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Getting the best from this book -- Nightmares and dreams: the new
world of brands -- Enduring myths, new challenges, and realities --
How the brand dream process took shape -- Fitting the pieces
together: the brand dream model -- Taking the brand dream medicine
-- Deconstructing brands: a new way of sussing out the competition --
Engaging staff in the employer brand -- A web of threats and
opportunities -- An inspirational approach to innovation -- Renewing
the dream.

Brand Enigma provides a refreshing antidote to tired, conventional
approaches to business development, marketing and innovation. The
premise for this book is that the brand embodies the spirit of the
business and, properly understood, can enable the enterprise to raise
innovation, business development and performance to new levels.
Based on a proven method for deconstructing and rebuilding brands,
the book outlines an alternative but stimulating, and highly effective
method of putting the brand at the centre of the business.At the heart
of this approach is the Brand Dream



