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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
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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.



4948

Endnotes

Endnotes
  1	 Schoenberger, Chana R., "How Was Your 

Stay? Online reviews let independent 
hotels steal business from big brands," 
The Wall Street Journal, May 1, 2017. See 
also, Hollenbeck, Brett, Online Reputation 
Mechanisms and the Decreasing Value 
of Brands, UCLA Anderson School of 
Management, November 1, 2016.

  2	 Mitchell, Charles; Ray, Rebecca L.,  
and, van Ark, Bart, "CEO CHALLENGE  
2017 – Leading through Risk, Disruption,  
and Transformation; Meeting the 
Customer Relationships/Corporate  
Brand and Reputation Challenge,"  
The Conference Board, RESEARCH 
REPORT R-1623-CR-17, 2017.

  3	 Baron, Katie, and Podeszwa, Marta," The 
Value of ‘Made In’", Stylus, June 10, 2014. 

  4	 Professional Services Close-Up, 
"New Monetate Study Finds Link of 
Personalization Efforts to Increased 
Profitability," February 22, 2017.

  5	 Johnson, Kate, "The Pivotal Generation: 
Getting to Know Gen Z," Stylus,  
March 13, 2017.

  6	 Passport, Informed Consumers: Building 
Engagement Throughout the Path to 
Purchase, Euromonitor International,  
April 2017.

  7	 Op., cit., Schoenberger, 2017. See also, 
Hollenbeck, 2016.

  8	 Op. cit., Euromonitor International, 2017.

  9	  �Ritson, Mark, "Holden’s big Brand Choice," 
The Australian, October 23, 2017.

  10	  Ibid., Ritson, 2017.

  11	   �Fair Disclosure, "Coca Cola Co. Investor 
Day – Final," November 16, 2017.

  12	   �Brady, Arlo Kristjan O., "How to 
Generate Sustainable Brand Value 
From  Responsibility," Journal of Brand 
Management, May 1, 2003, Vol. 10,  
No. 4/5, 279-289.

  13	  �Op. cit., Euromonitor International, 
2017.

  14	  �2017 Edelman Trust Barometer,  
Annual Global Survey, Edelman, 2017.

  15	  �AlRubeyi, Saeed, and Baron, Katie, 
"Brands Behaving Authentically: Culture 
and Inclusivity, Stylus, July 2, 2015.

  16	  �Kitchen, Tim, "Corporate social 
responsibility: A brand explanation," 
Journal of Brand Management,  
May 2003, Vol. 10, No. 4/5, 312-326.

  17	   �Macrae, Ally, and Baron, Katie, " 
Retail: The EcoEthical Upsell,"  
Stylus, January 7, 2016.

  18	  �Op. cit., Mitchell, Ray, and, van Ark, 
2017.

  19	  �Close Up Media, "ABB Posts 4th Quarter 
Results," Manufacturing  
Close-Up, February 13, 2017.

  20	  �Balmer, John M.T., "Explicating 
corporate brands and their 
management: Reflections and 
directions from 1995," Journal of Brand 
Management, December 2010, Vol. 18, 
No. 3, 180.

  21	   �Baron, Katie, "Positive Provenance," 
Stylus, March 7, 2012.

  22	  �Dolphin, Richard R., "Corporate 
reputation – a value creating 
strategy," Corporate Governance, 
2004, Vol. 4, No. 3, 77. Dolphin, 
Richard R., "Corporate reputation – a 
value creating strategy," Corporate 
Governance, 2004, Vol. 4, No. 3, 77.

  23	   �PR Newswire, "Weber Shandwick 
Study Finds "Good for Me" Outweighs 
"Good for All" as a Driver of Company 
Reputation: 85 Percent of Global 
Consumers Judge Companies Today 
by How They Respond to Crises," 
February 15, 2017. 

  24	  �Mitchell, Charles, "Beyond Technology: 
building a New Organizational 
Culture to Succeed in an Era of 
Digital Transformation – The Future of 
Digital Transformation and Innovation 
unConference," The Conference Board, 
Brussels, Belgium, October 6, 2016. 

  25	  �Jones, Richard, "Finding sources of 
brand value: Developing a stakeholder 
model of brand equity," Journal of 
Brand Management, October 2005, 
Vol. 13, No., 1, 10-32.

  26	  �Herbig, Paul, and Milewicz, John,  
"To be or not to be… credible that is: 
A model of reputation and credibility 
among competitive firms," Marketing 
Intelligence and Planning, 1995, Vol. 13, 
No.6, 24.

  27	  �Ngamvichaikit, Anothai, and Beise-
Zee, Rian, "Customer preference 
for decision authority in credence 
services: The moderating effects of 
source credibility and persuasion 
knowledge," Managing Service Quality, 
2014, Vol. 24, No. 3, 274.

  28	  �Ibid., Ngamvichaikit and Beise-Zee, 
2014.

  29	  �Urde, Mats, and Greyser, Stephen 
A., "The Corporate Brand Identity 
and Reputation Matrix – the case of 
the Nobel Prize," Journal of Brand 
Management, January 1, 2016,  
Vol. 23, No.1, 89.

  30	  �Dolphin, Richard R., "Corporate 
reputation – a value creating 
strategy," Corporate Governance, 
2004, Vol. 4, No. 3, 77. Dolphin, 
Richard R., "Corporate reputation – a 
value creating strategy," Corporate 
Governance, 2004, Vol. 4, No. 3, 77.

  31	 Op. Cit. PR Newswire, "2017. 

  32	  �Pruzan, Peter, "Corporate reputation: 
Image and identity," Corporate 
Reputation Review, Spring 2001,  
Vol. 4, No. 1, 50.

  33	  �Op. cit., Ngamvichaikit and Beise-Zee, 
2014. 

  34	  �Gylling, Catharina, and Lindberg-Repo, 
Kristi, "Investigating the links between 
a corporate brand and a customer 
brand," Journal of Brand Management, 
April/June 2006, Vol. 13, No. 4/5, 257.

  35	  �Newell, Sally, "12 Best Sustainable 
Fashion Brands for Women," The 
Independent, October 4, 2017.

  36	  �Liu, Matthew Tingchi; Wong, Ipkin 
Anthony; Shi, Guicheng; Chu, Rongwei; 
and, Brock, James, "The impact of 
corporate social responsibility (CSR) 
performance and perceived brand 
quality on customer-based brand 
preference," Journal of Services 
Marketing, 2014, Vol. 28, No. 3, 181; and, 
Euromonitro Internationa,l 2013.

  37	  �Op. cit., Euromonitor International, 
2017.

  38	  �Scandelius, Christina, and Blombäck, 
Anna, "Corporate heritage in  
CSR communication: a means  
to responsible brand image?"  
Corporate Communications, 2013,  
Vol. 18, No. 3, 362.

  39	  �McDonald’s France and McDonald’s UK 
websites, 2018.

  40	  �Ward, Christian, "Youth Marketing 
Strategy 2017," Stylus, March 30, 2017. 

  41	  �Electrolux AB website,  
www.electroluxab.com

  42	  �Casidy, Riza, and Wymer, Walter,  
"A risk worth taking: Perceived risk as 
moderator of satisfaction, loyalty and 
willingness-to-pay premium price," 
Journal of Retailing and Consumer 
Services, 2016, Vol. 32, 189-197 2016.

  43	  Ibid., Casidy and Wymer, 2016.

  44	  Allstate website, www.allstate.com.

  45	  �Moore, Christopher, and Birtwistle, 
Grete, "The nature of parenting 
advantage in luxury fashion retailing 
– the case of Gucci Group NV," 
International Journal of Retail and 
Distribution Management, 2005, Vol. 
33, No. 4, 256.

  46	  Op.cit., Urde and Greyser, 2016.

  47	  Op. cit., Al-Rubeyi, and Baron, 2015.

  48	  Ibid., Ward 2017.

  49	  Op. cit., Dolphin, 2004.

  50	  �Dooney, Patricia M.; Barry, James M.; 
and Abratt, Russell, "Trust determinants 
and outcomes in global BTB services," 
European Journal of Marketing, 2007, 
Vol. 41., No. 9/10, 1096.

  51	  �See Handy, Charles, "Trust and the 
Virtual Organization," Harvard Business 
Review, May-June, 1995.

  52	  Op. cit., Mitchell, October 6, 2016. 

  53	  �Op. cit., Mitchell, Ray, and, van Ark, 
2017.

  54	  Op. cit., Doney, Barry and Abratt, 2007.

  55	  Op. cit., Mitchell, Ray, and, van Ark, 2017.

  56	  �Gretry, Anaïs; Horváthe, Csilla; Belei, 
Nina; and Van Riel, Allard C.R., "’Don’t 
pretend to be my friend!’ When an 
informal brand communication style 
backfires on social media," Journal of 
Business Research, Vol. 74, 2017, 77-89.

  57	  �Reichheld, Frederick F., and Schefter, 
Phil, "E-Loyalty: Your Secret Weapon 
on the Web," Harvard Business Review, 
July-August, 2000.

  58	  Ibid., Reichheld and Schefter, 2000.

  59	   �Kumar, V., and Reinartz, Werner, 
"Creating Enduring Value," Journal of 
Marketing, Fall, 2016.

  60	   �Plus Company Updates (PCU), 
"CrowdTwist Generation Z vs. 
Millennials Study Provides Snapshot 
into The Changing Loyalty Landscape,"  
August 2, 2017. 

  61	  �Milne, George R., and Boza, María-
Eugenia, "Trust and Concern in 
Consumers’ Perceptions of Marketing 
Information Management Practices," 
Marketing Science Institute, Working 
paper, September 1998, Report No. 
98-117.

  62	  Op. Cit., Casidy, and Wymer, 2016.

  63	  �Op. cit., Dooney, Barry, and Abratt, 
2007.

  64	  �Op. cit., Dooney, Barry, and Abratt, 
2007.

  65	  �Willmott, Michael, "Citizen brands: 
Corporate citizenship, trust, 
and branding," Journal of Brand 
Management, May 2003, Vol. 10, No. 4, 
362-369.



5150

Endnotes

Notes

  66	  Op. cit., Balmer, 2010.

  67	  �Whitwell, Gregory J.; Lukas, Bryan 
A.; and Hill, Paul, "Stock analysts’ 
assessments of the shareholder  
value of intangible assets,"  
Journal of Business Research, 2007, 
Vol. 60, 84-90.

  68	  �Liu, Yuping, "The Long-Term Impact 
of Loyalty Programs on Consumer 
Purchase Behavior and Loyalty," Journal 
of Marketing, 2007, Vol. 71, 19-35.

  69	  �Raj, Asha Binu, and Jyothi, P., "Internal 
Branding: Exploring the Employee 
Perspective, Journal of Economic 
Development, Management, IT, Finance 
and Marketing, September 1, 2011,  
Vol. 3, No. 2, 1.

  70	   �Kull, Alexander J; Mena, Jeannette A.; 
and Korschun, Daniel, "A Resource-
Based View of Stakeholder Marketing," 
Journal of Business Research, 2016, 
Vol. 69, No. 12, 5553ff.

  71	   �Badrinarayanan, Vishag;  Suh, Taewon; 
and Kim, Kyung-Min, "Brand resonance 
in franchising relationships: A 
franchisee-based perspective," Journal 
of Business Research, October 2016, 
Vol. 69, No. 10 3943.

  72	  �Nyadzayo, Munyaradzi W.; Matanda, 
Margaret J.; and Ewing, Michael T.,  
"Franchisee-based brand equity: The 
role of brand relationship quality and 
brand citizenship behavior," Industrial 
Marketing Management, January 2016, 
Vol. 52, No. C, 163.

  73	  �Liu, Tsung-Chi; Chen, Jengchung 
Victor; and Hsu, Po-Yi, "Opportunity 
recognition and cooperation flexibility 
of entrepreneurial franchisees," 
Industrial Management and Data 
Systems, 2014. Vol 114, No. 4, 506.

  74	  Op. cit., Jones 2005.

  75	  �Wang, Hui-Ming Deanna, and 
Sengupta, Sanjit, "Stakeholder 
relationships, brand equity, firm 
performance: A resource-based 
perspective," Journal of Business 
Research, 2016, Vol. 69, 5561-5568.

  76	  �Kirk, Colleen P.; Ray, Ipshita; and Wilson, 
Berry, "The impact of brand value 
on firm valuation: The moderating 
influence of firm type," Journal of Brand 
Management, June 1, 2013, Vol. 20,  
No. 6, 488. 

  77	  Op. cit., Whittwell, Lukas and Hill, 2007.

  78	   �Biethal, Gabriel J., and Shenin, Daniel 
A., "The Influence of Corporate 
Messages on the Product Portfolio, 
Journal of Marketing, April 2007,  
Vol. 71, 12-25.

  79	  �Liu, Matthew Tingchi; Wong, Ipkin 
Anthony; Shi, Guicheng; Chu, Rongwei; 
and Brock, James, "The impact of 
corporate social responsibility (CSR) 
performance and perceived brand 
quality on customer-based brand 
preference," Journal of Services 
Marketing, 2014, Vol. 28, No. 3, 181.

  80	  �Saeed, Muhammad Mohtsham 
and Arshad, Faria, "Corporate 
social responsibility as a source of 
competitive advantage: The mediating 
role of social capital and reputational 
capital," Journal of Database Marketing 
and Customer Strategy Management, 
December 1, 2012, Vol. 19, No. 4, 219.

  81	  Op. cit., Macrae, and Baron, 2016.

  82	  �Op. cit., Liu, Wong, Shi, Chu and Brock, 
2014.

  83	  �The Conference Board, "25 Truths 
about Sustainability: Insights from the 
Sustainability Summit," June 22-23, 
2016, New York City. 



5352

Notes

NotesNotes



For more information please visit IHG.com


