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Introduction

Trust is the very basis of social and business life. When it breaks down, it brings life,
as we know it, crumbling down. Since The Brand Trust Report™ (BTR), India Studly,
2011 was published last year, several global events have shocked and rocked the
world. The worldwide financial crisis is evident when we see small countries
succumb and go under, and when the largest countries of the world show no signs
of recovery from their moribund intensive-care condition. Companies considered
'too large to fail' have failed and business leaders with impeccable records have
been found indulging in questionable practices. Those businesses, governments,
media and leaders, who chose the short-cut, and yielded to the lure of lucre and
power, have caved in. Trust was thus eroded, creating a new band of skeptics, those
who lack beliefin everything, eventhemselves.

However, while some brands have dropped precipitously in their Brand Trust™
rankings in this year's Brand Trust Report (BTR 2012) since last year, others have
gained immense trust among their stakeholders during the same time. The
prescient brands which have climbed steadily even in the bad times have done so
by providing sharp focus and intense value to stakeholders. When attempting to
build and buttress Brand Trust™, the more trying the circumstances, the better the
opportunity to build and establish trust. This report reflects the trust in
stakeholders as of November 2011, the fieldwork for BTR 2012 concluded in that
month, and the events that occurred after this time will not be reflected in the
audience perceptions.

Trust Research Advisory's proprietary Trust Matrix™ measures 61 tangible and
intangible aspects of Brand Trust™ (called primary components), which, like
primary colours are to all colours, combine to encompass all positive behaviours
and attitudes towards a brand. The responses to these 61-components focus on
the 'ingredients' that make up Brand Trust™, eliciting stakeholder responses from
deep-seated associations the brand makes with them.

The ranking in BTR 2012 maps the attitudes of Brand Trust™, reflecting the most
recent pulse of influencers and consumers of brands. In line with our definition of



variety of categories including corporate, consumer, service, products, individuals -
anythingembedded in their minds as 'ideas with soul'.

The Brand Trust Report™ maps the brand topography of India on the universal
metric of Trust - a proxy for all the different experiences that any brand generates.
But this year's report goes much beyond that. It not only offers a Trust-comparative
between brands but also provides the most important comparison of all the one
with oneself,- a time-line comparison between BTR 2011 and BTR 2012. Such an
examination will provide extraordinary insights by drawing correlations between
the action/communications undertaken in the corresponding period and the
results on Brand Trust™ that emerged.

India matters and how! The large population and domestic consumption,
combined with a high growth rate has ensured that most multinational brands have
turned their 'India strategy' to 'India is the strategy'. Domestic Indian brands carry
the natural advantage of being on home turf with a better knowledge of the local
culture and understanding of the stakeholder. But international brands are giving
Indian brands a run for their money. Many brands which lead in India are of foreign
origin - Korean, Japanese, American, German, British, Chinese, Swiss and Dutch
(The results of BTR 2011 evidenced this: 45 foreign companies with headquarters
outside India were featured among India's Most Trusted 300 list, of which
5 were among the 10 Most Trusted Brands), and they lead in market because they
leadin trust.

Brands which have focused on Brand Trust™ have consequently gained market
share, revenues and profits. On the other hand, brands that have focused only on
the latter have invariably lost both. Establishing the intangible of trust is essential to
gain all things measureable and brands that use this insight have already won the
biggest victory of all - winning the hearts of stakeholders.

A rough calculation of worldwide expenditure on brand communication in 2011
puts it in the range USS 1 trillion, humungous by any count. This money spent on
brand communications can mean the difference between the success and failure of
any good idea - be it a product or service. The BTR shows basis that communication
which helps build Brand Trust™ actually helps buttress the brand's core. However, it
also shows that if the money spent on such communication does not help build
trustinbrands, itis good as squandered, and opportunities wasted.

The most rewarding part of this journey was in that the science of Brand Trust™ was
able to deliver to brands much more than it promised. Some brands have made use
of Brand Trust™ to maximize value from their communications. Other brands have
taken the introspective route and used Brand Specific Reports to internalize action
based on how they stand on the 61-primary components of Brand Trust™. Some
have used the same reports to chart their competitive strategy by studying the
comparisons between themselves and competing brands. This has helped them
understand subtle differences in audience perceptions and given them a chance to
change course accordingly. Yet some others have licensed the 'Symbol of Trust' to
communicate the endorsement received by the BTR ranking in their collaterals and
communications. The BTR inadvertently has, in fact, become a realization of the
tenets that we propound, and as its true owners, the users and readers of the BTR
have shown us more direction than we were initially aware of.

I thank all those who sent several suggestions, thoughts and insights on The Brand
Trust Report™ last year. | assure you that each has been given its due consideration.
Those found well supported and relevant (of these there were several), have been
included in the current report. However, improvements are a continuous process
and I would appreciate your thoughts, ideas and questions on BTR 2012, so that we
may be able to bring you an even better report in the future. Please write to me at
mouli@trustadvisory.info

This report, very humbly, is a dedication to your continued support.

N Chandramouli
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Comparisons
between
brands
based on
'trust’

has been
possible
because of
the comprehensive
Brand Trust
Matrix™
developed
by Trust
Research
Advisory.

INDIA’S MOST
TRUSTED BRANDS

Before the winners of the coveted
title of “India's Most Trusted
Brands”- in this case those who have
emerged as the first choice of the
consumers and influencers - are
announced, a few word about the
efforts that went into the study are in
order.

It is not easy to compare brands. The
degree of difficulty increases
manifold when the basis of
comparison is 'Trust'. These difficult
comparisons have been possible
because of the comprehensive Brand
Trust Matrix™ developed by us at
Trust Research Advisory (TRA) over
several years of research. The reader
may turn to Chapter 6 to understand
this matrixin greater depth.

To facilitate the analysis further, TRA
employed the services of the
prestigious Indian Statistical Institute

(I1S1) to design a Brand Trust Index™

The index calculation used last year
has been refined further this year. ISI
also analyzed the copious data
generated from the primary research
and helped make better sense of it.
The institute had the added
responsibility of statistically
validating inputs as well as findings
that have gone into this report as
well.

The exacting methodology and the
elaborate steps taken to ensure
complete accuracy and authenticity
of sampling, data collection and
analysis is also elaborated in Chapter
7 of this report. The reader may go
through these chapters first, as
reading these before going through
the results will make their
interpretation more meaningful.

The basis for this report is the
primary research conducted by TRA
across 2718 respondentsin 15 Indian

citiees The research scenerated



We believe in putting a customer above all else. To give global-standard products to
our customers, we maintain the most stringent quality controls, including processes
such as Six Sigma.The depth and width of our service channels are designed to exceed
customers' expectations atall times.

Our core objective is to offer products that are in sync with the needs of the Indian
consumer, with the promise of supreme functionality. At the same time, we
continuously invest in building brand trust, as well as in the flagship product --

Moon B. Shin,
MD & CEO, LG

communication.

Trustisimportantand a key factorin building brand loyalty for us;and employees, customers, investors and media all
play a major role in building trust for our brand. We try to establish an emotional connect with our target audience
and develop products customized to their needs and requirements. This, delivered consistently, leads to trustin our
brand.

Brands are important in the consumer-goods market since they are the interface between consumers and the
company, and consumers tend to develop staunch loyalty to brands. Failure to dialogue with a brand's current and
future consumers through any deficiency in recognizing consumer aspirations and life-truths can be a threat to
those brands. India is currently one of the most competitive markets in the world and any brand targeting Indian
consumers must have a very thoughtful and distinctive approach. We are in the constant process of listening to its
consumers and trade partners, creating products and services that make life better for them.

Our customers are the real owners of the brand. We are for the customers and by the customers; external customers,

who are the users of our products and services, and internal customers, who are our employees. It is with their input

that we create ever-enhanced offerings, and it is with their patronage that we enjoy growth and profitability.

17000 unique brands. The profile of
these respondents was very carefully
chosen so that apart from being
direct consumers, they were
'influencers' in their circles be it
family or their professional circles.
Please see Chapter 3 for a detailed

analvcic nfthe recnondente and their

Now, having explained very briefly
how the study was undertaken, we
put forward a standard disclaimer:
the fieldwork of this study was
concluded before November 2011
and, accordingly, all the influences
on Brand Trust™ can only be

Aattrihiited o occlirrencec nrior o

The Brand Trust Report™, India
Study, 2012 (BTR 2012) is the
second in its series, wit

BTR 201ﬁm‘:?/
2011. Those who may have missed
the earlier report may acquire it by
in their

sending request to

anatliriec@triictadvicorv info



Tndia's Most
Trusted Brand
in 2011 and 2012

presented here as the BTR A-List. This
study will provide insights into the
reasons why some brands are
universally trusted and others are
subject to regional, zonal, gender or
other kinds of bias. Naturally, this
year, we will also have the advantage
of comparing the results of BTR 2012
with those that emerged last year
and brands are bound to derive

benefits from this exercise as well.

India's 10 Most Trusted Brands

On the face of it, this year's list of
'India's 10 Most Trust Brands' looks
rather similar to that in BTR 2011.
However, some interesting new
trends, surprise entries and shifts in
positions are noticeable when the
results are probed deeper.

Nokia maintains its position and is
India's Most Trusted Brand in 2012 as
well. Nokia's leading position in
Brand Trust™ is despite the
innumerable barbs that the brand
has had to face globally and in India
regarding its inability to introduce

differentiated products in the wake

of significant, strong competition
from iPhone and other competitors.
Yet, to add to Nokia's crowning glory
of being India's Most Trusted Brand
this year, is the fact that it maintains
its lead by a significant 25% over the
second Most Trusted brand of BTR
2012, Tata. Last year, Nokia had a
similar lead over Tata approximately
26%, which was at second place in
BTR 2011 as well. Though brand Tata
continues to maintain its place as
India's 2™ Most Trusted Brand, its
lead over the brand in the 3 position
has reduced significantly to only 6%
this year as compared to its 18% lead
last year. The gaps of Brand Trust
Index™ between Nokia and Tata
(25%) and between Sony and Maruti
Suzuki (38%) are of considerable
significance, considering the fact that
the maximum BTI gap between the
consecutive ranked brands from 11"
t01000" is only 8%.

As for the other brands which have
claimed their position among the Ten
Most Trusted Brands, the list has only

gone through a small shuffle.

India's 10 Most Trusted Brands

Brand Trust Index

............. INDIA’S MOST TRUSTED BRANDS

The two
Korean
brands,
LG & Samsung,
have edged
ahead of the
Japanese
brand Sony
in Brand Trust
this year.

™

However, one significant slot change
is that the Korean brands LG (BTR
2012 ranked 3) and Samsung
(ranked 4") have edged ahead of the
Japanese brand Sony (ranked 5" this
year). More significantly, Samsung,
at 4" rank has outranked the 5"
ranked Sony by a very significant
margin - almost 38%. This is the
largest gap between any two
consecutive brands among the top
1000, and showing Sony's fall, rather
than the other's gain. Trailing close
onits tail, at 6" rank, is Maruti Suzuki.
This brand moved up a notch from
last year when it ranked 7"".
At 7" rank this-year is a new entrant,
BajajyWhich did not feature in the
Top 10 list in BTR 2011. Last year, it
was ranked as the 12" Most Trusted
Brand. The next two brands in the
Top 10, LIC ranked 8" and Airtel
ranked 9", hold firmly to their last
year's positions. Reliance slips a few
notches from it's a high 6" rank last

year but just manages to stay among

Bajaj jumps

from 12th rank
last year fo
7th this year.



in India, ranked as the 10" Most
Trusted Brand in 2012.

The one brand which moves out of
the Top 10 list from last year is Titan.
It has slipped to 12" rank in this

year's list.

Reading between the lines

Last year, several brandsin the top 10
have had their trust tainted and
perhaps that has been a reason for
their decreasing lead. Epic brands
like Tata and Reliance came under
substantial media glare last year for
all the wrong reasons. Nokia has
been under pressure for its products
and Maruti Suzuki has faced labour
issues.

What is significant to note in this
year's 10 Most Trusted Brands is that
the gaps between brands in the
Brand Trust Index™ have narrowed

significantly, except for a few

instances, wherein the distance
between the Brand Trust Index™ of
two consecutive brands is high. Last
year, the sum total of the Brand Trust
Index™ of the first five brands was
above the total of the next 45 brands
put together. This year, the closing
gap in the Brand Trust Index™ is
evident from the fact that the top 5
just manage to be approximately
near the sum of the Brand Trust™

Indices the subsequent 11 brands.

When
checking
Brand Trust
concentration,
only 5
categories
can be seen
among
the top 10.

Astudy of categories

A look at the different categories (in
this graph we have combined some
to make a total of 32 categories for
simplicity) and the number of brands
featuring in each (from the 1000
Most Trusted Brands) shows very
high brand density in some
categories. This reveals the strong
connection of these categories to
perceptions of trust. Four categories
stand out Food & Beverage (109
brands), Consumer Products (97
brands), Auto/Auto-related (83
brands), and BFSI (70 brands). Put
together, these account for more
than 15% of all brands featuring in
the list. Categories with the least
brands (in single digits) representing
them, in reverse order, are Sports (3
brands), Government bodies (4
brands), Cigarettes (8 brands), Social

Organizations (8 brands) and

Category Comparison - 1000 Most Trusted Brands
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Entertainment (9 brands).

A category's proclivity, or the lack of
it, for Brand Trust™ becomes evident
from one more observation in the
above graph. The red bars, which
show the average Brand Trust Index™
in the particular category, often
overshoot or undershoot the
blue bars. This depicts the
disproportionate upward or
downward Brand Trust™ pull of that
category (an upward pull shows a
naturally higher Brand Trust™ that a
category exhibits). The categories
with higher Brand Trust™ include
Diversified, Durables, Telecom, Print
Media, Internet and Personal
accessories, in that order. Among the
categories featured, the ones that
present a surprise for being at the

lower end include Construction,

................ INDIA’S MOST TRUSTED BRANDS

Alcoholic Beverages

-«

LIQUOR SPIRITS ———»—

Brand Trust Index

Social Welfare Organizations

and TV Media.

Category analysis

In this section we study each
category in detail and the graphical
representations correspond to the
indices. We

actual Brand Trust™

begin herein alphabetical order.

Alcoholic Beverages

If there is one leader by far in the
category of Alcohali erages, it 1s
Kingfishér, the thirty-three year old
beer brand. It also has the distinction
of being the only Alcoholic Beverage
brand to make it to the Top 100 on this

list. Brand Kingfisher has a lead of over

over its contender in second

Qld bird..

In a world where consumers are more informed and selective than ever, brand trust cannot be built by applying
a formula. Successful brands have to sound authentic to connect to people. Alok Nanda & Co. (ANC) has
developed a particularapproach to building customer trust it transforms companies.

It begins by plugging into a company's DNA and helping it find a specific vision and voice. Then, it repositions

brands as market leaders by creating new categories or redefining the ones they are already in.

ANC's brand strategies have been transformative. Forinstance, today Lodhaisn't seen as merely a real-estate company; itis
considered a purveyor of luxury lifestyles. Likewise, its client Marico has transitioned from an FMCG company to an Indian corporate whose
unconventional business ideas compete with the best in the world. ANC also worked with the Taj Group of Hotels and helped it express its
sophisticated brand of South Asian hospitality, making it highly desirable for affluent consumersin the US, Europe and Japan.

When ANC partnered with Marico, it helped the latter to redefine its core philosophy and business vision through a detailed mapping of its
culture and market perception. ANC gave it an articulation which encapsulated Marico's philosophy of maximising human potential. With
Ambuja, it realised that the most powerful reason for an investor to 'buy' a company is the most intangible: the quality of management.
Accordingly, ANC researched how top managements think in order to help build a strong corporate brand that enhanced the shareholder

value for Ambuja.

The firm has gained its experience and developed its approach by worked with the country's finest CEOs, CFOs and HR departments,

legendary professors at the cutting-edge of marketing and branding, retailers with whom it has transformed large swathes of high streets

and malls and entrepreneurs who move atlightning speed.
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place Fosters, the Australian beer.
This category, with 15 brands featured
init, has 7 beer brands and 8 brands in
the Liquor Spirits sub-category. When
the Brand Trust™ of the sub-
categories of Beer and Liquor Spirits
are compared, Beer seems to be twice
as trusted as Liquor Spirits, but if we
remove Kingfisher from this equation,
the two sub-categories are almost at
par.

Apparels

Clothes maketh the man. And,
clothes probably maketh the woman
a bit more. As much as the Brand
Trust™ composite of Outward
Appearance matters in building trust
in brands, Apparels too carry great
importance for people. This list is led
by Raymond, which maintains the
1* rank it acquired last year, from
among 49 brands that feature in

Annarel catescorv  lockev leade the

Rupa and Amul Macho. The Ready-
mades sub-category with 33 brands
featured, has Lee in the lead with
Levi's right behind it. Women's wear
is lead by Zara, followed by the
brands Mango and Meena Bazaar.

Among Apparels, the Fabric sub-
category features 10 brands (in
which Raymond also leads the list).
Vimal, the second in the list after
Raymond (the only fabric brand in
the Top 100 Most Trusted brands of

BTR 2012), is a significant notch

lower. Arvind Mills ranked 975" and
Grasim rank 999" just about make an
entry into the coveted 1000 Most

Trusted Brands of BTR 2012

Automotive

The Automotive category with 74
entries covers a wide variety of sub-
categories segregated for
convenience of interpretation and
analysis as, Four-wheeler

manufacturers, Two-wheelers

manufacturers, Car brands, Two-

Auto sub-category leaders

Brand Trust Index
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In 1884, Dr. S. K. Burman, a Kolkata-based ayurved

doctor setup an ayurved pharmacy, Dabur, motivated

by a noble thought: “What is that life worth which

cannot bring comfort to others?”Building on this legacy of

quality and experience of over 125 years, we today are one of India's most trusted

names and the world's largest ayurved and natural healthcare company. We work

Sunil Duggal , continuously to update our portfolio in line with changing consumer demands and
CEO, Dabur aspirations. Our herbal heritage has helped the brand achieve consumers' trust,

market share and growth. We have a strong in-house research wing that follows a 'bush-to-brand' approach, and has

anin-house nursery, which grows several rare herbs that go into our various products.

We consider our products, consumers, investors and employees as important pillars in building brand trust. While
very few Indian companies have survived the vagaries of time, fewer still have been able to withstand the onslaught
of multinationals, post-liberalization; probably none has been able to adapt and transform itself as well as we during

our 125-year-long existence thanks to the unflinching support of consumers.

We considered the onslaught of MNCs, post-liberalization, as a looming threat. Our brand overcame that challenge
by building a nimble-footed organization, committed to our heritage, and by living up to our motto of being

dedicated to the health and well-being of every household.

With our range, boasting several ayurved and natural products, we have been in the forefront of making ayurved

contemporary and more acceptable to the modern consumer bothinIndiaand abroad.

Our products, though a part of every Indian household, are marketed in more than 60 countries worldwide
including the UK and the US. Today, our products spread the goodness of traditional India and traditional Indian
medicine across the world. Brand Dabur has been built, over the years, on the trust of its consumers and considers

them the true owners. Our motto is to be dedicated to the health and well being of every household.

wheeler brands, Luxury cars and number of brands in each sub- BMW
Heavy equipment. category. The first three brands in ranked 33rd

The vibrant Automotive sector lends this graph also featured in BTR 2011.

last year moved
up to 24"

itself to an independent bench- Maruti Suzuki ranked 7" last year and

marking of the leaders in sub- improved its rank to 6th position this



FORD, 2

MITSUBISHI, 1

TOYOTA, 2

MAHINDRA, 1

HONDA, 1

NISSAN, 1

CHEVROLET, 1

TATA, 4

MARUTI SUZUKI, 5

HYUNDAI, 4

year, has moved up considerably to
24" rank this year. The German luxury
car manufacturer has, in fact,
overtaken even Hero Honda, which
slides to the 25 rank in BTR 2012
(probably due to the change of the
company's name to Hero Motocorpin
July 2011). Hero Motocorp, the new
entity, makes a silent entry rank 837"
this year and within just less than 4
months of its birth.

In the Automotive category, the car
brands which fight hard for market

share and consumer trust so fiercely

should be looked at more closely. The
one aspect that will shed much light on
the trust that car companies carry is by
the sheer number of car brands which
have made it into India's 1000 Most
Trusted Brands from each
manufacturer. Out of 22 car brands
that made it to the top 1000, Maruti
Suzuki leads in sheer numbers with 5
brands, Hyundai and Tata have 4 each,
Toyota and Ford have 2 each, and the
others have only one brand each. The
first two slots of car brands are claimed

by Maruti Suzuki with the first being

Tyres

Brand Trust Index

Dzire, and the next being the Alto.
Hyundai's i10 and i20 take the 3rd and
4thslotsamongthe car brands.

Since an automobile is hardly
useful without its tyres, a small
discussion on the Tyres category is
probably warranted. MRF (ranked
ata high 53“in the All India list and
the only tyre brand to feature
among the Top 100 Most Trusted
Brands) emerges as the clear
leader of these rollers by an
enormous margin. CEAT, Goodyear,
Bridgestone and Michellin follow,
albeit far behind.

BFSI

The Banking, Financial Services and

Insurance sector is one which should

ideally have the

PSU 12 | highest Brand
Foreign 10

Put g | Trust™, since
Eoop ! lentrusting

someone else with one's money

requires paramount trust. As would
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The Brand Trust

gapbetween LIC & e,
TCICT Prudential
is 574"/’0,\

INDIA’S MOST TRUSTED BRANDS

Insurance

Brand Trust Index

Thsurance has
11 life and 5

non-life entries

inBTR 2012.

category has a very high number of Banking alone has 33 entries, with and Insurance has 18 entries.

brands which make it to the list of  the Reserve Bank of India (All India  The sub-category of Banking has

India's 1000 Most Trusted Brands.  Rank 176) at 8" rank among Banks 12 psy banks, 10 foreign banks and

Law and Kenneth (L&K) pride themselves on leading from the front in the independent agencies landscape,
through their approach and execution. They do not believe in conforming to the traditional 'advertising
agency' mould, wherein the agency-client relationship starts and ends with a campaign. They aim to foster

long term business partnerships with their clients.

Theirapproach goes beyond the 'big communication idea'; they endeavour to provide business solutions which

may range from assessing the foray of a client in a particular product category; to breathing life into a product by

providing it a tangible form (naming, identity and positioning); to extending it into consumer mind space through media agnostic
communication ideas, which could range from an innovative packaging idea to different shopper marketing strategies or an

activation/digitally lead engagement platform or just a traditional advertising campaign.

L&K believes in building brands right from scratch and giving them a differentiated direction through a deep understanding of the Indian
consumer, more from a socio-cultural and geo political perspective than just a demographic perspective. The agency's earliest brand
partners came to them when they had little pedigree in their respective categories and expressed a desire to create a space in the

consumers'heart, in the midst of many other promising brands.

It strongly believes that the core of human behavior is deep set in the 'belief system' that has either been passed on from generations or
those that people have lived with from their formative years. This governs human perception of life and everything else, including brands.
Against this backdrop, L&K takes a step back and identifies these 'belief systems; decodes them and moulds or alters them through incisive

communication, thereby creating a favorable disposition and hence a deeper connect with brands.



8 Private banks making an entry into
this list. Also noteworthy on this listis
the inclusion of the National
Cooperative Bank, a bank founded in
1947, which is ranked ahead of
Rabobankand even Bank of America.
Another important sub-category of
BFSI that deserves attention is
Insurance. Of the 18 Insurance
brands which have made an entry
among the BTR 2012 1000 Most
Trusted Brands, 11 are life insurance
companies, led by LIC (also at All
India BTRrank 8). ICICI Prudential Life
is next on the list of Insurers (at All
India BTR rank 156), followed by Tata
AIG Life and Bajaj Allianz (counted as
a single brands as respondents did
not differentiate). The other insurer
for which respondents did not
differentiate between Life and
General insurance was Future
Generali, which ranked 11" among
insurers. The 4 general insurers that
made it to the list are National
Insurance, Iffco Tokio, Tokio Marine
and CNP Assurance. In ayear whichiis
going to be excruciating for

Insurance companies, Brand Trust™

isboundto playaveryimportantrole

in the leadership and
competitiveness of these brands. c;’l:‘;::lirr‘t

Quality
Branded Fashion
The demand for luxury, Luxury

Self (Branded o

they say, is inversely enhancement Fashion) ocial status
correlated with its price. metrics
Though the consumption of
branded fashion (or luxury) has an Unique &

Exclusive

inverse relationship with price, and
instead it is directly proportional to
the Brand Trust™ it generates.

Luxury and Branded Fashion typical
depends on four metrics for its
sustenance, namely, Superior
quality, Social Status, Uniqueness
and Self-Enhancement. Brand Trust™
is central to all these four metrics,
without which they would not stand
the test.

The Branded Fashion category is
unlike any other in the Brand Trust™
Report, 2012, because there are four
distinct layers visible from an
analysis of the Brand Trust™ Indices.
Within each of these layers, there is
not much perceptible difference in

the first three ranks leading the

Branded Fashion

Brand Trust Index
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layers, however there is a significant
difference between the layers
themselves. The first three ranked in
this category (the ones that also form
the first layer), namely, Armani
(ranked 1%), Gucci (ranked 2™) and
Diesel (ranked 3), are separated
from each other by only 5%.
However, this layer is separated from
the next by a difference of 29%.
Similarly, the brands in the next layer,
i.e., Esprit (4"), D&G (5") and Playboy
(6") have an approximate 7%
difference between their respective
Brand Trust™ Indices, but this layer is
distinguished from the subsequent
one by a difference of 25% on the
Brand Trust Index™. The third layer is
formed by Denim (7") and Tommy
Hilfiger(8"), separated from each
other by approximately 10% on the
BTI, but differentiated from the last
layer by a difference of 62% on the
Brand Trust Index™.

Construction



................................................ INDIA’S MOST TRUSTED BRANDS

We are modern and progressive in our outlook but old fashioned in our value systems. We will be

fiercely competitive in the market place but at no stage will we compromise on our values. We will
not sacrifice our values for short term gain or even underimpossible circumstances.

-The MadisonWorld Philosophy

That in a statement is Madison. Madison World, a diversified Communications Group with 24 Units

across 10 Specialized Functions, offers integrated and specialist services in different areas of

Communication like Advertising, Media, Business Analytics, Out-of-Home, Rural, Retail,
Sam Balsara,

X Entertainment, Mobile and Sports. It employs over 1,000 communication professionals across cities
CEO, MadisonWorld

in India, Sri Lanka and Thailand. Dealing with some of the World's most recognized brands and
India's largest and most renowned business houses over a period of two and a half decades, Madison realized that 'Trust' is a very
important principalin a relationship —the 'Trust' that organizations place in Madison to ensure it makes their Brands trustworthy in the
eyes of their customers. Right at the outset, Madison established a Vision and Value statement that has become the guiding light in
everything that it does.Today, it credits its success largely to following certain principles which it has termed as the Laws of Madison.
i) Client focus - Intense focus on the clients' business doing whatever it takes to improve clients' business results. Madison stands by
this philosophy by having few but large clients and dedicated teams to service each of these businesses and ensures senior level
involvementin all client businesses. It has the highest number of employees per clientand the highest billing per clientin the industry.
i) Diversification with focus —With media getting more fragmented, Madison diversified into newer areas to help clients best optimize
their communications. Madison also keeps an intense focus in its core business areas, and therefore is able to bring greater value to its
clients.
iii) Innovation: Innovation is integral to Madison and it is evident in all Madison's engagements with clients through ideas, and in the
communications Madison creates for its clients. Such an approach has helped Madison develop its own unique positioning platform,
iEngine, to better encapsulate what it delivers to each of its clients individually and to ensure that each Madisonite focuses on

individual client expectations.

leads the construction category list.
is followed by HDIL at 2™ and the Construction

luxury player, Lodha, at 3" position.

The percentage gap between these

first three sequential brands is a very

significant 61%. The gaps are so

Brand Trust Index

wide that the last 5 brands in this
category, i.e., Raheja, Lanco,

Hiranandani, Kalpataru and GMR, >

are all ranked between 90 and 990






























































































































































































































