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The,Truth

&\ THE PROBLEM

CLEAN LABELS EXIST.
CONFIDENCE DOESN'T.

Customers want honesty in every bite,
but hidden ingredients and vague claims
make it hard to trust what they eat.

ol ales

Proof, not promises.

100% CLEAN LABEL VERIFIED

whole
The Truth

Double Cocoa
Premium Plant Protein

~ LAB TESTED BATCH

Chemical Claim Lab Result

0% Sugar Added Confirmed

) —
100% VERIFIED

—
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Ingredients
100% Listed

A @)

Lab Reports No Hidden Made with
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View Proof Nasties Real Food

+ Lab Tested Batch

Amew trustiaver thatibringsitransparenc Lab Tested Clean Label Full Transparency Built-in Trust
£ i Y g_ P Y Results you No nasties. Every ingredient. Because proof
to life—simply, clearly, and instantly. can verify Ever. Openly listed. builds loyalty. ADD TO CART
Designed by Shreya Gupta <Cooked up by Shreya —>> Empower}ng customers t.o choc?se
with confidence. Every single time.




EXECUTIVE SUMMARY whole
Stk The Truth

TWT has built strong trust
through radical transparency.

POSITIONING
; i : BRAND ASSET
Premium clean label nutrition built :
3 5 Ingredient transparency
around ingredient transparency.

RQUINY g ARCHETYPE
Trust and differentiation are strong. G Sage plus Rebel

Price and limited reach restrict frequency.

IDENTITY
O 3 TWT behaves like a food trust movement CORE CHALLENGE
while consumers often experience it Turn trust into habit

as a premium clean snack.

tHow can TWT become an everya(a.y food habit while protecting s transparency adv e?
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Analyzing the positioning of The Whole Truth

TWT entered as Indian consumers grew sceptical of ‘health’ food marketing
prioritising ingredient honesty, real taste and functional protein over legacy claims.

@ Correlational PoP Borrows credibility from the global clean-label movement — no B.S. labelling, founder-led D2C authenticity, science-backed nutrition.
@ Competitive PoP Competes with Yoga Bar, RiteBite Max Protein & MuscleBlaze by matching protein & taste while out-declaring them on ingredients.
@ Category PoP Operates in high-protein, clean-label healthy snacking & nutrition — bars, powders, muesli, nut spreads, date-sweetened chocolate.

Company Competition

Yoga Bar: mass distribution (ITC)
RiteBite: high-protein, wide reach
MuscleBlaze / ON: nutrition scale
Open Secret: celeb-backed snacking

Radical ingredient transparency
Founder-led owned-media engine

Taste-meets-clean formulation

Category activism & food journalism Consumer
Trust without reading fine print
WINNING Clean ingredients, no taste trade-off
ZONE Protein that fits fitness goals

To feel good about what they eat

TWT’s Positioning: Radical Transparency You Can Taste — clean-label honesty at credible taste, at a premium.



BRAND EQUITY MODEL whole
Keller CBBE Pyramid The Truth

WEIGHTING ILLUSTRATIVE SCORES

L. RESONANCE 8.0 &
Resonance 10% D Reonance
FEELINGS 68.0 Feeli
Fecting=15% etner

JUDGEMENT 64.0 Jud t
Judgement 15% What do they think 4 dgemen
------- IMAGERY 66.0 1
Imagery 20% What does TWT represent magery
----- PERFORMANCE 5P
Performance 20% What does TWT do 64.5 performance

. SALIENCE =5 . .
Salience 20% SR 52.0 Salience

OVERALL BRAND EQUITY SCORE 62.1 /100


https://docs.google.com/spreadsheets/d/1cQxty2e5im4Ub1r4zq6CAu0NvNKKD51N/edit?usp=sharing&ouid=111806629409039494949&rtpof=true&sd=true
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ED EQUITY BRAND SALIENCE The ,\TrUth
Who is TWT

ILLUSTRATIVE UNAIDED RECALL INDEX

6 0/ AIDED RECALL
4 o Awareness with prompt

CLEAN LABEL ASSOCIATION

RiteBite Category attribute alignment

MuscleBlaze SALIENCE SCORE

Open Secret

KEY INSIGHT

Strong association among people who know
TWT. Broader recall remains the opportunity.

The Whole Truth




BRAND PERFORMANCE
Value and access

VALUE

Premium pricing raises the trial

5 2.0 varier.

[ [ [
Agree Neutral Disagree
40% 34% 26%

whole
The Truth

ACCESS

Limited physical availability reduces

5 8 ° O spontaneous discovery.

] [ [
Agree Neutral Disagree
46% 29% 25%

KEY TAKEAWAY Trust and taste lead. Price and availability restrict reach.



whole
BRAND EQUITY BRAND IMAGERY TheATrUth
What does TWT represent

BRAND PERSONALITY USER IMAGERY

68.0/100 64.0/100

HONEST HEALTH CONSCIOUS
INTELLIGENT URBAN

NO NONSENSE LABEL AWARE
SCIENCE BACKED FITNESS AWARE
PROVOCATIVE DELIBERATE

IMAGERY SCORE 66.0 /100
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BRAND EQUITY : BRAND JUDGEMENT The ,\TrUth
Differentation and relevance

\dh%k\“\ o et gl

HICH & L e B DIFFERENTIATION
: 9 PY TWT stands out clearly
z whole
o The,Truth
> ' 6 RELEVANCE
g ' 0.0 ow '
E ' PY veryday connection
z "
u 1
m 1
[TH 1
Ii 1
o "
: KEY OBSERVATION
1
' High differentiation anchors the
=S » HIGH brand, but driving daily relevance
RELEVANCE is the primary strategic task.
LOW

JUDGEMENT INSIGHT : TWT stands out from other food brands. Everyday relevance remains
the gap.



BRAND EQUITY BRAND FEELINGS
What TWT evokes

CORE EMOTIONAL BRAND VALUES

TRUST

SELF RESPECT
CONFIDENCE « PEACE OF MIND

Strongly Disagree Neutral Agree Strongly
Disagree Agree
3 4 9 17 13

whole
The Truth

WHY CONSUMERS TRUST THE BRAND

v Ingredients shown upfront
¢ Lab reports published

v Factory transparency

v Pricing explained

v Education through owned media

FEELINGS scorRE 68.0 | Trust is TWT's deepest emotional equity.



BRAND EQUITY BRAND RESONANCE
Belief and advocacy are stronger than buying frequency

ADVOCACY LOYALTY ENGAGEMENT

whole
The Truth

O O o
66 62 55

49

RESONANCE GAP The opportunity is to convert trust into routine.



BRAND IDENTITY PRISM Wh Ole

The Whole Truth 5 TheATrUth
PHYSIQUE
. Kraft style packs
CULTURE . Ingredien’:ps on front ‘
Transparency ., Blackwbrdmark .- PERSONALITY
Food trust Blunt « Witty
Honesty . ' i Science backed
_______________________________________________________________________ Uncompromising. ... _........................
SELF IMAGE RELATIONSHIP

I eat with integrity Educator  Truth seeker

REFLECTION
Health literate « Urban
Label r‘:eading

I do not get fooled by packaging Truth teller community

BRAND PRISM A Coherent Identity rooted in radical honesty.



Our Bada Barkhana in 3D

See where our protein powders are made

whole
The,Truth

o % e
BRAND ASSET, "= Eigs

E V U T 0 R \_2 Q, Click here to step info our bada barkhana

DIFFERENTIATION Unigue &

Where The WhOIe Tru‘fh Sfands TLOday @ Very high — nothing else declares y— hard fo copy

ingredients like TWT does

; : [0)
A holistic evaluation of our brand across key [T — | 72%
dimensions that drive long-term strength.
RELEVANCE !
BRAND STRENGTH (DIFFERENTIATION x RELEVANCE) @ Strongi—allnaiiinibing dbmand = Highly
High for clean, honest food relevant
NICHE / LEADERSHIP [ e sy 64%
UNREALIZED
z POTENTIAL 5 -
£ ey ESTEEM ";Z* e
ron:
= ‘{-'? 5, Positive & trusted, but authority- R o om‘y o4
> PDS( tonu ? grow
- as-category-leader still forming
i R 58%
S NEW / COMMODITY /
UNFOCUSED ERODED KNOWLEDGE Awareness is
Low Deep among a health-literate niche; & the next frontier
s RELEVANCE High thin in the mass market
- = = 50%


https://thewholetruthfoods.com/barkhana-protein-bars

Brand Archetype

Primary: The Sage

Truth, knowledge & transparency

fnole
TheTruth

plant protein

100%clean
o junk, O toXiNS:

whole
The, Truth

Secondary: The Rebel
Challenging a broken industry

ingredients
matter.
always.

' quesﬁon o
verything
eat real.
A

THE LABEL
NOT THE
HYPE

Seeks knowledge. Values transparency. = Questions the norm. Calls out the noise.
Chooses what's real. Breaks the rules to fix what's broken.



BOLD BLACK WORDMARK
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protein bar
choco
cruncly

wwwww

whol
The,I

Sinmple, confident

e
[T

Nothing to
hide, ever.

——  Real ingredients.

Always listed
clearly.

~——=> Short, honest
and easy to

- i

INGREDIENT-FORWARD PACKAGING

Ingredients take
the spotlight.

~—

whole ®
The,Truth

whey protein

double cocoa

24g
INGREDIENTS protein
Whey Protein Concentate
Cocos Powser

Cocoa Sobds
Sunflower Lecithin
Steva Exract

whole

Brand Elements - The Truth

Every element reinforces one promise — nothing to hide

Logo & Visual System

Tone of Voice

Website & Ecosystem

Owned Media

Founder as Brand

———

A promise as a name. ‘The Whole Truth’ is literal and declarative
the brand’s entire proposition compressed into three words; impossible to over-claim against.

Bold black wordmark and minimal, ingredient-forward packaging.
The list of ingredients is the hero of the pack, not a footnote or design as proof.

Blunt, witty, science-backed, anti-jargon.
‘Found an ingredient you can’t pronounce? Allow us to help.’
Talks to smart adults, never down to them.

Radical transparency built into UX: public lab reports (#nothingtohide),
a 3D factory tour, and a ‘Why prices change’ page that explains cost honestly.

Truth Be Told newsletter, The Whole Truth Academy and ChemX form a content moat
teaching, not selling — that most food brands can'’t replicate.

Founder Shashank Mehta (ex-HUL) is the credible public face;
owned, founder-led content replaces paid celebrity endorsement and deepens authenticity.



FUTURE GROWTH REQUIRES MAKING TRUST VISIBLE, USEFUL, AND REPEATABLE truth —

©  EMBED PROOF € INGREDIENT INTELLIGENCE ©  TRUST-LED RETENTION

¢ Timeline: Immediate e Timeline: Near Term ¢ Timeline: Medium Term
e Solve: Trust leakage during purchase e Solve: Fragmented ingredient and e Solve: Trust is not yet converted into
. manufacturing transparency repeat behavior
e Goal: Keep proof embedded in the
product experience e Goal: Make verification and e Goal: Turn confidence into habits,
education interactive subscriptions and reorders

THE
NORTH STAR

- VALY "o



@ EMBED PROOF

STRUCTURAL PROBLEM

Whole Truth has already earned consumer
trust through clean-label positioning, but
“proof is fragmented” across the buying
journey. When shoppers want to verify a
claim, they leave the product page, search
for reports, open external PDFs and return
with lower purchase momentum.

STRATEGIC SOLUTION

Embed proof directly into every product page so
customers never need to leave the buying journey
to verify what they are being told.

TRUST SCORE
A simple at-aglance
confidence signal.

LIVE BATCH LOOKUP
Verify the actual batch
being purchased.

CLAIM - PROOF
Compare product claims
directly with supporting evidence.

Turn verification from a separate research task
into part of the product experience.

o)

=

THE
STRATEGIC BET

Trust existe.

The jourh ey |
breaks. Thertn
mupmtoin

\9 “h
= >
TRUST SCORE VERIFIED
9 1 6 BATCH TESTED
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Double Cocoa Protein

Premium Plant Protein

COMPARE TO CLAIM
“0% Added Sugar”
Cloim | Proof

0% i Confirmed

WHAT'S INSIDE

@ Whey Protein Isolate
7 Cocoa Powder

#  Sunflower Lecithin

@ Stevia Extract

YOUR PRODUCT JOURNEY

g~ ~A-09 -

Sourced Monufoctured Lab Tosted Verifiod

LAB REPORT
View report =

ADD TO CART —

Move proof from an external destination

toan émbedded product capability.

View all ingredients -

proof chouldnt

need :ﬂffk Z

BEHAVIOURAL SHIFT

Consumers increasingly expect brands to prove their
claims, not simply communicate them. When evidence
is visible at the moment of consideration, shoppers
move from skepticism to confidence without leaving
the purchase journey.

BEFORE AFTER
Claim Claim
v N
Se(lmh Instant proof
External report » ~L
Vv Confidence
Doubt ‘1'

Purchase hesitation Purchase

STRATEGIC ADVANTAGE

Embedding proof creates a differentiated trust infrastructure
that competitors cannot easily replicate through packaging,
pricing or advertising alone.

@ o DIFFERENTIATION

Proof becomes part of the product experience.

CONVERSION
A ©

Reduced uncertainty shortens the path to purchase.

e DATA + LOYALTY
8991 Repeated interactions with proof create richer trust
signals and stronger reasons to return.

Competitors can copy products.
They cannot easily copy a trust operating system.

Keep tr ust

—f:_ﬁf_ffﬁi—

/

—

\

’/\\

Less cearching.

T — More believing.



STRATEGIC RECOMMENDATIONS

Peoo€ Shouldn't need a tvanslator. I/

€ INGREDIENT INTELLIGENCE

—_— N

THE PROBLEM TODAY

Ingredients are listed, but not understood.
Shoppers see complex terms, leave the
page, search elsewhere, and often return
with less confidence.

o DR = 4

See Ingredient Don't Search Doubt &
Understand Elsewhere Drop-off
OUR SOLUTION

Tap any ingredient to instantly understand what
itis, why it's used, and how much is in this product.

TAP TO EXPLAIN

Plain English meaning, role & source.

SAFETY YOU CAN TRUST
Amount per serving vs safe daily limit.

EVIDENCE & REFERENCE
View lab reports & scientific references.

SMART COMPARISON
Compare with similar products.

Make every 'lv\%ved'len‘\’ click-worthy. "

mﬁm ¢f> N

THE INTERACTIVE EXPERIENCE (PROTOTYPE)

See ingredient
on product page

)

whole =
The Truth QER

Double Cocoa Protein

What's inside
Whey Protein Isolate >
Cocoa Powder >

Stevia Extract {b>

Pink Himalayan Salt >

Monk Fruit Extract >

Clean label. Nothing to hide.

Trust Score

9.6/10

@© Batch Tested
@ Lob Verified

130-40%
Increase in product
page time

Tap to explore Get proof Dive deeper
in plain English & safety context if you want to
(o CED .v-\ [ n-\ 0 CEED Lew\
Sunflower Lecithi X i X i X
unflower Lecithin Sunflower Lecithin Sunflower Lecithin
Overview Details Safety Science Details Compare
Amount in this product
. - Source Sunfiower Seeds
sl e
> Type Non-GMO
Safe dally limit (FAO/WHO)
What s it? Up 107,500 mg / day Function Erruisiter
A natural emulsifier derived from
sunflower seeds. It helps mix Reference EFSA Jourmal, 2007 2
ingredients that don't blend well Within safe limit (]
together. Lab Report Yiew Full Report (2
Why it's safe?
Why is it used?
Extensively studied and approved
Improves texture, prevents clumping,
by global food safety authorities
and ensures a smooth consistency
i for its intended use.
in protein powders.
Compare with other =
products

Véas this helpful? 0y P

ADD TO CART =

View Lab Report —>

=

S /

1T15-20%
Improvement in
conversion rate

R

©

120-30%

Reduction in drop-offs
during consideration

125%+

&

over time

Higher repeat purchase

WHY THIS MATTERS

@
©

OUR ADVANTAGE

A 11
7 TRUST INFRASTRUCTURE

anf] Ingredient intelligence becomes

a long-term moat.
( @) )

Uv\def"‘\'and'mﬁ ceeates \0\10\‘\’\1.
_—{__

Builds instant confidence
Removes uncertainty at the
moment of consideration.

Reduces drop-offs
Keeps shoppers on the page
with clarity, not confusion.

Educates while you sell
Turns every ingredient into a
moment of trust and learning.

FIRST-OF-ITS-KIND
Most brands declare.
We explain.

STRONGER LOYALTY
More clarity — more confidence —
more repeat purchases.

Outcome:

More informed shoppers.
More confident buyers.
More loyal customers.

O



) © TRUST-LED RETENTION

THE DIAGNOSIS

Resonance is our weakest pillar (58).

RESONANCE PILLAR
and within it, frequency is the weakest 58 N
attribute (49) — lower than Salience. /100
People trust us, believe in us, but " 56 59
they don't buy from us often.
It's a habit problem with an .

economic root cause. Frequency  Sekience Community

o ECONOMIC REASON TO RETURN +
Make repeat orders more rewarding.
Subscribe & Save Structural discount =1y Savings stack with

% that actually saves. e on every order. !’ loyalty & milestones.

( Subscribe & Save \
-

=
120% O o

« Free shipping
* Priority support
* Swap, skip or pause anytime

CHOOSE PLAN -

THE RISK

(LET’S BE REAL)

Ritual ownership plays are slower to show ROl than a
reorder button, and if the discount is too aggressive

tcan quietly undercut the premium positioning we've built.

OUR STRATEGIC BET

//
Don't retain a purchage,

own Q ritual.
g ol Lt i

o BEHAVIOURAL ANCHOR, NOT A NOTIFICATION +*

Own a daily/weekly occasion people already have.

Truth Broakfast
Start the day right.

Truth Refuel <& )J Small ritual,

Post-workout ritual. big consistency.

e = )

5 Day Streak
W@ s

—_— Today’s Ritual

The Truth Ritual

Your daily habit of
reading before
you eat.

o Truth Breakfast
Read. Fuel. Win the day.

IDID MY RITUAL v

Build it. Track it.
Feel the change.

HOW WE PROTECT IT

Keep subscription discount modest.
Frame it as a reward for trust,

not a price cut. =7

THE
IMPACT

More informed
shoppers buyers trust

Own a ritual.
Earn a lifetime.
) Gl G

WHY THIS WORKS (R3 > R1/ R2)

@ Creates a habit before automation.
We build the behaviour first, then automate it.

@ Three reinforcing moats.
Economic incentive x Daily ritual x Identity.

@ Built on trust we already earned.
This only works because Recs 1& 2 exist.

e IDENTITY REINFORCEMENT, SOCIALLY
Make the habit part of how they see themselves.

Community challenges /A0 Wear your progress.
that feel motivating. @ Inspire others.

( =}
12 Week Milestone

Streaks & milestones
that feel personal.

You're not just
buying a product.

You're becoming
someone who
chooses better,
every day.

WEEKS STRONG

Reading before you eat
That's real commitment.
e ——

| Share your milestone

SO &® o~

= O R i B O

Higher repeat
potential

More confident Stronger
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APPENDIX

The details live here.

—

%ouble cocoa




Overall Model Structure an

c o e £
THE WHOLE TRUTH : CBBE Brand Equity Model

Item index = (average - 1) + 4 x 100. Weighted-in-category = index x atiribute wt x sub-category wt.

ribute (Statement)
ar The Whole

20% Unaided Recall 0% foog comnbest a3 232

Q48, The name “The Whola Truth” earl communicates what he brand stands for 33% 23

Q49.The name makes o brand sy o remermbor

20% Aldod Rocall 40% | 2.1 am aware of The Whle Truth and what t ofers: 7% 358

Q5. 1 fo ke | understand what The Whole Truth stands for 7% 385

Q46,1 could exciain o fend what makes The Whlo Truth dierent 7% 358

Q7.1 am famiar wih o sast one speciic clam of feature of The Winole Truh (.9, ab reparts,

factory tour, 7% 353
7% 36

Q57. Gontent from The Whole Truth (newsleter social post) feels genuinely educational, ot
roional 4 ) ook gornaty 7%

20% Association 20% 3.1 sesociata Tha Wnole Trtn with food | can rust 3% 364

950, The Whole Truts packaging design stands outon  shel 33% 362

20% Transparency  30% Q4. The Wnole Truh s ransparent about wh goss o ks products 13% 38
@5, can easiy fnd out exacty wha s in 3 Whola Trth prodict 13% 379
8. o vusta o mrs ol see 3 v TS on s s 13% 382
ot o 13% am
Q70,1 would use a eaturo tha shows @ roducts uljoumey (sourced — manufacturod — ab.
ested - veried - packed) 1250% 384
ar
apurchase 1250% a7s
Q72, A visible Verfied/ Bach Tested” badge would make me more confident buying onine 12.50% 385

02 o 2 e ot o et oo 2 12500 570
o cugoniaroas o
s

[pertomance P9 Taaie 255

P 10000% o0 5603 66,03 16.51
go oy procssa
| corormance P8 auaiiy 16% 7. Tho Wl Tt et ae g auaty an dsver what hy poriee 1a20% a8 7008 1001
120 are eace a0
1a20% as2 7081 1007

Click on the Link

Brand Equity Model
d Scoring

Category Avg

Index /100
3201 1097
3248 1083

3355

641 1068
6368 1081
6453 1078
6325 1054
6496 1083

66.03 201
656 2187

7000 878
6956 871
051 881
6023 865
7054 887
685 86
nar 892

60.44 565 70.01

[P s Relovance 40% | ata, The Whoe Trsh s rlevant i my everdoy it 3330%
40, Tho Whoe T s my ot eath an e goss 2%
041 1 Wnoe Tt o ez i b 1 ik st oo oda ot a 23 3305
15% Confidenco (Trust) 100% Q. st The irla Trth wih whtgoes oy by
32, Tha Whol Tt hlo e udarsand fod and o bt
(222, The Whol Tt acts e kowiedgeale i, o st ser
Q34,1 st Toa Whole Trt's s because thy el h reasoning brind hom

@58, Knowing the founder's background (ex-HUL) makes me trus ihe brand more.

e
[ 10

Frequency 25% Q18.1buy from e vinsle T reguiry 25.00%
it were i 1o a speciic
o " 25.00%

25311k rands tht o  eutin | aacy have aher than ones et st rerind e 1o

25.00%

b
S ————— 25 00%
[Resonance [P

Advocacy 25% ___017.1 oui racommons The Wnalo Truh 0 oters 100.00%
Engagement  25%  am The inole T 3333%
Qa4 | ok ooy S5 8 personl ‘SHeek (o5 wheks f hoaiy Snokes) T3cked by &
cands. 3330%
(85, Miestones or badges forconsistent heaithy choices would make e feel povd, nt
mmicio " 33.33%

loveran chi0o 1

Kindly Proceod
34 60,04 2001
338 5062 1087
341 6026 2000
Kindly Procesd

372 67.95 132
37 6752 125
374 6838 14
368 67.00 118
375 688 147
3 73 6516 1136 67.98 67.98
lndyprocsos |

296 893 1223
204 a5 1213
207 936 1234
297 4915 1220
lanayprocees |
354 65.03 65.03
lcndiyprocses |

32 5491 183
318 5449 18.16
322 5556 1852
|indyprocees |

whole
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BRAND EQUITY SCORE Y


https://docs.google.com/spreadsheets/d/1cQxty2e5im4Ub1r4zq6CAu0NvNKKD51N/edit?usp=sharing&ouid=111806629409039494949&rtpof=true&sd=true

Brand Equity Model

Survey Item Scoring: Brand Salience, Imagery & Performance

Performance

Click here

Brand Salience

g Attrib

ribute ment)
Q1. Without prompting, The Whole Truth is one of the first brands I think of for ciean, heathy
food

Sub-Category
Avg Score Category Avg
Avg 1-5 Index /100 SSC) SS S Score (SC]

33% 232 3291 10.97

b e saionce P03

ub-Category Check

Unaided Recall  40%

Q48, The name “The Whole Truth" clearly communicates what the brand stands for 33% 23 3248 10.83

Q49. The name makes the brand easy to remember 3355 11.18

20% Aided Recall 40% Q2.1 am aware of The Whole Truth and what it offers. 17% 356 64.1 10.68

Q45,1 fool liko | understand what The Whole Truth stands for 17% 355 63.68 1061
Q46,1 could explain 1o a friend what makes The Whole Truth different 17% 358 64.53 10.76
Q47. 1 am familiar with atleast one speciic claim or feature of The Whole Truth (e.g. lab reports,

factory tour) 17% 353 63.25 10.54
Q56,1 am aware of The Whole Truth's newsletter, Academy, or educational content 17% 36 64.96 1083
Q57. Content from The Whole Truth (newsletter, social posts) foels gonuinoly educational, not

promotional 17%
20% Association 20% Q3,1 associate The Whole Truth with food | can trust 33% 364 66.03 2201

Q50. The Whole Truth's packaging design stands out on a shelf 33% 362 656 2187
Q51. The Whole Truth's visual style feels premium and trustworthy 33% /366 66.45 2215 66.03 13.21

Imagery

e ladaroe ]

|20% Porsonality 50% Q10. The Whole Truth els honest and trustworthy MA1% 372 67.95 7.55
20. The Whole Truth's packaging locks distincly diferent from other food brands 1.41% 37 67.52 75
Q21. The ingredient st on the pack is easy to read and understand M11% 374 68.38 78
Q22. The Whole Truth feels blunt and straightforward in how i talks to me 1.41% 368 67.09 745
Q23. The Whole Truth feels inteligent and welinformed 1.11% 375 688 764
Q26 The Whole Truth stands for honesty in an industry that often isn't honest 1.41% 367 66.67 7.41
Q27. The Whole Truth seems to genuinely care about food ransparency, not just as a marksting
angle M11% 3 69.23 769
Q52. The Whole Truth's tane of voics (in ads, packaging, social medis) feels honest and direct  11.11% 365 66.24 7.3
Q53. The Whole Truth's communication never fsels condsscending or preachy 11.11% 38 70.09 7.79 68 34

| 20% User 50% Qi1. Peopie The Whole Truth d careful about food 1420% 356 641 9.16
Q24. The Whole Truth talks to me like an equal, not ke s selling to me: 14.20% 355 63.68 94
Q25. 1 feel educated, not just markated 1o, by The Whols Truth 14.29% 358 6453 922
28, Buying The Whole Truth makes me fee! ke someone who reads labels carefuly 14.29% 353 63.25 904
Q20. The Whole Truth reflacts the kind of person | want to be ssen as 14.20% 36 64.96 928
Q30. Esting The Whole Truth makes me feellke fm making a resp: 14.29% 351 6282 897

Q31.1 el a sense of integrity when | choose The Whole Truth over other brands 14.29% 359 64.74 9.25 64.01 3201


https://docs.google.com/spreadsheets/d/1cQxty2e5im4Ub1r4zq6CAu0NvNKKD51N/edit?usp=sharing&ouid=111806629409039494949&rtpof=true&sd=true

Brand Equity Model

Survey ltem Scoring: Brand Judgement, Feeling & Resonance

Judgement

Resonance

Feelings

Sub-Category Check

15% Differentiation 60% Q12. The Whole Truth stands out from other food brands 6.67% 367 66.67 444

Q13. The Whole Truth feels genuinely different from other food brands 6.67% 365 66.24 442

Q35. The Whole Truth seems willing to call out other brands’ misleading practices 6.67% 368 67.09 447

Q36. The Whole Truth feels like it plays by different rules than typical food brands 6.67% 363 65.81 4.39

Q37. The Whole Truth's decision to stay off certain platforms (ke Instagram ads) makes me

respect it more 6.67% 37 67.52 45

Q38. No other food brand | know offers the same level of ingredient transparency 6.67% 362 65.38 436

Q39. The Whole Truth could not be easily replaced by a similar brand 6.67% 372 67.95 453

Q60. The Whole Truth is more transparent about ingredients than Yoga Bar 6.67% 3.67 66.67 444

Q61. The Whole Truth tastes as good as or better than Yoga Bar 6.67% 374 68.38 456

Q62 The Whole Truth feels more trustworthy than RiteBite Max Protein 6.67% 3.58 64.53 43

Q63. The Whole Truth is a brand I'd choose over RiteBite Max Protein, price aside 6.67% 375 68.8 459

Q64. The Whole Truth feels more premium than MuscleBlaze 6.67% 3.56 64.1 427

Q65. The Whole Truth is more relevant to my everyday diet than MuscleBlaze 6.67% 3.77 69.23 462

Q66. The Whole Truth feels more authentic than Open Secret. 6.67% 35 62.39 4.16

Q671 am more likely to recommend The Whole Truth than Open Secret to a friend 6.67% 3.79 69.66 4.64 66.7 40.02
ewcagenopie e
[udgoment N Relevance 40% Q14. The Whole Truth is relevant to my everyday diet 33.33% 34 60.04 2001

Q40. The Whole Truth fis into my current health and fitness goals 3333% 3.38 59.62 19.87

Q41. The Whole Truth is relevant to how | think about food today, not just a fad 33.33% 341 60.26 20.09 59.97 23.99

Kindly Proceed

Sub-Category Check Kindly Proceed

10% Frequency 25% Q18. | buy from The Whole Truth regularly 25.00% 2.96
Q82. | would be more likely to buy a health/protein product regularly if it were tied to a specific
daily habit 25.00% 294
Q83. | like brands that ft into a routine | already have, rather than ones that just remind me to
buy 25.00% 297

Q87. | would use a feature that reminds me to reorder a staple product before | run out 25.00% 2.97
Sub-Category Check Kindly Proceed

10% Advocacy 25% Q17. | would recommend The Whole Truth to others 100.00% 3.64
Sub-Category Check Kindly Proceed
Resonance 10% Engagement 25% Q19. | actively look for The Whole Truth (products or content) when shopping 33.33% 32

Q84. | would enjoy seeing a personal “streak” (e.g. weeks of healthy choices) tracked by a

48.93
48.5

49.36
49.15

66.03

54.91

12.23
1213
12.34
12.29

66.03

18.3

48.99

66.03

Sub-Category Check Kindly Proceed

15% Confidence (Trust) 100% Q15. | trust The Whole Truth with what goes into my body 16.67% 372 67.95 11.32
Q32. The Whole Truth helps me understand food and nutrition better 16.67% 37 67.52 11.25
Q33. The Whole Truth acts like a knowledgeable guide, not just a seller 16.67% 3.74 68.38 1.4
Q34. | trust The Whole Truth's claims because they explain the reasoning behind them 16.67% 368 67.09 11.18
Q58. Knowing the founder's background (ex-HUL) makes me trust the brand more 16.67% 3.75 68.8 11.47
Q59. | feel a personal connection to The Whole Truth because of its founder-led 16.67% 373 68.16 11.36 67.98 67.98 67.98

Click on the Link



https://docs.google.com/spreadsheets/d/1cQxty2e5im4Ub1r4zq6CAu0NvNKKD51N/edit?usp=sharing&ouid=111806629409039494949&rtpof=true&sd=true

o

Shreya Gupta

whole

The Truth

Hi, I'm Shreya Gupta, an MBA candidate with 4 years of experience
across Founder’s Office, strategy, product, growth, operations
and business development, working across early-stage startups
and high-growth companies. I've worked closely with founders to
identify customer problems, shape strategy and drive execution,
including improving ReSpare’s order accuracy by 30%, enabling 90%
fulfilment, reducing Swadeshi Way’s operating costs by 15%, and
closing %8 Cr+ in contracts at Cleartrip. I've also built MITRAM from O
to 1 and co-built Gopibahu, a D2C jewellery venture that grew to 500+
customers and 30% MoM sales growth. My experience combines
entrepreneurial ownership, strong product sense and
cross-functional execution, and I'm currently exploring Founder’s
Office and strategy-led roles.


https://drive.google.com/file/d/1GdgydCeyCus_JYen-EB1UGYZA-NERsdy/view?usp=sharing
https://www.guptashreya.in/

