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ABSTRACT

1.INTRODUCTION

In today's competitive markets, creating brand differentiation is crucial
for businesses aiming to stand out. One of the most effective tools for
differentiation is the brand personality, which significantly influences
consumer perceptions, emotions, and behaviors. Brand personality is a
key component of brand identity, and it plays a pivotal role in forming
consumer relationships with the brand. One of the most efficient ways
to understand and categorize brand personalities is through the
concept of archetypes. Rooted in Carl Jung’s psychological theories,
archetypes are universal symbols or patterns of behavior that resonate
with individuals across cultures. This research aims to identify the brand
personalities of five major Iranian banks (Melli, Mellat, Keshavarzi,
Tejarat, and Pasargad) using a twelve-archetype framework proposed
by Mark and Pearson (2001).
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2.MATERIALS AND METHODS

This study adopted a convergent mixed-methods design to gain a
deeper understanding of customers’ perceptions of bank brand
personalities. This approach was chosen to capitalize on the
complementary strengths of both quantitative and qualitative data,
enabling a more nuanced interpretation of customer insights. The
research is exploratory in nature, aiming to identify the dominant
brand archetypes and the key traits associated with them from the
perspective of bank customers. The study focused on customers of
five selected banks in Tehran. Data were collected through paper-
based, face-to-face self-administered questionnaires. In total, 108
guestionnaires were voluntarily completed by customers as they
exited the bank branches. The questionnaire was divided into two
main sections: the first comprised four demographic questions (age,
occupation, gender, and education), while the second focused on
assessing brand personality. In this section, respondents were asked
to select one of twelve archetypes that best represented each bank
and to explain the rationale behind their choice. Both quantitative
data (archetype selections) and qualitative data (reasons for
selection) were collected concurrently and analyzed using thematic
analysis to identify the most frequently chosen archetypes and to
extract their associated core attributes. To enhance the credibility of
the findings, triangulation was employed by comparing respondents’
explanations with the defining characteristics of each archetype.

3.RESULTS AND DISCUSSION

The findings of the study revealed the archetypes most commonly
associated with the banks. For Bank Melli, the most frequent
archetypes were Ruler (25.9%), Everyman (23.1%), and Creator (14.8%).
In the case of Bank Mellat, the Everyman archetype was most prevalent
(24.1%), followed by Ruler (16.7%) and Creator (15.7%). For Bank
Keshavarzi, the Everyman archetype was the most common (44.3%),
followed by Innocent (17.9%) and Caregiver (8.5%). In Bank Tejarat, the
Everyman archetype also dominated (41.1%), with Sage (13.1%) and
Hero (10.3%) following. Lastly, for Bank Pasargad, the most frequent
archetypes were Hero (24.1%), Creator (19.4%), and Sage (13%).



The Everyman archetype emerged as the most frequent for the
government-owned and semi-governmental banks (Melli, Mellat,
Keshavarzi, and Tejarat). This suggests that customers perceive
these banks as reliable and approachable, lacking distinctive or
exceptional qualities. On the other hand, the Ruler archetype for
Bank Melli and the Hero archetype for Bank Pasargad reflect strong
associations with leadership, authority, and customer loyalty. These
findings highlight that the brand personalities of these Iranian banks
are shaped not only by their inherent characteristics but also by the
customers' perceptions of the banks’ roles in society and their
alignment with customer values.

In terms of thematic analysis, the key reasons provided by
customers for assigning specific archetypes were categorized and
matched with the descriptive traits of the archetypes. For instance,
for the Creator archetype, traits such as "creativity", "innovation",
and "vision" were frequently mentioned by respondents. These key
terms, such as creativity, innovation, and new ideas, were consistent
with the definitions provided by Mark and Pearson (2001),
indicating a high degree of conceptual alignment between the
customers' perceptions and the archetype's characteristics. This
triangulation of the data further supports the validity of the findings.

4.CONCLUSION

This study demonstrates that archetypes are a powerful tool for
understanding brand personalities, particularly in the banking sector. By
identifying the specific archetypes associated with each bank, the
research provides valuable insights into how Iranian banks can refine
their branding strategies to resonate more deeply with their customers.
The results suggest that the alignment of brand personality with
customer expectations and cultural values can play a key role in
fostering brand loyalty and building lasting relationships. Future
research could explore the impact of brand archetypes on consumer
behavior in other sectors and regions, further expanding the
applicability of this approach in brand management and marketing.

Keywords: Brand Identity, Brand Personality, Archetype, Banking
System, Concurrent Mixed-Methods Study.
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