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INTRODUCTION

Strategemata, loosely implying “tricks of war”, perhaps reflects the meaning
of the modern day word for “Strategy” better than any other. Sun Tsu,
Kautilya, Byzantine philosophers, and many others have thought and written
about approaches to war for possible advantages and better outcomes. Life,
death, and the future of entire generations depended on success at war, and
these “tricks” were important lessons to be taught and learned. Business is no
different today, and knowing the success tricks for business advantages and
better outcomes are as important as outcomes of war from yesteryears.

However, mere use of strategy — the methodical approach towards an expected
outcome - isno guarantee of success, for there are as many strategies as there
are Generals. Most articulated strategies espoused by management gurus have
become generalized, clichéd, and overused. The imperative of a universally
applicable business strategy, one that observes the immediate, is simple and
yet strengthens the fundamental building blocks of business, is much needed
in the complex business scenario of today. The limitation of business strategy
templates often comes from its extreme focus on addressing a single business
problem or prospect.

Unfortunately, all strategy has high chances of failure due to the lack
of a comprehensive and consistent view of these solutions. Aligning and
committing long-term investments on a new business approach that has as
much chance of failing as it does of succeeding becomes the second issue of
new strategies. And, the inability to build internal processes and people skills
to drive the strategic intent is another uphill task in approach application. Last,
and certainly the most important, is the difficulty in articulating strategy or its
outcome in simple and universally understood ways.

What type of business approach would then overcome the tribulations that




face current-day stratagems? The four main requirements for any new
strategy should be (i) It must be comprehensive and consistent (i) It must
positively impact the core of the business, i.e. transaction (iii) It must be able
to get the long-term alignment of investments, and (iv) It must be simple to
articulate, understand, and implement.

TRA was conceptualized to make brand strategy all of the above, and to have
measurement of strategy metrics at its core. Understanding that businesses
are made to transact, TRA went about measuring Trust, the core intangible
that was responsible for smooth and effective business transactions. This
study to understand Trust was conducted with several experts in the four
streams that impact it — Psychology, Sociology, Communications, and
Anthropology. From this emerged TRA’s proprietary Brand Trust Matrix,
comprising 61 intangible attributes of Trust, which got clubbed into 10 Brand
Behaviors and 3 Foundations of Trust.

Over the years, the insights on intangibles provided through The Brand Trust
Matrix have given hundreds of brands a strategy template that impacts their
fundamental intangibles, thereby impacting transaction - their propensity
to be bought. Impacting brand action and brand communication, the Trust
insights are now being used by leading brands to improve their Buying
Propensity. Kaplan and Norton, the originators of the Balanced Scorecard
method, have said in their book “Strategy Maps” that More than 75% of an
organization’s market value is derived from intangible assets that traditional
financial metrics don’t capture. It is this value that The Brand Trust Matrix
and its derived Buying Propensity insights capture.

This year’s primary research on Brand Trust has given over 11,000 brands
and the top 1000 are from 40 Super Categories and 292 Categories. Close
to 320 new entrants have made it to the list and naturally a similar number
made it out of the list from last year too. There were more shake-ups as well.
348 brands fell from their previous years’ ranks with an average fall of 150
ranks; moreover, 323 brands rose in ranks with an average rise of 160 ranks;
lastly, 9 brands retained their previous year’s ranks. Last year, 280 brands
were new/replaced brands, 365 brands fell (by an average of 172 ranks), and
351 brands had risen in ranks (with an average rise of 166 ranks). Four brands
had remained unchanged in their ranks last year. The picture is one of change,
where, as years pass, only more of the same can be expected.

To keep building the propensity to buy for your brand, keep your strategy

focused. Keep it simple.

N. Chandramouli
CEO
TRA Research (formerly Trust Research Advisory)
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India’s Most
Trusted Brands

ANALYSIS OF INDIA’S 20 MOST
TRUSTED BRANDS

Forabrand to be considered “trusted”, everything a brand does and is matters. The net effect of all actions and
communication of a brand is reflected as perceptions in the minds of the stakeholders. Perceptions change
frequently, sometimes due to a perceived change in the brand’s outlook, sometimes due to a change in the
outlook of those who interact with it, and a few times due to a change in the environment. With consumers
forming their opinions and changing their perceptions frequently, very few brands tend to enjoy the privilege
of being consistently considered trusted. Given TRA’s expertise in understanding and measuring Brand Trust

% BT Diff

Brand Name Category From

Super Category

2017 | 2016

Previous

1 18 17 SAMSUNG Durables Consumer Electronics -
2 SONY Durables Consumer Electronics 20%
3 LG Durables Consumer Electronics 19%
O\ noticeabl
4 16 12 APPLE Technology Personal Technology 43% gap
5 TATA Diversified Diversified 4%
6 HONDA Automobile Four Wheeler - Manufacturer 6%
7 1 4 MARUTI SUZUKI Automobile Four Wheeler - Manufacturer 18%
8 8 0 DELL Technology Personal Technology 3%
9 27 18 LENOVO Technology Personal Technology 5%
10 7 -3 BAJAJ Diversified Diversified 1%
1 26 15 HEWLETT PACKARD Technology Personal Technology 4%
12 24 12 BATA Personal Accessories Footwear 6%
13 23 10 STATE BANK OF INDIA BFSI Bank - PSU 6%
14 4 -10 NOKIA Personal Gadgetry Mobile Phones 1%
15 173 158 PATANJALI FMCG Diversified 0%
16 13 -3 AIRTEL Telecom Mobile Service Provider 2%
17 28 11 PHILIPS Diversified Technology - Diversified 1%
18 35 17 LIC BFSI Insurance - PSU 3%
19 - - RELIANCE JIO Telecom Mobile Service Provider 4%
20 17 -3 LUX FMCG Bath/Beauty 1%

and its relentlessly focus on decoding the Most Trusted Brands of India, we can state with near certainty that

earning this prestige from stakeholders can be considered the most fulfilling achievement for brands.

Brands that feature among the top 20 within The Brand Trust Report 2017 have established long and trusted

Watch out for
Patanjali and Jio

THE BRAND TRUST REPORT™ 2017 ﬁ
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Climbs 17 ranks

legacies. These legacies have left a lasting impression on the Indian psyche, as the Report illustrates. Having
created their impact, these brands retain their statuses by continual efforts towards creating and maintaining
consumer trust. This chapter outlines India’s Top 20 Most Trusted Brands. At the top of this distinguished
list is Samsung as India’s Most Trusted Brand for 2017. The South Korean Consumer Electronics giant has

Brand Trust Index
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climbed towards this spot by dominating across
categories and asserting itself as India’s Most Trusted
Brand. Samsung’s innovative products coupled with
their marketing initiatives have seen to contribute to
the success of the brand globally as well as in India.

Second on the podium and separated by 20%
Brand Trust Index (BTI) score from Samsung is the
Japanese Consumer Electronics company Sony,
which has managed to maintain its 2016 ranking.
LG also retains its third rank from last year, but the
gap between Sony and LG has widened to 19% (from
the previous year’s 11%). The Consumer Electronics
Category has always been a high-achieving category
in terms of Brand Trust, but this is the first time
in the last seven editions that the three topmost
trusted brands in the list are from the Consumer
Electronics Category.

Separated by the highest percentage difference
from its preceding brand in the top 20 (43%), is
Apple, rising up twelve positions from its 2016
ranking to occupy fourth place this time round.
Having been among India’s Most Trusted Brands
in all the previous six editions of the Report, Apple
has risen substantially to finally make it among
India’s five Most Trusted Brands in 2017. The first
Indian brand to appear in this list, the home-grown
Tata Group, also maintains its fifth place this year.
The brand has always featured among India’s top 5
Most Trusted Brands and the Chairmanship fracas
has not impacted the brand’s Trust in any way; Tata

—

India’s 20 Most Trusted Brands
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continues its unbroken dominance in the Diversified
Super Category for seven years in a row, asserting its
prowess in the Indian market and mindshare.

The Japanese public auto multinational Honda
preserves its sixth position from last year’s rankings,
just 6% behind the previous brand in Brand Trust
Index score. Maruti Suzuki, the leader infour-wheeler
sales, scales four ranks over last year, entering this
year’s rankings at the seventh spot, lagging behind
the previous brand by 18% BTI score. lllustrating
unwavering consistency in its commitment to its
consumers, Dell maintains its eighth position for a
third year running, truly bringing home the power
to do more. Lenovo rises 18 ranks from last year to
feature in the ninth position in 2017. Rounding up
India’s top 10 Most Trusted Brands is India’s very
own two-wheeler and three-wheeler manufacturing

company, Bajaj, falling 3 positions from 2016.

Opening up the second-half of the top 20 rankings
is Hewlett Packard at 11th position. Global footwear
manufacturer and retailer Bata secures the 12th
position in The Brand Trust Report 2017, just 6%
Brand Trust Index score behind the previous. The
Indian public sector banking and financial services
organization State Bank of India, rises up 10 positions
from 2016, occupying this year’s 13th rank, separated
again by a gap of 6% from its predecessor. Following
it at rank 14 is Nokia, the relaunched brand that was
once eponymous with the Category, having dropped
10 ranks from its ranking last year.

6 THE BRAND TRUST REPORT™ 2017 15—



A remarkable rank escalation from 2016 and also the biggest climber in the top 20 rankings, Patanjali jumps
up 158 positions to be ranked 15th this year, leading the FMCG - Diversified Category. Telecom giant Airtel
asserts its status as India’s Most Trusted Telecom brand. However, Airtel has fallen by three positions from its
ranking last year, occupying this year’s 16th rank, separated by a mere 2% from its predecessor.

Dutch company Philips holds the 17th position with an eleven rank upward movement over its ranking from
last year. Philips, synonymous with lighting and entertainment systems, is now increasing focus on developing
the brand as a healthcare player. Indian state-owned insurance group and investment company LIC occupies
the 18th position, up a commendable seventeen positions from the previous Brand Trust Report.

In the 19th position, new entrant Reliance Jio makes it into the Top 20 Most Trusted brands list this year. For
a brand that is still nascent in the market, it has not only managed to garner limelight but has also managed to
give its competitors a tough battle. Lux succeeds in rounding off the top 20 list of the Most Trusted Brands
in India for 2017. The Unilever brand has dropped three ranks this year after sharply ascending 250 ranks in
the 2016 Brand Trust Report.

This year’s top 20 Most Trusted Brands have seen the entrance of eight new brands, with two—Patanjali and
Reliance Jio—making significant leaps in their rankings. The Personal Technology Super Category rules the
roost, with four brands from this Super Category among the top 20 brands overall, followed by Consumer
Electronics, which features three. In a line-graph analysis of the top 20 ranking, the percentage differences
between the brands are very small - making small changes in Brand Trust makes a big difference in the Brand
Trust Report ranks.

Deeper Understanding Of Brand Trust

Chefs craft experiences. The combination of ingredients is more than a chemical reaction. It is the confluence
of sustained knowledge and dedicated experimentation. Different combinations of different ingredients
produce varying results, but it is the right combination of the right ingredients in the right quantities that
makes gastronomic magic happen. Similarly, trust has a smorgasbord of ingredients. Inspired by Einstein’s
famous call-to-action to find simplicity in complexity, we have distilled the understanding of Brand Trust into
two parts. First is the Trust Quotient of 61 attributes that make up Trust and the second part calculates the
total assemblage of Trust. Together they form the Brand Trust Index. Using the chef analogy, the ingredients
are the Attributes while the holistic experience of the created dish is the Assembly. Understanding this
facilitates better brand communication and action.

Brand Trust = Trust on Attributes + Trust Assembly
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Super Category # 1 India’s Most Trusted

Alcoholic Beverages
Apparel

Automobile
Automobile-Related
Baby Care

BFSI

Branded Fashion
Cable

Cigarette
Diversified

DTH

Durables

Education

Energy
Entertainment
FMCG

Food & Beverage
Government Body
Healthcare

Home Care

Home Furnishings
Hospitality
Household Electricals
Household Products
Internet

Kitchen Care
Manufacturing
Media - Print
Media - Radio
Media - TV

NGO

Personal Accessories
Personal Gadgetry
Retail

Services

Sports

Stationery
Technology
Telecom

Transportation

KINGFISHER (Beer)

RAYMOND (Fabrics to Brands)
HONDA (Four Wheeler - Manufacturer)
EXIDE (Auto - Batteries)
PAMPERS (Diapers)

STATE BANK OF INDIA (Bank - PSU)
FASTRACK (Branded Fashion)
HATHWAY (Cable Network)

GOLD FLAKE (Cigarette)

TATA (Diversified)

DISHTV (DTH)

SAMSUNG (Consumer Electronics)
KANGAROO KIDS (Pre-School)
INDIAN OIL (Oil and Gas - Domestic)
INOX (Cinema - Display)
PATANJALI (Diversified)

AMUL (Dairy - Diversified)

INDIAN ARMY (Armed Forces)
HIMALAYA (Ayurveda - Diversified)
ALL OUT (Pest Control)

KURLON (Mattresses)

TAJ HOTELS (Hotels - Premium)
USHA FANS (Fans)

VELCRO (Fasteners)

GOOGLE (Internet Search)
PRESTIGE (Cookware)

ASIAN PAINTS (Paints)
HINDUSTAN (Newspaper - Hindi)
92.7 BIG FM (FM)

AAJ TAK (Hindi News)

ART OF LIVING (NGO)

BATA (Footwear)

NOKIA (Mobile Phones)

KFC (QSR)

IBM (Consulting/Services)

BCCI (Cricket Sports Authority)
NATARAJ (Writing Accessories)
APPLE (Personal Technology)
AIRTEL (Mobile Service Provider)
SPICEJET (Airlines - Indian)

ROYAL STAG (Whisky)

LEVI'S (Casualwear)

MARUTI SUZUKI (Four Wheeler - Manufacturer)
MREF (Tyres)

HUGGIES (Diapers)

LIC (Insurance - PSU)

GUCCI (Luxury Fashion)

MARLBORO (Cigarette)

BAJAJ (Diversified)

TATA SKY (DTH)

SONY (Consumer Electronics)

NIT (Training Institute - IT)
BHARATGAS (LPG)

PVR (Cinema - Display)

LUX (Bath/Beauty)

BRITANNIA (Diversified)

DELHI METRO RAIL CORP. (Metro Rail)
DABUR (Ayurveda - Diversified)
MORTEIN (Pest Control)

SLEEPWELL (Mattresses)

HYATT HOTELS (Hotels - Premium)
HAVELLS (Fast Moving Electrical Goods)
AMAZON (Online Retailer - Diversified)
MILTON (Kitchenware)

AMBUJA CEMENT (Cement)

TIMES OF INDIA (Newspaper - English)
RADIO MIRCHI (FM)

ZEE TV (Hindi GEC)

CARE INDIA (NGO)

ADIDAS (Sportswear)

OPPO (Mobile Phones)

DOMINO'S (QSR)

TOPS SECURITY (Security Services)

IPL (Cricket League)

APSARA (Writing Accessories)

DELL (Personal Technology)

RELIANCE JIO (Mobile Service Provider)
HERO CYCLES (Bicycles)
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Category-wise Study
of Trust In Brands

H uman beings have a tendency to look for patterns, repetitions, and designs; they classify these into
groups, which enable them to understand things better. The classification of brands, by comparing
their characteristics, helps in dividing them into larger groups (Super Categories) and then into smaller
groups (Categories). Brands are a timeless interface between the consumer and ideas. They continue to
be virtually immortal as they are the souls of businesses. In The Brand Trust Report, the brands evoked in
response to questions asked could be anything the respondent considers to be a brand - a product or a
service. The categorization of brands is done after the results are consolidated by our Editorial team after
a detailed scrutiny of the nature of the business, contribution to the overall business, among other factors.
The nomenclature of the Categories has evolved over the years and is reviewed each year to keep them
relevant to the brands that have been clubbed under it.

In this chapter, we consider some important Super Categories and Categories depending on the size or
importance of the same. For purposes of lucidity and consistency, we will go in alphabetic order of Super
Categories.

Alcoholic Beverages Alcoholic Beverages

This Super Category consists of four Categories
- Beer, Scotch Whisky, Vodka, and Whisky. In

numero uno position of the alcoholic Beverages

Super Category of the Brand Trust Report 2017 is

Kingfisher Beer, a leader in this Super Category for P

the last 7 years of this Report. Not only that, it is 2

way ahead of the competition, with a 56% Brand Iz

Trust Index unit gap to the nearest competitor, =

Royal Stag Whisky, which, to its credit, has steadily _g

climbed rankings over the years and is now firmly oa)

at second place behind Kingfisher just like last year.

In third position is McDowell’s Whisky, a mere 2%

behind Royal Stag and the biggest positive mover g BTR Rank -
in the Alcoholic Beverages Super Category, having KINGFISHER 413 g“)‘:&\':iw
moved 223 ranks forward to be ranked 451 in the \— ROYALSTAG #443

overall rahkings. Signature Whisky comes in .at rank ____ ggg%\ﬁgﬁs zzg;

four and is 11% Brand Trust Index units behind the \— TUBORG #571

brand placed third. Another Beer brand, Tuborg, — FBeIE)AYCAIT_EgiLLENGE ZZO;

populates the fifth position in this Super Category, \— |MPERIAL BLUE 4637

with its Brand Trust Index score 18% behind the \———— SMIRNOFF | #678

brand placed fourth. Black Dog, the leader in BUDWEISER /’_Q\ r82d

the Scotch Whisky Category, is placed sixth, é

THE BRAND TRUST REPORT™ 2017 6



with Whisky brands Royal Challenge and Imperial
Blue coming in at seventh and eighth positions
respectively. The list of the top 10 Alcoholic
Beverages brands is concluded with the only Vodka
brand in the top 1000, Smirnoff, placed ninth in the
Super Category, and Budweiser Beer placed tenth.

Apparel - Casualwear

Apparel - Casualwear

[

US POLO

11%

LEE COOPER

5 AEROPOSTALE

o

SPYKAR ‘@ WRANGLER

The Apparel Super Category had 50 brands in the
top 1000 overall listings last year and has 61 this year,
which is a small clue indicating the redrawing of the
priorities of urban Indians as regards the finer things
in life. From these 61 brands, 20 Categories have
been made, the largest of which is Casualwear, with
a total of 14 brands under it. In this Category, given
the competition and the large stakes, there has been

LACOSTE

L

UNITED COLORS
OF BENETTON

quite a bit of movement among the players, starting
right up at the top of the rankings. Toppling its direct
rival and the leader of the Category from last year,
Levi’s takes the pole position in this year’s Brand
Trust Report among Casualwear brands. Lagging 22%
BTl score behind is last year’s leader, Lee, which has

dropped 16 ranks from its 2016 overall ranking.

6 THE BRAND TRUST REPORT™ 2017

Trailing 59% BTl score behind the brand placed
second is US Polo, which comes in at the third spot,
having climbed a remarkable 709 ranks to get there.
Lacoste is placed fourth, 51% BTl score behind US
Polo. Lacoste has also climbed a remarkable 143
ranks this year compared to its last year’s ranking.
Aeropostale is next in the list, ranked fifth, just 2%
BTl score off the BTl score of the brand placed
fourth.

Wrangler, Lee Cooper, Pepe, United Colors of
Benetton, and Spykar make up the top 10 Apparel -
Casualwear brands in the Brand Trust Report 2017.

Automobiles — Automatic Scooters

This Category, albeit populated with just five brands in
the top 1000 brands of the Brand Trust Report 2017,
deserves mention due to the cut-throat competition
and high advertising spends it enjoys. The top
Automatic Scooter in the country in terms of Trust is
Honda Activa, which is a huge 75% BTl score ahead

of its closest competitor, Suzuki Swish, ranked second.

8% BTl score behind is TVS Jupiter, with the Vespa
coming in at the fourth spot, having plummeted 427

ranks since the Brand Trust Report 2016. The fifth
Most Trusted Automatic Scooters brand in Indiais TVS
Wego, trailing the brand before it by 6% BTl score.

Automobiles — Automatic Scooters

HONDA ACTIVA
SUZUKI SWISH
TVS JUPITER

VESPA
TVS WEGO

* Values are with respect to the Brand Trust Index recorded in 2017
# symbol indicates All-India ranks



Nokia - The Nordic Phoenix

The story of Nokia has all
the ingredients of a block-
buster movie - humble
beginnings, a dramatic turn
of events that catapulted
the brand to incredible
heights, the larger-than-life
plummeting to the bottom, and then the Phoe-
nix-like reemergence of the brand that just
refuses to accept defeat.

The brand that made the world’s first satellite
call in 1994 has its roots in a wood pulp mill in
scenic Finland. Founded in 1865 by a Finnish
Engineer in the small town of “Nokia” (so called
because of the river Nokianvirta that flowed
through the town), the brand, at the age of 152,
today stands at the cusp of entering the smart-
phone fray and once again playing with the big
boys as an equal. All the necessities are there,
the requisite residual trust quotient is there, and
everybody likes an underdog that can fight
above its weight category.

In India, until the entrance of Samsung, Apple,
Sony, and the ilk, Nokia was eponymous with
the entire Mobile Gadgetry Industry. Its fall
needs no mention - it was hard and devastat-
ing, and a lesser brand would have packed up
and called it a day. Not Nokia, though. Today,
with the world of business as its witness,
Nokia—The Nordic Phoenix—is once again
gaining headlines and the loyalty of customers.
It is a brand worth keeping an eye out for, and it
would be a fool who takes it lightly.

/ Non-Threatening \

Ambience

This is a very important
condition for Brand
Trust™ to develop. Any
environment that has a
hint of competition,
manipulation, intimidation, or coercion is
immediately seen as a source of threat
(gross or subtle) by the Trustor, eliminating
this basic requirement for trust. Unless the
ambience is seen as being beneficial by the
Trustor, building trust becomes impossible.
Perceived vulnerabilities in any situation
lead to awareness of threat, and in turn,
result in a response of pressure or fear. In
the case of Brand Trust, Non-Threatening
Ambience can be reinforced by displaying
cultural neutrality, absence of bias, and an
overall concern for safety. One of the
important aspects for a brand to create a
trust-conducive environment also depends
on the ease of approachability to the brand.

. J

Sandeep Ghosh
CEO & MD,
Bharti AXA Life

Trust, when it comes to brands, has
varied manifestations in the consumers’
minds. We believe that getting into
honest conversations with our audience
is the key; this is where trust is built or
broken. Trust is paramount in the life
insurance category. When we commit to
protect the families of our consumers
during unfortunate times, the discussion
goes beyond asking them to buy our
product — We are asking them to trust us.
And trust, thus, is the single most
important reason for the category of life
insurance to exist.

/




Automobiles — Car — Hatchback

Always a closely-fought Category, the Car — Hatchback brands number seven this year. Even though it
has fallen 104 ranks from last year, the Maruti Suzuki Swift retains its position as India’s Most Trusted
Hatchback. The Tata Nano, trailing 26% BTl score, is ranked second in the Category.

In the largest positive jump in the Category, Hyundai i10 has bettered its overall ranking by 431 to find itself
at the third rank, having improved on its ninth rank from BTR 2016. A sizeable 24% BTl score behind and
ranked fourth in the Category is Maruti Suzuki Ritz. Rounding off the top 5 is Tata Indica, closely followed
by Hyundai Santro at the sixth spot. The final brand in the Category is Maruti Suzuki Alto, which was ranked
fifth in the Category in BTR 2016 and has dropped 2 positions this year round.

Automobiles — Car — Hatchback

#353 MARUTI SUZUKI SWIFT O

#435 TATA NANO

#509 HYUNDAI 10 O

#618 MARUTI SUZUKI RITZ

#634 TATA INDICA O
#683 A HYUNDAISANTRO O

#978

MARUTI SUZUKI ALTO

*Values are with respect to the Brand Trust Index recorded in 2017

Automobiles — Four-wheeler Manufacturers

Home to 20 brands vying for a piece of the Indian Automobile market pie, the Four-wheeler Manufacturer
Category is one that has always been too close to call. Remarkably then, the top 6 brands’ rankings in the
Category have remained the same since BTR 2016. Japanese Automobile giant Honda comes in at the top
spot, followed at a distance of 18% BTl score by indigenous brand Maruti Suzuki. The third-ranked brand in
this Category is the South Korean Hyundai Motor Company, which is a substantial 57% behind the brand

that is ranked second.

In the list featuring 20 brands, four make a new entry into the list, namely GMC, Datsun, Kia, and Acura.
Four others, Tata Motors, Skoda, Mitsubishi, and Hindustan Motors have fallen from their ranks. However,
12 brands gained in ranks, with an average rise of 141 ranks in the list, giving a clue to the aspirational nature

of this Category. Ranked fourth is another Japanese multinational, Toyota Motors, which is a mere 7% BTI
score behind the brand ranked third in this year’s Four-wheeler Manufacturers Category. Coming in at the
fifth spot and appearing as the first non-Asian-origin Automobile manufacturer is Ford, the American Auto

giant that has always found favor among the Indian populace.
# symbol indicates All-India ranks
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Trailing 28% BTl score from the previous brand is Suzuki, which is ranked sixth. Coming in at the seventh
spot is Mahindra Auto, which deserves a special mention because it has climbed a remarkable 775 ranks to
be among the big Automobile Manufacturer names this year. Nissan, Tata Motors, and Volkswagen round

off the top 10 brands in this Category in that order.

Automobiles — Four-wheeler Manufacturers

Brand Trust Index
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Automobiles — Four-wheeler Luxury

The second most populous Category in the
Automobiles Super Category is Luxury Four-
wheeler Manufacturers, with a total of 14 brands
under it. As mentioned earlier, a four-wheeler holds
aspecial allure for the Indian consumer, and a luxury
four-wheeler even more so. In this closely watched
Category, there has been quite a bit of shuffling
of brands; however, the top 2 have retained their

ranking from last year’s BTR.

Automobiles — Four-wheeler Luxury
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India’s Most Trusted Luxury Four-wheeler Brand
is German Bayerische Motoren Werke AG, also
known as BMW, which is ranked 45th in the All-
India listings and is a healthy 19% BTl score above
its closest competitor. Second rank is also held by
a German Automobile Manufacturer, Audi. Having
moved 295 ranks upwards but still with a BTl score
that is a significant 68% lower than the previous

brand’s is third-ranked Volvo Cars.

British Luxury Automobile Manufacturer Jaguar
is ranked fourth in this year’s rankings, some 14%
behind the brand ranked third. A mainstay in the
Luxury Automobile circle, the ltalian Ferrari comes
in at rank five, with a BTl score that is 12% lower
than its previous competitor. Mercedes Benz,
which is ranked sixth, is the only brand in this
Category to have lost ground, losing 65 ranks in
the overall listings; the German multinational is a
small 4% BTl score behind Ferrari. Porsche, yet
another German Luxury Car Manufacturer, is
seventh in the rankings. Lexus, Rolls Royce, and

Lamborghini complete the list of 10 of this power-
packed Category of BTR 2017.

Only lux car brand to



Intel Inside

Kishor Kharat

Intel Inside is one of those MD & CEO,

“world’s top 100 compa- IDBI Bank

nies" stories we keep hear-

ing about, but the name Brand Trust is a vital constituent in brand
and the logo of the compa- building. We are of firm conviction that
ny are a story by them- when a brand diligently focuses on its

trust quotient, it gains market share,
product premium, and consumer
acceptance. In an industry built around
products that are at their most basic level
largely homogenous, building and
maintaining brand trust and

selves.

The technology company, founded in 1968 by
Gordon Moore and Robert Noyce, was proposed
to be called “Moore Noyce’, which sounded
disconcertedly like “more noise”. The idea was
quickly abandoned and the founders settled for attractiveness is our key priority. Trust is
the more staid N M Electronics, which went on to built and maintained by many small
become Integrated Electronics, or Intel for short. e e @V e, T e el £ e 6l
But a hotel already had the rights to the name technique, tricks, or tools, but of
and it had to be bought. There was no shortage
of challenges for Intel on its way up the ladder of
world business.

character. At IDBI Bank, we take steps to
build a strong character of dependability
and staunchly believe that our customer
is our primary priority.

/

And then the famous “Intel Inside” logo present-
ed its own challenges — whether the “e” in Intel
should be hanging, the color of the logo, and the
use of the circular flourish. Then, in the early ‘70s,
the fortunes of Intel were forever and irrevocably
changed. A Japanese client asked the company
to design 12 chips for its calculators. The compa-
ny didn't have the resources or the manpower for
the job and decided to put 12 microchips in one
chip. Eureka - it worked! And what’s more, no
one had done it until that point. Intel took on
thought leadership in their industry.

Shared Interests \

Shared Interests are
symbolic of common
cultural  and  social
backgrounds and
therefore lead to an
expectation of better mutual understanding.
Shared Interests also helps in higher
transactional  predictability,  eventually
leading to a better Brand Trust™ environment.
The Shared Interests Composite showcases a
congruence of values, beliefs, and thoughts.
For example, people who like football are
more likely to trust others who also like the
game, even if there was nothing else the two
hold in common; as also will there be a higher
degree of trust among readers who enjoy
books of the same author. When the Shared
Interests extend from the casual into areas of
professional, academic, and social overlaps,
Brand Trust™ gets reinforced even more.
Among the not-so-visible aspects of
developing Shared Interests is also the
initiative shown by the brand.

N /

Today, there are millions of transistors on a chip,
as in the Pentium. Think technology, think Intel.




BFSI

Moving now to the players of the BFSI Super
Category, which have been greatly impacted by the
Demonetization of 2016, most of them have had a
checkered backdrop in terms of Trust score. There
are 16 new brands in the list; 15 brands have gained
an average of 168 ranks and 17 brands have fallen an

average of 200 ranks.

Banks - Type-wise Break-up

Of the 23 Banks listed in BTR 2017, there are 4
major bifurcations among them - Federal, Foreign,
Private,and PSU. The Reserve Bank of India, ranked
378th this year, is the only Federal Bank. There are
S Foreign Banks; in order of their appearance in the
top 1000 listings, they are HSBC, Citibank, Wells
Fargo, Standard Chartered, and Barclays. The BTR
2017 rankings also have 6 Private Banks; in order,
they are ICICI Bank, Axis Bank, Kotak Mahindra
Bank, HDFC Bank, YES Bank, and IndusInd Bank.
In order of their appearance, the 11 PSU Banks are
State Bank of India, Bank of Baroda, IDBI Bank,
PNB Bank, Union Bank of India, Bank of India,
Canara Bank, Oriental Bank of Commerce, Dena

Bank, Corporation Bank, and Syndicate Bank.

Notable positive movers in the BFSI Super
Category include American Express, the leader
of the Credit/Debit Card Category, which has
climbed 149 ranks; Birla Sun Life Insurance, which
has pummeled its competitors in the Insurance

— Private Category by climbing 671 ranks and

@ THE BRAND TRUST REPORT™ 2017

leading the Category; Muthoot Finance, which
has ascended 326 ranks and leads the Financial

Services Category; and Union Bank of India, which
has climbed 296 ranks compared to BTR 2016.

Other BFSI Graphs

BFSI - Banks — Private

YES BANK

INDUSIND
BANK

HDFC ‘

BANK

KOTAK
MAHINDRA
BANK

ICICI BANK

AXIS BANK

* Values are with respect to the Brand Trust Index recorded in 2017

BFSI - Insurance - Private

b 71 ranks gained

Brand Trust Index

36% 167 15% J10% 8% 7%

BIRLA SUN LIFE
INSURANCE
BHARTI AXA
AVIVA LIFE
INSURANCE
TATA AIA LIFE
INSURANCE
IFFCO TOKIO
METLIFE
INSURANCE

BAJAJ ALLIANZ

BFSI - Credit-Debit Cards

AMERICAN EXPRESS
MASTERCARD 8%

# symbol indicates All-India ranks



BFSI - Banks - PSU

#13 STATE BANK OF INDIA [61%
#249 BANK OF BARODA | 8%
#329 IDBI BANK | 6%
#339 PNB BANK | 5%
#347 UNION BANK OF INDIA | 5%
#453 BANK OF INDIA [ 4%
#488 CANARA BANK' | 4%
#578 ORIENTAL BANK | 3%
#713 DENA BANK [2% ]~
#988 CORPORATION BANK || 1%
#992 SYNDICATE BANK ] 1%

* Values are with respect to the Brand Tr

Diversified

Index recorded in 2017

New entrants

As the name suggests, the brands that thrive in this Super Category are among the most versatile businesses

in the country, making them household names for many, many years. These brands enjoy a massive following

due to what we term Residual Trust, a deeply rooted, unmoving quality that makes the mere idea of these

brands imbue positive thought processes and memories.

Ranked first in this vital Super Category is the massively diversified Tata, which has maintained its leadership

in this Super Category for the last 7 years and enjoys an All-India ranking of fifth. Following 29% BTl score

behind is Bajaj, which too has retained its second spot in the Super Category but has dropped three ranking
spots and has fallen from its All-India rank of 7 to be ranked 10th this year round.

Diversified

#5

Brand Trust Index

TATA

#10

L 29%

BAJAJ

#17

#22
#23
#53
#58
#66

. 18%

PHILIPS
RELIANCE
GODREJ
VIDEOCON
WIPRO

# symbol indicates All-India ranks
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#360
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#731

#808
#986
#996

ADANI GROUP
SIEMENS
MAHINDRA &
MAHINDRA
ADITYA BIRLA
HONEYWELL
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Philips, the Technology - Diversified brand, has leaped from fifth rank in this Super Category last year to
the third; it is 18% BTl score behind its predecessor. Reliance follows close on Philips’s heels and is 14% BTI
score behind; it is ranked 22, the exact same as last year’s ranking and is ranked 4th in the Diversified Super
Category. Godrej ranks Sth this year, having fallen from its third rank in the Super Category last year;
however, it is a mere 5% BTl score behind the brand that is ranked fourth. Videocon, ITC, Wipro, Hitachi,
and Max are ranked between sixth and tenth of the top 10 of this list.

Durables - Consumer Electronics

Samsung, India’s Most Trusted Brand for the year 2017, is naturally the leader of this Category as well. Jumping
17 ranks to sit pretty atop the leaderboard, the Consumer Electronics megabrand has a comfortable lead in this
Category as well, separated from its closest competitor by 20% BTl score. Sony comes in at the second spot,
retaining its overall rank of 2 from BTR 2016. The Japanese Consumer Electronics giant is comfortably above its
own closest competitor by a BTl score of 19%. South Korean LG, the multinational conglomerate, which too has

retained its overall rank of 3 from BTR 2016, is ranked third in this Category.

With a massive 77% BTl score gap, Whirlpool is placed fourth in the Category. To its credit, the brand has climbed
handsomely from All-India rank 44 last year to All-India rank 27 this year, taking it from rank 6 in the Consumer
Electronics Category to rank 4. Panasonic is next, ranked fifth and a substantial 23% behind Whirlpool. Onida,
Voltas, IFB Appliances, Toshiba, and Sansui are ranked 6th — 10th in the Consumer Electronics Category.

Durables — Consumer Electronics

#1

#2
#3
#27
#43
#55
#77
#80
#145
#169
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PANASONIC IS
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LG, Sony maintain 2016 ranks

FB APPLIANCES EJ

FMCG

With a total of 124 brands, out of which 16 are in the top 100 All-India list, the Super Category FMCG is
one of the pivotal Industries in the country. Still leveraging its natural-ingredients pull on Indians, the new
FMCG megabrand Patanjali leads one of the most hotly contested Super Categories in the Brand Trust
Report 2017. Ranked 15th in the All-India listings, the brand was ranked 31st in this Super Category last
year; Patanjali is enjoying its golden period of growth, coupled with Brand Trust gains. Following just 10% BTI
score behind is the Bath/Beauty brand Lux, whose All-India rank is 20.

Dove, whose BTl score is 14% below Lux’s, is at the third spot in this Super Category. Coming in at the
fourth position is Lakme, a brand that has gained 28 ranks in the overall listings. It is 7% behind Dove. The
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Anand Mahindra
I Chairman & MD,
Mahindra Group

We consider our employees as crucial in
building trust for the brand. Perceptions
about a brand are built through signals
sent out by two sources —
products/services and employees
(including the leaders). It is the customer
who ultimately vouches for the “trust”
factor that he/she sees in a brand — and
the market performance of the Mahindra
brand is a direct reflection of the trust
reposed in it by its customers.

Display of Empathy \

To create a
trust-conducive
environment, the

Display of Empathy is
even more important
than the earlier two Composites discussed.
Empathy is a complex sequence that shows
and reinforces an emotional connect
between the target and the brand.
Colloquially speaking, it is the ability of the
brand to step outside of itself and see the
world through the eyes of its audience.
Empathy gives the ability to take risks on
unexplored fronts with greater confidence,
and develops a “gut feel” for the right
decisions. Important aspects that help in
creating and showcasing brand empathy are
caring, listening, and emotional sensitivity.
But apart from the obvious aspects, Empathy
comprises showcasing compassion. The most
significant aspect of Empathy, however, is in
the brand’s ability to relate to and understand
the audience.

- /

Rely on Reliance

You can’t separate Reliance
Industries from Dhirubhai
Ambani just as you can't
separate the myths from
the facts about the man.
These are facts, though - he
was the son of a poor

school teacher and did not have a college edu-
cation; he started out as a clerk in a gas station
in Aden (now Yemen) at age 16 and returned to
India to set up a business in Mumbai to export
spices and fabrics to Aden.

He started out with a capital of INR 15,000 and
rented table space in a shared office in Bombay
(now Mumbai) for two hours a day. He then
moved to Textiles and set up a mill near Ahmed-
abad. He founded Reliance Industries in 1966.
“Only Vimal, Only Vimal” was perhaps the best
known advertising slogan of the '80s, with the
textile known for quality and affordability. The
Ambani methodology was to set up factories
with the most modern, efficient, and cost-sav-
ing machinery.

And so the Reliance steam-roller went from
textiles to petrochemicals, oil exploration,
power, and a host of other industries including
Telecom and Mobile Telephony. Today, Reliance
is @ name that is synonymous with disruptive
entrances into newer industries and its
near-hostile “takeover” of the industries that
catches its fancy. After the rampaging success
of Jio, Reliance is next targeting the Taxi Aggre-
gator business — Uber and Ola better beware!




fifth rank is occupied by Colgate (All-India rank 31), which is 8% behind Lakme. The 6th — 10th spots in this
top-notch Super Category are held by Pond’s (All-India rank 39), Dettol (All-India rank 52), Sunsilk (All-
India rank 71), Fogg (All-India rank 73), and Garnier (All-India rank 85) in that order.

1 PATANJALI

FMCG

T
3 DOVE 8 SUNSILK  #70 N
4 LAKME « 9 2N
* Values are with respect to Vthe Brand Trust Index recorded in 2017
Food & Beverages

The F&B Super Category is led by Amul, the dairy products giant, which has climbed from All-India rank
41 to rank 21. Amul is followed by Britannia, which is 26% lower than the Super Category leader in terms of
BTl score. Britannia too has done well, climbing 29 spots in the overall rankings. Close on its heels is Pepsi,
a small 4% behind the brand placed second, but it has fallen 16 ranks in the All-India listings. Interestingly,
Pepsi’s closest Aerated Beverages competitor, Coca-Cola, is just behind it in the F&B Super Category, 12%

BTl score adrift.

Rank 5 is occupied by Nestle, a miniscule 3% behind Coca-Cola. Coming in at sixth position is Lays, which
has jumped 131 spots in the overall rankings to occupy All-India rank 56. Cadbury’s, the Confectionery
player, is ranked 7th in the Super Category, with Nestle Maggi, Maaza, and Sprite taking up the eighth,

ninth, and tenth positions in the Super Category respectively.

g i
Loses

AMUL leadership
2 33 62 29 BRITANNIA 26% of category
3 33 16 s
4 46 42 4 COCA-COLA 12%
s 4 78 29 NESTLE 3%
6 56 187 131 LAYS 7%
7 &1 89 22 CADBURY'S 12%
8 73 65 -8 NESTLE MAGGI 10%
9 7 45 MAAZA 0%
10 85 79 6 SPRITE 10%
1 90 69 21 HORLICKS 5%
12 102 58 44 PARLE G 12%
B m 35 HALDIRAM'S 9%
14 114 . . BISLERI 3%
15 18 el 43 AASHIRVAAD 2%
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Other Food & Beverages Graphs

Food & Beverages — Aerated Beverages

#35 PEPSI MOUNTAIN DEW  #527
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-—m MIRINDA #202

THUMS UP #160
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* Values are with respect to the Brand Trust Index recorded in 2017
Food & Beverages — Diversified Food & Beverages — Packaged Snacks
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Food & Beverages — Tea

#367 RED LABELTEA BROOKE BOND #396

LIBERTY TEA #417

#264 TATATEA

WAGH BAKRI #708

#232 LIPTON
TAJMAHAL #839

* Values are with respect to the Brand Trust Index recorded in 2017

# symbol indicates All-India ranks

THE BRAND TRUST REPORT™ 2017 6



Internet — Digital Wallet

Taking on extraordinary importance due to the
events that were set in motion by the Center
on Nov 8, 2016, the Internet - Digital Wallet
Category deserves amention among the Industries
we have highlighted in this chapter. Populated
with just three brands that have made it to the
top 1000 in the All-India listings, this Category
is led by Paytm, which finds itself at rank 184 this
year after having climbed 157 ranks to get there. It
has left its Digital Wallet competition in the dust
in terms of its Trust metric, with second-ranker
Oxigen Wallet coming in at a distant rank 767, a
large 82% behind Paytm in BTl score, and Citrus
Pay tailing off the Category at All-India rank 833,
around 13% behind Oxigen Wallet.

Internet - Digital Wallet

demonetisation effect

Internet — Online Retailer — Diversified

With the country going steadily cashless, this
Category from the broader Internet Super
Category is one of the Industries that has
been under the public lens and its players have
been under tremendous pressure to deliver
in both their services as well as their outward
communication.

Amazon pips Flipkart as India’s Most Trusted
Online Retailer — Diversified brand. Amazon
is a comfortable 44% BTI score above India-

@ THE BRAND TRUST REPORT™ 2017

owned Flipkart. Snapdeal comes in at a distant
third, 32% in arrears and having dropped its
ranking by 38 places in the overall listings.
Trailing Snapdeal by 29% is eBay, which too has
dropped 12 spots in the overall listings of the
Brand Trust Report 2017.

Internet — Online Retailer — Diversified

Clear leader

L

AMAZON

SNAPDEAL

* Values are with respect to the Brand Trust Index recorded in 2017

Media - TV

The Hindi News Channel Aaj Tak leads the pack in
the Media Super Category as well as the Media--
TV Category. It is placed 96th in the All-India
rankings and is the only Media — TV brand to
appear in the top 100 India’s Most Trusted Brands
in 2017. Hindi General Entertainment Channel
Zee TV is ranked second according to The Brand
Trust Report 2017 - a whopping 56% BTl score
behind the leader of the Category. Hindi GEC
Star Plus is placed third, a slim 1% behind the brand
placed second. Channel Cluster Zee comes in at
the fourth spot with a gap of a mere 6% compared
to the previous brand.

The first English-medium Media - TV brand
appears in the form of Discovery Channel, which
is ranked fifth in the Category, 0.04% behind
the previous brand. NDTV, the highest placed
English-medium News Channel, is ranked sixth in
the Category. MTV, Colors TV, Disney Channel,
and Zee News round off the top 10 Media - TV
brands.

# symbol indicates All-India ranks



Demonstrated Sincerity\

The first behaviour from
the second foundation of
Trust is called
Demonstrated  Sincerity.
Though the term

“Sincerity” has many interpretations in normal
usage, it has a stricter application when it
comes to Brand Trust™ Demonstrated
Sincerity for a brand has both personal and
social implications, and consequently, “inner”
and “outer” manifestations. A brand that
displays inner sincerity shows high ethical and
moral values, self-regulated governance, and
integrity, and this behaviour is experienced by
its internal stakeholders. Brands that display
outer sincerity do so by showcasing the
highest degree of transparency and by
commanding genuine respect from their
audiences. This second manifestation naturally
holds more value to the end consumers of the
brand in question, but that does not mean a
brand can ignore the maintenance of the first,
that s, its inner sincerity.

- /
4

Sunil Duggal
CEO,
Dabur

Building on the legacy of quality and
experience of over 125 years, we today
are one of India's most trusted names.
We work continuously to update our
portfolio in line with changing consumer
demands and market share and growth.
Brand Dabur has been built, over the
years, on the trust of its consumers and
considers them the true owners. Our
herbal heritage has helped the brand
achieve consumers' trust, market share,
and growth. We consider our products,
consumers, investors and employees as
important pillars in building brand trust.

Adidas - The Story of the
Other Adolf

A shoe is a shoe is a shoe.
How much value can you add

to it? A lot more and then
some, Adidas has proved. In
Oﬁl G§ 1920, 20-year-old Adolf

Dassler made his first canvas
running shoe. He was joined

by his brother Rudi in 1924 and their factory, the
Dassler Brothers Shoe Factory in Herzogenaurach,
Germany, created the first soccer and track shoes
with studs and spikes. There was no stopping the
brothers from then on. Dassler shoes debuted at
the 1928 Amsterdam Olympics and have been
seen in every Olympic Games since then.

The brothers Adi and Rudi Dassler's Dassler Broth-
ers Shoe Factory aimed to create the best shoes for
each sport. Their shoe company was a pioneer in
partnering with athletes for promotion and feed-
back. After World War I, the bitter differences
between the brothers were too wide to be bridged
and they went their separate ways, with Adi form-
ing Adidas and Rudi going on to set up Puma.

The name Adidas derives from the name of the
founder of the company Adolf (Adi for short)
Dassler. Its own soccer ball came into the market in
1963. Adidas shot to further fame when the high
jumper Dick Fosbury won the gold in the 1968
Mexico Olympics with the famous Fosbury Flop
technique - wearing Adidas shoes. More sport
accolades were to come the company’s way when
Mohammed Ali beat Joe Frazier in“The Fight of the
Century”in 1971 — wearing Adidas shoes.




Media - TV

!
\
\
\29%
\
\

x

(0]

O

£

)

wv

ad B B Y ¥ Y

I 0 I ¥ Y

l_ ““““““““““

E -

10l R R Y  Yyos

m

—

o)

A > %) [ > > wn O < - 2 e

2 3 4 xz g > %2 z 8 % 5 & O

m o Wz &£ Zz zZ = - i < z =
N o >z = 5% s g : i
< 0% 9 o0% u 2 )
= O T 3 0 : :
n 20 v } <
[a)
Jewellery

Coming in at rank 171 in the All-India BTR 2017 rankings and ranked first in the Jewellery Category is
Tanishq, which retains its top position from BTR 2016. Tanishq is followed by the same brand that was
immediately behind it last year, Kalyan Jewellers, which is a large 54% behind the leader. Joyalukkas is
ranked third and is 16% behind the brand placed second.

Malabar Diamonds, which had not appeared in the top 1000 listings last year, has made a dramatic entry
at rank 439 in the overall listings and is at the fourth place in the Jewellery Category. Geetanjali Gem:s is
at fifth spot, short off the previous brand by 24% BTl score. Sangini, Senco Gold Jewellers, P C Chandra
Jewellers, Nakshatra, and GRT Jewellers follow in the top 10 list in that order.

Jewellery

#171 TANISHQ PC JEWELLER #781

GRTJEWELLERS #710
#381 KALYAN JEWELLERS

NAKSHATRA #663

#424 JOYALUKKAS
P C CHANDRA JEWELLERS #643

7439 MALABAR DIAMONDS SENCO GOLD JEWELLERS  #606

SANGINI #548

#538 GEETANJALI GEMS

* Values are with respect to the Brand Trust Index recorded in 2017
# symbol indicates All-India ranks
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Sportswear

With just 5 players appearing in this Category,
Sportswear is a tiny classification. However, it
deserves a mention due to the subdued but sure-
footed tendency of the urban Indian to engage
themselves in lifestyle changes like the addition
of exercise routines to their schedules. The
brands that appear in this Category all have an
Aspirational Appeal to the urban Indian.

Adidas has climbed 15 ranks in the All-India listings
and has been placed at rank 24 in BTR 2017; it
is also the leader of this Category. Just 3% BTI
score behind is Reebok, which has also climbed
to 26th rank overall from its 54th rank of BTR
2016; it is placed second. 11% off is third-placed
Nike, which has done well for itself by climbing 11
spots in the All-India listings. Puma and Fila rank
fourth and fifth in this select collection of brands
respectively.

Sportswear

FILA
#502

ADIDAS (28%

#24

REEBOK
#26

NIKE
#37

S

* Values are with respect to the Brand Trust Index recorded in 2017

Personal Gadgetry — Mobile Phones

One of the most eagerly watched Categories of
any Brand Trust Report is the Personal Gadgetry
- Mobile Phones one. There is no introduction
needed as to why the mobile phone holds a special
place in the heart of every Indian. With the hand-
held devices bringing all new-age functionalities
and digital advantages to one’s palm, an Industry
with higher stakes than this one would be hard

# symbol indicates All-India ranks

to find. Samsung Mobiles, last year’s leader in
has had a precipitous free fall to All-India 156th
rank. Nokia, a brand bent on reinventing itself
and once again occupying the monopolous

Personal Gadgetry — Mobile Phones

Residual Trust helps

makes a comback

Brand Trust Index

MICROMAX (w)
INTEX (]
GIONEE (0}

MOTOROLA (o]
BLACKBERRY (3]

mindshare it once enjoyed among Indians, leads
the Category in BTR 2017. Oppo, the Chinese
phone manufacturer, is at the second spot, lagging
behind the previous brand by 29% BTl score. Indian
brand Micromax is next, 21% behind Oppo and
ranked third in the Category. Yet another Chinese
phone manufacturer, Vivo, takes the fourth rank
and Indian brand Lava comes in at the fifth spot,
a mere 5% BTl score behind the previous brand.
Between sixth and tenth are the following brands
in this order — Motorola, HTC, Intex, Gionee, and
Blackberry.

Technology

Apple, the Technology giant, has climbed to the
numero uno spot in the Brand Trust Report 2017
Technology Super Category rankings, and with
All-India rank 4, has for the first time entered the
top 5 Most Trusted Brands of India as well. The
brand it beat to the top spot was the leader of the
Technology Category of BTR 2016, Dell, which
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has a 28% lower BTl score than Apple this year. Interestingly, Dell has maintained its ranking from last
year (8th). Coming in at the third spot is Lenovo, which is only 5% BTl score away from the brand that
has been ranked second. Hewlett Packard (HP) is ranked fourth, again 5% away from the previous brand.

In a remarkable positive movement, Asus has moved 140 spots in the overall rankings to be ranked 60th
in the overall standings and fifth in the Technology Super Category. Acer, Microsoft, HCL, Intel, and
Infosys round off the top 10 Most Trusted Technology brands in the country.
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Got a Sony at Home? - Me Too!

It is futile to even pretend to
tell the Sony story, which
truly is an epic tale. All we
SONY Kkl offer is nuggets from its
history. Just behold the
innovation! The company,
which began by putting

together a tape recorder with tapes made from
paper with hand-printed magnetic material, went
on make the world’s first pocket transistor radio, a
new cathode ray color television tube that trans-
formed color television, the Walkman, the cam-
corder, and the digital still camera.

It takes a combination of genius and gumption to
start a company like Sony in a garage in bleak,
post-war bombed-out Tokyo. Masaru lbuka and
Akio Morita, Sony’s founders, were visionaries in
different fields. Ibuka could think of products that
people would buy and Morita understood how to
take it to the people. Their combo was simply
meant to succeed!

When a then well-known company, Bulova,
offered to buy 100,000 radios from Sony and sell
them under the Bulova name, Morita refused. His
reply: “Fifty years from now, | promise you our
name will be just as famous as your company
name today.” A boast that turned out to be a
famous understatement. With Sony’s latest patent
of a contact lens camera, Sony takes a big leap in
image and video recording now. A new story has
just begun for the innovator. It's tough to find a
home (very soon an eye!) that does not own a
Sony product, and therein lays the brand’s lineage
of successes.

/ Enthusiasm \

\\"r An important Compos-
| 7 j ite of Brand Trust™ is
f"? ‘\ displayed Enthusiasm.
v While many appreciate
the value of an enthusi-
astic response, few know it to be an import-
ant constituent of Brand Trust™. There is a
direct correlation between the success of a
transaction and enthusiasm, probably
because enthusiasm is an indication of great-
er mutual interest in the outcome. Since
enthusiasm implies a greater involvement of
the Trustee, leading to a commensurate
increase in the chances of success, it holds an
important position in building Brand Trust™.
Displayed Enthusiasm also demonstrates the
Trustee’s self-assurance and shows a greater
degree of Trustee confidence in a positive
outcome. The Composite of Enthusiasm
reaches out far beyond our casual under-
standing and is best felt then the brand
relationship is charged with vibrancy.

. /

R. S. Sodhi
i MD,
Amul

The trust that consumers have in brand
Amul is based on their faith that Amul will
consistently provide the highest quality
products at the most reasonable price.

Our brand's stature is based on the warm
and pleasant experiences that millions of
our customers have had with brand
Amul. Since 1956, several generations of
Indian consumers have grown up with
the brand and Amul has been an integral
part of their daily lives. The value
proposition of brand Amul goes beyond
mere functional and emotional benefits
and our customers love to express
themselves through the brand.
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Vodafone - For the Win!

It is a convoluted story in

India, but nevertheless big -

from Orange in Mumbai, the

‘/} brand became Hutch, with
: its pink logo. And then Voda-

vodafone BN EE AU Hat=EnNT:
bought 67% stake in

2005-06 for about INR 250 crore in Hutchison
Essar from Hong-Kong-based Hutchison Wham-
poa to create the red Indian brand Vodafone Essar,
which then become simply Vodafone.

The UK company had a much easier time in the
sub-Continent, having started in the early years of
the mobile phone boom. Vodafone was the brain-
child of a small UK company, Racal Electronics
Ltd., and another modestly sized company from
the US, Millicom, in the early '80s.

Not faced with much competition in the UK, Voda-
fone found itself the market leader and was also
responsible for upgrading the mobile technology
in those early years. Soon, though, the company
had substantial stakes in Germany, France, Scan-
dinavia, Greece, Hong Kong, and Mexico as well.
In this scenario, India couldn’t be far behind.

But those were the days of old. As Indians have
come to see and know, Vodafone is not a brand
that can thrive only in the spring. With stiff com-
petition in the Mobile Service Providers Industry
these days, Vodafone has done well to remain
among the top 3 for close to 2 decades. What's
more, with the Vodafone-ldea merger coming
through in early 2017, the battle lines are drawn
and Vodafone is one of the top contenders to lead
the Industry handsomely again.

S. Gopalakrishnan
Co-Founder,
Infosys

The trust in the Infosys brand stems from
our belief in conducting ourselves in a
manner that will earn the respect of all our
stakeholders. At Infosys, we understand
that to garner trust for our brand, we must
deliver immense value to all our
constituents — our clients, employees,
investors, and the societies we operate in.
Also, Infosys believes in clearly
communicating its commitment and
quality to its customers and employees. We
have always been a pioneer in setting
transparency, fairness, and corporate
governance standards and stay committed
to stand by these objectives at all times to
all our key stakeholders.

/

f _ Outward Appearance \
r‘/ Beauty is not just skin
deep, as this Composite
- would suggest, but a lot
L of Brand Trust™ is
dependent on the
“packaging”. We often tend to predict the
contents based on the Outward Appearance,
and hence this becomes an important deter-
minant in the Trustor’s perception. The Out-
ward Appearance is also symbolic of achieve-
ment, success, and good content. However,
Outward Appearance is more than just
aesthetic appeal, and it is important for the
brand to “look the part” (of being relevant).
For instance, a security brand would need to
have a strong and tough external persona in
order to “look the part”. Physical appearance,
expression, functional fit, conformation to
standards, consistent performance, and hon-
ours and titles help give a trustworthy

outward appearance to the Trustee, which
plays an important role in overall Trust.

N /
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Understanding the
Brand Trust Matrix

rust is a crucial aspect for brands since trust is a prerequisite to purchase. Trust builds an emotional

bond between a consumer and a brand and Brand Trust is a product of this intangible bond. Just as
magic is considered as a bridge between the visible world and the invisible world, Brand Trust too creates
a bridge that connects the intangible attributes of a brand to the tangible attributes. This invisible but real
connection between the intangibles and the tangibles is the most important connection that a brand must
recognize.

Brand Trust has conventionally not been measured as it has often been not been seen as a core brand
strategy, but also because it traverses the fields of communications, sociology and psychology, fields which
do not merge often. However, TRA took the hard route and created a metric for trust after thousands of
hours of interviewing with specialists of the three fields. The result was the creation of a globally copyrighted
methodology, The Brand Trust Matrix. The Brand Trust Report is one outcome of this endeavour.

Brand Trust Matrix is complex in its making, but simple in its application and that has made the measurement
of trust possible and universally relatable. Brand Trust speaks the language of brands and reveals a deeper
knowledge about the elements that comprise what trust really means to a brand and its stakeholders. We
live in an environment where we are in constant contact with diverse brands through various mediums.
This gives an opportunity for brands to connect with their audiences, and depending on how they engage,
Brand Trust is impacted. As already established, trust is the selling proposition for any brand and consumers
purchase a particular brand because of the degree of trust they attach to it.

Brand Trust measures the primary attributes of a brand and aspects that uniformly hold true across
audiences, geographies and cultures. Everyone has their own path of discovering their way of crossing the
invisible bridge. Understanding Brand Trust assists brands and consumers to cross this bridge with a better
perceptive.

The Components Of Brand Trust

Brand Trust is a product of 61 different ingredients. These coalesce into 10 Brand Behaviours, which in turn
merge into three foundations of trust. At all three levels, the accretion of trust is solely dependent on the
action of the trustee brand. The three foundations of Brand Trust are:

- Building Capacity to Trust
- Building Perception of Positive Intent
- Demonstrating Relevant Competence

These three foundations of Brand Trust comprise of 10 Brand Behaviors which are classified for easy
application in business scenarios. A Brand Behavior may be considered to be a business trait that combines
primary components which display common behavior in a brand and business. These are explained in the
following sections, under the Trust Foundations they have been classified under.
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UNDERSTANDING The Brand Trust Matrix

First Foundation - Building Capacity To Trust

An environment of Trust is essential for the trustor to assume the necessary vulnerability needed for
the trust bond to form. The need for this foundation is that the brand must emanate messages and
signals that make a stakeholder feel comfortable to let their guard down. It has to emerge from a perceived
genuineness of the brand. The Brand Behaviours that make up Building Capacity to Trust are Non-
Threatening Ambience, Shared Interests between the brand and consumers, and Displaying Empathy.

' Non-Threatening Ambience
ﬁ A brand should create an ambience that is welcoming, conducive to the stakeholder and
N “ one in which the stakeholder feels secure. Being intimidated by a brand will not allow the
- consumer to explore a brand. A non-threatening ambience offers consumers the freedom
to initiate trusting a brand. This helps brands to begin the process of building a relationship based on trust
with its consumers.

! \_ﬂv 7| Shared Interests

X "X As the saying goes ‘birds of a feather flock together’, this is also the case with brands and
.~ its stakeholders. A relationship of trust is formed between the two based on their common

~ interests. Their compatibility helps to strengthen and enhance the trust bond. When
consumers share a similar interest with brands they are also in sync with its values and beliefs. The
outcome of this relationship is greater understanding and acceptance of the brand. Brands that widen their
consumer outreach to capture audiences with similar interests attract a larger network of consumers who
consequently share their interests with others.

@ Display Of Empathy
- ﬁ Empathy is known to increase prosocial behaviors. Empathy is important to let the brand
* stakeholders know that their problems are not theirs alone and that they can trust the brand
to help solve it. Empathy is important for any relationship to survive, when a brand showcases
their emphatic side they create a bond with their consumers. Such a bond generates and builds a stronger
connection between the two that goes beyond just a transaction. Empathy is a natural human need and by
strengthening this trait, brands gain trust from consumers. If a brand displays empathy, empathy will be
very naturally reciprocated in the form consumer trust.



BRANDS AND THEIR COMPETENCE

n the complex world of business that our

generation has inherited, a natural question for
insiders and stakeholders is: do people trust a brand
that they perceive as competent in its field? The
answer to this question is largely yes, but there are
contextual exceptions.

The highest level of trust is for the brands we use
and have experienced ourselves and found that
they are good products, highly competent in
their category and have been consistently so. This
direct correlation results in a strong bond of trust,
so brands like Colgate among toothpastes, Dove
among soaps and shampoos, Parachute among hair
oils, Saffola among cooking oils, Gillette among
shaving creams, and so on are examples of these
kinds of brands that enjoy the type of Trust that
is tough to erode. Their strong residual trust is
resistant to your average bumps and obstacles and
even when brands of this stature lose massive trust
quotients, a crucial something remains behind that
they can rebuild their brand image around. The
classic example of Nestle Maggi Noodles is not soon
going to be forgotten. Maggi enjoyed, enjoys, and
will continue to enjoy that basic, almost tangible
residual trust among its vast target audience. It is
that residual trust that Maggi rebuilt its reputation
around and rose up again like a phoenix. So this is
the first level of trust.

The next level is what | call blind trust, arising out
of an Aspirational Appeal. So these are brands you
aspireand hope to own or experience them some day
and trust is the basis of perception and aspiration,
in my opinion. So luxury brands like Rolex, BMW,
Audi, Jaguar, Louis Vuitton, and so on would fall in
this category. We naturally trust them as we believe
they are highly competent. These brands have a lot
going for them, and interestingly, their high price
tag is not only their Aspirational card but also has
the dual function of creating an aura of haute living.

R K Swamy Media Group

Sandeep Sharma

President,

The third level is where you trust the brand
partially as aspects linked to it may shape our
trust differently. Automobiles fall in this category
and so do consumer durables, where the product,
showroom display, and point of purchase and
the after-sales service are different dimensions
shaping your trust quotient with a particular brand
in this category. Note that this type of trust can
be influenced by others, so the trust experience
can be secondary or visceral. Almost everyone who
buys a new Automobile certainly looks forward to
feedback from the people around her/him. The same
can be said about an air-conditioner or TV. Because
of this type of trust pervading these categories,
the players of this category spend heavily on
advertisements and external communications.

The fourth level is category-level trust on
competent products. Here, the principle of “lack
of comfort is discomfort” comes into play. So
categories where product differentiation is minimal,
like wires, cables, fans, geysers, and so on populate
this list. Here, the trust works at a category level
and all good products in this category are seen as
competent and trustworthy. The Indian consumer
is known to not be fussy over products such as
these. However, there are certain factors based
on which product purchases are made - price,
availability, convenience of purchase, functionality,
design, and look and feel.

Brands would do well to curtail and customize their
communications keeping these clear distinctions in
mind. These types of trust and the different types
of attention and ministrations they need to allow
brands to shine through need to be respected and
tackled with in a manner that is suited to the brand
in question.

| would conclude by saying that what is competent
is good and what is good is indeed trustworthy!




UNDERSTANDING The Brand Trust Matrix

Second Foundation - Creating Perception of Positive Intent

he first step for the trustee in building Brand Trust is to help create an environment that is conducive and

inviting for the trustor. Creating capacity to Trust makes the environment conducive and ‘inviting’ for the
trustor to assume a degree of vulnerability in the trust-relationship. All other trust-related reinforcements
notwithstanding, the trustor looks for three essential Brand Behaviours to assume vulnerability in the trust
relationship. These are: the ambience must be perceived as Non-threatening, there must Shared Interests
between the parties and, there must be visible Empathy displayed by the trustee.

Let us delve deeper into building an ambience of Trust by understanding its Brand Behaviours.

Enthusiasm

Henry Ford famously said, “You can do anything if you have enthusiasm.” Enthusiasm is an

inspiring zeal that creates a dynamic interest to accomplish the task at hand. The key to brand

enthusiasm is to move beyond a product’s function and build an emotional connection with
consumers. A brand should create a sense of enthusiasm amongst consumers as enthusiasm creates a drive
to purchase a brand. Enthusiasm helps forge brand loyalists who will vouch for the brand and enthusiastically

support the brand.

Corporate Altruism

Evolutionary scientists speculate that altruism has deep roots in human nature because
helping and cooperation promotes the survival of our species. Though many believe that as
humans we have an intense need to compete, research shows that the need to cooperate is
higher that to compete. When brands reveal their cooperative side they are seen as altruistic and socially
well balanced. Displaying corporate altruism portrays the brand as understanding and having a sense of
social responsibility. This generates consumer trust and respect towards the brand.

Demonstrated Sincerity

Sincerity is a virtue of one who speaks and acts in sync with their values and beliefs. A brand

displaying sincerity illustrates a commitment to the values and beliefs they hold. It also

portrays the genuineness of a brand. Sincerity has both social and personal implications and is
measured in honesty of effort. The outcome may be important, but just the sheer effort of trying will build
trust in a brand.
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UNDERSTANDING The Brand Trust Matrix

Third Foundation - Demonstrating Relevant Competence

According to research conducted by Fidelum Partners in collaboration with Princeton University, customers
perceive companies and brands in the same way that they perceive people, assessing them for warmth
and competence. The third foundation thus highlights the importance of consumers assessing a brand on their
spontaneous judgments and perceptions. Brands need to showcase their competence and expertise to garner
respect and consumer trust. Any person or brand needs competence to successfully and efficiently carry out a duty.
By doing so they prove to be worthy for the position they hold.

The founding base of competence rests on the Brand Behaviors of Outward Appearance, Perceived Competence,

Commanding Respect and Authority.

< Accepting Responsibility
Lﬁ Accepting responsibility is accepting the willingness the take up the responsibility of the brand, its
/ stakeholders and the environ in general. A brand accepting responsibility for their actions |'ngh||ghts their
" concern and understandlng towards consumers displays the maturity of the brand. Further, in times of
crisis, consumer trust is enhanced when a brand has the courage to accept its failures and take responsibility
for its actions. The innate sense of responsibility and the attitude to take on whatever task needs doing attracts consumers.
Traits like persistence, perseverance and tenacity when adopted and incorporated widen the scope of consumer trust.

I Perceived Competence
Perceived Competence is based on stakeholder evaluation of a brand’s effectiveness and capability.
It is characterized as a brand’s awareness, beliefs, expectancy, or understanding of abilities, skills, or
\/ capacities to be effective in interactions within its environment. Brands should not only be perceived
as competent but should exhibit their capability as well. Brands should therefore display strong

expertise, experience, credentials and knowledge to live up to the belief of their consumers. Such behavior helps in
strengthening consumer trust and building their perception towards the brand.

/\ Commanding Respect
$\ ;

It is important for a brand to be respected by consumers so that they can trust and believe it. Through

‘ a large following, Commanding Respect places a brand in high regard and recognition. Naturally to
command respect, a brand must influence and inspire a large number of stakeholders which generates

both trust and admiration. Also, brands know the importance not only commanding respect but also on

maintaining this respect. The brand leads the way in accordance with its values, beliefs, dignity, and grace in order to gain a
strong character. Commanding respect places a brand to be a good role model and one that leads and inspires consumers.

? ﬁ A brand’s first appearance sets the stage of how consumers view and develop an image of the brand.
" Consumers form opinions based upon their taste, values and beliefs based on Outward Appearance. They

N’ are drawn to a brand because of the image that is in front of them. Without this, consumers are unable

Outward Appearance

to acknowledge its existence and as a result the brand loses the opportunity to capture consumers trust.
A well-designed product is more likely to entice the consumer to trust the brand. Importantly, more so than aesthetic
appeal, the brand must look its part, keeping the Outward Appearance in line with the core brand offering.




THE PEOPLE-TO-PEOPLE CONNECT

few things have happened thanks to the
Internet and Social Media-we know more,

we communicate more, and we are more global in
our views. With news and happenings that happen
in one part of the world zipping through, above,
and under planet Earth with the speed of light to
the rest of it, everyone has easy access to stories
and other people’s lives’ epoch moments like
never before. Said differently, it means we are in
our echo chambers, but very importantly, we care
more.

This care extends to people around us, care for
what we do as well as care for the world that we
live in. |t means we want to interact with brands
that align with what we care for. The modern
consumer is very different from the consumer,

say, 20 years ago.

| fundamentally believe that people are smart-
they understand brands make money by giving
them a product or service. They understand that
sometimes this is at the expense of their own
privacy. But what they do not want is to work with
or buy from organizations that are diametrically
opposed to what they stand for.

When Donald Trump issued the first immigration
order last month, taxi drivers in New York decided
to protest by stopping the service for one hour
at the JFK airport. Lyft—an Uber competitor—
decided to stand in solidarity with the taxi drivers,
but Uber continued to pick passengers up, with
surge pricing. Lyft also announced a million dollar
commitment to the American Civil Liberties

Union in that moment.

That situation created diametrically opposite
reactions for Uber and Lyft, causing thousands
of users to switch from Uber to Lyft with
#DeleteUber trending on social media. A couple

of days later the CEQ of Uber stepped down from

Venugopal Ganganna
Chief Executive Officer,

Langoor

a Trump advisory panel he was part of due to the
public pressure at the time.

Closer to home, Pavithra and Ashok run a
business called Vindhya. It is effectively a BPO
that mostly employs more than a thousand
differently abled people. The few times we have
made introductions to potential customers, the
prospects and companies have gone out of the
way to consider Vindhya when choosing a partner
for their organization. These people want to work
with a company making a difference in the world
and Vindhya certainly does that. It has to be clear
though that the brand has to truly care as part of
its values. It cannot be a cause they contribute to
because they need to or as a marketing campaign.

Today’s consumer is incredibly smart and can see
through things like never before. This also means
that a brand must identify archetypes within their
organization they want to model. If, as a brand,
you want to do good in the civil society or for your
customers, you have to have people creating that
good who genuinely care.

You have to use the archetypes as a template for
the rest of the organization to model. Only then
can you truly reach a place where your end users
trust you. It is better not to go out of your way to
act beyond your self-interest if you do not mean
it. The cliché is true - it takes years to build a
reputation and only minutes to destroy it.

That people-to-people connect needs to shine
through in a way that not just one strata of society
is onboard but the brand ensures it is appealing
across the board to all or at least most of its target
audience. | come back to the point of “meaning
it”. Care naturally needs to be taken to ensure
the message going across to the wider world is
well thought out and gives the perception of
genuineness.




Understanding The

Trust is a consequence of intricate permutations and combinations of se
difficult to break down. It is elemental, dynamic and is subject to the ch:
Trust cannot be directly communicated, and needs to be built with a |
Matrix™ has three Foundations each of which is further divided into ten

Non-Threatening Ambience An environment conducive to trust -
is vital while forging a strong bond with a stakeholder. If the : - ;
environment hints at manipulation or coercion it alienates the ) ;

sta_keholder‘ A f\_ion-threatenmg Aml;nence is a prerequisite and NON.THREATENING
building Trust in its absence becomes impossible. AMBIENCE

Shared Interests While associating with a brand, stakeholders seek
only those that are suitable to their needs and interests. A high Shared
Interest helps give a beneficial balance between the brand and the
stakeholders. Those brands with high Shared Interest with them, tend
to be preferred over other brands.

Display of Empathy Empathy towards the stakeholder is
more important in Brand Trust than in any other. Empathy,
an emotional trait of being able to step into the consumer's
shoes, helps the stakeholder relate better to the brand. A
brand's display of this emotion helps them build a deeper DISPLAY OF
bond that can duplicate a sense of mutual belongingness EMPATHY

between the stakeholder and the brand.

Accepting Responsibility Entrusting a brand with the
responsibility of the stakeholders’ needs, requires that the
organization accepts the responsibility for the task it undertakes.
Only brands which show a high quotient of Accepting ACCEPTING PERCEIVED
Responsibility receive a high trust. RESPONSIBILITY COMPETENCE

Perceived Competence Trust, in a way, is best seen through
competence. Itis only natural that an organization that is perceived
to be competent is also trusted. Competence must be
accompanied by its external perception through physical and
non-physical cues to give force to Trust.



Brand Trust Matrix™

veral primary ingredients which we may all understand intuitively, but is
anges in environment. It is also mercurial, yet it takes time to strengthen.
ot of dedicated, meticulous and delicate effort. TRA’s proprietary Trust
Brand Behaviours.

Enthusiasm Energy and involvement of a brand in the lives of its
stakeholders contributes to its Trust. Enthusiasm is important
because it clearly shows greater involvement and energy, leading to
a commensurate increase in chances of success.

S Corporate Altruism The Altruism of a brand makes a stakeholders

<y e associate with such organizations that follow similar social principles.
( . [ Of course, brands that act beyond narrow areas of self-interest and
work towards larger socially beneficial causes build a higher trust

CORPORATE quotient amongst stakeholders.

Demonstrated Sincerity Trust is only useful when it is
sincere, and that too when the sincerity is demonstrated.
Display of sincerity has both social and personal implications
and consequently, ‘outer’and ‘inner’manifestations and such

I le LRt Teel| brands display traits that are seen as genuine.
A SINCERITY g

A ) 4 Outward Appearance Appearance, though enhances the brand's
&“ | ¥ ] Trust quotient, is not limited to the physical aspects like name or
TIK B Sy logo alone. The Outward Appearance is a natural indicator of
COMMANDING OUTWARD achievement, success and good content and therefore is an
RESPECT APPEARANCE important cue in Trust.

Commanding Respect An organization which Commands
Respect is automatically trusted. Reputation, the popular belief
about the feeling of respect, is about holding mass influence, is the
key in this foundation of Trust.
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Knowing

The BTR Methodology

The BTR Methodology

The Brand Trust Matrix is a product of conducting
several interviews with experts from three specific
scientific

disciplines—Sociology,  Psychology,

and Communications—and immense research
over a period of five years. The result - a precise
methodology to measure Brand Trust through TRA’s
proprietary 61-Attribute Brand Trust Matrix. Over
the last 7 years, the Matrix has scrutinized tens of
thousands of brands on Trust from the first edition
of The Brand Trust Report in 2011. The 7th edition
of The Brand Trust Report this year has interviews
with 2,500
from 16 Indian cities. The fieldwork was conducted

between November 2016 and January 2017 by more

than 450 field personnel and each interview took

conducted consumer-influencers

an average of 90 minutes, thus adding up to more
than 18,000 hours of total research time. Nearly
6 million data points were collected and more than
10,000 unique brands emerged from the study.
Consumer influencers were interviewed with the
help of a questionnaire that was designed to ensure
we get valuable answers to the 419 questions that
were asked. Stringent minimum acceptance criteria
for the questionnaires were maintained to ensure
authenticity of data.

As a brand data analytics organization on which many
brands depend for their communication and action
insights, TRA has been adamant on data accuracy
and therefore insists on multiple levels of scrutiny.

Examination of interviewers, process quality, 100%
back-checks, stringent quotas to avoid brand bias,
data entry inspection, and so on were all a part
of the tight scrutiny. Brand Trust is useful only
when defined accurately and measured without
compromise.

Measuring Trust
A meter is a unit of measuring length but we
often overlook the science behind it. Officially,
the meter is defined as ‘the length of the path
travelled by light in vacuum during a time

interval of 1/299,792,458 of a second’. This

measurement needs to be this precise so that it

can have universal acceptance ensuring that all
length and distance measurements can be made.
Small inaccuracies can mean the difference
between life and death. This claim will sound less
exaggerated when we realize the pin-pointed
accuracy needed to design anything from an
artificial heart-valve to a rocket engine. Brand
Trust is similar and it is useful only when defined
accurately and measured without compromise.

+ Respondents had to sign the questionnaire in
two places in the questionnaire as confirmation
of validity

« The 100%  back-

checked, and even small discrepancies in the

questionnaires  were
questionnaire led to rejection

« All questionnaires had to have accompanying
visiting cards

As the questionnaire is the most crucial element
for the report and especially fieldwork, its format
had to be designed accurately to collect the Brand
Trust responses to brands.

Each of the 61 Attributes of Brand Trust required
interviewers to read out the Brand Trust attribute
statements supported by visual showcards of the
same statements to allow cognitive and auditory
absorption before seeking responses. This was done
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due to lessons learned from our earlier studies,
which showed that the respondents’ brand answers
could get influenced if attributes were explained.
The interviewer is thus not allowed to assist in the
interpretation of the Attributes. The responses to
each of the attributes allow the respondents to
name the brand they perceive to fit the question
asked, be it an individual, product, service, or any
other. The final list gave us more than 10,000
unique brands, which showcase many well-known
brands along with several new ones. The list also

threw up nearly 320 new brands within the top
1000 list.

The Brand Trust questionnaire has three parts to
it. In the first, the respondents were asked to name
15 brands that came to their mind among local
brands, national brands, and multinational brands.
The question generated more than 37,500 brand
responses. It allowed the interviewer to bring out
several brands into the active memory of the
respondent along with their interconnections,
preventing selective channelization. It gave a
value to a small yet significant part of the Brand
Trust Index (BTI), namely its Recall Quotient.
The second part focuses on the Brand Trust Index
(BTI), namely its Recall Quotient, which is small
yet significant. The third part of the questionnaire
is related to brands and focuses on the 61
attributes of Brand Trust. For each Attribute, the
respondent had to name three brands most suited
to each Attribute/showcard in response to the
question.

The Statistical Analysis

After several years of development, The Brand
Trust Index has been designed be able to compare
brands at four levels — Attribute, Brand Behavior,
Trust Foundation, and overall Brand Trust. Over the
years, the index calculation has been continuously
fine-tuned to greater sensitivity
relevance. The Brand Trust Index was developed
using the two important trust influences on brands
- Brand Trust Attributes (akin to the quality of
the parts of a car) and the sum total experience
of Trust, or the Assembly of Trust (similar to the
assembly of the car).

have and

The Brand Trust Index is a subtle measurement and
takes into account the overt and obscure Brand
Trust influences - aspects of Brand Trust that
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normally remain hidden from scrutiny. The first part
of the Brand Trust Index formula was created using
the four most necessary variables arising from the
61 primary components of Brand Trust. The four
parameters were — standard deviation of suitability,
position (whether it was mentioned as the first,
second, or third choice for the specific primary
component) average, the suitability average score
of the brand, and number of occurrences.

This can be represented as:

0

SD

X Ps; X 05 X X
i

The other direct and visible influence on Brand
Trust was the brand’s frequency (how many times
a brand name occurred), position (whether it
was stated first, second or third among the three
brands mentioned) and weighted suitability (how
relevant the brand was to the attribute on a scale of
5). Further, this was multiplied by 0.67 to equate
the five-point scale of the second influence to the
three-point scale of the first influence on Brand
Trust TM. The second part of the influence is
represented as:

P, X 0., x X x0.67

The addition of these gave us the Brand Trust
Index™, represented by the following formula:

2';0 X Pg; X 0g; X X+ Py; X0, % X, x 0.67

Where:
SD, represents overall brand suitability score
standard deviation,

SD, represents all i*" brand suitability standard
deviation,

0, represents i" brand occurrence frequency of
the Brand Trust questions,

ith

P, represents brand average positions of

Brand

Trust questions:

X, represents the ith brand average suitability,
0, represents the brand frequency of occurrence
of the Recall question, p_. represents all ith brand

average positions of the Recall question.



Adi Godrej
Chairman,

Godrej

The trust has shone through the 113 years
of relationship that the brand has shared
with its consumers. It is the dignity of this
tremendous reach, width, depth, and
relevance in consumer relationships that
fuels the trust in brand Godrej. Godrej
continues to nurture that trust by always
delivering on its promises and more than
meeting the needs of the ever-progressive
and demanding Indian consumer. Trust as a
value evolved to being more about empa-
thy, which helps the brand deliver powerful
and innovative experiences to its consu-
mers, and thus going beyond insights and
products alone.

.

the former is the ability to execute successful
outcomes, the latter is only a perception or
judgment based on physical and non-physical
cues that is visible to the outside world.
Perception of Competence directly results
from several physical and non-physical aspects
of a brand’s activities and communication. The
physical aspects of this important Composite
are expertise and experience (both of which
are very different aspects with very different
manifestations) and credentials (@ proven
history of competence, preferably with
recognition  from third parties). The
non-physical aspects of this Composite
include the brand’s sincerity and the much
discussed aspect of knowledge. This latter
aspect is underestimated to some degree in
our country, but brands that possess it stand

-

Perceived Competence\
Competence and
perception of
Competence are

completely different
from each other. While

/

Not Revving, But Growling
— Maruti-Suzuki

What began as a dodgy sort
of start ended in a blaze of
glory - that, in a sentence, is

g‘ﬁ‘fﬁ'}l the Maruti story.

The Indian government’s
efforts to produce a small

car came to a sputtering halt back in the seven-
ties. Subsequently, Maruti Udyog Limited was
established in February 1981 by an Act of Parlia-
ment. A joint venture agreement was signed with
Suzuki Motor Company of Japan in October 1983,
by which Suzuki acquired 26% of the equity and
agreed to provide the technology as well as Japa-
nese management practices.

The small car seemed an unlikely success when it
was first flagged off in 1984, with its small size
and fragile look. But in short order, Maruti 800
became the flagship of the Indian automobile
industry as a whole. It was the first car to cross 1
million in sales in March 1994 and the two million
mark in 1997.

From the small car that the middle class could
afford, which the government had envisioned,
Maruti had become a prestigious acquisition
cutting across classes. What made the Maruti a
clear winner in the Indian market was its spiffy
looks in an era of stodgy models, its fuel efficien-
cy, and good nationwide service support.

These days, even with the plethora of luxury
automobile brands entering the fray and
economical brands too making a mark in the
Indian market, Maruti Suzuki enjoys a reputation
that will not wane for generations to come.




Using Brand Trust™

Brand Trust helps a brand to gauge their position
among the plethora of brands that exist in the
industry. It guides them to get not only an overview
but also an in-depth knowledge of themselves
and their competition with a completely new
metric, and that too one that tackles the hitherto
unchartered - the intangibles that make a brand
tick. While most measure a brand in terms of
market share, brand value, growth, the more
important invisible and intangible components of
Brand Trust are often missed by brands. Over the
years, The Brand Trust Report data has provided
invaluable insights to leading global organizations,
them to
competitive and relevant in these fast-changing

allowing make themselves more

times.

In its seventh year, the Brand Trust Report 2017
has been privileged to partner and work with many
of the leading brands in the country. These brands
have used the Brand Trust Report and its insights
to enhance their brand’s scope and relevance.

Some important applications are listed here:

1. Power of Trust symbol — Many leading
brands that appear in the list of India’s 1000

Most Trusted Brands license the “Power of Trust”
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symbol from TRA and use it in their marketing
communications.

Power of Trust

2. Buying Propensity Report - Several
brands commission TRA for competitive analysis
on the various attributes of Brand Trust to make
more intelligent resource allocations in marketing
and communication. Some examples of the
Buying Propensity Report usage include creating
advertising messaging relevance, crisis containment
communication, employee workshops,
communication message modifications, and new
geography initiatives. Some brands have used the
BP report to discuss future-relevant strategies in
board meetings, while some investment bankers
and PE funds use this data to make investment

decisions in other brands.

3. Introspective Intervention — The most
interesting part of the application of TRA’s Brand
Trust methodology has been when brands have
commissioned TRA for doing a bespoke study with
the brand’s stakeholders using The Brand Trust
Matrix to bring recommendations to align internal
actions to stakeholder trust.

4. Brand Derisking Strategies — The greatest risk
that a brand is vulnerable to is the risk of erosion
(or the absence of accretion) to its Brand Trust.
The bigger the brand, the greater this risk and even
India’s leading brands suffer this problem. TRA
consults several organizations on Brand Derisking
studies, strategies and approaches.



/ Commanding Respect\
- 9 | o :

L~ _ e third behaviour of
"‘ I\ the third Foundation of
\ JY Trust is Commanding

L 1 a0 .
o Respect. This is a unique
trait, in that is the
behaviour of a leader and it is not easy to
decipher how or why one accomplishes it
with any empirical proof. However, in the
Brand Trust™ context, the Commanding
Respect Composite takes into consideration
several tangible aspects like brand
accountability, high demonstrated skill levels,

leadership of the sector/industry, the brand’s
values, and the personality of the brand.

To command respect, a brand must not only
be successful in its field, but also has to have
strength of personality. Having a significant
following and holding sway over its following
add to its Brand Trust™ with its target
audience.

- /

Saurabh Dhoot
' Executive Chairman,

Videocon D2H Limited

Trust is one of the most common attribu-
tes that Videocon d2h uses in its cam-
paign. It is this brand trust that attracts
consumers to the brand. Consumers
trust on Videocon D2H is based on the
foundation that Videocon D2H caters to
each and every age group and strata of
society. The most important factor for
the brand is to understand the require-
ment of its consumers and deliver inno-
vative solutions. We, at Videocon D2H
have developed quality products and
services that help our consumers have
the best of entertainment available to
them, easily.

Lux - Of Delicates and Luxury

The idea is surely not to
wash dirty linen in public,
but the fact is that Lux, that
M household regular, began
its illustrious life not as a
bath soap but as a laundry
soap.
The story goes back to 1900, when Lux was
launched. Those were early days for soaps, but
not for Lever Brothers, who were already on a
roll with their famous Sunlight brand of laundry
soap. Laundry soaps those days suffered the
yellowing effect of lye, an alkaline cleaning solu-
tion. Lever Brothers thought of lessening the
effect of lye by introducing soap flakes in place
of the hard cake. And lo! There was born the
new brand, Lux, which cleverly derived its name
from the Latin for “light” and also suggested
luxury.

In 1916, Lever Brothers took the Lux brand to
the U.S. and marketed it as a soap for “delicates”,
which meant it would be easy on the day’s
linens and silks.

Only in 1925 was the “Lux toilet soap’, the bath
soap, introduced. Interestingly, it was marketed
first in the US and came to the Lever Brothers
home turf, the UK, only in 1928, which might tell
us of the brand’s popularity in the US.

Now, Lux, in its various forms, including hand
wash, shower gel, and cream bath soap, sells in
over 100 countries. Not bad for a something
that started life as “a flaky soap for delicates”!
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Understanding The
Respondents

B rands are not only associated with the products
they make but also on the stories they
communicate. By communicating compelling
stories, brands are able to build a connect with their
audience and thereby lead the audience to trust
them. Trust is the main component through which
brands form their identities in the consumers’
minds. Thus, Brand Trust is a major influencer in
creating the desired perception about the brand
among the end users. Sociologists, anthropologists,
marketers, and leaders have long held that trust is
the fundamental part of all human transactions and
exchanges. Even more so in businesses, because
since the erosion of trust in business is often
viscerally painful, sometimes even threatening the
very existence of a business. In its seventh edition,
The Brand Trust Report has become an established
and trusted source of insights for brands, investors,
advertising agencies, consultants, and others,
guiding them with data on brands. TRA has even
helped chart individual KRAs in organizations
such that it would align the action of the internal
stakeholders to trust.

The choice of respondents therefore becomes twice
asimportant, even more so takinginto consideration
the practical importance of this data. Therefore, the
respondent criteria took the utmost significance in
The Brand Trust Report. The respondents of this
study are the consumer-influencers, the 10% of
the consumers that influence the remaining 90%
in their decisions. The criteria set to define these
influencers were not difficult but finding and
accessing them was an onerous task. However, the
start point of the criteria was that no interviewer
could use the reputation of The Brand Trust
Report to recruit the respondent, lest it influence
the results of the study. The difficulty pertaining
to the accessibility of a respondent is usually
directly correlated to the degree of robustness of

the study. Hence, from experience, accessing the
respondents would not be easy. So as to avoid any
mid-interview abandoning, the interviewers would
fully brief the respondent about the time and effort
for the BTR questionnaire to be filled out. Despite
this, nearly 18% of the interviews were cancelled
midway due to the tedium, time constraints, or
other work/ personal priorities. All questionnaires
were telephonically back-checked and even small
discrepancies in confirmatory test questions called
for the cancellation of the entire questionnaire,
resulting in a rejection rate of approximately 21%.
BTR 2017’s fieldwork resulted in the collection
of 2505 questionnaires for the final calculations
of The Brand Trust Indices and the brand’s trust
ranks. Many of the accepted questionnaires took
more than 90 minutes to complete, while some
took as much as 120 minutes, adding to more than

15,000 hours of fieldwork.

TRA conducts annual pilot studies to revalidate the
respondent criteria, and the respondent criteria set
for this were as follows:

All respondents had to be salaried employees
and in the higher salary bracket of their own peer
groups (only from the SEC A and B groups). Other
criteria included a brand test to check fluency of
brands, ability to Read/Write/Speak two languages,
one being English, with sufficient proficiency to
understand the various trust attribute questions.
This  ‘Salaried’
housewives, retired personnel, students, and
business persons. In a nutshell, the respondents

criterion naturally eliminates

had an awareness of brands, engaged with co-
workers actively, and understood and received
brand inputs in a minimum of two languages, one
of them being English. All respondents were to be
met for face-to-face interviews with the criteria
for the respondents defined as follows:
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All respondents were to be met for face-to-face
interviews with the criteria for the respondents
defined as follows:

» Salaried Individuals
(Businessmen/businesswomen were specifically
excluded, considering their limited peer
engagement)

» Male-Female in 74:26 ratio
(Keeping in line with the approximate male-
female ratio in the Indian corporate field)

» Age criteria - 21 to 50 years

» SEC-A/Bonly

»  Monthly salary income > INR 20,000/~ (that
is, above INR 2,40,000/- per annum)

» Must be employed in an organization having
more than 200 employees across branches
(pan-India)

OR
Must be employed in an organization having
more than INR 50 Crores turnover

»  Must not be employed with a courier company,
Public Relations, Market Research, Advertising,

» BPO, or KPO

» Not more than 15 interviews to be conducted in
any one organization across its offices in India

» Visiting cards were to be collected from every
respondent

Since the respondents were in the highest strata of
their groups, the interviewers had to be carefully
selected. They were tested on three criteria and each
was ranked on a scale of 10 points on 3 parameters;
that is, (a) Pronunciation in English, (b) Voice
steadiness, and (c) English fluency, and only the
interviewers getting above 22 points were selected.
TRA’s robust Brand TrustTM necessitated that its
measurement be conducted with the same effort
and rigor. The phenomenal success of The Brand
Trust Report over the years made us conscious
of the important role it played and we have
continuously improved the standard of the Report.
The research used showcards for the 61 Attributes
of Trust and the interviewers were asked to read out
the question aloud so as to bring back focus on the
Attribute. Twenty standard ‘encouragements’ were
used to motivate the respondent to continue and
give involved responses despite the tedium of the
interviewing. In the brand sheet, the respondents
were asked to name 5 international, 5 national, and
S local brands, which helped in triggering better
brand responses for the trust questions.
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These primary components of Brand TrustTM are
intangible behavioral Attributes and considerably
difficult to respond to. For example, among the 61
brand attribute questions, one was “Could you name
a Brand that is caring,” to which the respondent had
to name three brands. Though a reasonably easy
concept to understand, if the reader attempts to
give three relevant brand names in response to this
“caring” stimulus, the difficulty will become evident.
Three brands names for each of the 61 primary
components led to the garnering of 183 brand
responses from each interviewee, and another 183
criteria to recheck suitability (on a scale of 1 to 5)
for each brand and the statement.

In order to ensure authenticity of the questionnaires,
each respondent was asked to sign twice in two
different places on the document and provide any
form of identity proof (such as a visiting card).
Any questionnaire without any one of the above
criterion was cancelled. The final survey yielded
S million datapoints and 11,000 unique brands,
several of them local-, zone-, or city-based. While
the data for all the brands is made available through
our Competitive Intelligence Reports, the top
1000 of these have been listed in The Brand Trust
Report this year.




Infosys

In 1989, the Founder-Direc-
tors of Infosys met to discuss
what to do about their
failing company. Eight years
after they had launched
Infosys, the founders had
little to show for it while

former colleagues owned cars and homes in
Bengaluru.

The CEO Narayana Murthy told in a TV interview
some years ago that many of the founders wanted
to quit and go back to a job. In an inspired
moment, he offered to buy them out. “My confi-
dence in the company made them decide to stay
back. But what they did not know was that if they
had offered to sell their stake in the company, |
didn’t have the money to buy them out!” he said.
The rest, as they say, is history. In 1999, Infosys
become the first Indian company to be listed on
the NASDAAQ. It then went on to top the $1 billion
revenue mark in 2004. Infosys’ success in the early
years was the speed with which it was able to offer
software designs solutions and implement them.

Holding its flag high in the Information Technolo-
gy Industry crosswinds, Infosys is no pushover
even today, when so many Information Technolo-
gy firms have so firmly entrenched themselves in
the country. These include TCS, Wipro, Cognizant,
and many others. And even though Infosys has
seen its share of ups and downs, with the latter
going public at times, Infosys has an above aver-
age status and a professional CEO who enjoys a
reputation for high business acumen.

Corporate Altruism \

Social responsibility is
handled by some
brands as charity and by
some as brand-building
exercises, but everyone
understands its direct benefits. Corporate
Altruism gets demonstrated when the brand
acts beyond its own narrow interest areas and
works for a larger, socially-beneficial cause. In
the context of Brand Trust™, Corporate
Altruism is a very important Composite that
organically builds a high trust quotient for the
Trustee. Yet, Corporate Altruism has a
significant time lag from its action to its result,
and therefore requires patience for results to
show. Brands must engage socially without
looking for swift results that they are so
accustomed to. When the brand engages in
selfless action, showcases compassion and a
generous attitude, and is socially conscious
and active, it gains a part of Brand Trust™ that
is highly resistant to erosion.

\ /

-

Rajiv Srivastava
MD,
Hewlett Packard India

Trust is the core of our existence. As the
world's leading Technology Company, we
are proud of the positive impact we have
had on people's lives around the world.
HP's customer-centric approach has
played a significant role in reinforcing
trust with our customers. Our aim is to
deliver the best experience every single
time that a customer engages with us — at
home, at work, and on the go. An
experience that is differentiated and
customised. A sustained trust
relationship with our key stakeholders
has enabled us to understand their
needs/expectations.




Respondents By Gender

The Gender division of the respondents was Male -
74% to Female — 26% maintained as a ratio in each
city and age group, approximately mirroring the
working class gender ratios. Despite the percentage
of women being far lesser in the number, metro
cities faced a substantial difficulty in filling the
quota of female respondents.

Respondents Gender Division

26%
FEMALE

74%
MALE

* Values are with respect to the Brand Trust Index recorded in 2017

City - Wise Distribution

The city-wise distribution of the 2505 consumer-
influencers interviewed was done on the basis of
the 2011 census data to get a better representation
of the country. In the four metros, Mumbai had
the highest number of respondents at 509 (21%),
followed by 466 respondents in Delhi (19%),
Kolkata with 377 respondents (15%), and Chennai

WHERE I’'M FROM ?
@ Chandigarh (2%)

Delhi

Jaipur @
2%)

(o)
Ahmedabad @ Indore (2%)

@ Nagpur @
Mumbai ¥ (2%)

Pune @
(4%)

@ Guwahati (2%)
@ Lucknow (2%)

Kolkata &

@ Hyderabad (5%)
Bangalore 74 9
8%

o ) = Chennai
Cochin (2%) @ Coimbatore (2%)

* Values are with respect to the Brand Trust Index recorded in 2017
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with 187 (8%). Bangalore contributed to 9% (226
respondents) and the other cities were — Hyderabad
at 117 (5%), Ahmedabad at 119 (5%), Pune at 89
(4%), and other cities like Chandigarh, Lucknow,
Jaipur, Cochin, Indore, Coimbatore, Guwahati and

Nagpur had 2% respondents each.
Respondent - Age Distribution

The different age groups of the respondents in this
study were divided as follows - 21yrs to 25yrs (20%),
26yrs to 30yrs (19%), 3lyrs to 35yrs (20%), 36yrs
to 40yrs (17%), 4lyrs to 45yrs (15%), and 46yrs
to S50yrs (8%). 59% of the respondent population
was below 35 years of age, reflecting the population
distribution of India.

Age Wise Distribution

1120%)) (119% ) (120%)
21-25 2630 31-35

YEARS YEARS YEARS

4 N £/ ‘\‘ ‘}; 7 N
U17% ) ((15%)) ([ 8%

N

36-40 41-45 46-50

YEARS YEARS YEARS

* Values are with respect to the Brand Trust Index recorded in 2017

SEC Distribution

SEC Distribution

B2



The respondents were mandated to be in the classical
SEC A, B segments and these segmentations were
strictly maintained. 99% of the respondents were
eitherin A1(53%),A2(40%), or A3 (6%) categories.
B1 constituted 1% of the total respondents.

Employer Company

Two criteria for being selected as a respondent were
that either the respondent had to be working in a
company with Rs. 50 Crore or higher turnover, or
the company had to have 200 or more employees
across India. Among the respondents, 72% worked
in companies with more than 200 employees, and
85% respondents worked in organizations that had
a turnover of Rs. 50 Crore or more.

Employer Company

INR > 50 Cr

The income distribution of the respondents is shown

INR <50 Cr

Income Distribution

in the accompanying table. Those earning in the
range of INR 20,001 to 30,000 constitute 33%
of all respondents. Those earning INR 30,001 to
35,000 constitute 25%; INR 35,001 to 40,000

make up 21%; INR 40,001 to 45,000 make up 7%;
INR 45,001 to 50,000 constitute 4%; and those
earning more than INR 50,001 per month make up
10% of all respondents.

Income Percentage

INR 20,001 - INR 30,000 20°,
(Avg INR 25,000) :

INR 30,001 - INR 35,000
(Avg INR 32,500)

INR 35,001 - INR 40,000
(Avg INR 37,500)

INR 40,001 - INR 45,000
(Avg INR 42,500)

INR 45,001 - INR 50,000
(Avg INR 47,500)

INR 50,001+ 8%

19%
20%
17%

15%

Owned items at Home

The profile of the respondents becomes more vivid
with an ownership and access-at-home response. As
might be expected, nearly 100% of the respondents
own a Color TV and 98% own a Refrigerator,
93% own a Two-wheeler, 82% had a Washing
Machine, and 84% had a Personal Computer or
Laptop. However, only 18% owned or had access
to Agricultural Land and 45% had access to an Air
Conditioner.

Owned items at Home
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As far as gadget ownership is concerned, 99% of the Brand Trust Report 2017 respondents owned mobile
phones, while 74% owned laptops, 47% owned headphones, 38% owned cameras, 27% owned tablets, 13%
owned MP3 players, 11% owned Bluetooth headsets, 5% own