One of the key principles of the Beyond Branding approach is a belief in integrity: that the brand must reflect the reality of the organization and be credible and engaging for employees. In the book this viewpoint is most explicitly expressed by Julie Anixter’s chapter, which stresses the Brand Inside: Brand Outside perspective.  What we generally believe is that this view is opposed to that generally held by advertising agency people.  Therefore how refreshing to read this article, penned by Hågen Pettersen at Mccann Norway.
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