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Information overload
Multitasking

Knowledge overload

Managerial fads

Slice of life

Third place

Sense seeking

Self differentiating trap

Market niche

Competences of the customer

Storytelling

Societing

Touch points

Corporate identity

Self fulfilling prophecy

Guiding beliefs

Actions speak louder than advertising

Long tail

One best way
Openness

Tolerance

Acceptance of disorder

Chaos

Paradoxical juxtaposition

Co-creation of meaning

Ethnography
Participation

Brand leadership

Cost leadership

Sense making

Dream inspiring
Life guiding

Magnetism of monomania

Linking value

Tribal marketing
Brand personality

Trademark

Status symbol

Empowerment

Invisible badge

Post branded world

Identity builder / provider

Consumer resistance

Customer-based brand equity

Brand knowledge

Benchmark

(Brand) Awareness

(Brand) Image
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Brand recognition

Brand recall

Spontaneous awareness

Aided brand awareness

Evoked set

Consideration set

Top of mind

Brand elements

Group think
Augmentation by addiction

Augmentation by multiplication
Hedonic treadmill

Brand loyalty

Neuro branding

Battle for awareness

Saliency

Fluency

Distinctive relevance

Brand extension

Perceptioning

Visual identity

Laddering

Means-end chain
Lovemarks

Mystery

Sensuality

Intimacy

Love needs time

Love cannot be demanded, it can only be given

Storytelling

Pendulum behavior
Cool wastebaskets

Product design

Affiliation

Reciprocity

Culture of candor

Authenticity

Mainstream

Human touch

Consumer social responsibility

Wishful thinking

Long term capitalism
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