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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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