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Jungian Archetypes in the World of Italian Fashion: A Deep Dive into 

Brand Identity the Contemporary World 

  

Barbara Gabriella Renzi1 

 

Introduction 

Carl Gustav Jung established analytical psychology through his work as a Swiss psychiatrist when he 

created the archetype theory as part of his research into human psychological processes. According to 

Jung archetypes are natural universal symbols and patterns which derive from the collective 

unconscious which he described as the universal memory bank of shared human experiences (Jung, 

1968). Archetypal images appear throughout different cultures and time periods in myths together with 

dreams and literature and religious symbols because they represent basic human drives and existential 

themes. Jung's archetypal framework started within depth psychology, yet it has expanded to various 

fields beyond clinical practice. Scholars and practitioners have studied the application of archetypes in 

literature and film studies as well as organizational behaviour and marketing and branding since the 

beginning of the 2001 century (Mark & Pearson, 2001). Brands utilize archetypes to access common 

emotional and psychological connections which creates powerful narrative structures and symbolic 

depth to build audience connections and loyalty. The strategic alignment between products and specific 

archetypes functions as a branding differentiator which controls how consumers perceive products and 

determines communication methods. Mark and Pearson (2001) state that brands which clearly represent 

archetypes such as Hero, Lover or Ruler activate unconscious symbolic meaning which provides 

consumers with identity and aspiration as well as narrative. The Hero and the Outlaw: Building 

Extraordinary Brands Through the Power of Archetypes (2001) by Margaret Mark and Carol S. Pearson 

demonstrates that successful brands achieve enduring success by using archetypes which connect to 

universal human symbols. The authors use Jungian psychology to explain that archetypes represent 

eternal symbols and narrative patterns which express basic human drives and appear throughout myths 

and dreams and cultural stories (Mark & Pearson, 2001). The authors state that brands which maintain 

a distinct archetype create strong emotional bonds with their consumers. The archetypal messages 

connect with people because they mirror their psychological needs and desires. Brands use archetypes 

as symbolic shorthand to convey complex values and emotional tones across all media touchpoints in 

an intuitive manner (Mark & Pearson, 2001). The authors identify twelve fundamental archetypes which 

                                                      
1 A Lecturer at BSBI Berlin School of Business and Innovation, Germany. 
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come with their own particular objectives alongside apprehensions and strategic approaches. The twelve 

archetypes provide a basis for building brand identities that unite emotional and symbolic meaning. 

Table 1: "The 12 Universal Archetypes: Core Desires and Motivations" 

Based on the framework by Mark & Pearson (2001), this table summarizes key personality archetypes 

and their fundamental motivations, offering insights into narrative psychology and human behaviour. 

Archetype Core Desire/Motivation 

The Innocent Seeks happiness, purity, and safety 

The Everyman Desires belonging, equality, and connection 

The Hero Strives to prove worth through courageous acts and mastery 

The Caregiver Aims to help others and protect from harm 

The Explorer  Pursues freedom, adventure, and self-discovery 

The Outlaw Seeks revolution, change, and disruption of norms 

The Lover Longs for intimacy, beauty, passion, and connection 

The Creator  Values imagination, innovation, and originality 

The Jester Finds meaning through fun, play, and humour 

The Sage Searches for knowledge, truth, and enlightenment 

The Magician Transforms reality, aims for inner and outer change 

The Ruler Desires control, leadership, and stability 

 

The archetypes enable brands to function as storytelling characters which creates symbolic 

narratives that match consumer values and identities. For instance: Through its "Just Do It" slogans 

Nike functions as the Hero archetype to inspire customers toward overcoming challenges and achieving 

success. Apple functions as the Creator archetype by enabling users to become visionary thinkers and 

makers who drive innovation. Coca-Cola uses the Innocent archetype to create nostalgic feelings which 

bring joy through its promise of basic pleasures (Mark & Pearson, 2001). Mark and Pearson stress that 

maintaining archetypal messaging throughout visual identity and tone of voice and customer experience 

and  advertising is essential for developing enduring emotional loyalty. The use of archetypes enables 

brands to differentiate in crowded markets through the development of unique psychological 

personalities. The model established by Mark and Pearson serves as a fundamental  framework for 

brand strategy which helps marketers and cultural analysts create authentic emotional depth and 

symbolic clarity in their brands. The fashion industry showcases this dynamic most vividly because it 

combines aesthetics with emotional expression and self-expression. The fashion industry uses 

archetypes to express brand essence because it operates through image and storytelling as well as 

functional needs and symbolic meaning (Holt, 2004). The Lover archetype represents passionate 

sensuality, and the Ruler archetype represents authoritative luxury and control. The research examines 
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Italian fashion brands because their worldwide success stems from their strong archetypal brand 

identities. Italian fashion houses including Gucci and Prada together with Versace and Armani create 

cultural narratives through which project coherent psychological identities that match audience desires. 

In this paper Jungian theory will be deployed to analyse how luxury brands express different archetypes. 

More specifically, drawing on Jungian theory, this exploration aims to decode how these brands embody 

distinct archetypes and how this alignment contributes to their enduring appeal in the global luxury 

market. 

This paper examines how major Italian luxury fashion brands mobilize Jungian archetypes to 

construct coherent brand identities and emotionally resonant narratives across visual, textual, and digital 

platforms. This article advances archetypal branding scholarship in three ways. First, it conceptualizes 

Italian luxury fashion as a coherent symbolic system in which archetypes operate relationally rather 

than individually. Second, it introduces a transparent qualitative framework that integrates Jungian 

psychology, semiotic analysis, and cultural branding theory to analyze how archetypes are selected, 

expressed, and stabilized across brand touchpoints. Third, it extends archetypal theory beyond aesthetic 

identity by demonstrating how archetypes increasingly function as narrative anchors for ethical and 

sustainability discourses in contemporary fashion branding. While previous studies have explored 

archetypal branding primarily within marketing research or have addressed fashion symbolism as an 

isolated cultural phenomenon (Merlo, 2023; Xara-Brasil et al., 2018), this article differs by integrating 

Jungian archetypal theory, cultural branding, and semiotic analysis into a comparative examination of 

Italian luxury fashion as a coherent symbolic system. In doing so, it moves beyond isolated case studies 

toward a relational understanding of how archetypal meanings are constructed, negotiated, and 

stabilized across luxury fashion brands. 

 

Methodology and Analytical Framework 

This study adopts a qualitative, interpretive research design to examine how Jungian archetypes are 

mobilized within the branding strategies of major Italian luxury fashion houses. Rather than relying on 

quantitative measurement or consumer surveys, the analysis focuses on the symbolic, narrative, and 

visual dimensions through which brands construct meaning and identity. The methodological 

framework integrates Jungian analytical psychology, semiotic analysis, and cultural branding theory to 

investigate how archetypes are selected, articulated, and stabilized across different brand touchpoints. 

The study focuses on six Italian luxury fashion brands: Gucci, Prada, Versace, Giorgio Armani, 

Dolce & Gabbana, and Ferragamo. These brands were selected through purposive sampling based on 

four main criteria. First, all six possess strong global visibility and play a central role in shaping 

international luxury fashion discourse. Second, they demonstrate historical longevity, allowing for the 

observation of archetypal consistency and evolution over time rather than episodic or trend-driven 
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branding. Third, each brand has been strongly shaped by identifiable creative leadership - such as 

Alessandro Michele at Gucci, Miuccia Prada at Prada, Donatella Versace at Versace, and Giorgio 

Armani himself—facilitating the analysis of coherent authorial and narrative vision. Finally, these 

brands exhibit significant discursive richness, producing extensive symbolic material through runway 

shows, advertising campaigns, interviews, digital projects, and sustainability platforms. Together, these 

characteristics make the selected brands particularly suitable for an archetypal and narrative analysis of 

fashion branding. 

The interpretive corpus consists of a multi-modal set of materials produced between 

approximately 2015 and 2023, a period marked by intensified digital communication and increased 

emphasis on ethical and sustainability narratives in fashion. The materials analyzed include: (1) runway 

collections presented at major fashion weeks; (2) flagship advertising campaigns and visual editorials; 

(3) brand manifestos, official websites, and sustainability platforms; (4) interviews, public statements, 

and creative direction discourse from designers and brand executives; and (5) selected digital initiatives 

such as NFT projects, social media storytelling, and branded online exhibitions. These sources were 

chosen to capture how archetypal narratives operate consistently across aesthetic, textual, and digital 

dimensions of brand communication. 

Archetypal identification followed an abductive interpretive process. Visual, textual, and 

narrative elements were first analyzed independently and then triangulated against the twelve 

archetypes proposed by Mark and Pearson (2001). The analysis focused on recurring symbolic patterns 

related to imagery, tone of voice, narrative themes, and value propositions. An archetype was assigned 

only when such patterns appeared consistently across multiple materials and communication channels 

over time, reducing reliance on isolated campaigns or episodic stylistic choices. Particular attention was 

paid to cross-platform coherence, examining how archetypal meanings were maintained or adapted 

across runway presentations, advertising, and digital environments. This approach allowed the study to 

identify dominant archetypes as well as secondary or hybrid configurations within each brand’s identity. 

As a qualitative and interpretive study, this research is subject to certain limitations. The 

analysis necessarily involves a degree of interpretive subjectivity, although this is mitigated through 

systematic triangulation and reliance on established theoretical frameworks. The study focuses on 

symbolic production rather than consumer reception and does not include interviews, surveys, or 

ethnographic observation of audiences. Consequently, the findings address how archetypal meanings 

are constructed and communicated by brands, rather than how they are empirically received or 

negotiated by consumers. Despite these limitations, the methodology provides a robust framework for 

analyzing archetypes as narrative structures within contemporary fashion branding. 

 

 

https://www.erothanatos.com/


Erothanatos 

A Peer-Reviewed Quarterly Journal on Literature 

https://www.erothanatos.com/journal 

Volume 10 Issue 1, February 2026  

6 

 

2. Tracing Symbols: A Narrative and Semiotic Reading of Brand Archetypes 

The research uses qualitative methods to examine how major Italian fashion houses use Jungian 

archetypes in their brand identity presentation. The study uses narrative interpretation combined with 

visual semiotics and cultural analysis instead of depending on numerical data. This research aims to 

discover how brands generate intense psychological reactions through their association with archetypes 

which exist within the collective unconscious as defined by Carl Gustav Jung and developed for 

branding by Margaret Mark and Carol S. Pearson.  

The research focuses on six luxury fashion brands including Gucci, Prada, Versace, Armani, 

Dolce & Gabbana and Ferragamo because of their influence on the global fashion market alongside 

their ability to tell coherent brand stories. These fashion brands maintain a long-standing dedication to 

developing powerful brand stories through their marketing strategies and their creative directors' public 

profiles. These labels use rich visual storytelling combined with deep conceptual content which makes 

them perfect for analysing archetypal messages. The interpretation of brand archetypes followed Mark 

and Pearson's (2001) interpretive framework which presented twelve fundamental archetypes that 

brands use to forge emotional bonds with their target audience.  A thorough evaluation of visual 

campaigns together with runway presentations along with brand manifestos and designer interviews 

and media content established this alignment. The Ruler archetype appears throughout Gucci under 

Alessandro Michele's direction through its persistent use of opulent power and sovereign elegance 

which was most visible in the Gucci Aria campaign. The Creator archetype describes Prada through its 

innovative and intellectual approach to fashion that disrupts traditional aesthetics as demonstrated by 

the Timecapsule NFT project. Versace matches the Lover archetype through its flamboyant sensual 

approach while Armani showcases refined minimalism which represents a restrained intellectual take 

on the Ruler archetype. The baroque storytelling approach of Dolce & Gabbana unites the Lover and 

Creator archetypes by using rich symbolism to celebrate emotional intensity alongside heritage and 

craftsmanship. Ferragamo expresses a combination of Ruler, Sage and Creator archetypes through its 

refined intellectual luxury which celebrates traditional knowledge and artisanal mastery.  The research 

materials consist of academic literature (Jung, Holt, Barthes) as well as fashion editorials, brand 

publications, digital archives and press interviews. Cultural branding theory together with semiotics and 

archetypal psychology provide the foundation for this study to explain brand identity as mythic 

storytelling. The detailed approach shows many strengths, but it also faces some restrictions. The 

research remains theoretical and interpretive because it lacks both quantitative data and direct consumer 

feedback. The interpretation of archetypes depends on cultural understanding and personal perspective, 

but this study uses established theoretical frameworks as evidence. 
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3. Archetypes and Branding: A Bridge Between Psyche and Consumption 

The application of Jungian archetypes in branding is based on the idea that symbols and narratives that 

are embedded in the collective unconscious can evoke powerful psychological responses. In marketing, 

archetypes are used as structural and symbolic templates that brands can use to create emotionally 

resonant identities. Jung (1968) defines archetypes as “inherited modes of functioning” that influence 

perception and behaviour across time and culture, which makes them ideal tools for building meaning 

in consumer-brand relationships. From a strategic perspective, archetypes function as emotional 

shortcuts. When a brand aligns with a particular archetype, it taps into familiar emotional patterns, 

enabling consumers to instantly grasp the brand’s essence and values. Mark and Pearson (2001) argue 

that brands that effectively embody archetypes foster stronger emotional bonds with consumers because 

they offer symbolic fulfilment of psychological needs—such as belonging (Everyman), mastery (Hero), 

or freedom (Explorer). These emotional connections can drive not only brand loyalty but also deepen a 

sense of identity alignment between brand and consumer. 

The psychological mechanism operates because consumers purchase more than physical 

products since they want stories and symbols which reflect their current identity or their desired identity. 

According to Holt (2004) iconic brands achieve their power through their ability to insert themselves 

into cultural narratives which provide consumers with significance that extends beyond the physical 

product. The archetypal framework enables brands to express their values through stories which go 

beyond their product offerings. The practical benefits of archetypal branding enable brands to maintain 

consistent messaging throughout all customer touchpoints including advertising and packaging and 

customer service and product design. A unified brand personality emerges through coherent branding 

which enables instant recognition and lasting memory among consumers. The use of an archetype helps 

brands differentiate themselves in crowded markets because it establishes a unique psychological 

identity which sets them apart from competitors (Mark & Pearson, 2001). Archetypal branding proves 

its effectiveness through various international brand examples. Nike demonstrates the Hero archetype 

through its messaging which centres around overcoming challenges while achieving success and 

developing self-control.  Through its messaging Nike inspires consumers to take action by saying "just 

do it" which represents personal achievement and determination. Apple constructs its brand identity 

through the Creator archetype by showcasing itself as a platform for innovative thinkers and change-

makers. The company presents its product launches and advertising and design philosophy as a way to 

empower individuals through elegant creative self-expression. The examples show archetypes function 

as a global psychological system which enables brands to create universal connections while 

maintaining cultural uniqueness and creative freedom. Brand strategists who understand archetypes can 

develop identities which connect with both rational thinking and deep emotional aspects of human 

nature through symbolic language activation. 

https://www.erothanatos.com/


Erothanatos 

A Peer-Reviewed Quarterly Journal on Literature 

https://www.erothanatos.com/journal 

Volume 10 Issue 1, February 2026  

8 

 

4. The Italian Context: Fashion as Cultural Narrative 

Italian fashion exceeds the level of clothing aesthetics because it presents a cultural story that combines 

historical elements with national identity and creative artistry. Italian fashion serves as a cultural 

expression which displays values and archetypes through a global presentation. The fashion system 

functions as a visual sign system which conveys identity information and status symbols and ideological 

messages, at least according to Barthes (1983). The Italian cultural landscape exhibits exceptional 

semiotic wealth because of its complex historical background alongside its artisanal heritage and life-

long pursuit of beauty.  Jung (1968) maintained that archetypes become most visible when mythology 

and ritual serve as core elements of cultural identity and Italy demonstrates this phenomenon. According 

to Calefato (2004), Italian fashion operates as a "theatre of identity" because designers use their 

collections to both present and mould cultural ideals through theatrical performances. Through 

performative branding techniques companies achieve clear and sustained embodiment of archetypal 

roles. The flamboyant Versace aesthetic represents the Lover archetype and Armani's minimalist 

approach represents the Ruler archetype. Brand narratives have developed through time through 

deliberate efforts using advertising and catwalk presentations and celebrity endorsements to create these 

specific associations. According to Pearson and Mark (2001) consumers choose brands which reflect 

either their actual archetypes or their desired self-image. Italian fashion reflects both Italian national 

identity and basic human desires and archetypal narratives. The Italian fashion system creates a 

distinctive environment where cultural elements unite with psychological aspects and branding 

practices. The symbolic environment of Italian fashion enables the activation of Jungian archetypes 

which turns fashion production into a narrative art form that connects with the spiritual essence of its 

consumers. 

 

5. In-Depth Analysis of Italian Brands and Their Archetypes 

This section examines the ways Italian fashion houses express different archetypes through their visual 

communication and design approach and cultural market strategy. 

 

Gucci – The Ruler Archetype 

The Ruler archetype, which embodies power, control, and structured elegance, is most fully realized in 

the identity of Gucci. As defined by Mark and Pearson (2001), the Ruler archetype projects authority, 

leadership, and prestige, and under Alessandro Michele’s creative direction (2015–2022), Gucci 

leveraged this framework to assert itself as a sovereign force in luxury fashion. Michele reimagined the 

brand’s DNA by fusing classical iconography with modern irreverence, cultivating an aesthetic that was 

both grandiose and subversive. Gucci's embodiment of the Ruler archetype is most vividly illustrated 

in the Gucci Aria campaign, released in 2021 as part of the brand’s centennial celebration. Co-directed 

https://www.erothanatos.com/


Erothanatos 

A Peer-Reviewed Quarterly Journal on Literature 

https://www.erothanatos.com/journal 

Volume 10 Issue 1, February 2026  

9 

 

by Alessandro Michele and Floria Sigismondi, the campaign took place in the fictional “Savoy Club,” 

a reference to the Savoy Hotel2 in London where founder Guccio Gucci once worked, thus linking 

Gucci’s historic origin to a new narrative of ascendancy and sovereignty (Vogue, 2021).  The campaign 

featured models wearing crystal-embellished tuxedos, baroque embroidery, and equestrian-inspired 

garments—visuals that reinforced a regal and commanding image (The Fashionography, 2021). 

Symbolic elements such as crowns, lions, horse motifs, and aristocratic references were central to the 

campaign's storytelling, situating Gucci within a lineage of fashion monarchs. The collection was not 

merely aesthetic; it engaged with intellectual and philosophical themes as well.  Readings from authors 

like Judith Butler and Walter Benjamin were included in the soundtrack, positioning Gucci as a brand 

not only of visual luxury but of reflective authority3 (The Fashionography, 2021).  Michele himself 

reinforced this archetypal alignment in interviews, stating his ambition was to attract audiences through 

a vision of “unrestricted power” and to use fashion as a “stargate between earth and sky” (Michele, 

quoted in The Guardian, 2022). He emphasized that his creative mission was “to open the door to 

different points of view, to be in conversation with the moment,” framing the brand as a cultural 

authority rather than just a producer of garments (The Guardian, 2022). Through this narrative, Gucci 

emerges not only as a trendsetter but as a sovereign storyteller that dictates fashion’s symbolic language. 

It does not merely respond to culture—it shapes it. The Ruler archetype manifests in the brand’s 

strategic use of historical references, philosophical undertones, and commanding visual codes, ensuring 

Gucci’s place as a dominant force in contemporary fashion culture (Mark & Pearson, 2001). 

 

 

 

                                                      
2 Guccio Gucci started his luxury career as a young luggage porter at The Savoy in London. During his time at 

The Savoy, he witnessed the sophisticated preferences of high-end guests while he walked them between floors 

and watched them wear their sophisticated outfits and carry their luxurious luggage. The observations he made 

during his early years became the foundation for starting his own leather goods business when he returned to Italy.  

The Savoy and Gucci maintain their historical connection through various creative partnerships that include 

custom design elements and interactive guest experiences. The Gucci Aria Collection made its debut in April 2021 

through a private screening event at The Savoy. The collection included various hotel tributes which 

acknowledged the hotel’s impact on the brand's identity and mythological development. The Royal Suite at The 

Savoy received a Gucci aesthetic transformation through the display of Gucci Décor collection items including 

furniture and decorative furnishings and artistic pieces that combined fashion with hospitality to celebrate eternal 

elegance. 
3 Through the Gucci Aria campaign the revolutionary and ecstatic power of eros functions as a creative force 

which drives modern visual culture. The campaign combines sensuality with intellect under the creative direction 

of Alessandro Michele through photographs taken by Mert Alas and Marcus Piggott. The campaign presents 

models who read important philosophical and theoretical texts while reinforcing an aesthetic that connects mental 

and physical aspects. The campaign includes Jean Baudrillard’s Simulacra and Simulation alongside Walter 

Benjamin’s The Work of Art in the Age of Mechanical Reproduction and Judith Butler’s Bodies That Matter and 

Sigmund Freud’s Three Contributions to the Theory of Sex and Jean-Luc Nancy’s Sexistence. The included works 

enhance the narrative by transforming the campaign into an intellectual space that provides cultural commentary 

beyond fashion. https://www.base-cast.com/latest/gucci-aria-new-campaign 
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Prada – The Creator Archetype 

Prada carries its fundamental essence of innovation and authenticity through the Creator archetype. 

Mark and Pearson (2001) explain how Creator brands pursue the creation of new things by breaking 

conventional rules to pursue artistic meaning. The brand demonstrates this archetype by producing 

regularly avant-garde collections while using fashion as an intellectual tool for cultural analysis. It has 

developed its distinct identity through the creative direction of Miuccia Prada who connects intellectual 

theory to fashion design with innovative aesthetic approaches. Through her concept of “ugly chic" Prada 

continuously works to break down traditional definitions of beauty and elegance.4 According to Vogue 

(2016) Prada defined fashion as an "instant language" through which people express their identity along 

with their thoughts and perspectives through visual representations. The Creator archetype functions as 

a designer force for individual and communal storytelling according to this perspective. Linea Rossa 

stands as one of Prada's most representative expressions of its Creator archetype. Linea Rossa 

originated in the 1990s before its revival during recent years combined sportswear functionality with 

basic designs and innovative materials. This collection transforms fashion boundaries into function 

through its alignment with the Creator's mission to create innovative realities (Prada Group, 2023). The 

Timecapsule Project launched by Prada in 2019 serves as a perfect demonstration of the brand's 

archetypal alignment. The ongoing Timecapsule initiative presents monthly exclusive pieces that come 

with blockchain-certified NFTs which unite traditional handcrafted techniques with digital technology. 

The project reflects Prada's dedication to exclusive experiences while showcasing its experimental 

approach and storytelling capabilities in relation to digital fashion and consumer experiences (Prada 

Group, 2025). The Timecapsule5 serves as a platform where Prada uses digital media to expand its 

                                                      
4 Miuccia Prada launched ugly chic as an anti-fashion movement during the 1990s, which both praised and 

criticized the industry through its deliberate rejection of traditional beauty standards. The Prada collection with 

Raf Simons brings back the provocative aesthetic from the past which presents an intentionally difficult-to-classify 

and confrontational design. The designs presented an eclectic mix of dissonant and eccentric elements which 

generated strong opposing opinions from viewers. The collection appeared to exist for creating discomfort rather 

than providing marketable fashion or visual relaxation as it demanded diverse reactions from viewers Through 

their collaboration Prada and Simons prove that fashion can break conventions by expressing aesthetic extremes 

rather than just relying on spectacle. This ugly chic presentation functions as a complete radical statement beyond 

fashion trends. (https://www.icon-icon.com/en/the-iconic-aesthetics-prada-geek-chic-and-pretty-ugly/). 
5 Prada Timecapsule launched in 2019 as a monthly limited-edition program which demonstrates the brand's 

creative approach to luxury fashion and exclusive products (Prada, no date). The first Thursday of each month 

brings a special 24-hour release of unique Prada products which usually include shirts and knitwear available only 

through the brand's online store (Prada Group, 2022). The unisex products receive individual numbering and 

limited production runs which makes them highly sought after by collectors (Haute Living, 2022). The designs 

feature archival prints and experimental textiles and artist collaborations which showcase Prada’s continuous 

exploration between heritage and modernity (Prada, no date). Prada enhanced the Timecapsule program during 

2022 by adding blockchain technology and NFTs (Non-Fungible Tokens) through its Prada Crypted platform 

(Vogue Business, 2022). The Timecapsule physical pieces now include NFTs which provide owners with digital 

proof of ownership and exclusive virtual experiences and Web3 community access (Hirschmiller, 2022). Through 

Timecapsule Prada maintains its challenge of conventional retail systems while leading the way in digital luxury 

fashion innovation (L'Officiel Brasil, 2022). 
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authentic identity which exists in constant communication with future directions. Prada demonstrates 

its position in the Creator archetype through its runway productions and promotional materials that use 

art historical references and philosophical ideas alongside architectural elements to establish fashion as 

a thought-provoking art form. This methodology positions this label within the Creator archetype 

because it excels at expressing multifaceted ideas through turning concepts into tangible outcomes 

(Jung, 1968). Furthermore, Prada demonstrates its dedication to the Creator archetype by uniting 

intellectual thought with rebellious fashion aesthetics and technological advancements in its designs. 

Linea Rossa and Timecapsule projects together with Miuccia Prada's philosophical leadership enable 

the brand to innovate while establishing a platform that enables personal self-expression and cultural 

commentary.  

 

Versace – The Lover Archetype 

Versace embodies the Lover archetype because it represents passionate sensuality through its 

celebration of beauty. The archetype communicates profound emotional and aesthetic needs which 

focus on intimate connections and physical attraction and artistic expression. The brand expresses its 

ethos through its dramatic silhouettes and ornate prints and bold expressions of the human form. The 

brand uses Greek and Roman mythology as its visual foundation to connect with classical erotic and 

divine beauty standards. Under Donatella Versace's creative direction, the brand narrative evolved by 

embracing dramatic and emotionally powerful elements. The Spring/Summer 2021 collection 

showcases underwater goddesses wearing body-hugging garments which recreate the eternal sensuality 

of Aphrodite. Donatella Versace explained to Elle in 2015 that fashion exists to create dreams which 

inspire others to dream (Versace, quoted in Elle, 2015). The Lover's pursuit of emotional connection 

and visual attraction matches this statement. Versace transforms the human body into a masterpiece 

through its designs which establish fashion as a platform for expressing personal desires. Versace 

launched "Versacepolis" as its Spring/Summer 2021 campaign which presented an underwater utopia 

inspired by mythological themes (Versace, 2021). The brand showcases models Precious Lee and 

Kendall Jenner and Hailey Bieber who represent contemporary sea goddesses while wearing Trésor de 

la Mer prints and the new La Medusa handbags. The chosen setting and styling represent the Lover 

archetype by showcasing sensuality and beauty together with transformation. The collection according 

to Donatella Versace represents a tribute to strength and confidence which reinterprets the modern 

Medusa as a powerful and alluring figure. The campaign's visual elements which associate bright 

colours with ocean-inspired designs strengthen Versace's brand identity that combines mythological 

symbolism with modern glamour.  
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Armani – The Ruler Archetype  

The Ruler archetype manifests through other brands as an extravagant monarch who showcases opulent 

theatricality through dominant visual display while Armani presents a refined restrained cerebral 

version of this archetype. According to Mark and Pearson (2001), the Ruler archetype is associated with 

control, responsibility, structure, and a desire to lead through order and excellence. These qualities 

which Armani embodies are not expressed through elaborate decoration but through disciplined 

minimalist and elegant designs. Through his fashion brand Giorgio Armani presents an image of 

controlled elegance. His fashion collections present themselves through refined shapes combined with 

gentle cuts and unobtrusive colour schemes and focus on fabric excellence and practicality instead of 

visual display. The essence of his design philosophy emerges from his famous declaration which states 

that "Elegance is not about being noticed, it's about being remembered" (Armani, cited in F Luxury 

Magazine, 2024).  The designs of Armani create a soft self-assurance which draws professional leaders 

such as executives and creatives and diplomats who want to project subtle leadership authority. The 

suits designed by Armani have developed into distinctive symbols which represent elegant power. The 

designer gained widespread cultural recognition in the 1980s through his fashion presence in American 

Gigolo (1980) where Richard Gere wore Armani suits which introduced the brand to the American 

market (Breward, 2003). The clothing items communicated both financial abundance and refined 

aesthetic preferences and mental composure which form essential characteristics of the Ruler archetype.  

Through his tailoring approach Armani aims to provide his customers with "poise, clarity and emotional 

detachment" according to his statements (Armani, quoted in The Guardian, 2024). The brand extends 

its approach through its development of a total lifestyle concept. Through his interior design company 

Armani/Casa and his luxury hospitality venture Armani Hotels and his real estate project Armani 

Residences the Ruler archetype expresses its nature of establishing domains. The brand's projects 

represent a physical realization of Armani’s goal to shape the aesthetic and experiential realm of his 

customers by presenting a carefully designed world of serene luxury and order. His flagship 

development at 760 Madison Avenue in New York showcases a physical expression of measured 

modernity through fashion boutiques and a luxury hotel and private residences (Armani, cited in The 

Times, 2024). Through his two product lines including Emporio Armani workwear and Armani 

Exchange he presents a hierarchical brand structure that matches Ruler-oriented identity standards by 

targeting specific markets while following his brand philosophy of control and dignity and refinement. 

Throughout periods of social change and fast-paced fashion trends Armani has consistently preserved 

his brand identity. His refusal to adopt streetwear fashion trends along with fast fashion fads shows his 

dedication to building long-term institutions which align with the characteristics of the Ruler archetype. 

Armani spoke out against excessive fashion production and fleeting trends during the pandemic 

(Armani, 2020, quoted in WWD) thus solidifying his alignment with sustainable leadership and 
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strategic thinking. The Ruler archetype manifests through Giorgio Armani as a silent command of 

power rather than loud supremacy. His brand displays power through structured designs which use 

precision to achieve enduring sophistication. Giorgio Armani delivers to his customers both fashion 

items and a complete approach to disciplined elegance and lifestyle independence. 

 

Dolce & Gabbana – The Explorer and The Lover Archetypes 

The emotional connection of Dolce & Gabbana brand identity demonstrates the most alignment with 

the Lover archetype with secondary elements of the Creator. According to Carl Jung’s theory of 

universal symbols the two archetypes of Lover and Creator help us explain how brands develop deep 

emotional bonds with consumers. The Lover archetype represents passion as well as intimacy and 

sensuality together with emotional intensity. The fashion house communicates this through visual 

elements as well as its narrative approach. The brand explores love and desire and human bonds through 

bold sultry romantic designs. Lace and corsetry and sheer fabrics and body-conscious silhouettes in 

their designs highlight and celebrate the human body. Seduction and beauty and connection are its 

central focus. Brands expressing this archetype draw customers who seek to enhance their physical 

attractiveness as well as their emotional appeal according to Mark and Pearson (2001, p. 134). The 

brand campaigns at Dolce & Gabbana incorporate elements from Sicilian heritage together with 

Mediterranean family values and religious symbolism which creates an idealized version of Italian 

culture.  The Lover archetype succeeds at creating deep emotional connections because it expresses love 

through all its manifestations including romantic love as well as family bonds and spiritual devotion. 

Dolce & Gabbana designers stated during an interview with Vogue Italia that they consider a woman's 

sensuality and femininity along with her strength when designing their clothes. She is never cold. She 

is passionate, expressive, and emotional (Dolce & Gabbana, Interview with Vogue Italia, 2017). Their 

emotional aesthetic and brand philosophy find expression in this sentiment. The fashion house presents 

collections which are artistic in nature and rich with visual elements while also being culturally 

significant and intellectually complex. The Creator archetype strongly connects with Dolce & Gabbana 

because it represents innovation along with imagination and the creation of lasting meaningful work. 

The Creator's need for originality and self-expression emerges through their use of baroque elements 

together with religious symbolism and Renaissance art and mosaic patterns. The brand demonstrates 

this archetype through their elaborate theatrical runway shows which fulfil the desire to realize a vision 

and express a deep and authentic aesthetic according to Mark and Pearson (2001). The brand’s 

commitment to storytelling and craftsmanship transforms their fashion designs into narrative art 

masterpieces. Every collection represents a narrative that either honours Sicily or reinterprets religious 

imagery or praises Italian folklore while showcasing the Creator's drive to manifest imagination 

through physical art.  Through their skilful ability to infuse clothing with artistic meaning and emotional 
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depth and artistic value the brand achieves aesthetic connections with audiences that go beyond visual 

appeal. Their celebrated campaign “Italia is Love” (2016)6, for instance, exemplifies this dual 

archetypal positioning. Through vibrant imagery of local markets, multigenerational families, and 

village celebrations, Dolce & Gabbana evoke a deeply nostalgic view of Italian identity, one that 

idealizes innocence and cultural rootedness.  In short, Dolce & Gabbana represents a brand which unites 

intense emotions with artistic pursuits and cultural narratives. The audience is attracted to the fashion 

house through sensual beauty as well as its deep respect for heritage and its masterful artistic designs. 

The label maintains a strong position in the Lover category while simultaneously expressing the 

visionary artistic qualities of the Creator archetype.  Through their dual-archetype strategy Dolce & 

Gabbana establishes emotional bonds with consumers who want passionate beauty and those who 

appreciate artistic authenticity. 

 

Ferragamo  

The Italian fashion house Ferragamo, established by Salvatore Ferragamo, shows strong Ruler 

characteristics, with some characteristics of Creator and Sage. Ferragamo is known for its commitment 

to craft, its elegance, and its history in footwear and leather goods. It is a confident, elegant and classy 

brand that exudes a sense of sophistication. The Ruler archetype is characterized by its need for control, 

structure, excellence, and leadership. Brands that are associated with this archetype are likely to resonate 

with individuals who desire authority, respect, and high standards. Ferragamo depicts these 

characteristics in its Italian luxury, formality and understated prestige. Unlike some other more 

provocative or trend-based labels, Ferragamo is a brand that appeals to customers who prefer to wear 

their power and elegance in a more understated way. Mark and Pearson (2001) state that the Ruler brand 

is about power through responsibility and control and is seeking a world that is prosperous and well-

ordered. Ferragamo illustrates this through its regular design style and classic branding that prefer 

tradition, equilibrium, and quality over showmanship. This archetype is clearly visible in Ferragamo’s 

footwear tradition. The brand started as a shoe design leader – it even made shoes for Hollywood stars 

in the 20th century – but it always focused on the technical, material and aesthetic aspects of the product. 

                                                      
6  The Dolce & Gabbana Italia is Love campaign from Spring/Summer 2016 presents Italian culture through 

everyday village life moments at local markets and traditional trattorias and communal events (Vogue, 2015). The 

campaign unites traditional elements with modern times by showing international visitors who shop and eat and 

take photos which reveals the meeting point of traditional ways and modern life (Time, 2015). The collection 

features design which borrows from famous Italian landmarks including the Colosseum and the Leaning Tower 

of Pisa while accessories such as embroidered dresses and straw baskets and embellished headphones showcase 

Italian craftsmanship (Vogue, 2015). The classic beauty elements of winged eyeliner and 1960s-inspired hairstyles 

serve as a tribute to everlasting Italian glamour (Allure, 2015). Dolce & Gabbana presents a romantic and stylized 

tribute to their homeland through this campaign which encourages viewers to experience Italy's enduring charm 

and elegance.  
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Instead of trying to stand out or be the trendiest, Ferragamo aimed to be the master, the one who would 

be respected by all. As the brand grew older, it grew into a company that was recognized not only for 

its products, but also for its calm yet powerful attitude towards the fashion industry. Ferragamo also 

exhibits some characteristics of the Creator archetype, but not as overtly as Dolce & Gabbana or 

Alexander McQueen. The Creator is a person who is driven by the need to create something of real 

worth and originality.  Salvatore Ferragamo himself was a maker and a thinker – he studied anatomy in 

order to create shoes that were both comfortable and beautiful, and he filed several patents for 

innovative footwear. This passion for craftsmanship and original design is very much in line with the 

Creator’s values. Mark & Pearson (2001) state that Creator brands help people realize themselves 

through their creative perspective, and Ferragamo does this through elegant, high-end products that 

allow people to subtly show off their sophistication and artistry. Moreover, the brand is somewhat 

similar to the Sage archetype, particularly when it comes to heritage, knowledge and moderation. The 

Sage is someone who is on the hunt for the truth, wisdom and thoughtful perception. Ferragamo’s brand 

image is never loud or flashy – it is for those who appreciate the intellectual side of things, tradition and 

the concept of a purpose. From its history as a family business to its enduring Italian spirit, Ferragamo 

has a tone of sophisticated knowledge. This makes it particularly appealing to customers who wear not 

to show off, but to be taken seriously. Therefore, Ferragamo is a brand that is characterized by the 

Ruler's poise and control, the Creator's artistic approach and the Sage's depth. It is a brand that respects 

tradition while at the same time pushing boundaries, and it produces items that promise sophistication, 

power, and enduring quality. Instead of going after trends, Ferragamo shows its strength by sticking to 

what it does best and believing in the importance of excellence. 

Taken together, the six Italian brands reveal that archetypes in luxury fashion do not operate as 

isolated identities, but as relational positions within a shared symbolic field. While Gucci and Armani 

both mobilize the Ruler archetype, they enact radically different forms of authority—one theatrical and 

expansive, the other restrained and institutional. Similarly, Prada and Dolce & Gabbana activate the 

Creator archetype in opposing ways: intellectual abstraction versus emotional excess. This comparative 

perspective demonstrates that archetypes function less as fixed labels and more as dynamic narrative 

strategies shaped by cultural context and brand philosophy. 

 

6.  Archetypes as Narrative Devices in Fashion and Consumer Identification 

In contemporary fashion branding, storytelling has become a central mechanism through which brands 

establish emotional resonance and cultural relevance. Fashion no longer operates solely as a system of 

aesthetic production but as a narrative medium that integrates identity, emotion, and symbolic meaning. 

Jungian archetypes provide a powerful framework for this process, enabling brands to construct 

narratives that resonate with deep psychological structures beyond functional or visual product 
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attributes. As Carl Gustav Jung (1968) explains, archetypes are universal symbolic patterns emerging 

from the collective unconscious and recurring across myths, art, and cultural expressions. Archetypes 

such as the Hero, Lover, Creator, and Ruler embody enduring human desires and emotional orientations, 

allowing brands to communicate complex values through immediately recognizable symbolic forms. 

Fashion is particularly suited to archetypal storytelling because of its visual and semiotic nature. As 

Roland Barthes (1983) argues, fashion operates as a sign system through which clothing conveys social 

status, ideological meaning, and personal identity. When archetypal codes are embedded within this 

visual language, brands gain the ability to translate abstract psychological narratives into tangible 

aesthetic forms. Runway shows, advertising campaigns, and branded content function as narrative 

stages on which archetypes are performed through silhouette, color, materiality, and styling. Designers 

often structure entire collections around archetypal logics: rebellious aesthetics characterized by dark 

tones and confrontational styling evoke the Outlaw, while Versace’s consistent celebration of sensuality 

and corporeal beauty exemplifies the Lover archetype. Similarly, Prada’s intellectually driven 

experimentation reflects the Creator archetype, while Armani’s restrained minimalism sustains a 

coherent Ruler narrative centered on authority, control, and refinement. As Mark and Pearson (2001) 

demonstrate, such consistency allows brands to establish coherent emotional messaging across all 

touchpoints, strengthening recognition and loyalty. 

Archetypes do not merely guide aesthetic decisions; they also shape the emotional tone and 

strategic vision of brands. By repeatedly activating the same symbolic patterns, fashion houses become 

recognizable narrative figures rather than interchangeable producers of goods. This process enables 

consumers to relate to brands not only as commercial entities but as symbolic characters that reflect or 

inspire aspects of their own identities. In this sense, archetypes function as mediators between 

production and consumption, translating brand narratives into lived experiences of self-identification. 

Consumers are drawn to brands whose archetypal expressions align with their psychological 

dispositions or aspirational self-images: individuals seeking order and authority may gravitate toward 

Ruler-oriented brands such as Armani, while those drawn to sensuality and expressive intensity may 

identify more strongly with Lover archetypes such as Versace or Dolce & Gabbana (Mark & Pearson, 

2001). 

The rise of digital media has further intensified the role of archetypes in fashion storytelling by 

transforming brands into interactive narrative ecosystems. Platforms such as Instagram, YouTube, and 

TikTok have shifted fashion communication from unidirectional messaging to participatory cultural 

performance. In these environments, archetypal identities are no longer merely observed but actively 

enacted, modified, and circulated by consumers. Users reproduce brand narratives through outfit posts, 

short-form videos, and campaign reinterpretations, embedding archetypal symbolism into their own 

identity performances. As Holt (2004) argues, iconic brands achieve cultural power when they become 
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integrated into social rituals and identity practices—a process that digital media has significantly 

accelerated. Fashion brands such as Dolce & Gabbana and Ferragamo demonstrate how archetypal 

consistency can be maintained across fragmented digital spaces through deliberate narrative design, 

ensuring symbolic continuity while allowing for participatory reinterpretation. 

At the same time, archetypal reception is not culturally uniform. While archetypes possess 

universal psychological resonance, their interpretation is shaped by local cultural contexts. Italian 

audiences often respond strongly to Dolce & Gabbana’s romanticized Sicilian imagery due to shared 

cultural references and emotional familiarity, whereas international consumers may interpret the same 

symbols through lenses of exoticism or aspiration. Italian fashion brands thus function as global 

signifiers of an idealized Italy—one that merges passion, craftsmanship, historical depth, and aesthetic 

sophistication. Digital globalization further complicates this process, as global audiences reinterpret 

archetypal narratives within localized micro-communities. A single brand identity may therefore 

support multiple, culturally inflected expressions without losing its symbolic core. 

Through this dynamic interplay between narrative production and consumer participation, 

archetypes operate as symbolic engines that generate cultural value beyond commercial exchange. They 

allow fashion brands to function as contemporary myths—structures through which individuals 

articulate identity, desire, and belonging in a fragmented social landscape. As Jung suggests, archetypes 

are ultimately “empty forms” that gain meaning only through human creativity and ritual enactment. In 

fashion branding, this enactment occurs through the continuous circulation of archetypal narratives 

across bodies, images, and digital performances, enabling consumers to use style as a medium through 

which personal and collective identities are negotiated. 

 

7. The Impact on the Public: A Psycho-Social Reflection 

Brand archetypes maintain their enduring strength because they create profound emotional and social 

bonds between consumers and labels. Brands within the fashion industry function as identity reflectors 

which shape personal identity while showing people their present self and their desired future self. 

Brand identification happens through symbolic and emotional processes which stem from the basic 

structures of human consciousness that Carl Jung (1968) explained in his theory of the collective 

unconscious. A label that consistently shows its archetype functions as a storytelling figure which 

enables people to either see themselves within it or find inspiration from it thus creating a personal 

connection from commercial interaction. People choose specific labels because these brands deliver 

psychological alignment in addition to their products. According to Mark and Pearson (2001) 

archetypes trigger emotional patterns which form part of our common human experience. People who 

value rebellion and freedom tend to choose brands that represent the Outlaw or Explorer archetypes yet 

those who prefer control and elegance with respectability tend to select Ruler-archetype brands like 
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Armani. People make these brand identifications through emotional responses which result from how 

labels present themselves through visual elements and their messages and symbolic meanings. 

The influence of brands on desire formation and identity development has become stronger 

throughout the twenty-first century. Fashion brands in modern consumer-driven societies function as 

cultural indicators which transmit social values and life goals that consumers use to build their personal 

identities. As already suggested, according to Holt (2004) iconic brands operate similarly to cultural 

myths because they provide stories which help people understand social interactions and express their 

personal beliefs. People in the present era use brands as direct extensions which represent their personal 

identity. Wearing Gucci represents a want for theatrical power while selecting Ferragamo expresses 

both refinement and creative traditionalism. The identification process also operates on a social level. 

Brands help people demonstrate their group membership while also indicating their social status and 

cultural preferences and differences. People discover community through shared consumption activities 

and achieve distinction through exclusive or niche brands. The symbolic language of Jungian archetypes 

enables different groups to share common symbols which represent the Lover in glamorous social 

settings or the Sage in intellectual minimalist subcultures. Through their role as social navigators, 

fashion brands help people define themselves while guiding their way through social situations. 

The reception of archetypes does not occur with the same consistency across different cultures. 

Italian audiences along with international consumers show different reactions toward the archetypal 

narratives presented by fashion brands. The Italian fashion industry celebrates archetypes that reflect 

heritage along with sensuality and artisanal tradition because these elements are deeply connected to 

regional identity and family values. Dolce & Gabbana uses romantic Sicilian imagery which Italian 

consumers deeply understand because they recognize these cultural references and emotional cues. 

International consumers view the same imagery through a different perspective which combines exotic 

fascination with aspirational desires. The Italian fashion brands function as international symbols which 

represent an idealized version of Italy as a place where passion meets refinement and history meets 

grandeur. The archetypes pass through different cultural perspectives when viewed by international 

audiences because they interpret the Ruler as worldwide achievement instead of noble heritage and the 

Lover as sensual attraction instead of family affection. Brand stories undergo changes during cultural 

translation because archetypes maintain universal power but require local interpretation. Digital 

globalization introduces additional complexity to the situation. Through social media platforms brands 

achieve borderless narrative consistency yet micro-communities form to reinterpret archetypes based 

on their local cultural values. Three different users who follow the same brand on TikTok and TikTok 

fashion creator in Tokyo and Milanese style blogger and luxury shopper in New York present distinct 

interpretations of the brand's symbolic identity. Fashion archetypes create a psychological and social 

impact through their power to connect individual emotions with shared meanings which enables people 
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to tell their life stories through style symbolism. Fashion brands function as contemporary myths which 

enable people to express their identity and their wants and their preferred public image. 

 

8. Archetypes and Sustainability: New Narratives for Conscious Fashion 

The modern fashion world requires brands to extend their operations past mere design elements because 

consumers demand sustainable ethical practices. Jungian archetypes serve as effective symbolic 

instruments which unite brand identity with purpose within this developing market. Through archetypal 

storytelling brands can establish sustainable practices as central to their brand story which creates deep 

psychological and emotional connections with their customers. Archetypes provide ecological efforts 

with mythic depth and emotional clarity to develop meaningful brand narratives which build consumer 

loyalty in crowded markets (Mark & Pearson, 2001). The fashion industry uses the Caregiver archetype 

which represents nurturing and protective qualities toward community to create compelling 

sustainability and ethics narratives. The Caregiver archetype draws in consumers who want brands to 

demonstrate compassion alongside responsibility and environmental stewardship. The fashion brand 

Stella McCartney showcases its dedication to cruelty-free design and environmental advocacy. The 

There She Grows initiative (“#ThereSheGrows campaign”) used Canopy's partnership to defend 

rainforests by presenting fashion as a protective activity for the planet (Stella McCartney, 2019)7. Gucci 

introduced Equilibrium8 as their platform to redefine the brand identity through caregiving values which 

embrace social responsibility alongside environmental initiatives. The platform supports gender equity 

alongside carbon neutrality through its healing-based messaging which promotes protection and 

interdependence (Gucci Equilibrium, 2023). The brands utilize these stories to demonstrate 

sustainability stands beyond technical requirements because it represents a moral duty that stems from 

community-based  care. The Sage archetype demonstrates characteristics of truth discovery alongside 

knowledge acquisition and reflective thinking to support brands who focus on transparent heritage 

education. Loro Piana9 together with other brands represent this archetype by emphasizing the origin 

of their materials along with their enduring production techniques. It stands as a renowned Italian luxury 

                                                      
7 https://www.stellamccartney.com/us/en/stellas-world/saving-the-forest-with-thereshegrows.html  

8https://www.gucci.com/us/en/st/stories/article/equilibrium#:~:text=The%20launch%20of%20the%20website%

20Gucci%20Equilibrium%20is,bring%20positive%20change%20to%20secure%20our%20collective%20future. 

9 https://de.loropiana.com/en/  The Museum of Art Pudong in Shanghai hosts "If You Know You Know: Loro  

Piana's Quest For Excellence" as its centenary exhibition for 2024. The exhibition occupies 1,000 square meters 

through 15 rooms which showcase important periods in the brand's historical development. The exhibition 

displays the brand's 60-year-long cashmere sourcing partnership with Chinese goat-herders as well as their 

material breakthroughs and their evolution from 1924 until today. The exhibition features an authentic 19th-

century thistle machine alongside a duplicate of their fabric laboratory which demonstrates the touchable nature 

of Loro Piana's textiles.  
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brand that showcases exceptional craftsmanship together with the finest natural fibres from across the 

world. The company established its headquarters in Quarona within the Piedmont region in 1924 after 

operating in the wool trading business since the 19th century. The brand joined LVMH in 2013 when 

the company purchased 80% of its operations to achieve worldwide expansion. It stands out through its 

utilization of exclusive materials including Mongolian and Chinese cashmere and Andean vicuña along 

with Australian and New Zealand extra-fine Merino wool. It controls all production steps from material 

procurement to garment completion to achieve flawless product quality and reliability.  Sustainability 

stands as a fundamental element of the company's core values. Through its conservation efforts Loro 

Piana helped establish vicuña protected reserves in Peru. The brand implemented blockchain 

technology to track material origins which enhances transparency while demonstrating its dedication to 

ethical sourcing practices. It embodies the fundamental principles of "quiet luxury." It presents products 

which combine discreet sophistication with everlasting designs and premium materials instead of 

prominent logos and momentary fashion trends. It targets customers who prioritize refined style 

combined with genuine authenticity and sustainable fashion investments. Through its 170 worldwide 

boutiques it presents a broad selection of clothing accessories footwear and home goods which maintain 

a minimalist sophisticated design approach. Through its commitment to excellence and integrity it 

maintains its position as a worldwide luxury leader.  Loro Piana educates its audience about material 

excellence and sustainability through the Gift of Kings collection10which displays exclusive fine wool 

obtained from operations that follow strict ethical and environmental standards (Loro Piana, 2022). The 

Sage's peaceful leadership and intellectual sophistication appear in the understated visual elements and 

educational messaging of this campaign. The Sage-aligned brands present sustainability as a matter of 

enlightened choice which enables them to draw discerning customers who wish to match their lifestyle 

with knowledge-based values. The Creator archetype presents a dynamic storytelling path which brands 

can use to integrate sustainability into their creative development process. Prada Group demonstrates 

alignment through the Re-Nylon project which turns its iconic nylon products into ECONYL® 

regenerated materials extracted from ocean plastic and waste (Prada Group, 2020). The campaign 

features What We Carry documentary series and creative visuals which unite ecological awareness with 

design innovation to represent material reformation as visionary design inspiration. The luxury fashion 

brand Bottega Veneta showcases its artisanal leather goods through their focus on durable products that 

endure beyond seasonal  trends which demonstrates the sustainable principles of the Creator archetype 

                                                      
10 Man The Gift Of Kings® | Loro Piana,  https://us.loropiana.com/en/c/man/the-gift-of-kings and Woman The 

Gift Of Kings® | Loro Piana, https://us.loropiana.com/en/c/woman/the-gift-of-kings Those sections offer 

comprehensive details about the collection which includes the outstanding wool characteristics and its source as 

well as the skilled process of making these high-end clothing items. The company demonstrates its dedication to 

sustainability through their work with the Aura Blockchain Consortium which provides authentication and origin 

verification for each product. 
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(Business of Fashion, 2022). These brands transform sustainability into an innovative foundation for 

redesigning fashion entirely instead of viewing it as a restrictive factor.  Fashion houses that use the 

Caregiver and Sage and Creator archetypes in their sustainable brand stories can move past superficial 

activism to develop genuine emotional connections through their message. Through archetypes brands 

establish their symbolic essence which simultaneously presents ecological duty as an essential element 

of universal human narratives. Sustainability evolves into a mythic process that binds brand identity 

with consumer identity and planetary well-being through common values and inspirational branding. 

The narrative strength of this approach enables consumer culture transformation through stories that 

create deep emotional bonds which drive sustained commitment to meaningful consumption patterns. 

 

9. Conclusion 

Fashion brands can achieve more than market differentiation through Jungian archetype usage because 

they establish meaningful relationships between consumers and brands through symbolic frameworks. 

This examination shows archetypes enable fashion houses to transcend visual elements and usability 

since they create powerful psychological connections with human core emotions. Brands use 

psychological anchors to form perceptions and emotional connections that extend from self-

identification through aspirations and reflections of personal identity. Italian fashion brands achieve 

their greatest effectiveness by using archetypal frameworks. The Italian fashion industry naturally 

creates narratives because it draws from a rich cultural heritage of artistic and religious and historical 

symbolism spanning multiple centuries. The Italian fashion houses Gucci and Prada and Versace and 

Armani present more than fashion style because they embody mythical narratives that connect national 

heritage to universal human desires. Italian labels express their archetypes with exceptional symbolic 

sophistication through their portrayal of the Ruler and the seductive Lover and imaginative Creator. 

Through their archetypes, they establish a powerful emotional market presence that maintains global 

distinction during market shifts. Furthermore, they   benefit from the symbolic power of their products 

in the digital age when branding and visual content are everywhere.  The archetypes enable labels to 

establish consistent narratives which maintain the psychological essence across all their platforms 

including collections and social media posts. They achieve a rich presence by creating emotional 

consistency that pairs with their visually compelling branding. Consumer trust together with brand 

recognition and enduring brand loyalty develop because consumers feel a connection to labels that 

express their identity and values. The future of archetypal branding will emerge from the point where 

symbolic meaning meets sustainability. The fashion industry must confront environmental and ethical 

pressures by using archetypes to create connections between their purpose and storytelling needs. The 

Creator archetype presents an opportunity to showcase sustainable design innovation, and the Caregiver 

archetype enables brands to emphasize their commitment to community care and responsibility. 
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Sustainability gains emotional power when framed through archetypal narratives that use core values 

such as renewal and healing and protection.The 21st-century challenge for Italian fashion requires 

maintaining its symbolic legacy through conscious innovation rather than discarding it. Italian brands 

will need to keep their cultural dominance through ethical and environmentally conscious archetypal 

storytelling which appeals to contemporary consumer values and psychological aspirations. Fashion 

relies on archetypes to establish its identity structure. Through archetypes brands create dual identities 

by defining their essence and meaning through clothing as well as through narratives that combine 

mythic and emotional elements and ethical standards. The industry will need archetypal identity and 

sustainable purpose to unite as a fundamental requirement when it advances toward a responsible and 

introspective direction. This research suggests that archetypes in fashion branding operate as 

contemporary myth-making devices—structures through which luxury brands negotiate authority, 

desire, creativity, and responsibility in a fragmented cultural landscape. Italian fashion, with its deep 

symbolic heritage, emerges not merely as a site of aesthetic excellence, but as a laboratory for 

understanding how myth, identity, and ethics are reconfigured in late modern consumer culture.” 

 

Table 2 It presents a structured overview of six prominent Italian fashion brands and their 

alignment with Jungian archetypes, including their symbolic identity, core values, and iconic 

campaigns. 

Brand Primary 

Archetype 

Secondary 

Archetypes 

Core Values Iconic Campaign 

Gucci Ruler 
 

Power, Authority, 

Luxury 

Gucci Aria (2021) 

Prada Creator 
 

Innovation, 

Individuality, Artistry 

Prada Time Capsule 

Versace Lover 
 

Passion, Sensuality, 

Beauty 

Versacepolis 

(Spring/Summer 2021) 

Armani Ruler 
 

Elegance, Control, 

Sophistication 

Minimalist Collections, 

Politician Attire 

Dolce & 

Gabbana 

Lover Creator, 

Innocent 

Love, Heritage, 

Creativity 

Italia is Love (2016) 

Ferragamo Ruler Creator, 

Sage 

Sophistication, 

Tradition, Wisdom 

Sustainable Thinking (2019) 

. 
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