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In an age when the world suffers from a trust deficit,
here are brands that have won and maintained the
faith of consumers. Brand Equity finds out how
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Ngq The Asli Taste of Trust gz | |

4 cADBURY A look at what helped legacy brand Cadbury Dairy Milk take the top spot
* Dairy Milk on Brand Equity’s Most Trusted Brands list. ev pevskap iRant

DESIQN: SHUBHRA DEY

adbury Dalry MIlk “thefabricofour consumer touchpolnts. Storytelling s, for Inthelast 24 months, we'vebeenableto
Clndlanbrandmansnutlndlan Bormn nationfor many years now, and It Instance, dellvering well-crafted tales of unlock deep cultural Insights and bring aglobal
InEngland In 1905, thebrand has continues to be the gold-standard generosity onoccaslons bothmundaneand  thoughtcloser toour culture. we've uniocked
embedded tself sodeepIntheheartsand tasteof chocolate Inthe country.” momentous ke exam daysand valentine's  the purposethatallowsus totalk to consumers
Day. Examples of storydolngare Cadbury  Inareal, authentic, credible, spontaneous and

mindsof indians that If youask Jayaor Joeon  Consistently definingthe taste
thestreetthey'llsay Itis asindlanas ltgets. of chocolates, Inother ongrns
‘Today the Mondelez-owned Cadbury Dalry words, thetasteof the
4 Milk ountry  category, has

Dalry MIlk's 2019 Initiatives such as the generous way, atamassivescale”
celebrated (and controversial) UnityBarand  In2019,the company launched the“most
#HeartTheHate, the purple-heartc ignificant the brand's history

accordingto The Economic Times - Brand thekey cornerstones of fightcyber-bullying The limited editionunity  Inindia”- anew bar with 30%lesssugar. Fora
EQuIty'SMostTr Deepaklyer Bar launched around Indla's IndependenceDay  brand that has grown to become the taste most
Despr[eafewwoesanuwmnsalongme Headds, “With strong "‘_ y President- Indla, G fire, malnly by ¢ S late with chocolate, we asked lyer
way, Cadbury Dalry Milk got k onsumer ) Mondelez International Inthe west, for ‘woke-washing' At the If the “30%less sugar” tag posed adilemma

time Viswanathan told Brand Equity Inwhat Isessentlally an Indulgence category.

of product consistency and Innovations, Insights, we continue our X
With strong cultural e thatcritics falled tounderstand that the  “It'snotadilemma” hestates, “Our joblsto

distributionstrengthandamarketing Journey toward making
choc

ecosystem that! hitsand and consumer blended chocolate bar was designed give great twith
helped the brand occupy key occasions of TwoyearsagoMondelez launched Cadbury - : . ﬁ 1 specifically for the Indlanmarket,witha  permissible Indulgence ‘Youmake the cholce™
consumption Dalry MIlk's new giobal brand proposition insights, we continue \ mult-lingual advertisingsplashInprint  Viswanathan adds,“The brand needs tooffer
Ina(ha!wlgl Brand quurly. [;eefoak omdmsf mar%aenenraﬁv arncuol::;ed asnﬂ our journey toward 3 media malt {)emflorcgf the ge of rhnllrs-m;-' rlus wgmng‘l}
. Iyer, president- Indla, Mondelez N 'saglass andahalf Ineveryone” Inindla i celebrating diversity. I'mlisteningtoyou' Butyoualsoneedtohave
says way 1o that 'Kuchad J kuch maklng Viswanathansays,“Froma avery dear polntof view as towhy you should
understandhow CadburyDalry  meethahoJaye Itis, asAnil Viswanathan, chocolates E marketingstandpoint, wepride  consumethatbrand. There's animportantrole
Milk earned Indlans' trust Is by director- marketing (chocolates), Mondelez the modern 2 ourselvesonour efforttoknow  It'splaying Inyour life That will not change.” So,
tracing Its journey over the Indla says, “apowerful brand Idea that enables meetha theconsumerdeeply andlinkit  onthatnote, kuch meetha hojaaye?
pastdecades. tory ydoing” acr and withknowingthe brand deeply. delshad.irani@timesgroup.com

When at 19, you encounter blindness
Do you let your world go dark, or
Do you find a reason to smile.

= Divyanshu Ganatra
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Do you still take a leap

He did.

And no, it wasn’t easy

OF adversity,
Asmile.

A smile that started it all.

Of faith, off a mountain top
And soar, one with your dreams.

To find, in that one crucial moment

Scan to watch Divyanshu’s story
and apply for the Colgate Keep India Smiling
Foundational Scholarship at:

www.colgate.com/keepindiasmiling

RAND EQUITY

India’s First blind
solo paragliding pilot.

26/03/20, 1:57 PM

Smile karo aur

shuru ho jao

2
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MOST TRUSTED BRANDS 2020

The Top 5 Most Trusted Brands share their key marketing initiatives from the past
year that have helped built trust in a trust-deficit world.

The Pursuit of
Happiness

Britannia Good Day’s happy-making strategy has ensured it’s one

Don't Share If

You Care

If a group or person
constantly shares fake news,
block them

WhatsApp's LIKEXEROX AND Google before, themost trusted brands Isan Indication
Facebook-owned Wh oneof  ofth WhatsApp has
share- thefewbrandsintheworidthathas  toltsusersand tothe opportunity to
i becomeaverb. Inlessthan adecade beaneven greater forcefor good In
rESponslbly theprivatemessaging India” onthesubjectof
marketlng platform has turned uosrmsrmmm bullding Trust Inatrust
initiati Indla Into Its biggest deficitworld, hesays, “The
initiatives take marketglobally trustinour platformshas
the lead as andhaslanded in notbeen bulltontheback
: theNo2spoton of aparticular marketing
the Messaging  grandequiysost WhatSApD Initative or campaign. It
platform Trusted Brands|ist Isabout putting people at
AJitMohan, MD and VP, Facebook theheartof our misslonandstaying
becomes Indla, tells Brand Equity, “WhatsApp TTUeto It However,asacompany, we
increasingly remainscommittedtoconnectingthe  do bellevethat weneedtotell our own
P worldprivately Inasafeway. There story alot better, and we havestarted
3 are400million IndlansonWhatsapp.  doingthat Asa company, across our
ubiquitous
BY DELSHAD IRANI Theserviceisdeeplyembeddedinthe  family of apps, weareincreasingour

fabricof India. Being voted as one of

https://epaper.timesgroup.com/Olive/ODN/TheEconomicTimes/Pr...spx?doc=ETM/2020/03/25&ts=20200325002557&uq=20200325124002

investment.”

But the journey over thelast few
yearshasn'tbeenasmoothride
giventhe fact that WhatsApp has
alsobecome aweaponof the

misinformation age.To
battle the onslaughtof
criticismand arrestany
long-lasting

damage,
aroundayear
ago, WhatsApp
launched Its first-
ever integrated
education campalgn
called ‘Share Joy, Not

yerify if ¢
pefore for

s ssage is true
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‘Add shartout

AjitMohan

MD and VP,

Facebook Indla
Asacompany,
we do believe
that we need
totellour
ownstoryalot
better,and
we have
started
doing
that

ONWhatsApp. The Intentwas to
giveviewers arelatable depiction of
how easy yet Incorrect Itis toshare
unverifled Information,and how users
candothelr bittoend the spread of
fakenews. Thesecond phase of this
educationc: a

of the country’s Most Trusted Brands. sy PRIVANKA NAIR

OVER THE PAST three decades,
leading food and confectlonery
company, Britannia's flagship brand
Good Day has been betting on
only one proposition:
‘spread happlness
every day"

However [deallstic
that may be Intheory,
the brand's consistent
bellef Inthe Idea has
helped itwin smiles
and trust, Inreallty.
According to Vinay
Ssubramanyam,
head of marketing,
Britanniaindustries,
Good Day has been
ableto crack this
code because Ithas
always humanised
Its products. For
Instance, In 2015, the
cookle gota smiley makeover with
the characteristic stralght lines made
tocurve. He explains, “As marketers,
wereally need to draw parallels
between brands and people. Trust Is
bulitover years, Inany relationship.
Itisafraglle emotion and needs to
behandled with care. Inmarketing,
100, brands need tounderstand the
Importance of this emotion.”

Tomalntaln momentum In Good
Day’s happiness mission, the
company InNovember 2019,
launched a brand campalgn

month beforethe 2019 Indlan General
Elections. Thecampalgnshared astep
by steptutortal on how toexita group,

- yonkizid' featuring
Bollywood actor Deeplka Padukone.
Anew product packaging was

also Introduced at the same time.

i3

management purposes, but for
Idea mining too. Subramanyam
says, “Khushlyon ki zId' stemmed
fromvarious conversations and
comments that we observed on
soclal meda”

Vinay Subramanyam
head of marketing,
Britannia Industries

As marketers, wereally
need todraw parallels
between brands

A and people.

TI'US[ IS

PP

Today,
Good Day Is
contributing
over 30%of
Britannia's
revenue, making
Itastar brand In
the 100-year-
old company's
portfollo.
According to
reports, Itls
also abrand that covers almost
50% of Indlan households Ina
year. When subramanyam's
team goes out for market
visits, familles often share thelr
experlences of whenthey serve
Good Day to guests. Ina lotof
pockets of Indla, stocking up
g cookles for aspeclal occaslon
“** s stlll aregular practice. These

household observations give

the brand assurance of loyalty, says
Subramanyam

“TrustIsrooted Inthe experlence
people have with brands. People
need toknow that the brands
they trust areassolid asarock.
consumersalsoneed to know that
the brands stand for something
and will be conslstent In the way
they talk to them. Therefore,
strengthening these relationships
becomes a priority for us,” he adds.

Asalegacy brand, Good Day hasto
shoulder alot more responsibllity,
Subramanyam tells us. “Marketing
can'tjust bea functional role for
us. Today, a consumer Is looking
for authenticity and reasons to
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Rumours. The goal was blocka contactand the significance of Subramanyam mentions that this e puntovel be happy while making certain
toeducate peopleabout theforwarded label. Thebrand also movewas “Just to add freshness to yearsinany purchases. We have gotten Into
and Iiteracy partners the existing strategy.” > 25 relationship. ~ apropositionwhichis more
misinformation. The campalgn toralseawareness. Thissmall step storytelling s the brand's next ltisafragile ~ 2boutselzingtheday andchasing
spoke tousers fromacross Indlaand for WhatsApp, could bea glantleap focus area. Thebrand N happlness, It's a purpose that
X 3 astin 10 for Inlightof the current team s constantly emotion wewant tostick to always,” he
1 Cadbury Dairy Milk fevisionandisocia mefapaton iggeredby one nstenlnglngnwhat and needs cot:clu?es e
it life ios (Inthe canonl message | consumershaveto clapalong|fyou feelllke happiness
2 WhatsApp famlly group, the school group, has andedwhen t mattersmost say and share, not Just o I’Ilﬁ ndled
3 Good Day etc)about how rumours spread delshad. for withcare priyanka.nair@timesgroup.com
4 Facebook
5 (olgate H H
6 Dettol 41 Maaza ' ' Is al .' II lg
7 Amul 42 Goodknight
8 Parle-G 43 Limca ° °
10 Fevicol 45 (linic Plus ) ) )
14 Samsung wooie) 46 Aashirvaad A quick look at how FacebooK's attempting to communicate more
12 Glucon-D 47 Kurkure openly with its users and to create a sense Of trust. evpeLsHADIRANI
13 Maggi 48 Complan THEWORLD'SLARGEST soclal
N twork h tth U
14 Tata Sait 49 Vicks years fightng dataand prvacy
15 Airtel 50 Vaseline firestorms In markets across
- " the world and senlor Facebook
16 Marie Gold 51 Sprite 76 lodex executives even launched a global
17 Surf Excel 52 Johnson & Johnson 77 Garnier ey
18 Dove 53 Eno ‘78 India Gate has been facing Inrecent times,
19 Ariel 54 Fair & Lovely 79 Oppo Indian consumers faih n the social
s SSiuc SRR Pos 300 miloners. e company
21 Vodafone-ldea 56 Coca-Cola 81 Bajaj Auto has launched varlous marketing
i i Initiatives to relnforce the brand's
22 BOUIT.]VIta 57 5 Star ) 82 Huggies original purpose, and perhaps
23 Frooti 58 Mother Dairy 83 Fanta deflect some of the thumbs-down
. N . the brand has been recelving. AJit
24 |ifebuoy 59 Nokia 84 Rin Mohan, MDand VP, Facebook Indla, ~ 210millionusers | ¢ cooue understand why
i i says“Trustis bullt when companles  over aperiod | they are seeing
EIEEAE At el dotherightthing for people. This 0f six weeks. Punat i’ adoracertain
A 3 3 et 8 an
26 Jio 61 SamsuNg wonsumer vy 86 Paytm means that our products and The campalgn | o o post. We've made
iclori i i servicesarecontinuously evolving  enabledpeopleto | Hedsores several other
27 Bisleri 62 Brltannla Bourbon 87 Parz?chute tomeet people's growingdesireto  take measuresto —— changes suchas
28 Pepsodent 63 Vivo 88 Lay's create, express, and communicate. control and manage redes|gning our
: ; Bullding products that peoplelove  thelr experlence settings menu,
29 State Bank Of India 64 Amul Chocolates 89 Ujala andfind of value onthe and Introducing
30 Lux 65 Close-Up 90 Oreo leadstoastrong  MOSTTRUSTEDBRAND  platform. new privacy
. . sense of trust” Ithas also | shorteutsthat
31 Moov 66 Tide ©1 Maruti Lastyear It taken Per————— | (] ¢ X
ing' ranaconsumer stepsto for peopleto
2 YOUpre 67 Dabur ompas 92 Domina's education communicate changethe
33 Harpic 68 Rasha 93 Amul Kool campalgnon more openly, and give settings of thelr account as per thelr
34 Thums Up 69 Himalaya 94 Uber Tl people wihiheprivacy  hel formaton For msiance st Thocampanyemostrecent
ank of India | Il andsafety features avallable to year Itrolled-out Off-Facebook consumer marketing campalgn,
andu Balm
) - & them onthe platform. Designed Activity, which allows peopletosee  ‘More Together',Is meant to show
36 pond's 71 Pepsi ©6 Navratna as afeed-first consumer-centric and control the datathatotherapps  the power of connections and
i campalgn In 9 languages (Hindl, and websites sharewith Facebook  communitles. Mohan says, “Our
37 vim 727 L,jp o7 Sunfe_aSt English, Marathl, Gujarat, Bengall,  and todisconnect this Information  misslon Is to give people the power
38 Parle 20-20 73 Hajmola 98 Prestige Kannada, Tamil, Telugu and from thelr account. “We are also 10 bulld community and bring the
: P— Malayalam), It drove awareness committed to communlicating world closer together” Preferably
39 sunsilk 74 Haldiram's 99 Ce_relac around In-product privacy and transparently on Issues thatmatter  not In-person.
40 Head & Shoulders ‘75 Boroplus 100 Flipkart \ N safety features reaching out to most to people such as helping them delshad.irani @timesgroup.com
\
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BRAND EQUITY

Keeping The Shine

A peek into what helped oral care brand Colgate

remain in the Top 5 on Brand Equity’s Most Trusted

Brands list year after year. sy amirsapna

MOST TRUSTED BRAND Some(lme Inearly 2019, Colgate embarked on the journey

Colgate

of repositioning Its flagship product Colgate Strong Teeth In

one of the biggest moves for the oral-care major's‘bread-
and-butter' brand since the 1950s. The change Involved anew
packaging and new formulation (after over 10years of R&D and
testing) with ‘Amino Shaktl’ to make the product more effective.
Thus, moving the largest selling toothpaste In the country to the
newly colned‘Andar se Strong’ platform. It was a complex task for

the ublquitous brand

Shares Ram

director, Colgat
(India) In an exclusIve chat with Brand Equity, It was an Indla-firstshift,

and the company was very clear Inthe strategy

that Indla would lead the way.” He adds, “We made

abigcholce on ashift toadifferent experlence and

engagement model. Untll that point, we always spoke

of problems (cavitles), butwith the shift tostrong teeth,

the conversation has moved to amore proactive solution.”

The‘Andar se Strong’ campalgn had real life stories of Deepika
(with her mom) and singh Dhoni (with his

. Wife) among others.

Even as this mega-project kept the company busy, the oral care
multinational continued ts flanking strategy to bulld further
on Its leadership. For Instance, Its recent launch Vedshakl
became amore Important part of the company’s portfolio. The
brand, endorsed by Bollywood actor Kajol and Southern star
Jyothika, Is sald to be one of the most successful launches
Inthe category and has also seen the highest rate of trials
of thelast 15years In the category. As per company data,
Vedshaktl today Is aZ100 crore brand with 10 crore
consumers using Itand Is the 2~ highest distributed
brand In Maharashtra, Tamil Nadu, Andhra Pradesh
and Karnataka In the naturals/ ayurvedic category of
toothpastes.

Another major Initiative undertaken in 2019
was the launch of the Colgate ‘Equity campaign’
which narrated real life storles of courage and
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optimism. The campalgn was around Inspiring ; ;;;:g;‘-’ 43 Kactna Mango BIe B _ttporeing & ~—-——
storles of everyday people like - Haimantl Mell
sen, DIvyanshu Ganatra, AnandArnold, 5 Tata Salt -5 14 Cen?dy,_- it | Hot Bevemges
Yashasw| Jalswal etc. This‘smile Karo 6 Marle Goid | 15 =l 1 Horlicks
Aur shuru Ho Jao' equity campalgn was w —
significant because for the firsttime 7 Parle 20-20 Q 1 Sansun_g 2 Bournvita
ever, Itmarked acommunication for 8 Aashirvaad o 2 Prest] 3 Complan
the mother brand - Colgate. The 9 {© 3 usha 4 Nes
smile IntegrationIsnowvislble In all Kurkure | S 4.6 5 i
thebrand packagingand nall the 40 Mother Dalry 2 5o p Bru |
messaging of Brand Colgate. Pa 0 rui Brooke Bond Ta] Mahal Tea

saysRaghavan, “wWe'vehada 'ElIVElV 3 i1 Bmanma,Boumon a 6 Hawkins 7
i - 2 Boost ||
good year. We consider Itour SER : 12 Haldiram's =3 7 WHinDoc
responsibilty asleaders o ; ‘ 43 Indla Gate N ZSihkincl 8 Tata Gold 1 Fevicol
structurally elevate oral v < 14 Fort & 8 videocon 9 Brooke Bonu Red Label
RamRaghavan health In this country.” For the oral-care leader, ortune = 9 son 40 Tata Premivm | 2 Allout
plsn sl that claims to be the most distributed ral care FO d Se 15 Lay's 8 ElE il 3 Harplc
(e e ST Productinrural indla, the core of Its portfolio 0 rV 10 Godre] Appliances 4Vim
india) comprises Colgate Strong Teeth, Colgate 1 Domino's 5 McDonald's 14 panasonic 5 Goocknlght
. Active Saltand Colgate MaxFresh. Each ST E
We consider sub-brand has Its strong reglonal hold and loyal 2 PlzzaHut 6 Burger King 12 Baja] Appllances & 0domos
ftour P Ehashelped hecompany ohaveadual "o &t Seoe 7 Morteln
ibili Il
reslpogsmntlty strategy of nurturing existing consumer EIEETERY Sl iﬁ Milton 8 Aslan Paints
asleadersio basewhileworking on bringing In new : "
Structuraly s g g5 Health & Personal Care Household Care g:irtlalac paints
the premium portfolio. In 2019, the
E|evatef ora! premium portfolio was ramped up with 2] o L 3 (Ol 2 HIT
health in this offerings like Colgate Charcoal Clean 2 Glucon-D 7 Zandu Balm 12 Vicks Dulux Paints
country. ([nlecounlgy's flr;{ Dlack(oolnpaate), S 3 Dove 8 Pond's 13 Vasellne Domex
° Colgate Kids toothpaste range an . 3 =8
thelaunch of Colgate Prociinical > 4 Lifebuoy 9 Sunsilk 14 Johnson & Johnson g ;4 Berger Pants
150 Toothbrush - the tech Qv 5 Lux 10 Head & Shoulders | 45 Eno Colin

powered toothbrush. “Weare
looking to make sure that we
are balancing the efforts

Life Insurance

PHOTO: NITIN SONAWANE

betweenthe core of the 4 Life Insurance Corporation

business as well as new 2

areas of play,” shares 4 SBILife

Raghavan 3 Baja Alllanz
Abalancingactthathas 4 Kotak Life

worked well sofar.

amit.bapna
@timesgroup.com /g

5 HDFCLife
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2 Uber
3 Flipkart
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RAND EQUITY

Private Sector Banks
-
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SAYS WHO?

Sleep deprivation can impact productivity
and efficiency. Indians at large are
suffering from this condition. You could be
one of them.

Whatever you are doing, can be done
better with sleep. Make a good sleep habit,
a well-being habit

Log on to
the sle

“ ; #TakeBackSleep

An Initiative Of

THE TL\[I:S
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| [ Dyelngy Witk
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How Brands Can

Build TrustInA
Post-Truth World

Just as important as it is to establish what a brand
stands for, there will also be times when a brand has
to clarify what it does not stand for.

BY DRMUKUND GOVIND RAJAN

tusedtobesald thatwelivedina
VUCA world -Volatlle, Uncertain,
Ccomplex. and Amblguous. More

/— (AP B B o emmm
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I recently, alevel of additional
confusion has been Introduced by
fake news and the role of soclal media
Inproliferatinguntruths. Beset by
anxlety and deep scepticism, people
are taking shelter within groups or
communitles that seem to reflect thelr
ownvalues. corporate scandals have
alsotaken thelr toll on the reputations
of some of the biggest names, both
overseas (think Volkswagen and
Dieselgate) aswell as In Indla (think

of the troubles besetting brands like
JetAlrways and YES Bank). Bullding
trustInsuch anenvironment canbe
extremely challenging for a brand.
What can be done?

Itall starts with havinga clear sense
of who you are and what you stand
for. The mission and values must be
understood and relnforced across
the entire organization. Employees,

In particular, are the best brand
ambassadors for any organization,
and If they are not fully aligned, a lack
of coherence gets detected that puts
off many outside stakeholders. This
Isvisible with many falling service-
orlented organizations In the public
sector, such as Alr India and BSNL

Thetoneat thetopand how an
organization walks the talk will be
under close scrutiny. On Important
Environment, Soclal and Governance
(ESG) questions, like climate change,
busliness leaders will be expected to
demonstrate genuine commitment.
Platitudes and glossy reports willbe
rejected as “greenwashing” If concrete
actlons like cutting carbon emissions

companles that make exaggerated
claims of performancewlll get called
outvery fast with anassoclated loss of
reputation.

If the mission and values can be
established and fed Into brand
communication, itwll enjoy ameasure
of authenticity. To the extent that
these values resonate with those of
the brand's stakeholders Including
customers, the brand gains traction.

that purpose-driven brands like

Patagonia and The Body shop have

large fanfollowings.
Justasimportantas ItIs toestablish

whata brand stands for, there will also

betimeswhenabrand hasto

clarlfy what Itdoes not stand

for. Brand managers will be

tested on the choices they

make onssues llke

gender equallty,

\

ILLUSTRATION

ANIRBAN BORA

thelr values.

they took astand on the Issue of racism
Inthe aftermath of right-wing protests
at Charlottesvllle, to the extent of
evendefying President Trump. Brand
strategy will be about making such
cholces, and even though It may
entall the loss of some audiences,
ultimately brands will only be able
to bulld trust If they remain true to

TheauthorIs Chalrman, ECube

and Improving energy efficiency do Increasingly for customers, ItIs not Immigration Investment Advisors;
not accompany such communications.  Justabout what they buy, butwhat and LGBT previously, the first Brand
Inaworld where Internet access Is they buy Into; If the brand values are rights - as Custodlan of the Tata
ublquitous and stakeholders are bellevable, customers arewilling to weremany US Group. Views expressed
extremely aware and Informed, committhelr loyalty. Thisisthereason  brandswhen arepersonal.
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The Methodology:

MOST TRUSTED BRANDS 2020

The Most Trusted Brands (MTB) survey commissioned by Brand Equity - The Economic Times is conducted by Nielsen.

noffline survey was conducted among a sample of 2200
respondents across 6 different target groups - Chief Wage
Earner, Housewife, Older males, Older females, Younger
males and Younger females

TARGET GROUP

1. CWE (CHIEF WAGE EARNER): The person who makes the
highest contribution towards HH upkeep

2.HOUSEWIFE: Female 15-60, Married, Unemployed

3.YOUNGMALE: Male 15-25, NOT CWE
4.YOUNGFEMALE: Female 15-25, NOT HW
5.0LDERMALE: Male 26-60, NOT CWE

1 Good Day
2 Facebook
3 Colgate
4 Glucon-D
Dove

1 Colgate 1 Cadbury Dalry Milk
6.0LDER FEMALE: Female 26-60, NOT HW 2 YOIETUDE 2 Fevicol Iy
M 7.NEW SECA&B m Thebrandswere tested onthe 3 WhatsA| 3 Good D
m Therespondents were exposed to 392 barometer of trust through the Dbp G
brands divided into 11 panels following parameters- 4 Amul A4 Arlel
m The study was conducted in the top 4 Attribute 1: Always maintains a high level of quality Quality 5 Frooti 5 Tata Salt
metros of India - Mumbai, Delhi, Kolkata Always malntalns a high level of privacy -
and Chennai, with sample being split (soclal media brands) 6 Facebook 6 WhatsApp
equally among them. 7 Good Day 7 Dettol
Attribute 2:1tis worth the price It commands Value for Money 8 Dove 8 Complan
CREATION OF BRAND LIST ItIsworth spending most of my time as compared to other
AND PANELS apps - (soclal media brands) © Maggl 9 Glucon-D
m A total of 392 brands across 20 categories were selected after a thoroughreview Attribute 3: 1 would always recommend thisbrandtomy | Recommendation 10 Cadbury Dairy Milk 10 Facebook
WT?I‘EEE“ :]93'“ a"%]”gg’gndt tela;n with o . " famlly and friends 14 KitKat 44 Horlicks
m The brands were divided into 11 panels with an equal chance of exposure across the
setof 2200 respondents . 5 . Attribute 4: This brand meets my needs understand the Consumer's Need 42 Parle-G 12 Marle Gold
43 Horlicks 13 ParleG
HOW DID WE ARRIVE AT THE BRAND RANKING 14 Thums Up 14 sunsiik
455 Samsung obiie) 45 Whisper
STAGE 1:Eachrespondentwas  notaskedtoevaluate thebrand ‘doesn'tapply tothebrandatalland  STEP3:Thetotal of all the brand 16 Dettol 16 AllOut
askedtoindicatethefamiliarity  (their individual brand trustscore *10' would meanthat the statementis  scores (across respondents) was Lifeb 17 sa
for each brand ona four-point tobe consideredas 0) ‘completely applic cala andthen divided by 17 uoy IMSUNE (Mobiie)
scale Thescalerangewas: 1-1 «OVERALLRATING: Firststage, the total number of respondents 18 Airtel 18 Vodafone-ldea
havenot heard of this brand; evaluationwas doneatan STAGE3: Thefinal brandratingwas ~ (including those who give brand
2- dofthisbrand,but  overall eachbrand arrivedatthroughthefollowing  scoresof 0) ie.theaverageto 19 Honda wowresers | 38 Alrtel
Know it3-lhave  byindicati steps... be taken on the overall base of 20 sBI 20 Surf Exce'
heardof thisbrandandknowa 10 pointscalewhere 1 stands for STEP 1: Brand trustscore respondents who are asked about o)
littieabout it; 4- 1have heard of “Extremely Poor”and the 10 for for eachrespondent = thatbrand, ie.coded 1/2/3/4in
thisbrand and know itquitewell “Perfectinevery way” [(0.5"0verall)+(0.5(Attr1+Attr2.. familiarity scale. togettheoverall
- After that, respondents were +Attra/4)] brand score.
STAGE 2:The respondent asked torespond toa battery STEP 2:Multiplied the brand score Thus, the final score for each brand
evaluated all brands thathave of four statements that by thefamiliarity score/weight This  isonabaseofall respondents,
beenrated by him/her, 3or 4 definebrandtrustona‘l’ could beeither 3or 4asthoserating  irrespective of their level of familiarity.
onthe familiarity scale stated t0'10" scalewhere ‘1'would thebrand 1or 2 onfamiliarity are This Final Brand Rating for all the
above Th abrand directly consideredtohaveabrand  brandswassorted indescendingorder
1or2on familiarity scalewere trustscoreof 0 todetermine the Most Trusted Brands.
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