






BRAND EQUITY MODEL
Keller CBBE Pyramid

RESONANCE
What relationship

FEELINGS
What do they feel

JUDGEMENT
What do they think

IMAGERY
What does TWT represent

PERFORMANCE
What does TWT do

SALIENCE
Who is TWT

ILLUSTRATIVE SCORES

58.0 Resonance

68.0 Feelings

64.0 Judgement

66.0 Imagery

64.5 Performance

52.0 Salience

WEIGHTING

Resonance 10%

Feelings 15%

Judgement 15%

Imagery 20%

Performance 20%

Salience 20%

OVERALL BRAND EQUITY SCORE 62.1 / 100

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


BRAND EQUITY BRAND SALIENCE

Who is TWT

  ILLUSTRATIVE UNAIDED RECALL INDEX

Yoga Bar

158

RiteBite

146

MuscleBlaze

132

Open Secret

120

The Whole Truth

108

64% AIDED RECALL
Awareness with prompt

66% CLEAN LABEL ASSOCIATION
Category attribute alignment

52.0 SALIENCE SCORE
Overall recall strength

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



BRAND PERFORMANCE

Value and access

VALUE

52.0 Premium pricing raises the trial 
barrier.

Agree
40%

Neutral
34%

Disagree
26%

ACCESS

58.0 Limited physical availability reduces 
spontaneous discovery.

Agree
46%

Neutral
29%

Disagree
25%

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



BRAND EQUITY BRAND IMAGERY

What does TWT represent

BRAND PERSONALITY

68.0/ 100
HONEST

INTELLIGENT

NO NONSENSE

SCIENCE BACKED

PROVOCATIVE

USER IMAGERY

64.0/ 100
HEALTH CONSCIOUS

URBAN

LABEL AWARE

FITNESS AWARE

DELIBERATE

IMAGERY SCORE 66.0 / 100



BRAND EQUITY : BRAND JUDGEMENT

Differentation and relevance

RELEVANCE

LOW HIGH

D
IF

FE
R

EN
TI

A
TI

O
N

LOW

HIGH THE WHOLE TRUTH 69.8 DIFFERENTIATION
TWT stands out clearly

60.0 RELEVANCE
Everyday connection

KEY OBSERVATION

High differentiation anchors the 
brand, but driving daily relevance 
is the primary strategic task.

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

SURVEY DISTRIBUTION (N=46)

Strongly
Disagree

3

Disagree
 

4

Neutral
 

9

Agree
 

17

Strongly
Agree

13

WHY CONSUMERS TRUST THE BRAND

✔  Ingredients shown upfront

✔  Lab reports published

✔  Factory transparency

✔  Pricing explained

✔  Education through owned media

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



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

ADVOCACY

66

LOYALTY

62

ENGAGEMENT

55

FREQUENCY

49

RESONANCE GAP The opportunity is to convert trust into routine.



BRAND IDENTITY PRISM
The Whole Truth

THE WHOLE TRUTH

PHYSIQUE

Kraft style packs
Ingredients on front

Black wordmark PERSONALITY

Blunt • Witty
Science backed
Uncompromising

RELATIONSHIP

Educator • Truth seeker
Truth teller community

REFLECTION

Health literate • Urban
Label reading

SELF IMAGE

I eat with integrity
I do not get fooled by packaging

CULTURE

Transparency
Food trust

Honesty

BRAND PRISM A Coherent Identity rooted in radical honesty.



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
















Brand Equity Model 
Overall Model Structure and Scoring 

Click on the Link 

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


Overall Model Structure and Scoring Brand Equity Model
Survey Item Scoring: Brand Salience, Imagery & Performance

Click here

Brand Salience

Performance

Imagery

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


Brand Equity Model
Survey Item Scoring: Brand Judgement, Feeling & Resonance

Judgement 

Resonance 

Feelings
Click on the Link

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


About Me :

Shreya Gupta 

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 0 
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.

My CV                       My Portfolio 

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

