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Most Trusted Brands 2015

Chronicling a long, strange year when brands gained and lost trust at an unprecedented rate

eeping track of a
brand’s relation-
ship with its cus-

. Dove
- Bo

Surf Excel
7 ]

is scripting a dramatic comeback
to the top or a painfully slow crawl
up the trust ladder. (Read Maa &

tomers is tough. Maggi- Status: It’s Complicated for
One day it's all i 4 some indication.)
roses, rainbows But it’s not all about calamitous
nd happy endings; %bql'esyh%ﬁes ¥ g%ntene falls. If its good news you are loqk-
the next it's a tragic, vodka-fuelled Cadbu (7] - /T, ing for, Colgate has retained its
Russian novel. Just consider what Airtel Dairy Milk Bournvita 28 B position as India’s Most ATrusted
happened to Maggi, arguably one of [12] 8] [50) Mg - \7: Brand for four years running. Tata
the year’s biggest corporate stories. : s o Aﬁﬂ ' Head& R e Salt has risen to No.2 from 16 last
The controversy over harmful lev- PQpSi W = ’& . Bel 4 RN al& Sunsilk 34 year, and the reasons for its climb
els of lead and MSG in Maggi taste- Fe s 5 Shoulders ‘ e are chron-
makers got its 2-minutes of fame & - e o T Stk 1C icled in the
when it consumed our nation. Just . el PEDSOﬂEﬂt 24 %EII::KI\I/!:IDCH issue. (Read
last year, Maggi was celebrating its i AND WRIT- Salt Of The
standingin the hearts and minds of Parle Tide 13 Earth.) 1f
Indian consumers. LiC TEN ABOUT you are
The beloved brand that brings up Thums Up 169] E-COMMERCE 100king for
all types of childhood, hostel and 1371 . BRANDS ARE  bigger leaps
travel memo- " : : CONSPICU- consider
ries, broke into  IF ONE’S LS o7 personal
the Top 5 Most  LOOKING ; S . 'ﬂtaﬂlﬁﬂi : OUS BY THEIR care brand
Trusted Brands FOR AN -, T ABSENCE IN Dove and
forthefirsttime TNIAN Rasnaus Ideaira / THETOP100. telco Idea.
in 2014, albeit BRAND'S ' SURPRISED?  Dove’s strat-
placed at the Moov 51 egy to keep
lowerend. Inthe %F&I@S_HIP Pears &1 it real has worked and consumers’
2015 edition of faith in the brand has propelled it
Brand Equity’s STATUS, | jggg:g: [87‘5] ',;E,a‘,"e“sﬁgf’ from No.30 last year to No.4. Idea,
Most Trusted [,00K NO Sk 4 on the other hand, has travelled a
Brands survey, G : massive 131 spots to inch closer to
however, Maggi };g]}}\}HER Eno (113 : ‘ ;Tat,a Tea [51.1 ', i ) : T " its rivals Vodafone and Airtel, the
has plummeted L _ ! : i ; i 3 #1056 1 latter sitting pretty at11.
to 95. This poll MOST ; 5 SUnfeaSt [59] i Saﬂmm' [913 m'cal [45#’ Lay 5155] 'V“ iﬁ Depending on your point of view,
finding proves TRUSTED & it's either surprising (or hardly
that if one’s arnier 3 3 so) that the much talked and writ-
looking for an Bt = e Q‘l looeKEL, = ;:j e Parachute ten about ecommerce brands are
Indian brand’s relationship status, Philips [10&?} conspicuously absent in the Top 100
forget Facebook, look no further \luigler 100 A {Consumer Harpic el Most Trusted Brands list. A find-
than BE’'s Most Trusted Brands. > ' : [124] Half Oll Durables) [85] ing that reinforces what we had
Of course, turns out meri Maggi g ; i i ) long suspected; consumer loy-
is safe. And now its Swiss mother, Boroplus - ¢ o ¥  alty and trust, takes more
Nestle is going out of its way to win WhiﬂpOOl [83] 2 ; , than big sales and bigger
back consumers’ trust, especially Ujalaps Dmbtes);gm Gﬂd{ielilﬁl = T Perkiean .,/ adbudgets.
that of Indian mothers, who put RO ADD ances ¢ DEesn VAN ”" Stay tuned for our next is-
their faith in Maggi every time : Lt ¢ sue for more stories analys-
they served up a bowl at snack Ed Vl(g(;eneucrgg Nescafe 1) E‘ﬁsuel’fl"g Ec,ao?t%';s{é)m ! ingwhyIndia’sMost Trusted
time. Only time, or the next i B%?bles) Rpae g a / Brandsgottowheretheyare
edition of Most Trusted %g#egb"e Elgg]nalaya and how they intend to stay

Brands, will tell if Maggi

IMAGING: SHUBHRA

Copyright of the article is with the publication

the course.




