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PAROLE INGLESI
Knowledge overload
Self differentiating trap
Managerial fads
Rigor 
Relevance
Worth of mouth
Buzz
Touch point
Storytelling
Brand recognition
Brand recall
Awareness
Spontaneous awareness
Aided brand awareness
Evoked set / consideration set
Core brand value
Solution provider
Co-branding
Pendulum behaviour
Pop (point of parity)
Pod (point of differentiation)
Laddering
Lovemarks
Cool wastebasket
Identity
Image
Reputation
Visual identity
Brand extension
Identity provider
Consumer resistance
Customer based brand equity
Brand elements
Powershift
Participation
Downshifting
Karaoke capitalism
Happiness paradox
Focal things / practices
Flow experience
Keeping up with the Joneses
Murketing
Mission
Megatrend
Empowered consumers
Private label
Corporate communication

Corporate reputation

Corporate branding

Openness
Tolerance
Acceptance of disorder
Chaos
Hyperreality
Perpetual present
Loss of commitment
Emphasis on form / style
Personal values
Life style
Sense – making
Dream – inspiring
Life – guiding
Mistery
Intimacy
Empathy
Commitment
Passion
The invisible badge
