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Abstract 
 
 
Archetypes, as defined by Carl Jung, are "a universal and recurring image, pattern, or 

motif representing a typical human experience." Thus they are thoughtful representations 

of human characteristics that essentially describe universal human motivations. In 

advertising, archetypes have been used to help define brands and present them to 

consumers in a meaningful way. This report proposes to validate the usage of 

archetypes as a tool to bolster the storytelling aspect of brands to the consumer. The 

suggestion here is that brands that are challenged in reaching today’s complex global 

consumer can evoke the desired brand meaning by incorporating values of the 

appropriate archetypes. The author also believes that understanding an individual’s 

archetypes can help uncover insights that relate to aspects of their values and attitudes 

for brands and, in that way, those archetypes can be a reasonable predictor of affective 

reactions to symbolic advertisement communication. 
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INTRODUCTION 

In the complex and competitive world in which we live, where technological and 

cultural change happens at a rapid rate, it becomes difficult for brands to remain relevant 

and to give a value proposition of meaning to individuals. We live in an era that 

embodies rapid change. Technology and globalization have expanded the ways of 

economic development and cultural diffusion. Thomas Friedman in his book entitled “The 

World is Flat” argues that globalization has flattened the playing field, in a sense that 

technological advancements have empowered businesses and individuals that 

previously were quite separate and remote to compete globally. Friedman argues that 

Globalization 3.0 would be more and more driven not only by ‘individuals’ but also by a 

much more diverse –non white- group of individuals.  Clearly, citizens from every corner 

of the “flat world” are being empowered. Globalization 3.0 makes it possible for many 

more people to plug in and play, and Friedman points out that we will see every color of 

the human rainbow take part (Friedman, 2006). This is not just about globalization in 

institutional, economic, political, or legal terms, but also about globalization in the cultural 

sense (Juszczyk, 2000). This consolidation of culture and an enhanced awareness of the 

differences is easily seen today in music and film, literature and art, fashion and 

manners as well as work and leisure.  These radical cultural and technological changes 

also suggest that changes are needed in advertising and branding methods so that 

contemporary audiences may be impacted effectively  

As we move from a society that passes from the tangible to the intangible, from 

the industrial revolution of mass production, to the intangible differentiators that create a 

value proposition, brands become more and more compelled to be meaningful and 
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increase their intangible value to compete in today’s market. This same concept is 

discussed in James Twitchell’s book “Branded Nation”. Twitchell points out that after the 

industrial revolution, when there were massive surpluses, needs were effectively met 

and wants and desires became central. Stories attached themselves to fast-moving 

consumer goods.  

Story telling is the core of culture and mass communication has been a way that 

stories have been transmitted (Twitchell, 2004). We have long communicated to one 

another through writing, sculpture, painting, and music. In our contemporary information 

age, much of our time and attention is dominated by movies, television, and the Internet 

(Bogart, 1991). The stories and characters that appear in these media are essentially 

narratives that provide a means of sharing meaningful human experience with each 

other (Faber, 2008). Stories are all around us, we crave them and tend to include them 

in every form of our daily communication. In that same way, a good marketing plan is the 

one with a memorable story, while an ineffective one is quickly forgotten (Twitchell, 

2006). Therefore, brands have a story to tell, and enduring brands have been successful 

in telling that story by using archetypes. Whether through conscious intent or fortuitous 

accident, brands can create deep and enduring differentiation and relevance by 

embodying timeless archetypal meaning. In fact, the most successful brands always 

have done so (Mark & Pearson, 2001). 

Archetypes refer to imprints, hardwired into our psyches, which influence the 

characters we love in art, literature, the great religions of the world, and contemporary 

films. (Mark & Pearson, 2001). In marketing, a brand archetype is a genre you assign to 

your brand, based upon symbolism. The idea behind using brand archetypes is to 

anchor your brand against something iconic . . . something already embedded within 

both the consciousness and subconscious of your humanity (Schoenherr, 2012). 
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Building upon Jung's work, Pearson has created a system of 12 archetypes that put a 

human face on the meaning structures that are correlated with success and fulfillment 

today. Studying Pearson's archetypes is helpful in understanding how they may be used 

to bolster brand and consumer storytelling interactions. From the playful Jester to the 

restless Explorer, these characters embody the universal stories and journeys that all 

human beings share (Hartwell and Chen, 2012). No matter how much technology and 

globalization change the world, some things, like memorable storytelling will always 

remain universal. And for advertising, which attempts to convey meaning to products and 

services, these universal characters can help tell the stories of brands in a meaningful 

and relevant fashion. Therefore archetypes can be used for advertisers to know the 

brand and the consumer better and to engage in a meaningful connection between 

brands and consumers. Yet, it is important to understand that archetypes are part of a 

collective consciousness – better understood by some groups rather than others. 

In order to help determine if archetypes can help advertisers in their symbolic 

creative executions, this paper will investigate and uncover in depth information about 

archetypes, discuss real examples and case studies where archetypal theory has been 

used and propose their usage for advertising segmentation and strategic 

communication. The familiarity and adoption of a particular set of archetypes varies for 

people from different cultures, demographics and socioeconomic factors.  But in all 

cases archetypes, to be effective, must evoke some of the imagery associated with that 

concept as well as stimulate the emotional feelings conventionally associated and 

shared in the presence of that archetype. 

 

The structure of this paper is as follows. First, the paper reviews the literature 

about archetypes and describes how that construct helps branding and advertising 
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processes. Then the paper gives examples of each archetype using various print 

advertisements and online web pages. The manuscript continues with an overview of 

how archetypes help convey meaning that resonate with people from different cultures 

by explaining their specific applications to advertising agencies. The purpose of this 

study is to help the reader become more familiar with archetypes and understand how 

they function to help advertisers and their brands. Also, this paper will analyze some 

case studies relevant to archetypes, and some segmentation tools that can help with 

archetypal theory.    
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LITERATURE REVIEW 

 

 
The History of Archetypes 

Archetypes, defined by the medical dictionary, are the ideas, modes of thought, 

and patterns of reaction that are typical of all humanity and represent the wisdom of the 

ages. Others define them as simple truths that represent a holistic understanding of 

human motivation and universal needs (Puri & Kumar, 2010). They appear in personified 

or symbolized form in dreams and visions and in mythology, legends, religion, fairy tales, 

art and advertising. They are internal mental models of a typical, generic story character 

to which an observer might resonate emotionally (Jung, 1968). They provide meaning to 

our lives, they help us feel safe, have love, belong, find happiness, achieve, feel 

powerful; they address our fears of alienation, abandonment, ineffectuality and 

emptiness (Puri & Kumar, 2010). Examples of archetypes include the Hero, the Jester, 

and the Sage, and they have been proposed as key elements in a common language 

involving the stories that people tell one another (Campbell, 1949). People who hear 

such stories may respond quite differently to a figure such as the Hero, and those 

patterns of differential response may represent important personality or cultural qualities 

(Faber, Mayer, 2011). 

Psychiatrist Carl Gustav Jung in his research to explain certain behavioral 

patterns shared among individuals originally introduced the concept of archetypes. Jung, 

is perhaps one of the most important psychologists in the 20th century, perhaps second 

only to Sigmund Freud. Jung is credited for his research on the unconscious mind, the 

categorization of introverted and extroverted individuals, and his radical theory of 

archetypes. Jung believed that archetypes are pieces of life itself –images that are 
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integrally connected to the individual by the bridge of emotions. Jung saw that there are 

three psychic levels in human personality - the level of conscious and unconscious, but 

the unconscious was divided into two categories, the personal unconscious and 

collective unconscious, where archetypes reside (Adamski, 2011). According to Jung, 

the contents of the collective unconscious have never been in consciousness, and 

therefore have never been individually acquired but owe their existence exclusively to 

heredity. Whereas the personal unconscious consists for the most part of complexes, the 

content of the collective unconscious is made up essentially of archetypes (Jung, 1968). 

Themes of archetypal images are the same for all cultures, are common to all people of 

different ages, and races and correspond to the phylogenetically conditioned part of the 

human structure (Jung, 1968). 

Jesus Saiz, in his article “From Moscovici to Jung”, points out that the way that 

Jung considered the activation of the archetypes was, precisely, following two key 

principles in his theory: compensation and equilibrium of the opposites. The first refers to 

homeostatic actions of the unconscious mind, in which, similar to the human body, the 

mind seeks to find equilibrium in the human psyche of the subject. For example, 

according to Jung, a person that is truly introverted might seek unconscious 

compensation in his dreams by seeing himself as someone extroverted. In this way 

equilibrium is derived from compensation and implies polarity and dichotomy in each 

aspect of personality. Therefore, the manifestation of certain archetypes is in the function 

of personal necessities and the psychosocial situations of the subject (Saiz, et al, 2007)  

 

 

The Use of Archetypes in Storytelling 
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 We enjoy and treasure storytelling - Even the phrase ‘let me tell you a story’ 

gives the recipient a spark of curiosity that can drive him (or her) to pay closer attention 

to the narrative which will follow. Aristotle said that Man is by nature a social animal and 

to that I would add that storytelling is Man’s inevitable form of social communication to 

express desires for individual psychological fulfillment. In that way, story telling is part of 

human nature. Whether stories are real of fictional, they trigger inner emotions, shape 

our role models, our imagination, our mental escapes and, to some extent, the ways we 

find of satisfying unfulfilled yearnings in our lives. 

  Cultures from all around the world use archetypes in their story telling. Fictions 

and symbols, aside from their value to the existing social order, are important to human 

communication (Severin & Tankard, 2001). Archetypes have been used not only to help 

psychoanalyze individuals, but also to help create meaningful creative works of fiction. 

According to Mark and Pearson, director George Lucas stumbled upon the writings of 

Joseph Campbell, author of “The Hero of a Thousand Faces”, which inspired his story of 

the Hero Luke Skywalker and his other characters in Star Wars. 

 In branding, archetypes are used to help define the personality of a brand and 

give it a proper voice to express the brand’s story to the consumer. Part art, part science, 

‘brand’ is the difference between a bottle of soda and a bottle of Coke, the intangible yet 

visceral impact of a person’s subjective experience with the product, the personal 

memories and cultural associations that orbit around it (Hawley, 2000). According to 

Mark and Pearson, archetype’s timelessness gives brands symbolic meanings of which 

people are less likely to tire.  As stated before, symbolic brands that have stood the test 

of time have done so because of their expression of archetypes in their storytelling that 

helps brands become a consistent and enduring expression of meaning (Mark & 

Pearson, 2001). 
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Advertising typically has looked for an understanding of the cultural background 

and framework in which the ad will appear as well as into the prototypical narratives and 

myths that surround the audience being addressed. For example, past advertisements 

would include images of the dutiful wife as baker, care-taker and nurse maid – and these 

ads accompanied by images of the Marlboro man and a set of males posed as 

authoritative, dominant and always in control.     

 

 

The Twelve Archetypes Used in Branding 

In order to fully understand how to use archetypes in branding and advertising 

segmentation, we need to know the basic overview about each archetype and their 

drivers. The following information of the most common 12 archetypes used in branding 

was taken from the following books: “The Hero and the Outlaw” by Margaret Mark and 

Carol Pearson, and “Archetypes in Branding” by Margaret Hartwell and Joshua Chen. 

The illustrative print ads and online examples reflect the author’s judgment and 

knowledge concerning archetypes. 

 

 

The Explorer 

The Explorer is motivated by a powerful craving for new experiences and will do 

almost anything to avoid boredom and entrapment, even if it means not knowing what 

might be coming next. Innovative and ambitious, the Explorer seeks different 

perspectives and expanded horizons. The Explorer is known to push boundaries and 

delight in unexpected discoveries, embracing a “no limit” philosophy (Hartwell and Chen, 

2012). 
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Core desire: the freedom to find out who you are 

through exploring the world. 

Goal: to experience a better, more authentic, more 

fulfilling life. 

Greatest fear: getting trapped, conforming, inner 

emptiness, nonbeing. 

Strategy: journey, seek out and experience new things, 

escape from entrapment and boredom. 

Trap:  aimless wandering, becoming a misfit. 

Gift: autonomy, ambition, ability to be true to one’s own 

soul.  

Shadow: being so alienated, you cannot find any way to 

fit in. 

(Mark & Pearson, 2001). 

 

Examples: John Muir. Huckleberry Finn. Star Trek. Starbucks. PBS. Patagonia. Global 

Exchange.   

Print ad example: 

 

Figure 1: tarot card 
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                    Figure 2: Jeep print ad 

An example of a print ad that talks to the Explorer is the following Jeep ad. This ad 

communicates the ideas of freedom and adventure that only a Jeep vehicle can provide 

to the driver, with a copy that reads “there’s only one”. In this ad, a Jeep vehicle is the 

only instrument that will allow the consumer to engage in these adventures of exploration 

and the journey that he constantly goes through in search for meaning. 

Online example:   

 

Figure 3: Image of hotwire.com 
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Hotwire portrays to online consumers the possibilities of travel, discovery and adventure 

that the online travel-booking service can provide while maintaining their value 

proposition of affordability. 

 

The Innocent 

The Innocent is pure, virtuous and faultless, free from responsibility of having 

done anything hurtful or wrong. Having little knowledge or experience of the world, the 

Innocent demonstrates great trust and optimism, as well as an unbridled sense of 

wonder. This archetype’s glass is always half full. The innocent lacks guile and 

corruption and seeks the promise of paradise (Hartwell and Chen, 2012). 

 

Core desire: to experience paradise. 

Goal: to be happy. 

Fear: doing something wrong or bad that will provoke   

punishment 

Strategy: do things right 

Gift: faith and optimism.  

Shadow: denial, repression 

(Mark & Pearson, 2001). 

 

Examples: Forrest Gump. Dorothy (the wizard of Oz). Disney.  

Figure 4: tarot card 
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                Figure 5: Disney print ad 

This Disney ad depicts the message of living in a fairy tale. The copy that reads “Where 

every Cinderella story comes true” communicates that you have to have faith and that in 

the end everything will workout. Some of the unique qualities of the Innocent are to 

believing in second chances, in renewal and happy endings and this ad speaks to all of 

those qualities. 

Online Example:  

 

                Figure 6: givesmehope.com image 

Givesmehope.com is a website that is dedicated to show positive posts from users that 

exemplify good deeds and real life positive experiences. Its ‘see the glass half full’ 

perspective is to make people realize that there are good things happening everyday.    
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The Sage 

Throughout the ages, people have sought the advice and council of Sages, given 

their ability to transcend the personal in order to discern and uncover symbols and signs 

hidden in life’s challenges. Generous of spirit yet discriminating, the sage gently shares 

great wisdom with compassion and mercy so that teaching may facilitate a path where 

mistakes are not repeated. This archetype combines objective analysis with the capacity 

to weigh many factors and the inclusion of expert opinion while inherently remaining a 

pragmatic skeptic (Hartwell and Chen, 2012).  

 

Core desire: the discovery of truth. 

Goal: to use intelligence and analysis to understand 

the world. 

Greatest fear: being duped, mislead; ignorance. 

Strategy: seek out information and knowledge; 

become self-reflective and understand thinking 

processes. 

Trap: can study issues forever and never act. 

Gift: wisdom, intelligence. 

Shadow: dogmatism, ivory tower, disconnection from 

reality 

(Mark & Pearson, 2001). 

 

Examples: Confucius. Homer. Yoda (Star Wars). Harvard. Stanford. The New York 

Times. NPR. 

Figure 7: tarot card 
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Print ad example: 

 

Figure 8: The Economist print ads 

This print ad communicates the concept of getting smarter by reading The Economist. It 

clearly speaks to the motivations of the Sage to gain knowledge and expand your 

intelligence as much as possible. 

Online Example: 

 

Figure 9: Lynda.com image 
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The website Lynda.com consists of online tutorials on a variety of topics from business 

to photography. The site’s message is quite simple: to learn. 

 

The Hero 

The Hero acts to redeem society by overcoming great odds in service to 

successfully completing extraordinary acts of strength, courage and goodness. The Hero 

is admired by those who appreciate the self-sacrifice, stamina and courage required to 

triumph over adversity and evil (Hartwell and Chen, 2012). 

 

Desire: prove one’s worth through courageous and 

difficult action. 

Goal: exert mastery in a way that improves the world. 

Fear: weakness, vulnerability, “wimping out” 

Strategy: become as strong, competent, and powerful as 

you are capable of being. 

Trap: arrogance, developing a need for there always to 

be an enemy. 

Gifts: competence and courage. 

 Shadow: ruthless and obsessive need to win 

(Mark & Pearson, 2001). 

 

Examples: Hercules. Luke Skywalker (Star Wars). U.S. Army. Nike.  

Figure 10: tarot card 
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Print ad example: 

 

                Figure 11: Marines.com ad 

This print ad that speaks to the Hero since it depicts the notion of combating injustice 

and winning for the good of the world. The ad represents the Hero’s journey of trials and 

difficulties that he must face in order to go through with his ideals and resolve. 

Online Example: 

 

               Figure 12: invisiblechildren.com image 

The webpage InvisibleChildren.com is intended for people to reach awareness of 

children abuse and take action to make a change on these types of injustices. The online 
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campaign mainly consisted on sharing an online video on social media to evoke 

consciousness and heroism in people. 

 

The Outlaw 

The Outlaw is a force to be reckoned with, representing the voice that has had 

enough. The Outlaw is the reminder of conscious and consciousness, inspired by a need 

to bring issues to the forefront. This archetype is a key to social change, acting as a 

harbinger of fresh perspectives, new outlooks, aspirational change and awakening. A 

rule breaker, the Outlaw challenges convention by questioning the status quo and 

pushing the envelope. With bold leadership, courage and power, the Outlaw hopes to 

dispel others’ fear of victimization (Hartwell and Chen, 2012). 

 

Core desire: revenge or revolution. 

Goal: to destroy what is not working (for the outlaw or 

the society) 

Fear: being powerless, trivialized, inconsequential 

Strategy: disrupt, destroy, or shock 

Trap: to go over to the dark side, criminality. 

Gift: outrageousness, radical freedom.  

Shadow: criminal or evil behavior 

 (Mark & Pearson, 2001). 

 

Examples: Che Guevara. Malcolm X.  Muhammad Ali. MTV. Harley Davidson. 

Print ad example: 

Figure 13: tarot card 



 18 

 

           Figure 14: Harley Davidson print ad 

A rebel/outlaw ad, like this one from Harley Davidson, depicts a tone of radical freedom 

and a visual appeal of running wild, both by spirit and appearance. It’s copy that reads 

“May wind be the only product in your hair” communicates the excitement and promise of 

a motorcycle ride and the lifestyle and freedom the brand “Harley” represents.  

Internet example:  

 

                             Figure 15: Thepiratebay.com image 
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An online example of the Rebel archetype is the website The Pirate Bay. This web page 

is the world’s largest b-torrent tracker and is used to download any files that are 

previously uploaded by users. Think of Pirate Bay as a Napster on steroids, capable of 

downloading almost anything for free. Much like its name implies, The Pirate Bay is 

meant to represent radical freedom, to question authority and disrupt the system. 

 

The Magician 

Driven to understand the fundamental laws of the universe in order to make 

dreams into reality, the Magician connects to experiences and synchronicity, “flow” and 

oneness, with a curiosity about the hidden workings of the universe. The Magician 

associates and aligns with truth to create mutually beneficial outcomes. Using ritual and 

forces from above and beyond, the Magician manifests ideas into reality, transforming 

the earthly plane for good. Able to accomplish magic from the inside out, the Magician 

gets results outside of the ordinary rules of life (Hartwell and Chen, 2012). 

 

Core desire: knowledge of the fundamental laws of 

how the world or universe works. 

 Goal: make dreams come true. 

Fear: unanticipated negative consequences. 

Strategy: develop vision and live it. 

Trap: becoming manipulative 

Gift: finding win-win outcomes 

Shadow: manipulation, sorcery (Mark 2001). 

Figure 16: tarot card 
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Examples: Merlin. Benjamin Franklin. Xbox. MasterCard. 

Print ad example: 

 

                                  Figure 17: muar.ru print ad 

This print ad is a good example of the portrayal of symbolic meaning and tone relative to 

the Magician. The copy reads, “discover the full story” in reference to the want of the 

Magician to see through illusions and know how things work for his own benefit. The 

visual makes us appreciate how there is more than meets the eye for this beautiful 

building. 
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Online example: 

 

                Figure 18: Ted.com image 

TED.com is intended for people to observe interesting presentations that can inspire and 

inform. A Magician that seeks to know how things work to develop his vision can relate 

to TED.com and use it as a tool or catalyst for his mental manifestations.  

 

The Regular Guy 

Driven by a need to feel a sense of belonging, the Regular Guy believes that 

everyone matters equally, regardless of status, age, ethnicity or creed. Like a good 

neighbor, the Regular Guy seeks to do the right thing, with no need for heroics or 

adventure. This archetype understands that joy can be found in what may be called 

ordinary or normal, and sees virtue in the appreciation of each moment for its own sake. 

Presenting little artifice, the Regular Guy is practical, down to earth, accessible, 

dependable, kind and in general can be described as “real” (Hartwell and Chen, 2012). 
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Core desire: connecting with others. 

Goal: to belong, fit in. 

Fears: standing out, seeming to put on airs, and 

being exiled or rejected as a result. 

Strategy: develop ordinary solid virtues, the 

common touch, blend in. 

Trap: give up self to blend in, in exchange for only a 

superficial connection.                                                                                                                   

Gift: realism, empathy, lack of pretense. 

 Shadow: the victim who is willing to be abused 

rather than be alone, or the lynch-mob member, 

willing to go along with abuse in order to be one of 

the gang.  

(Mark & Pearson, 2001). 

      

 Examples: Jimmy Stewart. Ron Weasley (Harry Potter). Ikea. 

Print ad example: 

Figure 19: tarot card 
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                  Figure 20: Gardena print ad 

This Gardena ad with a copy that reads “The world’s quietest lawn mower” is intended to 

communicate peace of mind, tranquility and the avoidance of unnecessary attention (like 

loud noise). The visual represents a man cutting down the noise and making everything 

fit in with peace and quiet.   

Online Example: 

 

             Figure 21: craigslist.com image 
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Craig Newmark, while feeling isolated when he moved to San Francisco, created 

Craigslist.com with the intention of getting communities to come together and connect 

with each other. The webpage is a good example of the Regular Guy archetype that 

exemplifies the motivations of fitting in without being pretentious. 

 

The Lover 

The Lover possesses an unbridled appreciation and affection for beauty, 

closeness and collaboration. Their beliefs tend to be based on emotions that transcend 

time and live through the senses, manifesting in an uncanny knowing that love is the 

highest experience that earth has to offer. This archetype revels in the joy and delight of 

the sensory and sensual experience (Hartwell and Chen, 2012). 

 

Core desire: attain intimacy and experience sensual 

pleasure. 

Goal: being in a relationship with the people, the 

work, the experiences, the surroundings they love. 

Fear: being alone, a wallflower, unwanted, unloved. 

Strategy: become more and more attractive-

physically, emotionally, and in every other way. 

Trap: doing anything and everything to attract and 

please others, losing identity. 

Gifts: passion, gratitude, appreciation, commitment. 

Shadow: promiscuity, obsession, jealousy, envy, 

Puritanism. 

(Mark & Pearson, 2001). 

Figure 22: tarot card 
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Examples: Jean Paul Sartre. Romeo and Juliet. Chanel. Haagen- Dazs. 

Print ad example: 

 

                                                Figure 23: Durex print ad 

The Lover reflects motivation for belonging, and to experiment passion. This sensual and 

provocative ad from Durex is intended to evoke those qualities in its communication 

strategy. 

Online Example: 

 

                              Figure 24: Zoosk.com image 
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Zoosk.com is an online dating site that is intended to help people that seek a relationship 

and perhaps more passion in their lives. On the site people can create a profile and 

connect with other individuals that share the same needs for connectedness. 

 

The Jester 

Joyfully living in the moment, the Jester seeks to lighten up the world. The Jester 

is motivated to play, make jokes and be funny and to turn things on their head. Able to 

bend perspective, twist meanings and interpret events and people in surprising ways, 

the Jester can speak truth to those in power and authority. The Jester appreciates 

beauty, change, surprise and wicked intellect (Hartwell and Chen, 2012). 

 

 

Core desire: to live in the moment with full enjoyment.  

Goal: to have a great time and lighten up the world 

Fear: boredom or being boring 

Strategy: play, make jokes, be funny. 

Trap: frittering away one’s life. 

Gift: joy  

Shadow: self-indulgence, irresponsibility, mean-

spirited prank 

(Mark & Pearson, 2001). 

 

Examples: The Cat in the Hat. Dave Chappelle. Skittles.  

Print ad example: 

        Figure 25: tarot card 
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                                                   Figure 26: Pepsi print ad 

This Pepsi ad communicates the notion of being fun and living in the moment. The 

Jester is not simply about laughs and jokes, it is also about living life at it’s fullest. The 

copy “live for now” and the fun colorful visuals communicate that notion. 

Online example: 

 

                              Figure 27: collegehumor.com image 
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An online example of the Jester is the webpage CollegeHumor.com that includes a 

library of online humorous videos that are intended to make fun of various daily life 

themes and topics. CollegeHumor.com is one of the most popular websites of funny 

videos for people to lighten up and enjoy a good laugh. 

 

The Caregiver 

The one word description for the caregiver is altruism: the unselfish concern 

and/or devotion to nurture and care for others. This archetype is motivated to serve and 

to provide reassurance, advice, a listening ear and an open heart to support the welfare 

of others. The Caregiver is compassionate, generous, efficient, self-sacrificing, and 

patient. Able to find the silver lining in any cloud, the Caregiver remains calm in any 

crisis, makes friends with everyone and radiates the lightness of optimism (Hartwell and 

Chen, 2012). 

 

Desire: protect people form harm 

Goal: to help others 

Fear: selfishness, ingratitude 

Strategy: do things for others. 

Trap: martyrdom of self, entrapment of others 

Gift: compassion, generosity. 

            Shadow: martyrdom, enabling, guilt-tripping 

 (Mark & Pearson, 2001). 

Examples: Mother Nature. Marry Poppins. Dove. Campbell’s Soup. 

Figure 28: tarot card 
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Print ad example: 

 

                         Figure 29: France Adot print ad 

The root of the Caregiver is about self-sacrifice for the wellbeing of others. This print ad 

speaks exactly to that notion. In this ad one can see the positive outcomes of organ 

donors that want to help people in need. 

Online Example: 

 

Figure 30: firstgiving.com image 

Firstgiving.com is a website that is dedicated to help people find their preferred 

organization to make donations online. The website is all about having conscious and 

sacrificing a little of yourself for the good of others. 
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The Ruler 

The Ruler represents power and control and is motivated to lead. Able to 

successfully drive a vision in pursuit of challenging circumstances within constantly 

changing context, the Ruler calls on individuals and society at large to step up and take 

responsibility for the world we create. Seen as confident, commanding, and powerful, the 

Ruler is large and in charge, infused with a sense of status and achievement (Hartwell 

and Chen, 2012). 

 

Desire: control 

Goal: create a prosperous, successful family, 

company, community     

Strategy: exert leadership 

Fear: chaos, being overthrown 

Trap: being bossy, authoritarian 

Gifts: responsibility, leadership 

 Shadow: Tyrannical or manipulative behaviors 

(Mark & Pearson, 2001). 

 

Examples: The U.S. Dollar. Mufasa (The Lion King). Rolls-Royce. British Airways. 

Print ad example: 

Figure 31: tarot card 



 31 

 

                 Figure 32: Febreze print ad 

One of the key characteristics of the Ruler archetype is control. This print ad visually 

speaks how your territory and control over your kingdom (home) is jeopardized by the 

aroma presence of your pet. The copy reads “get your home back”, a clear call to action 

to individuals like the Ruler that like order and control. 

Online Example: 

 

                    Figure 33: Microsoft Dynamics image 
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Microsoft Dynamics is a software tool that is intended to help managers and 

business owners take control of their business with planning tools for 

enterprise business and customer relationship. 

  

The Creator 

The Creator has a passionate need for self-expression, to be a cultural pioneer. 

Creating offers a mean of dealing with how out of control the world seems. The Creator 

is highly imaginative, with a developed sense of the aesthetic. This archetype often 

appears in environments that are reflective of good taste and a unique point of view. On 

a quest to create things and expressions of lasting value, the Creator constantly seeks to 

acquire new skills (Hartwell and Chen, 2012). 

 

Desire: create something of enduring value 

Goal: give form to a vision 

Fear: having a mediocre vision or execution 

Strategy: develop artistic control and skill 

Task: create culture, express own vision 

Trap: perfectionism 

Gift: creativity and imagination 

Shadow: overly dramatizing your life, living a soap 

opera 

(Mark & Pearson, 2001). 

 

Examples: Wolfgang Amadeus Mozart. Walt Disney. Adobe. LEGO. Pinterest 

Figure 34: tarot card 
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                Figure 35: Lego print ad 

This print ad depicts a blank canvas and a Lego piece in the distance with a copy that 

reads “imagine…”. The ad clearly speaks to the infinite possibilities of creation and 

imagination that encompass the Creator archetype. 

Online example: 

 

Figure 36: Adobe.com image 

Adobe creative suit is perhaps the most popular set of software tools for creative people 

to design and give form to their creative manifestations. 
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Archetypes and Advertising Segmentation 

Archetypes can help brands become symbolic and they can also help marketers 

understand their consumers in a deeper and more meaningful way. (After all, the theory 

of archetypes was proposed by Jung to help understand what drives the behavior of 

individuals.) In the industry of advertising, which mostly entails meaningful business 

driven communication, what better way to segment a group of people then 

understanding their embedded patterns of likeable stories that they share and the 

personality qualities that relate to those stories. If archetypes can give us good insights 

on the consumer’s mind and their storytelling likeability then advertising planners can 

segment target populations in a way that grabs the common drivers of behavior of a 

group of people and uncover rich insights on how to best communicate to them. 

 Segmentation is the process of dividing a larger market into smaller pieces based 

on one or more meaningful shared characteristics (Solomon, 2008). In order to 

successfully address brand business communication advertisers and advertising 

agencies need to engage in market segmentation and the development of personally 

relevant messaging.   Demographic and psychographic segmentation have been used to 

help with the process of segmentation. But the idea of using archetypical segmentation 

may have a deeper connotation or meaning, proper understanding, and relevance to the 

communication of brands to the consumer. 

 In the marketing classic “Positioning” the authors said that the basic approach of 

positioning is not to create something new and different, but to manipulate what’s 

already in the consumer’s mind and to retie the connections that already exist (Ries & 

Trout, 1976). In that same way, this idea of positioning works well with Jung’s concept of 

archetypes as powerful forces in the collective and individual psyche. Archetypal images 
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signal the fulfillment of basic human desires and motivations and release deep emotion 

and yearnings. Therefore, an archetypal product identity speaks directly to the deep 

psychic imprints within consumers, sparking a sense of recognition and of meaning 

(Mark & Pearson, 2001).  

 According to Solomon, motivation is an internal state that drives us to satisfy 

needs. Once we activate a need, a state of tension exists that drives the consumer 

toward some goal that will reduce this tension by eliminating the need (Solomon, 2008). 

Abraham Maslow formulated a hierarchy of needs that categorizes motives according to 

five levels of importance, with the most basic needs on the bottom (e.g., survival) and 

the higher needs (e.g., self actualization) at the top (Maslow, 1970). Because archetypes 

are expressed as human desires and motivations, many groupings of archetypes exist in 

conjunction with Abraham Maslow’s hierarchy of human needs. Aside from the 

physiological needs, archetypes are grouped into four categories of: being, belonging, 

becoming and doing (Mark and Pearson, 2001). These four categories represent 

archetypes that are most important in the fulfillment of those basic human needs. This 

means that the same fundamental principles of motivation and need satisfaction can 

apply to the activation of certain archetypes in a consumer’s life cycle.   
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Figure 37: Maslow’s pyramid along with Mark and Pearson’s categorization of 

archetypes based on human needs and motivations. 

 

Traditionally, marketing has sought to understand users, and subsequently build 

relationships with them, by using various classifications and categories called 

demographics (Hartwell & Chen, 2012). Given the complexity of our information network, 

this has now evolved to psychographics, ethnographic and similar means of grouping, 

but these classifications are primarily understood in our left-brain, the cognitive realm. As 

a result of this cognitive orientation, the intuitive and instinctual aspects of being can be 

lost. The risk of a primary cognitive approach to branding and marketing is the 

undermining of a primarily creative spark, and possibly by extension, the business and 

brand’s humanity (Hartwell, Chen, 2012). By using – or at least exploring the use of 

archetypes - an advertising agency will not only consider the human aspect of brands, 

but it will also encompass classic ideas of advertising segmentation and brand 

positioning. 
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 Some of the problems with current advertising segmentation practices, according 

to Morris and Shmolze, are that they are, at best, approximations of tendencies within a 

segment, and at worst serious misrepresentations of the diversity within a particular 

segment. For example the authors of the study ‘consumer archetypes: A new approach 

to developing Consumer Frameworks’ say that a typical pen portrait might describe a 

character such as Justin, the twenty-something from the "Live to work" segment, who 

has a non-serious girlfriend, plays competitive sports, and uses aspirational Brand X. 

The use of pen portraits in marketing and advertising requires creating a fictitious 

character to enable you to “speak” directly to them. Creating pen portraits requires some 

data collection, a bit of imagination, and listening in the most complete sense of the term. 

According to Morris & Shmolze, while this type of description gives clients and agencies 

at least some of the information they need to work with, closer inspection of the "Live to 

work" segment may reveal that (for instance) 40 percent of the Justins are actually 

Justines, 30 percent are married, and most of them do little more exercise than walking 

to the pub with a sense of urgency. Whereas pen portraits mask the variation within a 

segment, archetype analysis seeks to highlight this by identifying several expressions of 

the same segment theme (Morris & Shmolze, 2006).Their process involved a micro 

segmentation of a target group that would ultimately leave 1 or 3 individuals that, 

according to them, represent the majority of the target group. After that they would 

retrieve their consumer archetype and gather a large amount of qualitative insights. In 

the end what is expected of consumer archetype segmentation is to remove those 

misrepresentations of the target audience from traditional segmentation and use a 

mindset approach that speaks to the common motivational denominators of a target 

audience represented in their inner archetypes. 



 38 

The Complexity of the Consumer’s Mind 

Marketers today also argue that many brands are not paying the necessary 

attention to the unconscious decision making realm of the consumer. Psychologist 

Robert Cialdini argues that we exist today in an extraordinary complicated stimulus 

environment, easily the most rapidly moving and complex that has ever existed. To deal 

with it, we need automatic shortcuts often performed by our unconscious behavior or at 

least consider that the observed behavior is hard to predict. Much like Cialdini mentions 

in the usage of automatic shortcuts to process an abundance of information, Malcolm 

Gladwell in his book “Blink” gives references to this same process of rapid decision-

making that happens behind the back door of our minds (Gladwell, 2005). Gladwell 

argues that sometimes our conscious mind does not know what we want, but our 

unconscious mind does. 

 On that same note, Harvard professor Gerald Zaltman works with what he calls 

deep metaphors. Deep metaphors are the fundamental frames or viewing lenses that we 

use to orient ourselves to the world around us. They work largely below awareness in 

our unconscious minds. To Zaltman these deep metaphors are the common 

denominators, among consumers, that tap into your unconscious feelings about products 

and brands. He uses the technique called the Zaltman Metaphor Elicitation Technique. 

The process begins by giving an assignment to collect six to eight images that relate to 

the product or brand, and then goes to a two-hour interview that is designed to tap into 

different facets of the respondent’s thinking. Zaltman’s technique reinforces the power of 

visual images and the unconscious mental models carried within. Much like deep 

metaphors, archetypes are personality “stereotypes” that exist in our unconscious mind 

and have certain traits and predictable behaviors that can be recognized. Erofeev and 

Patterson suggest this notion by saying that archetypes resonate with us as they 
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represent patterns of experiences and emotions that, when externalized and personified, 

help us identify and characterize situations and how we might deal with them.  

 

How To Identify And Use Archetypes 

In the study entitled “Resonance of Archetypes in Media”, Faber and Mayer 

provided evidence that archetypes are a potentially important form of mental models, are 

influential in people’s lives and can reveal information about them through resonance to 

rich cultural stimuli. Their study consisted of a Rich Cultural Archetype Scale that 

revealed personal preferences in media and personality in general. In their discussion 

section, they propose that understanding and identifying these archetype mental models 

in individuals can be useful in knowing about an individual’s personality and his 

preferences and dislikes on certain specific stimuli at a deeper level (Faber & Mayer, 

2008). 

 Customers tend to be attracted when your brand is congruent with an archetype 

that is either dominant or emerging in their subconscious (Pearson & Mark, 2001). 

Therefore, if a symbolic advertisement is congruent with a dominant active archetype of 

a person, he or she will ultimately respond positively to the advertisement – i.e., they 

resonate with the advertisement. 

 There are many ways to know which archetypes are mainly active in an 

individual, but the most common instrument is the Pearson Mark Archetype Indicator. 

This indicator is the world's first scientifically validated archetype assessment tool, and it 

opens a window into the patterns of our unconscious stories and provides a path to self-

understanding (CAPT, 2012). It consists of 72 personal statements that represent key 

human motivators of each archetype (six per archetype). Some examples of those 
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statements are: “Competition energizes me”, “inspiration comes easily to me” or “I joke 

around a lot” etc. Respondents answer each statement with a 5-point likert scale, from a 

strongly disagree to a strongly agree. A strongly disagree answer is worth 1 point, every 

additional level of agreement is worth an extra point all the way to a strongly agree that 

is worth 5 points. At the end the total points are added revealing a total score of the 

points allocated to each archetype. Respondents’ total points agreement or 

disagreement with the statements indicates which archetypes are most active and most 

inactive in their lives. The most inactive archetype in an individual is called a shadow 

archetype.  The shadow archetype represents the archetype that is least consciously 

active in an individual. In the case of the Pearson-Matt Archetype Indicator, it is the 

archetype that has the lowest scores in the test. According to the PMAI, “your shadow 

archetype, for which you score the lowest, represents qualities that you may have 

repressed”. This archetype also provides potential energy for individuals to use and may 

also influence your unconscious behaviors (CAPT, 2012). An individual can have more 

than one active archetype at a time. Knowing which archetypes are active in the 

consumer can be a key element in market segmentation and the discovery of rich 

insights that can shape a meaningful branding story to them.  

 

Resonance and Compensation of the Opposites 

 In his book “Persuasion” psychologist Robert Cialdini argues that one factor of 

persuasion is the factor of similarity. We like people who are similar to us; this fact 

seems to hold true whether the similarity is in the area of opinions, personality traits, 

background, or life-style (Cialdini, 1984). With archetypes, being exposed to an 

advertisement that is similar and congruent to our active archetypes triggers that factor 

of liking and resonance. 
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On the other hand, Pearson argues that the power of archetypes does not 

necessarily mean just liking the portrayal of yourself in each ad. For example a woman 

who is juggling multiple roles may be empowered by the ability of the archetypal Hero to 

overcome great challenges or the Ruler to maintain order when chaos threatens. But she 

also may be attracted to archetypes that give her what she is craving, rather than those 

that simply reflect what she is experiencing. Thus, she may respond to the peace and 

simplicity of the Innocent or the erotic intensity of the Lover (Mark, Pearson, 2001). This 

falls into play in what Jung called the compensation and equilibrium of the opposites, in 

which you crave what you lack. 

 In the context of archetypes Mark and Pearson suggest that an assumption is 

made that resonance is to see mirror images of ourselves in advertising. Lacking that, 

we may not identify with the advertisements. Mark and Pearson also suggest that 

unfulfilled yearnings might lead people to respond on a deeper level concerning what’s 

missing, as opposed to what is already there. In this way, shadow archetypes can also 

be an important variable in achieving high resonance to advertising. 

 Sometimes a brand story involves a conversation between different archetypes. 

A Jester brand may want to reach out to a profitable market that has an Explorer 

mindset. Advertising agencies like LatinWorks, pay attention to these communication 

sensitivities and identify what are the things to avoid and things to emphasize in these 

types of conversations among archetypes. For example, a Jester brand talking to an 

Explorer consumer might emphasize the tonality and theme of the Explorer being 

amused and entertained by the playful Jester, but things to avoid or to keep in mind 

would be the risk of the Jester loosing his charm by telling the same type of jokes and 

fall into the trap of the Jester becoming obnoxious, ultimately making the explorer move 

on and keep on walking on his way to something new and different. 
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Using Archetypes Around the Globe 

Globalization and advances in digital technology are changing the rules of the 

game in advertising. We live in the epiphany of cultural change thanks to an increased 

online accessibility to be exposed to different cultural values throughout the globe, an 

increase in global cosmopolitan consumers and a recent increase in ethnic diversity in 

different parts of the world, including the United States. Because of this an embracement 

of cultural diffusion and cultural common denominators has been emerging. But, even 

though archetypes can be common stereotypical personalities that are universal 

throughout different cultures, the way that they are expressed may differ depending on 

the cultural values of different places around the world.  This means that the story of a 

Hero can have the same characteristics of bravery and resolve, but how the story is told 

depend on these cultural values. In this way, Hofstede’s cultural dimensions can be a 

great example of how different cultural values might be applied to work in congruence 

with the stories of archetypes and their associated human motivations.  

 
Figure 38: Hofstede’s cultural dimensions show the differences between 

cultures of the U.S. and China. 
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Professor Geert Hofstede conducted one of the most comprehensive studies of 

how values in the workplace are influenced by culture and the values that distinguished 

countries and their culture from each other could be grouped into four clusters called 

cultural dimensions (geert-hofstede.com). Hofstede’s cultural dimension gives us a 

snapshot of different cultural values for different countries. His dimensions include the 

following: Power Distance, Individuality vs. Collectivism, Masculinity vs. Femininity 

(assertiveness vs. modesty), Uncertainty Avoidance and Long-Term Orientation. If we 

combine these concepts of cultural values with archetypes, the stories that are shaped 

can have similar characters but with different cultural connotations. In figure 39 one can 

appreciate the different cultural dimensions of the United States and China, with one of 

their major differences being a society that is highly individualistic vs. one that is highly 

collective. Because of these different cultural values, the journey of the Hero archetype 

and the meaning of victory represented in the following ads is different (figure 39).  

 
 
Figure 39: In the left we have a Nike ad that represents the hero 

and his individual achievement with a visual of LeBron James and 

a copy that reads “we are all witnesses”, while in the right we have 

an Addidas ad for the 2008 Olympics that represents a collective 

support for the hero’s journey with a copy that reads “impossible is 

nothing”.  



 44 

 
 
 

What this example can tell us is that the same brand category that talks to the 

same archetype can reflect the core motivations of their target audience, but some 

considerations in their cultural values can shape the same story differently to adapt to 

the proper context of the cultural situation. In the end, even though cultural differences 

exist, the same human motivators of archetypal theory can be used with proper 

customization thanks to Hofstede’s cultural dimensions. 

  

According to Mehta, societies that are more Masculine and high on Power 

Distance will identify with the Ruler and Hero archetype. And on the other hand, 

societies that are low on Power Distance and more Feminine will identify with the Lover 

archetype (Mehta, 2006). Also, Societies with a long-term orientation will identify with the 

Sage and others with short-term orientation will clearly connect with the Jester. Mehta 

argues that an analysis of any culture can tell us which key archetypes will resonate well 

with that culture. But, to this I would impose the question. What happens when people 

from different cultures expand in a society and create a truly multicultural society. For 

example, in the case of the recent multicultural increase in the United States and its 

expected growth in the next 20 years, how will this affect Hofstede’s cultural dimensions 

for the United States? 
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The Multicultural Debate 

In today’s U.S. market landscape, the rapidly changing emerging markets of 

different cultures and market demographics have opened a plethora of discussions 

regarding how advertising agencies should remain relevant in its communication to its 

increasingly multicultural target audience. The radical changes in the five mega states of 

the U.S. have been the center of attention for many marketers that question what will be 

the best communication strategy to apply. For example, the increasing demographics of 

the Hispanic population has been a topic of debate in which some brands consider a 

general market approach whereas others consider that a Hispanic agency with a 

knowledge on cultural sensitivities should provide the necessary insights for a proper 

communication model. What both arguments seem to lack in their perspective is that the 

general market population, the Hispanic population and the total multicultural population 

are all changing in their values, their motivations, their goals in life and their mindset. 

According to the Census Bureau, there are around 50 million first generation immigrants 

in the United States. And even though there are a couple of theories of acculturation that 

intend to predict the outcome of cultural assimilation that will happen in the country 

based on past immigration, they seem to forget that there are unique factors in play like 

online worldwide connectivity that will enable unpredictable cultural changes in a way 

that will influence their world view and their aspirations. It is an interesting situation, on 

the one hand these advances in technology that enable communication from all around 

the world have enabled first generation immigrants to stay in touch with their culture, and 

with their relatives and friends that reside in other countries. On the other hand, second 

generation immigrants and the rest of the U.S. millennial population have much greater 
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levels of tolerance and acceptance, than previous generations, to other cultures and 

other sensitive subjects like gay marriage and multiethnic relationships, just to name a 

few. 

Again, the million-dollar question for marketers seems to be on how to be 

relevant in communicating to such a multicultural and ethnically diverse group of people. 

Thanks to the findings on this report, an answer worth exploring seems to be archetypal 

theory. If these universal characters exist in all of us, if they can be used to bolster 

branding and segment consumers and if they can be shaped and modified in little details 

to fit cultural values like Hofsteed’s cultural dimensions, then archetypes can be the 

universal common denominators among these divers and complex groups of people and 

be the foundation or starting point for advertising strategies. 
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CASE STUDY 

 

Kaspersky Lab- Russian Internet Security Company. 

Kaspersky Lab is one of the fastest growing IT security vendors worldwide. 

Today it is firmly positioned as one of the world’s top four leading antivirus vendors. 

(Kaspersky.com). Kaspersky Lab is an international group operating in almost 200 

countries and territories worldwide. The company is headquartered in Moscow, Russia, 

with its holding company registered in the United Kingdom. (Kaspersky.com) 

 
 
  
The Problem 

In 2009 Kaspersky ordered a study to QRi in order to uncover insights for their 

global brand strategy that included markets in the United States, United Kingdom, China, 

Russia, Brazil, Germany, United Arab Emirates and Spain (Patterson, 2012). 

In this case study, consumers from this category are known for having low involvement 

in this decision making process. Also, consumers usually have certain barriers that 

inhibit or restrict their vocabulary to insightfully describe their IT security concerns and 

needs 

 

The Solution 

By using archetype theory to look deeply into motivations and inhibitions within 

the category, a better understanding was gained of the symbolic and cultural 

environment surrounding Internet security. By understanding these personalities, the 

needed creative direction and execution was achieved among different consumer 

groups. 
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In their research they used projective techniques to dig deeper into customer 

attitudes to understand their inner thoughts and feelings, to help respondents express 

themselves, and tell stories about their perceived “ideal” Internet security brand (digital 

archetypes). Very similar to Zaltman’s elicitation technique, respondents of the study 

were asked to build a collage with images that represented their feelings, fears and 

motivations towards the category of Internet security.  

 

Figure 40: Collages made by the participants that tell the story of the brand category 

and that were later expanded upon with in depth interviews 

 

Overall, the first part of the research indicated that both business-to-consumer 

and business-to-business customers had an anxiety and uncertainty of how to defend 

themselves against these threats that are unexpected, and hoped for a capable brand 

that could provide protection and reassurance. The collages were further used to explore 

their archetypal visual story. In the end, the analysis of the total respondents imagery 

and in depth interviews indicated a tendency of this consumer group to evoke the 

archetypes of the hero, the caregiver and the magician. Meaning that respondents told a 

visual story of a magical heroic protector that would save them from the online dangers 

of the cyber space or of a guardian angel caregiver that would shield them from the 

threats.  
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According to Patterson, the insightful results have proven to be a good working 

model which has since been used for the elaboration of several business strategies for 

Kaspersky in the area of product design, communication and branding. Emotional 

messages that came from the consumer’s archetype story depictions made 

communication strategies to focus on the Protector/Guardian Warrior archetype and 

address the specific needs that customers required. What was most importantly 

observed from this study was that while corporate customers and individual consumers 

from different parts of the world are very different in terms of their knowledge, needs and 

behavior, they share a similar system of archetypes, therefore, one can develop a single 

brand for IT security based on the same emotional benefits, with only functional 

messages being differentiated depending on products alone (Patterson, 2012). 

 

 

Figure 41: Indicates an example of how Kaspersky has been using archetypal insights 

of the Warrior/Hero archetype by being sponsors of the Ferrari F1 team 
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Figure 42: Shows how Kaspersky has been using the insights of the protective 

Caregiver or guardian angel archetype. The ad reads “pure values need pure protection. 

Pure protection for your digital life”. 
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DISCUSSION 

 

 Using archetypes to give meaning to brands and segmenting consumers by their 

active archetypes can be a key element of achieving high resonance to advertising 

exposure and brand engagement. Past research has shown how archetypes are 

influential in people’s lives and in their levels of resonance to cultural stimuli (Faber and 

Mayer, 2008). Nonetheless, research on archetypes in the context of unconscious 

resonance to advertisement perception is something that is lacking, but if explored it can 

have great value to advertisers and the planning of successful creative executions. If 

indeed enduring brands have archetypal qualities and people’s archetypes are a factor in 

levels of resonance they show with regard to communication stimuli, then the precise 

understanding of how archetypes work and how they can help in meaningful advertising 

can open doors to advertising planners and advertising creative staff that would 

otherwise have been ignored. 

Discussions about archetypes and advertising are perhaps a delicate subject 

since their theory and usage are not usually part of academic research.  To some 

people, the meaning of archetypes mostly resides on the subjective arena of perception. 

While some marketers may consider Jeep to be an Explorer brand, others might 

consider it to be a Hero brand that challenges obstacles. Some marketers may consider 

consumer’s attitudes like ‘I like to stand out against the crowd’ to reflect Rebel-like 

characteristics, other marketers might consider those characteristics as traits of the 

Lover and their need for attention. It is important to point out that some marketers 

believe that brand’s archetypes can resonate with individuals that have a different 

archetype if the brand narratives appear in ways that fulfill their motivational yearnings of 
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both archetypes. For example, a Caregiver brand that likes to love and attend to others 

can also resonate with an individual that has the Lover archetype that seeks to be loved, 

seeks attention and acceptance.  

Overall, the usage of archetypes in advertising and branding should help as a 

compass to point out the proper direction for brands to be meaningful and shape 

interesting stories but their improper usage can be misleading for communication 

strategies.  Archetypes as a tool for advertisers are meant to evoke imagery and 

storytelling and to open up a conversation about the meaning and attachments of an 

archetype (Hartwell, Chen, 2012). For both advertising planners and advertising creative 

staff some knowledge of archetypes and what constitutes and drives each archetype 

may be helpful and suggest new avenues as they develop advertising campaigns and 

the choice of media vehicles.  
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CONCLUSION 

 

 The world and its population are changing thanks to the rapid developments in 

technology and its ability to bolster cultural diffusion. But, universal storytelling concepts 

have endured throughout the ages. In these stories lie the main behavioral mental 

models of archetype characters that – as Jung says  - we all have in our psyche. Since 

brands seek to increase their intangible value with good storytelling, the usage of 

archetypes that represents these enduring stories can help them achieve the positioning 

and attitude they desire. This writer believes that in advertising, finding the archetypes 

that are embedded in a target audience will help understand what triggers the desired 

audience’s behavior and what resonates with them. This report expanded on that idea 

and investigated how archetypal theory, when considered in advertising development, 

may well have additional impact to influence audience awareness, engagement and 

purchase.  Further research is needed to gain a better understanding of the contribution 

archetype concepts can make to strategic thinking and effective advertising execution. 
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