Date: 25/11/2015

The Economic Times

Page No: 1 Location: Brand Equity

%The Resource Centre

Circulation: 179618

Edition: New Delhi

Most Trusted Brands
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ost Trusted Brands iden-
tifies brands that have
that most special ingre-

dient: the consumer’s

trust.

Conducted by Nielsen, Most
Trusted Brands remains among
the largest researches jof its kind

in India, with a design sample of
7,200 - distributed across socio-
economic classifications, age,
income and geograpliy
This year, at the first stage sales
and media visibility data was anal-
ysed to arrive at a list of brands for
further discussion and shortlisting
for the MTB 2015 consumer survey.
After considerable brainstorming
between Brand Equity%and the re-
search team at Nielsen, afew brands
from the list were dropped and new
ones were added. 56 new brands
were added to the list this year - re-
placing brands scoring very low in
previous year’'sranking, Categories
such as mineral water, made way
for more contemporary ones like
e-commerce and services. In total,
373 brands were considered for the
consumer survey this year.
RESPONDENT PROFILE
B Chief Wage Earner (CWE)-The
person who makes thehighest
contribution towards household
upkeep.

COVERAGE

The study was carried out in the

following 12 cities across India.

Zone Popstarta |[City
classification

North Top 4 Metro  |Delhi
10L-40L Lucknow
SL-10L Chandigarh

East Top 4 Metro Kolkata
10L-40L Patna
5L-10L Bhubaneswar

West Top 4 Metro Mumbai
40L+ Ahmedabad
10L-40L Indore

South Top4Metro | Chennai
40L+ Bangalore
10L-40L Vijayawada

AP [}

m Housewife (HW)-Any married
female and unemployed, age 15-60
years

® Youth -15-25yearsand not CWE/
HW

® Older-26-60years and not CWE/
HW.

The survey wasrestricted to NCCS
(New Consumer Classification
System) AB with a view to focusing
on the prime target audience for
most branded productsand services.

BRANDS & ATTRIBUTES
All brands were divided into 12
different panels; each panel was
exposed to a matched set of respon-
dents in terms of demographic vari-
ables of NCCS, age group, gender
and respondent category. Each re-
spondent evaluated 31 or 32 brands
- each brand was evaluated by 600
respondents.

Thelist of statements used toevalu-
ate the most trusted brands and the
attributes they represented.

Statements Attributesrep-
resented by the
statements
Always maintains a

~ high level of qual-
ity Quality
Itis worth the price
itcommands Value
for Money
| would always
recommend this
brand to my fam-
ily and friends
Recommendation
This brand meets
my needs.
Understanding
consumer need

ATTR1:

ATTR2:

ATTR3:

ATTR4:

BRAND EVALUATION:
Stage 1: Each respondent was
asked to indicate the familiar-
ity for each brand on a four-point
scale. The scale range would be: 1
-Ihave not heard of this brand;2-1
have heard of this brand, but know
nothing about it; 3 -1 have heard of
this brand and know a little about
it; 4-1have heard of this brand and
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know it quite well |
Stage 2: The respondent evaluated
all brands that have been rated by
him/her, 3 or 4 on the familiarity
scale stated above. Those who rated
a brand 1 or 2 on familiarity scale
were not asked toevaluate the brand
(their individual brand trustscore is
considered tobe0)
m Overall rating : The evaluation
was done at an overall level for each
brand by indicating his/her rating
on a 10 point scale where 1 stands
for “Extremely poor” and the 10 for
“Perfectinevery way”
H Respondents were then asked tore-
spond toabattery of four statements
that define brand trustona ‘1’ to ‘10’
scale where ‘1’ would mean that the
statement ‘doesn’t apply tothe brand
at all’ and ‘10’ would mean that the
statement is ‘completely applicable
tothe brand’.
Stage 3:Thefinal brandratingisar-
rived at through the following steps:-
m Step1: Calculate a
brand trust score for each re-
spondent = [(0.5*0verall)+
(0.5*(Atirl+Atir2.. +Attrd)/4)]
®Step 2: Multiply the brand
score by the familiarity score /
weight. This were either 3 or 4
as those rating the brand 1 or 2
on familiarity are directly con-
sidered to have a brand trust
score of 0
| ] Step 3: The total of all the
brand scores (across re-
spondents) is calculat-
edand thendivided by
the total number of re-
spondents (including
those who give brand
scores of 0) i.e. the aver-
ageistakenontheoverall
base of respondents who
were asked about that
brand, i.e. coded 1/2/3/4
in familiarity scale. to get
the overall brand score
Thus, the final score for each
brand isonabaseofall respondents,
irrespective of their level of famil-
iarity.

This final rating for all the brands
is directly compared and sorted in
descending order to determine the
Most Trusted Brands.
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