2)

3)

(Applied Social Sciences)

3
(Archetypes)
15
3 (Arts)
12
(Basic Social Sciences)
7
7
2
1
(Traits) (Initial Scale)
341
500
[V

(Refined Scale)

(Multitrait-Multimethod Matrix)

20-25
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4 Sunsilk Pantene

Clinic Clear
(Functional Benefit)

Jung (1978)

15
(Sage)
(Warrior)
(Seeker)
(Lover)
(Companion)
(Enchantress)
6
(Effcen)

(Lion Heart)

(Emotional Benefit) Head & Shoulders

400
(Hero)
(Magician)
(Trickster)
(Helper) (Mother)
(Innocent)
(King) (Loner)
(Rebel)
(Generous) (Brave)
(Moral) (Gentle)
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5
(Subtle) (Intelligent) (Logical) (Persevering)
(Self-esteem)
5 (Mysterious)
(Judgmental)
(Imaginative) (Dependable)

(Cheerful)



(Strong)
(Self-dlisciplined)

(Egocentric)
(Humorous)

(Well-organized)
(Skeptical)
(Qutdoorsy)

(Deathless)

(Creative)

(Searching)

5
(Rule-conscious)
(Arrogant)

(Conspiring)

(Equivocal)

(Introvert)

367



5
(Helpful)
(Idealistic) (Considerate)
(Protective)
(Altruistic)
4 (Family Oriented)
(Eternal Loving)
(Trusting)
(Dedicated)
9
5
(Extrovert) (Aesthetic)
(Heterosexual) (Trendy)

(Sensitive)

368



5
(Soft)
4
(Accepting)
(Insightful)

369

(Compliant) (Pure)
(Unpretentious) (Lively)

1 (Reliable)
(Honest)

MK Suki



310

(Leading)
(Decent)
(Fair) (Powerful)
13
5 (Adaptable) (Industrious)
(Independent)

(Hopeful) (Humble)

4 (Attractive)
(Understanding) (High-class)

(Demanding)

Starbucks



5 (Anti-social)
(Challenging) (Freedom Loving) (Cool)
(Fearless)
341
500
72
81 8l
80 84
15
62 82
87
84
86 714

84

371

81

.80
D5



19

87

83

18

85

.80

81

81

85

84

83

87

81

14
80

84

84

18

82
61
82
87
63
85
19
83
82
80
19
80
83
85
84

.86

86

82

372

83

82



313

! 83 83
80 69
84
86 82
87 85
83
84 .86
51
81 83
81 .86
83
72
400 4
Sunsilk
3.74 3.62
3.55 Pantene
3.78 3.61
3.55 Head & Shoulders
371 3.64
3.57 Clinic Clear 3.73
3.66 3.52

(Archetypes)
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Jung (1954/1968) (Brand Identity)
(Brand Myth) (Personality Theory)
(Cultural Values)
(Brand Archetypes)
( 7.1)
71
Brand | Personality Brand - Brand
Identity Traits Archetypes i Image
f x .
' T T' '
L cutrg /D o |
é Values E E Myth
Cultural Context

(Archetypes)

(Cultural Context)

(Brand Myth) Jung (1954/1968)

(Personality Traits)
(Universal)




Komin (1990)

375

(Cultural Value) Rokeach (1968)

(Traits)
(Brand Identity)

(Brand Image)



Campbell (1968) Jung (1954/1968)

15

15

(Hero)
Brand Asset Valuator (BAV) (n.d.), Brandhouse (n.d.), Brandscape ( .d.), Mark

Pearson (2001), Walshe (n.d.), Wertime (2002), William (2002)

Goodman, Duke
Sutherland (2002)  Walle (1986)

(2541)

| 2547)

376



BMW
(Sage)
(The Wise) Walshe (n.d.)
Old Man) Jung (1936)  Wertime (2002)
Man) Millward Brown (2003)

Information Experts (2006)

ThinkPad Apple
Think Different
SE-ED

The Fruit Expert

(Magician)

Brandscape (n.d.), Information Experts (2006)
(The Dreamer)

Smooth E
Kit Kat

(Warrior)

317

Rolex

(The Wise
(The Wise
(Philosopher)

IBM

Malee

(Change Master)

Wertime (2002)
Millward Brown (2003)

Walshe (n.d))

Smirnoff
Kit Kat

(Snake Brand)
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BAV (n.d.), Brandscape ( .d.),
Context Branding (2008), Information Experts (2006)  William (2002)
(The Ultimate strength) Wertime (2002)
(Champion) Howard-Spink (2003)
Praphapphithayakon (1982)

M150
(Trickster) Wertime

(2002), William (2002) (Jester)

BAV (n.d.), Brandhouse (n.d.), Brandscape (n.d.), Context Branding (2008),
Howard-Spink (2003) (Fool) Pearson (1991)

(Comedian) Millward Brown (2003) (The Joker)

Walshe (n.d.)

Menthos Heineken
Happy
Vechasat (1982)
(2541)
(2544)

Till Eulenspiegel ( )
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(Seeker)
(Explorer) BAV ( .d.), Brandhouse (n.d.), Context Branding (2008), Howard-
Spink (2003), Mark Pearson (2001)  William (2002) (The
Wanderer) Pearson (1998) (The Adventure)

Information Experts (2006)

Timberland, Jeep (Thairung)
(Helper)
(Guardian) BAV (n.d.), Brandscape (n.d.), William (2002)
(Caregiver) Brandhouse (n.d.), Howard-Spink (2003), Mark
Pearson (2001), Pearson (1991) (Altruist) Pearson
(1998) (The Healer) Context Branding (2008)

Volvo
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‘ Greenpeace
Unicef
(Mother)
Walshe (n.d.), Millward Brown (2003)
(The Earth Mother) BAV (n.d.)  William (2002)
(Mother of Goodness) Wertime (2002)
(Nurturer) Brandscape (n.d.)  Information Experts (2006)

Maso-Fleischman (1996,1997)

(2539)

(Lover)

BAV (n.d.), Brandhouse (n.d.), Brandscape (n.d.),
Howard-Spink (2003), Mark Pearson (2001), William (2002)

Kongkananda (1982)
Romeo  Juliet
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3 2551)
Coffee Mate

(Innocent)
' (2547)
Brandhouse
(n.d.), Brandscape (n.d.), Context Branding (2008), Howard-Spink (2003), Mark
Pearson (2001) (Maiden) BAV (n.d.),
Walshe (n.d.)  William (2002) (Princess) Millward Brown
(2003) (The Purist) Information Experts (2006)
Evian ~ Johnson & Johnson Evergreen
Rosa
(Companion)
(Friend)
Millward Brown (2003)  Walshe (n.d.) (Best Friend)
Information Experts (2006) (Loyalist) Context Branding
(2008) Wertime (2002)
M&M 7-Eleven

Squidy
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(.. (Vertical Relationship)
Hofstede (1991) (Collectivism)
(King)
Millward Brown (2003) Walshe
(n.d) (Patriarch) BAV (n.d.)
William (2002) (Power Broker) Wertime (2002)
(Ruler) Brandhouse (n.d.), Brandscape (n.d.), Context Branding
(2008), Howard-Spink (2003) (The Emperor) Campbell
(1968) (The Boss) Information Experts (2006)
Moore  Gillette (1991) (Father
Energy) (Mother)
(Loner)
(Orphan) Pearson
(1991, 1998) (Regular Guy) Brandhouse (n.d.), Mark
Pearson (2001) (Everyman) Howard-Spink (2003)

(Orphan Hero) (Orphan Tales)
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( , 2542) (2533)
(Enchantress)
BAV (n.d)  William (2002)
(Seducer) Brandscape (n.d.), Millward Brown
(2003) (Siren) Wertlme (2002) (Seductress)
Walshe (n.d.) (Charmer) Information Experts (2006)
(2548)
Jung (1956/2003) Libido
Starbucks AXE
(Rebel)
Campbell (1968), Context Branding (2008) Information
Experts (2006) ~ Walshe (n.d.) (The
Outlaw) Brandhouse (n.d.), Mark Pearson (2001)  Howard-Spink
(2003) Jung (1960/2001) (Shadow)

Dr. Jekyll and Mr. Hyde Picture of Dorian Gray



Faust ~ Mephistopheles (Stevens, 1991)

Diesel Virgin

Holt  Thompson (2004)

(2545)
(The Law of Contrast)
Jung (1954/1968)
Myth)
(Randazzo, 2006) Holt ~ Thompson (2004)
Campbell (1988) Lévi-Strauss (1977) Levy (1981)
(1995)

15

384

(Brand

stern
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von Sydow (1999)
Oicotypification Oicotype

von Sydow

von Sydow (1999)

( , 2549)
(
, 2542)
Burton
(2002) (Value) Burton
Furnham, Petrides, Tsaousis, Pappas  Garrod (2005) Zhang, Wang,

Yang Teng (2007)

Roccas, Sagiv, Schwartz Knafo (2002)

Komin (1990)

(Educated)
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(Independent)

(Honest-Sincere)

(Humorous)
(Polite)
(Komin, 1990)
(Norm)
Assael (2004)
Hotstede (1991)
Hofstede
(Manifestations of Culture)
Komin (1990)
(Instrumental Values) (Terminal Values)
9
1 (Ego Orientation)
(Egocentric)
Punyapiroje (2007)
2) (Grateful Relationship Orientation)
(Thankful)
(Merciful) (Giving) (Compassionate) 3)

(Flexibility and Adjustment Orientation)
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(Adaptable)

(Flexible) (Easy-going) (Down to Earth)

4) (Smooth Interpersonal Orientation)

(Considerate)

(Altruistic) (Kind) (Empathetic)
(Helpful) (Concerned)
(Tender-minded) (Empathetic)
(Soft) (Dacile)
(Gentle)
Hofstede (1991) (Femininity)
5) (Religio-psychical Orientation)
(Religious) (Impersonal Powver) (Sacred)

(Superstitious)

(Mysterious)

6) (Education and Competence
Orientation)

(Well-educated)

(Thinker) (Logical) (Broadminded) (Intelligent)
(Bright) (Prudent) (Fast learning)
(Abstract-thinking) (Well-educated)
(Efficient)
(Achievement striving) (Self Assured)

(Perfectionistic)
(Charismatic) (Dominant)

(Leading) (Bossy)



7)

(Power Distance)

(Accommodating)
(Reliable)
Hofstede

(Collectivism)

8)

(Cheerful)

Punyapiroje (2007)

(2545)

9)

(Achievement-task Orientation)

388

(Interdependent Orientation)

Hofstede (1991)

(Cooperative)
(Responsible) (Same Attitude)
(Easily Accessible)

(Individualism)

(Fun and Pleasure Orientation)

(Extrovert)

(Humorous)
(Happy-go-lucky)
. . 2002

(Achievement striving)
(Persevering)

(Persevering) (Hard-
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working) (Undiscouraged) (Industrious)
(Serious) (Surviving) (Enthusiastic)
(Hopeful) (Orphan)

(Orphan Hero)

( , 2542)
(2545) (Terminal Value)
Komin (1990)
(Prestige) (Social Recognition)

Komin (1990)

Komin
(Seeker) (Explorer)
2 4
( \ , 3 2551)
Odyssey
( , , 30 2551)

Hofstede (1991) (Uncertainty
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Avoidance)

King Solomon’s Mine

(Rebel)
( , , 11 2551)
( : , 1 2551)
Jung (1960/2001) (Shadow)
Freud (1900/1977) (The Interpretation of Dreams)
(Death Instinct) Thanatos (The Death
Wish) Freud

(Life Instinct)
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(The Future of an lllusion) Freud (1927/1968)

Freud
Freud (1977) Jung (1954/1968)
(
2545)
Komin (1990)
(Forgiving) (Happiness-inner Harmony) (A
World at Peace) (Family Happiness-security)

(Brand Image)

(Quantitative Methods)
(Qualitative Methods)
Dobni Zinkhan (1990)



Churchill (1979) 3
(Identification of Important Attributes) 3

(Creation of Measurement Instrument)

(Factor Analysis)
(Multitrait-Multimethod Matrix)

(Calculation of Brand Score)

3
Dobni Zinkhan (1990)
Churchill (1979)
(Initial Scale)
N

(Factor Loading)

(Refined Scale)

2 2
Campbell  Fiske (1059)

2
(Convergent Valiaity)

(Divergent Validity)

392
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(Subtle)
(Sage) .62 (Cheerful)
(Magician) .55
(Arrogant) (Warrior)
.61 (Demanding)
(Enchantress) 51

Campbell

Fiske (1959)

(Method-Halo Effect)

15

Sunsilk, Pantene, Head &Shoulders  Clinic Clear

12 5

(Laddering Technique) ~ Reynolds  Gutman (1988)

(Attributes) (Consequences)



M

394

Sunsilk

v ) &
LRILANRK

(values)
(Traits)
(Brand Archetypes)
7)
1.2 Sunsilk
Archetypes wnin r:ﬂ%' 1A

Traits
NUFNLAWUNTU 130T
Ao a - J
FoUITNRINY U3gnd
- '3 - ¢ . /
fiavannlgunsd IENTeE
'lwiamwj‘%n Fdw Faui3un309
W laiwaasaTn Tivauasy
Attributes
UsTIA  \Wuaan muww maluladeonn \ deulousony  &Fuiilasisu guloiaans
LY 5IINTA ﬁogmmum
NAUNDY HURZDNA

(Extrovert)
(Trendy)

(Aesthetic)
(Sensitive)
(Lively) (Attractive)
Sunsilk
Sunsilk

(Heterosexual)



Virgin Airline
(1995)
Aaker
2551)

Pantene

William (2000)
(Explorer)
Virgin
(Enchantress)

Joachimsthaler (2000)

(Creative Tool)
Sunsilk Pantene

Sunsilk

3%

(Jester)

Keller (1998)

Upshaw
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Walle (1986)
Goodman (2002)
.+« 2002 NBC
(Archetypes)
(Personality Theory) (Brand Identity)
(Cultural Values)

(Brand Archetypes)
15 72
Jung (1978) (Mandala) (Self)

(Archetype) (Psyche)

(Manifestations of Culture)
Hofstede (1991) (Symbol)

(Ritual) (value)

15 15
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13 14

15

(Aaker &Joachimsthaler, 2000

Sunsilk
Pantene
Head & Shoulders
Clinic Clear
Sunsilk Pantene
Sunsilk Pantene
Howard-Spink (2002)
Jung

(n.d., as cited in Hyde & McGuiness, 2004) 4
(Thinking) (Feeling) ' (Sensation) (Intuition)

(Persona) (Soul-image)



7.3

Thinking Persona Feeling Soul-image

=g

- 5!

398
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7.4 Brand Archetype Model
- strong - Mysterious
- Generous
- Rule-conscious - Judgmental
- Brave - Subtle
) - Self-disciplined - Imaginative u
- Efficient - Intelligent
- Arrogant - Dependable 9
- Moral Logical
- Deathless - Cheerful - Logica
- Gentle p i
) - Persevering . ggocentric
" - Lion Heart - Self-esteem -
- Leading Warrior | Magician - Conspiring
- Decent - Humorous
- Fair - Equivocal
- Powerful - Creative
- Reliable - Extrovert
- Accepting - Aesthetic
- Honest - Heterosexual
- Insightful Companion - Trendy
- Sensitive
- Attractive

- Understanding

- Helpful

- Idealistic Helper
- Considerate

- Protective

- High-class
- Altruistic Innocent - Demanding
- Compliant
- Searchin
9 - Pure
- Introvert
- Soft
- Well-organized .
g 2 . - Unpretentious
. -Adaptable - Family Oriented
- Skeptical - - y
- - Anti-social ) - Lively
- Industrious - Eternal Loving
- Outdoorsy P .
mindependent ~ ~"anenging - Trusting
- Hopeful - Freedom Loving . 06dic3,ed
-Humble - Cool
- Fearless



12

(Fatigue)

16

15

(Pilot Study)

400



(Universality)

Storytelling)

Tool)

(Brand Storytelling)

(Generalization)

15

(Advertising

401

(Creative
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2.
(Brand Image Congruence)
(Ideal Self)
3.
15

Howard-Spink

(2002)
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