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ABSTRACT 

 

 The objective of this analysis is to examine how academics in the marketing field 

currently measure brand personality and determine whether there is room for further 

development within these evaluation criteria. I analyzed Jennifer Aaker’s 5 Dimensions of brand 

personality, the most widely accepted structure for categorizing brand personality today, and 

discovered scholars who question the accuracy of these dimensions for the broad nature of their 

categories. I added another layer to these dimensions through the lens of the Pearson-Marr 

Archetype Indicator, a lesser-known structure for classifying brand personality, and evaluated 

brands as categorized by Aaker’s 5 Dimensions against brands as categorized by Pearson-Marr. I 

found that the added layer of archetypes further divided brands within Aaker’s dimensions, 

demonstrating that while Aaker’s 5 Dimensions remain the most common structure for 

determining a brand’s personality, it is possible for the dimensions to be made more robust and 

specific. This analysis provokes questions for future research and consideration – such as, do 

certain product categories derive more benefit from adhering to one specific archetype than 

others? Is it more effective for competitors within the same product category to adhere to similar 

archetypes, or branch out and forge their own territory? And finally – what added value do 

corporations receive from analyzing their brand personality typology through multiple lenses?  
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Chapter 1  
 

Introduction 

“The greater the congruity between the human characteristics that consistently and 

distinctively describe an individual's actual or ideal self and those that describe a brand, the 

greater the preference for the brand.” 

  – Jennifer Aaker, Dimensions of Brand Personality (1997) 

 

The emotional ties between consumers and brands inspired me to study marketing as an 

undergraduate. That consumers experience ties to certain brands extending beyond product 

utility and view them as an expression of themselves is a concept that always fascinated me, and 

something I knew I wanted to explore deeper. I wanted to better understand what attributes 

enable consumers to feel a deeper connection with one brand, and conversely why they cannot 

achieve this same level of involvement with another. Does the strength of consumer-brand 

relationship owe its existence to the personality of the consumer, or does the brand’s fullest 

expression of itself play a larger part in this development? Could it be an equal function of both?  

 Initially, I aimed to examine whether a consumer’s personality typology as 

categorized by the Myers-Briggs 16 Personalities Assessment (based on the work of psychologist 

Carl Jung) predicted a stronger attraction to brands that exhibit similar traits as measured by 

Aaker’s 5 Dimensions – the most widely accepted structure for categorizing brand personality 

today. For example, if a person who tested more extroverted versus introverted would experience 

a stronger attraction to brands that are perceived as extraverted. This test sorts a person into 1 of 

16 combinations of Jung’s personality types. I initially chose to explore this concept through the 

lens of the 16 Personalities Assessment because of its uncontested popularity as an indicator of 
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human personality, and its tried and trusted methodology that determines each category. 

According to an article published by the Washington Post in 2012, “More than 10,000 

companies, 2,500 colleges and universities, and 200 government agencies in the United States 

use the test. From the State Department to McKinsey & Co., it’s a rite of passage. It’s estimated 

that 50 million people have taken the Myers-Briggs personality test since the Educational 

Testing Service first added the research to its portfolio in 1962.” While this assessment remains a 

sound indicator of human personality, I found it difficult to relate these traits to those expressed 

by brands. The Myers-Briggs 16 personalities assessment analyzes a person’s behavior based off 

of how a person takes in or perceives information, and then organizes or judges this information 

to arrive at a conclusion. A person’s overall “type” is a combination of four sets of preferences 

on how they perceive and judge outside information: Extraversion vs. Introversion (E or I), 

Sensing vs. Intuition (S or N), Thinking vs. Feeling (T or F), and Judging or Perceiving (J or P). I 

found that in some cases there was not a direct link between certain aspects of this assessment 

and traits exhibited by brands, as the Myers-Briggs assessment determines the preferences based 

off of a person’s cognitive abilities (how he or she perceives and processes information) which 

inanimate objects obviously do not possess. For this reason, I decided that Myers-Briggs would 

not be the best method for linking human and brand personality. I then chose to explore methods 

of categorizing brand personality as its own entity through the theories of Jennifer Aaker and her 

5 dimensions of brand personality.  

 I began by examining the leading measurement of brand personality today – 

Jennifer Aaker’s 5 Dimensions. This method provides a theoretical framework for brand 

personality structure by determining the number and nature of brand personality dimensions. 

Aaker conceptualized her theory based off of research in personality psychology identifying the 
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“Big 5” dimensions by which to categorize human personality, in an effort to create a viable link 

between human and brand personality assessments. These “Big 5” dimensions are Extroversion, 

Neuroticism, Conscientiousness, Agreeableness, and Openness to experience. Her theory 

suggests that previous support for self-congruency effects, or the extent to which brand 

personality and self-concept are compatible (Kleine, Kleine, and Kernan 1993), lacked strength 

because of the common understanding that the personality between a consumer and a brand must 

match across all traits at an aggregate level. Aaker believed that brand personality must be 

analyzed across dimensions, as brands possess capabilities different from humans and vice-versa. 

For this reason, included in Aaker’s traits that make up her 5 Dimensions of Sincerity, 

Excitement, Competence, Sophistication, and Ruggedness are those that don’t strictly adhere to 

human personality (“upper class,” “reliable,” “good looking”).  She includes these traits to allow 

a full evaluation of a brand’s personality, which she argues has a different foundation than 

human personality. Aaker writes that brand personality perceptions are formed and influenced 

by:  

 [A]ny direct or indirect contact that the consumer has with the brand. Personality  

  traits come to be associated with the brand in a direct way by the people   

  associated with the brand – such as the brand’s user imagery, which is defined  

  here as the ‘set of human characteristics associated with the typical user of  

  the brand’, the company’s employees or CEO…In addition, however,   

  personality traits come to be associated with a brand in an indirect way through  

  product-related attributes, product category associations, brand name, symbol  

  or logo, advertising style, price, and distribution channel….In addition to   

  personality characteristics, researchers (Levy, 1959) argue that brand personality  

  also includes demographic characteristics such as gender, age, and class. (Aaker,  

  1997) 

 

Comparatively, what Aaker attributes to the formation of human personality appears 

much more limited: “Perceptions of human personality traits are inferred on the basis of an 

individual’s behavior, physical characteristics, attitudes and beliefs, and demographic 
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characteristics.” I noted this disparity when I initially read Aaker’s research, and after further 

investigation discovered other scholars who noted the same difference. Audrey Azoulay and 

Jean-Noël Kapferer (2003) assessed the efficacy of Aaker’s 5 Dimensions in the Journal of 

Brand Management, and determined that while certain aspects of Aaker’s 5 Dimensions measure 

brand personality, they more accurately measure the idea of brand identity. They assert that the 

difference between these two terms dates back to the early development of brand personality as 

an accredited concept.  

 The coining of “brand personality” first appeared in the last 1950s, when scholar 

Pierre Martineau studied the dimensions of retail stores and used the term to describe the non-

material aspects of the store that differentiated it from others (Martineau, 1958). During the 

1970’s, all “copy strategies” – otherwise known as today’s creative briefs – for advertising 

agencies began to include a provision for describing a brand personality and tone in addition to 

its target market, brand promise, and reason for being. These early creative briefs coined the term 

“brand personality” to describe all the non-functional product dimensions that marketers wanted 

to communicate through creative work. The original concept of brand personality captured “all 

that was not bound to the product’s use, performance, benefits, attributes, and so on” (Azoulay 

and Kapferer, 2003). Aaker’s definition of brand personality as “the set of human characteristics 

associated with a brand” comes directly from the early use of brand personality as a single, all-

encompassing convenient term in the advertising copy strategy to define all that is not related to 

product functionality. All work relating to Aaker’s is also based off of this loose definition, 

which Azoulay and Kapferer argue fits more under the umbrella of brand identity rather than 

personality. They go on to describe the relationship between the two:  

 [T]he brand identity frameworks always quoted brand personality as a dimension  

  or a facet of brand identity — namely those traits of human personality that can  
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  be attributed to the brand. Among other dimensions are the brand inner values (its 

  cultural facet), the brand relationship facet (its style of behaviour, of conduct), the 

  brand-reflected consumer facet, and the brand physical facet (its material   

  distinguishing traits). (Azoulay and Kapferer, 2003) 

 

Shown below is a figure created by Kapferer to depict this concept:  

 

 

Figure 1 - "The Brand Identity Prism" Kapferer, 1992, 1998 

 

The push to create a stricter definition of brand personality reflects the push to better 

define the concept of human personality itself. Psychologists Gordon Allport and H.S. Odbert 

published the first comprehensive list of definitions that described the term “personality” in 

1936. Allport examined a large number of definitions of the term “personality” and rejected them 

because he found them too vague or incomplete, and then proposed a definition of his own:  

 Personality is the set of relatively stable and general dynamic, emotional and  

  affective characteristics of an individual’s way of being, in his/her way to  react to 
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  the situations in which s/he is. In most cases, the word does not include the  

  cognitive aspects of the behavior (intelligence, abilities, knowledge). It always  

  deals with the affective, emotional and dynamic aspects. (Allport, 1937)  

 

Allport, backed by other psychologists in years to come, argues that the cognitive aspects 

of the person, along with his or her skills, abilities, gender, and social class should be excluded 

from personality definitions and scales as a human being’s personality is derived from traits. 

Aaker’s broader definition of “brand personality” enables the inclusion of these other 

characteristics outside of traits, and thus more accurately describes a brand’s “identity” rather 

than its “personality.” The dimensions in question are specifically that of “Competence” as a 

whole, as it measures an ability to carry out something properly (in humans this would be 

cognitive ability), the items that refer to social class and gender and project user imagery instead 

of brand imagery, i.e. “feminine” and “masculine,” and items that limit reach/applicability 

(“Western”). While Aaker’s 5 Dimensions are valid and trusted as an accurate measurement of a 

brand, the question remains – do they truly measure brand personality?  

 Aaker’s framework for the measurement of brand personality remains one of the 

only assessments of its kind. When I initially explored Aaker’s work, I questioned how all of the 

world’s brands could fit underneath one of her 5 dimensions. Or even when a brand did fall 

perfectly inside one dimension, to what extent this categorization would help the brand manager. 

For example, if consumers identified a brand as “rugged,” how would the brand manager 

respond? How would he or she link this dimension with a specific human personality typology in 

order to activate a consumer’s feeling of self-congruency?  

 The question remains of whether it is possible to add more dimensions to Aaker’s 

measurements – a way to give a more comprehensive answer to a brand’s personality that allows 

marketers to relate their brand directly to consumers of a certain personality typology. Picking up 
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where Azoulay and Kapferer left off: if Aaker’s 5 Dimensions offered a stricter definition of 

brand personality that more closely followed that of human psychology, could her scale be made 

more robust? While exploring this topic, I discovered the Pearson-Marr Type Indicator. This 

form of personality classification categorizes both human and brand personality – the linkage 

that I sought to find between Myers-Briggs and Aaker’s 5 Dimensions. The Pearson-Marr Type 

Indicator (or PMAI) is the world’s first scientifically validated archetype assessment tool and is 

also based on the theories of Carl Jung, specifically his concept of the archetype, or “the shared 

myths, themes, images, characters, patterns, and symbols ever present in our lives and culture” 

(Center for Applications of Psychological Type). Humans play different roles throughout their 

lives according to their psychological makeup, and acknowledging and better understanding the 

roles one plays in his or her own life can lead to better self-awareness on a personal and 

professional level. Just as the Myers-Briggs Type Indicator is utilized to make Jung’s personality 

typology theories applicable in every day life, Carol S. Pearson and Hugh Marr developed a 

systematic psychological framework to apply the theory of archetypes. The concept of an 

inanimate brand fulfilling a role within a story breathes new life into its purpose, and adds 

another layer to the categorization of its personality. In her book The Hero and The Outlaw: 

Building Extraordinary Brands Through the Power of Archetypes published in 2001, Pearson 

tests and categorizes the same brands that Aaker analyzed for her classification of the 5 

dimensions of brand personality. For this reason, I decided to further examine Aaker’s 5 

Dimensions against Pearson’s archetypes to find the similarities and differences between the 

two, and explore whether the lens of archetypes could make our existing scale of brand 

personality typology more robust.  

 



 

Chapter 2  
 

Development of Aaker’s 5 Dimensions vs. The Archetypes 

Aaker’s 5 Dimensions of Brand Personality  

Aaker developed her dimensions through a combination of prior academic research and 

her own subject testing and analysis. First, she created a set of 309 potential traits stemming from 

3 sources: personality assessments from psychology (those used to develop the “Big Five” traits), 

personality scales used by academics, and personality scales used by practitioners (a market 

research firm, a client company, and an advertising agency). To test that this compilation of traits 

represented a complete and relevant list, Aaker conducted a free-association task. Aaker asked 

subjects to record the personality traits they first thought of when thinking about brands with 

products in the following categories: symbolic (jeans and fragrances), utilitarian (electronics and 

appliances), and those that qualify as both symbolic and utilitarian (automobiles and athletic 

shoes). This variety of brands ensured that the subjects generated an exhaustive list of traits that 

represent different product categories.  

 After compiling these 309 traits, Aaker conducted another study to refine the list 

to a more reasonable number. Subjects rated each trait on a Likert Scale based on how 

descriptive each trait was of brands in general (subjects were instructed to think of multiple 

product categories while completing this study, as it did not pertain to one brand or product 

category but the concept as a whole). A rating of 1 signified “not at all descriptive,” while 7 

signified “extremely descriptive.” This led to the final cutoff at a scale rating of 6, or “very 

descriptive,” and a resulting 114 traits for the study.  
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 Aaker aimed to refine this number even further by conducting a survey that asked 

subjects to analyze the extent that brands reflected each of these traits, and determining which of 

those 114 were to the most relevant. To select the brands used to determine the scale, a few 

factors were considered: first, the brands had to be well known to enable a national sample; 

second, the brands selected needed to represent a wide variety of personality types to increase the 

breadth of the scale; and third, the brands had to include a wide variety of product categories 

(both utilitarian and symbolic). These criteria were achieved through an EquiTrend study (1992) 

that rated 131 brands in 39 product categories from a national sample on “salience” – or the 

amount of customers who know and could assess the brand – and “brand personality” (based on 

thirty traits).  The brands that were chosen had high salience ratings (above 50%) and 

characterized a wide variety of personality profiles as demonstrated by a clustering procedure in 

which the 131 brands divided into nine distinct clusters. To further refine this list of brands and 

protect against subject fatigue and response bias, one brand from each of the nine clusters was 

placed in one of four “Brand Groups” to ensure that each group represented a comparable profile 

of brands to the others. This study used non-student sample selected to represent the U.S. 

population in the categories of gender, age, household income, ethnicity, and geographic 

location.  

 Each participant was asked to think of the chosen brands as a person, and rank 

each one on a Likert scale between 1 and 5 (1 indicating “not at all descriptive,” and 5 indicating 

“extremely descriptive) to the extent that the 114 traits described its personality. A correlation 

matrix was used for the personality traits correlated across all brands to identify the brand 

personality dimensions as viewed by consumers. The end result showed a 5-factor solution with 

high loadings (> .60) and communalities for each of the following traits: Sincerity, Excitement, 
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Competence, Sophistication, and Ruggedness. In order to account for the subjective nature of 

these labels (for example, they could be interpreted differently among the younger student 

demographic), similar tests among different test subject groups were conducted to prove the 

stability and generalizability of these factors. The results remained largely the same in each test 

group, with congruence factors > .90 in each case. 

 Finally, as these 5 factors are broad, Aaker aimed to identify corresponding traits 

(or “facets”) to help discuss and establish similarities and differences between each of the 

dimensions. Traits from the set of items in each factor – resulting from the principal components 

analysis – were each factor-analyzed individually to help determine each dimension’s 

corresponding facets. The results are as follows:  

 

Figure 2 - Aaker's 5 Dimension of Brand Personality 

A second independent sample of brands and subjects was utilized to confirm the validity 

of these five dimensions, and this sample proved the dimensions to be applicable and relevant 

across an entirely different set of brands and consumers. While the facets featured in the figure 

above better specify the subjective labels of each dimension, they still include traits that do not 
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necessarily correlate to brand personality (as mentioned in “Chapter 1” regarding brand 

personality versus identity). Again, while this discrepancy does not invalidate Aaker’s work, it 

provoked the considerations for future research that compelled me to look further into alternative 

forms of brand typology and personality categorization.  

Pearson-Marr Archetype Indicator  

Margaret Mark and Carol Pearson, co-authors of The Hero and The Outlaw, developed 

their structure for the PMAI through similar procedures based off of Pearson and Hugh Marr’s 

archetypes. To elaborate on the purpose and utility of this form of brand categorization, 

archetypes represent brands as a repository of meaning and value beyond their functional 

characteristics. Archetypes categorize brands beyond a flat plane of adjectives and describe what 

they embody, or the roles they play for the consumer. As described by Pearson in The Hero and 

The Outlaw:  

 Products grab – and keep – our attention for the same reason: They embody an  

  archetype.  For example, throughout the ages, cleansing rituals have signified  

  more than physical  cleanliness: They also symbolize the removal of sin or  

  shame, bestowing rectification and  worthiness upon the person who has   

  performed the ritual. Ivory soap has drawn from this as well. Ivory is not   

  just about getting clean; it is about renewal, purity, and innocence.  […] Ivory  

  succeeds as a brand because its meaning is consistent with the deep essence of  

  cleansing. (Pearson 5-6) 

 

In an under-saturated or uncluttered market, brands can rely on functionality alone to 

generate awareness. However, once a market reaches a certain threshold of maturation, 

competitors can imitate functional benefits and manufacturing advantages. By tapping into and 
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developing its archetype, brands can better understand what value they best deliver to consumers 

or what they could be delivering better and create a unique voice among the noise.  

 Mark and Pearson developed their theory and framework that serves as the 

backbone of this work through years of academic research. Pearson spent 30 years establishing 

her psychological framework and applying this to leadership and organizational development in 

addition to marketing. Mark applied these same constructs and human insights to consulting with 

clients and Young & Rubicam and then at her own firm. The archetypal categories and theories 

presented in this work are tried and trusted in real-world applications.  

 Through exploring the advertising and commercial movement of some of the 

most successful brands of our time, Pearson and Mark discovered the 12 major archetypes that 

are most often expressed and embodied. While the pair noted considerable qualitative differences 

between brands that exemplified strong archetypes (timeless, universal meaning) and those that 

did not, they wanted a more objective, quantitative method for proof of concept. Through Mark’s 

work with Young & Rubicam, she obtained access to the firm’s BrandAsset Valuator (BAV). 

This database contained the results of 75 investigations collected from 33 countries, and allowed 

Young & Rubicam to analyze consumer attitudes toward over 13,000 brands, making it the most 

in-depth, exhaustive study of the world’s brands. The BAV model judges each brand’s position 

within the context of a “brandscape” that covers at least 100 categories of products and utilizes 

over 55 measures per brand. Using this wealth of consumer insight, Mark developed an 

algorithmic procedure to determine the extent to which consumers’ impressions of a certain 

brand align with a specific archetype by assigning weights to 48 of the descriptors included in 

the BAV. Mark determined the scoring of these archetypes through normalizing consumers’ 

ratings within and across brands, and linking each brand to an archetype in the context of the full 
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“brandscape” through a cumulative distribution score. The breadth of the BAV enables analysis 

across multiple industries, consumer segments, and brands. Mark and her colleagues 

hypothesized each brand’s archetype through analyzing advertisements and marketing material, 

and found that the algorithm categorized brands objectively in line with their own subjective 

observations. The BAV also allowed Mark to analyze the strength of a brand’s archetypal 

identity over different years and among different age groups, at times illuminating a change in 

identity or a loss in consumer perception of a brand’s original archetype that corresponded with 

its loss in sales or cultural relevance.  

 However, Mark noted that the true test of the archetypal theory’s impact would 

need to influence real world applications. With this in mind, analysts at Young & Rubicam found 

that the strength of a brand’s archetype association played to its favor within the success criteria 

of asset valuation. In this case, a company’s asset valuation was determined by a function of 

Market Value Added (MVA) and Economic Value Added (EVA) measures. MVA measures 

whether investors anticipate future profits of a specific firm to exceed cost of capital, while EVA 

estimates net operating profit minus an appropriate charge for the opportunity costs of the capital 

invested in the corporation. A growing MVA illustrates that a company is generating or is likely 

to generate rates of return that exceed cost of capital, and EVA reflects true economic profit and 

a company’s ability to create real value. The analysts at Young & Rubicam measured changes in 

MVA and EVA over the course of 6 years for a set of 50 well-known brands. These brands fell 

under two pre-determined categories: brands that exhibited a “tightly defined” archetype, or 

those whose closest secondary category was 10% or more below the first, and brands that did not 

exhibit as strong of an archetypal identity with their closest secondary category within this 10% 

limit. The MVA of brands with “tightly defined” archetypes rose by 97% more than brands 
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without, and the EVA of brands with strong archetypal categories rose at a rate 66% greater than 

the EVA of brands exhibiting weak archetypal definition. The most striking result of this study 

was the importance of a brand’s adherence to a single, coherent archetype rather than dabbling in 

multiple roles at once. A brand’s development of a core archetype proved an objectively useful 

strategic tool, and deserved further investigation.  

 The 12 archetypes, utilized by Carol Pearson and Margaret Mark to categorize 

brand personality, originate from the work of Carl Jung. As previously mentioned, these 

archetypes describe the roles that humans – or in this case, brands – fulfill within their own lives 

or the lives of consumers. Discovering one’s role may illuminate one’s purpose in life, or a 

brand’s emotional value and meaning that transcend its functional benefits, and allow a person or 

brand to better hone in on their strengths and unique voice. These 12 archetypes are as follows: 

Creator, Caregiver, Ruler, Jester, Regular Guy/Girl, Lover, Hero, Outlaw, Magician, Innocent, 

Explorer, and Sage. I will briefly explain each of these archetypes – their meaning, their values, 

and how they manifest within a brand – so as to begin to provide a basis for my rationale when 

linking these archetypes to Aaker’s dimensions.  

 The Innocent, the Explorer, and the Sage roles each relate to one another in their 

search for fulfillment. In their own unique ways and pursuits, the primary goal of people/brands 

who embody one of these archetypes is to discover their own happiness. As humans who 

embody these archetypes, consumers seek products that will facilitate this journey. The Innocent 

looks for products that provide the experience of peace and goodness, the Explorer looks for 

products that aid in the journey of self discovery, and the Sage seeks those that lead to learning 

or wisdom. Brands who classify as the Innocent provide a predictable rescue from an imperfect 

world. The promise of the Innocent is that life does not have to be hard, and that you are free to 
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be yourself and live out your values right now. The Innocent promises a return to purity and 

goodness, and is a strong identity for brands that provide a relatively simple answer to a 

detectable problem, and are associated with goodness, morality, nostalgia, or childhood. In a 

different light, the Explorer finds fulfillment through seeking a better world, or rather his or her 

own world. This archetype is motivated by the desire to discover a place or companion in the 

external world that matches its inner needs, preferences, and hopes, and to escape conformity 

and boredom by seeking out and experiencing new things. Brands strongly identify with this 

archetype if the product/service helps people feel free or is in some way a pioneer or an 

innovator, as well as if it enables people to express their individuality. Lastly, the Sage finds 

inner happiness through learning and growing in pursuit of the creation of a better world. This 

archetype seeks out information and knowledge in order to form educated opinions, which lead 

to action and active participation in things greater than the self. Brands that maintain a Sage 

identity provide expertise or information to consumers and encourage them to think, and works 

well if the brand is attempting to differentiate itself from others of lesser quality or performance.  

 The next trio of archetypes – the Hero, the Outlaw, and the Magician – relate to 

one another on the basis of change. In their own way, these archetypes enact change and embrace 

the anxiety and exhilaration that come with it. The Hero enacts change through triumphing over 

adversity or a major challenge. This archetype embodies the ideals of being one’s best self – 

mind, body, and soul – and the mantra of “Where there’s a will, there’s a way”. Brands best 

identify as the Hero if their product/service helps people perform to their highest potential, or if 

the brand has a clear opponent/competitor it aspires to best. Oppositely, the Outlaw enacts 

change through breaking down the barriers/social constructs that confine them. While the Hero 

feels connected to the community and fights to enact change for the greater good, the Outlaw 
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feels at home on the outskirts of society, and is not afraid to challenge convention – especially 

when they personally disagree with it. Brands strongly identify with the Outlaw if customers or 

employees identify with values that differ from those of society at large, or if the product is not 

viewed as “good” for people, so using it acts as a snub to society’s ideas of what is morally or 

healthfully acceptable. Finally, the Magician promotes change through discovering the 

fundamental laws of how things work and applying these principles to accomplishing goals, or 

inventing products that make things happen. The Magician searches for big ideas that link one’s 

innermost desires and whimsical thoughts to outer performance and tangible results in the real 

world. Brands more easily adopt a Magician archetype if the product/service is transformative or 

if its implicit promise is to change the life of the consumer. 

 The next set of archetypes, the Regular Guy/Girl, the Lover, and the Jester relate 

on their ability to fulfill our inner need to connect with one another. Be it through facilitating 

inclusive practices, helping us develop emotional intimacy, or living life to the fullest without 

worrying what others will think, these archetypes enable likeability and understanding. For 

example, the Regular Guy/Girl archetype champions the idea of the “common man” often seen 

in political theory. This archetype embodies the idea that everyone matters and brings something 

of value just as they are, they don’t need to put on airs. The Regular Guy/Girl seeks to unite 

people through the belief that the right to enjoy life belongs to all, not just people of wealth or 

power. Brands best identify with the Regular Guy/Girl if they help people feel as though they 

belong, if they are used commonly in every day life, or if they want to differentiate themselves 

positively from a higher priced or more elitist brand. The Lover archetype connects people 

through – unsurprisingly – the idea of love. While it encapsulates all different kinds of love 

(from parental love, to friendship, to spiritual love) its primary domain is romantic love. This 
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archetype is motivated by the goal of developing real, strong relationships with the people, the 

work, and the surroundings in their lives. Brands that lend themselves to exemplifying this 

archetype are those whose use helps people to find love or friendship, whose function promotes 

beauty, communication, or closeness between people, or is produced/sold by a company with an 

intimate organizational culture as opposed to a large corporation. Finally, the Jester promotes 

human connection through encouraging people to joke together. This archetype enjoys life and 

interactions for their own sake. While the Lover archetype may censor or change the core of 

one’s being to become more attractive to others, people who embody the Jester archetype live 

life unapologetically as themselves, and aren’t afraid to laugh at their own mistakes or situation. 

Brands will strongly identify with the Jester if the company needs to be differentiated from an 

inflated, well-established brand, if their product or service helps people feel good, or if their 

function serves to allow people to have a good time.  

 The final group of archetypes, the Caregiver, the Creator, and the Ruler, enables 

people to exert control on themselves or others to create a better situation. The Caregiver does 

this for the protection and benefit of others, the Creator by structuring and validating human 

experience into an artistic form of expression, and the Ruler through making life as predictable 

and stable as possible. These archetypes help people reconcile with and respond to change in an 

unstable world. The Caregiver archetype is motivated by compassion, generosity, and a desire to 

help others. They seek to rectify the instability and uncertainty of this world not so much as for 

themselves as for others – their biggest fear lies in the possibility of a loved one falling into 

harm’s way, especially when under their watch. Brands lend themselves to the Caregiver 

archetype when customer service provides the product or service’s competitive advantage, when 

they help people care for themselves, or when they provide support to families. The Creator 
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relies on his or her own vantage point to maintain consistency. No matter what is going on in the 

world around them, this archetype maintains the unique ability to imagine and express ideas in 

their own way. They trust the creative process to produce societal change and have a say in the 

future through championing innovation. Brands that best embody this archetype are those in 

which the product’s function encourages self-expression, provides the customer with choices and 

options, helps foster innovation, is artistic in design, or if the brand seeks to differentiate from a 

brand that “does it all” for the consumer, leaving little room for personal choice. Lastly, the 

Ruler handles the chaos of the world through exerting control. The best way to protect oneself, 

family, and friends is to take matters into one’s own hands. By exerting leadership, confidence, 

and competence, they aim to create their own sense of stability. Brands will best identify with 

this archetype if it is a high-status product used by prominent people to reinforce their power, the 

product or service helps people become more organized, or if the brand can promise a lifetime 

guarantee.  

Aaker’s 5 Dimensions as Archetypes 

Through the added layer and lens of Pearson’s archetypes, Aaker’s broad dimensions 

could be further defined. One factor that enabled this comparison between these structures was 

Aaker and Pearson’s use of the same prominent brand names when establishing their 

methodology, such as Pepsi, Coca Cola, Harley-Davidson, Levi’s, Revlon, etc. The realization 

that Aaker and Pearson categorized the same brands in different ways inspired me to look further 

into the association between these methods. For example, Aaker categorizes both Harley-

Davidson and Levi’s underneath the dimension of Ruggedness, while Pearson subdivides these 
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brands into different archetypes – the Outlaw for Harley-Davidson and the Explorer for Levi’s. 

Aaker also categorizes both Pepsi and Coca-Cola as brands that demonstrate the Excitement 

dimension, while Pearson again chose different archetypes for each company: The Innocent for 

Coca-Cola and the Jester for Pepsi. So, I could reasonably conclude that Aaker’s dimensions 

could be broken down to yield more specific classification on this basis.  

 Based off of this observation, I created the table below to illustrate potential sub-

divisions of the 3 remaining dimensions that were not directly linked by Aaker and Pearson. This 

table demonstrates a direct connection between these two structures in the cases of brands that 

were utilized in both studies (ex. Coca-Cola was analyzed by both Aaker and Pearson), and 

provides a framework to break down the dimensions not directly linked to archetypes. This is the 

first time that these methods have been compared against each other and dissected in this way. 

Based off of brands classified individually by these women and the shared characteristics 

between certain dimensions and archetypes, I developed the chart below:  

 

Figure 3 - "Dimensions vs. Archetypes" 



20 

This table presents Aaker’s dimensions in the first column, then an example of a brand 

that classifies under each of these according to her methodology, followed by each dimensions 

following descriptors/facets as previously discussed. The fourth column subdivides Aaker’s 

dimensions into archetypes based on similarity and fit between the archetype and the dimension. 

In this table, I included only ten of Pearson’s twelve archetypes. The Regular Guy/Girl and the 

Hero archetypes are excluded from this framework for a few reasons: first, for simplifying 

comparison/generalizability across the dimensions. This way each dimension divides into 2 more 

categories equally, and certain dimensions are not split into 3 categories with the inclusion of all 

twelve archetypes. Additionally, the Regular Guy/Girl and the Hero represent the 2 archetypes 

that demonstrated the least similarity/fit with a corresponding dimension. The next column 

provides a brand example as categorized by Mark’s algorithm, followed by what each archetype 

enables the consumer to do or be according to Pearson (the true function of an archetype – to 

fulfill a role). I viewed these “roles” as akin to the facets of each dimension – a way to better 

describe broad categories. The “Ruggedness” and “Excitement” dimensions split evenly into the 

Outlaw/Explorer and the Innocent/Jester respectively based off of the shared brands that Aaker 

and Pearson used to categorize them. For the remaining 3 dimensions, I relied on their 

corresponding facets and the archetypal roles as the basis for subdivision.  

 “Sincerity” naturally broke into the Lover and Caregiver archetypes based on the 

“honest,” “wholesome,” and “cheerful” facets paired with the roles of finding/giving love and 

caring for others. Specifically, the wholesome nature of facilitating love and sacrificing for 

others drew me to this conclusion. The dimension of “Competence” can be further expressed 

through the Sage and the Magician archetypes. The facets “reliable,” “intelligent,” and 

“successful” spoke directly to the nature of these archetypes. The Sage’s quest for truth hits on 
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the “reliable” and “intelligent” descriptors, while the facet of “successful” describes the 

Magician’s ability to confidently enact change, a characteristic that could also be categorized as 

“reliable.” “Sophistication” lends itself to the Creator and the Ruler archetypes. The facets of 

“upper-class” and “charming” describe different aspects that these archetypes embody, such as 

the Creator’s drive to make something of lasting value to leave the world and the elevated sense 

of purpose that accompanies this goal. I maintained similar reasoning for the Ruler – the elevated 

sense of purpose that enables the brand or consumer who embodies this archetype to enact 

control over others describes the mentality of the “upper-class” facet, disregarding 

socioeconomic status.  

 

 

 

Chapter 3  
 

Archetypal Reflection and Relevance Today  

The structural development and methodology by Aaker and Mark/Pearson validates the 

results of their typology classifications, but how much has this altered over time? Aaker’s work 

was originally published in 1997, and Pearson published the Hero and The Outlaw in 2001. This 

is relevant to note because while the advertising material/brand assets used to help classify these 

brands may be relevant and true to the brand’s heritage, they may not necessarily reflect the 

brand’s personality typology today. So, to what extent does each brand reflect its given 

dimension/archetype? Pearson provides detailed analysis and rationale behind why and how she 

sorted brands into archetypes in The Hero and The Outlaw, and I will explain those 
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categorizations below. In order to assess if and to what extent each brand still communicates its 

archetype as categorized by Pearson, I conducted a content analysis of each brand’s Instagram 

page that focused on the semiotics of the content presented to determine the strength of each 

brand’s archetype. I chose to explore the extent to which the brands still relate to their given 

archetypes as opposed to their dimensions because the archetypes implicitly exhibit the 

dimensions that they divide. In addition, Pearson’s analysis of brands as archetypes includes 

much more external observations – ex. media presence – than Aaker’s analysis that was heavily 

weighted on consumer perception. Observing and analyzing a brand’s external presence provides 

a clearer picture and less subjective take on if and how the brand has changed over time than 

consumer evaluation, and is consequently much simpler to measure.  

To measure to what extent, if at all, each brand still reflects its initial archetype, I 

conducted a content analysis of each brand’s Instagram presence. Instagram represents the best 

medium for this analysis because it is reflective of the social media marketing movement that 

developed since of the time(s) of Aaker’s and Pearson’s research (as opposed to commercials or 

print ads) in addition to being a platform for both visual and textual content utilized by every 

brand in this sample. I will demonstrate the extent to which each brand still communicates its 

archetype through 5-point Likert Scales evaluating different facets of its Instagram account. 

These metrics include the aesthetics of its images and/or video, the overall content of its page 

(including the captions of each post, the account’s biography, and the subject of each post), and 

the most used words, phrases, or hashtags found within the content of the page. These Likert 

Scales measure each of the 3 facets (1. Images and Video, 2. Content, 3. Popular 

Words/Hashtags) based on whether I strongly disagree, disagree, feel neutrally, agree, or 

strongly agree that each area demonstrates the brand’s assigned archetype. The objective is to 
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determine whether brands more often follow the patterns of their assigned archetypes or deviate 

from these classifications when examined through a more modern lens. The following explains 

Pearson’s rationale and includes the details of my own content analysis: Coca-Cola as the 

Innocent, Pepsi as the Jester, Harley-Davidson as the Outlaw, Levi’s as the Explorer, Barnes & 

Noble as the Sage, MasterCard as the Magician, American Express as the Ruler, Williams-

Sonoma as the Creator, Hallmark as the Lover, and Marriott as the Caregiver.  

EXCITEMENT 

Coca Cola’s classification of the Innocent stems directly from the brand’s roots. 

According to The Hero and the Outlaw, brands that exemplify this archetype, “[P]romise the 

experience of returning to innocence – that life can be simple, uncomplicated, and good.” 

Pearson cites the brand’s heritage as a primary example of this, dating back to WWII where 

President Dwight D. Eisenhower used this beverage as a form of motivation for the troops, a 

non-alcoholic way to refresh them and allow them to forget about their troubles. She goes on to 

note that Coke’s advertising/branding in years to follow continued to reflect this approach, with 

commercials focusing on sharing happiness with others. Coca-Cola’s commercials – particularly 

their famed polar bear material – associates the brand with nostalgia, and childhood, while the 

product provides a simple answer and brief reprieve from the challenges of life.  

 Similar in product category but vastly different in classification, Pepsi falls under 

the category of “The Jester.” As an archetype, Jester figures desire to live in the moment with 

full enjoyment, and Pepsi enables consumers to take a break with their refreshing beverage. 

Much like their namesake, brands best embody the “Jester” archetype when they combat another 
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brand that is well established (in this case, Coca Cola). Historically, the purpose the court jester 

served was to create jokes at the king’s expense, often regarding the king’s self-importance. 

Pepsi’s most successful ads have been those that playfully pitted them against Coca Cola in the 

“Coke vs. Pepsi” marketing campaign. While both play on the fun-loving aspects of life and 

humanity “The Jester” classification for a brand differs from “The Innocent” in that it focuses 

less on goodness and purity and more on the zany, irreverent moments that make life enjoyable.  

Coca Cola as The Innocent 

Overall, Coca-Cola remains strongly reflective of the Innocent archetype based off of this 

sample. At first glance, its feed contained imagery of people together or sharing meals, 

predominantly surrounded by the color red. Its biography, #ShareACoke, was reflected in these 

group photos as well as their corresponding captions. These captions included 

#RefreshingMoments, #ShareACoke, #EnjoyYours – all in line with the theme of enjoying the 

moment. As I scrolled through previous posts, there were a lot more instances of solo photos or 

people drinking Coke alone. These individual shots were supportive of an underlying theme of 

Coke’s recent promotional and social media activity – people coming together despite their 

differences. Coke celebrates the individual spirit and unique background of every consumer, but 

unites them all through the enjoyment of their beverage. They posted a photo to recognize 

“world kindness day,” and promoted the “Houston Strong” movement in response to Hurricane 

Harvey. As for their most commonly used words, aside from “share” and “enjoy,” the captions of 

each post contained a notable number of onomatopoeias: “gulp,” “tssss,” “ahhh,” “hiss,” “fizz,” 

“clink.” These words describe the moment of enjoying a Coke, and the exciting physical 

reactions that the consumer experiences. Based on these observations, I argue that Coca-Cola 

continues to reflect the Innocent because its images, content, and frequently used words illustrate 
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how the simple act of drinking a Coke can offer a brief respite from the world, while at the same 

time promoting goodwill and acceptance of all people as they are. The images and overall 

content of the page at times stray away from this central message – for example, they make 

topical pop culture references regarding TV shows and movies that don’t directly relate to the 

Innocent, but the majority of their page continues to reflect this archetype.  

 

Figure 4 - Coca-Cola as the Innocent 
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Pepsi as The Jester 

Pepsi’s Instagram page remains reflective of its original archetype, the Jester. However, 

Pepsi deviates slightly from this archetypal role with some of its content, and lacks key words or 

hashtags that are fully consistent with the Jester. At first glance, Pepsi frequently references 

sports or events like the Super Bowl in their feed. In several of their posts, they make these 

references through the use of memes – or a humorous image/piece of text that is copied (often 

with slight variations) and shared or spread rapidly over the Internet. This is shown in the figure 

below, and is in line with the nature of the Jester. Their captions are short and irreverent, with no 

clear theme that ties them all together. Scrolling down, Pepsi features a lot of “throwback” 

material showing off the return of their retro cans aimed at demonstrating how Pepsi is as 

satisfying now as it was back then, and cartoon images in line with the dated styling of those 

cans. Many of their posts feature Pepsi cans, cups, or logos arranged and placed to look 

aesthetically pleasing, acting as if these Pepsi assets are works of art instead of means of 
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enjoyment. These images are often paired with people candidly sipping the beverage or modeling 

its design, with captions such as “Classic” and “Weekend looks”. All of these images show 

people laughing and smiling, and one such picture is overlaid with the words, “Forever fun! This 

is the Pepsi for every generation!” While the majority of posts on this page showcase the Jester 

ideal of “living the moment with full enjoyment,” the occasional focus on “artistic” content is not 

directly reflective of the Jester archetype. This content touches on the “up-to-date” facet of 

Excitement, but does not evoke the light-hearted nature of the Jester to the fullest extent. Overall, 

Pepsi’s focus on timeless fun and use of joking promotional material lead me to judge their 

reflection of the Jester archetype as relatively strong, even with the occasional departure from its 

core characteristics.  

 

Figure 5 - Pepsi as The Jester 
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The comparison of Coca-Cola vs. Pepsi provides a perfect example of the utility of 

Pearson’s archetypes and exploring the efficacy of sub-dividing Aaker’s 5 Dimensions. Under 

Aaker’s dimension of “Excitement,” Coke and Pepsi were classified as being representative of 

the same characteristics. Through the lens of the archetypes, both brands still both portray 

excitement through the fun and enjoyment consumers experience while consuming these soft 

drinks, but in completely different ways. Coke communicates this idea through the simplicity of 

taking a moment to enjoy a Coke or share one with a friend, and Pepsi through the notion that 

any moment can be made “fun” or significant with some laughter, creativity, and a Pepsi. While 
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these approaches are similar, the small differences between the two help to illustrate a point of 

differentiation that has enabled the brands to remain distinct in the eyes of the consumer. When 

categorizing personality, the brand receives greater benefit from the knowledge of a 

classification that is more uniquely their own so that they can capitalize on what makes them 

stand out from the competition, rather than a classification that encompasses the majority of 

brands within a product category.    

RUGGEDNESS 

Sub-dividing the dimension of Ruggedness are the Outlaw and the Explorer archetypes. 

As described by Pearson, the Outlaw personifies the motto that rules are meant to be broken. 

This archetype’s core desire is “revenge or revolution,” and this duality illustrates the varying 

nature of brands (and people) that fall under this classification. Always the counterculture, the 

Outlaw is not afraid to go against the grain to right a wrong, be it for a greater purpose or for 

when they themselves feel slighted in some way. People or brands that embody this archetype 

are not afraid to be “bad,” or break down social constructs, if they believe that the cause is just. 

In this light, Harley-Davidson fulfills this role. This brand began to develop its personality early 

on by sponsoring and associating with teams and groups known for being dangerous – such as 

Hell’s Angels and the bikers in Marlon Brando’s The Wild Ones. These groups evoke the 

imagery of classic American icons, but in the way of independence from societal norms rather 

than patriotism. Motorcycles as a product also align with this archetype, as they are considered 

by most consumers to be a dangerous or reckless mode of transportation, and thus appeal to a 
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more niche, counter-culture market. The entire premise of Harley-Davidson as a brand stems 

from being at odds with society at large. 

 The next archetype, the Explorer may appear to fill the same role as the Outlaw, 

but these two categories diverge on a few key points. As previously mentioned, while the Outlaw 

seeks to break down what is not working in their world, Explorers seek to find within themselves 

or within a new world what it is that they desire. Explorers are driven to find a place in their 

world (be it a location or a group of people) where they can best express their inner selves. The 

brand that Pearson identifies as one that embodies the Explorer archetype is Levi Strauss and 

Co., more commonly known as Levi’s. Recognized worldwide for their denim jeans, Levi’s story 

is one of true independence. Started by Levi Strauss who immigrated to America in 1853, the 

brand eventually grew to invent and market the first blue jean. Since then, the brand has catered 

to those either seeking themselves or adventure. Levi’s champions self-expression and the use 

their products to create one’s own sense of style that is independent from how others dress, and 

quite literally designs clothes meant for on the go wear. This started with their creation of pants 

specifically for bicycles in 1895, and continues even today with their production of the Levi’s 

Commuter – a multi-functional performance product designed for the modern cyclist. These 

products allow consumers to express their individuality while quite literally enabling exploration. 

Harley-Davidson as The Outlaw 

Without a doubt, Harley-Davidson continues to strongly reflect the Outlaw archetype in 

all facets. This reflection starts with the company’s biography: “All for Freedom, Freedom for 

All, #FindYourFreedom”. Their feed consists primarily of dark colors, and features motorcycles 

in all terrains. Almost every caption includes their hashtag “find your freedom” or 

#FreedomMachine, and the posts showcase videos and images of people riding different 
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motorcycles on open roads – using the product to cater to the individual biking experience they 

desire. In addition, they feature promotions for events like X Games – an extreme sports 

exhibition, and action shots of professional trick shows and races in which the competitors use 

Harley-Davidson motorcycles. This Instagram page exemplifies one of the key characteristics of 

the Outlaw archetype, and that is breaking down boundaries in pursuit of what makes the 

individual happy. Their post in honor of St. Patrick’s Day shows a motorcycle in the middle of a 

green field with the words “Make Your Own Luck” overlaid on the image. Another post that 

pictures a few bikes for sale displays the caption: “Freedom Promise – It’s our ‘leave no free 

spirit behind’ policy.” The central message that the company’s motorcycles enable the consumer 

to pursue their own idea of freedom – combined with their action shots and harkening to 

adventure, firmly position the brand as the Outlaw. 



32 

Strongly 

Disagree 
Disagree Neutral  Agree Strongly 

Agree 

Strongly 

Disagree 
Disagree Neutral  Agree Strongly 

Agree 

 

Figure 6 - Harley-Davidson as the Outlaw 
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Levi’s as The Explorer  

 Levi’s brand also stays true to its original archetype, the Explorer, and fulfills this 

role in all facets of its Instagram page. A much softer rebel than the Outlaw, the Explorer seeks 

their individual ideal world rather than smashing social norms to create it. Levi’s posts exemplify 

how their products enable individual expression through their versatility, with captions like 

“Lean back. Stand out,” and “Our style makes us unique. It also brings us together.” Their 

content demonstrates consumers customizing their Levi’s denim or wearing it in unconventional 

ways, such as the couple featured above wearing matching jean jackets for their wedding 

ceremony, or a pair of Michael Jordan’s signature shoe brand, Jordan’s, made out of Levi’s 

denim. The page’s biography, “#LiveInLevi’s,” continues this theme of every day and every 

occasion wear – a mantra perfect for exploring. They almost exclusively use models 

representative of minorities, as well as those who portray different body types and sizes. 

Scrolling down, the content shifts to multiple features on the “Levi’s Tailor Shop,” an actual 

place where consumers can send their used or old denim and have it repaired. The existence of 

this shop further demonstrates that consumers can wear their denim often and well, and that they 

are meant to remain with you through all of life’s changes. One post even tells the story of a 

denim jacket passed down from one Master Tailor to another, and how each person added 

stitching and patchwork to the jacket to make it a living canvas that represents their own story. 

The recurring themes of durability and individuality, coupled with videos of models in urban 
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scenes pairing denim with more hip and stylish clothing, shows that this brand continues to 

embody the Explorer.  

 

Figure 7 - Levi's as the Explorer 
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Similar to the case of Coke and Pepsi, the lens of the archetypes for these two brands 

takes their positioning in completely different directions. Under Aaker’s dimension of 

Ruggedness, both Harley-Davidson and Levi’s are classified as “outdoorsy” and “tough.” While 

this works well with Harley-Davidson’s “Outlaw” image, it doesn’t accurately describe the role 

that Levi’s fulfills as the Explorer. Levi’s brand essence enables the search and expression of self 

that goes beyond societal rebellion, a function that would be glossed over or lost entirely if the 

brand followed only its categorization as described by Aaker’s dimension. This added lens could 

help a brand more clearly define its customer benefit proposition and better communicate this 

positioning to its audience.  

COMPETENCE 

Aaker’s dimension of Competence is further explored through the archetypes of the Sage 

and the Magician. Seeking truth instead of individuality, “The Sage” archetype strives to learn 



36 

and grow to the end of creating a better world. Brands who embody this role help consumers 

achieve these ends through enabling this elevated sense of understanding. What better example 

of a brand that enables academic pursuits than Barnes & Noble? While the idea of a bookstore 

fulfilling the Sage archetype may seem intuitive, Barnes & Noble’s brand identity extends 

beyond books. Founder of the “modern” Barnes & Noble, Leonard Riggio, successfully 

expanded the store’s location from a single retail location on 105 Fifth Ave, New York to a 

nationwide chain. He achieved this in part by slashing prices, but primarily by recognizing that a 

book superstore could (and should) deliver the traditional book-buying experience. In this way, 

Riggio recognized that a bookstore is just as much a gathering space as it is a place to purchase 

books. He added Starbucks coffee shops, expanded store hours, and filled his stores with plush, 

comfy seating in order to deliver the “Sage” experience to his consumers. Barnes & Noble not 

only enables a better understanding of the world through the collection and distribution of 

knowledge, but also the sharing of ideas among people through a contemplative, communal 

environment. The modern day Barnes & Noble has embodied the Sage archetype and allowed it 

to come to life through its use of space. This brand not only provides expertise or information to 

consumers and encourages them to think, but also differentiates itself from other bookstores in 

terms of quality and space.  

 The transformative role of the Magician comes to life through the MasterCard 

brand, both in product offering and promotional material. The purpose behind a credit card can 

be viewed as magical in and of itself – i.e. using a piece of plastic to buy or do whatever you’d 

like. MasterCard amplified this role through the use of one very successful marketing campaign. 

This campaign started with commercials that listed items that could be bought with a 

MasterCard, and ended with a feeling or experience that is not possible to buy. One script reads, 
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“New designer outfit: $250; New lipstick: $35; Evening bag: $90; The look on your ex-

boyfriend’s face: Priceless.” This commercial and others like it ended with the phrase: “There 

are some things that money can’t buy. For everything else, there’s MasterCard.” While this 

campaign ended in 2006, the image it created surrounding MasterCard remains. This campaign 

likened MasterCard’s capabilities to magic by demonstrating how a person could obtain a result 

or an experience that money can’t buy through the use of MasterCard to set up the moment. The 

brand’s implicit promise to enact change in the life of the user enables it to fulfill the role of the 

Magician.  

Barnes & Noble as The Sage 

Much like the previous brands, the Barnes & Noble brand continues to exemplify its 

original archetype, the Sage. The page’s biography simply states: “You are what you read.”  Its 

images feature soothing, contemplative scenes of warm beverages and books, or quotes from 

famous authors and literary figures, such as: “She read books as one would breathe air, to fill up 

and live.” – Annie Dillard, The Living. The captions include promotions for meet-and-greets or 

book signings and discussions at local stores, and the reoccurring hashtag “WednesdayWisdom” 

that encapsulates this intellectual vibe. In addition to encouraging reading and the absorption of 

knowledge, the Barnes & Noble Instagram page also advocates for the writing and sharing of 

one’s personal perspective. Such posts feature quotations from famous authors like “Write the 

story you’ve always wanted to read! – Jennifer L. Armentrout” and “Turn off your internal 

editor, ignore the rules, and write fearlessly. Only then will you enjoy the process. – Brenda 

Novak”. All of these images are posted with the tagline, “#MondayMotivation.” The Sage not 

only enables learning and inspires personal reflection, but also promotes distribution of 

knowledge for common use. All of the facets of this page combined demonstrate the true nature 
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of this archetype. This brand not only provides books to help consumers seek and express their 

truth, but also creates a communal environment for group discussion and learning at their stores. 

This page’s images, textual elements, and content all strongly showcase the characteristics of this 

archetype. 

 

Figure 8 - Barnes & Noble as The Sage 
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MasterCard as The Magician 

MasterCard also remains reflective of its Magician archetype, thought not as obviously as 

the previous brands. The biography of its page reads, “Let nothing stop you. 

#StartSomethingPriceless”. As discussed in the first analysis of MasterCard, the company 

stopped using its “priceless” campaign in 2006. However, it still harkens back to that era and 

taps into the transformative effects that using MasterCard can have on the life of the consumer. 

The hashtag “StartSomethingPriceless” appears in almost every post, and the content 

corresponds with this. Their feed features videos of people being or expressing themselves – 

specifically young musicians who tell their stories of overcoming adversity (disabilities, 

prejudice, opposition from family) to do what they love, and how MasterCard helped them to get 

there. The captions for these posts headline with phrases like, “They overcame challenges to 

chase their musical dreams,” and “How will you pursue your passion?” The key words and 

phrases found within this content include, “Let nothing stop you” and “Can’t Judge a Book,” the 

last one accompanying the testimonials of transformative MasterCard users. While all of this 
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evidence is right in line with the Magician archetype, MasterCard did demonstrate divergence 

from this theme as I scrolled through less recent posts. The brand exhibited a more whimsical 

phase, using silly or zany promotions to sell their MasterPass, like videos of talking animals or 

images of the MasterCard logo being used in untraditional settings (ex. the nose of a snowman). 

Their feed also includes heavy coverage of the Arnold Palmer Invitational each year, as this 

event is presented by MasterCard. However, even these posts encourage the viewer to 

#StartSomethingPriceless through the portrayal of stories and triumphs of golf legends. The 

majority of MasterCard’s Instagram presence continues to liken this brand’s purpose to that of 

“magic” through its ability to enable life change, so I “agree” that each facet stays true to this 

archetype.  
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Figure 9 - MasterCard as the Magician 
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The sub-division of Competence through archetypes demonstrates the subjective nature 

of these broad titles. While the Sage demonstrates competence through knowledge, the Magician 

demonstrates competence through action and force of will. These are two completely different 

brands with completely different missions, but both are best categorized under Competence more 

than any other dimension. These brands would not gain much information or insight from the 

knowledge that their brand exudes competence by itself, but would need further explanation or 

clarification to illuminate the way in which they portray this to consumers. The lens of the 

archetypes provides brands a clearer picture of how they achieve and advance a consumer 

perspective, not just what that perspective may be. Competence was the primary dimension that 

Azoulay and Kaferer took issue with as a descriptor of brand personality, as it more accurately 

exists as a function of brand identity as discussed in Chapter 1. However, the archetypes add 

another layer of description to this dimension, and include characteristics that better adhere to the 

definition of personality. While this is not a perfect fit, it creates a closer match to this stricter 

definition of personality vs. identity than Competence alone.  

SOPHISTICATION 

The dimension of  Sophistication divides into the Ruler and the Creator archetypes. 

While also a credit card, American Express embodies the Ruler archetype rather than the 

Magician like MasterCard. The Ruler aims to enact change not through the act of transformation, 
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but through the portrayal and use of authority/power. Advertisements for brands that classify as 

the Ruler tap in to consumers’ desire to achieve success, and American Express is no exception. 

American Express (or, AmEx) ran a campaign that emphasized how the card will endow ruler 

status onto its holder. They utilized famous people who were not immediately recognizable by 

the general public (ex. Stephen King) and showed how using the American Express card will 

allow you to be treated like royalty – even if people do not recognize your status. The physical 

attributes and “levels” of their cards also portray the image of importance, for example the 

Premier Rewards Gold Card and the Platinum Card. The prestige of the AmEx card will afford 

the consumer the “celebrity treatment” or best customer service wherever they go. Because this 

brand allows consumers to become more organized and promises to ease the stresses of daily life 

by enhancing their power and influence, American Express fulfills the Ruler archetype.  

Brands that embody “The Creator” archetype must in some way reflect a non-conformist, 

creative spirit, or produce products or services that aid in the formation of original ideas. The 

environment for creative outlet extends beyond artistic expression, and includes spaces such as 

workshops, kitchens, gardens, workplaces, or any environment in which a person can innovate. 

For this reason, Pearson argues that Williams-Sonoma fills the role of the Creator. She did not 

expand on her reasoning behind this like she did for the previous brands, but her categorization 

played out in my own investigation of the company’s purpose and heritage. Selling kitchenware 

and home furnishings, Williams-Sonoma not only promotes self-expression through its products, 

but also through the development of a home or lifestyle that enables creative thought. Williams-

Sonoma started as a hardware store in the late 1940s. The store expanded to sell professional, 

restaurant-quality kitchenware for home use after founder Charles E. Williams took a trip to 

France and fell in love with the country’s innovative culinary culture. Williams brought French 
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cooking and serving equipment to America, and became known as a spearheading figure in the 

American food revolution – attracting clientele like culinary figures Julia Child and James Beard. 

As the years progressed, Williams-Sonoma Inc. developed portfolio brands like Pottery Barn and 

Williams-Sonoma Home that championed self-expression through interior design and 

imaginative food preparation. The products of this brand function to provide the consumer with 

options and choices, while not providing a “do it all” experience for the consumer. Williams-

Sonoma provides the tools from which the consumer can create his or her own experience.   

American Express as The Ruler 

The American Express brand clearly reflects its archetype much like the previous 

examples. The ideas behind its promotional material fulfill this archetypal rule and directly relate 

to its dimension, Sophistication. This page features pictures of the AmEx card in front of 

different impressive scenes, including upscale restaurants/hotels, French perfumes, and Italian 

handbags, and include advertisements for these destinations or events in which members can 

earn points. These pictures show an AmEx card held up in front of the item or scene being 

photographed, implying that this brand can lead to you that lifestyle. A few posts are dedicated to 

influential socialites or celebrities who use the AmEx card, showcasing the elite experiences 

available to their card members only. For example, one post featured a picture of Justin 

Timberlake taken as he provided an exclusive listening session for American Express. The words 

that continuously appear in the content of their posts include, “platinum card,” “exclusive,” and 

“luxury.” The idea of exclusive events and opportunities endows American Express with a level 

of power. The access and VIP experience promised with the use of an AmEx card imply that the 

user will gain greater control and influence over his or her life, demonstrating the core of the 

Ruler archetype. 
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Figure 10 - American Express as the Ruler 
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The strong relation this brand maintains with Aaker’s dimension of Sophistication 

illustrates the benefit of further defining these categories. The idea that a brand can add 

sophistication, or the benefits up elevated class and charm, to a consumer’s life expands into a 

multitude of product categories – for example, Aaker cites Revlon lipstick as an example of this 

dimension (Aaker, 1997). However, the idea that a brand can enable you to exert control over 

your life in order to experience sophistication or acquire items that evoke this feeling is much 

more specific and difficult to replicate. If AmEx based its promotional material off of the 

insights provided through its dimension, it would miss out on a key aspect of its brand that is 

projected through the Ruler archetype.  

Williams-Sonoma as The Creator 

 Unsurprisingly, the Williams-Sonoma brand also strongly reflects its archetype 

through its Instagram presence. The page biography encourages visitors to share their own 

pictures with #mywilliamssonoma, enabling an outlet for creative expression. The biography 

also informs consumers that they can get recipes from their feed, positioning the brand as a 

source of inspiration. The pictures posted within this page feature food formed in a unique way, 

such as salad artfully arranged with mozzarella cut into hearts for Valentine’s Day, colorful 

tortellini placed to create a design, or different hues of carrots placed side-by-side to form a 
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gradient. While the images (this page does not feature videos) strongly evoke the Creator, the 

content of these posts does not reflect this archetype to the same extent. The captions of each 

post feature links to recipes for the pictured foods and tag the source of the recipe when not 

generated in-house, which are accounts held by food bloggers and Instagram influencers. For 

posts that focus on their dining ware rather than their kitchen appliances, they tag the designers 

they collaborate with when applicable. Regarding their use of text, they lack consistency in the 

words or hashtags that appear in their posts apart from #mywilliamssonoma. While recipes and 

designers could potentially provide inspiration for at-home creations, the content produced by 

Williams-Sonoma focuses less on creating one’s own meal or home environment and more on 

imitating how it appears on screen. The text references the brand (ex. “tap link in bio for our 

recipes) more than it encourages consumers to try or share their own. This may be a function of 

promotional needs, but nevertheless it hinders the brand’s full expression of the Creator 

archetype in both content and text.  
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Figure 11 - Williams-Sonoma as the Creator 
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SINCERITY  

Sincerity can be further dived into the Lover and the Caregiver archetypes. A purveyor of 

human connection, Hallmark provides a perfect example for the Lover archetype. Hallmark 

Cards essentially commoditized the idea of greeting cards, and tapped into the intimacy of 

human relationships that compel people to buy cards for one another. Their original commercials 

featured short anecdotes of people showing appreciation and love for one another with the simple 

sentiments expressed through words, like the story of a young girl who demonstrated her 

appreciation for her elderly piano teacher with a thank you card. These stories were not 

stereotypical and did not over-exaggerate the impact of these interactions (such as a card saving 

a marriage or stopping an argument) but illustrated the realistic, heart-warming effects this small 

gesture can create. Much like Barnes & Noble, Hallmark elevated their stores to facilitate the 

intimate feelings that lead to choosing the perfect card for each occasion. They offer quiet areas 

and space for card selection, as well as tables and chairs for writing. Hallmark cards foster 

communication and closeness by helping people express love or friendship, and thus the brand 

fulfills the role of the Lover.   

 Last but not least, the Marriott brand exemplifies the Caregiver archetype. A 

natural role for a brand in the hospitality industry, Marriott’s Caregiver tendencies can be traced 

back to its roots. Founder J. Willard Marriott built an empire through anticipating customer 
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needs, first through the innovations within the food service industry (ex. negotiating with airlines 

to provide pre-boxed Hot Shoppe meals on flights because he noticed on-the-go food 

consumption as a growing trend) and then expanding into the hotel industry to make Marriott 

International the second largest hotel chain by 1999. Marriott grew in popularity due to 

recognizing consumer needs, paying excellent attention to detail, and creating a culture superior 

customer service generated internally through first-class treatment of its own employees. As 

Marriott once stated, “take care of your people and they will take care of your customers.” The 

brand’s emphasis on not just satisfying but exceeding consumer expectations remains a critical 

component of their service offering. The hotel chains that now exist under the umbrella of 

Marriott International subscribe to this theory whether high-end (The Ritz-Carlton, Westin) or 

value-based (Courtyard Marriott). Marriott International best fits this archetype because 

Marriott’s hotel chains provide a safe haven for consumers during travel – a moment of stability 

among chaos – and enable them to care for themselves.   

Hallmark as The Lover 

Hallmark’s Instagram page presents one of the most obvious reflections of its archetype 

out of all of the brands. This starts with the page’s biography, “When you #CareEnough, you can 

change the world”. The pictures they post feature soft, pastel colors, cartoon designs, and 

uplifting phrases like, “Make today awesome,” “Be kind when you can,” and “You are proof 

there’s good in the world”. These phrases are written in looping calligraphy, sometimes shown 

being written out in a video. Other videos show cute animations depicting cards or ornaments 

dancing or making someone smile, like a stuffed lion toy with a heart for a mane that consumers 

can gift someone special to “show how much you love them”. The captions and content of these 

posts often includes the taglines “tag a friend” or “share with someone” (their most commonly 
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used phrases) encouraging people to share these happy thoughts with others. The majority of 

their content focuses on spreading appreciation and love to other people – either by tagging them 

in posts or sending a card/gift. In addition, some of material on this page includes motivational 

phrases like “Put all of you do into all you do,” and “Your light shines bright and beautiful”. 

These posts promote a different type of love – self-love – that encourages viewers to extend the 

same kindness they share with others onto themselves. The captions of these posts tell the viewer 

in a variety of ways that he or she can do anything with a positive perspective. Whether showing 

love to oneself or to others, Hallmark’s page contains strong evidence of this archetypal role. 

 

Figure 12 - Hallmark as the Lover 

 

 



52 

Strongly 

Disagree 
Disagree Neutral  Agree Strongly 

Agree 

Strongly 

Disagree 
Disagree Neutral  Agree Strongly 

Agree 

Strongly 

Disagree 
Disagree Neutral  Agree Strongly 

Agree 

 

1. Images and Video: 

 

 

 

 

2. Content: 

 

 

 

 

3.  Popular Words/Hashtags:  

 

  

 

 

Marriott as the Caregiver  

Marriott exhibits the Caregiver archetype in different facets of its Instagram page, but 

with a unique twist on this role. Marriott promises a unique form of protection in the wording of 

the page’s biography, which reads: “Marriott is on a journey to make travel uncomplicated. 

Unforgettable. Brilliant. Create the future of travel with us. #TravelBrilliantly”. This promise of 

creating calm in the chaos of travel evokes the role of the Caregiver as Marriott protects its 

consumers from every day frustrations through attention to customer service. The photos that 
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make up its feed are all filtered with a soft, white light, alleviating the strain of bright colors and 

flashy imagery. The featured pictures consist of a mix between clean/organized hotel rooms, 

pictures of travel destinations and food, and inspirational quotations and workspaces. This last 

component proves the most indicative of the brand’s Caregiver nature, but also the source of its 

slight deviation from the core of this archetype. A sample of these inspirational quotations read, 

“You can’t get rid of fear, but do remember that fear is boring,” and “The question isn’t whether 

or not you’re going to meet adversity, but how you’re going to meet it.” The caption of one 

photo of an organized workspace states, “Creative time is just as important as exercise or 

downtime.” The content of these posts promotes various TED Talks hosted by Marriott, as well 

as conventions for women in STEM careers and workshops on how to become a creative leader 

in the workplace, such as the Inspiration Collective in Washington, D.C. Further down in this 

feed, the content remains the largely the same – soft lighting, hotel rooms, inspirational 

quotations, and travel destinations. The words that occur most frequently within the content and 

captions are “creative,” “fresh ideas,” and “inspire”. The content and words that makeup this 

page verge on the territory of the Sage or the Creator archetypes, and for this reason I do not 

fully agree that they express the Caregiver archetype. However, Marriott promotes the ideas of 

self-care and restoration through its imagery, and certain aspects of its posts. For example, 

Marriott’s calming hotel rooms and clean environment provide “A fresh look that always helps 

us find a new perspective,” enabling consumers to take time to care for themselves. This, 

combined with the soft lighting and restorative messages portrayed in the page’s imagery, project 

a level of the Caregiver.  
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Figure 13 - Marriott as the Caregiver 
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Chapter 4  
 

Competitive Implications  

So what are the implications of a brand adhering to or deviating from its archetypal 

categorization as originally assigned by Pearson? Does maintaining a strong archetype and 

fulfilling this role actually work to the benefit of the brand and deliver value to the consumer? 

How do other competing brands compare? To explore the implications of this further, I 

conducted a content analysis of the Instagram pages of leading brands within a few select 

industries. I chose 5 total brands that I analyzed previously in this thesis, each representing one 

of Aaker’s 5 Dimensions as well as a variety of archetypes. The rationale for these 

categorizations has already been provided above, and I completed the same analysis for each of 

the chosen brand’s leading competitors. The brands whose competitors I chose to analyze are as 

follows: Levi’s – representing the “Ruggedness” dimension and the “Explorer” archetype, 

Marriot – representing the “Sincerity” dimension and the “Caregiver” archetype, MasterCard – 

representing the “Competence” dimension and the “Magician” archetype, Williams-Sonoma – 

representing the “Sophistication” dimension and the “Creator” archetype, and Pepsi – 

representing the “Excitement” dimension and the “Jester” archetype. I will assess the social 

media presence of the other leading brands in these industries the same way I assessed the 

previous Instagram accounts, based on the factors of the visual aspects of each account’s 

imagery and video, the overall content of the page, and the most used words, phrases, or hashtags 

found within each post.   

 To determine the major competitors of each brand, I relied on the Hoover’s 

Academic database to provide an accurate industry analysis and the brand’s top 2 leading 

competitors. In the case of Levi’s, these top 2 spots belong to The Gap, Inc. and V.F. 
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Corporation (maker of Wrangler jeans). For Gap, I slated this brand under “The Explorer” 

archetype for the imagery, content, and words they displayed. Additionally, they exhibited strong 

similarities to Levi’s Instagram page. First, Gap’s biography at the top of their page reads: 

“Optimistic American Style. #MeetMeInTheGap.” From there, the videos and images they 

displayed predominantly red, white, and blue colors, and included models that portrayed 

different body types and racial profiles. The featured videos demonstrated how people moved in 

the clothing and the different ways that they wore the same staple accessories. The content of 

this page highlighted individual people – activists, musicians, and actors – and how they “remix” 

their own lives. This word, “remix,” calls out to Gap’s current #GapLogoRemix, that celebrates 

fifty years of Gap logos and shows how they combine to make today’s logo. For example, one 

post features SZA, an American R&B singer/songwriter who remixes femininity with traditional 

R&B styling to create her unique sound.  
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Figure 14 - Gap Instagram 

 

The words “culture,” “remix,” and “iconic” appear most frequently throughout the posts 

on this page. Gap’s focus on how people “remix” their own lives demonstrates their appeal to 

individuality, and their red, white, and blue coloring and “Optimistic American Style” evoke 

thoughts of freedom, a prevailing attitude of “The Explorer” archetype. I found that this page 

very clearly mirrored Levi’s imagery of people wearing their clothing through all walks of life, 

and in a wide variety of contexts and situations. In addition to its competitor, Gap falls easily 

underneath the Explorer category. 

 Wrangler, on the other hand, represented its brand in a completely different light 

than either The Gap or Levi’s. The biography of its page reads: “The authentic American apparel 
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brand since 1947, trusted across the world for quality, comfort, and style.” The imagery that 

follows continues this theme of “authentic American” with a country/Western focus, featuring 

people on horseback, cowboy hats, and photographs of the open countryside.  

 

 

Figure 15 - Wrangler Instagram 

 

They also feature a series of photos depicting the different steps and care that go into 

making each pair of Wrangler jeans, something I did not see in Gap. However, Levi’s dedicated 

a few posts to help illustrate the quality of their jeans – such as a picture that shows an up-close 

view of their stitching. This could be due to the fact that Levi’s and Wrangler focus primarily on 
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their denim and denim products, while Gap sells a wider variety of product categories. The 

content of Wrangler’s page focused on wholesome life activities, like people completing outdoor 

work in Wrangler jeans or celebrating with friends after the end of a long day. Their most used 

hashtags are #WranglerJeans, #outdoors, and #denimondenim. They also make use of 

#BeWrangler, and feature “seek adventure” a few times throughout their feed. For these reasons, 

I argue that while Wrangler takes a completely different angle than that of Gap and Levi’s, it still 

aligns most closely with the “Explorer” archetype. Its images of open skies and countryside 

evoke those same feelings of American freedom found in Levi’s, but with a stronger emphasis on 

finding one’s own adventure rather than self-expression. Wrangler also fulfills the role of the 

Explorer, but expresses this archetype in a different way. This begs the question of whether the 

full expression of a brand’s personality could be better described by adding another layer to its 

archetypal categorization, just as the archetypes divided Aaker’s 5 Dimensions.   

 Hilton Worldwide and Hyatt are Marriott’s leading competitors. This group of 

competing brands did not exhibit as much similarity among themselves as the first group, 

starting with Hilton Worldwide’s page. Hilton lists itself as a “hospitality service,” which differs 

from both Marriot and Hyatt in that they list themselves as “travel companies.” Hilton’s 

biography reads: “Official account for Hilton, a leading global hospitality company. Filling the 

earth with the light and warmth of hospitality since 1919.” The following posts were filled with 

bright and vibrant images of travel scenes, food, and people enjoying excursions together. Each 

of their posts highlights the unique benefits and opportunities of staying with at a different Hilton 

location. As Hilton’s imagery did not differ greatly from that presented by Marriott, I turned to 

the content of its posts and most frequently used words to shed more light on the essence of this 

brand. The content on each post focused on “exciting” opportunities for guests to experience on 
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their “next adventure.” They make use of exclamation points frequently, and use the words “one-

of-a-kind” repeatedly.  

 

Figure 16 - Hilton Instagram 

Their page did not exhibit the same “Caregiver” archetypal aspects that Marriott portrays, 

and for this reason I slated them into a different category. I argue that Hilton takes the archetype 

of “The Innocent” as they portray excitement and goodness (ex. “filling the earth with the light 

and warmth of hospitality”) and focus on what external opportunities they can provide their 

guests rather than the benefit of their own internal amenities. Unlike Marriott, they do not 

portray the message that they will protect their guests from harm with soft lighting and 

inspirational words, even though they specifically categorize themselves as a “hospitality 
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service.” These small but notable differences make me believe that these two brands fulfill 

different archetypal roles. 

Like Marriott, Hyatt classifies itself as a “travel company.” Hyatt’s biography provides a 

link to learn more about one of their hotels in Delhi, India, which does not give as much insight 

into their brand insight and message. Their pages imagery is similar to that of Hilton’s, with 

bright and vibrant scenes of travel experiences.  

 

 

Figure 17 - Hyatt Instagram 
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The content of each post features a heavy amount of advertising for Hyatt’s “Andaz” 

experience. I turned to their website for more information, and found that Hyatt actually consists 

of a house of brands rather than one hotel chain. According to its website: “Hyatt successfully 

distinguishes itself within the competitive hospitality marketplace with ten different brands, each 

designed to deliver experiences attuned to the lifestyles, attitudes, values, and aspirations of the 

guests for whom it is designed.” In the case of Andaz, this chain is intended to create a 

distinctive expression of the culture that surrounds it, capturing the best of the local design, 

cuisine, and social scene of the place in which it is located. Some of the more frequently used 

words on this page are #WorldofHyatt, “experience,” and “uncover.” Like the other two brands, 

Hyatt emphasizes the experiences that it can deliver its consumers. However, I argue that this 

brand falls under “The Creator” archetype because of its ability to cater to the needs of all of its 

customer segments, and enable them to create a travel experience of enduring value that utilizes 

location in a unique way. While the Williams-Sonoma brand literally enables consumers to 

create decorations and food dishes, Hyatt enables the creation of lasting experiences.  

The next group of brands that are up for analysis include MasterCard and its competitors 

American Express and Visa, Inc. The Instagram page belonging to American Express was 

already analyzed for how it portrays the archetype of “The Ruler.” After analyzing Visa’s page, 

it shares similarities with both MasterCard and American Express in terms of archetypal role. 

For example, Visa biography reads: “You keep chasing your dreams. We’ll help you reach them 

faster. Visa. Everywhere you want to be.”  A large portion of Visa’s feed is dedicated to 

highlighting Olympians sponsored by Visa, as Visa is the official payment technology partner of 

the Olympic Games.  
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Figure 18 - Visa Instagram 

 

Scrolling down past the Olympics feed, their page features sponsored NFL players, 

Formula E racers, etc. that show how Visa enables these professionals to achieve their goals with 

quips like “live life in the fast lane.” Regarding words/hashtags, the one prevailing tag line that is 

featured in in several different posts reads, “We’ll make sure the only thing you have to worry 

about is […]”. From this evidence, I concluded that Visa falls under the umbrella of “The Ruler” 

archetype, as its prevailing theme of “leave it to Visa” evokes a brand message of exerting 

control. One could argue that Visa could also fall under the category of Caregiver, as it exerts 

control over its customers so as to ensure they are in the best of hands. However, Visa’s 
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“protection” in this case is more authoritative than nurturing, and for this reason I stand by my 

decision to categorize this brand as “The Ruler.”  

 Williams-Sonoma, a brand that also fulfills the “Ruler” archetype, faces its 

strongest competition from Pier 1 Imports and Bed Bath & Beyond. Pier 1’s Instagram page 

starts with a biography that tells viewers to share their photos with the #Pier1Love for a chance 

to be featured on their page. Their imagery showcases soft, pastel colors and fully decorated 

rooms, tables, and posts included furry dogs. The content of these posts include quick 

descriptions of the items in the featured picture, with emphasis placed on the coziness of the 

scenes and upcoming weekend/lounging plans. To address their wording, I did not notice any 

significant frequently used hashtags or words, as Pier 1’s descriptions are very literal and to the 

point. As a result of their limited display, I struggled to place Pier 1 into an archetypal category. I 

relied on Pier 1’s overall page content and imagery that evoke the feelings of comfort and 

coziness with soft lighting and fuzzy blankets to determine that this brand fulfills the “Caregiver” 

archetype.  
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Figure 19 - Pier 1 Instagram 

Their page and their featured products create a safe and welcoming for their consumers, 

providing a reprieve from the everyday harshness of the outside world. Whether you visit the 

Pier 1 Instagram page or snuggle up with one of their pillows, Pier 1 insulates its consumers 

from life’s stresses.  

Bed Bath & Beyond’s Instagram page featured a very similar biography to that of Pier 1, 

inviting consumers to share their photos with #bedbathandbeyond for a chance to be featured on 

their feed. BB&B also features shots of over-decorated scenes, including plates, tables, 

bedrooms, etc. Their color scheme is brighter than that of Pier 1 with louder colors, and their 

content is also more robust. Each post provides tips and tricks for decorating and tying a room 
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together, of course by using their featured product. Their posts also include various images of 

people actually using and living in BB&B’s products, while Pier 1 did not feature a single 

person.  

 

Figure 20 - Bed Bath & Beyond Instagram 

For this reason, Bed Bath & Beyond falls under “The Creator” archetype. Their 

Instagram page and products enable people to create unique home designs and dining 

experiences by providing examples and instructions on how to get the best use out of their 

purchases, much like Williams-Sonoma. Bed Bath and Beyond and Williams-Sonoma both 

fulfill consumers needs for unique home décor and homemaking expressions to share with the 
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world, while Pier 1 places much higher emphasis on creating an individual oasis for every 

consumer.  

Lastly, I analyzed Pepsi’s leading competitors. Coca-Cola naturally tops this list, which 

as I previously explained falls under “The Innocent” category. Pepsi’s other leading competitors 

include Dr. Pepper Snapple Group and Mondelez International. However, Mondelez 

International competes with PepsiCo through their food and snack offerings, so to maintain 

consistency within the carbonated beverage category I chose to only include Dr. Pepper. At first 

glance, Dr. Pepper’s posts contain an abundance of red coloring, and features people in candid 

poses and pictures – not posing in a traditional modeling fashion as they did for Pepsi or Coke. 

Dr. Pepper’s biography reads “The One You Crave” and includes a smiling emoji with 

sunglasses. Their content features similar scenes to that of Pepsi’s Instagram page – photos of 

food parings to match with Dr. Pepper and team spirit and tailgating posts for the Super Bowl. 

Their most commonly used word by far is “crave,” and they incorporate this word into their 

content in zany ways, such as a series of photos that talk about Dr. Pepper as “the one you crave” 

and feature people requesting a ridiculous amount of Dr. Pepper to satisfy their cravings. 
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Figure 21 - Dr. Pepper Instagram 

 

Due to the similarity of Dr. Pepper’s Instagram page to that of Pepsi, as well as the 

comical degree to which it claims people crave their soft drink, Dr. Pepper also fulfills the role of 

“The Jester”.  

This analysis of competitors within each industry proves that certain product categories 

lend themselves to archetypes more than others. For example, the Explorer archetype works well 

for brands in the fashion industry as clothing enables the expression of personal style, and the 

Innocent and Jester archetypes are seen within the soft drink category because of its lighthearted, 

fun purpose. Even though certain archetypes may dominate one product category, it 

demonstrates that brands can successfully co-exist within that category by identifying which 
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roles are unfulfilled in this market, and positioning themselves to satisfy them (ex. if there was 

are excess of Jesters in the soft drink category, a brand might be better served if they channel the 

Innocent). While the efficacy of this method is not proven, it does provide an interesting topic for 

future exploration.  

 

 

 

 

 



 

Chapter 5  
 

Conclusion 

While much of what was explored throughout this paper provokes more questions for 

future research than it answers, this examination of brand personality measurement demonstrates 

the possibility exists to make these measures more robust and specific. Aaker’s 5 Dimensions 

represent a valid and accredited method of categorizing brand identity, but the added layer of 

Pearson’s archetypes more specifically addressed and categorized brand personality within these 

dimensions. A more definitive knowledge of a product’s personality and the voice it projects to 

the consumer could help a brand find a unique angle or perspective within a crowded product 

category (ex. Coke vs. Pepsi), better identify the value proposition it offers to consumers (ex. 

Harley-Davidson vs. Levi’s), or tap into a characteristic that might otherwise have gone 

unnoticed or underutilized (ex. Barnes & Noble and MasterCard). These end goals are made 

more attainable through a more defined lens that helps a brand identify its strengths and what 

sets it apart from the others, as opposed to a more subjective, overarching categorization.  

 The question remains as to whether the archetypes can benefit from being sub-

divided like Aaker’s dimensions. Both Levi’s and Wrangler compete in the same category and 

express the Explorer archetype, but portray obvious differences through their social media 

presence in their imagery and content. These brands require a more exhaustive method of 

categorization to clearly define the core of each one’s personality. A structure capable of this 

division has yet to be developed, and could be the future of brand personality studies. In addition 

to the question of further dividing the archetypes, the implications of a brand straying from or 
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not fully identifying with any archetype present another topic for exploration. Pearson and 

Mark’s work illustrates the benefits of a brand developing and maintaining an archetypal 

classification. But what happens when a brand’s promotional material or purpose begins to fulfill 

a different role over time? Is it more better to return back to their original archetype, or naturally 

transition and develop a new customer value proposition? While the majority of brands in this 

analysis maintained strong ties to their original archetype as categorized by Aaker, this does not 

mean that other brands not represented in these studies that have strayed from their archetypes do 

not fulfill roles of their own. The archetypes exist as a unique perspective from which a brand 

can view its positioning. The absence of a clear archetypal role does not indicate a brand’s 

failure or ineffectiveness, but a potential missed opportunity to connect with consumers on a 

more personal level. The true “cost” of this relational capability cannot be quantified, and 

continues to be a case for further examination.  

 If all of this uncertainty proves anything true, it is that the topic of brand 

personality remains far from exhausted. The structures examined in this paper were both 

developed nearly two decades ago, and while this by no means discredits them, it raises the 

question of why another system has not yet emerged. It is common to re-examine prevailing 

methods and ways of thinking in academia after a considerable amount of time has passed, and 

the field of marketing is no exception. In the time that has passed since Aaker and Pearson/Mark 

conducted their studies, new methods of communication, new ways of reaching consumers, and 

new cultural trends have progressed. Brands can advertise and relate to consumers in more ways 

than ever before, and have ways of creating and expressing their personality that did not exist 20 

years ago. Social media sites like Instagram represent just one facet/platform of this new wave of 



73 

brand personality expression. The study of brand personality leaves much to be discovered, and 

future research will determine the direction it will take.
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