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A group of hotels with a fresh focus. One that puts people at the heart of 
everything we do, to reframe luxury hospitality for the better.

We named our collection after a vignette, a descriptive story or illustration 
used to capture the detail and emotion of moments, often marking the 

start of new chapters.

Our hotels are unique in their own right, with their own distinct outlook 
and story to tell. And yet they’re all connected by a shared vision – travel 

can benefit local people and places.

Weaving responsibility, community and locality together, our collection 
exists to make a positive impact in every way.
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IHG’S LATEST BRAND



WHERE VIGNETTE COLLECTION WILL COMPETE
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IHG’S LATEST BRAND

Standardised

Luxury

Upscale

Individual

CollectionDesign-ledCore

Conversion
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HERITAGE

CATERING TO A VARIETY OF ASSETS AND STYLES

UNIQUELY POSITIONED

RESORT URBAN DESTINATION



M e e t

Hotel X
B r i s b a n e ,  A u s t ra l i a

T h e  f i r s t  h o t e l s  t o  j o i n  t h e  
V i g n e t t e  C o l l e c t i o n  b r a n d
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145 luxury rooms in the heart of 
Brisbane, Australia

Opening as part of the Vignette 
Collection  brand in Q4 2021

French restaurant & 
Mediterranean rooftop dining 

outlet

190 sqm of meeting space

Rooftop swimming pool & In-
house fitness centre



M e e t

The Aquatique
Pa t t a y a ,  T h a i l a n d

T h e  f i r s t  h o t e l s  t o  j o i n  t h e  
V i g n e t t e  C o l l e c t i o n  b r a n d
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234 luxury rooms & suites close to 
Pattaya’s beachfront, adjacent to the 

Aquatique Leisure Centre

Opening  under the Vignette 
Collection brand in 2023 following 

complete a full refurbishment & 
repositioning

Four F&B outlets

670 sqm of meeting space

Swimming pool, luxury spa & in-
house fitness centre



OUR STORY
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TODAY'S HOSPITALITY AND 
GUESTS NEEDS ARE CHANGING

OUR STORY

Heightened sensitivity towards 

cleanliness & safety

Increased spotlight on environmental 

and social issues

Pent up demand for travel –

particularly in Luxury & Lifestyle

Capital scarcity & liquidity challenges, 

limiting ability for asset investment

Continued growth in demand for authentic, experiential and responsible hotel stays

39% US millennials feel that brands’ 
commitment to social responsibility is 

key to their travel decision-making –
Tourism Cares

82% of adults say that choosing a hotel 
brand that is socially responsible is 
important to them – IHG Consumer 

insights, 2021

Over 50% of travellers would pay in excess 
of 20% more per night for a hotel they 

know operates responsibly – IHG Consumer 
Insights



FOR THOSE 
SEEKING BOTH 
DISCOVERY 
AND PURPOSE 
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We’re here for the next 
generation of luxury travellers –
the thoughtful venturers. Those 
who want to make positive  
choices, even while they’re away 
from home.

With a discerning eye for both 
style and substance, and an 
eagerness to discover something 
new, they’re looking for 
experiences to share.

OUR STORY

OUR GUEST



© IHG 2021. Pr ivate and confidential.10 | VIGNETTE COLLECTION

OUR STORY

We’re driven by all the lives we seek to fulfil —
not only of our guests, but of our colleagues and local

communities too. Because we’re all playing a
part in something bigger. This is a lasting legacy,
shaping a brighter future for travel & hospitality.

Our love for travel unites us.
Inspired by all the good it brings,
we celebrate the new perspectives
and possibilities it unlocks.

TRAVEL FOR LIFE

OUR COLLECTIVE BELIEF



A MEANS FOR GOOD
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Partnering with initiatives and companies that align with 
our ethos, to work with owners to build towards a 

brighter future.

A S  A  B R A N D A S  A  H O T E L A S  A  G U E S T

IHG will work with owners and hotel teams to engage 
with initiatives of their choosing.

Choosing to stay with us is enough to make a difference. 
We offer our guests simple ways to support our local 

initiatives should they wish to do so.

OUR CSR AGENDA

OUR STORY



OUR IDENTITY
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YOUR BRAND ALWAYS COMES FIRST
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OUR IDENTITY
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OUR IDENTITY

ON PROPERTY
Your hotel’s look and feel may be inspired by its location, 
history or architecture, but it will always take precedence 
over our collection branding. So whether you already 

have an established identity that sets you apart or you 
are aiming to develop one, VignetteCollection is always 
subtle and secondary.

ABOVE PROPERTY
Our social media, website and digital or print ads give us the  opportunity 
to be a little bolder with our identity, showcasing our  family of hotels in a 
sophisticated, engaging way. When our brand  appears –whether as a 

logo, a passport-inspired ‘stamp of authenticity’  or a monogram – it acts 
in a supporting role. It is a mark of quality for  guests, simply confirming 
their choice and adding reassurance.



BRAND 
REQUIREMENTS
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SINGULAR HOTELS WITH  
SHARED STANDARDS
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Asset requirements

• Entry-level luxury positioning

• Targeting min. 70 keys and 26sqm room size  (flexible by location)

• Bar/Lounge; provision for all  meal periods and out-of-hours. Fitness centre

Category requirements

• High quality design & condition throughout

• IHG Luxury Service Fundamentals training

• Minimum Operating Standards (Thread count, minimum F&B operating hours)

• High Quality Connectivity (in Broadband, USB charging, Smart TV) & Opera PMS

IHG foundational standards 

• Deliver IHG®´s leading loyalty programme: IHG® Rewards

• IHG® Brand Safety Standards & IHG Way of Clean/Clean Promise  

• IHG Corporate Social Responsibility & Data Security

• Core IHG Engineering Requirements

BRAND REQUIREMENTS



ONE-OF-A-KIND STAYS
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No two stays are the same.

Every time you arrive at one of our hotels, you’ll be 
met with its own distinct style and character.

Collection properties each have their own 
complimentary rituals that create a wonderful sense 
of anticipation and connection for guests, adding a 

special something to every stay.

We're committed to making positive change for 
people, place, and planet, by partnering with 

companies and charities that align with IHG’s Journey 
to Tomorrow. 

STANDING OUT THROUGH OUR KEY DIFFERENTIATORS

BRAND REQUIREMENTS

MEMORABLE RITUALS A MEANS FOR GOOD



WHY JOIN US
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A FAST RECOVERY 
PROPOSITION FOR 
INDEPENDENT HOTELS

WHY JOIN US

• Retention of hotels’ independent identity and character

• Working together to extend your reach and returns, from day one

• Accelerated conversion, benefitting from IHG’s track record in launching and 
scaling up new brands 

• Tailored support through IHG’s best in class capabilities

• Streamlined requirements minimising the cost of conversion



vignettecollectionhotels.com

THANK YOU

Private and Confidential © IHG 2021. All Rights Reserved.
This document and all information contained in it were prepared by IHG® Hotels Limited ("IHG”) for information and discussion purposes only.  Any proposed terms related to the operation of the hotel under an IHG brand and any communications with IHG are not 
intended to constitute a contract or offer to manage and remain subject to contract and delegated committee and/or board approvals. The financial projections and conclusions contained herein are based in whole or in part on estimates and/or assumptions that are 
inherently uncertain due to market conditions and variables outside the control of IHG. No warranty or guaranty, either express or implied, is made as to the accuracy, completeness, reliability or reasonableness of any of the information contained herein, or as to any 
conclusions which may be made based thereon. This information, including the terms and projections, was prepared for the purposes of discussions regarding an IHG brand as the brand for your hotel and does not constitute an earnings claim. No reference to the 
information provided may be published in any document or communicated to third parties without IHG’s prior written consent. Neither IHG nor any company, director, officer or employee within the IHG group shall have any liability for any loss or damage connected in 
any way with the use of or reliance on the information provided. For recipients in the United States of America and/or other jurisdictions where earnings or financial performance claims are regulated: Any discussions concerning these terms, financial projections and 
conclusions will only be for the purpose of discussions regarding management of the property by IHG and should not and cannot be relied upon for the purpose of deciding whether to enter into a management agreement for one of the IHG brands. This document may 
not be shared or reproduced in any way. Photography included in this deck is intended to be representative of the hotel brand and might not be the actual images to be used by the brand.

IHG Development
Email emeaa.development@ihg.com
Visit www.development.ihg.com 



APPENDIX



A MEANS FOR GOOD
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Today’s consumer needs are changing, with heightened sensitivity towards 
social and environmental issues.

A recent global study commissioned by IHG of 9,000 travellers revealed:

• Over 80% of those surveyed believe it is important to choose a hotel brand 
that operates responsibly.

• Consumers will spend an average of 31% per night more on accommodation 
that meets this need.

Informed by this insight, we are committed to making positive change for 
people, place, and planet by partnering with companies and charities that align 
with IHG’s Journey to Tomorrow.

We also help our owners and hotel teams to engage with local initiatives of their 
choice, with a focus on building a brighter future for the communities they 
operate in.

A MEANS FOR GOOD FRAMEWORK

https://www.ihgplc.com/en/responsible-business


JA Worldwide 
partnership
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A MEANS FOR GOOD FRAMEWORK

At a brand level, we have partnered with JA (Junior Achievement ) 
Worldwide – a leading Youth Empowerment charity - to support 
the next generation who wish to start their careers in hospitality.

We believe in the boundless potential of young people and want 
to empower and equip them to own their future.

The partnership will support the development of key materials 
and resources focused on work readiness, financial literacy and 
entrepreneurship - and hotels will also have the option to work 
with Junior Achievement and its partners at a local level.

https://www.jaworldwide.org/
https://www.jaworldwide.org/


CSR PARTNERSHIP
JA WO RL DWIDE
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MISSION

Inspire and prepare young people to succeed in a global economy

VISION

Be the partner of choice for businesses, educators, and policymakers around the 
globe seeking to expand youth education and economic development

JUNIOR ACHIEVEMENT WORLDWIDE’S VALUES

• Belief in the boundless potential of young people

• Commitment to the principle of economics and entrepreneurship

• Passion for what we do and honesty, integrity and excellence in how we do it

• Respect for the talent, creativity, perspectives & backgrounds of all individuals

• Conviction in the educational & motivational impact of relevant, hands-on learning

• Belief in the power of partnership and collaboration



Inspirational examples
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A MEANS FOR GOOD FRAMEWORK

Education & empowerment Supporting those most in need Sustainable communities

Work experience – partner with local school or 
youth charity to offer shadowing opportunities

Food – ensure no food goes to waste with 
donations to local food banks

Beach clean-up – support the removal and 
recycling of plastic waste from nearby beaches

Mentorship – offer CV and interview tips to 
aspiring hospitality professionals

Clothing – provide collection points for guests to 
donate clothes to local charity

Farm to fork – focus on sourcing local and 
sustainably grown produce

Classroom guest speakers – attend speaker 
opportunities at local hospitality schools

Furniture – work with local charities focused on 
finding a furniture and equipment

Waste management – work with local charities 
focused on recycling plastic or food waste

Example charities
• Junior Achievement Worldwide

Example charities
• Fareshare.org.uk

Example charities
• Surfers against sewage

Some inspiration for activating “A means for good” at your hotel:

Note: initiatives should be easy to implement with low or no cost to hotels

https://www.jaworldwide.org/
https://fareshare.org.uk/
https://www.sas.org.uk/our-work/beach-cleans/

