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NBI



                                                 
1. National Image 

2. Nation Brand 

3. National Reputation Management 

4. National Stereotype 

5. Mental Maps 

6 . Image politics 

7 . National Branding 

8 . Cultural Tourism 

9. Image 

10 . State branding 

11 . Country Of Origin Image (=COO Image) 

12 . Country Of Origin Image (=COO Image) 

13 . Brand Image 

14 . National Image and Competitive Advantage 

15 . Branding the Nation 

16 . Brand New Justice 

17 . Place Branding 

18 . Trading Identities 

19 . Brand Identity 

20 . Country as a brand 



 

21 . British Council 

22 . Goethe Institute 

23 . Alliance Francaise 

24 . Instituto Cervantes 

25 . Positioning 

26 . Visiblity 

27 . Valence 

28 . Progress, Advances, Resources, Assets, Strengths, Continuity, Stability, 

Dependability & Reliability 

29 . Nation Brands Index (=NBI) 

30 . Policy Research 

31 . Descriptive 

32 . Prescriptive 

33 . Constant Comparative Technique (CCT) 

34 . Trustworthiness 

35 . Prolong Engagement 

36 . Rich and Thick Description 

37 . Zogby International 

38 . University of Maryland's Program on International Policy Attitudes (PIPA) 

39 . Pew Research Center for the People and the Press 

40 . the Washington Post and ABC television network 

41 . CNN/USA Today/Gallup poll 
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