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Abstract 
 
Archetype-based marketing is a new evolving approach, 
which can potentially replace a traditional equity based 
brand building. This work presents a review of academic 
sources on archetypes’ variations and possible application in 
marketing. The aim of this paper is to analyse 7 top vodka 
brands from the perspective of archetypes in use. Based on 
the findings critical comparative analysis, and underused 
potentially applicable archetypes for the vodka category are 
presented. 
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Introduction 

With a rapid development of brand building, marketers are constantly 

looking for new ways to be convincing. At the end of the last century the 

attention of the scholars shifted from “brand as a product” to the “brand 

personality” (Levy, 1985; Aaker, 1997). With this new way of conveying brand 

attributes, the marketing practice has also shifted the focus to the 

relationship and correspondence between the brand’s and consumer’s 

personalities. However, with the development of the brand storytelling and 

brand narration approach, the brand personality became not just a part of 

the brand-consumer relationship, but an essence on its own (Holt & 

Thompson, 2004). 

Although discovering the brand’s authentic “soul” is not enough for building 

a global brand icon (Holt, 2004), marketers have to express brand personality 

and connect it with the fundamental consumers’ feelings and desires (Tsai, 

2006). The need for the universal subliminal way to create brand personality 

and convey it, making clear to the consumers around the globe, draw the 

brand marketing scholars’ attention to the archetype paradigm (e.g. Veen, 

1994, Randazzo, 1995; Mark & Pearson, 2001). Based on the large part on 

Jungian theory, archetypes refer “to characters that have common currency 

across cultures and time (Gains, 2014, p.102). Jung himself defined 

archetypes as “Forms or images of a collective nature which occur practically 

all over the earth as constituents of myth and at the same time as individual 

products of unconscious origin” (Jung, 1933, p. 230).  

In this work, top global vodka brands were analysed from the perspective of 

brand archetypes. Aims of this research are (1) to investigate key archetypes 

used in global advertising campaigns of the top 7 most valued vodka brands; 
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(2) to compare and align used archetypes with market trends; and (3) to find 

out if there are any potential gaps on the global vodka market from the 

perspective of underused archetypes. 

The paper is structured the following way: first, some theoretical background 

about brand archetypes and their potential for marketing is given; then, 

research methodology and the selection of brands are explained; in the third 

part brands’ case studies are presented, following by the comparison 

analysis, which aims to match the trends with archetypes and identify the 

market gaps. The research limitations and further considerations are 

presented in the conclusion. 

Theoretical overview 

The role of archetypes in brand building 

Growing importance of brand symbolism in academic and business research 

brought the idea of brand archetypes to the marketing practice. Due to 

several reasons, the archetype approach is highly attractive for marketing 

professionals. Besides its universalistic acceptance and global appeal, brand 

archetype approach allows to get better understanding of the brand and 

communicate its personality holistically; to appeal to the human unconscious; 

and, finally, to create a missing link between brand and consumer. 

The main popularizer of the archetype concept Carl Jung (Adamski, 2011) 

described archetypes as universal and innate, being the background of all 

most powerful ideas in history, the central concepts of religion, science, 

philosophy and ethics. Used in marketing, archetypes can help to provide 

shared meaning and values across cultures, and to be a base for developing 

a global brand myth (Siraj & Kumari, 2011). 
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Brand archetypes are also able to provide a brand meaning and a systematic 

way to communicate it. Finding meaning implies more than just borrowing an 

image; it means actually becoming completely consistent with the archetypal 

image that you believe your company represents. Archetypes approach 

allows to create more effective advertising using archetype-based branding 

methods, but also to have a better understanding of its products and target 

customers (Mark & Pearson, 2001). 

Archetypes are components of the collective unconscious, deeply embedded 

personality patterns that resonate within us and serve to organize and give 

direction to human thought and action (Siraj & Kumari, 2011). Understanding 

how unconscious behaviour functions and trying to influence it can be a new 

prerequisite for effective marketing, as some research claim that up to 90% of 

consumer buying decisions are subconscious (Lindstrom, 2008). Brand 

archetypes can act as a potent tool to move beyond the conscious and 

rational into the consumers’ subconscious. 

Finally, brand archetypes not only give meaning to the product or brand but 

also actually bridge this meaning to the consumer’s unconscious, helping to 

build a sustainable connection and loyalty to the brand (Mark & Pearson, 

2001). 

Brand Archetypes Variation 

The idea of the archetypes goes back to antiquity. Plato’s concept of ideal 

forms and his allegory of “the cave” are closely linked to the archetypes 

(Gains, 2014). Carl Jung (1964) has found that irrespective of the culture of 

origin, all the legends had certain common characters. Jung wrote about 

such archetypes as the anima, animus, self and shadow, which he considered 

different aspects of human psychology. He also identified a large number of 
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more mythical and cultural archetypes, for example, family archetypes (the 

father, the mother, the child); story archetypes (the hero, the maiden, the 

wise old man, the magician, etc.); animal archetypes (the faithful dog, the 

enduring horse, the devious cat). Following Jung’s idea, Campbell (2008) 

listed certain archetypes in his book “The Hero with a Thousand Faces”, 

which are profoundly ingrained in the myths and legends of different 

cultures. Campbell focused on so-called story archetypes such as Hero, 

Mentor, Threshold Guardian, Herald, Shape Shifter, Shadow and Trickster. 

 

Figure 1. 12 Master brand archetypes by Mark and Pearson (2001). 
(Illustration by the author). 

Focused on a practical application in brand building, Mark and Pearson 

(2001) identified 12 master brand archetypes in their book “The Hero and the 

Outlaw” (Figure 1). The book provides detailed overview of archetypes, 

which are grouped into four themes according to archetypes’ motivations: 

stability and control; belonging and enjoyment; risk and mastery; 

independence and fulfilment. Mark and Pearson (2001) give longer 

descriptive names to each of the group accordingly: “providing structure to 
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the world”, “no man (or woman) is an island”, “leaving a thumbprint on the 

world” and “the yearning for paradise”. 

Wertime in his book “Building Brands and Believers” (2002) also proposes 12 

archetypes for marketing use, however they differ from those of Mark and 

Pearson (2001). Wertime’s work seems to be less structured, and his choice of 

archetypes is doubtable, as there are many duplications (Gains, 2014). 

However, he includes few archetypes that are often ignored in other 

literature but widely used in marketing – Siren (Seducer) and Loyalist. 

Steidl in his book “Creating Brand Meaning” (2012) presents 28 archetypes, 

including most of those used in the sources described above, and additional 

variations of the core archetypes. Gains (2014) bases his description of 

archetypes on behavioural theory and human values. He is defining 12 

archetypes, grouped however in different categories from mentioned above: 

belonging, freedom, ego and order. Batey (2008) has a rather brief 

description of core archetypes, framed in a context of motivational and 

emotional theories. Hanlon (2006) presents archetypes as “religions” of 

successful brands, with mythology and rituals in their core. Signorelli (2012) 

explains the use of archetype in the brand story development. The most 

comprehensive material on the brand archetypes is gathered by Hartwell & 

Chen (2012). They distinguish 60 different archetypes that are grouped into 

12 families of core archetypes. 

The amount, names and grouping principles of the archetypes vary 

significantly from author to author. In order to avoid the limitations of naming 

and categorising, this paper is based on the 12 master brand archetypes 

proposed by Mark and Pearson (2001). When no suitable archetype among 

the 12 was found, other sources were used. In most cases best fitting 

archetype were chosen from 60 proposed by Hartwell & Chen (2012). For the 
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convenience of gap analysis and the possibility to compare, all of them were 

linked to the initial 12, based on belonging to the specific archetype family. 

Case studies: archetypes in vodka branding 

Brands’ selection 

Global distilled spirits market is rather fragmented and dynamic due to the 

constant economic, political and legal challenges. In 2013, research company 

IPSOS reported the growth of value (10%) over the volume (7%) between 

2010 and 2011. Premium segment was showing healthy growth across 

markets. The value of the premium spirits category increased by 21% in 2011 

worldwide, while standard spirits grew by 12% (IPSOS, 2013). Despite the 

financial difficulties of last years, premium-and-above spirits segment 

continues to grow; research company ISWR reports a healthy 5.4% annual 

growth rate (CAGR) over the past five years (ISWR Magazine, 2015). The vast 

majority of this growth comes from the expansion to the new markets in Asia 

and Latin America, however in spirits more than in any other category brand 

performance is extremely important (The Millionaire's Club, 2015). 

IPSOS (2013) declares that spirits advertising is evolving, with major brands 

adopting new approaches. Spirits advertising has long focused on conveying 

quality by leveraging brand heritage; however, more and more brands are 

identifying with and relating to consumer relevant topics. Aspirational 

advertising becomes important for premium brands; along with provenance, 

a trend towards excitement and greater emotional engagement in drinks 

advertising is observed. 

For this analysis, I have limited the spirits market to one sub-category – 

vodka, which is represented globally by a moderate amount of diverse, 
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distinctive and interesting for archetype analysis brands. The initial idea to 

select top 10 vodka brands by global sales volume was not vital due to the 

domination of the regional low and mid-price segment Russian brands 

(Figure 2). Brands like Khortytsa, Khlibniy Dar, Pyat Ozer, Green Mark and 

Belenkaya do not produce any global advertisement and get most of their 

sales from Eastern Europe region (Statista, 2015a). 

A better selection of global vodka brands for the archetypes analysis was 

offered by brand value statistics (Figure 3) (Statista, 2015b). As brand value 

reflects not only sales data, but also investment and brand equity (Brand 

Finance, 2015a), this is more effective criteria for the pre-selection. Finally, for 

the brand archetypes analysis I have selected 7 global vodka brands that 

could be found among the top 50 most valued spirits brands worldwide 

according to Brand Finance rating (2015b): Smirnoff (Diageo), Absolut 

(Pernod Ricard), Grey Goose (Bacardi), Cîroc (Diageo), Ketel One (Diageo), 

Belvedere (LVMH), Finlandia (Brown-Forman Corporation). 

Interesting to note that none of the traditional Russian vodka brands appear 

in the selected list. One of the reasons is their regional character, for instance 

such brands as Green Mark and Pyat Ozer produce appealing marketing 

campaigns based on the embedded consumer insights, but focus their effort 

in Eastern Europe. Other premium and super-premium brands as Imperial 

Collection and Beluga do not produce any TV or social media advertisement, 

focusing on in-store and in-bars activities. Finally, potentially interesting 

brands for analysis like Russian Standard and Polish Zubrowka are rather 

young and small to reach comparably high brand value. 
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Figure 2. Leading vodka brands by sales volume (Statista, 2015a) 

 

Figure 3. Leading vodka brands by brand value (Statista, 2015b). 
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Methodology 

The research design is based on qualitative research methods, since they are 

an appropriate technique to understand meanings, experiences, ideas, 

beliefs and values of the brand. Analysis of social texts, which include 

images, video copies, brand message and consumer generated content, is an 

effective method to uncover complex patterns of the brand personality and 

archetypes (Meyen, Löblich, Pfaff-Rüdiger, & Riesmeyer, 2011). While in 

communication studies, social texts are commonly analysed quantitatively, for 

the current research the qualitative perspective is more appropriate (Baxter & 

Babbie, 2004). As media communication is a cultural phenomenon that 

consists of social codes and symbols (Chandler, 2002), I have used the 

elements of semiotic analysis to decode the meaning of brands’ 

communication. In addition, visual analysis was applied to identify the 

character, mood and structure of composition used in advertisement for 

capturing the elements of brand archetypes (Rose, 2001). 

The analysis is based on every brand’s latest video material available on line. 

Copies are accessed on branded YouTube channels or on the brand 

homepage. In most of the cases, this was not enough to identify the brand’s 

archetype. Therefore, the analysis of brands’ web sites, and social media 

accounts (Facebook, Instagram and Twitter) were performed. In text, besides 

standard APA reference, all analysed sources are hyperlinked to the 

corresponding internet address. Some of the brand images, video 

screenshots and other visual material used for the archetype analysis is 

presented in Attachments. 
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Brand archetype: Smirnoff – Everyman & Jester 

Smirnoff is an absolute market leader in vodka category; the brand is well 

established and has clear and solid communication. Brand message 

“Exclusively for everybody” goes as a red line through all marketing 

activities. The current copy called “The Party” (Smirnoff, 2014) is shot in a 

well-defined and straight forward manner. It is a linear story of a regular 

American guy, organising a house party and his girlfriend helping him to do 

so. 

The story consists of several “chapters”: the store, the bouncer, the 

mixologist, the VIP area, the ride home, and the day after. Various comic 

moments are played through out each episode. The humour is straight 

forward; it makes the viewer smile and gives a feeling of a slightly 

exaggerated, but still realistic story. 

Smirnoff is presented as “just a really good vodka” and shown both pure and 

in various cocktails, such as Martini and Bloody Mary. Cocktails are prepared 

by the story heroes who are not professional mixologists or barmen, which 

illustrates the simplicity and puts the brand to the same level with consumer. 

The analysis of Facebook page (https://www.facebook.com/Smirnoff) and the 

Smirnoff web page (http://www.smirnoff.com) does not contradict the story 

ideas and principles: easy make cocktails recipes; fun faces of regular people 

making a shot of Smirnoff (#myfacewhen); and festival photos with a Smirnoff 

can posted by the fans. 

Smirnoff is successfully combining two brand archetypes: Regular Guy (also 

called Everyman) and Jester. Both archetypes are deeply embedded into the 

brand’s personality and effectively conveyed through all means of brand 

communication. However, it is important to note that Smirnoff’s marketing is 
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not fully global. The brand is using different campaigns for USA and for 

Europe. The analysis above was made based on the Smirnoff USA branding, 

as North America remains brand’s core market. In Europe Smirnoff is 

highlighting and opening up its Jester side much more then in USA. One of 

the reasons is a tight competition with Absolut on the European market. Here 

Smirnoff is presenting itself as Entertainer and Shapeshifter (variations of 

Jester archetype) in the “Voguing: We’re Open” campaign (Smirnoff, 2015). 

This makes Smirnoff and Absolut having rather similar look and feel for the 

European consumer, despite the fact of different archetypes in use. 

Brand archetype: Absolut – Creator & Outlaw (Rebel) 

Swedish vodka brand Absolut is world known for its creative bottle designs 

and provocative campaigns. Absolut is colourful, artistic and always on the 

cutting edge of the cultural zeitgeist. Just one look at the Absolut home 

page (http://www.absolut.com/) gives the clear cut of the brand’s core, which 

reveals two archetypes – Creator and Outlaw (Rebel). 

Absolut is building its marketing around unconventional cultural topics; 

promotion of minorities’ rights and “coming out”; and reinvention of night 

life communication. Collaboration with the world of art and culture makers 

(Andy Warhol, Marvel comic artists, fashion designers, and other alternative 

creative personas) highlights the brand creative and rebellion personality. 

Consistent promotion of unconventional, provocative and irregular gives 

Absolut a well-established and extremely attractive brand appeal. 

Building awareness of minorities rights and celebrating the difference is a 

permanent “always on” topic in the Absolut community. The brand claims to 

sponsor LGBT community since its creation in 1979 and builds a significant 

part of its marketing around it, for instance the campaign of 2012 “30 years 
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of OUTrageous” (Tboy24, 2012) featuring transgender models; annual 

support of Pride parades (#absolutpride2015). This part of Absolut brand 

personality reveals the Outlaw or Rebel archetype. 

Unlike other brands, Absolut does not bring the copy straight on the first 

page of the web site. Current campaign is called “Absolut Nights” (Absolit, 

2015), it starts with a burning sign “Tonight is yours to create” and inspires to 

use the night as a creative canvas. The commercial is shot on the actual 

Absolut night events in New York, Johannesburg, Berlin and Sao Paulo; it 

claims the potential for personal transformation through reinvention of the 

nature of the nightlife. The character and the mood of the copy are fully in 

line with a brand’s creative rebellious nature. 

Brand archetype: Grey Goose – Sovereign (Ruler) & Athlete (Hero) 

From the first seconds of getting in touch with Grey Goose on its home page 

(https://www.greygoose.com) and the main brand video “Fly Beyond” (Grey 

Goose Vodka, 2013), the viewer has no chance to be left in confusion. It is 

French. Brand copy tells a well-developed story about the creator of Grey 

Goose Francois Thibault, who at first faces disagreement and protest from 

the side of the Cognac region community, and then gets their approval and 

support for a creation of “vodka that tasted like no other”. The story is told 

with French accent, highlighting the origin of the brand. It is finished with an 

unexpected brand’s message “Fly Beyond”. 

Grey Goose is not an obvious case for archetype analysis, as it combines a 

traditional French lifestyle and cultural values with an unexpected 

westernized call for achievements. It is unlikely that Grey Goose marketers 

are consciously using archetype branding; nevertheless, some elements of 

Sovereign (Ruler) and Athlete (Hero) could be found in brand personality. 
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Exploiting the creator (“father”) of Grey Goose, referencing the place of 

origin, highlighting the collective power (when the drink is accepted by 

community) go in line with the features of Sovereign (Ruler). Brand claim “the 

extraordinary belongs to those who make it” and the brand message “Fly 

Beyond”, which calls for achievements, are representing the Athlete (Hero) 

archetype. Grey Goose strengthens this message by sponsoring world known 

cultural and sports awards events, like Emmy, Oscar, Excellence in Sports 

Performance Yearly Award (ESPY) and Professional Golfers' Association (PGA) 

competitions. 

Brand archetype: Cîroc – Entertainer (Jester) 

The branding of Cîroc vodka is focused around its ambassador, main 

promoter and hero Sean “Diddy” Combs. Sean Combs is an American 

rapper, record producer, actor, and entrepreneur. On the Cîroc home page 

(https://www.ciroc.com/) he is presented as the CEO and founder of Bad Boy 

Worldwide Entertainment Group, a multifaceted entertainment 

powerhouse.  He has been a spokesperson for the Cîroc vodka since 2007, 

contributing to the brand’s development and upbringing. It is hard to 

distinguish Cîroc’s personality from the personality of Sean Combs; they 

always go together through the TV spots (e.g. CÎROC, 2014; CÎROC, 2012; 

DankFiles, 2010), sponsored events like NY Fashion Week (Marikar, 2015), 

Instagram photos (https://instagram.com/Ciroc/) and Twitter posts 

(https://twitter.com/Ciroc). 

Both Sean Combs and Cîroc are Entertainers at their cores (variation of 

Jester), they provide enjoyment to the audience in a sight and playful 

manner. The brand message “Perfectly Smooth” is articulating to sensory 

pleasure, perfectly fitting brand archetype nature. Cîroc’s recent campaign 
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“Step into the Circle” (CÎROC, 2014) is less aggressive, more poetic and 

smooth, revealing the other side of the Entertainer. It features various 

celebrations and drinking occasions like wedding, New Year, birthday and 

friends gathering. Such commercial stands out significantly from the market-

leaders hard-hitting spots, like Smirnoff’s “Voguing: We’re Open” (Smirnoff, 

2015) and “Absolut Nights” (Absolut, 2015). Cîroc is a highly adaptable, 

extremely flexible and fully intuitive brand that reveals its Entertainer’s 

personality in every bit of communication. 

Brand archetype: Ketel One – Patriarch (Ruler) & Mentor (Sage) 

Originally Dutch vodka brand Ketel One is an example of family values, trust 

and care. Family tradition of distilling is highlighted and fully explained on 

the brand’s home page (http://www.ketelone.com/). It is not mentioned, 

however that the brand is owned by the British multinational beverage giant 

Diageo, probably in order not to disturb a beautifully formed “family” 

heritage story. The style and the mood of images in Ketel One branding 

does not allow a thought of playfulness or irresponsibility. Traditional colours 

are combined with preserved formal style of conveying a message of trust, 

conventional values and patronage.  

Brand message “Gentlemen, this is vodka” and sage tone of the narration 

used in “Name” (Ketel One, 2013a) and “Commitment SR” (Ketel One, 

2013b) TV spots reveals the combination of two archetypes placed into the 

brand’s personality – Patriarch (Ruler) and Mentor (Sage). Ketel One takes the 

role of an old wise man to remind gentlemen about responsibility, dedication 

and commitment. Ketel One manages to do it with a positive, relaxed and 

slightly alternative connotation, demonstrating the patronal care and desire 

to transmit the wisdom and taste of “good” things. 
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Brand archetype: Belvedere – Sage 

For Belvedere, unlike other brands, vodka is not about art, culture or 

traditions, but about science. The communication is generated on the 

brand’s home page (http://www.belvederevodka.com/) and holistically 

shared through the social media. “Know the difference” is the ultimate brand 

message (#knowthedifference), and the marketing campaign with the same 

name (BelvedereVodka, 2013). More recent videos call the viewer to 

“unlearn” certain things and to “relearn” other ones. From the simple 

“Unlearn tasteless, relearn taste” (BelvedereVodka, 2015), the brand 

develops and tells 4 stories about its heroes – mixologist, bartender, master 

taster, and party manager. They are sharing knowledge, expertise and 

principles of their work: “Unlearn complicated, relearn simplicity” 

(BelvedereVodka, 2014a), “Unlearn Flavorless, Colorless, Odorless Vodka. 

Relearn Rye, Water, Character.” (BelvedereVodka, 2014b), “Unlearn Diluted. 

Relearn On the Rocks” (BelvedereVodka, 2014c), “Unlearn the line outside. 

Relearn the story inside” (BelvedereVodka, 2014d). Expressed in a logical, 

diligent and clear manner Belvedere’s communications are reflecting brand’s 

core. Belvedere uses the Sage archetype, valuing knowledge-based 

experience over feelings or sensations. 

Brand’s spokeswoman is Claire Smith-Warner; on the Belvedere’s home page 

(http://www.belvederevodka.com/) she is presented as the “First Lady of 

Vodka,” internationally recognized as one of the most respected authorities 

on vodka and mixology”. She is featured in several brand videos, presenting 

and explaining Belvedere’s “way to be”: mixology science, the art of picking 

ingredients and redesigning cocktails. Much attention is dedicated to Martini, 

as Belvedere has signed a contract for the upcoming James Bond film 

“Spectre” (Kell, 2014). However, there is nothing about charm or love here; 
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only facts, recipes and scientific explanations. To sum up, all brand 

communication is made in a “science-tutorials” style, operating with logic, 

knowledge and expertise, which is fully aligned with the Sage archetype. 

Brand archetype: Finlandia – Provacateur 

Finlandia has a fearless, awaking and powerful character. It evokes strong 

emotions, inspires and challenges from the first seconds. Finlandia is a 

Provacateur.  The brand’s personality is presented through the marketing 

campaign “1000 years of less ordinary” (Finlandia Vodka, 2015), which calls 

for the “life less ordinary”. Truly provocative characters from all over the 

world are presented in a 3 minutes video. This film has no stars or 

professional actors; it features real personalities, less ordinary stars of our 

time. Island athlete and strongman – Hafþór Júlíus Björnsson; extravagant 

grandma designer – Iris Apfel; the author of giant moving sculptures – Theo 

Jansen; drag wrestler – Cassandro; best friend of bears – Sulo Karjalainen; 

fragile girl getting straight to the volcano crater – Toba. Their portraits and 

stories leave everything but indifference. The music used for the film, 

"Undeniable" by Donnie Daydream featuring Richie Sosa, is fully fitting its 

mood, character and brand’s personality; it gives energy spin and 

“undeniable” power. 

Brand archetypes in use and market trends 

To draw a line under the brands’ analysis there is a need for critical reflection. 

While in the archetype analysis I have been searching for unique features, 

and characteristics of each brand, many similarities and identical content 

were observed as well. This could be explained by brand building based on 

similar brand attribute and following global market trends without adjusting 

them to the brand’s personality. IPSOS (2013) points out some of them: focus 
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on quality; leverage provenance and heritage; and responsible drinking 

initiative. Despite the fact that all brands are leveraging above-mentioned 

trends in their communication, some do it to greater degree than others. For 

instance, Belvedere makes a science out of vodka making; Grey Goose 

signifies its French origin; Ketel One provides patronal care, emphasising on 

“drink responsibly” communication. In these cases, the industry trend is 

deeply embedded into the brands’ personality and functions as part of their 

archetype. 

Quality communication seems to be a “must have” for a premium vodka 

brand. All analysed brands are mentioning quality as one of the main product 

characteristics. Ketel One and Belvedere, however, go even further and 

include the explanation of distilling process and fine ingredients claim into a 

core communication. Therefore, the Sage archetype was identified as one of 

these brands’ core. 

The emphasis on product and brand origin is another common feature for all 

7 brands, except Smirnoff, which has a legally uncertain Russian-American 

story of origin (Brady, 2009). Absolut highlights its Swedish roots right on the 

bottle, Ketel One is telling about the family history and distilling traditions, 

Finlandia draws a clear association with the homeland in its claim “Vodka of 

Finland”. Provenance message is powerful and efficient; however, it can 

easily confuse a curious consumer, as none of the brands is belonging to 

their place of origin anymore. Smirnoff, Cîroc and Ketel One belong to British 

group Diageo; Absolut is owned by French group Pernod Ricard; Grey 

Goose is managed by Bacardi; Belvedere belongs to French luxury 

corporation LVMH (Moët Hennessy – Louis Vuitton); Finlandia to one of the 

largest American-owned companies in the spirits and wine business Brown-

Forman Corporation. Nevertheless, one of the brands went a step further in 
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conveying the national belonging: Grey Goose reflects its Sovereign nature 

from the first bits of latest commercial by demonstrating “Frenchness”. 

Finally, every brand is making an effort to communicate responsible drinking. 

It is a part of their sustainability program, and obligatory feature for justifying 

their image in case of social accuse. Companies request the age data for 

giving an access to their brands’ web pages. Besides, responsible drinking is 

promoted in a different manner: Absolut and Smirnoff are offering a long-

read about recommended dosage, safe getting home and alcohol free 

cocktails. Other brands add a “drink responsibly” tag into the brand videos 

and post occasional motivational photos in social media. Ketel One goes 

beyond this and makes “drink responsibly” the main theme of its TV spot 

“Commitment SR” (Ketel One, 2013b), revealing its Patriarch archetype. 

Gap analysis 

While some archetypes (like Jester or Sage) are used by more than one 

brand, others potentially relevant for vodka category remain untouched. 

Looking back on the 12 master brand archetypes (Figure 4), five of them are 

not used: Explorer, Lover, Magician, Innocent and Caregiver. 

The Explorer is a very interesting, and rich archetype with high potential for 

the vodka brand; however, is not leveraged by any of the vodka giants. 

Nevertheless, a smaller global brand, Russian Standard, took the Explorer 

archetype into its core communication with the last campaign “Vodka as it 

should be” and its activation with a #davay (meaning “let’s go” in Russian). 
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Figure 4. Brand archetypes in use. (Illustration by the author). 

Each brand is using some elements of sensuality and sexuality, but mostly for 

vodka bottles images and shooting of cocktail mixing. The Lover archetype 

and any of its variations is mostly ignored by all vodka giants. The Lover 

could be revealed in many different ways; for instance, Belvedere could do it 

by exploiting James Bond, as they have the contract signed for the 

sponsorship of the new movie. Perhaps, brands prefer to stay away from the 

risky connection to seduction and sexual abuse. However, there are examples 

of exploiting unexpected archetypes and successfully leveraging the niche. 

Like in the case of Grey Goose and Athlete (Hero), which connects brand to 

sport and cultural competitive events, conveying the essence of “Fly 

beyond” message. 

The Magician archetype is at a certain degree could be seen in Absolute 

recent campaign, in particular in the transformative claims of reinventing the 

nightlife experience. The Scientist and the Engineer, as a variation of the 
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Magician archetype according to Hartwell & Chen (2012), are also somehow 

leveraged in the claim of technological and distillation process of all 7 

brands. However, in reality none of the brands is basing its personality purely 

on the Magician archetype. 

Innocent and Caregiver are perhaps the two least fitting archetypes to the 

vodka category. However, the Caregiver is used at a certain degree by every 

analysed brand in “drink responsibly” communication. The use of Innocent in 

vodka branding might cause ethical issues, as the connection to the Child 

might be questioned. At the same time, the Innocent has other avatars, like 

Dreamer or Idealist (Hartwell & Chen, 2012), which could fit really well to the 

vodka brand personality. 

Conclusion and further considerations 

Vodka segment is just a small part of spirits business; only 7 vodka brands are 

listed in the top 50 most valued spirits brands (Brand Finance, 2015). 

However, even in this small range a large range of various archetypes is used. 

Figure 4 shows the mapping of the analysed brands according to the 

archetypes they represent. Brands’ archetypes decoding was based on 

official brands’ communication, which in most of the cases was professionally 

crisp and intuitively clear. This is not surprising, as all 7 described brands are 

owned by international corporations, which are experts in brand building. For 

instance, Smirnoff, Cîroc and Ketel One belong to British group Diageo, 

which owns also Jonnie Walker, Captain Morgan and other iconic spirits 

brands.  

Some of the analysed brands reveal only one archetype (Cîroc, Belvedere 

and Finlandia); in others, clear features of two archetypes were found 

(Smirnoff, Absolut, Ketel One, Grey Goose). The Jester archetype is highly 
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attractive for vodka brands; it is leveraged to some extent by 3 out of 7 

brands: Smirnoff, Cîroc and Finlandia. Such result is rather expected and also 

proves a general trend in spirits market: playing with humour. The Sage 

archetype and its elements are also very typical for vodka brands; it could be 

sharing life wisdom in case of Ketel One or conveying distilling traditions in 

case of Belvedere. The Ruler and its variations the Patriarch (Ketel One) and 

the Sovereign (Grey Goose) are also presented among the analysed brands. 

Some brands pick up on unique qualities of the archetypes that might be not 

obvious for vodka category: Outlaw and Creator (Absolut), Hero (Grey 

Goose) and Everyman (Smirnoff) archetypes. This allows them to stand out 

and be easily distinguished from others.  

Several potentially interesting archetypes for the category are not used by 

the top brands, for example Explorer or Magician. At the same time, some 

elements of both the Caregiver and the Lover archetypes could be observed 

in most of the analysed brands’ communication. Caregiver is reflected in 

“responsible thinking” efforts, while some features of the Lover could be 

recognised in visual representation of the bottle, drinks or cocktail videos. 

The innocent archetype is seen as the least appropriate for the vodka 

category brands, due to the potential connection to underage drinking, 

irresponsible drinking and alcohol abuse. 

However, these results could be easily questioned depending on the 

personal point of view. One of the greatest research limitations and the 

chosen methodology of individual qualitative interpretation of the brand 

communication is its subjectivity. Moreover, marketers of the analysed brands 

are hardly using the archetype approach, but rather traditional equity-based 

communication principles. For some brands, those equity attributes are more 

established (Smirnoff and Absolute) and claims are not changing over time. 
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Therefore, for those brands decoding archetypes is unproblematic and 

intuitively clear. Other brands like Finlandia, Belvedere or Cîroc are younger 

or less established; while their current campaigns are based on certain 

archetypes, their communication could be changed dramatically overtime. 

Most of the researches see the branding based on archetypes as an ultimate 

improved and more holistic version of equity based branding (e.g. Gains, 

2014). Indeed, archetype is an excellent guiding compass for keeping 

consistency and preserving the personality of a brand over time. However, 

this view on archetype branding approach could limit the potential for 

brand’s transformation and lead to stagnation. Vogler (2007) proposes that 

archetypes do not need to be rigid character types, but rather flexible 

functions of the character. Archetypes in his interpretations are masks that a 

hero can wear and switch if necessary. Vogler’s work is dedicated to 

storytelling and developing a hero’s personality, however this view brings the 

missing flexibility and liberates the archetype branding approach. The 

challenge although stays, as there is always a need for a balance between 

keeping one mask on or switching them too often. 
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Smirnoff Image sources: 
 
[Exclusively for everybody]. Video fragment, 
Retrieved from https://www.youtube.com/user/SmirnoffUS 

[The Party]. Video fragment, 
Retrieved from https://www.youtube.com/user/SmirnoffUS 

 [Smirnoff bottle]. Retrieved from http://ecx.images-
amazon.com/images/I/41j8b94DZUL._SX385_.jpg  

[Smirnoff Cocktails]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-
xfa1/v/t1.0-
9/1508627_10153027389811551_8944918027984848057_n.jpg?oh=59b350
571cfddb76439a9aa72f1beab0&oe=566BD3F4 

[Orange Delight]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-
xpt1/v/t1.0-
9/11062807_10153027373346551_6588969473600548681_n.jpg?oh=12ffe5
776ba3b4ee0bcb3f2e71d97003&oe=567A0586  

[Hands up]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-
xfa1/v/t1.0-
9/1480762_10153034016211551_543373739749729850_n.jpg?oh=bdf737e
c310712a43e6ddde5b489a3e0&oe=567B059D  
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Attachment 2. Absolut 
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Absolut Image sources: 
 
[Absolut people]. Video fragment, 
Retrieved from https://www.youtube.com/watch?v=bEy-c-lttnU  

[Absolut Nights]. Retrieved from  https://scontent.xx.fbcdn.net/hphotos-
xap1/t31.0-8/10714588_868689226489046_5051283763345883908_o.jpg 	  

[Absolut Pride]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-xtf1/v/t1.0-
9/11248873_980578511966783_2155632623166991810_n.jpg?oh=e8d9980ce7673f4
8009254f6373513aa&oe=5635B2DE 

[Absolut Creativity]. Retrieved from  https://scontent.xx.fbcdn.net/hphotos-
xpf1/v/t1.0-
9/11836928_1003499506341350_1830693415122386878_n.png?oh=109114c878bd0
36800a6f24c9333f745&oe=5678A8B2  

[Absolut Bottle]. Retrieved from 
https://www.facebook.com/AbsolutDeutschland/photos/pb.17043918631405
7.-2207520000.1440540039./859483144076321/?type=3&theater  
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Attachment 3. Grey Goose 
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Grey Goose Image sources: 

[Vodka soda]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-
xap1/v/t1.0-
9/11855886_10153549727713809_8134511467519685276_n.jpg?oh=b6666
5cf0e29fa2bb5dea50a46a2815a&oe=566C5DA2 

[Grey Goose Bottle]. Retrieved from 
https://img.thewhiskyexchange.com/540/vodka_gre7.jpg 

[Golf]. Retrieved from https://scontent.xx.fbcdn.net/hphotos-xpa1/v/t1.0-
9/11800498_10153540360218809_7572848482714536020_n.jpg?oh=21904
dda806102b90c6b615c50ee3fa6&oe=567AD6B0 

[Bartender]. Retrieved from 
https://www.facebook.com/GreyGoose/photos/pb.83969398808.-
2207520000.1440540331./10153521436608809/?type=3&theater 

[François Thibault]. Video fragment, Retrieved from 
https://www.youtube.com/watch?v=BfqS_WBwwD0  
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Attachment 4. Cîroc 
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Ciroc Image sources: 

[Diddy talks]. Retrieved from 
https://www.facebook.com/Ciroc/photos/pb.10561082161.-
2207520000.1440540994./10153296241317162/?type=3&theater 

[Bottle]. Retrieved from http://ecx.images-amazon.com/images/I/71-
ZBNYosLL._SL1118_.jpg  

[Pineapple]. Retrieved from 
https://www.facebook.com/Ciroc/photos/pb.10561082161.-
2207520000.1440540994./10153370362507162/?type=3&theater 

[Diddy and ladies]. Retrieved from 
https://www.facebook.com/Ciroc/photos/pb.10561082161.-
2207520000.1440541065./10153077636367162/?type=3&theater 

[Step into the circle]. Retrieved from 
https://www.facebook.com/Ciroc/photos/pb.10561082161.-
2207520000.1440541111./10152870082442162/?type=3&theater 
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Attachment 5. Ketel One 
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Ketel One Image sources: 

[Dad]. Retrieved from 
https://www.facebook.com/KetelOne/photos/pb.168609809998710.-
2207520000.1440541682./375243282668694/?type=3&theater  

[Cocktail]. Retrieved from 
https://www.facebook.com/KetelOne/photos/pb.168609809998710.-
2207520000.1440541794./293202314206125/?type=3&theater 

[Family tradition]. Retrieved from http://www.ketelone.com/  

[Ambassador]. Retrieved from 
https://www.facebook.com/KetelOne/photos/pb.168609809998710.-
2207520000.1440541794./294382914088065/?type=3&theater 

[Bottles]. Retrieved from http://essentialhommemag.com/wp-
content/uploads/2012/01/Ketel-One-Vodka1.jpg 

[Carolus Nolet]. Retrieved from 
https://www.facebook.com/KetelOne/photos/pb.168609809998710.-
2207520000.1440541682./359401797586176/?type=3&theater  
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Attachment 6. Belvedere 

 
 

 
 
 
 
 
 



	   42	  

Belvedere Image sources: 

[Martini]. Retrieved from 
https://www.facebook.com/BelvedereVodka.de/photos/pb.15899547084753
6.-2207520000.1440542111./851729681574108/?type=3&theater 

[007 Bottle]. Retrieved from http://i.luxury-
insider.com/uploads/news/2014/12/excellent-choice-mr-bond-limited-
edition-007-belvedere-bottles_2.jpg 

[Bottle presented by the expert]. Retrieved from 
https://www.facebook.com/BelvedereVodka.de/photos/pb.15899547084753
6.-2207520000.1440542120./779371888809888/?type=3&theater 

[Spokeswomen video fragment]. Retrieved from 
https://www.youtube.com/watch?t=70&v=dG5o3QoYuIk 

[Mr. Bond]. Retrieved from 
http://www.belvederevodka.com/upload/Belvedere_Final_screencut_small.jp
g 

[The bar]. Retrieved from 
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Attachment 7. Finlandia 
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Finlandia Image sources: 

[Faces]. Retrieved from 
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