to 
pay more for products that are ethically 
produced, more sustainable, or come  
with the promise of a charitable donation. 
At the same time, consumers have grown 
wary of "green-washing", whereby brands 
artificially inflate their environmental or  
social credentials.36 

"Thirty percent of consumers agree that 
buying eco-conscious or ethical products 
makes them feel good," and, "Thirty 
percent of consumers try to shop local." 
(Euromonitor International 2017)37

Provenance can significantly impact the 
legitimacy of responsible business positions 
and behaviours. However, the brand must 
match its actions with its provenance, 
otherwise its behaviours will be perceived  
as untrustworthy.38

  McDonald’s (France) sources 70% of 
its ingredients from French agricultural 
enterprises: in 2016, that was over 
280,000 tons of ingredients. McDonald’s 
(UK) uses 100% British and Irish beef 
in its beef patties. Every egg at a UK 
McDonald’s is from an RSPCA Assured 
Farm, and all milk derives from UK dairies. 
(McDonald’s France and McDonald’s UK 
websites, 2018)39 

IHG Green Engage™ system:  
A pledge to responsible 
business

IHG's strategic programmes reflect a long-
standing commitment to doing business 
responsibly, ensuring that its brands have 
a positive impact on local communities. 
It instils this commitment in everyday 
practices, as well as through programmes 
such as the IHG Green Engage™ system, 
which gives its hotels the tools to 
manage energy in ways that protect the 
environment. In 2017, IHG was named 
industry leader for sustainability in the S&P 
Dow Jones Sustainability Indices, regarded 
as the gold standard for recognising 
sustainability performance. 

Behaving responsibly is at the heart of 
each of IHG's differentiated brands, filtering 
down to individual hotels. For example, 
at the Holiday Inn® Resort Kandooma 
Maldives, environmental sustainability 
initiatives such as water stewardship are a 
critical part of both the hotel management 
and guest experience. Fresh water can 
be difficult to source in the Maldives, a 
problem made worse by climate change. 
The hotel has devised a way to minimise 
water use and manage water risk in its 
operations. All water used at the hotel is 
produced from the island itself, thanks 
to a co-developed community project to 
fund two new water plants for the islands, 
providing a clean, sustainable supply. 

The island of Kandooma doesn't harbour 
any natural coral reef, so to attract more 
fish to the waters, the hotel plants coral in 
the surrounding area – a process known 
as 'reefscaping'. By employing marine 
biologists to maintain the waters, the hotel 
can educate guests on the importance 
of looking after coral, while guests get to 
enjoy snorkelling trips to see the coral and 
bio-diversity under the water.

Holiday Inn Resort Kandooma Maldives, Republic of Maldives
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Strong, unified brands in a changing world

Brands do not exist in a vacuum. A brand 
is more than just a consistent brand identity: 
It contributes common, relevant culture, 
character, values, purpose and ambition 
to the brand's priorities and objectives. 

"US insurer, Allstate, uses the Allstate 
corporate brand to supply needed 
credibility to its digital off erings (esurance), 
and its lesser-known brands (encompass, 
American Heritage Life Insurance 
Company) with "an Allstate Company." 
(Allstate website, 2017)44

A strong brand is a value creation 
advantage. Strong brand relationships 
are value creating.45

Each brand has its own group of stakeholders 
with diff erent perceptions, aff ecting 
competitive abilities, and overall willingness 
to support strategies and tactics. A strong 
provenance provides the glue that aligns 
and holds together these diverse groups 
of stakeholders.

Responsible business is increasingly 
important as a means of connecting 
with Millennials and Generation Z. 
Young consumers see social awareness 
as an identity badge. 

"'Teens care about the world they live 
in,' said Amy Cole, head of brand 
development EMEA at Instagram. 
'They're starting movements.' She pointed 
to Instagrammers, such as ethical activist 
Tolly Dolly Posh and healthy food blogger 
Ashleigh Ponder, as examples of how 
young people are 'savvy enough to 
know how to use Instagram to promote 
[their] causes.'" (Ward, Stylus, 2017)40

Brands demonstrating "positive 
provenance" in responsible business 
practices gain consumer trust.

"Electrolux AB aligns all its brands under 
the Electrolux Group purpose of "Shape 
Living for the Better" – Better Solutions, 
Better Operations, Better Society." 
(Electrolux AB website, 2017)41 

A strong brand reduces customer-
perceived risk, enhancing purchase 
intention.42 Risk is multi-dimensional: 
Financial, social, performance and 
psychological risk all negatively impact 
satisfaction and willingness to pay 
a premium price. In particular, financial 
risk negatively aff ects loyalty.43 

A brand provides stakeholders with the 
security of knowing where to turn if there 
is a crisis or mishap, reinforcing confident 
decision-making.

Moving to 'An IHG Hotel'

Linking to a corporate brand's provenance 
has powerful results. In 2013, IHG relaunched 
its loyalty programme, renaming it IHG® 
Rewards Club. This boosted awareness 
of the programme, and strengthened the 
IHG corporate brand's association with 
its individual hotel brands, setting the 
foundation for a switch in 2017 to a portfolio 
of individual brands endorsed by IHG. 
Company research showed that the inclusion 
of 'An IHG Hotel' endorsement alongside its 
individual brands has a positive eff ect on 
guest perception through providing a mark 
of trust and assurance. The IHG endorsement 
is shown to increase the likelihood to 
purchase, and provides greater opportunity 
to showcase the wide breadth of IHG brands. 

"Alignment is a mutually 
rewarding relationship 
between a company 
and its stakeholders that 
enables the firm to meet 
its objectives and realise 
its purpose." (Urde and 
Greyser, Journal of Brand 
Management, 2016)46
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"Sixty-three percent of 
consumers worldwide 
would buy from a 
company they believed 
was authentic, over 
and above competitors. 
Factors considered in the 
study included company 
honesty, integrity and 
ethos…." (Al-Rubeyi and 
Baron, Stylus, 2015)47

The
Provenance
Chain
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The Provenance Chain

Synthesising external 
research, journal articles, 
internal IHG research and 
other studies, we have 
defined The Provenance 
Chain, which links a strong 
provenance to high quality 
revenue growth. 

The Provenance Chain has five stages: 

1   Provenance, which influences 

2   Perceived value, contributing to 

3   Increased preference, which generates 

4   Trust capital, leading to 

5   High quality revenue growth.
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The Provenance Chain

1. Provenance
Provenance is the legitimate source of 
expertise, authenticity and authority. 
Provenance is highly appealing to Millennials 
and Generation Z, signalling authenticity, and 
trustworthiness. Provenance connects to 
younger generations.48 Provenance provides 
the evidence of a distinctive, relevant, 
intangible character, which "makes replication 
by competing firms more difficult."49 

2. Perceived value
Perceived value is the customer's assessment 
of the trusted quality and worth of an offer. 
Perceived value derives from the brand's 
perception of familiarity, quality, leadership 
and trust. Trust plays a critical role in 
perceived value: It helps develop loyalty and 
business expansion opportunities.50

Trust
Trust plays a value-generating role in digital 
leadership. Today, customers make business, 
brand and personal decisions without ever 
seeing the relationship partner. The only 
way digital relationships can be productive 
and profitable is if there is trust.51 Businesses 
speak of digital leadership, but rather than 
just instituting innovative systems and 
technologies – internal and customer facing 
– it is imperative that brands also embed and 
build trust into digital experiences. 

"In today's digital 
marketplace, 
personalisation is 
valued by customers as 
a means of enriching 
their experience, and 
involves an intensive data 
collection and analytics 
capability to maintain 
those relationships. For 
most organisations, digital 
security, trust, protection 
and privacy are becoming 
a competitive differentiator 
and growth driver." 
(Mitchell, The Conference 
Board, 2016)52

CEOs say digital trust is a competitive 
advantage. "Eighty-three percent (83%)  
agree that trust is the cornerstone of  
the digital economy."53 

Brand websites and apps, such as IHG® 
Rewards Club, Walmart, Tesco, Delta, 
McDonald's, P&G, and Coca-Cola, enhance 
digital leadership by building brand trust,  
and brand loyalty. 

Digital leadership happens when trust is 
engineered into the digital experience.  
Social relationship behaviours are increased  
if there is trust.54

"The establishment of 
digital trust… will grow 
in importance as digital 
transformation expands 
through the Internet  
of Things…" (Mitchell, Ray, 
van Ark, The Conference 
Board, 2017)55

One way to build trust into digitised 
relationships is through familiarity beyond 
mere awareness. Successful digital 
leadership means creating familiar, personal, 
trust-generating interactions.56 Especially 
in the virtual arena, "Loyalty is an economic 
necessity. Without the glue of loyalty, even 
the best designed e-business model will 
collapse."57 Digital leadership requires trust, 
which turns preference into loyalty and 
continued patronage.

"Loyalty is not won with 
technology. It is won 
through the delivery of 
a consistently superior 
customer experience. 
The Internet is a powerful 
tool for strengthening 
relationships, but the 
basic laws and rewards of 
building loyalty have not 
changed. By encouraging 
repeat purchases among 
a core of profitable 
customers, companies can 
initiate a spiral of economic 
advantages." (Reichheld 
and Schefter, Harvard 
Business Review, 2000)58

Hotel Indigo Singapore Katong and Holiday Inn Express 
Singapore Katong, Singapore
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The Provenance Chain

3. Preference
Preference means that customers will 
choose a brand over equally-priced available 
options. As preference strengthens, 
customers will choose that brand even 
if it is premium-priced. Preference is 
built by consistently delivering a relevant 
diff erentiated promise. Preference increases 
loyalty and likelihood of purchase. 
Building loyalty through passionate 
patronage is the best way to achieve high-
quality revenue growth. Preference is not 
the same as repeat behaviour, which lacks 
emotional bonding and can be a result of 
mere convenience or habit. Preference is a 
result of commitment not just convenience.

"Engage Generation Z with 
loyalty programmes: 63% are 
already participating in at least 
one loyalty programme, compared 
to 71% of Millennials. 

Use games to promote brand 
connections with Generation Z:

1   Almost 40% said games were 
their preferred way of earning 
loyalty programme points.

2   Almost 50% are more likely 
than Millennials to write a brand 
review in exchange for points." 
(Plus Company Updates, 2017)60

Loyalty is an asset, defined by a group 
of repeat customers who are less price 
sensitive and are strong brand advocates. 
Having a large loyal customer base is not only 
a competitive advantage but is considered 
to be a critical factor of a brand's strength.61

Loyalty influences a customer's willingness
to pay a premium price.

"Reminding customers 
about positive memories 
of their past experiences 
can be eff ective in driving 
willingness to pay a 
premium price, particularly 
in high risk financial or 
social situations." (Casidy 
and Wymer, Journal of 
Retailing and Consumer 
Services, 2016)62

4. Trust capital
Trust capital is a fourth form of 
organisational wealth, along with financial 
capital, intellectual capital and human capital. 
Trust capital is the confidence stakeholders 
have in the goodwill of an organisation 
"to act in good faith, prove its allegiance, 
indicate a trusting relationship"63 and to 
deliver promises of value.

Goodwill is the part of trust capital 
appearing on the balance sheet. Goodwill 
is an asset defined as the excess of the 
price paid for a brand over its fair market 
value. A strong business has increased 
goodwill. Through continued interactions 
that demonstrate "quality and value,"64 
trust capital (with its goodwill) accumulates 
in a "trust account." Trust capital leads to 
high quality revenue growth.

For those businesses with portfolios of 
brands, data shows that people using more 
brands within a brand portfolio are more loyal 
than those who confine their use to just one 
brand. Someone using six (individual) brands 
at one time is more loyal than someone using 
one (individual) brand six times. Using more 
than one brand in the portfolio: 

1  Increases revenue contribution for 
the corporation; 

2  Increases the duration of the relationship 
with the portfolio; and 

3  Increases engagement with a corporate 
brand.59 This boosts the importance of 
a corporate brand's loyalty programme, 
which provides trustworthy access to the 
entire branded portfolio, generating easier, 
personalised, less risky decision-making.

The Provenance Chain

HUALUXE Haikou Seaview, Hainan, China

B r a n d  v a l u e
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The Provenance Chain

5. High quality  
revenue growth 
High quality revenue growth is the 
combination of quantity of sales and  
quality of sales: having more customers  
who purchase more often, and who are  
more loyal, leading to increased share,  
and lower price sensitivity. This creates 
increased revenues, cash flow, profits and 
shareholder value. High quality revenue 
growth increases when there are multiple 
brands within a portfolio. Increased loyalty 
and "higher value, more profitable customers" 
will happen because "customers will be less 
likely to look elsewhere, and they will be more 
likely to forgive if there is a mistake."65

Hotel Indigo Singapore Katong, Singapore



Hotel Indigo Lower East Side New York, New York, US
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Provenance 
chain 
leadership
All brands have a provenance. For some, that provenance  
is centuries or decades old. For others, the provenance  
is newly created. 

Provenance defines the past, but is essential for engaging  
in the present, and preparing for the future. 

Provenance chain leadership means taking focused  
actions that will generate a strong foundation of the past, 
in order to build a strong present and future of high quality 
revenue growth.

Pioneering  
luxury travel
In April 1946, the founder of Pan 
American Airways, Juan Trippe, 
had a vision to bring high-quality 
hotel accommodation to the end of 
every Pan Am flight. In 1949, the first 
InterContinental®  hotel was opened 
in Belém, Brazil and from there, 
InterContinental®  Hotels & Resorts 
extended a trailblazing portfolio 
across the world, becoming the first 
international luxury travel hotel brand.

The brand's heritage has been amplified 
over the years through the opening of 
landmark, and now iconic, hotels – each 
with a trusted reputation for high-end 
service and outstanding location.  
The Willard InterContinental® 
Washington, D.C. has been at the centre 
of political life in Washington since 1818, 
whilst InterContinental®  Paris Le Grand 
is a visual emblem of the French capital's 
compelling past. InterContinental®  
Davos, home to world leaders every year 
for the famous World Economic Forum 
summit in Switzerland, represents a 
modern-day example of exquisite design 
with a breath-taking backdrop.

Brands for real needs  
and occasions
Keeping brands healthy requires  
on-going familiarity with trends, 
customer needs, occasions and 
problems, and marketplace changes. 
IHG uses customer needs-based  
market segmentation work to support  
its portfolio of distinctive brands.  
This strategic commitment informs  
the launch of new brands, the shaping  
of their provenance, as well as new 
designs and innovations rolled out  
in its existing portfolio.

Recognising an unmet demand for 
a holistic wellness travel experience, 
IHG launched EVEN® Hotels in 2012, 
the hotel industry's first and only hotel 
brand created with wellness at its core. 
Similarly, HUALUXE® Hotels & Resorts 
marks an innovation in the industry,  
as the first international hotel  
brand designed specifically for  
Chinese travellers.

IHG's most recent example is avid™ 
hotels. The brand was launched 
in 2017 on the back of extensive 
research identifying an expanding and 
underserved $20 billion segment in the 
US midscale market – where IHG has a 
very strong track record. These travellers 
are today served with inconsistent prices 
and varied service, and avid's proposition 
is to deliver a hotel stay that offers the 
basics done exceptionally well,  
at a consistent and fair price.

Be a strong leader in  
the markets in which  
you choose to compete. 

Market leadership is profitable. Not all  
leaders are the same: Be the dominant 
force. Identify markets and market 
potential: Segmentation is key.  
Needs and occasions change as  
people age. Focusing on specific markets 
and their potential allows business to  
be meaningfully relevant to customers.  
Use segmentation to address emerging 
trends and underserved markets.

Be consistent

Consistency defines quality, making  
it a driver of quality perceptions. 
Consistency defines a high level of 
performance. Customers engaged  
with a business expect consistency 
across functions, across geography, 
across divisions, and across branded 
portfolios. Consistency creates credibility 
and is the foundation for trust. People 
prefer to do business with businesses 
they trust. Provenance is the consistent 
story of heritage.
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Provenance chain 
leadership (continued)

Generate goodwill 

Goodwill is an asset that makes a brand 
more valuable. Goodwill derives from the 
brand's reputation of credibility, integrity and 
responsibility. A brand's worth is reflected in  
the "goodwill element of its brand name."66 
The company's stock price reflects both its 
tangible and intangible (goodwill) assets. 
Even though goodwill is an intangible asset, 
"research shows a significant and positive 
relationship between intangible assets and 
shareholder value."67 

Create lifetime loyalty

Provenance enhances the perceived  
value of a customer loyalty programme. 
These programmes contribute to creating 
lasting customer loyalty and generating 
lifetime brand attachments. Innovative, 
compelling loyalty programmes can cement 
brand relationships over time, leading to 
greater profitability for the business.

"Customers whose initial patronage 
levels were low or moderate gradually 
purchased more and became more loyal. 
Loyalty programmes can increase the 
commitment of frequent users  
and reduce their price sensitivity.  
Loyalty programmes can increase 
customers' brand preference, and make 
them more profitable customers. For light 
buyers, the loyalty programme broadens 
their relationship with a firm into other 
business areas." (Liu, Journal of  
Marketing, 2007)68

  

Build employee pride 

Employees play a powerful role in  
shaping brand perceptions through  
positive communications with all 
stakeholders. Proud employees 
communicate well beyond their place  
of work. Proud employees' advocacy of 
the business enhances perception among 
external and internal stakeholder audiences. 
Employee pride translates into higher job 
satisfaction. Employee pride and satisfaction 
contribute to customer satisfaction.

  A strong brand is a unifying cultural entity 
and internal branding can play a key part 
in this process. When people understand 
the purpose of the organisation they  
work for and believe their efforts are on 
behalf of a credible business with integrity,  
they operate with strength and optimism. 
Internal branding that "turns a brand 
promise into an organisational reality" 
increases brand loyalty but requires a 
serious, coordinated programme at all 
levels of the company. (Raj and Jyothis, 
Journal of Economic Development, 
Management, IT, Finance, and  
Marketing, 2011)69 

   Zappos CEO, Tony Hsieh: "Customer 
service shouldn't be just a department,  
it should be the entire company."  
(Kull, Mena, and Korschun, Journal of 
Business Research, 2016)70
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Although "customers in emerging markets 
still appear to be focused more on the quality 
of brands and, to some extent, stakeholder 
CSR practice, as these provide direct benefits 
to customers… Chinese customers are 
beginning to use CSR information to evaluate 
brands. … A brand can become more 
preferable to Chinese consumers through 
CSR efforts and investments." (Liu, Wong, 
Shi, Chu and Brock, Journal of Services 
Marketing, 2014)82

"CEOs in 2015 showed 
that they are increasingly 
recognising the link 
between sustainability, 
innovation, customers, 
reputation, trust building, 
talent retention, and 
business growth – all of 
which relate directly to 
building an emotional 
bond with customers." (The 
Conference Board, 2016)83 

Grow franchisee loyalty 

In a franchise business, franchisees are a 
special group of stakeholders, investing 
money, time and effort into money, time 
and effort into brands. A meaningful trusted 
relationship with franchisees helps build  
the equity of the franchised brand(s).  
When franchisees trust the franchisors,  
and when the franchisor trusts the 
franchisee, there is direct, positive influence 
on the brand performance – a result of 
positive actions on behalf of the brand.71  
Any relationship is built on trust. A trustworthy 
relationship with franchisees will lead to 
making equitable brand decisions.72   
Trust is key: It reduces risk and strengthens  
the franchisee's intention to maintain and 
invest in a long-term relationship.73

Building strong franchisee 
partnerships 

Strong stakeholder partnerships build  
trust, shared values, and a commitment  
to a corporation's brands. The IHG Owners 
Association was created in 1955 and has  
led to close partnerships with thousands  
of hotel owners and operators globally. 
The aim of the Association is to closely 
match owners with the right brands and 
markets, and to help drive hotel employee 
performance, richer guest experiences  
and increased revenues. IHG runs owner 
surveys to keep up-to-date with opinions  
and needs, and holds multiple meetings  
and large-scale conferences to share  
ideas and strengthen ties. As a result,  
IHG sees greater owner investment in  
design, innovation and service as guest 
needs evolve over time, as well as  
expansion of its brands into new markets. 

Develop stakeholder confidence

Stakeholders – media, opinion leaders, 
influencers, customers, franchisees, 
investors, suppliers, analysts, vloggers, 
bloggers, and employees – have different 
expectations needing different outcomes 
from messaging and actions. Stakeholder 
relationships are valuable resources for 
superior competitive performance, and are 
"sources of equity for total brand equity."74  
Stakeholders' relationships with the  
brand create value, opening up profit 
creating opportunities.75 A brand's 
provenance builds stakeholder confidence 
that the company will do what it promises.  
The brand must communicate its brand 
provenance to investors, whose actions 
affect the financial valuation of the firm 
through adjusting the stock price.76  
And, because a review of stock analysts 
reveals that understanding intangibles 
is more difficult and sometimes 
misinterpreted.77

Be a good global citizen

Responsible business practices influence 
customers' decisions. Providing and 
communicating social good and generating 
positive reputation can "significantly impact" 
preference and purchase. Responsible 
actions go beyond sustainability and 
community out-reach to include improved 
employee treatment. Responsible business 
practices can provide an affective boost to 
brands without altering customer beliefs 
about the individual brands.78 Appropriate 
responsibility strategies, focusing on 
stakeholders' interests, are more likely  
to result in a competitive advantage.79

Businesses previously used financial 
performance to assess responsible actions, 
but today focus on the "strategic use of  
social responsibility to build competitive 
advantage," linking indirectly to financial 
performance. Providing social good, 
generating positive reputation, can 
"significantly impact" enterprise performance: 
This creates a foundation for future 
responsible business actions.80 "Brands with 
a demonstrated commitment to sustainability 
grew over 4%, while those without saw less 
than 1% growth."81 Responsible business 
programmes are more effective when 
supported by a strong provenance.

Creating more  
hospitable places

Businesses and brands become better 
when they have the best interests of 
their communities in mind. IHG has 
an established history of responsible 
business practices and launched the 
IHG® Foundation in 2016, building on 
the positive impact the company has 
driven through its corporate responsibility 
initiatives over a number of years. 
From skills in hospitality to preparing 
for the next disaster, the aim of the 
IHG Foundation is to support those in 
need and help make our world a more 
hospitable place. Since its inception, the 
IHG Foundation has made more than 60 
grants to 35 organisations globally. 

IHG colleagues and staff all over the 
world rally behind the foundation and 
employees annually celebrate an internal 
IHG event, IHG Foundation Week. In 2017, 
more than 100,000 colleagues came 
together to raise over $350,000.  
A record-breaking one million pledges 
were made across hotels and corporate 
offices in nearly 80 countries, including 
200,00 hours of volunteering.
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Conclusion
In an uncertain, 
fragmented world,  
a strong and powerful 
provenance is 
an advantage for 
businesses against 
competitive actions.

Provenance is a signal of authenticity for 
all those engaged and invested in product 
and service brands. It is an assurance of 
expertise and authority. Provenance provides 
a common, credible connection across all 
internal functions and brands, as well  
as external stakeholders. It is a unifying 
voice, and a uniting force. Provenance 
provides a foundation for leadership and 
enduring success.

A brand's provenance – whether historical 
or newly formed – acts as a constant. 
The provenance becomes the force for 
understanding and appreciating a brand's 
past, while helping to genuinely engage 
in the present, and laying the foundation 
for the future. A brand's provenance is its 
consistent and motivating theme. A brand's 
provenance is not about preserving a past; 
it is about preserving the best of the past for 
the present and future.

Given the number of stakeholders – 
customers, employees, shareholders,  
the financial community, media, 
communities, opinion leaders, suppliers, 
influencers – it is more important than ever 
before to build consistent, powerful brands 
that articulate a compelling branded history 
and heritage.

A strong brand drives operational excellence 
by efficiently and effectively maximising 
customer expectations, while minimising 
resource waste. Operational excellence 
decreases costs, improves stakeholder 
satisfaction, ensuring consistent quality,  
all of which are essential for high quality 
revenue growth.

A brand is more than an identity… It reflects 
an organisational culture and values.  
It is a seal of permission to believe. 
Provenance provides the permission to 
believe based on a heritage of credibility, 
integrity and responsibility. These elements 
enrich the trustworthy brand value, 
generating trust capital which leads to  
high quality revenue growth.
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