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A BRAND IS A COHERENT SET OF

IDEAS IN YOUR CONSUMER’S MIND
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NOW BRANDS ARE BECOMING MORE
LIKE PEOPLE

« A BRAND IS A PERSONIFICATION OF A PRODUCT, SERVICE OR EVEN AN ENTIRE COMP ANY
« LIKE A PERSON, IT HAS A NAME, PERSONALITY, CHARACTER AND REPUTATION.

+ LIKE A PERSON, YOU CAN RESPECT, LIKE AND EVEN LOVE A BRAND. YOU CAN THINK OF IT
\S A DEEP PERSONAL FRIEND, OR MERELY AN ACQUAINTANCE

+ YOU CAN VIEW IT AS DEPENDABLE OR UNDEPENDABLE, PRINCIPLED OR OPPORTUNIST

~

T o S W o
ARING O CAPACIOUS

- LIKE YOU LIKE TO BE AROUND SOME PEOPLE AND NOT OTHERS, THERE ARE BRANDS THAT

YOU WARM TO AND OTHERS THAT YOU DO NOT

- PEOPLE HAVE CHARACTER ..AND SO DO BRANDS.




BUT PEOPLE ARE EMOTIONAL
BEINGS..NOT RATIONAL

“REASON IS NOT AS ‘PURE’
AS MOST OF US THINK IT ISOR
WISH IT TO BE; EMOTION
AND FEELINGS AREN'T
INTRUDERS INTO THE BASTION
OF REASON. WE FEEL BEFORE
WE THINK. IN FACT WE FEEL
IN ORDER TO THINK.”

“EMOTION, INTUITION,
LONG-TERM MEMORIES
AND UNCONSCIOUS
MOTIVATIONS MAKE UP AS
MUCH AS 80 PERCENT OF OUR
DECISION-MAKING PROCESSES.

THAT LEAVES JUST 20 PERCENT

DESCARTES’ ERROR, ANTONIO DAMASI KEVIN ROBERTS, SAATCHI & SAATCHI










JUNG'S ‘ARCHETYPAL THEORY'

“THERE ARE FOR W/ﬂ OR WAFES OF A @@LLECT VE
NATURE WHICH OCCUR PRACTICALLY ALL OVER
THE EARTH AS CONSTITUENTS OF MY THS ANDNAE
THE - Jrﬂr U ﬂT AS INDIVIDUAL PRODUCTS OF
UNCONSCIOUS. THESE ARE IMPRINTED AND
HARDW H?’LD INTO OUR PSYCHES.”




 THE 12 MASTER ARCHETYPES
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ISN'T THIS WHAT WE WANTS
FROM A BRAND??



ARCHETYPES CAN BE US

ED TO

UNDERSTAND THE DYNAM

ICS OF

THE CATEGORY YOUR BRANE
OPERATES IN...




WHICH ARCHETYPES ARE THESE
LAUNDRY CARE BRANDS?

paz %2 @ Mw sar -t




MOST OF THEM ARE TYPICALLY
EVERYMAN OR CAREGIVER




BUT PERSIL & ARIEL ARE DIFFERENT




ARIEL COMMUNICATES DIFFERENTLY -

THE HERO

TURNTO3@ TURNTO3@°
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CLICK TO WATCH




PERSIL PLAYS THE EXPLORER

httpdfiwww.youtube.comiwatchlv=0_VUUeBéwec




USING ARCHETYPES TO DEVIEECE

COMPELLING BRAND
PERSONALITIES




DEVELOPING COMPELLING BRAND PERSONALITIES

F ARCHETYPES CONNECT MORE DEEPLY WITH PEOPLE..AND THEY TRAVEL...

..THEN YOU CAN CREATE MORE COMPELLING BRAND PERSONALITIES BY ALIGNING

WITH ARCHETYPES

I THE FOLLOWING ARCHETYPES AND DECIDE WHICH IS CLOSEST TO YOUR BRAND.

FOUND IT, SEE WHAT YOU CAN LEARN FROM THAT ARCHETYPE AND HOW

YOU CAN IMPROVE YOUR COMMUNICATIONS AND STRATEGY
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WOULD TALK, BEHAVE AND REACT FROM THE POINT OF VIEW OF EACH OF THE ARCHETYPES

YOU'LL GET SOME EYE-OPENING AND UNEXPECTED IDEAS THAT CAN HELP SHAPE WHAT YOU

IO NEXT




 THE 12 MASTER ARCHETYPES
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MAGICIAN - AFFECT TRANSFORMATION L 3
a A -~

THE MAGICIAN USES HIS IMAGINATION AND DRAWS UPON FORCES FROM ABOVE TO HELP
GIVE HIS IDEA AND MAKE IT A REALITY IN THE MATERIAL WORLD.

THE MAGICIAN IS CLEVER, GIFTED, AND BLESSED WITH MYSTERIOUS POWERS. HE EVOKES
AMAZEMENT THROUGH HIS INTUITION AND CLEVERNESS. HE CAN MAKE THE IMPOSSIBLE
HAPPEN, AND CAN BRING ABOUT WONDROQOUS CHANGE.

MAGICIAN BRANDS REPRESENT ‘'TRANSFORMATIONAL® PRODUCTS OR SERVICES, WHICH
ARE ABLE TO TAKE THEIR CONSUMERS TO ANOTHER (LITERAL OR METAPHORICAL) PLACE.
THE SPIRIT OF THE MAGICIAN IS EASILY EVOKED WHEN THE PRODUCT HAS EXOTIC OR
ANCIENT ORIGINS OR IF IT INVOLVES SOME SPECIAL RITUAL.

MAGICIAN BRANDS ARE ABLE TO CREATE A DYNAMIC CHANGE WITHIN THEIR CATEGORY,
OFTEN BY LOOKING AT IT WITH DIFFERENT EYES AND PRESENTING THE CONSUMER WITH
A NEW TAKE OR CREATIVE ANGLE.

MAGICIAN BRANDS ARE ALSO HIGHLY INNOVATIVE, AND ARE OFTEN RELATED TO A VERY
NEW, CONTEMPORARY PRODUCT.

TRANSFORM THE WORLD AND CREATE DELIGHT WITH THEIR IMAGINATION AND CLEVERNESS
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" OUTLAW - BREAK THE RULES
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&% THE OUTLAW IS THE REBEL; THEY CHALLENGE THE WORLD AS WE KNOW IT. THEY ARE
"/¥ OFTEN AT ODDS WITH RULERS, WHO REPRESENT STASIS, AND THE INVERT OF THE HERO.
¢ HEROES CHALLENGE FOR THE GOOD OF SOCIETY, WHEREAS OUTLAWS ARE SOMETIMES RussIAN
8" MORE INDIVIDUALLY MOTIVATED. STANDARD
- VODKA
OUTLAW ARCHETYPES REPRESENT A RELEASE OF PENT-UP PASSIONS. TO BE SO
OSTENTATIOUSLY CRITICAL OF TODAY IS A LIBERATING EXPERIENCE, HENCE REBEL A
FILM CHARACTERS ARE OFTEN GLAMOROUS. WE ARE OFTEN ATTRACTED TO OUTLAW -‘};}";Zf".
BRANDS AS A WAY OF LETTING OFF STEAM. ,'}- £
"::'.:. £s
OUTLAWS ARE VERY ACUTELY AWARE OF LIMITATIONS IN SOCIETY - THEY SET OUT TO pA
BREAK THE RULES AND CHALLENGE CONVENTION. HENCE, OUTLAW BRANDS OF TEN HON DA &%
CHALLENGE THE CONVENTIONS WITHIN THEIR CATEGORIES, DEMANDING, The Power of Dreams A ﬁ
AND SOMETIMES PROVIDING, CHANGE. “;j
i
OUTLAW BRANDS ALSO HELP RETAIN VALUES THAT ARE THREATENED BY EMERGING nIESEI f};fl
ONES, OR PAVE THE WAY FOR REVOLUTIONARY NEW ATTITUDES. OUTLAW BRANDS 32
SOMETIMES FEEL THE EXCITEMENT OF BEING A LITTLE BIT “BAD". SOMETIMES, THIS A B et e et AR
MIGHT MEAN THAT THEY DO NOT FEEL MORAL, BUT FEEL POWERFUL. THEY MAY NOT £ iy
™™ 5E ADMIRED, BUT ARE SATISFIED TO BE FEARED. ' RRECR RS
SRR
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5 FUN, ORIGINAL, AND IRREVERENT

-'i.'i":j:*H FOR THEIR OWN SAKE

ER ARCHETYPE EMBODIES _ZH-‘:. ENERGIES OF MISCHIEF AND DESIRE FOR
THE ENERGY THAT
LD OF LIMITLESS

EARING DOWNTHE QLD TO
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- DESTROYS US

.-‘-JJD LIKE ANYONE WF

FREQUENTLY MISUNDE

SIBILITIES, AND HE ENCOURAGES US

|0 DARES TO CHALLENGE THE ESTABLISHED ORDER, HE IS

THE JESTER T 0D BRAND IDENTIFICATION BECAUSE VIRTUALLY
I EVERYONE IS HUNGRY FOR MORE FUN. TRUE JESTER BRANDS HELPS US REALLY

LIVE LIFE IN THE PRESENT AND ALLOWS US TO BE IMPULSIVE AND SPONTANEQUS,
E AGOOD TIM E.

y FOR CHANGE, BUT, INSTEAD OF TAKING ON THE
MARKETPLACE LIKE HER R FIGHTING AGAINST IT LIKE OUTL.
WILL RIDICULE CATEGORY CONVENTIONS AND ARE OPENLY DISMISSIVE

LAY SN SN - o Nl e

m

IMPORTANT AND OVERCONFIDENT, ESTABLISHED BRANDS

I

AN ELEMENT OF ENERGY AND FUN, OVERTHROWING THE ESTABLISHED WAY OF DOING THINGS.




LOVER - FIND AND GIVE LOVE

THE LOVER IS A DASHING, CHIVALROUS, AND ROMANTIC FIGURE. HE REPRESENTS ALL
THAT IS DREAMY AND GLAMOROUS ABOUT LIFE. THE LOVER IS THE MAN OR WOMAN
WHO EXPERIENCES JOY, DELIGHT & ECSTASY IN THE SENSORY AND SENSUAL REALMS.

LOVE IS AT THE HEART OF LOVER BRANDS - LOVE OF LIFE, OF THE PRODUCT AND
OF EACH OTHER.

LOVER BRANDS TEND TO BE THOSE THAT FOCUS ON THE SENSES AND CREATE A
MULTI-SENSORY EXPERIENCE FOR CONSUMERS.

BUT THE LOVER ARCHETYPE IS NOT JUST ABOUT SEX. THE LOVER IS ALSO THE
SOURCE OF OUR LONGING FOR A BETTER WORLD. THE IDEALIST AND THE DREAMER
ARE EXPRESSIONS OF THE LOVER.

AT THEIR MOST LITERAL, LOVER BRANDS HELP PEOPLE BELONG, FIND FRIENDS

OR PARTNERS, OR HELP PEOPLE HAVE A GOOD TIME.

marieclaire

LOVER BRANDS ARE A ROMANTIC AND GLAMOROUS LOT. THEY HAVE A DREAMLIKE QUALITY,

AND EASY TO FALL IN LOVE WITH.




EVERYMAN - BE OKAY JUST AS YOU ARE

THE EVERYMAN DEMONSTRATES THE VIRTUES OF SIMPLY BEING AN ORDINARY PERSON,
JUST LIKE OTHERS; THEY ARE UNSELFISH, FAITHFUL, SUPPORTIVE, AND FRIENDLY.

THE UNDERLYING VALUE IS THAT EVERYONE MATTERS, JUST AS THEY ARE. THE
PHILOSOPHY IS THAT THE GOOD THINGS IN LIFE BELONG TO EVERYONE AS A RIGHT.

EVERYMAN BRANDS GIVE PEOPLE A SENSE OF BELONGING, OR BEING PART OF
GROUP, OF FRIENDSHIP AND CARE.

THEY ARE OFTEN, THOUGH NOT EXCLUSIVELY, OWNED BY BRANDS WITH AN EVERYDAY
FUNCTIONALITY.

EVERYMAN COMPANIES OFTEN HAVE DOWN-TO-EARTH ORGANISATIONAL CULTURE,
THE SORT OF PLACE WHERE 'EVERYONE KNOWS YOUR NAME".

DOWN TO EARTH - SIMPLY DESIRES CONNE

CTION WITH OTHERS. FRIENDLY & SUPPOR

VAUXHALL
D
ISNEP

Save the
Children.




CAREGIVER - CARE FOR OTHERS

SIVER IS ONE OF THE MOST POWERFUL - AND POSITIVE = ARCHETYPES. THE
CAREGIVER IS AN ALTRUIST, MOVED BY COMPASSION, GENEROSITY, AND A DESIRE TO
HELP OTHERS. THE CAREGIVER FEARS INSTABILITY AND DIFFICULTY NOT SO MUCH VOLVO
FOR HERSELF, BUT FOR THEIR IMPACT ON PEOPLE WHO ARE LESS FORTUNATE OR
RESILIENT.

CAREGIVER BRANDS ALL HOLD OQUT THE PROMISE OF INNOCE . THEY ARE PURE,

NATURAL, AND GENTLE; THERE IS NOTHING HARSH OR RESSIVE ABOUT ANY
OF THEM. CAREGIVER BRANDS OFTEN REFLECT THE ESSENTIAL QUALITIES OF THE

CAREGIVING RELATIONSHIP ATHY, COMMUNICATION, CONSISTENCY, TRUST.
COMPLEX OR CONTEMPORARY EXPRESSIONS OF THE CAREGIVER INSTINCT HELP
ONSUMERS RECONCILE THEIR DESIRE TO BE GENERQUS AND CARING, WITH

THEIR OWN EXTERNAL CONFLICTS OR THE PRESSURES OF MODERN LIFE.

THEY ARE MUCH RESPECTED AND TRUSTED, AND ARE ICONS OF HOME, SECURITY
AND CONTINUITY.



RULER - EXERT CONTROL

THE RULER IS THE BOSS, LEADER, ARISTOCRAT, KING, QUEEN, POLITICIAN, ROLE MODEL,
MANAGER OR ADMINISTRATOR, AND THEY TAKE THIS ROLE IN THE CATEGORIES THAT
THEY PLAY IN.

RULERS LAY DOWN THE LAW. THEY SEE THEMSELVES AS KNOWING WHAT IS GOOD FOR
PEOPLE. IF THERE IS ANYTHING THE RULER HATES, IT IS ANY KIND OF CHANGE THEY
CANNOT CONTROL.

RULER BRANDS SOMETIMES HAVE HIGH-STATUS PRODUCTS ATTACHED TO THEM THAT
ARE USED BY PEOPLE TO ENHANCE THEIR POWER.

HOWEVER, THE RULER ARCHETYPE IS NOT JUST ABOUT WEALTH AND POWER. RULERS
ARE ABOUT BEING MODELS FOR IDEAL BEHAVIOUR IN THE SOCIETY, SO RULER BRANDS
ARE OFTEN LEADERS IN THEIR CATEGORY, DOMINATING AND REPRESENTING THE
ESTABLISHED WAY, AND LAYING DOWN THE CATEGORY LAW; THEY SEE THEMSELVES AS
KNOWING WHAT IS GOOD FOR PEOPLE AND SETTING OUT THE STANDARD.

RULER COMPANIES ARE OFTEN MARKET LEADERS, WHICH OFFERS A SENSE OF
SECURITY AND STABILITY IN A CHAQOTIC WORLD.

THE RULES BY WHICH MOS
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CREATORS HAVE A DESIRE TO CREATE THINGS OF ENDURING VALUE. THE CREATOR
ARCHETYPE IS SEEN IN THE ARTIST, WRITER, INNOVATOR, ENTREPRENEUR, AS WELL
AS ANY ENDEAVOUR THAT TAPS INTO THE HUMAN IMAGINATION. THEY ARE OFTEN LED
BY A VISION.

¥\ AT THE HEART OF THE CREATOR'S PASSION IS SELF-EXPRESSION, MOST OFTEN IN
: MATERIAL FORM - THEY FEEL THE NEED TO CREATE SOMETHING PHYSICAL AND
TANGIBLE. ULTIMATELY, WHAT THE CREATOR DESIRES IS TO FORM A WORK OF ART
SO SPECIAL THAT IT WILL ENDURE. AND, IN THIS WAY, THE CREATOR ACHIEVES A KIND
¢ OF IMMORTALITY

CREATOR BRANDS ARE INHERENTLY NON-CONFORMIST. WHAT THEY STAND FOR
1 IS NOT ABOUT FITTING IN, BUT ABOUT EXPRESSING SOMETHING PERSONAL AND
DEEPLY FELT.

CREATOR BRANDS PROMOTE SELF-EXPRESSION, GIVES CONSUMERS CHOICES AND
OPTIONS. AND HELPS FOSTER INNOVATION OR IS ARTISTIC IN DESIGN.
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SAGES ARE DRIVEN BY A DESIRE TO UNDERSTAND AND KNOW THE WORLD AROUND THEM.
HE REPRESENTS WISDOM, ASCETICISM, AND DESTINY. THE SAGE’S POWER IS TO SEE AND
TELL THE TRUTH. PHILIPS
THE SAGE HAS FAITH IN THE CAPACITY OF HUMANKIND TO LEARN AND GROW IN WAYS
THAT ALLOW US TO CREATE A BETTER WORLD. THE SAGE ALSO WANTS TO BE FREE TO .
~ THINK FOR THEMSELVES AND TO HOLD THEIR OWN OPINIONS. AT WORST, THE SAGE IS : HSBC {I}
i DOGMATIC, ARROGANT, AND OPINIONATED. AT BEST, HE OR SHE BECOMES A GENUINELY
- ORIGINAL THINKER AND ACHIEVES REAL WISDOM.

SAGE BRANDS CONNECT WITH THIS DESIRE TO UNDERSTAND THEIR WORLD AND HELP TO = dw
ENLIGHTEN CONSUMERS. THEY ARE OFTEN DIGNIFIED AND SUBDUED, WITH AN AIR OF &
ELITENESS.

SAGES OFTEN EXPRESS A HIGH NEED FOR AUTONOMY. FREEDOM AND INDEPENDENCE
ARE KEY VALUES OF SAGE BRANDS.

OFTEN SAGE BRANDS PROVIDE EXPERTISE OR INFORMATION, OR ENCOURAGE
CUSTOMERS TO THINK. THEY ARE OFTEN BASED ON ESOTERIC KNOWLEDGE.




INNOCENT - RENEW OR RETAIN FAITH P ’ \
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THE INNOCENT IS THE MOST FEMININE OF THE ARCHETYPES:; SHE IS OPTIMISTIC,
|NNC‘CENT MND F;‘UF{E .‘-\Lur\{cﬁ 8E|:|Nr L_”:_ f I\ 'U IN P E' oP Ll:_ AND l_|F"—

THE INNOCENT SEES THE F-'-‘C"ENTI:“«L FOR BEAUTY IN ALL THINGS, AND INSPIRES PEOPLE
TO SEEK OUT THE WONDRQUS SIDE LIFE. SHE IS THE SPONTANEQUS, TRUSTING CHILD
THAT, WHILE A BIT DEPENDENT, HHS BOUNDLESS OPTIMISM.

THE PROMISE OF INNOCENT BRANDS IS THAT LIFE NEED NOT BE HARD, AND MOST TRY
TO ENDOW THAT OPTIMISM AND GENTLENESS IN THEIR CONSUMERS. INNOCENT ADVERTS
OFTEN APPEAL TO NOSTALGIA, TAPPING INTO STRONGLY INTO THE EMOTIONS.

OFTEN INNOCENT BRANDS FOCUS ON THE PURITY AND SIMPLICITY OF THEIR INGREDIENTS,
INSTEAD HARD RATIONAL BENEFITS. THEY OFFER A SIMPLE SOLUTION TO AN
IDENTIFIABLE PROBLEM AND ARE ASSOCIATED WITH GOODNESS, MORALITY, SIMPLICITY,
NOSTALGIA OR CHILDHOOD

GHTFORWARD VALUES AND 2

INNOCENT BUSINESSES HAVE STR
HONEST AND RELIABLE.

SEEN AS TRUTHFUL,




EXPLORER SEARCH FOR AUTHENTICITY g
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THE EXPLORER IS CHARACTERIZED BY BEING INDEPENDENT, ADVENTURQUS, AND DARING,
AND REPRESENTS SELF-DISCOVERY, TRIAL, AND CHALLENGE. WHEREAS THE QUTLAW
ARCHETYPE CHALLENGES SOCIETY, THE EXPLORER IS OUT TO FIND HIMSELF, AND WHAT
IS THE RIGHT THING FOR HIM TO DO

EXPLORERS HAVE A STRONG NEED FOR SELF-SUFFICIENCY - AND TEND TO WANT TO
BE FREE OF THE ESTABLISHMENT. HE IS DRIVEN BY A DESIRE FOR LIFE-ALTERING
EXPERIENCES.

HOWEVER. WHEREAS THE HERO BRAND MAY FIGHT TO CHANGE THE WORLD, THE
EXPLORER BRAND MORE TYPICALLY WANTS TO LIVE THEIR LIFE BY THEIR OWN VALUES.

EXPLORER BRANDS REPRESENT THIS INTERNAL QUEST FOR AUTHENTICITY, AND ARE
OF TEN LESS OVERT THAN HERO / OUTLAW BRANDS. EXPLORER BRANDS OFTEN HELP
PEOPLE FEEL FREE, NONCONFORMIST OR PIONEERING AND HELP PEOPLE EXPRESS
THEIR INDIVIDUALITY

HARLEY-DAVIDSON

Red Bull

AS A BUSINESS THEY ARE DRIVEN TO CREATE NEW AND EXCITING PRODUCTS OR -~
EXPERIENCES AND ARE OFTEN AHEAD OF THEIR TIME, WILLING TO TAKE TOUGH STANDS

FOR SOMETHING THEY BELIEVE IN.

HOLD QUT THE OMISE OF NEW EXPERIENCES, AND CHALLENGE CON:
AND BY TRYING THEM, THE CONSUMER LEARNS A LITTLE MORE




HERO - ACT COURAGEQOUSLY

THE HERO IS STRONG, CONFIDENT, DISCIPLINED, AND COURAGEQOUS. HE IS AT THE
HEIGHT OF HIS POWERS, FIGHTING BATTLES AGAINST EVIL FORCES, AND FREEING THE
WORLD FROM OPPRESSION.

HE REPRESENTS POWER, HONOUR, AND VICTORY, AND HE TRIUMPHS OVER EVIL,
ADVERSITY, OR A MAJOR CHALLENGE. IN DOING SO, HE IS AN INSPIRATION TO US ALL,
SHOWING WHAT IS POSSIBLE IF WE BELIEVE. MORE THAN ANY OTHER ARCHETYPE, THE
HERO REPRESENTS ACTIVE SUCCESS. FOR THE HERO, TO KNOW AND TO ACT ARE ONE.

HERO BRANDS OFTEN SPEAK TO US IN LANGUAGE THAT HELPS INSPIRE US TO ACHIEVE.
THEY MAY HAVE STARTED LIFE OUT AS THE CHALLENGER BRAND, THOUGH STRONG
ONES WILL RETAIN HEROIC STATUS EVEN WHEN THEY HAVE BECOME MARKET LEADER.

HERO BUSINESSES OFTEN CREATE INNOVATIONS THAT WILL HAVE A MAJOR IMPACT ON
THE WORLD AND CAN SOLVE A MAJOR SOCIAL PROBLEM OR ENCOURAGE OTHERS TO
DO SO.

DURACELL
N







