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Physique
Soft drink, sweet,
refreshing.

Relationship
Proximity, connection
& interactivity, brand
equity..

EXTERNALIZATION
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communication, leader.
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Archetype Model

1919

Carl Jung Joseph Campbell Margaret Mark

Paychologist who intaduced the Demanstraked that the callective Appled Archetypes to
term Archetvpe n 1919 UNOONSCOUS 18 cross-cutural 1949 Marketing and Branding
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Sludy oIl
Chinese Brand
cultural
archetype

Archetype Definition Sources

Pearson (2003)

et al (2

Caregiver ‘The collective unconsdous characteristics: Likes to take care of Mark a
others, e\‘.rl‘.usmslic. generous and helpful Woo

Creator The collective unconsdous characteristics: Likes to create things  Mark and Pearson
with enduring value, unigue and with creativity and imagination  Woo et a2
Dividing dimension stability/controlbbiity
Representatives: Sesame Street; Disney

Everyman/ The collective unconscious characteristics: Eager to integrate into  Mark and Pearson (2003), p. 185

Everywoman groups, honest, plain,

61

ree and ordinary

Dividing dimension: attribution/enjoyment
The current issue and full text archive of this journal is available on Emerald Insight at: Representative: Saturn . . . . )
Explorer The collective unconsdous characteristics: Eager for fr mand Mark and Pearson (2003), p. 81
https://www.emerald.com/insight/2516-7480.htm adventure, likes to try new things, explore the unknown an 4
L‘a\\

Hero The collective unconscious charactenstics: Maintains justice, dares  Mark and Pearson (2003), p. 119;

Study on Chinese Brand cultural  3tdvon W‘“
archetype: theory building and Stz Lﬂ.mm T —
cross-cultural comparison '

ar
ividing dimension: independencelact
MeDonald's; Coca-Cala

ment Representative:

Yingwei Liu 57 S ricmety i A W
School of Innovation and Entrepreneuwrship Education, e A
. . . — . - s . . . ividing dimension: atiribution/enjoymen
Hu Bei University of Arts and Science, Xiang Yang, China Receved 31 Becember 2019 Represenmtive: Pepsi-Cola
T W Revised I._'[anml.'_\-_ ?ﬂ:-‘ﬁ Lover The collective unconscious characteristics: Romantic love, finds love  Mark and Pearson (2003), P. 199
a0 ang Accepted 1 January 202 and lm:'eﬂ_ others, charming, enthusiasm, lovalty, and with great Woodside ef al. (201 L
Research Center for Ovgamzation Marketing, Withan University, Withan, China apprechwveness L
- Dividing dimension attribution/enjoyment
1 Representative: Victoria's Secret; Haagen-Dazs
. - Llng Zhou . v Outlaw The collective unconscious characteristics: Never fall behind, Mark and Pearson (2003), p. 139
Business School, Hunan University, Changsha, China, and extremely free and good at breaking the standard rules

iventure/conquest

Ch].].[lyall Nle Replﬁ;l ;m H“ll- Apple Computer

School of Business Administration, Jiangxi University of Finance and Economics, Viagicin e s ety Markand Pearson (G003, p. 124
Nanehang, China

iples

Bausch + Lomb; Lucent Technologies
Ruler The collective unconscious characteristics = eager to control Mark and Pearson (2003), p. 269
everything, gains suocess and creates prosperity, emphasizes the

ing dimension: stability/controllability
Representative: American Express; Microsoft

‘Wise old man The collective unconscious characteristics: Believes he can control  Mark and Pearson | 03), p. 9,
life with wisdom, gives people experiences and advice, stands the  Woodside ef al. (2
test of time Table 1.
Dividing dimension independence/achievement Twelve categories of
Representative: Oprah's Book Club; Intel fore Lml'cu'_[_u_m‘_

Note(s): Data Source: results from this study é.ntheLypes:
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ARCHETYPE AND BRAND CONGRUENCY IN ADVERTISING

By

TAYLOR ULMAN

A THESIS PRESENTED TO THE GRADUATE SCHOOL
OF THE UNIVERSITY OF FLORIDA IN PARTIAL FULFILLMENT
OF THE REQUIREMENTS FOR THE DEGREE OF
MASTER OF ADVERTISING

UNIVERSITY OF FLORIDA

2009

Table 1-1. Characteristics of the Twelve Archetypes

Archetype Characteristics

The Orphan Down to Earth, Virtuous, Focused on Others

The Rebel Free, Innovative, Shocking, Unconventional, Independent, Rebellious
Inspirational, Experiencer of New Things, Individualistic, Rugged,

The Explorer Investigative

The Sage Contemplative, Academic, Scholarly, Knowledgeable, Self-Reflective
Sensual, Friendly, Physically and Emotionally Attractive, Loving,

The Lover Affectionate

The Caregiver = Compassionate, Healing, Altruistic, Supportive, Selfless, Caring

The Magician  Visionary, Inventive, a Charismatic Leader, a Catalyst
Quick-Witted, Versatile, Communicative, Funny, Entertaining, Amusing,

The Jester Clever

The Creator Creative, Imaginative, Inventive, Cultured, Artistic

The Hero Courageous, Heroic, Winners, Team Players, Superhuman, Worthy

The Master Responsible, Powerful, Aristocratic, In Control, Influential, Authoritative

The Innocent

Wholesome, Simple, Honest, Authentic, Naive, Moral, Nostalgic
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Brand Archetypes

Security & Control

Stability

Independence &
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Individualism
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Brand Personality

Excitement
 Down to earth |~ Daring Reliable Upper Class Ovutdoorsy
Family-oriented Trending Hardworking Glamorous Glamorous
Small Town Exciting Secure Good looking Good looking
— Honest |— Spirited - |nfe||igenf Chclrming Tough
Sincere Cool Technical Feminine Rugged
Real Young Corporate Smooth
— Wholesome — Imaginative -—  Successful
Original Unique Leader
— Cheerful — Up-to-date Confislant
Sentimental Independent

Friendly Contemporary
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Table 3

Comparison between the Brand Personality Dimensions in Brazil and in Other Contexts

Brazil

USA

Japan

Spain

CREDIBILITY

Traits (e.g.): loyal,
consistent, correct,
confident, respectable,
elc.

JOY

Traits (e.g.): happy,
extrovert, festive, funny,
elc.

AUDACITY

Traits (e.g.): daring, up-

to-date, modern, creative.

SOPHISTICATION
Traits (e.g.): chic, upper-
class, elegant,
sophisticated, etc.
SENSITIVITY

Traits (e.g.): delicate,
sensitive, romantic.

COMPETENCE

Traits (e.g.): trustworthy,
intelligent, technical,
successful, leader,
confident, hard-working.
SINCERITY

Traits (e.g.): realistic,

famihar, honest, cheerful,

friendly, sincere.
EXCITEMENT

Traits (e.g.): daring,
modern, exciting, young,
spirited, imaginative,

SOPHISTICATION
Traits (e.g.): upper-class,
glamorous, attractive,
feminine.

RUGGEDNESS

Traits (e.g.): adventurous,

masculine, firm, rugged.

COMPETENCE

Traits (e.g.): consistent,
responsible, confident,
masculine, patient.

SINCERITY
Traits (e.g.): Kind, warm,

attentive.

EXCITEMENT

Traits (e.g.): fun, talkative,

optimistic, friendly,
spirited, contemporary.
SOPHISTICATION
Traits (e.g.): elegant,
romantic, chic,
sophisticated, extravagant.
PEACEFULNESS

Traits (e.g.): shy, sweet,

naive, dependent, childish.

PASSION

Traits (e.g.): fervent,
intense, spiritual,
mystical, bohemian.

SINCERITY

Traits (e.g.): correct,
attentive, sincere,
realistic.
EXCITEMENT

Traits (e.g.): cheerful,
extrovert, daring, young,
imaginative,

SOPHISTICATION

Traits (e.g.): glamorous,
chic, elegant, confident,
leader

PEACEFULNESS

Traits (e.g.): affectionate,
sweet, kind, naive,
peaceful,
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The most important element of brand identity, after

the essence, is the brand name

N
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-~



MOJTABA

KHERADYAR Brand and Advertising Consultant

YUY | EXICON.

BRAND ASSOCIATION
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Naming Brief

In a Nutshell Consumer Insights

What d Any insights out the

do? Ex
provid

Trail running is ¢
popularity among runr
MNing more &

instream.

competit
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Flrst Step
Brand Vision
« Brand Essence
« Brand Personality
* Product Category
Check Competitors’ Names

Second Step
e Create a list of names

Thlrd Step
Name Screening
« Brand Vision, Essence, Personality, ...
« Meaningful
» Different (Competitors)
* Pronunciation

* Registry

* Meaning in other countries
* Domain

Fourth Step

« Market Research
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Descriptive Geographical Acronyms | Alliteration | Neologism | Combination | Letters and | Arbitrary
or Rhyming numbers

Fiji Water W: YouTube Kodak Walkman Apple
Sigles Bayerlsche Piggly Wiggly L’ 4
Motoren Tic-Tac
Werke % sob
GE oole (o0
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Tagline helps to further understand the:
« Brand personality

* Brand essence

= ’J’ TQS LLV\Q

Tagline:
« Short
* Memory retention

* Repetition
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Descriptive Exaggerated

abnil

Wl 50 001555 b U &) OO

The Ultimate
Driving Machine

TARGET

Expect More , Pay less

Imperative

JUST DO IT.

Think different.

Specific
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Brand Signature

RN _ ':i.‘. :::, Xy Cdle
SPECTRUM HEALTH ¥

[ FOR A BETTER LIFE. N
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Brand Character (mascot)
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RighTel @[g www.mojtabakheradyar.com

www.instagram.com/mojtaba.kheradyar

im| linkedin.com/in/mojtaba-kheradyar
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