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Abstract

The purpose of this research was to study the efficiency of the mascot, Coco, in representing the
brand personality of King Mongkut’s Institute of Technology Ladkrabang. Using the brand archetypes
personality approach, the researcher conducted a focus group interview with four key informants to
determine the brand personality of King Mongkut’s Institute of Technology Ladkrabang. The researcher then

used survey research to collect data from 463 respondents, comprising staff and students.
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These are the results of studying the effectiveness of mascot Coco in representing six brand
personalities of King Mongkut’s Institute of Technology Ladkrabang: Coco cannot represent the Sage
personality (M = 3.14, S.D. = 1.15). Coco is effective in representing the Hero personality (M = 3.65, S.D. =
1.13). Coco cannot represent the Creator personality (M = 3.16, S.D. = 1.11). Coco is effective in representing
the Caregiver personality (M = 3.62, S.D. = 1.16). Coco is effective in representing the Everyman personality

(M = 3.7, S.D. = 1.06). Coco cannot represent the Rebel personality (M = 3.21, S.D. = 1.14).
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Figure 1 Mascot Coco and application samples.
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Figure 2 Brand Archetypes.
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Table 1 Characteristics of KMITL brand from Brand Personality framework.

Archetype Explanation Characteristics
Sage KMITL missions: to provide education, to Intellectual / Pretentious / Like to teach
conduct research, to provide academic / Rational / Value enlightening,
services. knowledge, truth, wisdom,
Student identity: “Long for knowledge” understanding
Hero KMITL Core Value: “Honor” and “Greatness”. | Courageous / Impetuous / White knight /

Student identity: “Work hard”. Reckless / Mastery / Want to prove their
own value through courageous by

overcoming the worthy challenge

Creator KMITL vision: Aim to be the world master of | Artistic / Dreamer / Innovator / Introvert
Innovation; to create cutting-edge research / Creative / Focus on quality
and innovation to serve global society and

to develop the country through science and

technology.
Caregiver Establishing the Faculty of Medicine and Caring / Compassionate / Generous /
hospital. Protective / Devoted / Sacrificing /
Opening the Covid-19 vaccination center. Parental / Benevolent / Trustworthy /
Reliable / Happy to help people
Everyman According to informants: The institute Working class / Next door neighbor /

provides practical graduates and community | Realistic / Friendly / Easy-going / Having
services. the basic desire of connection with
KMITL Core Value: “Team Spirit”. others

Student identity: “Work hard”.

Rebel KMITL Core Value: “Futurist” and “Ignite” Survivor / Outlaw / Wild / Destructive /

According to president’s thoughts: We can Free-will / Revolutionary / Won'’t give up

do better. their ideals and fight for change

fnLUaI9In Mark & Pearson (2001), Faber & Mayer (2009) tiaz Xara-Brasil et al. (2018)
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Table 2 Mascot “Coco” perception (N = 463).

1. How familiar do you know Coco?

answer count percentage
Not at all 231 49.89
Not much 96 20.73
Moderate 118 25.49
Quite well 15 3.24
Very well 3 0.65
2. How often have you seen mascot Coco?

answer count percentage
Never 229 49.46
Rarely 133 28.73
Sometimes 81 17.49
Often 19 4.1
Always 0 0
3. What channel do you see mascot Coco (multiple answer)

answer count Percentage
Social media 142 30.67
Standy 176 38.01
Mascot suit 84 18.14
Merchandise 41 8.86
Publication a7 10.15
KMITL TV channel 34 7.34

5.2 UszanSamvasananaalalatunisiuiunuyadnnimuaswusud

1o -

i 36 avivil 2: nsngIAx - SuarAY 2566




ISSN 2673-0456 (Online)

1Yo

HAIINNTABUINNTTUSUATANNAMAEASineanenlalanyd Hiuuvasunudlnglusan
wamenlalaae lnedduaubs 231 au Andudesay 49.89 drulonmadilanuiiuinanenlalatu dauilineuiu
wneuasia 229 au AalluSosay 49.46 FuiloN9NTNYBINIAITHUUAINEDATS 9 WUI1 TnswuLiugIn

sUnMmuasuRNInTigafe 176 au Aadusesay 38.01 sesawnde deluduailide 142 Au Antuiosay 30.67
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Table 3 The effectiveness of mascot Coco in representing brand personality of KMITL.

Brand Personality Mean S.D. Interpretation
Sage 3.14 1.15 Unable to represent
Hero 3.65 1.13 Well represent
Creator 3.16 1.11 Unable to represent
Caregiver 3.62 1.16 Well represent
Everyman 3.7 1.06 Well represent
Rebel 3.21 1.14 Unable to represent
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