
﻿﻿

Table of Contents

﻿

Preface.................................................................................................................................................... vi

Chapter 1
Defining the Concept of Brand Equity With Radical Transparency........................................................ 1

Chapter 2
Driving Brand Equity With Radical Transparency................................................................................ 18

Chapter 3
Radical Transparency and Brand Equity as Key Factors for Successful Business Strategy.................. 63

Chapter 4
How Radical Transparency Can Turn the Brand Equity Into a Basis for Sustainable Competitive 
Advantage.............................................................................................................................................. 90

Chapter 5
Combining Radical Transparency With the Brand Pentagon.............................................................. 113

Chapter 6
Evaluating the Brand With Radical Transparency............................................................................... 157

Chapter 7
The 3M Company: How to Use Radical Transparency to Generate Value for the Company.............. 185

Chapter 8
Unilever and Its Supply Chain: Embracing Radical Transparency to Implement Sustainability........ 319

Chapter 9
Henkel: Radical Transparency and Sustainability............................................................................... 337

About the Authors.............................................................................................................................. 390

Index.................................................................................................................................................... 391

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by UGD Academic Repository

https://core.ac.uk/display/92997804?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1

