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Sliding Nissan Needs Brands to Stand Apart

Move to Nashville Distracts, but Carmaker Sticks With 'Shift' Tagline and Targets 'Next Generation' of Drivers
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Nissan North America has a fuzzy-image problem. "People are hard-pressed to come up with three or four words that tell you why you should buy a Nissan instead of a Honda or a Toyota," says Charlie Hughes, president of Brand Rules and one of the analysts who weighed in for this Special Report. ... FULL ARTICLE
