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Abstract

This research is an alternative way for brand building
for fashion products in Thailand. It will be useful for fashion
design students, fashion entrepreneurs and anyone interested
in this business. It can also improve fashion and offers a tool
for design in the future. It can also be used in macro fashion or
in other types of products that need designs. Fashion design is
an area of study with high demand. Most of the knowledge is
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based on fine arts which focus on aesthetics. However, fashion
is an applied art that is highly competitive in the market.
Therefore, combining consumers’ psychology with aesthetics is
a new area that can add value to the brand. Consumers’
behaviors are considered the main component of fashion
design. Archetype Theory is widely accepted to be an
appropriate theory for brand building. It is used as a framework
in this study together with fashion trends. This technique helps
designers grasp the character of the brand, target group and
the related trend in designing fashion products. Archetypes
were created with the ‘socio style mapping’ technique and
divided the 15 archetypes into 4 groups according to their
relationship with international trends. A framework in graphic
design was proposed so that a new generation of designers
can easily understand and apply the concepts to their work.
The results show the pattern of fashion tastes in male and
female groups in Thailand. A fashion collection of brand
archetypes was also presented as a result of this research.

Keywords: Fashion Design, Identity, Brand, Archetype
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