
The Archetypes 

questionnaire 

Archetypes are a useful way to identify and 

develop organisational culture; they give us 

insight into our own and others’ views on life. 

First explored by Jung, archetypes help us 

understand ourselves and what matters to us; to 

understand why some things – and people - trigger 

us and others. 

Its primary value is in helping understand our 

relationships; notably who we most relate to and 

those we don’t – and why. 

Archetypes support the diversity and inclusion 

agenda, especially when teams assume that there’s 

‘only one way’ to do something or view the world 

Exploring archetypes helps the improvement 

agenda: by appreciating and celebrating diversity 

in thinking, communicating and operating. 

Archetypes: Reward and Recognition 

This questionnaire helps personalise reward and 

recognition programmes by identifying people  

and cultures more likely to value - 

 Results and formal public recognition 

 Praise, prizes and glamour 

 Vision, ideals and culture 

 Risk and reward: thrills and spills 

About the questionnaire 

The Archetypes questionnaire was initially by 

researchers at Cranfield University and developed 

by Robina Chatham PhD.   

The questionnaire is in 

two parts:  

 The first section 

consists of 16 

pairs of values. 

Within each 

pairing, respondents choose the most 

important one.  

 The second part rates the importance of 

each choice on a scale from least 

importance to extreme importance. 

According to this model, most of us can identify 

one (or at most two) dominant archetypes from the 

set.  This enables us to plot on the model where 

people fit most comfortably. 

 

“Archetypal drivers are influences on our 

behaviour which evolution has built into us as 

humans over the millions of years. They are often 

ignored, overlooked in the haste to demonstrate 

how clever we human beings are to have language 

and self-awareness.” 

Robina Chatham PhD.   

The 8-point archetype model 

There are an almost infinite number of archetypes. 

However, eight seem particularly influential in 

shaping life choices and character.   

 Four are associated with the ‘masculine’ 

character  

 Four of these are associated with the 

‘feminine’ character  

However there are always exceptions and each 

gender can be strongly influenced by any of the 

eight archetypes. 

The issue of gender here is not to stereotype but to 

create common language against which we can 

define and develop workplace culture. 
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