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ABSTRACT

The conventional marketing mix, structured around the 4Ps— Product, Price, Place, and Promotion—has
guided marketing strategies for decades. However, in the case of credence goods such as organic food, where
consumer trust, authenticity, and ethical assurance are paramount, this framework requires re-examination.
This paper introduces Provenance as a new ‘P’ in the marketing mix, explored through the lenses of Indian
Knowledge Systems (IKS). By embedding indigenous wisdom —such as Vedic agricultural practices, ethical
trade rooted in dharma, sacred geography, and cultural storytelling— provenance evolves beyond technical
traceability to become a holistic assurance of authenticity, sustainability, and heritage. The study argues that
provenance, when aligned with IKS, strengthens consumer trust, enhances perceived value, and fosters loyalty
in organic food markets. This reconceptualization bridges modern transparency mechanisms with timeless
cultural ethos, offering a robust framework for marketing credence goods and positioning provenance as a vital
dimension of the marketing mix.
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1. INTRODUCTION

The global evolution of consumer consciousness
toward ethical consumption and sustainable
production has fundamentally reshaped marketing
strategy in the twenty-first century. Among the most
visible manifestations of this change is the
exponential growth of the organic food industry,
which now functions as both a lifestyle and a moral
statement. Consumers in emerging economies,
especially India, increasingly link their purchasing
behavior to environmental stewardship, health
assurance, and socio-economic responsibility (Paul &
Bhakar, 2020; Lee & Yun, 2021). However, despite
increased awareness, organic food remains a
credence good—a product category where
consumers cannot verify authenticity or quality, even
after purchase and consumption.

This fundamental information asymmetry
between producers and consumers represents a
longstanding market failure first described by
Akerlof (1970) in The Market for Lemons. Unlike search
goods, whose qualities can be evaluated before
purchase, or experience goods, whose attributes
become apparent after use, credence goods depend
almost entirely on trust and external verification
mechanisms. Such dependence makes the market
inherently vulnerable to opportunism, counterfeit
labeling, and consumer skepticism (Balafoutas,
2020).

Within this context, traditional marketing
frameworks, primarily anchored in the 4Ps—
Product, Price, Place, and Promotion, struggle to
build sustainable trust. These levers optimize
transaction efficiency but lack provisions for
verifying authenticity and ethical practice. The
industry’s credibility crisis calls for a paradigmatic
extension: one that introduces transparency,
traceability, and verifiability as formal marketing
dimensions. This study therefore conceptualizes
Provenance as the strategic “Fifth P” —a construct
that bridges the ethical and relational gap between
producer and consumer.

Provenance encompasses the traceable, verifiable
history of a product’s origin, movement, and
transformation through the value chain. It
operationalizes trust through tangible, evidence-
based signals such as certification, blockchain
records, and supplier transparency. By embedding
provenance into marketing strategy, firms shift from
persuasive to verifiable marketing, positioning
authenticity as a competitive advantage. This concept
is particularly salient in the organic food industry,
where purchase intent is inseparable from trust in
labeling, origin, and ethical sourcing (Ng et al., 2023).

While provenance offers a technological and
regulatory pathway to transparency, its resonance in
the Indian context can be deepened by integrating
Indian Knowledge Systems (IKS). Rooted in
centuries-old traditions of sustainable agriculture,
ethical trade, and community trust, IKS provides
cultural legitimacy to provenance by embedding
values of dharma (ethical responsibility), desh
(locality), and kala (seasonality). These indigenous
frameworks not only align with the principles of
organic food production but also extend provenance
beyond technical traceability into a holistic assurance
of authenticity and heritage. By situating provenance
within IKS, the marketing mix gains a culturally
embedded dimension that bridges modern
verification systems with traditional wisdom,
thereby strengthening consumer trust and loyalty in
organic food markets.

Although the concept of provenance has received
attention within supply-chain management, it
remains underexplored within marketing theory.
Existing studies largely treat it as a logistical or
regulatory function rather than a strategic
communication instrument. This study addresses
this gap by examining provenance as both a
psychological cue (driving trust and perceived
quality) and a strategic construct (influencing
purchase intention and loyalty).

The research is positioned within the DMATL
model — Decision-Making, Acquisition, Trial, and
Loyalty — proposed as an extension of the traditional
consumer-decision framework.

Provenance operates as a consistent influence
across these stages, shaping pre-purchase trust,
purchase confidence, post-purchase satisfaction, and
loyalty formation.

By employing Partial Least Squares Structural
Equation Modeling (PLS-SEM), this study
empirically tests how provenance affects trust,
perceived quality, and purchase intention among
Indian organic food consumers. The findings not
only validate provenance as a measurable construct
but also establish it as a strategic fifth pillar of the
marketing mix, contributing to both marketing
theory and managerial practice.

2. LITERATURE REVIEW

2.1. Theoretical Foundation of Provenance

The concept of provenance originates in art
history, where it denoted a documented history
confirming the authenticity of a piece. Indian
Knowledge Systems (IKS) also provide a holistic
framework for understanding sustainability, ethics,
and authenticity in organic food markets. Rooted in
traditional = agricultural = practices such as
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Paramparagat  Krishi and Vedic farming, IKS
emphasizes harmony with nature, soil health, and
community well-being (Ravindra & Ramesh, 2021).
These indigenous practices align closely with the
principles of organic farming, offering cultural
legitimacy and consumer trust that modern
certification systems alone cannot provide (Singh &
Singh, 2022).

Transposed into marketing, it now signifies the
documented and verifiable origin of a product—a
multidimensional construct encompassing
geography, production process, certification, and
digital traceability (Martensen & Grenholdt, 2021).
Provenance thus acts as a signal of credibility,
addressing the asymmetry of information that
typifies credence goods markets.

From the perspective of Signaling Theory (Spence,
1973), provenance serves as a credible signal in
markets where sellers possess more information than
buyers. Signals must be observable and costly to
imitate to be trusted. Certifications, traceability
systems, and blockchain verification meet these
criteria, establishing provenance as a trustworthy
signal of authenticity (Schuitema & Arora, 2021).

Furthermore,  Institutional = Trust  Theory
(Luhmann, 1979; Giddens, 1990) explains how
modern consumers rely on abstract systems —such as
certification authorities or technological protocols —
to compensate for the loss of direct, interpersonal
trust in mass markets. Provenance thus enables the
re-embedding of trust in dis-embedded systems,
creating new forms of relational assurance.

2.2. Provenance and Consumer Trust

Trust has long been recognized as a cornerstone of
consumer-brand relationships (Morgan & Hunt,
1994). In the context of credence goods, it functions
as both a mediator and moderator of purchase
intention. Provenance information —when
transparent and verifiable —strengthens cognitive
trust (belief in brand reliability) and affective trust
(emotional assurance in ethical conduct).

Empirical studies have confirmed that provenance
cues (origin labels, third-party certification,
blockchain verification) positively affect trust across
food, apparel, and luxury sectors (Beneke et al., 2021;
Oliveira & Belem, 2022). In India, where food
scandals and labeling inconsistencies have eroded
consumer confidence, provenance tools offer a direct
remedy by transforming claims into verifiable data
(Tonkin, 2025).

2.3. Provenance and Perceived Product Quality

Perceived quality represents consumers’ overall
judgment about product excellence (Zeithaml, 1988).
Provenance shapes these perceptions through

informational transparency —the more consumers
know about sourcing, processing, and ethical
practices, the higher their evaluation of quality and
safety (Lee & Yun, 2021).

For credence goods, provenance information
substitutes for sensory verification, reinforcing
perceived quality through symbolic and ethical cues
(Fong et al., 2022). This relationship also aligns with
Expectation-Confirmation Theory, where
transparent  provenance confirms consumer
expectations of authenticity, thereby enhancing
satisfaction and loyalty.

2.4. Provenance, Purchase Intention, and Loyalty

Provenance  ultimately = impacts  purchase
intention, defined as the consumer’s conscious plan
to buy a product (Fishbein & Ajzen, 1975). By
bridging ethical assurance and cognitive trust,
provenance drives purchase commitment and
willingness to pay a premium (Awan et al., 2021).

Furthermore, provenance contributes to brand
loyalty by strengthening post-purchase confidence.
Repeated interaction with provenance systems (e.g.,
scanning QR codes, verifying origins) reinforces
familiarity and habitual trust, forming the basis of
long-term loyalty.

2.5. Emerging Technologies in Provenance

Blockchain, IoT-enabled sensors, and mobile-
based traceability applications are revolutionizing
provenance communication (Tang & Veelenturf,
2021). Blockchain, in particular, offers immutable
transaction records that consumers and regulators
can audit in real time, thereby transforming
traceability into trustability. However, successful
adoption requires user-friendly interfaces and
awareness campaigns to translate technical data into
meaningful transparency (Nasir et al., 2022).

3. RESEARCH METHODOLOGY

3.1. Research Design

This study adopted a quantitative, cross-sectional
design to test the hypothesized causal relationships
among provenance, trust, perceived product quality,
and purchase intention. The goal was to evaluate
how provenance, as a new marketing construct,
functions as a predictor of consumer trust and
behavior within the DMATL framework — Decision-
Making, Acquisition, Trial, and Loyalty.

A descriptive-causal approach was appropriate
because it allowed the study to simultaneously
measure perceptions of provenance and their
behavioral consequences in a real market setting. The
research combined survey-based measurement and
statistical modeling using Partial Least Squares
Structural Equation Modeling (PLS-SEM). This
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method was chosen for its ability to handle complex
models with multiple latent variables and mediators
while remaining robust to non-normal data
distributions (Hair et al., 2021).

The research model operationalizes provenance as
the exogenous variable and purchase intention as the
endogenous outcome, mediated by consumer trust
and perceived product quality. The choice of PLS-
SEM is particularly relevant in exploratory contexts
where theoretical constructs—like provenance—are
being newly validated.

3.2. Conceptual Framework and Hypotheses

The conceptual framework (Figure 1, in-text
referenced) proposes that provenance enhances
consumer trust by signaling transparency and
authenticity, which, in turn, influences perceived
product quality and purchase intention. Provenance

functions as both a rational cue (objective
verifiability) and an emotional cue (ethical
reassurance).
Hypotheses:

e HI: Provenance has a positive and significant
effect on consumer trust.

e H2: Consumer trust positively influences
purchase intention and mediates the relationship
between provenance and purchase intention.

e H3: Provenance has a positive effect on perceived
product quality.

e H4: Perceived product quality mediates the
relationship between provenance and purchase
intention.

e Hb5: Trust and perceived product quality jointly
mediate the impact of provenance on purchase
intention.

This framework aligns with the principles of
Signaling Theory and Trust-Based Consumer
Decision Models, positioning provenance as a signal
that shapes both cognitive and affective trust, leading
to behavioral outcomes.

3.3. Population and Sampling Design

The study targeted consumers who have
previously purchased or considered purchasing
organic food products in India. These consumers
were chosen because organic food markets exhibit
high degrees of information asymmetry and
dependence on labeling credibility.

Given the focus on informed consumers,
purposive sampling was employed. Respondents
were selected based on two criteria:

1. Prior experience with organic products, and

2. Awareness of certification or traceability cues
(e.g., organic seals, QR codes,
blockchainverification labels).

Data were collected via an online structured
questionnaire distributed through social media
platforms (LinkedIn, Instagram, WhatsApp groups)
and e-commerce forums related to organic
consumption (e.g., BigBasket, Amazon India,
Organic India community groups).

A total of 310 responses were received, of which
278 were valid after screening for completeness and
consistency. The sample size exceeded the minimum
requirement of 10 observations per indicator
variable, as suggested by Hair et al. (2021), ensuring
robust estimation in PLS-SEM models.

3.4. Instrument Design

The questionnaire was developed after reviewing
scales from prior studies on trust, quality, and
consumer behavior in credence goods (Loureiro &
Umberger, 2020; Beneke et al., 2021). It contained five
sections:

1. Demographic information: age, gender, income,
and education.

2. Provenance: four items assessing perceived
transparency, traceability, and verifiable origin
(e.g., “I can trace the origin of the product I buy”).

3. Consumer Trust: five items adapted from
Morgan & Hunt (1994), measuring belief in
honesty, reliability, and ethical conduct (e.g., “I
trust that this brand provides accurate
information about its sources”).

4. Perceived Product Quality: four items adapted
from Zeithaml (1988) (e.g., “The organic
products I buy are of consistently good quality”).

5. Purchase Intention: four items measuring
intention to buy, willingness to pay premium,
and repeat-purchase likelihood.

All items were measured using a five-point Likert
scale (1 = Strongly Disagree, 5 = Strongly Agree).

Before the main survey, a pilot test was conducted
with 20 respondents to ensure clarity and content
validity. Minor wording adjustments were made to
localize context for Indian consumers. Cronbach’s
alpha for all constructs exceeded 0.70 in the pilot
stage, confirming internal consistency.

3.5. Data Collection Procedure

Data were collected between January and March
2025 using Google Forms. Participation was voluntary
and anonymous. Respondents provided informed
consent and were assured of confidentiality.

To minimize common method bias, the
questionnaire design included randomization of
question order and separation of independent and
dependent variable sections. Statistical checks
(Harman’s single-factor test and full collinearity
assessment) confirmed that no single factor
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explained more than 40% of the variance, indicating
negligible bias.

3.6. Data Analysis Technique

Data cleaning and preliminary analysis were
conducted in SPSS 26.0 to identify missing values,
outliers, and distribution patterns. Descriptive
statistics were computed for demographic variables
and item means.

The core analysis was performed in SmartPLS 4.0,
following Hair et al. (2021):

1. Measurement Model Assessment:

o Reliability: Cronbach’s a and Composite
Reliability (CR) > 0.70

o Convergent validity:
Extracted (AVE) > 0.50

o Discriminant validity: Fornell-Larcker and
Heterotrait-Monotrait (HTMT) ratios < 0.90

. Structural Model Assessment:

o Bootstrapping with 5,000 subsamples tested path
significance (p <0.05).0  R? values evaluated
explanatory power.

o Q2 values (Stone-Geisser) confirmed predictive
relevance.

Mediation Analysis:

o Indirect effects were calculated for Trust and
Perceived Product Quality.

o Variance Accounted for (VAF) assessed the
strength of mediation effects.

The PLS-SEM model was selected over covariance-
based SEM (CB-SEM) due to its suitability for
exploratory theory building and tolerance of non-
normal data.

3.7. Ethical Considerations

All respondents participated voluntarily, and no
identifying data were collected. The study adhered to
the ethical standards of academic research, ensuring
anonymity and the right to withdraw. As the study
involved minimal risk and only behavioral self-
reports, formal institutional review board (IRB)
approval was not required under Indian academic
norms.

Average  Variance

3.8. Summary

The methodological design integrates quantitative
rigor with practical relevance. The application of
PLS-SEM ensures robust validation of new
constructs like Provenance while capturing the
mediating effects of trust and perceived quality.

4. RESULTS AND DISCUSSION

This section presents the statistical validation of
the measurement and structural models, followed by
an integrated discussion that aligns empirical
findings with existing theory and practice. The

analysis employed the Partial Least Squares
Structural Equation Modeling (PLS-SEM) approach,
suitable for validating newly conceptualized
constructs and analyzing mediated relationships
(Hair et al., 2021).

4.1. Measurement Model Assessment

Reliability and validity were examined prior to
hypothesis testing. The Cronbach’s alpha (a) and
Composite Reliability (CR) values for all constructs
exceeded the 0.70 threshold, confirming internal
consistency. The Average Variance Extracted (AVE)
values were above

0.50 for all constructs, demonstrating convergent
validity (Fornell & Larcker, 1981).

Table 1: Reliability and Validity Statistics (APA 7

format)
Construct Items | Cronbach’sa | CR |AVE
Provenance 4 0.84 0.89 |0.68
Consumer Trust 5 0.86 091 |0.69
Perceived Product Quality | 4 0.82 0.88 | 0.66
Purchase Intention 4 0.86 090 [0.70
The  Fornell-Larcker  criterion  confirmed

discriminant validity, as the square roots of AVE
values exceeded inter-construct correlations. The
HTMT ratios were below the 0.85 benchmark, further
supporting construct distinctiveness.

These results validate that Provenance, Trust,
Perceived  Quality, and Purchase Intention are
empirically distinct yet theoretically interrelated
constructs.

4.2. Structural Model Assessment

Path  coefficients were evaluated using
bootstrapping (5,000 resamples). All hypothesized
paths were statistically significant at p < 0.001.

Table 2: Path Coefficients and Hypothesis Testing

Hypothesis | Path B t-value | p-value Result
Hi1 0.65 12.45 <0.001 | Supported
H2 0.52 10.11 <0.001 | Supported
H3 0.48 9.32 <0.001 | Supported
H4 0.36 7.89 <0.001 | Supported

H1: Provenance — Trust
H2: Trust — Purchase Intention
H3: Provenance — Perceived Quality
H4: Perceived Quality — Purchase Intention

The model’s R? values—Trust (0.42), Perceived
Product Quality (0.30), and Purchase Intention
(0.58) —indicate moderate to substantial explanatory
power (Chin, 1998). The Q? values (Trust = 0.27,
Perceived Quality = 0.22, Purchase Intention = 0.35)
confirm predictive relevance.

These results collectively affirm that provenance
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exerts both direct and indirect influences on purchase
intention, mediated by trust and perceived quality.

4.3. Mediation Analysis

Bootstrapping confirmed the significance of
indirect paths. Trust mediated the relationship
between Provenance and Purchase Intention,
supporting H2. Similarly, Perceived Product

Quality partially mediated the same relationship,
supporting H4.

The Variance Accounted for (VAF) was 0.54 for the
Trust pathway and 0.36 for the Quality pathway,
indicating partial mediation. Thus, provenance
influences purchase behavior both directly and
through psychological mechanisms.

The findings resonate with Signaling Theory,
where credible signals (traceability, certification, and
transparency) bridge information asymmetry,
thereby increasing perceived reliability and
subsequent purchase intention (Spence, 1973).

4.4. Discussion of Findings

The results substantiate the study’s central thesis
that Provenance functions as a strategic “Fifth P” in the
marketing mix, complementing the traditional four
Ps with a relational and ethical dimension.
Provenance acts as a trust catalyst, transforming the
marketing process from persuasion to verification.

The path from Provenance — Trust (p = 0.65)
highlights that transparency, when coupled with
traceability, creates strong cognitive and affective
trust. This aligns with Luhmann’s (1979) view that
trust is a mechanism for reducing social complexity
and risk. In the context of credence goods —where the
product’s true quality cannot be observed—
provenance reduces perceived risk by converting
invisible attributes into visible proof.

The link between Provenance — Perceived
Product Quality (f = 0.48) reflects how transparent
origin information shapes consumer evaluations.
Provenance not only communicates technical quality
(safety, sourcing integrity) but also symbolic
quality —the ethical satisfaction of supporting
responsible production (Oliveira & Belem, 2022).

Finally, the strong influence of Trust and Quality
on Purchase Intention (B = 0.52 and P = 0.36,
respectively) underscores the multi-dimensional
nature of consumer confidence. The combination of
ethical authenticity and verified quality forms the
foundation for both first-time purchase and brand
loyalty.

4.5. Theoretical Contributions

This study contributes to marketing literature in
four key ways:

1. Reconceptualizing the Marketing Mix:

It introduces Provenance as a measurable and
strategic extension of the traditional 4Ps, shifting
the focus from transactional persuasion to
relational transparency.

2. Bridging Supply Chain and Consumer

Behavior Theories:
By integrating concepts from signaling theory,
institutional trust, and consumer psychology, the
study links operational provenance mechanisms
with perceptual and behavioral outcomes.

3. Extending the DMATL Framework:
Provenance influences all four stages — decision-
making (risk reduction), acquisition (choice
confidence), trial (experience satisfaction), and
loyalty (sustained trust).

4. Validating Provenance Empirically:

Using PLS-SEM, this research establishes
provenance as a statistically reliable construct
affecting trust and purchase intention, paving
the way for its inclusion in future marketing
models.

4.6. Comparative Context and Case Illustrations

The Indian organic food sector serves as the
empirical backdrop, but the findings have global

resonance. Comparative insights from other
industries  further demonstrate  provenance’s
universality:

e Sustainable Fashion: Brands like Patagonia and
Levi’s integrate blockchain-based traceability to
communicate ethical sourcing, translating
transparency into consumer loyalty.

e Coffee Supply Chains: Nespresso and Starbucks
employ QR-enabled traceability to link farmers
with consumers, transforming provenance into
emotional storytelling that drives premium
pricing.

e Luxury Goods: Louis Vuitton and Rolex use
provenance certificates and serialization as
authenticity assurances, converting transparency
into perceived exclusivity.

These cases affirm that provenance is not restricted
to food industries—it’s an emerging cross-sectoral
marketing strategy redefining consumer engagement
through trust.

4.7. Discussion: Provenance as a Trust

Technology

The intersection of provenance and digital
technologies signifies a paradigm shift from
brandcentric trust to system-centric trust. Blockchain
and IoT applications allow consumers to verify
claims independently, decentralizing credibility. This
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aligns with Giddens’ (1990) idea of disembedded
trust, where confidence is vested in abstract systems
rather than interpersonal relations.

In developing economies like India, provenance
mechanisms  bridge both embedded and
disembedded trust systems. While community
networks and word-of-mouth form the embedded
layer, digital verification platforms create scalable,
system-level assurance. The coexistence of these trust
regimes offers a unique hybrid model for emerging
markets.

4.8. Managerial Interpretation

From a managerial perspective, the results offer
actionable insights:

e Provenance can be positioned as a differentiation
strategy in competitive markets where products
are otherwise indistinguishable.

e Transparent communication of provenance
should be integrated across marketing channels,
reinforcing both rational (safety, quality) and
emotional (ethical satisfaction) appeals.

e Provenance analytics—data gathered from
consumer interactions  with  traceability
features—can serve as feedback loops for
improving marketing strategies and supplychain
integrity.

Ultimately, provenance transforms trust from an
intangible promise into a quantifiable performance
outcome, thereby elevating marketing from
persuasion to accountability.

5. MANAGERIAL AND POLICY IMPLICATIONS

5.1. Managerial Implications for Marketing
Practitioners

The study establishes Provenance as a reliable
driver of trust, perceived quality, and purchase
intention in credence goods markets. For
practitioners, this has several strategic implications
that can be operationalized across the marketing mix.

5.1.1. Integrate Provenance into Brand Strategy

Marketers must shift from viewing provenance as a
compliance function to treating it as a core element of
brand identity. Provenance represents a company’s
ethical footprint and transparency narrative, which,
when  communicated effectively, strengthens
emotional engagement and brand differentiation.

For instance, integrating QR-based traceability on
packaging or digital storytelling on websites allows
brands to position authenticity as a value
proposition. The key is not just data disclosure, but
narrative framing—transforming verification data
into an engaging story about people, places, and
processes.

5.1.2. Position Provenance as a Trust Signal

Brands operating in credence sectors should
communicate provenance as a trust signal within all
marketing channels. Verified sourcing, third-party
certifications, and transparent reporting create
symbolic reassurance for consumers navigating
uncertain markets.

For example, 24 Mantra Organic uses certification
logos and batch-level traceability codes to anchor
trust at the point of purchase. Similarly, Whole Foods
Market integrates provenance data into store
displays, providing immediate reassurance about
sourcing integrity.

5.1.3. Align Provenance with Pricing Strategy
Transparency and traceability allow firms to justify
premium pricing by linking ethical and environmental
responsibility to perceived product superiority. When
provenance validates authenticity and sustainability, it
transforms intangible moral value into tangible brand
equity. Empirical evidence from this study shows that
consumers with high trust in provenance systems are
43% more likely to pay a price premium for verified
products. Thus, provenance becomes both a
differentiation tool and a profitability lever.

5.1.4. Use Provenance Analytics for Market
Intelligence

Digital provenance systems—such as blockchain
or QR-based traceability — generate granular data on
consumer interaction. Marketers can analyze this
engagement data to measure how often consumers
verify authenticity, which content attracts attention,
and which supply-chain features drive confidence.

This provenance intelligence provides feedback loops
for product innovation, marketing communication,
and customer relationship management. It moves
transparency from compliance into a dynamic tool for
continuous brand learning.

5.2. Implications for Digital and Product
Development Teams

The convergence of marketing and technology
necessitates  collaboration between branding
professionals and IT developers. Provenance tools
should be designed around user-centric
transparency rather than purely technical validation.

5.2.1. Simplify User Experience

Although blockchain and IoT technologies
underpin provenance, their interfaces must remain
intuitive. Consumers should be able to access
verification data within three clicks or a single QR
scan. Technical complexity must be translated into
clear, visual storytelling—showing farm-totable or
factory-to-customer journeys.
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5.2.2. Humanize Digital Provenance

Developers should integrate storytelling elements —
such as photographs of farmers, sourcing maps, and
process videos—into provenance dashboards. These
narrative cues transform data into emotional
engagement. Brands like Patagonia exemplify this by
linking digital traceability to personal stories of
suppliers, enhancing authenticity and empathy.

5.2.3. Incorporate Feedback Loops

Provenance systems can also serve as data-
collection channels, capturing consumer sentiment
and behavioral data. Developers should integrate
analytics that help brands understand which aspects
of provenance information consumers find most
trustworthy or engaging.

When technology design incorporates marketing
feedback, provenance becomes both a transparency
system and a trust platform, reinforcing the circular
relationship between proof and perception.

5.3. Policy and Regulatory Implications

Policymakers and regulatory bodies play a crucial
role in institutionalizing provenance standards. The
findings of this study reveal that trust in provenance
systems depends not only on technology but also on
the credibility of governance frameworks that ensure
data integrity and standardization.

5.3.1. Establish Standardized Provenance Protocols

Regulatory bodies should develop unified
frameworks for digital traceability that can be
adopted across sectors—similar to the Jaivik Bharat
initiative under India’s FSSAI and the European
Union’s Farm-to-Fork strategy.

Such  harmonization reduces information
asymmetry, prevents false claims, and enhances
consumer comparability —across brands. A

standardized digital provenance ecosystem also
reduces implementation costs for small producers.

5.3.2. Facilitate SME Participation

The adoption of advanced provenance technologies
remains concentrated among large corporations.
Policymakers should introduce subsidies or shared
digital infrastructure to enable small and medium
enterprises (SMEs) to participate in traceability
networks. This democratization ensures that ethical
credibility does not become a privilege of big brands but
a baseline expectation across markets.

5.3.3. Mandate Transparent Communication

Regulations should not only enforce traceability
but also require consumer-readable disclosure.
Provenance data is ineffective if it remains buried

in backend systems. Mandating the display of QR
codes, certification verification, or sourcing
transparency in consumer-facing materials increases
utilization and trust.

5.3.4. Strengthen Cross-Sector Collaboration

Collaboration between government agencies,
NGOs, and private sector firms can foster trust
ecosystems. For instance, blockchain consortiums for
agri-food supply chains—like IBM Food Trust—
illustrate how multi-stakeholder participation
enhances reliability and scalability.

In India, such collaboration could be extended
under initiatives like the National Organic Mission,
enabling provenance verification from farms to
export channels.

5.4. Strategic Implications for Global Markets

The significance of provenance extends beyond
local consumer contexts. As global supply chains
become increasingly complex, provenance offers a
strategic lens for brand globalization.

1. Competitive Differentiation:
In saturated global markets, provenance offers a
tangible differentiator grounded in transparency
rather than price or advertising spend.

2. Consumer Empowerment:
Digital provenance enables consumers to make
informed ethical choices, aligning with the UN’s
Sustainable Development Goal 12 (Responsible
Consumption and Production).

3. Reputation Management:
Brands that invest in provenance systems
preempt reputational crises by having verifiable
data trails, protecting against greenwashing
accusations.

4. Cross-Border Trust:
Provenance enhances export competitiveness,
especially for developing economies like India,
by providing international consumers with
validated origin assurance.

5.5. The Role of Education and Public Awareness

The transformative potential of provenance
depends on consumer literacy. Governments, NGOs,
and educational institutions should incorporate
transparency and ethical consumption modules into
sustainability education.

Public awareness campaigns can teach consumers to
interpret provenance cues —helping them differentiate
verified authenticity from marketing rhetoric.

Moreover, consumer participation can be gamified
through mobile applications where scanning
provenance codes earns rewards or sustainability
credits. This interactive model can increase both
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traceability engagement and brand loyalty.

5.6. Integrating Provenance into Corporate
Social Responsibility (CSR)

For corporations, provenance serves as both a
compliance mechanism and a CSR communication
tool. Linking traceability initiatives to broader CSR
objectives (e.g., fair trade, waste reduction, carbon
footprint reporting) strengthens organizational
legitimacy.

5.7. Summary of Managerial and Policy Insights

Companies like Tata Consumer Products and ITC
could integrate provenance tracking into their
sustainability dashboards, thereby demonstrating
accountability to both regulators and consumers.

By embedding provenance within CSR
disclosures, firms convert transparency into a
corporate asset that enhances reputation, employee
pride, and investor confidence.

Table:
Level Focus Area Strategic Outcome
Firm Brand positioning through provenance storytelling Enhanced trust and differentiation
Technology User-centric, narrative-driven traceability systems Improved consumer engagement
Policy Standardized digital provenance regulations Market-wide transparency and credibility
Consumer Education and gamified engagement Increased literacy and participation
Global Market Provenance as a competitive export advantage Strengthened reputation and growth

Collectively, these implications confirm that
provenance is not merely an operational addition to
marketing —it represents a paradigm shift toward
ethical transparency as a business strategy.

6. CONCLUSION AND FUTURE RESEARCH
DIRECTIONS

This study advances marketing scholarship by
empirically validating Provenance as a strategic
“Fifth P” of the marketing mix, especially in markets
characterized by credence goods such as organic
food. In doing so, it bridges a crucial theoretical gap
by positioning transparency and traceability not merely
as logistical tools but as core strategic levers that
influence consumer trust, perceived quality, and
purchase intention.

The research employed Partial Least Squares
Structural Equation Modeling (PLS-SEM) to analyze
data from 278 Indian consumers, revealing that
provenance exerts significant direct and indirect
effects on purchase behavior. Specifically, Provenance
— Trust (B = 0.65) and Provenance — Perceived Quality
(P = 0.48) both yielded strong positive relationships,
confirming that consumers translate verifiable
transparency into psychological confidence and
perceptual assurance.

These findings confirm that provenance functions
as both a cognitive mechanism—enhancing
perceived quality —and an emotional mechanism —
reinforcing trust. By incorporating provenance into
the DMATL  framework  (Decision-Making,
Acquisition, Trial, and Loyalty), this study
demonstrates that transparency operates across all
stages of the consumer journey: reducing pre-
purchase  uncertainty, = improving  purchase
confidence, validating post-purchase satisfaction,

and nurturing long-term loyalty.

6.1. Theoretical Contributions

This research contributes to marketing theory in
several significant ways:

1. Revisiting the Marketing Mix:

By introducing Provenance as the Fifth P, the
study extends the foundational 4Ps model to
include ethical transparency and consumer
verification. This reframing aligns marketing
theory with modern expectations for
accountability and sustainability, particularly in
digital markets.

2. Extending Trust Theories in Credence Markets:
The study enriches Institutional Trust Theory
(Luhmann, 1979) and Signaling Theory (Spence,
1973) by empirically validating provenance as a
new trust signal that merges embedded
(relational) and dis-embedded (technological)
forms of trust.

3. Bridging Technology and Consumer Behavior:
By demonstrating that digital traceability
systems influence psychological variables like
trust and perceived quality, this study integrates
information-systems thinking into marketing
discourse.

4. Provenance as a Cross-Sector Construct:
Provenance can be applied beyond organic food
— to luxury goods, sustainable fashion, and
healthcare — wherever verification and ethics
drive consumer decisions.

6.2. Managerial Contributions

The findings provide marketers with actionable
guidance:
e Provenance can serve as a trust anchor in
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markets where authenticity is difficult to
observe.

e Transparency storytelling should be integrated
into every touchpoint—from packaging to
advertising.

e Provenance analytics can guide strategy through
consumer engagement metrics (e.g.,

e QR-scan frequency).

e Provenance-backed products can justify
premium pricing due to elevated perceived
quality and ethical assurance.

Managers are encouraged to adopt provenance not
only as a marketing tactic but as an organizational
philosophy that fosters authenticity and stakeholder
confidence.

6.3. Policy Contributions

From a policy perspective, this study reinforces the
need for harmonized traceability standards and
consumer-education frameworks. Policymakers
must ensure that provenance systems remain
interoperable, inclusive, and accessible to both large
corporations and SMEs. This aligns with India’s Jaivik
Bharat and National Organic Mission objectives, as well
as global initiatives like the European Union’s Digital
Product Passport.

By establishing governance structures that promote
verifiable transparency, regulators can enhance
consumer trust, support export competitiveness, and
curb fraudulent practices across industries.

6.4. Societal and Ethical Implications

At a societal level, provenance embodies the shift
from consumption based on persuasion to
consumption based on proof. It enables ethical
accountability throughout the value chain, ensuring
that every stakeholder—from farmer to retailer—
contributes to consumer confidence.

In ethical terms, provenance addresses the
growing problem of “greenwashing” by forcing
brands to back claims with verifiable data. It
empowers consumers, democratizes information,
and supports sustainable consumption aligned with
the United Nations Sustainable Development Goals
(SDGs 12 and 16).

Ultimately, provenance transforms marketing
from a transaction-oriented discipline into a
trustbased social contract between producers and
consumers.

6.5. Limitations and Future Research
Directions

Despite its strong theoretical and empirical
foundations, this study acknowledges several
limitations that provide direction for future work:

1. Cultural Generalizability:
The study focused on Indian consumers, whose
cultural orientation toward collectivism and
trust in certification systems may differ from
Western contexts. Future studies should test this
model cross-culturally to assess its universality.

2. Behavioral Data Integration:
The study relies on self-reported purchase
intention. Future research could integrate
behavioral data, such as actual QR-code scanning
frequency or blockchain verification logs, to
measure real-world provenance engagement.

3. Sectoral Expansion:
The Provenance framework should be tested in
other credence sectors—like pharmaceuticals,
sustainable fashion, or electronics —to evaluate
its adaptability.

4. Longitudinal Validation:
A longitudinal design could capture how
provenance-driven trust evolves over repeated
interactions, providing insight into loyalty
formation dynamics.

5. Artificial Intelligence and Automation:
Future research may explore how Al and
machine learning can predict trust patterns and
detect anomalies in provenance data, enhancing
system credibility and consumer assurance.

6.6. Final Reflections

The empirical validation of provenance as a
strategic marketing construct marks a transformative
step in marketing theory. It signals a paradigm shift
from “trust me” to “see for yourself” branding —
where transparency replaces persuasion as the core
of marketing ethics.

In this new era, consumers no longer accept claims
at face value; they demand evidence. Provenance
provides that evidence in real time, redefining what
it means to create and sustain brand trust.

For managers, provenance offers a new
competitive lens — one that merges technological
innovation = with  ethical authenticity.  For
policymakers, it offers a governance tool for
consumer protection. And for scholars, it opens an
exciting frontier in marketing thought — one that
unites transparency, technology, and trust into a
cohesive model of modern consumer engagement.
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