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From the marketing communications perspective, the main purpose of this
research was to explore symbolic aspects of branding through the archetype
concept. Three objectives were set to: 1) study and conceptualize brand archetype
concept in Thai context, 2) develop a religble and valid measuring scale for the
concept, and 3) test the scale for marketing communications applications. To
achieve all objectives, three phases of data collection were conducted. First,
document analysis and in-depth interviews were performed with 26 experts in
various disciplines of humanities and social sciences. Then, following Churchill's
(1979) construct development procedure, two exploratory surveys were run with 500
students, and factor and multitrait-multimethod matrix analyses were calculated.
Finally, another survey with 400 shampoo consumers, age 18-55 years old, living in

Bangkok, was conducted.

The findings revealed 72 personality traits as indicators for 15 brand
archetypes in Thai cultural context. The brand archetypes were the hero, sage,
magician, warrior, trickster, seeker, helper, mother, lover, innocent, companion, king,
loner, enchantress, and rebel. In terms of applications, marketing communicator can
combine more than one archetype to develop a powerful, differentiated brand

personality for effective brand communications.





