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W H Y  Y O U  N E E D  A  B R A N D  S T R A T E G Y

C H A P T E R  0 1  /  I N T R O D U C T I O N

“The reason it seems that price is all your customers care about is that you 
haven’t given them anything else to care about.” — Seth Godin

C H A P T E R  0 1   /   W H Y  Y O U  N E E D  A  B R A N D  S T R A T E G Y

F O R E V E R  S T U C K  I N  T H E  P R I C E  T R A P 

If there’s only one thing you take away from this guide, it’s 

this: if you don’t have a brand, you have a commodity. What 

is a commodity? A commodity is a basic good like grain, 

precious metals, electricity, oil, wool, cotton, cocoa or sugar. 

What do all commodities have in common? There is little, or 

no differentiation among them so they all sell for the same 

price. And the lowest price always wins! 

Branding matters because if you’re not a brand, you’re a 

commodity. Commodities compete on price and the lowest 

price always wins. If your not a brand you’ll always be forced 

to compete on price. 

In the absence of any differentiating factors, price becomes 

the only differentiating factor standing between you and 

your competitors. Your customers have nothing else to 

compare. They’re not mind readers. They don’t understand 

what value you have to offer. So, it’s your job to make them 

understand. It’s your job to advocate for your brand. It’s 

your job to demonstrate that your products and services are 

as awesome as they actually are. Don’t put the burden on 

your customers to figure it out for themselves. It’s not your 

customers job to understand you, it’s your job to understand 

them. 

If your hoping to win on price your boomed. Even if you 

succeed for a little while, you’ll always be scared. Because 

the reality is, someone else can always be cheaper. Cheap is 

for brands that can’t communicate their value. Cheap is for 

brands that have nothing else to offer. Cheap is a race to the 

bottom. As Seth Godin so wisely pointed out—“Cheap is the 

last resort for brands who haven’t given their audience 

something else to care about.”

Give your audience something else to care about. Craft a 

solid brand strategy and ensure you don’t end up competing 

on price.

B R A N D E D  P R O D U C T S  C O M M A N D  H I G H E R  P R I C E S 

When faced with choosing between two products - one 

generic, the other branded, potential customers often select 

the more expensive branded product as it has a higher 

perceived value based on the perceived value of the brand. 

The most obvious example of this is Nike vs a generic shoe. 

Because Nike has a high perceived value it can charge more 

for its products—and customers are happy to pay that high 

price. 

A Nike shoe retails for USD$180 (and higher) compared to a 

generic shoe from Kmart at USD$25. An unbranded Black T-

shirt retails for USD$10 at Target, compared to a Black T-

shirt from Gucci at USD$480. A Women’s black Tote Bag 

retails for USD$20 at Kmart, compared to a Prada Tote Bag 

at USD$2,840 (please note: all prices are approximate).

High perceived value equals a high price. Not actual value. 

But perceived value. 
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C H A P T E R  0 1   /   W H Y  Y O U  N E E D  A  B R A N D  S T R A T E G Y

Nike, Gucci, Prada and other brands are using the 

perceived-value pricing method. This is were a brand sets 

the price of a product by considering what product image a 

customer carries in their mind and how much they are 

willing to pay for it. In other words, pricing a product on the 

basis of what the customer is willing to pay for it. 

This is why having a brand strategy is so important. Brand 

perception is a huge driver of price. Branding is the process 

of communicating your value so more people can buy more 

of your product or service at a higher price. The idea is to 

communicate your value and influence your customers 

perceptions about your brand, so you can charge a price that 

reflects your value. Without a brand strategy you’ll always 

struggle to communicate your value and get paid what 

you’re really worth. 

S O  Y O U  C A N  M A K E  A N  I M P A C T

Without a solid brand strategy not only will you be limiting 

your chances of success, but more importantly limiting 

the impact you can make in the world, through your 

business. Running a business without developing a clear 

brand strategy is signing up to a lifetime of under-earning, 

being taken advantage of, attracting the wrong clients and 

struggling to make sales. Think of it as the foundation of 

your house. Would you build a house without first laying the 

foundation? What type of house would you expect to build 

without a solid foundation?

Gordon B Hinckley said it best: “You can’t build a great 

building on a weak foundation.” Without a solid foundation, 

you’ll struggle to create anything of enduring value. A brand 

strategy gives you a solid foundation from which your brand 

can grow and achieve your goals. 

Building a brand from the inside out that has meaning, 

values and personality forms the framework around which 

your brand can grow. Branding is about your reputation and 

making your audience feel safe in doing business with you. 

CREA TEHERS . COM

A business without a brand strategy lacks the framework of 

consistency from which trust and loyalty are built. 

C O N N E C T  & R E S O N AT E  B E T T E R

The times they are a-changin’. Today customers expect more 

from their brands. Customers are becoming more conscious 

of where and how their products are being produced. People 

want to buy from and work for brands that share the same 

values as themselves. Customers today are smarter. In the 

words of  Margaret Youngblood “They want to work for 

organisations they respect and which has the same values 

as they do. Consumers do not want to be marketed to or 

lied to now. They are demanding the facts and the truth. 

Consumers want to know what the company’s intent is. I 

think they want to know that now more than they ever have 

before. Brands can help us clearly communicate who we are. 

It’s become shorthand for who you are, what you’re like, and 

what you value (Brand Thinking and Other Noble Pursuits, 

Debbie Millman).” 

Authenticity, integrity, transparency, ethics—they’re not just 

buzzwords. Values matter. If a brand is seen to symbolise 

specific values, it will attract customers who believe these 

values. Having a solid brand strategy ensures you’ll connect 

with your audience on an emotional level and align your 

values with their values. 

W I T H  C L A R I T Y  C O M E S  C O N F I D E N C E

Once you start to gain brand clarity, you’ll see what 

huge impact this can have. Having the knowledge and 

understanding of your brand will give you a huge boost in 

confidence. When you don’t have brand clarity you’ll always 

struggle with your messaging and communication. If you 

feel uncomfortable in situations where you need to talk 

about your brand, you know something needs to change. 

You should be proud of your brand and stand 100% behind 

it. Your audience instantly knows when this is not the case. 

If you’re not convinced, how can you convince them? When 

you’re crystal clear on who you are and what you offer, 
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U N B R A N D E D B R A N D E D

M E N'S  B L A C K  T-S H I R T  -  TA R G E T M E N'S  B L A C K  T-S H I R T  -  G U C C I

U S D $10 U S D $480

U N B R A N D E D B R A N D E D

W O M E N'S  TOT E  B A G  - K M A R T W O M E N'S  TOT E  B A G  - P R A D A

U S D $20 U S D $2,840

T H E  P O W E R  O F  B R A N D I N G

B O O M !
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If you trace the concept of branding back to its origins, 

you can see why so many people get confused. The act of 

branding originated from the prehistoric age, more than 

4,000 years ago. The actual term ‘brand’ comes from the 

Middle Ages Nordic word brandr meaning to burn and refers 

to the practice of branding livestock. A distinctive symbol 

was burned into the animal’s skin to distinguish ownership 

of one person’s cattle from another’s in order to deter theft. 

Just like a branded symbol burnt into animal skin helps 

identify the owner, a logo allows us to identify the brand. 

It’s purely a form of identification. It’s function is simply to 

identify a product or service, not explain or sell that product 

or service. 

Meaning if you’ve only got a logo, you only have a form of 

identification. You don’t have a system to communicate 

your value. You don’t have a strategy to explain what 

you have to offer. You don’t have a strategy to sell your 

product or service. You don’t have a strategy to build a 

relationship with your audience. You don’t have a strategy to 

differentiate yourself in the marketplace. You don’t have a 

strategy to unite your audience. 

W H AT  I S  B R A N D I N G ?

Branding is the promise of consistent value, so your 

audience knows what to expect. It’s the combination 

of visual, verbal and emotional attributes that define 

your company and distinguish it from your rivals. These 

include the visual design, marketing, communications and 

messaging which make up every experience that people have 

with your business. And it should be consistent everywhere! 

Social media. Website. Advertisements. Stationery. Signage. 

Marketing. Packaging. Brochures. Business cards. Even down 

to how the receptionist answers the phone. Your brand 

permeates everything you do, everywhere.

If you purchase a Rolex watch you expect a certain level 

of quality and value. When you purchase a meal from 

C H A P T E R  0 1   /   W H Y  Y O U  N E E D  A  B R A N D  S T R A T E G Y

there’s clarity in your mind and in your customers mind. 

Once you have brand clarity, you’ll be able to talk about 

your brand with confidence and ease!

C L E A R  D I F F E R E N T I A T I O N

The reality is we’re bombarded with advertising, information 

and choices everyday. The competition today is intense. In 

order for your message to cut through the clutter you need 

to be able to clearly differentiate yourself from your rivals. 

Otherwise you’ll just get lost in the crowd. You become 

invisible. You must be unique so people remember you. 

If you look like your competitors, then guess what? You 

customer will shop around for the cheapest option. If they 

don’t see the difference, why would they choose you?

You need to stand out among your competitors in order 

to communicate your value. But how can you differentiate 

yourself from the crowd if you don’t really know who you 

are? This is why you need a brand strategy. You need to 

research your competitors and find your key points of 

difference and create clear differentiation in your market. 

You need to make it easier for you customers to make the 

right choice and choose you. 

Don’t pretend to be something you’re not. Do the work, find 

out who you really are and build on that. 

B E C A U S E  A  L O G O  I S  N O T  A  B R A N D

Let’s clear up the biggest misconception about branding. 

Your brand is not your logo. In fact, many companies do 

just fine without a logo. The reality is that many 

entrepreneurs think their ‘logo’ is their ‘brand’. This gets 

reinforced by graphic designers who advertise ‘branding’ 

work, when 

in fact they are actually designing a logo and matching 

business cards. Let’s be clear: if it doesn’t involve strategy, 

messaging, emotional appeal and visual identity—then it’s 

not branding. Branding begins with strategy, not design. 

CREATEHERS.COM



D I F F E R E N T I AT I O N 
If they don’t see the difference, 

why would they choose you?

I D E N T I F I C AT I O N 
A logo is purely a form of 

identification. It’s not a strategy. 
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What is your tone of voice?  

What are you core brand messages?

When you started out on your entrepreneurial journey did 

you dream of low profit margins? Slashing prices just to 

make a sale? Being a low cost producer? Struggling to pay 

the rent? Being lost in a sea of sameies? It’s safe to assume 

that you started your business in the hope that it would be 

successful, as most do. However, few position themselves 

well enough to give their business the best chance of 

survival, establishment and then success. 

This guide will give you every chance of brand success! 

At the end of this guide you’ll be able to answer all of 

these questions and have a written brand strategy. I’ve put 

together some one-of-kind exercises that you won’t find 

anywhere else. Let’s get started!

YO U R  P R O P O S I T I O N 

WORKBOOK: EXERCISE 1 .1

Ok grab a pen and let’s get started on your workbook. 

Firstly, flip over to Exercise 1.1 and fill out the table. Exercise 

1.1 is a basic overview of who you are and what you offer. It 

doesn’t have to be perfect, it’s just a place to start. By the 

end of this guidebook it’s going to look very different. I’ve 

included an example over the page, for a fictitious catering 

business called ‘Street Food Catering’.  

P R O B L E M S  & S O LU T I O N S 

W O R K B O O K: E X E R C I S E  1 .2

At a very basic level business is about solving problems. It’s 

simply the act of helping someone to solve a problem. That 

someone is your customer and the solution is your product 

or service. 

P R O B L E M  + S O LU T I O N  = O P P O R T U N I T Y

Meaning that if you can identify a problem and solve it you 

have a business opportunity. Now let’s get a little real here. 

You’ll only be successful if you’re willing to solve an existing 

C H A P T E R  0 1   /   W H Y  Y O U  N E E D  A  B R A N D  S T R A T E G Y

McDonald’s you also expect a certain level of quality and 

value. McDonald’s promises reasonably priced meals, ready 

to go, that are not that nutritious —but still, you know what 

to expect. 

If McDonald’s started building hotels tomorrow you’d also 

know what to expect. You can almost imagine them in your 

mind. They would be reasonably priced, clean, centrally 

located, family friendly and would be painted red and 

yellow. Same with Rolex. If Rolex opened a hotel tomorrow 

you’d also know what to expect. They would be expensive, 

luxurious and finely crafted with a 5 or 6 star rating. When 

Versace entered the hotel industry everyone knew what to 

expect—pure opulence. There were no surprises. That’s 

because they have a brand and they’ve carved out space 

in their customers’ minds. Their hotels are an extension 

of their brand - elegant, neoclassical and undeniably 

extravagant. If your business opened a hotel tomorrow 

would your customers know what to expect? 

D E F I N I N G  YO U R  B R A N D  S T R AT E G Y

Defining your brand is a bit like a journey of brand self-

discovery. It can be time-consuming and uncomfortable. But  

it’s so worth it in the end. In order to have a strategy you 

need to know the following: 

Who are you?  

What problem do you solve?  

What is your big why?  

What is your mission?  

What is your vision?  

Who do you serve?  

Who are your competitors?  

What are your key points of difference?  

What niche do you own?  

What are your core values?  

How are you improving your customers lives? 

What is your brand personality?  

What is your brand promise?  

CREATEHERS.COM
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problem that your customer has. If you can’t clearly identify 

your customers problem and how your product or service 

can solve this, then you don’t really have a business. 

However, if you offer products like makeup, jewellery, 

books, cupcakes or artwork the problem you solve may not 

be that obvious. But trust me, you still solve a problem. 

Don’t worry we’ll cover more of this in Chapter 7 & 8.

Flip over to Exercise 1.2 and fill out the table. List all of 

the problems your customer has and how you solve them. 

Then I want you to fill out the statement below. It’s a simple 

exercise but it’ll help you get clarity on how you serve your 

audience and what value you offer. 

U P  N E X T

In the next chapter we going to uncover why you started 

your entrepreneurial journey in the first place and craft your 

vision and mission in a few easy steps. 

We’ll also show you the trick to inspire and empower your 

tribe so you’ll never have to resort to sleazy sales tactics. 

C O N S I S T E N T  VA LU E 
What does your hotel look like? 



N A M E Street Food Catering

L O C AT I O N Sydney, Australia

W E B S I T E  & S O C I A L S
Website Address 
Social Media Accounts

streetfoodcatering.com.au
@streetfoodcatering

O V E R V I E W
Who are you and what you do?

Street Food Catering is a premier gourmet catering company based in 
Sydney. Established in 1990, Street Food Catering specialises in small 
events (under 100 people) and caters to corporate and private events.

P R O D U C T S  /  S E R V I C E S
What products or services so you 
sell? What are your bestsellers? What 
are your most profitable products or 
services?

Catering for Corporate Seminars, Functions, Private Birthdays, 
Weddings, Engagements and Life Events.

TA R G E T  AU D I E N C E
Who is your target audience? 
Who are you popular with?

People aged between 20 to 50 who are celebrating a special occasion and 
would like to outsource their catering. Small events held at the clients home, 
place of business, backyard or parkland.

VA LU E
What problem do you solve? How do 
you help your customers? Why is your 
product or service important or useful 
for your customers? 

Help clients to create an event without the hassle of doing it themselves. 
They don’t have to worry about the details, they can sit back and relax, 
create memorable experiences, enjoy socialising without the stress.

C O M P E T I T I O N
Who are your top five 
Competitors?

1 .

2 .

3 .

4.

5 .

Premier Catering
ABC Catering
Boutique Catering
Events Catering
Joe's Catering

P O I N T S  O F  D I F F E R E N C E
What makes you different from your 
competitors? What are your key points 
of difference?

Street food, full catering service, small event specialists, environmentally 
conscious, produce is locally sourced, organic and seasonal. 

V I S I O N
What is your vision for the future? How 
are you making your customers lives 
better?

To be the leading small catering business in Sydney.

Y O U R  P R O P O S I T I O N

1 .1   /   E X A M P L E:  C AT E R I N G  B R A N D



P R O B L E M S  &  S O L U T I O N S

1 .2   /   E X A M P L E:  C AT E R I N G  B R A N D

P R O B L E M 
W H AT  P R O B L E M  D O E S  YO U R  P R O S P E C T  H AV E ?

S O LU T I O N 
H O W  A R E  YO U  S O LV I N G  T H I S  P R O B L E M ?

Need to do all the planning and prep work, then 
serve to guests

Plan the menu, provide ingredients, prepare food 
and serve food

Plan and organise a positive experience that 
guests will remember

Have the experience and equipment to create an 
event to remember and offer a funky street food 
alternative

Need to provide a delicious menu 
Know the latest trends and provide delicious 
organic locally sourced produce

Need to cater to different diets
We provide gluten free, vegan free and dairy free 
options

Have to clean up after the event We clean up after the guests leave

Can't afford to hire a public space We come to your own backyard or public space

I  H E L P Sydney siders

YO U R  TA R G E T  A U D I E N C E 

T O celebrate special occasions

P R O B L E M

B Y providing catering services for small events

S O LU T I O N  ( I .E .  YO U R  P R O D U C T )
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Y O U R  P U R P O S E  I S  B I G G E R  T H A N  Y O U R  P R O D U C T

C H A P T E R  0 2  /  Y O U R  B I G  W H Y

“Goals are my north star. My compass. The map that guides me along the road I wish 
to travel.  Goals are motivations with wind in their sails—they carry me forward despite 

the storms.” — Richelle E. Goodrich

P E R S O N A L  M O T I VAT O R S

Before we rush into developing your brand strategy, 

let’s take a step back and focus on why you started this 

entrepreneurial journey in the first place. 

Was it because you wanted more flexible work hours? 

To spend more time with family and friends? Financial 

stability? Ability to travel? Make more of a contribution or 

impact in the world? 

YO U R  D E F I N I T I O N  O F  S U C C E S S

What does success look like to you? When it comes to 

reaching our full potential it’s important to consider what 

our own personal definition of success looks like. It will be 

different for each of us. 

There are so many external factors that tell us what success 

looks like and often we adopt these without questioning 

them. For this exercise, let’s ignore the stereotypes and 

preconceived definitions of success, ignore the expectations 

of others and ignore social media feeds that make you feel 

anxious and inadequate. 

Living a life based on other people’s expectations means 

that we miss out on creating a true sense of fulfillment and 

satisfaction in our lives. When you’re living your life based 

on your own definition of success all the challenges and 

sacrifices will be worth it—because they’re made in the 

pursuit of your dreams. Not someone else’s.

Values are what makes us who we are. When we’re living 

by them, we find the ultimate state of contentment and 

happiness. Values determine our actions, move us toward 

our life purpose and help us to reach our full potential. 

When our lives aren’t in alignment with our personal values 

we see stress and tension. We feel frustrated and resentful. 

It’s important that we take responsibility for our lives and 

move toward our own version of success with conviction 

and confidence. 

P E R S O N A L  VA LU E S  & G O A L S 

W O R K B O O K: E X E R C I S E  2.1

I’ve created a really powerful exercise to help you discover 

your personal values and goals. Firstly, go through the list 

and circle the words that are the most meaningful to you. 

Then write down your top ten words and why they mean 

so much to you. Now from your list of ten, reduce this list 

down just five. Once you have your five, reduce this down 

to just three. Once you have three, I want you to choose the 

one word that is the most meaningful to you. 

YO U R  P E R S O N A L  VA LU E S  & G O A L S

How did you go? Did you uncover some important things 

about yourself ? For me, it’s all about authenticity, freedom, 

achievement, balance and having more control over my 

time and direction in life. But ultimately freedom is my 

main personal value. Several years ago I completed a similar 

exercise and it was quite a profound experience. It helped 

C H A P T E R  0 2   /   Y O U R  P U R P O S E  I S  B I G G E R  T H A N  Y O U R  P R O D U C T



P E R S O N A L  V A L U E S  &  G O A L S

2.1   /   E X A M P L E:  MY  P E R S O N A L  M OT I VATO R S

A C C O M P L I S H M E N T

A C H I E V E M E N T

A D VA N C E M E N T

A D V E N T U R E

A F F E C T I O N

A M B I T I O N

A N  O P E N  M I N D

A R T I S T I C  E X P R E S S I O N

A U T H E N T I C I T Y

B A L A N C E

B E A U T Y

B E L O N G I N G

B E  O F  S E R V I C E

B O L D N E S S

B U S I N E S S

C A R E E R

C H A L L E N G E

C H A N G E

C I T I Z E N S H I P

C O M F O R T

C O M M U N I C AT I O N

C O M M U N I T Y

C O M PA S S I O N

C O M P E T E N C E

C O N F I D E N C E

C O N T R O L

C O N T R I B U T I O N

C R E AT I V I T Y

C U LT U R E

C U R I O S I T Y

D E S I G N

D E T E R M I N AT I O N

E F F I C I E N C Y

E M PAT H Y

E N E R G Y

E N V I R O N M E N T

E Q U A L I T Y

E T H I C S

E X C E L L E N C E

FA I R N E S S

FA I T H

FA M E

FA M I LY

F I T N E S S

F L E X I B I L I T Y

F R E E D O M

F R I E N D S H I P

F U N

G R O W T H

H A P P I N E S S

H A P P Y  H O M E

H E A LT H

H O N E S T Y

H O P E

H U M O U R

I N D E P E N D E N C E

I N D I V I D U A L I T Y

I N F LU E N C E

I N N E R  H A R M O N Y 

I N N O VAT I O N

I N S P I R AT I O N

I N T E G R I T Y

I N T I M A C Y

I N V E S T I N G

J OY

J U S T I C E

K I N D N E S S

K N O W L E D G E

L A U G H T E R

L E A D E R S H I P

L E A R N I N G

L E G A C Y

L E I S U R E

L I B E R AT I O N

L O V E

L OYA LT Y

LU X U R Y

M A S T E R Y

M U S I C

N AT U R E

O B E D I E N C E

O P E N N E S S 

O P T I M I S M

O R D E R

PA R E N T I N G

PA R T N E R I N G

PA S S I O N

P E A C E

P E A C E  O F  M I N D

P L E A S U R E

P O W E R

P R E S T I G E 

P R I D E

P U R P O S E

Q U A L I T Y

R E A S S U R A N C E

R E C O G N I T I O N

R E C R E AT I O N

R E L AT I O N S H I P S

R E P U TAT I O N

R E S P E C T

R E S P O N S I B I L I T Y

R E V E N G E

R E V O LU T I O N

R O M A N C E

S A F E T Y

S E C U R I T Y

S E L F-R E S P E C T

S E X

S O L I T U D E

S P I R I T U A L I T Y

S TA B I L I T Y

S TAT U S

S T R E N G T H

S U C C E S S

S U S TA I N A B I L I T Y

S YM PAT H Y

T E A M W O R K

T E N S I O N

T R AV E L

T R U S T

T R U T H

W E A LT H

W E L L B E I N G



W R I T E  D O W N  YO U R  T O P  T E N  VA LU E S  A N D  W H Y  T H E Y  M E A N  S O  M U C H  T O  YO U

1 . Authenticity

2. Happiness

3. Success

4. Freedom

5. Creativity

6. Spirituality

7. Independence & Control

8. Love, Friendships & Relationships

9. Balance & Inner Harmony

10. Achievement (okay so my list is a little over ten)

N O W  R E D U C E  T H I S  L I S T  T O  YO U R  T O P  F I V E

1 . Authenticity

2. Control

3. Freedom

4. Achievement

5. Balance

N O W  R E D U C E  T H I S  L I S T  T O  YO U R  T O P  T H R E E

1 . Achievement

2. Control

3. Freedom

N O W  R E D U C E  I T  T O  O N E

1 . Freedom
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we challenge the status quo is by making our products 

beautifully designed, simple to use and user-friendly) and 

finally we find out What they make (And we happen to make 

great computers). Wanna buy one?”

By the time we get to the what, we’re already sold on their 

cause and are ready to support them in every way we can. 

This is because they have aligned their beliefs with our 

beliefs. When you start with why you attract customers who 

share your fundamental beliefs and you won’t need to resort 

to sleazy sales tactics. 

If you want to inspire others, start by telling them why you 

do things, instead of what you do, and you’ll see a massive 

change in engagement. Customers will always prefer the 

product or service from their favourite brand over cheaper 

alternatives, because they believe in you and your why. 

I N S P I R I N G  YO U R  T R I B E 

W O R K B O O K: E X E R C I S E  2.2

According to Sinek, “The goal is not to do business with 

everybody that needs what you have. The goal is to do 

business with people who believe what you believe.”

Let’s get inspirational and uncover your big fat why. What’s 

your cause, what do you believe in, why does your brand 

exist, why did you get out of bed in the morning, why 

should anyone care? Remember, Martin Luther King was so 

magnetic and inspirational because he had ‘I have a dream 

speech,’ not I have a plan speech. 

So, what do you believe? What do you fundamentally believe 

to be true about this universe and your brand’s place in 

it? What do you believe about your industry, the world in 

general, the day and age we are living in? What difference 

do you want to make? What impact do you want to have on 

your customers lives? Flip over to Exercise 2.2 and write this 

down in your workbook.  

C H A P T E R  0 2   /   Y O U R  P U R P O S E  I S  B I G G E R  T H A N  Y O U R  P R O D U C T

me to understand why I’d made certain life choices in the 

past and helps me to make the right decisions for my future. 

Now that you’ve identified your core values you can apply 

them to all aspects of your life—personal and professional. 

When you do this you come closer to reaching your full 

potential and identifying your life purpose.

S T A R T  W I T H  W H Y

Why have some companies been able to achieve such 

extraordinary success, while others, with the same 

resources have failed? This is the question posed by Simon 

Sinek as he begins his famous TED Talk. Sinek’s 

presentation is one of the most watched TED Talks of all 

time, sitting at over 9 million views. I would encourage you 

to watch it. 

According to Sinek, the fundamental difference between the 

Apple’s of the world and everyone else is because they 

started with why. He goes onto explain that most businesses 

know what they do and how they do it, but surprisingly most 

don’t know why they do it. 

In contrast, great leaders and companies start their 

communication with why they do things, eventually 

followed by how they do things, until finally revealing what 

it is they actually do. 

They start with why—that’s because emotions trump reason 

every time. When we make a decision based on why, we 

own it. Once sold on the cause of an idea, we’ll go above 

and beyond to support it, with our money, our time, and in 

the case of some movements—even our lives. 

In Sinek’s follow up book “Start With Why,” he illustrates 

how Apple has applies this technique. Here is an extract 

from his book: “First they tell us Why they exist (Everything 

we do, we believe in challenging the status quo, we believe 

in thinking differently) then they tell us How (The way 

https://www.youtube.com/watch?v=qp0HIF3SfI4
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Here is an example from Lorna Jane: “We believe that 

wearing activewear inspires and motivates you to be active. 

That’s why we invented it! And why we first opened our 

doors in 1989, to inspire, motivate and support you to live 

your happiest and healthiest life. We want to make sure that 

you have everything you need to live an active and inspired 

life and that all starts with designing and engineering the 

best activewear on the planet!”

For me, I believe we are living in a unique time in history 

where we can do or be whoever we want to be. So many 

people like you and me are seeking more meaning and 

fulfillment in the work we do and how we contribute to 

this world. We are following our dreams, launching our 

own brands and I want to make the process easier. I believe 

branding shouldn’t be complicated. That’s why the book is 

called Branding:Uncomplicated. 

V I S I O N  S TAT E M E N T

Once you learn your why, your mission and vision will be 

set in motion. Your vision is the thing you see in the future 

that you want to build. It describes where you want your 

community or the world to be as a result of your brand’s 

products and services. 

If your why were to come to fruition 10, 20, 30 years later 

and everything worked out perfectly, what would it look 

like? That’s why it’s called vision, because you can see 

it. A vision statement focuses on tomorrow and what an 

organization wants to ultimately become. Let’s look at some 

iconic examples:

Airbnb: we imagine a world where you can belong anywhere. 

Alzheimer’s Association: a world without Alzheimer’s. 

Amnesty International: a world in which every person 

enjoys all of the human rights enshrined in the Universal 

Declaration of Human Rights and other international human 

rights instruments. 

Microsoft: a computer on every desk and in every home (at 

its founding). 

Oxfam: a just world without poverty. 

Simon Sinek: imagine a world in which the vast majority 

of us wake up inspired, feel safe at work and return home 

fulfilled at the end of the day. 

Wikipedia: imagine a world in which every single person is 

given free access to the sum of all human knowledge.  

Uber: smarter transportation with fewer cars and greater 

access. Transportation that’s safer, cheaper, and more 

reliable. 

TED: we believe passionately in the power of ideas to 

change attitudes, lives and, ultimately, the world.

These vision statements have an element of childlike 

wonder. They are bold, yet achievable. You can picture 

exactly what the brand is striving to accomplish. A vision 

statement will put a smile on your face. The audacity of it 

will motivate you. The clarity will inspire you. 

M I S S I O N  S TAT E M E N T

Mission is making a commitment to achieving your vision. 

A mission statement is, in some ways, an action-oriented 

vision statement, declaring the purpose an your brand 

serves to its audience. A mission statement focuses on today 

and what an organisation does to achieve it. 

Ultimately, a mission statement is intended to clarify the 

what, the who, and the why of a company. It’s the roadmap 

for the company's vision statement. Let’s look at some 

iconic examples:

Tesla: to accelerate the world’s transition to sustainable 

energy. 

Starbucks: to inspire and nurture the human spirit. One 

person, one cup and one neighbourhood at a time. 

IKEA: to create a better everyday life for the many people. 

TED: to spread ideas. 

C H A P T E R  0 2   /   Y O U R  P U R P O S E  I S  B I G G E R  T H A N  Y O U R  P R O D U C T
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like Starbucks and Tesla. Or use them on your homepage 

like Simon Sinek - Start with Why.

The purpose of the exercise is to let your audience know 

why you exist and how you can positively impact their lives. 

After all, as Damon Richards stated: “your customer doesn’t 

care how much you know until they know how much you 

care.” Time to show how much you care. 

If you’re really struggling with your vision and mission 

statements wait until you have completed your Customer 

Avatar in Chapter 3. Once you’ve established your 

customers goals, hopes and wishes, it then becomes your 

mission to help them achieve these goals. Let’s take a Personal 

Trainer for example. Their customer’s goal might be to lose 

weight, build muscle and get their confidence back. So their 

mission statement might be: to help empower women to be 

the best they can be. If you approach it from this 

perspective, you’re helping your customers accomplish their 

goals and your branding will be stronger and more effective 

than ever. 

U P  N E X T

In the next chapter we are going to show you the must-use 

technique to capture your audience’s attention and make 

your customers feel like your brand was built just for them.

C H A P T E R  0 2   /   Y O U R  P U R P O S E  I S  B I G G E R  T H A N  Y O U R  P R O D U C T

Nordstrom: to give customers the most compelling shopping 

experience possible. 

Coca-Cola: to refresh the world in mind, body and spirit. To 

inspire moments of optimism and happiness through our 

brands and actions. 

Lorna Jane: to empower women to live a life that they 

love through Active Living and the daily practice of Move, 

Nourish, Believe. 

Google: to organize the world’s information and make it 

universally accessible and useful. 

Uber: to bring transportation — for everyone, everywhere. 

Toyota: to attract and attain customers with high-valued 

products and services and the most satisfying ownership 

experience in America. 

Ebay: to be the world’s favorite destination for discovering 

great value and unique selection. 

Facebook: to give people the power to build community and 

bring the world closer together.

Y O U R  V I S I O N  &  M I S S I O N  S T A T E M E N T S  W O R K B O O K :  

E X E R C I S E  2 . 3  &  2 . 4

Ready to uncover your vision and mission? Have a go at the 

exercises and try to complete the following statements: 

My vision is to create a community or world where… Imagine 

a world where...  

Imagine a world in which... 

My mission is to commit to…  

I am committed to... 

Use the examples over the page to guide you. 

U S I N G  Y O U R  V I S I O N  &  M I S S I O N  S T A T E M E N T S  Often 

vision and mission statements aren’t clearly stated as ‘vision’ 

and ‘mission’ statements. Most of the time they are woven 

into the brand story and web copy on the About page. 

There is no right or wrong way to apply these statements. 

You could share them on your About page of your website, 

https://www.starbucks.com.au/Mission-Statement.php
https://www.tesla.com/about
https://startwithwhy.com/
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V I S I O N  S T A T E M E N T S

2.3  /   E X A M P L E  S TAT E M E N T S

A I R B N B W E  I M A G I N E  A  W O R L D  W H E R E  YO U  C A N  B E L O N G  A N Y W H E R E

A M N E S T Y  I N T E R N AT I O N A L
A  W O R L D  I N  W H I C H  E V E R Y  P E R S O N  E N J OY S  A L L  O F  T H E  H U M A N  R I G H T S  E N S H R I N E D  I N  T H E  U N I V E R S A L 
D E C L A R AT I O N  O F  H U M A N  R I G H T S  A N D  OT H E R  I N T E R N AT I O N A L  H U M A N  R I G H T S  I N S T R U M E N T S

M I C R O S O F T A  C O M P U T E R  O N  E V E R Y  D E S K  A N D  I N  E V E R Y  H O M E  (AT  I T S  F O U N D I N G )

OX FA M A  J U S T  W O R L D  W I T H O U T  P O V E R T Y

S I M O N  S I N E K
I M A G I N E  A  W O R L D  I N  W H I C H  T H E  VA S T  M A J O R I T Y  O F  U S  WA K E  U P  I N S P I R E D,  F E E L  S A F E  AT  W O R K  A N D  R E T U R N 
H O M E  F U L F I L L E D  AT  T H E  E N D  O F  T H E  D AY

W I K I P E D I A
I M A G I N E  A  W O R L D  I N  W H I C H  E V E R Y  S I N G L E  P E R S O N  I S  G I V E N  F R E E  A C C E S S  TO  T H E  S U M  O F  A L L  H U M A N 
K N O W L E D G E

U B E R
S M A R T E R  T R A N S P O R TAT I O N  W I T H  F E W E R  C A R S  A N D  G R E AT E R  A C C E S S.  T R A N S P O R TAT I O N  T H AT ’S  S A F E R, 
C H E A P E R,  A N D  M O R E  R E L I A B L E.

M I S S I O N  S T A T E M E N T S

2.4  /   E X A M P L E  S TAT E M E N T S

T E S L A TO  A C C E L E R AT E  T H E  W O R L D’S  T R A N S I T I O N  TO  S U S TA I N A B L E  E N E R G Y

N O R D S T R O M TO  G I V E  C U S TO M E R S  T H E  M O S T  C O M P E L L I N G  S H O P P I N G  E X P E R I E N C E  P O S S I B L E

T E D TO  S P R E A D  I D E A S

I K E A TO  C R E AT E  A  B E T T E R  E V E R Y D AY  L I F E  F O R  T H E  M A N Y  P E O P L E

S TA R B U C K S TO  I N S P I R E  A N D  N U R T U R E  T H E  H U M A N  S P I R I T.  O N E  P E R S O N, O N E  C U P  A N D  O N E  N E I G H B O U R H O O D  AT  A  T I M E

C O C A-C O L A
TO  R E F R E S H  T H E  W O R L D  I N  M I N D, B O DY  A N D  S P I R I T.  TO  I N S P I R E  M O M E N T S  O F  O P T I M I S M  A N D  H A P P I N E S S 
T H R O U G H  O U R  B R A N D S  A N D  A C T I O N S

L O R N A  J A N E
TO  E M P O W E R  W O M E N  TO  L I V E  A  L I F E  T H AT  T H E Y  L O V E  T H R O U G H  A C T I V E  L I V I N G  A N D  T H E  D A I LY  P R A C T I C E  O F 
M O V E,  N O U R I S H,  B E L I E V E

U B E R TO  B R I N G  T R A N S P O R TAT I O N  — F O R  E V E R YO N E, E V E R Y W H E R E
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I D E N T I F Y I N G  Y O U R  I D E A L  C U S T O M E R S

C H A P T E R  0 3  /  W H O  Y O U  S E R V E

“Get closer than ever to your customers. So close, in fact, that you tell them 
what they need well before they realise it themselves.” — Steve Jobs

So many entrepreneurs get this wrong—even big business. 

A lot of people think they know who their customer is. Or 

better yet, they think everyone is their customer. Take some 

advice from Seth Godin - “Everyone is not your customer.” 

Trying to be everything to everybody, means you become 

nothing to no one. Markets are so oversaturated that any 

attempt to appeal to everyone dilutes your power to cut 

through the noise and be heard.

W H Y  YO U  N E E D  T O  I D E N T I F Y  YO U R  D R E A M 

C U S T O M E R  O R  C L I E N T

Choices and control! You’re in the driver’s seat and you get 

to make the choices. You get to say who you want to work 

with. No longer are you at the mercy of people who don’t 

value you. There’s always going to be customers that value 

and appreciate you more than others. They’re the people 

you want to work with. Ignore the rest. 

It allows you to become more targeted and focused where 

you spend your marketing dollars. Appealing to  a mass 

market requires huge amounts of money. Having a narrowly 

defined audience will allow you to focus your marketing 

budget on reaching the right people. 

It’s easier! It’s so much easier to create content for a small 

defined audience than it is for the mass market. With your 

ideal customer in mind your can focus your efforts on 

helping to solve their problems. 

Appealing to your ideal customer allows you to cut through 

the noise and get your message heard. In a world full of 

infinite choices, if something doesn’t speak directly to us 

and our problems, then chances are we’re going to ignore it. 

We want to buy from someone who gets us. Someone who 

understands our problems. Someone we can trust. Someone 

we can connect with. 

By focusing on your ideal clients who you’re truly meant to 

serve you’ll be able to resonate better, create outstanding 

products and services, build a raving fan base and earn more 

money. Don’t gloss over this section! Take the time to really 

understand your customer. The more detail you have on 

your target audience the greater your ability to connect with 

your market.  

L AY I N G  T H E  F O U N D AT I O N

In this chapter we are going to create your Customer Avatar. 

A Customer Avatar is an in-depth profile of one individual 

that sits within your target audience which describes 

them in detail. It’s a fictional character you create that 

best represents your ideal customer or client. It includes 

their demographics like age, gender, location. But more 

importantly, psychographic information like their goals, 

dreams, values, desires and fears. Demographics are more 

surface level information, but psychographics is where the 

gold is. 

C H A P T E R  0 3   /   I D E N T I F Y I N G  Y O U R  I D E A L  C U S T O M E R S
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S O U R C E S  O F  I N F O R M AT I O N

In this section it’s critical to determine where your customer 

spends their time on and offline. What books do they 

read? What magazines do they subscribe to? What blogs do 

they read? What are their favourite websites? What news 

channels do they watch? This is vital information when 

considering where to advertise and how to target them. If 

you know your customer spends every morning scrolling 

through their Instagram feed, then it only makes sense to 

advertise on Instagram in the morning. 

G O A L S  & VA LU E S

What does your target audience value and hold dear? What 

is important to them in their lives? What do they love? 

What are they trying to achieve? What do they purchase? 

What brands do they like? Also, keep in mind how this is 

relevant to your product or service. For example if you’re a 

Personal Trainer you might find that your customer values 

their health and wellbeing and has recently purchased a gym 

membership, joggers and activewear.  

F E A R S  & P R O B L E M S

Before we can solve your customer problems, we first need 

to identify what they are. What are their problems? What 

are they struggling with? What are their fears? What are they 

worried about? What is stressing them out? Also, how much 

is it costing them? Is it costing them time, money, sales, 

peace of mind, their happiness? What are they losing out 

on because they don’t have a solution yet? How does this 

make them feel? Stressed out, anxious, depressed, worried, 

helpless? If you know this, we can talk to where they are 

right now. For example, if you’re a Wedding Planner your 

client may be worried about the uninvited guests, family 

politics, the budget, the bridesmaids complaining about 

dresses, complaints about the seating plan or bad weather. 

C H A P T E R  0 3   /   I D E N T I F  Y I N G  Y O U R  I D E A L  C U S T O M E R S

I  C A N ’ T  S T R E S S  T H I S  E N O U G H

It’s vital you make your Customer Avatar as specific as 

possible. Your Customer Avatar impacts everything! It’s the 

foundation of your branding and marketing and impacts 

every aspect of your business. Think of your customer avatar 

as the foundation of your brand. 

This process will give you clarity on who you serve and help 

you make important branding decisions later on. It’s critical 

you understand your customer inside out as it will help you 

to craft your brand identity, write outstanding web content, 

blog posts that people actually want to read, social media 

posts, videos, email campaigns, products and offers that 

grabs their interest and solve their problems. 

YOUR TOP CUSTOMERS OR CLIENTS 

W O R K B O O K :  E X E R C I S E  3 . 1

Firstly think about the top five customers or clients that you 

really loved working with and write them down on Exercise 

3.1 of your workbook. Then underneath list all the things 

that they have in common? Is it their age, gender, industry, 

location, values, lifestyle, interests, goals, beliefs, attitudes?

YOUR CUSTOMER AVATAR 

W O R K B O O K :  E X E R C I S E  3 . 2

Now we are going to create your Customer Avatar in your 

workbook. Firstly give them a fictional name as this will 

help bring them to life. I’ve included a couple of examples 

over the page, to help you get started and guide you through 

the process.

D E M O G R A P H I C S

This is where we are going to establish their age, gender, 

marital status, education level, occupation, income, 

nationality. If they have any children, and their age. But we 

don’t want to stop here. People are so much more than their 

age and income bracket. 



C U S T O M E R  A V A T A R

3.2  /   E X A M P L E:  P E R S O N A L  T R A I N E R

AVATA R  N A M E Jessie the Gym Junkie

D E M O G R A P H I C S

A G E 36 years old G E N D E R Female

M A R I TA L  S TAT U S Married A G E  O F  C H I L D R E N 5 & 9 years old

L O C AT I O N Sydney O C C U PAT I O N Marketing Manager

A N N U A L  I N C O M E $80k E D U C AT I O N  L E V E L College diploma

S O U R C E S  O F  I N F O R M AT I O N

B O O K S  & M A G A Z I N E S Women’s Health, Nourish B R A N D S /P U R C H A S E S Lululemon, Gym membership

T V  S H O W S The Biggest Loser G U R U S /E X P E R T S /

P E R S O N A L I T I E S
Kayla Itsines, Lorna Jane

B L O G S /W E B S I T E S Workout Mummy S O C I A L  M E D I A  P L AT F O R M S Instagram & Facebook

S O F T WA R E /E Q U I P M E N T
Joggers, yoga mat, 
dumbbells

OT H E R

G O A L S  & VA LU E S

G O A L S ? W H AT  D O  T H E Y 

WA N T  TO  A C H I E V E ?

Lose weight, lower body fat, build muscle, get stronger, have more energy, feel 
more confident.

W H AT  D O  T H E Y  L O V E,  VA LU E 

& A P P R E C I AT E ?
Personal development, courage, growth, health, fitness, wellbeing

C H A L L E N G E S ,  F E A R S  & P R O B L E M S

W H AT  A R E  T H E I R  F E A R S ? 

W H AT  I S  K E E P I N G  T H E M 

U P  AT  N I G H T ? W H AT  I S  I T 

C O S T I N G  T H E M ?

Juggling work and family, struggling to lose weight, lack of confidence, 
motivation, lack of guidance, not enough hours in the day, non-supportive family 
and friends, feeling depressed, lack of energy, not achieving her goals. 

H O P E S ,  W I S H E S  & S O LU T I O N S

W H AT  A R E  T H E Y  H O P I N G 

F O R ? W H AT  A R E  T H E I R 

D R E A M S ? 

Be a better mother, be a better spouse, fit into a size 8, run a marathon, long 
lasting permanent changes, join a community of like-minded individuals. 

W H AT  D O  T H E Y  WA N T  TO  B E ? Inspiration for her children, be all she can be, Wonder Woman
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them? Inform them? Entertain them? If not, than you may 

need to rethink it. 

Can you now start to see how your ideal customer will affect 

every branding or marketing decision you make?

YO U R  VA LU E  S TAT E M E N T

Have you ever been in a situation where you unexpectedly 

bumped into an old friend or acquaintance and they ask you 

“What do you do?” You open your mouth to explain, but…

you don’t know where to begin. This is when you need a 

value statement (also known as an elevator pitch). 

A value statement is a short, prepared speech that explains 

who you are and how your product uniquely solves your 

target audience’s needs and wishes, in one tidy sentence. 

I recently came across a YouTuber who does this perfectly. 

He’s a Dating Coach (don’t judge me) and his name is Jason 

Silver. His statement goes a little something like this: “Hi, 

I’m Jason Silver and I’m the Dating Coach for ambitious 

women. Each week I show you how to meet, attract and get 

true commitment from a high quality man.” How good is 

that! In one sentence (ok two) he has explained who he is 

(Dating Coach), his target audience (ambitious women), 

how he can help solve their problem (I show you how to 

meet and attract) and pin-points their real goals and desires 

(get true commitment from a high-quality man). 

C H A P T E R  0 3   /   I D E N T I F  Y I N G  Y O U R  I D E A L  C U S T O M E R S

In some cases, identifying your customers pain points can 

be challenging as you don’t share the same problems. For 

example, if you’re a Personal Trainer you don’t struggle with 

losing weight, because this is where you shine. If you’re a 

Wedding Planner you don’t struggle with planning weddings 

as this something that you love and enjoy doing. So trying to 

identify your customers problems can sometimes be a little 

tricky as you need to put yourself in their shoes. If you’re 

stuck for ideas head on over to Google and do a little 

research. 

This section can help if you are struggling to come up 

with new product ideas. Remember problem + solution = 

opportunity. So, if you can identify a problem your customer 

is struggling with and create a product or service that solves 

this problem you have a potential opportunity. 

H O P E S  &  S O L U T I O N S

Now let’s look at the positives. What are your customers 

hoping for? What do they wish would happen? What do they 

really want that they don’t have now? What have they tried 

that didn’t work for them? How can you be the Panadol (i.e. 

Aspirin) to their headache? 

For example, if you’re a Personal Trainer your customer 

might wish they had more energy or more confidence. If 

you’re a Wedding Planner your client may wish to have the 

day of their dreams minus the stress and drama. 

Now before you start designing your logo, choosing colours 

and fonts, I want you to first think - Will this appeal to my 

ideal customer? Next time you develop a product or service 

think - Is this going to solve their problem? Before you 

design your website think - Is this going to appeal to them, 

is my content helping to solve their problems and achieve 

their goals? Every time you post on Facebook or Instagram, 

write a blog post, film a video I want you to think of this 

person. Will it appeal to them? Will it help them? Educate 



AVATA R  N A M E Bella the Bride-to-Be

D E M O G R A P H I C S

A G E 26 years old G E N D E R Female

M A R I TA L  S TAT U S Engaged A G E  O F  C H I L D R E N Nil

L O C AT I O N Melbourne O C C U PAT I O N Law Graduate

A N N U A L  I N C O M E $70k E D U C AT I O N  L E V E L University degree

S O U R C E S  O F  I N F O R M AT I O N

B O O K S  & M A G A Z I N E S Bride, White, Hello May B R A N D S /P U R C H A S E S Wedding dress, invitations

T V  S H O W S The Bachelor G U R U S /E X P E R T S /

P E R S O N A L I T I E S
Martha Stewart

B L O G S /W E B S I T E S Etsy, The Knot S O C I A L  M E D I A  P L AT F O R M S Pinterest, Instagram, Facebook

S O F T WA R E /E Q U I P M E N T Wedding Website OT H E R

G O A L S  & VA LU E S

G O A L S ? W H AT  D O  T H E Y 

WA N T  TO  A C H I E V E ?

Stress-free day, wedding of their dreams, everyone to have a great time, enjoy 
the moment, be able to remember this day for the rest of their life.

W H AT  D O  T H E Y  L O V E,  VA LU E 

& A P P R E C I AT E ?
Relationships, love, affection, attractiveness, beauty.

C H A L L E N G E S ,  F E A R S  & P R O B L E M S

W H AT  A R E  T H E I R  F E A R S ? 

W H AT  I S  K E E P I N G  T H E M 

U P  AT  N I G H T ? W H AT  I S  I T 

C O S T I N G  T H E M ?

Bad weather, unwanted guests, complaints about seating plan, no help with 
wedding planning, pressure to look great, photographs, picky guests, bridesmaids 
outshining the bride, family politics.

H O P E S ,  W I S H E S  & S O LU T I O N S

W H AT  A R E  T H E Y  H O P I N G 

F O R ? W H AT  A R E  T H E I R 

D R E A M S ? 

Red carpet treatment, enjoy life passionately, look glamourous, a day of indulgence, 
once in a lifetime event. 

W H AT  D O  T H E Y  WA N T  TO  B E ? A striking vision of beauty, celebrity for a day, the centre of attention.

C U S T O M E R  A V A T A R

3.2  /   E X A M P L E:  W E D D I N G  P L A N N E R
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C H A P T E R  0 3   /   I D E N T I F  Y I N G  Y O U R  I D E A L  C U S T O M E R S

YOUR VALUE STATEMENT 

W O R K B O O K :  E X E R C I S E  3 . 3

Ok now it’s your turn. Turn to Exercise 3.3 and start filling 

in the blanks. Use your Customer Avatar that you just 

created in Exercise 3.2 to guide you. 

I / We: Write down your target audience.  

To: Write down your target audiences’ goals. 

By: Write down your product or service, which solves their 

problem.  

That: Write down your target audiences’ hopes, wishes and 

desires. 

Now it will probably come out a little clunky, so I want you 

to refine it down into one simple, clear sentence (or two).

U P  N E X T

In the next chapter I’ll show you how to put up a velvet rope 

in front of your business and get more of the clients you 

deserve. 



I  /  W E  H E L P Ambitious women

YO U R  TA R G E T  A U D I E N C E  /  I D E A L  C U S TO M E R 

T O Meet and attract a high quality-man

YO U R  TA R G E T  A U D I E N C E S’  G O A L S

B Y Videos that show you how to meet and attract

YO U R  P R O D U C T  O R  S E R V I C E  W H I C H  S O LV E S  T H E I R  P R O B L E M

T H AT Get true commitment

T H E I R  H O P E S,  W I S H E S  & D E S I R E S

I ’m Jason Silver and I ’m the Dating Coach for ambitious women. Each week I show

you how to meet, attract and get true commitment from a high-quality man.

N O W  L E T ’S  C L E A N  I T  U P  A N D  R E F I N E  I T: 

V A L U E  S T A T E M E N T

3.3  /   E X A M P L E:  J A S O N  S I LV E R
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T H E  S U B T L E  A R T  O F  R E P E L L I N G  C U S T O M E R S

C H A P T E R  0 4  /  Y O U R  N O  C L I E N T S

“Strength isn’t pretending to be something your not. It’s having the courage 
to live from the truth of who we are.” — Marie Forleo

The next step is to define your no clients or customers. 

Identifying your no clients will help you to attract the right 

type of people to your business and ensure you don’t end up 

working miserably with the wrong type of people.   

T I M E  WA S T E R S  & E N E R G Y  S U C K E R S

You’re not going to be able to please all of the people all of 

the time. You and your team only have so much time, energy 

and emotional bandwidth. 

There’s always going to be those clients that make 

unreasonable demands, don’t respect your time, don’t 

respect your opinion and always want a lower price. The 

reality is they do this because they don’t really value you. 

These people are stealing your time, energy and attention. 

While trying to accommodate them you’ve wasted valuable 

time and energy. Time and energy you could have spent 

trying to find and attract customers that do value you.

But the harsh reality is that it’s not their fault. It’s yours. You 

don’t have to say yes to everyone. You always have a choice. 

It’s up to you to set boundaries and expectations. 

Most people think they need more customers, not less. But 

this is where I disagree - you don’t need more customers. 

You need more of the right customers. 

A  L I F E T I M E  O F  C O M P R O M I S E S

Appealing to so many people means that in the end you 

appeal to no one. When we appeal to everyone we forget 

that each of our customers is a unique individual with their 

own problems, desires, beliefs, goals, hopes and dreams. We 

lump them all into one group and expect them to respond to 

the same messages. 

Trying to be everything to everybody requires a lifetime of 

compromises. It requires that you offend no one. It requires 

that you satisfy everyone. It requires you to play it safe. It 

means generalisations. It means being average. It means 

diluted messages. It means boring. It means Vanilla. 

I have news for you: Vanilla doesn’t get attention. Average 

doesn’t stand out. Blueberry Panna Cotta gets attention. 

Maui Brownie Madness stands out. 

Time to stop hiding. Time to stop playing it safe. Time 

to stop being average. Time to stop begging people to be 

your clients. Time to stop pleasing everyone. Your not for 

everyone, so stop trying to be.

Harley Davidson is the perfect example. They’re most 

definitely not for everyone. They know exactly who they are 

and who they serve. If they tried to appeal to everyone they 

would lose their cult-like status. 

C H A P T E R  0 4   /   T H E  S U B T L E  A R T  O F  R E P E L L I N G  C U S T O M E R S
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S I M P L I F Y  T O  A M P L I F Y  YO U R  B U S I N E S S

When you’re crystal clear about who you serve and what you 

offer your business skyrockets. There’s clarity in your mind 

and in your customers mind. You’ll be more confident and 

understand what your purpose is. Your business will feel 

like freedom, because you’re serving the people you want to 

serve and doing the work you want to do. 

B E  B R AV E  A N D  S TA N D  I N  YO U R  T R U T H

It’s not easy, it takes courage and conviction. It takes 

courage to say no. It takes conviction to know who you are. 

It takes courage to turn people away. It takes courage not to 

fit in. It takes courage to say “It’s not for you.” 

But it’s all about respect. It shows them that you respect 

them enough not to waste their time or try to change their 

opinions. Your saving everyone’s time and being open and 

upfront. It also demonstrates respect for those you serve, 

it says - I created this for you. Not for them, but for you. You 

must be willing to say - this is who my products and services 

are for and this is who it isn’t. 

Stand in your truth, your not for everyone. 

L E A D I N G  B Y  E X A M P L E

A brand that smashes this concept out of the park is Marie 

Forleo. She artfully combines her no clients in with her 

light-hearted core values. You can check it out over at 

marieforleo.com on her How We Roll page. It sends a clear 

message to her customers: we are an exclusive community, 

with a positive mindset and are only interested in working 

with like-minded individuals that share our high values. 

P E O P L E  I  C A N'T  H E L P 

W O R K B O O K: E X E R C I S E  4.1

Now don’t get me wrong, it’s not about running around 

telling everyone no you can’t work with us. It’s about setting 

expectations and boundaries. It’s letting people know when 

you can’t help and what you don’t do. 

So let’s define them, so you can focus on the customers that 

really matter and exclude the ones that don’t. I have a super 

fun task that makes this really easy. 

Ok grab a pen and let’s get started on Exercise 4.1. Let’s 

define all the people you don’t want to work with or can’t 

help. They could be: an industry you can’t help, an age group 

you can’t help, a personality you don’t enjoy working with, 

a geographical location you can’t serve, a gender you don’t 

serve, a budget you can’t work with.

P E O P L E  W H O  P *S S  M E  O F F ! 

W O R K B O O K: E X E R C I S E  4.2

S T E P  1  -  I D E N T I F Y  T H E  T Y P E  O F  P E O P L E  

W H O  P I S S  YO U  O F F

First thing we are going to do is list all the kinds of people 

who pissed you off ! All those people that made your 

life miserable. No names, (well you can if you want) but 

describe what it was about them that really shit you. For 

example - they don’t pay on time, they don’t respond in a 

timely manner, they don’t value your opinion, they don’t 

value your skills, they always want a discount, they’re rude, 

they’re are ungrateful, they’re arrogant, they’re bitchy, 

they’re dishonest...you get the idea.  

S T E P  2 -  S U M M A R I S E  T H E M

Try to summarise into one or two words if possible. For 

example, always wants a discount becomes penny-pinching 

or tight-arse, not responding in a timely manner becomes not 

committed.

S T E P  3 -  I D E N T I F Y  T H E  T Y P E S  O F  P E O P L E  

W H O  YO U  L O V E  W O R K I N G  W I T H

Now we are going to take column 2 and list the opposite of 

those qualities in the last column. So, if you had arseholes 

for example, then you would add the opposite of this (i.e. 

nice, kind, genuine authentic people) in column 3. And so 

on. 

C H A P T E R  0 4   /   T H E  S U B T L E  A R T  O F  R E P E L L I N G  C U S T O M E R S

https://www.marieforleo.com/how-we-roll/
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C H A P T E R  0 4   /   T H E  S U B T L E  A R T  O F  R E P E L L I N G  C U S T O M E R S

Not only are these the kinds of people that you prefer to 

work with—but they’re actually your own qualities and 

attributes! 

I T 'S  A  W O R K  I N  P R O G R E S S

There are going to be times when a non-ideal customer or 

client slips through. But next time when you’re experiencing 

a difficult client, instead of feeling angry and frustrated, 

start thinking about how you can do a better job of setting 

expectations and refining your ideal customer in the future. 

Decide what you do and who you serve and then commit to 

it, no matter how challenging it is to say no. 

U P  N E X T

In the next chapter we’ll show you how to cut through the 

noise, dramatically improve your presence and make your 

competition irrelevant.
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M A K I N G  T H E  C O M P E T I T I O N  I R R E L E V A N T

C H A P T E R  0 5  /  C O M P E T I T O R S  &  N I C H I N G

“You can’t look at the competition and say you’re going to do it better. You have to look 
at the competition and say you’re going to do it differently.” — Steve Jobs

Understanding who your key competitors are, how they’re 

positioning themselves, what products and services they 

offer is an extremely helpful way for you to ensure your 

brand is differentiated.  

Competitor auditing isn’t the most exciting topic. But trust 

me, conducting a basic competitor audit will help you 

uncover some real gems of information. The audit will help 

you understand who your key competitors are and give you 

an accurate picture of what is going on in your industry. It’s 

crucial to study your industry patterns and trends as it will 

reveal the strengths and weaknesses of your own business. 

Not only this, but it will help you to craft a brand that is 

truly unique and uncover potential product ideas you may 

not have thought of.

The goal of this exercise is to make sure you look and sound 

different and ensure your potential customers have every 

reason to pick you over your competition. 

C O M P E T I T O R  AU D I T I N G 

W O R K B O O K: E X E R C I S E  5.1

The first thing you need to do is identify your key 

competitors. The good news is we’ve already done this in 

Chapter 1. So take your 5 key competitors and refine that list 

down to 3. Feel free to do all 5 if you have time, if not 3 is 

fine. To really understand your competitors, you need to go 

to their site, explore their About Us and Product pages and 

really see for yourself what they’re saying. 

Go to your first competitors website and start to fill out 

Exercise 5.1 of your workbook. I’ve included an example 

over the page to get you started.  

Name - Write down their brand/business name. 

Location - Where are they located?  

Website & Socials - Write down their website address and 

any social media links. Do they have a clear and consistent 

brand identity online?  

Overview - Write a short description about who they are and 

what they do.  

Products / Services - What products and services they offer? 

What are their bestsellers? 

Target Audience - Who is their target audience? 

Price - Are their prices low, average or relatively expensive 

compared with the rest of the market? 

Strengths - What do they excel at? What are they known for? 

What do they do that works well? 

Weaknesses - What could they do less of ? What is holding 

them back? 

Opportunities - What could they do more of? What 

opportunities are they missing? 

Points of Difference - What are their key points of 

difference? How are they different from you?

Now repeat for the other competitors. Now that you have 

completed your competitor audits, it’s time to define your 

key points of difference.

C H A P T E R  0 5   /   M A K I N G  T H E  C O M P E T I T I O N  I R R E L E V A N T
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K E Y  P O I N T S  O F  D I F F E R E N C E

Differentiation is the way in which your brand differs from 

your competitors. How can your potential customers clearly 

differentiate you from your competition? 

The goal is to clearly set yourself apart from your 

competitors, so there is no confusion in your customers 

mind. 

W H AT  M A K E S  YO U  D I F F E R E N T ? 

W O R K B O O K: E X E R C I S E  5.2  & 5.3

Products & Services - Are you offering the same products 

and services as your competitors? If so, how is your product 

or service different? 

Price - do you share the same price point? Do they have 

higher or lower prices than you? Is there any differentiation?

Promotion - how do you communicate with your audience? 

How do you market and sell your products in comparison to 

your competitors? 

Place - do you have a shop/office, if so is it more 

conveniently located? Where are your products sold?

Packaging - how are you visually presenting your products? 

Remember you only get 30 seconds to make a first 

impression. 

Positioning - how are you positioning yourself in the 

marketplace compared to your competitors? Do you own a 

particular niche? 

People - are you serving the same target audience? Can you 

serve a different target audience? 

V I S UA L S  & B R A N D  I D E N T I T Y

Can your potential customers easily distinguish you from 

your competitors? Do you visually look different? If your 

main competitor’s brand colour is orange, then how are you 

going to stand out in the marketplace if you use the same 

brand colour? 

Are you using the same typography (i.e. fonts) as 

everyone else? If so, how are creating differentiation in 

your marketplace? This is actually one of my pet peeves. 

Typography is probably one of the most powerful and 

overlooked tools in the graphic design toolbox. Typography 

can instantly create character, style and separate you from 

the competition. Free fonts might be easy to acquire, but 

they’re also easy for everyone else to acquire. Which is great 

if you want to look like everyone else. Typography is an 

area you don’t want to skimp on. Do yourself a favour and 

purchase some good quality fonts. 

I’ve seen businesses craft a new brand identity only to use 

the same fonts and brand colours as their competitor down 

the road. This. Is. Crazy. Town. Crazy! The whole concept of 

branding is to create a unique identity. How is this possible 

if you look exactly like your main competitor? It isn’t. You 

just blend in. You become invisible. And more importantly 

your customers may confuse you for your competitor and 

purchase from them instead!

A  L I T T L E  N O T E  O N  B O R R O W I N G

Now I know it can be a little tempting to borrow a few of 

your competitors ideas, especially if they’re good. But let me 

stop you there. My question is, why would you want to be 

like them, when you can be like you? By all means use it for 

inspiration, but improve on their ideas and offer something 

different and better. The wise Dr Seuss said it best: “Today 

you are you, that is truer than true. There is no one alive that is 

youer than you.” There is only one you in this universe. Your 

uniqueness is your advantage. Use it!

C H A P T E R  0 5   /   M A K I N G  T H E  C O M P E T I T I O N  I R R E L E V A N T



N A M E Boutique Catering

L O C AT I O N Sydney, Australia

W E B S I T E  & S O C I A L S
Website Address 
Social Media Accounts

boutiquecatering.com.au
@boutiquecatering

O V E R V I E W
Write a short description about who 
they are and what they do (use their 
about page)

Boutique Catering is a premier, award winning catering business located in 
Sydney. They offer a formal range of catering, for corporate events. Although 
also cater for more formal private events or weddings. 

P R O D U C T S  /  S E R V I C E S
What products or services do they sell? 
What are their bestsellers? 

Corporate catering, wedding catering and events catering.

TA R G E T  AU D I E N C E
Who is their target audience? 
Who are they popular with?

Primarily corporate sector and formal events. 

P R I C E
What is their price point? 
Low, average, high?

Medium to high price point.

S T R E N G T H S
What do they excel at? What are they 
known for? What do they do that works 
well?

They are clearly positioned at the high end of the market. Targeting 
corporations and formal events. They are known for their high end service. 

W E A K N E S S E S
What could they do less of? What is 
holding them back? Your competitors 
weaknesses are your potential 
opportunities.

Their brand identity doesn’t reflect one of a premier brand, they use stock images 
instead of real imagery of their events, their website is very dated, they’re not 
very active on social media, they only serve the city area. 

O P P O R T U N I T I E S
What could they do more of? What 
opportunities are they missing?

Craft a more high end brand identity, offer a more exclusive product range, 
serve a wider location. 

P O I N T S  O F  D I F F E R E N C E
What are their key points of difference? 
How are they different to you?

Price, product offering, positioning, target audience

C O M P E T I T O R  A U D I T

5.1   /   E X A M P L E:  C AT E R I N G  B R A N D
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C A R V I N G  O U T  YO U R  S PA C E  I N  T H E  M A R K E T

It’s no secret that competition today has become 

increasingly intense. Customers are constantly bombarded 

with advertising, information and choices. 

If you try to appeal to everyone your message will quickly 

be drowned out by the competition and clutter that already 

exists in the marketplace. Making it impossible to capture 

their attention and speak to them directly. 

So, how do you avoid this? by owning a niche.

Stop focusing on how you can beat the competition and 

start focusing on making the competition irrelevant. The 

more you niche, the easier it is to provide value to your 

audience.

The reality is your target audience is overwhelmed with 

an infinite amount of choices and alternatives. They have 

limited time and too many options. The goal is to position 

yourself in the marketplace where you are the clear and 

obvious choice. Make their job easier!

B LU E  O C E A N  S T R AT E G Y

The power of niching was made popular in the book Blue 

Ocean Strategy by W. Chan Kim and Renee Mauborgne. To 

summarise if you try to enter an established market with the 

hopes of outperforming the competition, you are adopting 

what the authors call a red ocean strategy. In today’s world 

thanks to the rise of technology and access to information 

it’s too easy for businesses to enter an established market 

and saturate that market. When a market is saturated the 

only way to succeed is battling for market share which 

turns the market waters bloody and red, hence the term 

red ocean strategy. If instead you focused on sailing past 

the red oceans in search for blue waters of untapped 

market potential you increase your chances of survival and 

profitability. The goal is to create an environment in which 

you are the only competitor, rather than trying to fit into an 

established market.

When the authors W. Chan Kim and Renee Mauborgne 

studied 108 new businesses over 30 different industries, 

92 of those businesses adopted a red ocean strategy and 

aimed at outperforming the competition. The remaining 

16 businesses adopted a blue ocean strategy and avoided 

competition in search for a new category that they could 

dominate. When looking at the collective profits of all 108 

companies across several years the 92 red ocean businesses 

only accounted for 39% of the total profits. That meant 61% 

of the profits were generated by the 16 blue ocean businesses. 

Upon further study the authors discovered that the blue 

ocean businesses went onto dominate their respective 

markets for 10 to 15 years after their initial launch. 

T H E Y  G E T  M E !

One business that has done just that, is Flash Pack. Rather 

than position themselves as just another tour operator, they 

have positioned themselves as a “small adventure group 

tour adventure company exclusively for solo travellers aged 

between 30 to 49.” When I first came across Flash Pack my 

first impression was: Finally! A brand that gets me! I felt like 

I’d found a brand that understood me and my problems. 

And this is the same reaction you want to achieve from your 

target audience. You want them to feel like: they understand 

me! They get me! That your brand was built just for them, to 

solve their problems!

See how powerful this is? No longer will you need to 

convince your audience to understand you. No longer will 

your message be lost in the crowd. No longer will you need 

to compete for attention. You’ll be able to talk directly to 

your customer and cut through all the noise and clutter. 

C H A P T E R  0 5   /   M A K I N G  T H E  C O M P E T I T I O N  I R R E L E V A N T
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You’ll resonate better with your audience, charge more for 

your products and services, become a specialist in your field 

and have more success. 

YO U R  I N D U S T R Y  N I C H E 

W O R K B O O K: E X E R C I S E  5.4

Now it’s your turn. Grab a pen and start filling out Exercise 

5.4 in your workbook. First take a step back and look at the 

industry that you operate within. Then look at your market 

within that industry. Lastly get really specific and refine it 

even further to find a solid niche within your market. Here 

are a few examples to get you going:

Sister Scout Studio 

Industry: Wealth 

Market: Entrepreneurship 

Niche: Photography studio for female small business 

owners.   

@sisterscoutstudio

Drybar 

Industry: Beauty 

Market: Hairdressing 

Niche: No cuts, no colour, just blowouts (blowdrys). 

@thedrybar

Flash Pack 

Industry: Travel 

Market: Group Tours 

Niche: Small adventure group tour adventure company 

exclusively for solo travellers aged between 30 to 49. 

@flashpack

I T ’S  N O T  S E T  I N  S T O N E

But don’t stress! This isn’t set in stone. As your business 

grows and evolves, so too will your niche.

C H A P T E R  0 5   /   M A K I N G  T H E  C O M P E T I T I O N  I R R E L E V A N T

Prior to the 1920’s wearing a black dress was a symbol of 

mourning. That was until a little known French fashion 

designer published a sketch of simple black dress in Vogue. 

This simple “little black dress” went on to change the 

fashion landscape forever. We all have to start somewhere 

and for Coco Chanel it was the “little black dress.” Today 

Chanel has evolved to become a global fashion brand that 

sells everything from clothing, cosmetics, jewellery and 

fragrance. 

U P  N E X T

In the next chapter we’ll show you how to create a 

movement and presence in your market like no other! This 

powerful strategy will ensure you split apart from the pack, 

resonate better and ignite passion in your audience.
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“If you set out to be liked, you would be prepared to compromise on anything at 
anytime and you would achieve nothing.” — Margaret Thatcher

This chapter will guide the vision and direction of your 

business moving forward. It will allow you to create a 

movement and a presence in your market like no other. 

C O R E  VA LU E S

Your core values speak to your place in the universe. Why 

people buy from you and why the want to work for you. If 

a brand is seen to symbolise specific values, it will attract 

customers who believe in these values. The key is to align 

your core values with your audiences core values. 

When we stand for everything, we end up standing for 

nothing. When we try to satisfy everyone, we blend into 

the background. But when we stand for something we split 

apart from the pack. 

It’s not about stirring up trouble or being heard. The fact is 

your audience relies on you for your own unique view. It’s 

what they’re buying. If we do this properly, our view offers 

value. It’s useful. It solves problems or creates opportunity. 

It improves something in some way.

Your own stand might mean clearly communicating: 

what you do — and what you won’t, how you’re best able 

to help, what you believe is important — and not, who 

you serve — and who you shouldn’t, what’s free, what the 

customer pays for.

When you stand for everything, you stand for nothing. 

Taking a stand is brave. Difficult. Lonely. Even a bit scary. It 

requires you to take a stand for principles you believe in to 

build a stronger brand identity and reputation. It requires 

you to be a leader. 

The problem is we don’t want to want to lose the other 

people. But the thing to remember is that they’re not your 

people anyway. They were never for you. 

By identifying your core values not only do you attract the 

right customers, but you also separate yourself from the 

pack. 

T H E  P O W E R  O F  P O L A R I T Y

Everything has an opposite. Day and night. Light and dark. 

Hot and cold. In order to resonate, in order to matter, 

you need to communicate what you stand for. The more 

exposed, clear and transparent you are about what you stand 

for as a brand, the more you amplify your resonance with 

your audience. 

Polarity allows you to create a movement in your market. It 

allows you to cut through. It’s the us versus them mentality. 

It creates clear separation in your market and allows you to 

attract customers whose principles are aligned with yours 

and repel those that don’t. Essentially polarity is about 

creating clarity. Clarity in your mind and clarity in your 

C H A P T E R  0 6   /   C R E A T I N G  A  M O V E M E N T ,  N O T  J U S T  A  B R A N D
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customers mind. Using the power of polarity means that 

when you get clear on what you stand for, you no longer 

need to compete with the rest. 

So, what do you stand for? But more importantly, what 

do you stand against? In my market I stand for: clarity, 

simplicity, authenticity, process, results and taking action. I 

stand against: confusion, complexity, superficiality, bullsh*t, 

nonsense, pie-in-the-sky thinking, over-hyped buzzwords, 

page fillers and fluffy content with no clear outcome. I stand 

against ‘experts’ who only offer inspiration, but don’t tell 

you how to actually do it. People who waffle, but don’t have 

anything useful to say. Or so called ‘experts’ who make the 

simple complicated in attempt to make a few bucks only to 

reveal the obvious. To me that’s selfish, useless, fluffy and 

doesn’t help anyone. 

There are other people out there creating what I consider to 

be ‘depthless fluff.’ But I stand for clear practical step-by-

step strategies that you can apply and implement to create 

an outstanding brand. The how-to, not just the why. People 

who like depthless fluff can go to people who offer that. But 

I don’t offer that, I stand against it. 

P R O C E E D  W I T H  C AU T I O N

Now there is are right and a wrong way to do this. It’s not 

about going out there and trying to pick a fight. It’s about 

uncovering your beliefs and values, then standing behind 

them. 

If you go too extreme you can run the risk of turning people 

off. There is a fine line here and you don’t want to start 

outcasting people so much that they don’t want to be a part 

of what your doing. Proceed with caution. 

One of the best examples is Donald Trump. He’s very 

polarising. People either love him or hate him. Yet some 

people stand behind him (not me for the record). 

The goal is to align your values with your audience’s values 

so you split a part from the pack and resonate better with 

your audience. 

Don’t be scared about polarity, step off your neutral line, 

quit trying to be everything to everyone and be courageous 

enough to be yourself. 

D E F I N I N G  YO U R  C O R E  VA LU E S

The most obvious way to craft your brand values is to write 

a list of what’s important to you. But there’s a problem 

with this approach. You run the risk of crafting a boring 

generalised list that goes something like this: accountability, 

service, teamwork and integrity. Oh god kill me now! How 

dull and boring! This is nice and noble approach but won’t 

help you stand out in any significant way. There’s no real 

feeling or emotion behind these words other than that they 

sound “nice.” But “nice” won’t get you chosen; it will only 

get you ignored.

Like the wise man Richard Branson pointed out: “Too many 

companies want their brands to reflect some idealised, 

perfected image of themselves. As a consequence their 

brands acquire no texture, no character.” Don’t fall into this 

trap! 

So how can we go beyond being nice and noble and craft 

unique core values for our brand? Firstly forget about being 

perfect, instead let’s get real and raw. This will ensure you 

really connect with your audience on a personal level. 

F O R  & A G A I N S T  

W O R K B O O K: E X E R C I S E  6.1

The best way to do this is to start with all the things you 

hate! That’s because we often experience negative emotions 

more intensely than positive ones, and we can articulate far 

better why we don’t like something. 

C H A P T E R  0 6   /   C R E A T I N G  A  M O V E M E N T ,  N O T  J U S T  A  B R A N D
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Flip over to Exercise 6.1 in your workbook—it’s time to get 

your whinge on! I’ve created an example over the page for 

a skincare brand called The Ordinary. The Ordinary is a 

breakout new brand making waves in the beauty industry 

using the power of polarity. 

So what do you hate? What do stand against? What really 

pisses you off about your industry? What don’t your 

customers like about your industry? Is there a particular 

‘expert’ in your industry you disagree with? Firstly write 

down everything you stand against in the left column. For 

example, it could be outdated ways of doing things or new 

ways of doing things, the old economy or the new economy, 

a fast way of living, a slow way of living, something a certain 

competitor does that you don’t agree with, a certain trait 

of your industry or a particular trend. Add your answers 

in the ‘Against’ column. Then write the opposite of this in 

the ‘For’ column. What are the positive values you’d like 

to project instead? For example, I stand against confusion. 

The opposite of confusion is clarity. So therefore I stand for 

clarity. 

T H I N G S  P E O P L E  H AT E  A B O U T 

W O R K B O O K: E X E R C I S E  6.2

If your struggling for ideas I’ve got a great exercise for you. 

Pop over to Google and type in the following: Top things 

people hate about (insert your industry) or something similar. 

This will help to uncover things that people dislike about 

your industry. This is a really fun and powerful exercise and 

allows you to peek into your customers mind. 

Over the page I’ve created an example for the cruising 

industry. I found that people disliked the following: 

overcrowding, waiting in line, staff photographers, rooms 

without views, and additional charges for Wi-Fi, beer and 

wine, launderettes etc. In the next exercise I will show you 

how one cruising brand have used this information to their 

advantage. 

A P P L E

During a 1997 presentation to his employees at Apple, Steve 

Jobs gave the following advice: “To me, marketing is about 

values. This is a very complicated world, it’s a very noisy 

world. And we’re not going to get the chance to get people 

to remember much about us. No company is. So we have to 

be really clear on what we want them to know about us.” In 

the same presentation, he goes on to say: “What we’re about 

isn’t making boxes for people to get their job done… Apple 

is about something more than that. Apple at the core… It’s 

core values… is that we believe that people with passion can 

change the world for the better.” Passion. Change. A better 

world. That’s what Apple believes in, and they make sure to 

promote those values through every aspect of their brand.

C O R E  VA LU E S  

W O R K B O O K: E X E R C I S E  6.3 

Now that you have all your information, start by mapping 

out your core values in Exercise 6.3 of your workbook. I’ve 

included a brilliant example from Marie Forleo at the end of 

this chapter. For more details check it out here or view the 

link in the references section. 

YO U R  'N O  M O R E '  L I S T  

W O R K B O O K: E X E R C I S E  6.4 

So now you know what you stand for, what you stand 

against. It’s now time to polarise the market and create your 

No More list! 

What things don’t your customers have to put up with 

anymore? For my customers it’s no more confusion, no 

more bullshit, no more fluffy useless content with no clear 

actionable strategies.  

V I K I N G  C R U I S E S

A brilliant example is Viking Cruises. They’ve taken the time 

to research what their market doesn’t like and then offers 

them the polar opposite. See Examples 6.2 and 6.3.

C H A P T E R  0 6   /   C R E A T I N G  A  M O V E M E N T ,  N O T  J U S T  A  B R A N D

https://www.marieforleo.com/how-we-roll/


A G A I N S T 
W H AT  D O  YO U  S TA N D  A G A I N S T ?

F O R 
W H AT  D O  YO U  S TA N D  F O R ?

M I D  TO  E X P E N S I V E  P R I C E S H O N O U R A B L E  P R I C E S

C O N F U S I O N  & D E C E P T I O N I N T E G R I T Y  & H O N E S T Y

FA N C Y  S H I N Y  LU X E  PA C K A G I N G
N O  F R I L L S,  M O N O C H R O M E, U N A D O R N E D  D R O P P E R 

B OT T L E S  T H AT  L O O K  L I K E  P R OTOT Y P E S  S T R A I G H T  O U T  O F  A 
L A B O R ATO R Y

N OT  A LWAY S  E C O-F R I E N D LY 100% R E C YC L A B L E

T H E  U S E  O F  A N I M A L  T E S T I N G N O  C R U E LT Y  TO  A N I M A L S

F I L L E R  I N G R E D I E N T S  & F R A G R A N C E S
N O  F I L L E R  I N G R E D I E N T S,  N O  U N N E C E S S A R Y  F R A G R A N C E S,  

N O  F LU F F Y  C L E A N S E R S  O R  M O I S T U R I S E R S

U N AT TA I N A B L E  B E A U T Y B E A U T Y  I S  I N  A L L  O F  U S

C O N TA I N  A  M I X T U R E  O F  I N G R E D I E N T S M O S T  P R O D U C T S  O N LY  C O N TA I N  O N E  A C T I V E  I N G R E D I E N T

F LU F F Y  C U T E  N A M E S  W I T H  G R A N D  C L A I M S  
(T H I N K:  YO U T H  A C T I VATO R,  LU M I N O U S  D E W Y  S K I N 
C O N C E N T R AT E,  R E A DY  S T E A DY  G L O W  D A I LY,  V I TA L 

E S S E N C E )

P R O D U C T S  A R E  N A M E D  A F T E R  T H E  O N E  C O R E  I N G R E D I E N T  
E .G.  H YA LU R O N I C  A C I D  2% + B 5

FA N C I F U L  C L A I M S  W I T H  L I T T L E  O R  N O  P R O O F
O N LY  U S E  S C I E N T I F I C A L LY  P R O V E N  R E S E A R C H E D 

I N G R E D I E N T S

F O R  &  A G A I N S T

6.1   /   E X A M P L E:  T H E  O R D I N A R Y



A N Y T H I N G  B U T  O R D I N A R Y
When you think of the beauty industry what comes to mind? Barbie-
doll exteriors? Glamourous airbrushed models? High prices? Fancy 
packaging? Testing on animals? Botoxed celebrities pushing ridiculous 
claims (think: younger looking skin in one week)?  

Revolutionary brand The Ordinary has been one of the breakout 
skincare brands of 2017. It’s popularity is due to taking a clear 
stand on the industry’s lack of integrity, honesty and transparency. 
Founder, Brandon Truaxe nicely sums up the industry: “Just a bunch 
of fluff being created, a bunch of fluff being bought, and a bunch of 
fluff being sold.” 

In stark contrast to their competitors The Ordinary offers honourable 
prices, no filler ingredients, no unnecessary fragrances, minimal 
packaging and only uses widely produced (thus cheap) scientifically 
proven ingredients. Their no frills, monochrome dropper bottles look 
like they come straight out of a chemistry set, yet still manage to feel 
luxurious. 

In a statement the Founder, Brandon Truaxe explained his 
purpose for the brand: "If we have one goal as a group, it’s to add 
accountability to the beauty business. People assume it’s a scam, 
but the world evolves and things get better and better, and one day 
planes do fly."

C O R E  VA LU E S
The Ordinary is using the power of polarity to carve out a unique 
position in the marketplace. While the whole industry is for: fluff, 
deception and fanciful claims. The Ordinary stands for integrity, 
honesty, accountability, transparency, no animal testing and 
honourable pricing. The Ordinary's purpose and values are clearly 

outlined on their site. Here is an extract: "The Ordinary is an 
evolving collection of treatments offering familiar, effective clinical 
technologies positioned to raise pricing and communication integrity 
in skincare. The brand was created to celebrate integrity in its most 
humble and true form. Its offering is pioneering, not in the familiar 
technologies it uses, but in its honesty and integrity. The Ordinary 
is born to disallow commodity to be disguised as ingenuity. The 
Ordinary is “Clinical formulations with integrity”. In the category 
of functional beauty, integrity is rare. Commonplace technologies 
are referred to as ground-breaking and insensible pricing strategies 
confuse the audience, disguising commodity technologies as 
advanced. The Ordinary exists to communicate with integrity and 
bring to market effective, more familiar technologies at honourable 
prices. The Ordinary takes pride in honesty, fights innovation 
stagnancy in the industry and indirectly celebrates the depth of 
innovation our brands, Hylamide and NIOD, continue to bring to the 
category.”

C O R E  M E S S A G E S
All this can be summed up by their core messages: Luxury Never 
Makes Anyone Beautiful, Beauty Doesn’t Rinse Off, Beauty Is Being 
Human, Beauty is between you and you, Kindness is stronger than 
power, Science doesn’t understand luxury, Beauty is all of us. 

Featured Brand

T H E  O R D I N A R Y



1 . Cabins are too small and not all have views

2. Cruises aren’t really all-inclusive and there are additional charges

3. Staff photographers are everywhere

4. The food is institutional

5. Overcrowding and waiting in line

6. Your fellow passengers will be old

7. The staff can be obsequious and obtrusive

8. Your dining time and table are pre-assigned

9. Excursions are expensive and sometimes lame

10. The entertainment is awful

T O P  T H I N G S  P E O P L E  H A T E  A B O U T . . . C R U I S I N G

6.2  /   E X A M P L E:  C R U I S I N G  I N D U S T R Y



' N O  M O R E '  L I S T

6.4  /   E X A M P L E:  V I K I N G  C R U I S E S

N O Casinos

N O Children under 18

N O Umbrella drinks

N O Photographers

N O Charge for alternative restaurants

N O Charge for beer and wine at lunch and dinner

N O Charge for unlimited Wi-Fi and use of launderettes

N O Formal nights, butlers or white gloves

N O Entrance fee for The Spa and Spa sales press

N O Inside Staterooms

N O Smoking

N O Waiting in lines

N O Nickel and diming
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There websites states: “We do not try to be all things to 

all people. Instead, we focus on delivering meaningful 

experiences to you.” What Viking is not: No Casinos, No 

Children under 18, No Umbrella Drinks, No Photographers, 

No Charge for Unlimited Wi-Fi, No Waiting in Lines, No 

Charge for use of Launderettes, No Inside Staterooms, No 

Charge for Beer & Wine at Dinner, No Charge for additional 

restaurants, No Nickel and diming. When the whole industry 

is designed around children, casinos and additional charges 

Viking Cruises totally polarises the marketplace. For more 

details check out their site here or view the link in the 

references section. 

E M P O W E R I N G  YO U R  AU D I E N C E

Now we’re going to take it one step further and empower 

your customers. An important part of creating a movement 

is to give your audience “extravagant hope.” Eric Hoffer 

states: “Those who would transform a nation or the world 

cannot do so by breeding and captaining discontent…or by 

coercing people into a new way of life. They must kindle an 

extravagant hope.”

That “extravagant hope” means promising a brighter 

tomorrow. A brighter tomorrow ignites passion in your 

audience and is different for every brand. Your customers 

want to be a part of something bigger than themselves. They 

want to move towards a brighter tomorrow and it’s your job 

to show them that it’s possible. 

What is your audience’s “brighter tomorrow?” Where do 

they want to be in the future? Who do they want to be in the 

future? This is a shared hope that all of your audience wants 

to achieve. It’s their defined vision of success. 

One of my favourite quotes by Ryan Diess is: “If you can 

tell a person a story, you can capture their attention. If you 

can help them tell a new story about themselves, you’ll 

capture their hearts.” When you give your audience hope 

of a brighter tomorrow you tell them a new story about 

themselves and capture their hearts and minds. 

'W E  A R E '  L I S T  

W O R K B O O K: E X E R C I S E  6.5 

I’ve created a fun exercise for you to do in your workbook. 

It’s called the ‘We Are’ List. It’s designed to empower your 

audience under your shared vision for the future. Here are 

some questions to get you thinking: 

What does your market hope for? For example, they may 

want their freedom back - “we are creating a life on our 

terms.” What are they breaking free of ? What is the old 

way of being they are escaping from? For example “we are 

breaking free of our old bad habits.” What do they value? 

Lifestyle, health, wellbeing, profit, work/life balance or 

family. What do they have confidence in? What do they 

know to be true in their world? For example “we know that 

through hard work and dedication achieving our dreams is 

possible.” 

For me, my audience wants to make an impact in the world 

through their business. So for me, my ‘We Are’ List looks a 

little like this: We are seeking more meaning and fulfillment 

in the work we do, we are living life on our terms, we are 

seeking a better life, we are following our dreams, we are 

taking that leap of faith, we are crafting our own blockbuster 

brand.

When you create a movement standing out becomes 

irrelevant. Instead you will be standing so far apart from the 

competition that your customers see you as the only one 

that can fulfill their needs. 

U P  N E X T

In the next chapter we are going to dive deep into your 

customers mind and discover what they really want, so you 

can capture their hearts and minds.

C H A P T E R  0 6   /   C R E A T I N G  A  M O V E M E N T ,  N O T  J U S T  A  B R A N D
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M A R I E  F O R L E O

6.3  /   E X A M P L E:  C O R E  VA LU E S

We Do This Because We Love it

We Believe Everything Is Figureoutable

We’re Here To Change The World

We Don’t Do Mediocre

We Sell Things

That’s How 99% of What You Get Stays Free

Trust Is Everything

We’ve Got Your Back

We Love Our Customers

We Have A Kind People Only Policy

We’re Not For Everyone

We Have Fun Doing It All
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“When dealing with people, remember, you are not dealing with creatures  
of logic, but creatures of emotion.” — Dale Carnegie

When Steve Jobs invented the iPod everyone in the tech 

industry was scratching their heads. MP3 players were not 

new on the scene, they’d been around for a while. So what 

was so remarkable about the iPod and what was Steve Jobs 

thinking? They key was how it was marketed. The rest of 

the industry was marketing their products a little something 

like this: “1GB storage on your MP3 player.” Apple on the 

other hand, communicated why this was important for the 

customer: “iPod. 1000 songs in your pocket.”

F E AT U R E S  & B E N E F I T S

Apple were so successful because they focused on benefits, 

while the rest were focusing on features. 

What you have to remember is that people generally don’t 

care about your product. What they care about is how your 

product can make their life better. 

People don’t buy products or services. They buy outcomes! They 

buy solutions! They buy dreams!

The key is to focus less on your product’s features and start 

talking about how your product or service can benefit your 

customer lives in a meaningful way. 

W H AT ’S  T H E  D I F F E R E N C E ?

Benefits are emotional. Features are rational. A feature is 

what your product or service has or does. These are the 

raw facts, like a 360° camera, leather seats, GPS navigation, 

climate control or a 5-star safety rating. 

A benefit on the other hand shows your customer what’s in 

it for them. It’s a direct or indirect desirable result of using 

the product. Take a look at the example for Volvo on page 56 

(Example 7.1). The feature is a 360° camera, but the benefit 

is providing a detailed view of the car's surroundings, 

making parking easy than every before. The customer 

doesn’t really need a 360° camera, but what they do want is 

the ability to park easily. They don’t really need a premium 

sound system, but they do want to be at the centre of the 

performance. 

E M O T I O N S  F I R S T,  L O G I C  S E C O N D

Dale Carnegie said it best: “When dealing with people, 

remember, you are not dealing with creatures of logic, but 

creatures of emotion.” 

People are not logical. We’re creatures of emotion and 

we buy for emotional reasons. Once we have made our 

purchase we then like to back it up with logic. Emotion 

comes first, logic comes second and this is how you should 

approach your branding and marketing. 

Features do little to stimulate emotions, but what they do is 

rationalise buying decisions. Use benefits to stir emotions 

first and then features to appeal to their logic. 

W H A T  Y O U R  C U S T O M E R S  R E A L L Y  W A N T

C H A P T E R  0 7  /  T R A N S F O R M A T I O N

C H A P T E R  0 7   /   W H A T  Y O U R  C U S T O M E R S  R E A L L Y  W A N T
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I T ’S  N O T  A B O U T  YO U, I T ’S  A B O U T  YO U R  AU D I E N C E 

One of the biggest mistakes people make is that they make 

it all about them or their product. When you’re just talking 

about how great you are or how great your product or 

service is, your customer feels like they’re being sold to. No 

one likes to be sold to. In addition to this, your not building 

a relationship with your audience. 

By focusing your customers attention on the benefits 

instead of the features, you show your audience why your 

product or service matters to them. Why they should care. 

By doing this you’ll create a psychological link between your 

product and the fulfillment of their desires. 

When your customer becomes emotionally attached to a 

product or service they will often buy automatically or on 

impulse. I know I certainly have! The stronger the emotional 

reaction, the quicker your potential customer will buy. 

F E AT U R E S  & B E N E F I T S 

W O R K B O O K: E X E R C I S E  7 .1 

Flip over to Exercise 7.1 in your workbook, here your going 

to identify the features of your product or service and then 

beside each one write the benefit of that feature. Write down 

as many features as you can, before starting on the benefits. 

Example: Catering Business 

Feature: Full catering service 

Benefit: We create memorable experiences so you can enjoy 

socialising without the stress.

Think about this from the customers perspective. What are 

they saving? Time, money, stress? What is the end value that 

they receive from purchasing your product or service? Does 

it get the job done faster or better? Make their life easier in 

some way? How does this feature help them? How does it 

help them in the future? 

If you want to go even further I suggest brainstorming some 

future benefits. Future benefits are benefits that will impact 

the customer future. For example: Buy Now Keep Forever, The 

Last One You’ll Ever Need. Future benefits help the customer 

to picture themselves, not only enjoying the immediate 

benefits, but having it impact their lives for years to come. 

These benefits talk about how your product or service will 

save them time or money in the future. Now it’s not just 

a product that can help today, but an investment for the 

future. 

T R A N S F O R M AT I O N

Listing out your features and benefits will get you further 

than most. But this is where the gold is. 

Theodore Levitt famously said: “People don’t want to buy 

a quarter-inch drill. They want a quarter-inch hole.” This 

quote brilliantly illustrates, in the simplest of terms, why 

you need to sell benefits, not features. 

But it doesn’t go far enough. Nobody is going to be better off 

because they drilled a hole. No one wants a hole. The hole 

is the immediate result. What people want is extra storage 

space, a new outdoor deck, a new kitchen, that’s what they 

really want. 

But wait...This doesn’t go far enough either. 

It’s not just an outdoor deck they’re seeking. What they 

really want is a place to relax, have a barbecue, throw a party 

or just hang out with family and friends. 

People don’t want to buy a quarter-inch drill—they want to 

have a great time with their family and friends. They want to 

spend quality time with those who matter the most. Bingo! 

Now that’s what they are really buying!

C H A P T E R  0 7   /   W H A T  Y O U R  C U S T O M E R S  R E A L L Y  W A N T
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S P E A K I N G  T O  T H E  D E S I R E D  E N D  R E S U LT

If you only talk about the benefits of your product you’re 

not going to be that effective, because your still talking 

about the product—not your customer. 

Have you ever been to an event and there’s that one 

person who doesn’t stop talking about themselves? Then 

you’ll know how annoying this can be. It’s a one-sided 

conversation and it gets boring pretty quickly. You need 

to turn the spotlight on the person that matters: your 

customer. 

It doesn’t matter what product or service you are selling. 

We’re all selling transformation. People don’t buy products 

or services or features or benefits. They  buy transformation. 

They buy the results. They buy outcomes. They buy hopes 

and dreams. This is what you need to be talking about. 

Express the desired end result first. 

At the end of the day it doesn’t matter what industry you’re 

in, we’re all selling the same thing. We’re all selling our 

audience a better version of themselves. 

H E L P I N G  O T H E R S  B E C O M E  W H O  T H E Y  

WA N T  T O  B E C O M E

Your customers aren’t paying for a drill bit, they’re paying 

for more time with their friends and family. They’re paying 

for togetherness, for belonging. 

Essentially your customers are paying you to make their 

lives better. Your customers don’t need more stuff, 

they need connection, belonging, achievement, status, 

recognition, freedom, fun, safety, peace of mind. 

Your product or service is simply a road to help them 

achieve these goals and desires. The aim is not to sell your 

product, but instead sell your audience a better version of 

themselves. 

Getting clear on your customers core desires is fundamental 

to your branding. Once you’ve uncovered your customers 

core desires it’s then your job to carefully articulate this 

back to them. 

W H AT  D O  YO U R  C U S T O M E R S  R E A L LY  WA N T ? 

W O R K B O O K: E X E R C I S E  7 .2

But how do we do this? How can we identify what our 

customers really want? The quick answer—it’s over the 

page - 7.2 Lifestyle Values & Goals. Look familiar? This is the 

same list from Chapter 2. 

Just like you want to achieve your wildest dreams, so too do 

your customers. We all share the same basket of dreams and 

desires.

W H AT  C A N  YO U  O F F E R ? 

W O R K B O O K: E X E R C I S E  7 .3 

For Exercise 7.3 go through the list of Lifestyle Values & 

Goals and identify how you can meet any of these desires or 

goals with your products or services. 

U P  N E X T

In the next chapter we will go further in depth on what 

really motivates humans to do what they do and behave 

the way they behave. Understanding human psychology is 

the secret to elevating your brand and connecting to your 

audience. 

C H A P T E R  0 7   /   W H A T  Y O U R  C U S T O M E R S  R E A L L Y  W A N T



F E AT U R E S B E N E F I T S

360˚ Camera
Provides a detailed view of the car’s surroundings, making parking 
easy than ever before.

Park Assist
Negotiating tight parking spaces doesn’t have to be a challenge, with 
Park Assist dramatically increasing your field of vision.

Pilot Assist
Semi-autonomous technology makes driving safer and more relaxing, 
with Pilot Assist gently steering you back into your land if you veer 
off course.

Premium Sound System
Sound system that’s at the cutting edge of technology. Outstanding 
realism to your favourite music, putting you at the centre of the 
performance.

Bluetooth Connectivity
Connected with the world. You can disconnect from home and reconnect 
with the road.

GPS Navigation
Doesn’t distract you from the road ahead. Finding your way is now 
simpler than ever.

Climate Control
Occupants are cocooned in serene luxury regardless of the conditions 
outside.

Increased Ground Clearance
Whether you’re heading to the snow, the beach you will have 
elevated levels of sophistication and confidence on the road.

Electric Motor
Embrace the quiet with its super-silent electric motor, designed for a 
more peaceful drive all round.

F E A T U R E S  &  B E N E F I T S

7.1   /   E X A M P L E:  V O LV O



L I F E S T Y L E  V A L U E S  &  G O A L S

7.2   /   W H AT  YO U R  C U S TO M E R S  R E A L LY  WA N T

A C C O M P L I S H M E N T

A C H I E V E M E N T

A D VA N C E M E N T

A D V E N T U R E

A F F E C T I O N

A M B I T I O N

A N  O P E N  M I N D

A R T I S T I C  E X P R E S S I O N

A U T H E N T I C I T Y

B A L A N C E

B E A U T Y

B E L O N G I N G

B E  O F  S E R V I C E

B O L D N E S S

B U S I N E S S

C A R E E R

C H A L L E N G E

C H A N G E

C I T I Z E N S H I P

C O M F O R T

C O M M U N I C AT I O N

C O M M U N I T Y

C O M PA S S I O N

C O M P E T E N C E

C O N F I D E N C E

C O N T R O L

C O N T R I B U T I O N

C R E AT I V I T Y

C U LT U R E

C U R I O S I T Y

D E S I G N

D E T E R M I N AT I O N

E F F I C I E N C Y

E M PAT H Y

E N E R G Y

E N V I R O N M E N T

E Q U A L I T Y

E T H I C S

E X C E L L E N C E

FA I R N E S S

FA I T H

FA M E

FA M I LY

F I T N E S S

F L E X I B I L I T Y

F R E E D O M

F R I E N D S H I P

F U N

G R O W T H

H A P P I N E S S

H A P P Y  H O M E

H E A LT H

H O N E S T Y

H O P E

H U M O U R

I N D E P E N D E N C E

I N D I V I D U A L I T Y

I N F LU E N C E

I N N E R  H A R M O N Y 

I N N O VAT I O N

I N S P I R AT I O N

I N T E G R I T Y

I N T I M A C Y

I N V E S T I N G

J OY

J U S T I C E

K I N D N E S S

K N O W L E D G E

L A U G H T E R

L E A D E R S H I P

L E A R N I N G

L E G A C Y

L E I S U R E

L I B E R AT I O N

L O V E

L OYA LT Y

LU X U R Y

M A S T E R Y

M U S I C

N AT U R E

O B E D I E N C E

O P E N N E S S 

O P T I M I S M

O R D E R

PA R E N T I N G

PA R T N E R I N G

PA S S I O N

P E A C E

P E A C E  O F  M I N D

P L E A S U R E

P O W E R

P R E S T I G E 

P R I D E

P U R P O S E

Q U A L I T Y

R E A S S U R A N C E

R E C O G N I T I O N

R E C R E AT I O N

R E L AT I O N S H I P S

R E P U TAT I O N

R E S P E C T

R E S P O N S I B I L I T Y

R E V E N G E

R E V O LU T I O N

R O M A N C E

S A F E T Y

S E C U R I T Y

S E L F-R E S P E C T

S E X

S O L I T U D E

S P I R I T U A L I T Y

S TA B I L I T Y

S TAT U S

S T R E N G T H

S U C C E S S

S U S TA I N A B I L I T Y

S YM PAT H Y

T E A M W O R K

T E N S I O N

T R AV E L

T R U S T

T R U T H

W E A LT H

W E L L B E I N G
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E L E V A T E  Y O U R  B R A N D

C H A P T E R  0 8  /  C O R E  D E S I R E S  &  M O T I V A T I O N

“We’re all selling the same thing. We’re all selling a better version of ourselves”   
— Unknown

To really get inside your customers mind and understand 

them, you need to understand what drives basic human 

behaviour and decision-making. Let me introduce you to 

Maslow’s Hierarchy of Needs. 

M A S L O W ’S  H I E R A R C H Y  O F  N E E D S

Developed in 1943, Maslow’s Hierarchy of Needs (see 

over page) is one of the best known theories of human 

motivation. According to Abraham Maslow, our actions 

are motivated in order to achieve certain needs. His theory 

helps us to understand what motivates people to do the 

things they do and behave the way they behave. 

Humans have an innate desire to grow. After our basic needs 

are met we shift from a drive to survive to a desire to thrive. 

Ultimately we strive for self-actualisation, meaning we want 

to achieve our deepest desires, our loftiest goals and pursue 

our purpose. We want to be all we can be. But in order to 

achieve these ultimate goals, a number of more basic needs 

must be met. 

First we need more basic physical requirements such as 

food, water, sleep, and warmth. Once these lower-level 

needs have been met, we then move onto the next level 

where we seek safety and security. 

As we progress up the pyramid our needs become more 

psychological and social. We desire love, friendship, 

belonging and intimacy. As we ascend up the pyramid self-

esteem and feelings of accomplishment take priority. 

It’s only after we have met all of these needs that we can 

then turn our attention to personal development and 

fulfilling our own potential. 

Originally containing only five levels, Maslow Hierarchy 

of Needs was updated in 1970 to include three additional 

levels: cognitive needs, aesthetic needs and self-

transcendence. Let’s take a closer look at each level, starting 

from the lowest level. 

P H Y S I O L O G I C A L  N E E D S 

At the bottom of the pyramid are our basic physiological 

needs we as humans cannot live without. Such as water, 

food, shelter, sleep, clothing, sex, warmth and breathing. 

These needs are essential to our survival and propagation as 

a species. 

Needing a roof over our head, food in our bellies and 

clean air to breath are examples of these needs. Maslow 

estimated that approximately 85% of Americans have their 

physiological needs met (sorry I don’t have any statistics for 

the rest of the world). 

Businesses who sell food, drink, clothing, shelter and 

bedding are appealing to our basic physiological needs. 

C H A P T E R  0 8   /   E L E V A T E  Y O U R  B R A N D
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S E C U R I T Y  & S A F E T Y  N E E D S 

The second level is our basic need for safety, security, 

protection from the elements, law and order, stability, 

freedom from fear, employment, health and wellbeing. We 

all as humans have a need to live in a safe predictable world 

and feel secure and stable. If we don’t have our safety needs 

met we can feel scared, stressed and anxious. 

Finding a job, getting health insurance, buying new tyres for 

your car, saving money and living in a safe neighbourhood 

are all examples of actions motivated by our security and 

safety needs. Maslow estimated that approximately 75% of 

Americans have their safety needs met. 

Businesses who sell finance, insurance, health services, 

weapons, safety and security are all appealing to our basic 

human need to feel safe and secure. Think Citibank, HSBC, 

Allianz, Volvo, Police, Armed Forces and the Navy. 

S O C I A L  N E E D S 

At this level, the psychological need for emotional 

relationships drives human behaviour. The need for 

friendships, family, community, social connections and 

romantic relationships. 

In order to avoid problems such as loneliness, isolation, 

depression, and anxiety, it’s important for people to 

feel loved, accepted by others and a sense of belonging. 

Community and groups play an important role. Such as 

religious groups, sports teams, book clubs, and other group 

activities. Maslow estimated that approximately 50% of 

Americans have their social needs met. 

Brands such as Facebook, Instagram, Starbucks, Vodafone, 

Airbnb, eHarmony, Match.com, Tinder, Manchester United 

and Premier League all appeal to our need to connect and 

belong. 

E S T E E M  N E E D S 

When our needs at bottom levels of the pyramid have been 

satisfied, we turn our attention to our esteem needs. At this 

point it becomes increasingly important to gain respect, 

accomplish things and have our abilities appreciated. This 

is the psychological need for appreciation, confidence, 

recognition, status, prestige and respect. People need to 

sense they are valued by others and feel they are making a 

contribution to the world. 

People who are able to satisfy the esteem needs by achieving 

good self-esteem and the recognition of others, tend to feel 

confident in their abilities. Those who lack self-esteem and 

the respect of others can develop feelings of inferiority.

Maslow made an important distinction with esteem needs. 

One part is our reputation - that is what other people think 

of us and the other is our self-respect - what we think about 

ourselves. 

It’s here that we feel the need to purchase that designer 

handbag, get cosmetic surgery or buy that luxury car. Brands 

like Mercedes Benz, Porsche, Rolex, Nike, Moët & Chandon 

all appeal to our esteem needs. Maslow estimated that only 

about 40% of Americans are fulfilling their esteem needs. 

C O G N I T I V E  N E E D S 

At this level we have a need for knowledge, understanding, 

meaning and intelligence. We want to learn about ourselves, 

others and our world. It’s here that we feel the need to go to 

university, watch documentaries and read books. Brands like 

Amazon, BBC, Harvard University, National Geographic and 

The New York Times all appeal to our cognitive needs. 

A E S T H E T I C  N E E D S 

Another later addition to Maslow’s original hierarchy is our 

aesthetic needs. That’s our desire to experience beauty in 

whatever form. That could be anything from experiencing 

the wonder of unspoiled nature in the heart of a National 

C H A P T E R  0 8   /   E L E V A T E  Y O U R  B R A N D



M A S L O W ’ S  H I E R A R C H Y  O F  N E E D S

Based on “A Theory of Human Motivation,” originally published by Abraham Maslow in 1943, 
and subsequent additions by Maslow and Viktor Frankl. Maslow’s hierarchy of needs is a motivational 

theory in psychology comprising a five-tier model of human needs, often depicted as hierarchical 
levels within a pyramid.

01 /  P H Y S I O L O G I C A L  N E E D S
T H E S E  B A S I C  N E E D S  I N C LU D E  F O O D, WAT E R,  B R E AT H I N G, 
S E X ,  S L E E P,  C L OT H I N G, WA R MT H  A N D  S H E LT E R.  M O S T  P E O P L E 
AT T E M P T  TO  F U L F I L L  T H E S E  N E E D S  B E F O R E  A N Y  OT H E R S

02 /  S A F E T Y  & S E C U R I T Y  N E E D S
T H E S E  B A S I C  N E E D S  I N C LU D E S  F E E L I N G S  O F  S E C U R I T Y  A N D 
S TA B I L I T Y,  L I V I N G  F R E E  O F  F E A R  A N D  B E I N G  S A F E  F R O M 
H A R M . T H E  N E E D  TO  F E E L  S A F E,  S E C U R E  A N D  S TA B L E

03 /  S O C I A L  N E E D S
P S YC H O L O G I C A L  N E E D  F O R  L O V E  A N D  B E L O N G I N G, F R I E N D S, 
FA M I LY,  C O M M U N I T Y,  C O N N E C T I V I T Y,  A C C E P TA N C E,  S O C I A L 
G R O U P S  A N D  R O M A N T I C  R E L AT I O N S H I P S

04 /  E S T E E M  N E E D S
P S YC H O L O G I C A L  N E E D  F O R  S E L F-E S T E E M , C O N F I D E N C E, 
S E N S E  O F  S E L F  A C H I E V E M E N T,  A C C O M P L I S H M E N T, 
R E C O G N I T I O N, R E S P E C T  O F  OT H E R S,  R E S P E C T  B Y  OT H E R S, 
P R E S T I G E  A N D  S TAT U S

05 /  C O G N I T I V E  N E E D S
T H E  N E E D  F O R  K N O W L E D G E,  U N D E R S TA N D I N G, C U R I O S I T Y, 
E X P L O R AT I O N  A N D  T H E  N E E D  F O R  M E A N I N G

06 /  A E S T H E T I C  N E E D S
T H E  N E E D  A N D  A P P R E C I AT I O N  F O R  B E A U T Y,  B A L A N C E,  F O R M , 
N AT U R E,  O R D E R  & S YM M E T R Y

07 /  S E L F-A C T UA L I S AT I O N
S E L F-F U L F I L L M E N T  N E E D  F O R  A C H I E V I N G  O N E ’S  F U L L 
P OT E N T I A L ,  P E R S O N A L  G R O W T H, S E L F-AWA R E N E S S,  M O R A L I T Y 
A N D  E T H I C S.  T H E  N E E D  TO  L I V E  U P  TO  O U R  F U L L E S T 
P OT E N T I A L

08 /  S E L F-T R A N S C E N D E N C E
S E L F-F U L F I L L M E N T  N E E D  TO  F I N D I N G  M E A N I N G  A N D 
I D E N T I T Y  B E YO N D  YO U R S E L F,  G I V E  B A C K ,  S P I R I T U A L  N E E D S 
A N D  T H E  N E E D  TO  H E L P  OT H E R S  TO  S E L F-A C T U A L I S E

W H AT  M OT I VAT E S  H U M A N  B E H AV I O U R
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Park, to admiring a beautiful painting. This isn’t necessarily 

materialistic. It’s not about owning a beautiful painting – 

but instead about a desire to experience and create beauty. 

Maslow recognised that artists tend to focus on fulfillment 

of these needs. 

It’s here we feel the need to visit that museum or restaurant, 

travel to stunning locations or go to that show or concert. 

Things like photography, creating music, painting, 

decorating, exploring nature are all examples of us trying to 

fulfill our aesthetic needs. Brands like The Louvre Museum, 

Adobe, Apple, Tiffany & Co and Swarovski all appeal to our 

aesthetic needs. 

If you’re going to appeal to your customers aesthetic needs, 

the imagery you use will play a vital role in your branding 

and marketing.  

S E L F-A C T UA L I S AT I O N 

At the top of the pyramid are the self-fulfillment needs. It’s 

here that we seek personal growth, to be all we can be, to 

live up to our fullest potential and self-awareness. It’s about 

introspection and we’re not so concerned with the opinions 

of others. 

This stage can only be met once all the other needs are 

satisfied. Though any person can achieve self-actualisation, 

not all people will, since progress may be halted by life’s 

challenges. Maslow estimated that only 10% of American’s 

are meeting some of their self-actualisation needs, while 

only 2% where meeting all of them.

When you purchase a self-help book, sign up for a gym 

membership or feel the desire to following your purpose, 

you are expressing your need for self-actualisation. 

S E L F-T R A N S C E N D E N C E 

Maslow later divided the peak of the triangle to add self-

transcendence which is also sometimes referred to as 

spiritual needs. This is the need to transcend the self, find 

meaning and identity beyond ourselves. We move beyond 

our ego and turn our attention to helping others find self-

fulfillment. 

Transcendence refers to one’s spirituality and relation to the 

universe and others. It’s here that we have a need to help 

others self-actualise. Spiritual teachers like His Holiness the 

Dalai Lama and other new age industries such as Mindvalley 

and Gaia are good examples.

Eastern philosophies are all trying to achieve a state of 

enlightenment. Meeting our transcendence needs is equal 

to obtaining a state of enlightenment. Understanding that 

there is one universal consciousness and that we are all 

connected. It’s the understanding that by helping our fellow 

humans we are also helping ourselves. 

A P P E A L I N G  T O  YO U R  H I G H E R  N E E D S

Successful brands all have products and services with great 

benefits and features, but they don’t stop there. Rather 

than focusing on the bottom of the pyramid they achieve 

incredible loyalty because they connect their brand with the 

very highest levels of Maslow’s Hierarchy. 

Brands that can fulfill human needs on the higher levels 

of the hierarchy become irreplaceable in the mind of their 

customers. They demand customer loyalty, not by getting 

customers to choose your brand over another, but by 

making you believe that your brand has no equivalent.  

Let’s look at how a few successful brands have skipped the 

lower levels of Maslow’s pyramid and are focusing on the 

higher levels (see Example 8.1).

E V I A N

Evian is a brilliant example. Branding plays an important 

role in the bottled water industry, as they are essentially 

motivating people to buy something they could get for free. 
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Served in starred hotels, banquets, golf courses, nightclubs 

and other high-end places across the globe, Evian has 

positioned itself as a premium luxury brand in the bottled 

water market. 

The brand has an incredible story. In 1789 during a walk, the 

Marquis of Lessert drank water from the Sainte Catherine 

spring on the land of a M. Cachat. The marquis, who was 

allegedly suffering from kidney and liver problems, claimed 

that the water from the spring cured his ailments. The story 

spread across France and Doctors began prescribing the 

water to other patients. Napoleon and his empress were so 

impressed they named the town Evian. The use of Evian by a 

royal family gives it an aristocratic brand image. 

The brand frequently collaborates with high-fashion 

designers to create a series of limited edition exclusive 

bottles. Diane von Fürstenberg designed the limited edition 

bottle for 2013, Elie Saab for 2014, Kenzo for 2015, Alexander 

Wang for 2016, and Christian Lacroix for 2017. By working 

with famous designers to create unique and exclusive 

bottles, Evian has magically positioned itself as a high-end 

fashionable brand. 

Water is a basic human need, it’s level 1 on Maslow’s 

Hierarchy of Needs. But Evian doesn’t just sell water. They 

have magically transformed a basic human need into a 

symbol of prestige and status. They are appealing to our 

esteem needs (level 4) and also our aesthetic needs (level 

6). Wow! Now that’s branding genius. 

S TA R B U C K S

Starbucks is another great example of appealing to our 

higher needs. With Starbucks it’s not just about the coffee. 

Starbucks CEO, Howard Schultz set out to create a hub of 

conversation and a social gathering place. As Schultz told 

Oprah, “Coffee is social - it brings people together.” His 

vision was to create the same atmosphere he experienced 

in coffee bars across Italy. It was all about the experience, 

and he wanted to create a destination between work and 

home—a “third place.” Coffee was only the vehicle for this 

bigger vision. Starbucks doesn’t only sell coffee, they sell 

community, social connection and belonging (level 3 on 

Maslow’s Hierarchy of Needs). 

M C D O N A L D ’S

McDonald’s have done an exemplary job at establishing their 

brand presence. They’ve created an emotional experience 

that takes us back to our childhood—even though we realise 

that there are better products out there.

Overall, the McDonald’s brand image is one of family, joy, 

love, and youth. They tap into the insight that families 

want to spend more quality time together. Despite many 

criticisms, it remains one of the most popular fast food 

chains around the world. 

From the start, McDonald’s focused on youth and families. 

When the company was bought and franchised by Ray Kroc 

he continued to market with these values. Family and fun 

for children remains one of the backbones of the company’s 

brand image. From level 1 to level 3 - family. 

E L E VAT E  YO U R  B R A N D  & A P P E A L  T O  YO U R 

C U S T O M E R S  H I G H E R  N E E D S 

W O R K B O O K: E X E R C I S E  8.1

Can you connect your brand with the highest levels of 

Maslow’s Hierarchy? Can you jump a few levels on the 

pyramid?

Fill out Exercise 8.1 in your workbook. First establish what 

level and need your brand is currently appealing to. Then 

see if you can move up the pyramid and appeal to your 

customers higher needs.  

Level 2 - Can you appeal to their need for safety, stability or 

security?  

Level 3 - Can you appeal to their need for social connection, 

acceptance, love or belonging?  
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Level 4 - Can you appeal to their need for achievement, 

accomplishment, recognition, respect, prestige or status?  

Level 5 - Can you appeal to their need for knowledge, 

understanding or curiosity?  

Level 6 - Can you appeal to their need for beauty, balance or 

form?  

Level 7 - Can you appeal to their need for self-fulfillment, 

personal growth, self-awareness, authenticity or ethics?  

Level 8 - Can you appeal to their need to find meaning, 

explore spirituality, give back or help others? 

I N C R E A S I N G  D E S I R A B I L I T Y  W I T H  S TAT U S

Napoleon famously said: “A soldier will fight long and hard 

for a piece of coloured ribbon.” In one sentence he summed 

up the importance recognition, achievement, prestige and 

status (level 4 - esteem needs). This need is so important 

that people are willing to fight long and hard for it. Even die 

for it. That is the power of status. 

When you go through Exercise 8.1 pay particular attention 

to the esteem needs. This is flying first class, that exclusive 

club or membership and gated communities. This is the 

AMEX Black - by invitation only. How can you incorporate 

product tiers, prestige and status into your brand? By 

introducing a bit of status into your brand you will find 

that it’s amazing what people will do for a piece of colored 

ribbon.

O P P O R T U N I T I E S 

Did you notice that as we moved up the pyramid less and 

less of these needs are being met? 85% of people have 

their psychological needs met, but only 2% have their 

self-actualisation needs met. This shows there is a huge 

opportunity in the market to create products and services 

that fulfill our higher level needs. People don’t need more 

superficial junk—I think we can all agree on that. Can 

you develop a product or service that really satisfies your 

customers need for safety, self-esteem, knowledge, beauty, 

personal growth or spirituality?

U P  N E X T

Maslow’s Hierarchy of Needs is a great tool to help us  

understand our customers and identify their needs. But 

it’s only the tip of the iceberg. After all, we’re all unique 

individuals with different beliefs and values. 

In the next chapter I’ll introduce you to a mind-blowing 

tool the industry experts don’t want you to know about. 

This powerful done-for-you brand framework will bring 

your brand to life and unite your audience like never before! 

Buckle your seat belts folks - this is my favourite chapter!
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S TA R B U C K S
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

C O F F E E,  T E A ,  F O O D

L E V E L  3 -  S O C I A L  N E E D S:  

C O N N E C T I O N  & C O M M U N I T Y

A I R B N B
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

S H E LT E R

L E V E L  3 – S O C I A L  N E E D S: 

B E L O N G I N G

M C D O N A L D ’S
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

F O O D  & D R I N K

L E V E L  3 -  S O C I A L  N E E D S: 

FA M I LY

N I K E
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

C L OT H I N G

L E V E L  4 – E S T E E M  N E E D S:  

C O N F I D E N C E  & A C C O M P L I S H M E N T

T H E  R I T Z
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

S H E LT E R

L E V E L  4 – E S T E E M  N E E D S: 

P R E S T I G E  & S TAT U S

E V I A N
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

WAT E R

L E V E L  4 – E S T E E M  N E E D S: 

P R E S T I G E  & S TAT U S

J E E P
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

T R A N S P O R TAT I O N

L E V E L  5 – C O G N I T I V E  N E E D S: 

A D V E N T U R E  & E X P L O R AT I O N 

C O C O -C O L A
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

D R I N K

L E V E L  3 -  S O C I A L  N E E D S:  

F R I E N D S H I P  & C O M M U N I T Y

C A LV I N  K L E I N
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

C L OT H I N G

L E V E L  4 – E S T E E M  N E E D S: 

P R E S T I G E  & S TAT U S

C H R I S T I A N  L O U B O U T I N
L E V E L  1  -  P H Y S I O L O G I C A L  N E E D S: 

F O OT W E A R  & C L OT H I N G

L E V E L  6 – A E S T H E T I C  N E E D S: 

B E A U T Y  & F O R M

8.1  /  E X A M P L E:  M O V I N G  U P  T H E  P Y R A M I D

A P P E A L I N G  T O  H I G H E R  N E E D S
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U N I T E  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

C H A P T E R  0 9  /  B R A N D  P E R S O N A L I T Y

“All the most powerful ideas in history go back to archetypes”
 — C.G Jung

A  S H O R T  H I S T O R Y  L E S S O N 

Following the Industrial Revolution, factories needed to 

sell their mass produced goods to a wider market. But 

they encountered a little problem. The challenge was that 

customers were only familiar with locally produced goods. 

Generic products had difficulty competing with these more 

familiar local products. Manufacturers needed to convince 

the market that they could place their trust in their non-

local products. To differentiate their goods from generic 

products, they gradually began to use personal identifiers. 

By the 1880’s they began to realise that brands injected with 

personality and identity outsold rival brands. And so the 

practice of modern-day branding began. 

Fast forward to the 1940’s and a shift occurred. 

Manufacturers began to notice that consumers started to 

develop relationships and emotional connections with 

their brands. Advertisers began researching psychology 

and anthropology (the study of human societies and 

cultures) to gather insights into consumer behaviour and 

purchasing. Based on the research advertisers discovered 

that consumers prefer brands with personalities that match 

their own. 

So, not only do brands with personality outsell their rivals, 

but customers prefer brands that have personalities that 

match their own. 

C R E AT I N G  B R A N D  P E R S O N A L I T Y

So how can we uncover our customers personality and 

inject that personality into our brand? The answer: brand 

archetypes. 

Successful brands have a strong sense of identity, one that 

mirrors the hopes and aspirations of their customers. Great 

brands use the power of archetypes to tap into the collective 

unconscious and appeal to our universal human needs. 

A R C H E T Y P E S  C R E AT E  M E A N I N G

Think of the Disney classic Pinocchio. It’s the story of an 

inanimate object coming to life. The wooden puppet is 

transformed into a little boy. A similar theme occurs in Toy 

Story. Archetypes have the power to do the same with your 

brand. Inject personality, meaning and make it come to life! 

This is how we can create a human connection with our 

audience. 

Archetypes are the personality and soul of a brand. They 

have the ability to convey meaning that makes customers 

relate to a brand as if it were alive in some way. They have a 

relationship with it. They care about it.

Iconic brands embody archetypes. Nike is the perfect 

example. When you hear the word Nike what comes to 

mind? More importantly, how do you feel? Empowered, 
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inspired and nothing short of heroic. Nike sells more than 

sportswear. Nike transforms the average gym-goer into 

a bonafide gladiator. What makes Nike’s brand story so 

popular is its use of the Hero archetype in communicating 

the brand’s soul and purpose.

S O, W H AT  E X A C T LY  I S  A N  A R C H E T Y P E ?

The term archetype means original pattern in ancient 

Greek. Defined by Swiss psychiatrist Carl Jung they are 

commonly used in marketing, psychology, anthropology 

and other social sciences. Jung used the concept of the 

archetype in his theory of the human psyche. He defined 12 

universal, mythic characters that reside within our collective 

unconscious. These 12 archetypes represent the range of 

basic human motivations, desires and goals. They include: 

The Innocent, The Everyman, The Hero, The Caregiver, 

The Explorer, The Rebel, The Lover, The Creator, The 

Entertainer, The Sage, The Magician and The Ruler. See Carl 

Jung's 12 Archetypes over the page.

Each type has its own set of beliefs, goals, values, meanings 

and personality traits. When you dive into these archetypes 

and the behaviour traits of each, you will probably recognise 

yourself, your family and your friends. Ultimately we’re all a 

blend of these archetypes, however one tends to dominate 

our personality. 

W H Y  A R E  T H E Y  S O  P O W E R F U L?

When I ask you to imagine an innocent maiden, what 

comes to mind? Does she have blue hair, tattoos and rides 

a Harley Davidson? No of course not. This is the power 

of archetypes in action. You already have a preconceived 

image of an innocent maiden. They might look a little like 

Snow White, Cinderella or Audrey Hepburn. What about 

their personality? They might be happy-go-lucky, peaceful, 

wholesome or even a little naive. So, how do we already 

know all this? 

Archetypes have been appearing in stories and myths 

all over the world since the beginning of time. They are 

featured in just about every blockbuster movie or bestselling 

novel. Mythologists and Anthropologists see the same 

themes, situations and stories played out again and again, 

across the ages and across the globe. Through the use of 

story, art, religion, myths, archetypes characterise universal 

patterns of behaviour that we all instinctively understand.

Because the understanding of these archetypes is instinctive, 

we are able to connect with (or avoid) others very quickly 

when we experience them. We recognise them because 

as humans we have been programmed to do so. Think of 

archetypes as the software of the human psyche. Already 

built into our human hardware. 

Perhaps they are so enduring because they reflect our inner 

struggles and realities. The details may vary,  but the journey 

is always the same.  

Because this recognition is pre-programmed into our brains, 

they are an extremely useful tool when defining the position 

of your brand and the personality traits that will resonate 

with your intended audience. 

You only have a few seconds to communicate your message 

to your audience - whether that’s through social media, 

print or a web page. You can do so more effectively if your 

message taps into the stories we already know. 

T H E  4 C A R D I N A L  O R I E N TAT I O N S 

Jung further divided these 12 archetypes into four groups, or 

cardinal orientations. These groups are organised according 

to their motivating orientation: Ego, Soul, Order and Social 

- see The 4 Cardinal Orientations over the page. The Order 

and the Social group are more we focused, while the Ego and 

Soul groups are more me focused. 
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C A R L  J U N G ' S  1 2  A R C H E T Y P E S

The term archetype means original pattern in ancient Greek. Defined by Swiss psychiatrist Carl Jung 
they are commonly used in marketing, psychology, anthropology and other social sciences. Jung used 

the concept of archetype in his theory of the human psyche. He defined 12 universal, mythic characters 
archetypes that reside within our collective unconscious. 

A P P E A L I N G  TO  U N I V E R S A L  H U M A N  N E E D S

A R C H E T Y P E AT T R I B U T E S  & C H A R A C T E R I S T I C S

T H E  I N N O C E N T O P T I M I S T I C,  I D E A L I S T I C,  H O P E F U L ,  P U R E,  W H O L E S O M E, FA I T H F U L ,  H O N E S T,  M O R A L

T H E  E V E R YM A N F R I E N D LY,  H U M B L E,  H O N E S T,  O P E N, R E A L I S T I C,  P R A G M AT I C,  U N P R E T E N T I O U S,  L A I D  B A C K

T H E  H E R O D E T E R M I N E D, F O C U S E D, D R I V E N, B R AV E,  C O U R A G E O U S,  A C H I E V E M E N T-O R I E N T E D

T H E  C A R E G I V E R C A R I N G, WA R M , K I N D,  R E A S S U R I N G, G E N T L E,  N U R T U R I N G, G E N E R O U S,  C O M PA S S I O N AT E

T H E  E X P L O R E R A D V E N T U R O U S,  F E A R L E S S,  D A R I N G, E N E R G E T I C,  E N T H U S I A S T I C

T H E  R E B E L R E B E L L I O U S,  D I S R U P T I V E,  O U T R A G E O U S,  R A D I C A L ,  A U D A C I O U S,  P R O V O C AT I V E,  C O M B AT I V E

T H E  L O V E R PA S S I O N AT E,  S E N S U A L ,  S E D U C T I V E,  E N T I C I N G,  D E S I R A B L E,  AT T R A C T I V E,  L O VA B L E,  A F F E C T I O N AT E

T H E  C R E AT O R C R E AT I V E,  I N S P I R AT I O N A L ,  D A R I N G, E X P R E S S I V E,  U N I Q U E,  I N D I V I D U A L ,  I M A G I N AT I V E

T H E  E N T E R TA I N E R P L AY F U L ,  E N T E R TA I N I N G, L O U D, H U M O U R O U S,  F U N  L O V I N G, O P T I M I S T I C,  E N E R G E T I C

T H E  S A G E W I S E,  I N T E L L I G E N T,  K N O W L E D G E A B L E,  S O P H I S T I C AT E D,  E D U C AT E D,  C U R I O U S

T H E  M A G I C I A N MY S T I C A L ,  T R A N S F O R M AT I V E,  V I S I O N A R Y,  R E A S S U R I N G, K N O W L E D G E A B L E,  E X T R A O R D I N A R Y

THE RULER S U C C E S S F U L ,  P O W E R F U L ,  S U P E R I O R,  W E A LT H Y,  I N F LU E N T I A L ,  C O M M A N D I N G, P O L I S H E D
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The Ego group (Rebel, Magician and Hero) have a desire to 

leave a mark on the world. Their core motivation is risk and 

mastery. On the surface they seem very different, but they’re 

all are cut from the same cloth. These powerful archetypes 

provide change. They take risks, break rules, transform lives. 

The underlying motivation is the same - they want to take 

action and have an impact on the world. 

The Soul group (Innocent, Sage and Explorer) has a desire 

to explore spirituality and yearn for freedom. Their core 

motivation is independence and fulfillment. The Innocent 

seeks fulfillment in the here and now, the Explorer searches 

for it and the Sage finds it as a result of education. All three 

desire self over others and freedom over belonging.

The Order group (Caregiver, Ruler and Creator) have a 

desire to provide order and structure in the world. Their 

core motivation is stability and control. They instruct us on 

how to preserve order and stability. The Ruler takes control 

of situations. The Creator orders experiences into artistic 

endeavors of beauty. The Caregiver is concerned with being 

of service to others. These archetypes hold great appeal 

in today’s constantly changing world due to the lack of 

certainty, stability and control of life in general. 

Lastly the Social group (Lover, Entertainer and Everyman) 

have a desire to connect with others. Their core motivation 

is belonging and connection. They aren’t concerned with 

making an impact on the world. Instead they focus on 

likeability, popularity, connectedness, attractiveness, 

acceptance and belonging. The Everyman wants to fit in 

and be part of the group, the Lover wants to be attractive 

to others and the Entertainer wants to live in the moment 

and enjoy interacting with others. It’s important to note 

that while these three archetypes may be more dominant 

in some people, they’re ultimately motivations that reside 

in all of us. Essentially all humans have a desire to connect 

with other humans. In today’s fast-paced society we simply 

don’t have the time to spend with friends and family. It’s 

the lack of time which makes these archetypes so appealing 

for many. The more emotionally deprived we are, the more 

we are motivated to seek human connection. Personally and 

commercially. 

T H E  I N N O C E N T

The Innocent just wants to be free and happy. Those 

who identify with the innocent archetype are sometimes 

criticised for being naive dreamers. However, their positive 

outlook and happy-go-lucky personalities can uplift others. 

The Innocent always tries to see the good in the world and 

looks for the silver lining in every situation. People who 

resonate with this archetype are longing for the perfect 

mate, the perfect home, the perfect job, the perfect kids, 

essentially they are seeking an idyllic existence. It’s not 

about reality, it’s about keeping hope alive. 

The Innocent is associated with simple pleasures, basic 

values, natural living and wholesomeness. Unlike Explorers, 

Innocents prefer predictability. They fear being punished for 

doing something wrong. Think personalities such as Snow 

White, Elmo or Forrest Gump. 

The Innocent customer is attracted to certainty, hopeful 

ideas, nostalgia, the promise of redemption. They value 

kindness over greed. They desire to escape our high 

pressure, busy achievement-oriented culture and get back 

to enjoying a simple life. To appeal to an Innocent, you 

need to earn their trust with simple, honest and most 

importantly, positive communication. Negative or guilt 

based communication is a complete turn off. They need to 

associate your brand with safety and will feel a connection 

when their inner beauty is recognised. Innocent customers 

prefer straight talking, gimmick free advertising and are 

naturally drawn to optimistic brands. 

An Innocent brand promises simplicity and promotes 

themselves as pure, simple and trustworthy. They promise 

that life doesn’t need to be hard. They promise the garden 
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T H E  4  C A R D I N A L  O R I E N T A T I O N S

Carl Jung defined 12 archetypes that symbolize basic human motivations, as well as drive our desires 
and goals. These archetypes resonate with us so much that we continue to tell stories about them, they 

feature in just about every blockbuster movie or best-selling novel. Each type has its own set of 
values, meanings and personality traits. They can be grouped into 4 cardinal orientations.

W H AT  D O E S  E A C H  A R C H E T Y P E  S E E K ?
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of Eden. The enemy is today’s fast-paced lifestyle. The rush, 

the busy, the multi-tasking. In our hectic, stressful world the 

Innocent brand personality is very appealing as it promises 

that you can relax and enjoy life, even if it’s just for a 

moment. Think Coca-Cola, McDonald’s, Nivea, Ponds, Dove 

and Innocent Drinks. 

Innocent brands use the power of nostalgia, purity, nature 

and simple living. Think pristine imagery, blue skies, rushing 

streams of pure water, serene spaces, white clothing, 

sunflowers and sunlight idyllic forests.

German skincare brand Nivea is the perfect example of 

an Innocent brand. They evoke the Innocent archetype 

through their fresh clean imagery of blue logo, blue skies, 

white daisies, white lilies, pure blue water, smiles, bright fun 

colours, fresh snow, sunshine and natural accents. For more 

check out their Instagram account @niveausa. 

T H E  E V E R YM A N

The Everyman just wants to belong. They want to be part of 

something, they want to fit in and be one of the team. They 

are the solid citizen, the regular guy or girl, the person next 

door, the ordinary person, the hard worker, the regular folk. 

They are dependable, down to earth realists. The Everyman 

is always searching for belonging in the world and may join 

many groups and communities to find a place where they fit 

in. They fear being left out and standing out in the crowd. 

The desire is not to be different in any way, but simply 

part of the tribe. The underlying premise is that everyone 

matters, just the way they are. It’s that classic line from the 

movie Bridget Jones Diary, when Mark Darcy says to Bridget 

(played by Renée Zellweger) - “I like you very much. Just as 

you are.” This is the Everyman archetype in action. Think 

personalities such as Jerry Seinfeld, Homer Simpson and 

Matt Damon. 

The Everyman customer values quality, dependability, 

prefers the familiar to the strange and will invest in brands 

they trust. Everyman customers love self-deprecating 

humour and reassuring others they don’t take themselves 

too seriously. It’s all about being genuine, real and down-to-

earth. 

The Everyman brand promises equality, belonging and a 

down-to-earth ethos. The Ruler logo is a mark of status, the 

Explorer logo is a mark of identity, but the Everyman logo 

is a statement of affiliation. It says I belong to this group. 

Sporting teams are a great example of using the Everyman 

archetype to create a sense of belonging. The Everyman 

brand tries to appeal to everyone, which makes it the most 

challenging archetype to pull off. Think Subway, Kmart, 

Starbucks, Airbnb, Ebay and XXXX Gold Beer (for all my 

fellow Aussie’s out there).

To appeal to an Everyman you need to make them feel a 

sense of belonging. Brands that revolve around everyday 

activities might use this archetype with the message that 

it’s ok to be normal. Appealing to an Everyman requires 

honest, humble, friendly and down to earth communication 

that doesn’t exclude. Elitist positioning or “we’re superior” 

messaging is a major turn off for the Everyman. They dislike 

airs and graces. Glamour and luxury is the enemy and they 

are put off by displays of elitism in any form. 

Take Starbucks for example, they sell coffee. But lots of 

other brands sell coffee. But what makes Starbucks so 

successful is that they have identified what their customers 

really desire - human connection. They are looking for that 

third place, between home and work. What they’re really 

seeking is belonging. 

Airbnb use a similar strategy. In 2014 they unveiled their 

new brand identity. The premise behind the rebrand was to 

foster a greater sense of belonging. Their motto: We Imagine 

a World Where You Can Belong Anywhere. Have I mentioned 

the word belonging enough? 
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T H E  H E R O

Also known as the warrior, the Hero wants to prove his self 

worth. He wants to be the best. The Hero thrives on being 

strong and standing up for others. They outmaneuver. They 

overcome. They save the day. The Hero triumphs over evil 

and adversity and in doing so inspires us all. The Hero 

wants to make the world a better place. 

They may feel they have a destiny that they must 

accomplish. Heroes are courageous in their quest for justice 

and equality and will stand up to even the most powerful 

forces if they think they are wrong. Virtually all superheroes 

fit this classic archetype. Think Superman, Batman, Wonder 

Woman or Maximus Decimus Meridius from Gladiator. 

The Hero flourishes in a functional environment, not lavish. 

They’re at home on the battlefield, the streets and the 

jungle. Comfort is the enemy. Comfort makes you soft. The 

Hero fears weakness and failure. If there is anyone they hate 

it’s the wimp. The coward. The chicken. The scaredy-cat.  

The Hero customers value quality and efficiency. To appeal 

to the Hero you should inspire them and make them feel 

empowered to succeed and achieve. They see themselves 

as upstanding citizens and they stand up for what’s right. 

Hero’s want to rise to their ambitions and brands that can 

acknowledge those ambitions and encourage the challenge 

will connect with them. 

The Hero brand promises triumph and victory. They 

promote themselves as superior to the competition. Hero 

products are marketed for their toughness and resilience. 

The Hero brand archetype is here to challenge you. Things 

get tough. But if you want to rise up to the challenge, if 

your going into battle you’re going to need a Hero’s help. 

What matters is how determined you are. Don’t compete, 

conquer. Only the strong survive. Hero brands push 

people to develop their full capacity. Think Survivor - a 

reality competition television show that features a group 

of contestants marooned on an island, where they must 

provide food, water, fire, and shelter for themselves. There 

motto is: Outwit, Outplay, Outlast. Or the US Army, their 

motto is: Be All You Can Be. It’s not about who you are today, 

it’s who can you can be tomorrow. Hero brands prove the 

arena and armor for that desire. 

Nike is a Hero masterpiece. Nike takes its name from 

the winged Greek goddess of victory. If you were a Greek 

warrior you would make a sacrifice to Nike before going 

into battle. You’d asked her for victory. She was about 

winning and achievement. You didn’t have tea and scones 

with Nike. You went to war with Nike. The Nike brand has 

done a remarkable job of bringing her story to life. A story 

about triumph and victory. The brands mission is to inspire 

the soul of the athlete. It’s slogan Just Do It motivates its 

audience to be courageous and take action. Wearing Nikes is 

aspirational. People that wear Nikes aren’t necessarily heroic 

or courageous. They wear them because they desire to be 

heroic and courageous. 

T H E  C A R E G I V E R

The Caregiver is the doctor, the nurse, the fairy godmother, 

the saint, the neighbourhood cop, the parent, the helper and 

the supporter. The Caregiver nurtures you. The Caregiver 

is benevolent and just want to be there for you. They have 

a deep desire to help and be of service. They are full of 

empathy and compassion. The Caregiver anticipates your 

needs, making you feel secure, safe and nurtured. They have 

a heightened sense of human vulnerability and is concerned 

with alleviating other people’s problems. The Caregiver is 

associated with the Innocent, because it’s the Caregiver that 

provides a safe world that the Innocent desires. They are 

afraid of selfishness or ingratitude for their sacrifices. Think 

Gandhi, Princess Diana, Mother Teresa, the Dalai Lama or 

Mary Poppins. 

The Caregiver customer wants to feel safe and cared for. 

They want to be treated the way they treat others. When 
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trying to appeal to the Caregiver customer it’s important 

to note that you mustn’t stress the brand’s caring, instead 

you should stress the customer’s concern for others. The 

Caregiver customer must be portrayed as the person who 

cares for others, not the brand. 

Rather than tell the Caregiver you care, show them. 

Caregivers generally give more than they get, so it’s 

important that the brand helps them to care for themselves. 

Caregiver customers place high value on empathy, 

communication, consistency and trust. 

The Caregiver archetype is a perfect fit for brands that 

help those in need. Insurance, banks, medical care, health 

products all naturally fit into this category. The people such 

brands help are often vulnerable and sensitive and require 

a soft touch. Warm, thoughtful, generous and motherly 

approach offers a feeling of safety that will appeal to their 

needs. 

The Caregiver brand’s aim is to make their customers feel 

secure, protected and cared for. Caregiver brands may need 

to appeal to wider audiences as they often require external 

input in order to provide care for those in need. In such a 

case, educational and conscience evoking messages may be 

the key. 

Caregiver brands market themselves as providing helpful 

experiences and nurturing relationships. They appeal to 

sentimentality, happy memories, the comforts of home and 

family, and feelings of safety and security. The Caregiver 

brand uses soft colours, hopeful images of family, children 

and community and touching music.

Caregiver brands build trust. They understand that their 

audience wants to be recognised for their efforts, without 

being patronised. Caregiver brands are family companies, 

that avoid confrontation. They should avoid being seen 

as harmful or exploitative. Emotionally driven advertising 

strikes a chord with their audience and aggressive 

advertising is a major turn off. Caregiver brands promise 

recognition, offering protection, safety and support. Think 

The Salvation Army, Red Cross, Médecins Sans Frontières 

(Doctors Without Borders), WWF, Unicef, Volvo, Heinz, 

Johnson & Johnson. 

The Salvation Army is the perfect example of a Caregiver 

brand. They are one of the most trusted nonprofit 

organisations. With a tagline of “Doing the Most Good”, 

“Hope where it’s needed most” they have strongly branded 

themselves while providing social services to those in need 

for over a century. They describe themselves as passionate, 

compassionate, brave, uplifting and trustworthy. They use a 

caring and nurturing tone of voice and hopeful imagery. 

T H E  E X P L O R E R

The Explorer wants to break free. They crave adventure 

and discovery. Freedom is a top priority for the Explorer. 

The Explorer is never happy unless they are experiencing 

new things. While the Innocent expects to be able to live in 

paradise, the Explorer goes out and seeks it. They are hitting 

the open road, seeking wide open spaces, getting back to 

nature. They are declaring their independence. They are the 

adventure seekers. They are surfing, hiking, skiing, biking, 

flying, sailing, kayaking, parasailing, bungee jumping and 

wrestling crocodiles. Think personalities such as Bear Grylls, 

Amelia Earhart, Steve Irwin, Sir Richard Branson or Indiana 

Jones. 

They fear conformity and inner emptiness. They want 

to break free from their suffocating circumstances. They 

feel trapped by life and yearn for more excitement and 

adventure. Anyone who makes the Explorer feel guilty for 

being self-involved will be considered the enemy. 

Explorer customers embrace brands that promote freedom 

and self discovery. They seek authenticity in products as 

a way of expressing their individuality. They value change 
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more than consistency, so brand loyalty is not natural for 

them. Explorers are highly skeptical. They like products 

that seem authentic, like themselves and are influenced by 

people who seem real. 

To appeal to an Explorer, you need to challenge them. 

Challenging the confines of modern life will also allow 

you to resonate with them quickly. You should promote 

the outdoors and the unknown as the land of the free and 

challenge them to explore it, with your brand of course. 

Modern society is the common enemy in which many 

explorers live. A stand against such conforms can go a 

long way to resonating with the explorer and evoking their 

desires.

If your going to market to the Explorer you’re going to  need 

props - natural settings, lush forests, big open skies, raw 

nature, crashing waves, open roads, receding horizons and 

mountains, especially mountains. 

Explorer brands promise freedom and authenticity. They 

help their customers explore the new and unknown. Other 

brands might try to help you build a safe comfy home. 

Explorer brands want you to get out of it. Off-road vehicles 

tend to dominate this archetype. Think Subaru, Land Rover, 

Kathmandu, Patagonia, North Face, Red Bull or even the 

whole city of Queenstown, New Zealand. Queenstown has 

artfully positioned themselves as the adventure capital of the 

world.

Jeep is the classic fit for this archetype. The company 

doesn’t sell cars based on luxury or comfort - instead the 

focus is on freedom, adventure and discovery. The Explorer 

archetype is carefully woven throughout their brand. Let’s 

take a look at some headlines from their advertisements: 

“Lead the Way, Take on anything nature throws your way, King 

of the Jungle - even the concrete one, Adventure is everywhere, 

The toughest vehicle in the world.” They also weave the 

Explorer archetype throughout their web copy: “Born to 

be wild, Find your true north, A timeless tale of adventure, 

Weathering a storm to new heights, Face the frontier, Start a 

new adventure.” Even the names of the vehicles evoke the 

Explorer archetype: “Compass, Cherokee, Renegade, Wrangler.” 

T H E  R E B E L

The Rebel seeks liberation and revolution. Rebels like to do 

things differently. The believe rules are made to be broken. 

They are outrageous, audacious, radical and unconventional. 

The Rebel wants to get away with things. Conformity, rules 

and regulations are the enemy, or anything that takes away 

their freedom. The Explorer also seeks freedom, but it’s 

the Rebel who wants to disrupt, shock, start a revolution or 

just feel a little naughty. Think Billy the Kid, James Dean or 

Madonna. 

To successful target the Rebel you must understand that 

most people who identify with this archetype are in fact 

everyday responsible hard working citizens, who want to 

express their wild side. They don’t necessarily want to shock 

or disrupt anyone, they just want to let off a little steam. 

Think the corporate lawyer who rides a Harley Davidson 

unleashing his inner rebel.

Rebel customers value the unconventional, forcefully 

rejecting the status quo. They value unique or shocking 

content, with no obvious sell to it. 

Rebel brands want you to break the rules. Rebel brands 

position themselves as an alternative to the mainstream 

and make a big effort to stand out. Being accepted by the 

mainstream is their biggest challenge. If they were accepted 

by the mainstream, they wouldn’t have the same appeal. 

To appeal to the Rebel you need to prove to them first that 

you see the world as they do. Status quo and conformity 

are the common enemy and showing disdain for either will 

go a long way to resonating. Encouraging, facilitating or 

empowering revolution on the other hand, will instantly 

make you one of the gang. You should avoid formal 
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communication and your language and tone should be laced 

with grit and attitude.

Harley Davidson is a Rebel masterpiece. Riders see Harley 

Davidson as more than a motorcycle. It’s a lifestyle. An 

attitude. It’s freedom. It’s reclaiming your independence. 

It’s walking on the wild side. It’s standing out from the 

crowd. It’s giving society the finger. It’s a total rejection of 

mainstream values and conventions. 

Promoting to the Rebel can be quite fun. Rebel customers 

liked to be shocked. They can also enjoy a mild 

surprising joke to a truly disturbing one. For example, an 

advertisement from Harley Davidson punches you in the 

face with this headline: “If you want to fit in, take the bus.” 

They reject fitting in with this headline: “This country 

wasn’t founded on the declaration of blending in.” Or can be 

downright cheeky with this headline: “I’d never let my wife 

ride it. At least not until she’s 18.” Yup. Like I said. Shocking. 

As fun as this archetype can be it comes with a warning 

label: Use at your own risk. If society is ready for it’s values 

to be challenged, it can be wildly successful. If not, it can 

generate serious backlash and criticism. Proceed with 

caution.  

T H E  L O V E R

The Lover wants to experience pleasure, intimacy and 

human connection. The Lover makes you theirs. They 

seduces you. Passion, pleasure and sensuality are the 

keys to the Lover’s heart. The underlying desire is to 

attract, give love, seduce, captivate, express affection in 

intimate and pleasurable ways. The Everyman also seeks 

human connection, but the Lover wants a deeper kind of 

connection - one that is intimate and genuine. 

The Lover customer values aesthetic appearance of goods 

and services and are drawn to premium brands that will 

make them seem more attractive to others. Lover customers 

want to feel special, adored and doted on. The Ruler 

customer expects quality, but the Lover customer wants 

it for enhancing their pleasure, rather than status. The key 

here is glamour and passion so avoid coming across as 

cheap, or business like otherwise it would ruin the fantasy. 

To appeal to the Lover you need to make them feel 

attractive or stir their passionate desires for connection and 

intimacy. Because of their attraction to sensory pleasure, 

communication and messaging should use sensual language 

and tone. Imagery and tone of voice are especially important 

for the Lover. Brands appealing to Lover personalities can 

leverage their audiences desire for sensual pleasure through 

sight, sound, smell or touch. 

Any brand that promises beauty and sex appeal are Lover 

brands. The Lover is commonly used in the fragrance, 

cosmetics, fashion, indulgence food and travel industries. 

Anything that implies sensuality and indulgence. Think 

long walks along the beach, elegant restaurants, gourmet 

food, sunsets, red roses and romantic love stories. Romeo 

and Juliet, Cinderella, Sophia Loren, Cupid and Venus, Kim 

Kardashian, Casanova, Marilyn Monroe and Nigella Lawson, 

are all Lover personalities.

Lover brands promise passion and promote themselves as 

glamorous. A Lover brand wants to associate themselves 

with the intimate moments in your life. Think of Cadbury, 

rich, velvety, melt in your mouth chocolate. An example 

headline reads: “Men want me - women want to eat me, 

Discover the taste experience, Discover the joy of silk.” It’s 

seductive. It’s enticing. It’s indulgent. Other examples 

include Dior, Pandora, Swarovski, Hallmark, Häagen-Dazs, 

Chanel, Nespresso, Alfa Romeo and even the whole city of 

Paris - The City of Love.  

Another Lover brand is Dine cat food. Yup cat food. 

Recently I was watching one of their TV commercials 

(view on YouTube here). It featured an adorable fluffy grey 
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kitty seducing her owner with it’s big blue eyes. Whilst in 

the background the music sang: “I can’t fight this feeling 

anymore...” then the tagline seductively whispered: “Dine. 

Powerless to resist.” I was captivated! I was under their spell! I 

was ready to buy whatever they were selling and I don’t even 

have a cat! But if I did, I would definitely buy this brand. If 

you have time check out their website (dine.com.au) where 

they have artfully woven the Lover archetype throughout 

their web copy. The headline reads: “Your favourite dine 

has an irresistible new look.” Their about page reads: “Dine 

varieties are designed by cat lovers to be the world’s finest cat 

food. This passion is reflected in everything. From the careful 

selection of ingredients to the gentle cooking process. From 

the first purr of anticipation, it’s easy to see the difference it 

makes.” See how powerful this stuff is? It can even make cat 

food seductive and enticing! Meow!

T H E  C R E AT O R

Creators are the artists, musicians, poets, innovators, 

filmmakers and writers. The Creator craves perfection. The 

Creator is born to bring something into being that doesn’t 

yet exist. 

While the Magician stresses vision and imagination, 

Creators strive to create a product you can’t live without. 

They have a desire to craft something meaningful and 

special. They love new ideas and make things happen. The 

Creator takes charge of innovating - new products, new 

processes, new structures and approaches. Creating music, 

a poem, a painting or a product. By structuring experiences 

into artistic beauty, the Creator is given a sense of aesthetic 

or artistic control and offers the world a sense of beauty. 

Ultimately they want to produce a work of art so special that 

it will endure, achieving a sense of immortality. Think Pablo 

Picasso, Mozart, John Lennon, Jamie Oliver or Frida Kahlo. 

Creator customers don’t want to impress, but express. When 

trying to appeal to the Creator it’s important to note that 

the Creator customer is intolerant of cheap, mass-produced 

junk. They purchase expensive items not to impress others, 

but to express their love of beautiful high-quality goods. 

Purchases, like anything else for the Creator customer, are 

a means of self-expression. While they love and appreciate 

beautiful design they can find beauty at the local flea 

market, not just high ticket items. Creator customers are 

doers and this manifests itself in many ways — gardening, 

woodworking, sewing or decorating the house. The Creator 

customer is drawn to DIY projects and beautifying their 

surroundings.

When marketing to the Creator, it’s important to note that 

the Creator can be awakened in all of us - particularly in 

turbulent times. This instinct speaks to the need to control 

our world by creating our own environment. The more out-

of-control the world feels, the more people crave the outlet 

of creating and self-expression. It becomes a form of healing 

and stability. Creator customers shun advertising in general 

but they may enjoy experimental, boundary pushing adverts. 

Creator brands promise innovation, positioning themselves 

as the key to unlocking the customers creativity. Creator 

types are difficult to appeal to, but successful brands 

develop a devoid fan base. To appeal to a creator you 

must celebrate the creative process while inspiring self-

expression. 

Brands that provide the means or tools to express 

themselves creatively with freedom of choice would 

be well positioned with the Creator archetype. Their 

communication should stir the desire for the creative 

process and inspire their customers to express their nature 

to the best of their ability. The Creator gets deep satisfaction 

from both the process and the outcome of creating 

something that did not previously exist and therefore a 

natural fit for many marketing, design, and technology 

brands.
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Creator brands are inherently nonconformist. They want 

to build a better world using the tools at their disposal. 

A Creator brand will empower its customers to use their 

creativity by selling them a world of possibilities. Creator 

brands leverage their audiences’ imagination and their 

desire to create and innovate. They should avoid being seen 

as inauthentic or a sell-out. They are terrified of mediocrity. 

Think Apple, Adobe, Lego, Crayola, Pinterest, Etsy and 

Instagram. 

Adobe is a Creator masterpiece. Best known for their image 

editing software - Photoshop. Adobe brings out the Creator 

in all of us. Imagination and inspiration are key for a Creator 

at every stage of development, and Adobe is keenly aware 

of this. Adobe is innovation-in-a-box. Let’s look at some of 

Adobe’s copy: “Unleash your creativity today, all the tools for 

anything you dream up. The possibilities are endless. Dream big 

and see how far your imagination will take you. Release your 

inner creativity. Unleashing big ideas, one at a time.” For more 

check out their instagram account @adobe. 

T H E  E N T E R TA I N E R

The Entertainer just wants to have fun. Their core desire 

is to be spontaneous, recapturing the playfulness of their 

youth. The Entertainer wants to live in the moment and 

enjoy life. They love to liven up the party with humour and 

tricks. 

The goal is to make you smile with light-hearted fun. The 

Entertainer loves humour. They are eternal optimists and 

can’t be kept down long due to their ability to see the 

good in every situation. Entertainers are young at heart 

and continue their child-like nature long after their friends 

have grown up and become serious. Think personalities 

like Jimmy Falon, Charlie Chaplin, Robin Williams and Jim 

Carey. 

The Entertainer brand promises entertainment. They 

promise that life can be easy. Their marketing and 

advertising should be light-hearted, humourous and not 

take life too seriously. Entertainer brands use bright colours 

and lots of action. The more outrageous the better. The 

Entertainer brand helps us to get out of our trapped, small 

thinking. This is probably the most versatile personality 

because essentially everyone is eager to have fun. 

Like Magicians, Entertainers are rarely a buyer persona but 

can be a perfect archetype for brands in the business of 

entertaining or wanting to associate themselves with good 

times. Regardless of archetype and personality, everyone 

likes to laugh and provided the context and the timing is 

right, the Entertainer personality can be a memorable and 

loving point of differentiation. 

Your brand should highlight the light-hearted and positive 

side of life with a playful and entertaining spirit. Brands that 

are able to connect with their audience through happiness 

and laughter can become much loved brands.

The Entertainer finds adverts deeply boring but love 

anything unusual or playful. Entertainer brands should avoid 

being seen as bitter or strict. The enemy of the Entertainer 

are the party-poppers, people who are too serious and lack 

humour. Think M&Ms Skittles, Smiggle and Old Spice. 

After a 70-year reign as your granddad’s cologne, Old Spice 

completely rebranded in 2010, and introduced The Man Your 

Man Could Smell Like. In one fell swoop, they completely 

changed the public perception of Old Spice and how you 

sell personal care items, and they did so with humour 

that was not only brilliantly executed, but also completely 

insane. The Entertainer now permeates every aspect of the 

Old Spice brand even down to the names of their product 

scents (Krakengard, Swagger, Guitar Solo, Steel Courage, 

Desperado). Remember those ridiculous commercials that 

poked fun at stereotypical manliness, with the tagline: “Smell 

like a man, man” or “Anything is possible when your man smells 

like Old Spice and not like a lady.” Isaiah Mustafa (the smooth 
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ladies man in the commercial) was “the man your man could 

smell like.” We looked away from him and were suddenly 

transported onto a majestic ocean liner. An outstretched 

hand offered us “two tickets to that thing you love,” shortly 

before the tickets magically dissolved into diamonds. Then 

he was on a horse. Really. 

T H E  S A G E

The Sage seeks to find the truth and wants to find wisdom. 

They believe knowledge comes from growth and are 

constantly looking for new sources of information. They 

value ideas above all else. A Sage commands respect by 

illustrating brilliance. They are the experts, the teachers, 

the academics, the thinkers and philosophers. Think Albert 

Einstein, Socrates, Confucius, Oprah Winfrey or Mr Miyagi 

from Karate Kid. 

The Sage customer wants to feel smarter, more informed 

and more in control. The Sage is compelled to learn. Paying 

homage to their intelligence, establishing credibility and 

becoming an expert in your field is the most convincing way 

to appeal to this audience. 

Higher level vocabulary with layered or philosophical 

meaning will be acknowledged and appreciated while 

over simplified or dumbed down messages will not. Never 

talk down or use a hard sell with the Sage. They expect 

factual and well-researched information, which should 

be watertight to avoid challenges. Superficial fluff and 

gimmicks simply won’t work.

Sage brands promise wisdom to their audience. They trust 

their audience is intelligent enough to grasp complex ideas 

and understand intelligent in-jokes. Sage brands applaud 

their audience for being informed, intelligent and reinforce 

their wisdom. 

Their advertising and marketing should be dignified and 

subdued with an elite air to it. Harvard University is a Sage. 

The academic environment is one of the most revered in the 

world. Think BBC, Google, New York Times and CNN. 

The Sage personality is a perfect fit for any brand that 

places emphasis on research, learning or knowledge - think 

universities, museums, book stores or news sources. 

Oprah is a Sage masterpiece. She is best known for her talk 

show The Oprah Winfrey Show, which was the highest-

rated television program of its kind in history. The show 

focused on literature, self-improvement, mindfulness and 

spirituality. She is one of the most influential woman in 

the world today. Oprah is a global powerhouse and she 

continues to influence and shape culture through her 

OWN network, book club and magazine. Oprah is your big 

sister, your mother, your friend, your advisor, your teacher. 

She’s intelligent, wise and her tone of voice and language 

support this. Here are some of my favourite Oprah quotes: 

“Education is the key to unlocking the world, a passport to 

freedom. The biggest adventure you can take is to live the life 

of your dreams. Turn your wounds into wisdom. The greatest 

discovery of all time is that a person can change his future by 

merely changing his attitude.” Her tone of voice is factual, 

knowledgeable, guiding and she speaks with authority—all 

the hallmarks of a Sage archetype.

T H E  M A G I C I A N

The Magician makes dreams come true. They are the 

medicine man, the witch, the wizard and the alchemist. 

They turn lead into gold. They have the power to bring 

transformative ideas and philosophies to the world, as they 

are able to see things in a completely different way to others. 

The Magician believes that there is more — something 

greater than us and what we see. The Magician wants to 

understand the world and their place in it. The Magician 

values enlightenment. 

Entrepreneurs are often Magicians. Magical people that 

have dreams and visions that seem impossible to most. 
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Yet it’s the essence of the Magician to have a vision and 

walk straight into it. The most famous Magician characters 

are Merlin, Harry Potter and Yoda from Star Wars. Or 

personalities such as Steve Jobs, Elon Musk and Walt 

Disney.

Magician customers need to feel they can grow wiser or 

influence people buy using that brands products. The 

Magician archetype rarely fits a buyer persona but appeals to 

different persona’s with their ability to transform. 

Brands that take their customers on a transformational 

journey, could well consider the Magician archetype as the 

personality to connect with their audience. The Magician 

consumer is motivated both by the desire for personal 

transformation and to be a change agent in the world around 

them. A Magician consumer may very well be in a position 

of leadership, being influential and charismatic by nature. 

Magician customers prefer advertising that is imaginative 

and inspiring. If your going to market to the Magician your 

going to need props. Think expansive, ethereal imagery such 

as a sky full of stars, shooting stars, rainbows spanning the 

vast horizons and expansive galaxies evoking feelings of 

awe. Or new age imagery such as, crystal balls, magic wands, 

caps and a pointy Magician’s hat. 

The Magician brand makes the impossible possible. They 

bring visions to life. The Magician promises to transform 

your life and make your dreams come true. Magician brands 

spark magical moments. Magician brands should promote 

themselves as the gateway to a transformative experience. 

If your brand helps provide magical moments, or even 

transform lives, the Magician brand archetype could be for 

you. Just be sure that you can always deliver on your magical 

promise. Think brands like Tesla, Disney, Pixar, Dyson, 

MasterCard, Mac Cosmetics and Smirnoff. 

MasterCard epitomises a Magician brand. Best known, with 

their ‘Priceless’ campaign, which connected many ‘priceless’ 

moments to the brand. The campaign communicated the 

magical quality of using a credit card to obtain instant 

satisfaction, followed with a tagline that highlight that there 

is more to life than money and consumption. The tagline 

said: “There are some things money can’t buy. For everything 

else, there’s MasterCard.” 

Disney is Magician masterpiece. They offer magical 

transformative experiences through their movies, music 

and theme parks. Disneyland takes prime position as the 

happiest place on earth! No one else even comes close. 

T H E  R U L E R

The Ruler is the king, the queen, the president, the pharaoh, 

the CEO and the leader. The Ruler takes control, especially 

when things are getting out of hand. They want absolute 

power. They are commanding and authoritative. They are 

naturally confident, competent and responsible. The Ruler 

wants to be powerful and influential. They are driven by 

desire of power and control. 

While the Innocent assumes others will protect them, the 

Ruler doesn’t share the same faith. Their primary motivation 

is gaining and maintaining power. They take responsibility 

and make life as stable and predictable as possible. It’s the 

Ruler that creates policies, procedures, laws in place that 

reinforces stability and order. Their image is often polished 

and masculine. They are role models for proper behaviour 

and enforce the status quo. The Ruler dislikes loose cannons 

who threaten to disrupt the status quo. Personalities such as 

Zeus, Vladimir Putin, Donald Trump, Bill Gates and Marlon 

Brando (Godfather) are all good examples of the Ruler 

archetype. 

Ruler customers value image, status and prestige as they 

understand how it enhances their power. They don’t mind 
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a little bit of envy. Ruler customers love benefits and 

privileges. Where the Rebel stand out from the crowd, the 

Ruler rises above. The Ruler likes to be seen as in charge 

and in control. The Ruler hates not being in control. When 

appealing to the Ruler customer you always want them 

to have the power and reinforce their power, control and 

status. Rulers want to feel a sense of superiority. That they 

are part of an exclusive club. 

Appealing to the masses will not get the Ruler’s attention 

and would more likely turn them off. The Ruler customer 

doesn’t appreciate dumbed down advertising. They don’t 

like being told what to do and you should never humiliate 

the Ruler customer. 

Ruler brands promise status and power. Ruler brands 

appeal to our desire to feel successful and important. The 

Ruler brand message is we help you succeed and enhance 

your power. Ruler brands promote a feeling of power and 

stability. 

Luxury and exclusivity, a ruler brand is a gatekeeper. 

Designer goods, high-end vehicles and jewellery all fall 

under this umbrella. Do you buy a Mercedes-Benz because 

of its safety rating? No. That quietly understood value is 

what a Ruler brand sells. Think Rolex, US Government, The 

White House, IBM, Microsoft, Louis Vuitton and Mercedes-

Benz.

Rolex is a Ruler masterpiece, even the logo features a crown. 

People associate the brand with success and luxury and 

imagine Rolex wearers live a lavish lifestyle. A Rolex watch 

can be used as a status symbol, showing people that the 

wearer has achieved a level of success and stability, which 

have allowed them the means to purchase a Rolex watch. 

They prohibit the sale of watches online, limiting the places 

that interested customers can purchase a Rolex watch. Rolex 

also has strict importation restrictions on its watches, as it is 

illegal to import or export a watch into or out of the United 

States. By limiting the places and ways to purchase a Rolex 

watch, it makes it more difficult to purchase one, giving the 

brand a sense of exclusivity and rarity, which increases the 

perceived value of the Rolex watch. Because of its high-

profile endorsements, innovative nature, and restrictions 

on importation, Rolex has an image of superiority and 

exclusivity, making it a very desirable brand. Own a Rolex 

and you will surely impress. The message is clear: you have 

arrived.

C H A P T E R  0 9   /   U N I T E  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S
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G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  B E  H A P P Y,  

F O R  T H E  W O R L D  TO  L I V E  I N  L O V E, 

P E A C E  & H A P P I N E S S

"L I F E  I S  S I M P L E  & S I M P L I C I T Y  

I S  E L E G A N T " 

"T H E  G L A S S  H A L F  F U L L"

TO  B E  S A F E,  F R E E  & H A P P Y

H A P P I N E S S,  M O R A L I T Y, 

S I M P L I C I T Y,  H O N E S T Y,  P O S I T I V I T Y, 

H A R M O N Y, I N T E G R I T Y  & P E A C E

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

TO  B E  P U N I S H E D  F O R  D O I N G 

S O M E T H I N G  W R O N G

D E N I A L ,  B E I N G  N A ÏV E  

O R  G U L L I B L E

FA I T H,  O P T I M I S M ,  

I D E A L I S T I C,  H O P E F U L

P O L LYA N N A , U TO P I A N, 

T R A D I T I O N A L I S T,  N A ÏV E, 

R O M A N T I C,  D R E A M E R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

O P T I M I S T I C,  H O N E S T 

H U M B L E,  H O P E F U L ,  H A P P Y, 

T R U S T W O R T H Y  & S I M P L E

T H E  M O S T  W H O L E S O M E  

T H I N G S  I N  L I F E  A R E 

U N A D U LT E R AT E D  & P U R E

TO  D O  T H I N G S  R I G H T,  D I S P L AY 

W H O L E S O M E  V I R T U E,  B E 

O P T I M I S T I C,  F O S T E R  F E E L-G O O D 

S P I R I T,  E N J OY  T H E  S I M P L E  T H I N G S 

S N O W  W H I T E,  E L M O, A U D R E Y 

H E P B U R N, F O R R E S T  G U M P,  

M E G  R YA N

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

S I M P L I C I T Y,  P U R I T Y 

YO U  C A N  R E L A X  & E N J OY  L I F E

TO  G E T  B A C K  TO  B A S I C S 

& K E E P  T H I N G S  N AT U R A L

B E I N G  S E E N  A S  H E AV Y  H A N D E D  

O R  G U I LT  I N D U C I N G

N E G AT I V E  P E O P L E,  V U L G A R, 

B A R B A R I C,  R O U G H N E C K , 

G L O O MY  & O U R  B U S Y  FA S T-

PA C E D  A C H I E V E M E N T-O R I E N T E D 

C U LT U R E

B R A N D  I N S P I R AT I O N

T H E  I N N O C E N T
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T H E  E V E R Y M A N

G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  B E  A C C E P T E D  & B E L O N G,  

B E  D E P E N D A B L E  & T R U S T W O R T H Y

"YO U’R E  J U S T  L I K E  M E  A N D  I ’M 

J U S T  L I K E  YO U" 

"C O M M U N I T Y  A N D  FA M I LY  A R E 

E V E R Y T H I N G "

TO  B E L O N G  

& F I T  I N

C O N N E C T I O N, TO G E T H E R N E S S 

E Q U A L I T Y,  F E L L O W S H I P 

I N C LU S I O N

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

TO  B E  L E F T  O U T  O R  TO  S TA N D  O U T 

F R O M  T H E  C R O W D

L O S I N G  O N E 'S  O W N  S E L F  I N 

A N  E F F O R T  TO  B L E N D  I N  O R 

F O R  T H E  S A K E  O F  S U P E R F I C I A L 

R E L AT I O N S H I P S

E M PAT H E T I C,  H O N E S T,  O P E N, 

R E A L I S T I C,  P R A G M AT I C, 

U N P R E T E N T I O U S,  R E S I L I E N T

T H E  R E G U L A R  B OY  O R  G I R L ,  T H E 

P E R S O N  N E X T  D O O R, T H E  R E A L I S T, 

T H E  S O L I D  C I T I Z E N,  T H E  G O O D 

N E I G H B O U R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

F R I E N D LY,  H U M B L E,  A U T H E N T I C, 

L A I D  B A C K ,  S T R A I G H T  S H O OT E R, 

U N P R E T E N T I O U S,  H A R D  W O R K I N G

W H E N  W E  T R E AT  E A C H 

OT H E R  W I T H  H O N E S T Y  A N D 

F R I E N D L I N E S S  W E  C A N  L I V E 

TO G E T H E R  I N  H A R M O N Y

D E V E L O P  O R D I N A R Y  S O L I D 

V I R T U E S,  B E  D O W N  TO  E A R T H, 

A L I G N  W I T H  B A S I C  VA LU E S, 

E M P H A S I S  I M P O R TA N C E  O F 

FA M I LY  & C O M M U N I T Y

B R I D G E T  J O N E S,  S E I N F E L D, 

H O M E R  S I M P S O N, M AT T  D A M O N, 

R O N  W E A S L E Y  (H A R R Y  H OT T E R ) 

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

E Q U A L I T Y,  B E L O N G I N G  

& D O W N  TO  E A R T H  E T H O S

TO  H E L P  P E O P L E  F E E L  L I K E  T H E Y 

B E L O N G  & B U I L D  A  C O M M U N I T Y

B E I N G  S E E N  A S  G R E E DY  

O R  A P P E A R  E L I T I S T

P E O P L E  W H O  T H I N K  T H E Y  A R E 

S P E C I A L  S N O W F L A K E S,  A I R S  & 

G R A C E S,  E L I T I S M ,  G L A M O U R, 

LU X U R Y,  E X C LU S I V I T Y

B R A N D  I N S P I R AT I O N
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G O A L M O T T O C O R E  D E S I R E VA LU E S

E X E R T  M A S T E R Y  I N  A  WAY  T H AT 

I M P R O V E S  T H E  W O R L D

"I F  T H E R E  I S  A  W I L L ,  

T H E R E ’S  A  WAY "
TO  A C H I E V E  M A S T E R Y

M A S T E R Y,  C O U R A G E, 

G R O W T H, D E V E L O P M E N T 

D E F E N C E

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

FA I LU R E,  B E I N G  P E R C E I V E D  A S 

W E A K ,  V U L N E R A B I L I T Y,  B E I N G 

S C A R E D

A R R O G A N C E  A N D  

C H A L L E N G I N G

D I S C I P L I N E,  C O U R A G E, 

D E T E R M I N E D, F O C U S E D, 

R E S I L I E N C E,  A C H I E V E M E N T-

O R I E N TAT E D

T H E  WA R R I O R,  C R U S A D E R,  

R E S C U E R,  S U P E R H E R O,  

T H E  S O L I D E R,  D R A G O N  S L AY E R, 

T H E  W I N N E R.

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

H O N E S T,  C A N D I D,  B R AV E,  

FA S T-PA C E D, P R O U D, 

E N C O U R A G I N G, C O M P E T I T I V E, 

E M P O W E R I N G

W E  C A N  M A K E  T H E  W O R L D 

B E T T E R,  W E  H AV E  T H E  G R I T  & 

D E T E R M I N AT I O N  TO  O U T W O R K  

T H E  R E S T

M OT I VAT E,  E N C O U R A G E,  B E 

B R AV E,  P R O V E  P E O P L E  W R O N G, 

B E C O M E  S T R O N G E R  & B E T T E R 

S U P E R M A N, B ATM A N, 

B R AV E H E A R T,  W O N D E R  W O M A N, 

M A X I M U S  D E C I M U S  M E R I D I U S 

(G L A D I ATO R ) 

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

C O U R A G E,  T R I U M P H  

& V I C TO R Y

TO  M OT I VAT E  OT H E R S  TO  

B E  B E T T E R

B E I N G  S E E N  A S  W E A K ,  

C U T E  O R  F U N N Y

C O M F O R T,  T H E  S O FA ,  FA I LU R E, 

T H E  W E A K ,  L O S E R S,  W I M P S, 

C O WA R D S,  D E F E AT E D,  

N O N-S TA R T E R S

B R A N D  I N S P I R AT I O N

T H E  H E R O
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T H E  C A R E G I V E R

G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  H E L P,  C A R E,  P R OT E C T  

& N U R T U R E  OT H E R S

"T R E AT  OT H E R S  T H E  WAY  YO U  

WA N T  TO  B E  T R E AT E D"

TO  B E  O F  S E R V I C E  & 

P R OT E C T  P E O P L E  F R O M  

H A R M

S U P P O R T,  H E L P,  S E R V I C E, 

R E C O G N I T I O N, G R AT I T U D E

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

N E G L E C T,  I N S TA B I L I T Y,  

I N G R AT I T U D E

M A R T Y R D O M  A N D  B E I N G  

E X P L O I T E D  B Y  OT H E R S 

K I N D N E S S  I N  E X C E S S

C O M PA S S I O N, G E N E R O S I T Y, 

S E C U R I T Y,  N U R T U R I N G

T H E  N U R T U R E R,  S A I N T,  A LT R U I S T, 

PA R E N T,  H E L P E R,  S U P P O R T E R, 

N U R S E,  M OT H E R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

C A R I N G, WA R M , K I N D,  

R E A S S U R I N G, G E N T L E, 

N U R T U R I N G, H U M B L E,  

G E N E R O U S

E V E R YO N E  D E S E R V E S  C A R E  A N D 

W E  M U S T  A L L  S T R I V E  TO  B E S TO W 

S E R V I C E  U P O N  O N E  A N OT H E R

B U I L D  T R U S T,  D O  T H I N G S  F O R 

OT H E R S,  R E C O G N I S E  T H E I R 

E F F O R T S,  M A K E  T H E M  F E E L  S A F E  

& C A R E D  F O R

M OT H E R  T E R E S A ,  G A N D H I,  

M A R Y  P O P P I N S,  P R I N C E S S  D I A N A , 

D A L A I  L A M A

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

C O M PA S S I O N, S U P P O R T 

& R E C O G N I T I O N

TO  H E L P  A S  M A N Y  P E O P L E  

A S  P O S S I B L E

B E I N G  S E E N  A S  A G G R E S S I V E, 

H A R M F U L  O R  E X P L O I TAT I V E

T H E  S E L F I S H,  N A R C I S S I S T I C, 

E G OT I S T I C A L ,  G R E E DY,  T H E 

U N G R AT E F U L ,  S E L F-I N D U L G E N T

B R A N D  I N S P I R AT I O N
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TO  E X P E R I E N C E  A N  E X C I T I N G, 

M O R E  F U L F I L L I N G  L I F E.  S E E K S 

F R E E D O M , A D V E N T U R E  A N D 

D I S C O V E R Y

"D O N’T  F E N C E  M E  I N" 

"T H E  R O A D  L E S S  T R AV E L E D"
TO  B E  F R E E

A D V E N T U R E,  E X P L O R AT I O N 

T H E  U N K N O W N, S E L F  D I S C O V E R Y, 

L I B E R AT I O N

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

B E I N G  T R A P P E D,  

C O N F O R M I T Y  A N D  I N N E R  

E M P T I N E S S

A I M L E S S  WA N D E R I N G,  

I N A B I L I T Y  TO  C O M M I T,  

S E L F-I N D U L G E N C E

A U T H E N T I C I T Y,  A U TO N O MY, 

A M B I T I O N, P I O N E E R I N G, B E I N G 

T R U E  TO  T H E I R  O W N  D E S I R E S  

& S E N S E  O F  W O N D E R

T H E  S E E K E R,  WA N D E R E R, 

I N D I V I D U A L I S T,  P I L G R I M

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

E X C I T I N G,  F E A R L E S S 

D A R I N G, A D V E N T U R O U S, 

E N E R G E T I C,  E N T H U S I A S T I C, 

A U TO N O M O U S

YO U  O N LY  G E T  O N E  L I F E,  

G E T  O U T  T H E R E  & M A K E  I T  

C O U N T

C E L E B R AT E  T H E  J O U R N E Y,  E S C A P E 

F R O M  B O R E D O M , A C K N O W L E D G E 

M O D E R N  C O N F I N E M E N T S,  S E E K 

O U T  A N D  E X P E R I E N C I N G  N E W 

T H I N G S

B E A R  G R Y L L S,  I N D I A N A  J O N E S, 

L A R A  C R O F T,  A M E L I A  E A R H A R T, 

C H R I S TO P H E R  C O LU M B U S,  S T E V E 

I R W I N,  R I C H A R D  B R A N S O N

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

A U T H E N T I C I T Y  

& F R E E D O M

TO  H E L P  C R E AT E  M O R E  F R E E D O M 

F O R  YO U  & YO U R  C U S TO M E R S

B E I N G  S E E N  A S  R I G I D,  

C O R P O R AT E,  I N A U T H E N T I C,  

B O R I N G, S O U L L E S S

M O D E R N  S O C I E T Y,  T H E  O F F I C E, 

C O N F O R M I T Y,  T H E  R AT  R A C E, 

S U F F O C AT I N G  C I R C U M S TA N C E S, 

B E I N G  T R A P P E D

B R A N D  I N S P I R AT I O N

T H E  E X P L O R E R
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T H E  R E B E L

G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  O V E R T U R N  W H AT  I S N’T 

W O R K I N G, S H A K E  U P  T H E  

S TAT U S  Q U O

"R U L E S  A R E  M A D E  TO  B E 

B R O K E N"
TO  F E E L  L I B E R AT E D

L I B E R AT I O N, C H A N G E 

R I G H T E O U S N E S S,  R E V E N G E 

I N D E P E N D E N C E

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

TO  B E  P O W E R L E S S  O R 

I N E F F E C T U A L

TA K I N G  T H E I R  R E B E L L I O N  TO O 

FA R,  C R O S S I N G  O V E R  TO  T H E 

D A R K  S I D E,  D E S T R U C T I V E N E S S

O U T R A G E O U S N E S S,  R A D I C A L 

F R E E D O M , I N S P I R I N G  OT H E R S, 

U N C O N V E N T I O N A L  T H I N K I N G

T H E  O U T L AW,  

R E V O LU T I O N A R Y,  

W I L D  M A N, T H E  M I S F I T, 

I C O N O C L A S T

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

D I S R U P T I V E,  R E B E L L I O U S 

C O M B AT I V E,  S W E A R I N G, 

C H A L L E N G I N G, AT T I T U D E

YO U  D O N’T  H AV E  TO  S E T T L E  

F O R  T H E  S TAT U S  Q U O.  

F I R S T,  D E M A N D  M O R E.  

S E C O N D, G O  O U T  A N D  G E T  I T.

D I S R U P T  A N D  S H O C K ,  D E N O U N C E 

S TAT U S  Q U O, S H A K E  T H I N G S  U P,  

A LT E R N AT I V E  TO  M A I N S T R E A M

J A M E S  D E A N, M A D O N N A ,  

F I D E L  C A S T R O, B I L LY  T H E  K I D, 

N E D  K E L LY,  J E S S E  J A M E S

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

R E V O LU T I O N 

& L I B E R AT I O N

TO  A D V O C AT E  F O R  A  D I F F E R E N T 

WAY  O F  T H I N K I N G

B E I N G  A C C E P T E D  B Y  

M A I N S T R E A M  S O C I E T Y,  

F O R M A L  C O M M U N I C AT I O N

C O N F O R M I T Y,  S TAT U S  Q U O, 

F I T T I N G  I N,  T H E  M A I N S T R E A M , 

O B E D I E N C E,  S U B M I S S I O N, G I V I N G 

I N,  R U L E S  & R E G U L AT I O N

B R A N D  I N S P I R AT I O N
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G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  E N J OY  L I F E  PA S S I O N AT E LY, 

E X P E R I E N C E  L O V I N G  &  

C O M M I T T E D  R E L AT I O N S H I P S

"I  O N LY  H AV E  E Y E S  F O R  YO U" 

"A L L  YO U  N E E D  I S  L O V E "
TO  E X P E R I E N C E  I N T I M A C Y

S E N S U A L I T Y,  C L O S E N E S S 

I N D U L G E N C E,  A F F E C T I O N 

L O V E,  AT T R A C T I V E N E S S

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

B E I N G  A  WA L L F L O W E R,  

B E I N G  A L O N E,  U N WA N T E D  

O R  U N L O V E D

D E S I R E  TO  P L E A S E  OT H E R S,  AT 

R I S K  O F  L O S I N G  O W N  I D E N T I T Y, 

P R O M I S C U I T Y

PA S S I O N, G R AT I T U D E, 

A P P R E C I AT I O N, L O V E, 

C O M M I TM E N T

T H E  S E D U C E R,  T H E  PA R T N E R, 

F R I E N D, I N T I M AT E,  E N T H U S I A S T, 

S E N S U A L I S T,  S P O U S E

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

S E N S U A L ,  E M PAT H E T I C 

S O OT H I N G, PA S S I O N AT E,  S U LT R Y, 

S E D U C T I V E,  E N T I C I N G,  I N T I M AT E, 

E L E G A N T

YO U R  S T R I K I N G  B E A U T Y  I S 

I M P O S S I B L E  TO  I G N O R E,  

YO U  A R E  O N E  O F  A  K I N D

TO  B E  D E S I R E D,  R E A F F I R M 

B E A U T Y,  R E D  C A R P E T  T R E ATM E N T, 

C O N N E C T E D  A N D  R E L AT I O N S H I P 

F O C U S E D, TO  B E C O M E  M O R E  & 

M O R E  AT T R A C T I V E

C I N D E R E L L A ,  M A R I LY N  M O N R O E, 

K I M  K A R D A S H I A N,  C A S A N O VA , 

TAY L O R  S W I F T,  A P H R O D I T E,  C U P I D, 

V E N U S,  R O M E O  & J U L I E T

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

L O V E  & PA S S I O N
TO  H E L P  P E O P L E  L I V E  

L I F E  PA S S I O N AT E LY

B E I N G  S E E N  A S  C H E A P  O R 

B U S I N E S S-L I K E

C O L D-B L O O D E D, S TO I C, 

U N E M OT I O N A L ,  H E A R T L E S S, 

PA S S I V E,  A L O O F,  O U R  C O L D  & 

I M P E R S O N A L  W O R L D

B R A N D  I N S P I R AT I O N

T H E  L O V E R



91C  REA TEHERS . COM

T H E  C R E A T O R

G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  R E A L I S E  A  V I S I O N, T U R N 

I D E A S  I N TO  R E A L I T Y,  C R E AT E 

S O M E T H I N G  O F  E N D U R I N G  VA LU E

"YO U R  O N LY  L I M I TAT I O N  I S  

YO U R  I M A G I N AT I O N"
TO  I N N O VAT E

C R E AT I O N, O R I G I N A L I T Y 

S E L F-E X P R E S S I O N, V I S I O N 

I M A G I N AT I O N

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

M E D I O C R E  V I S I O N  O R 

E X E C U T I O N, FA I L I N G  TO  C R E AT E 

A N Y T H I N G  G R E AT,  S TA G N AT I O N, 

D U P L I C AT I O N, FA M I L I A R I T Y, 

D I S I L LU S I O N, I N D I F F E R E N C E

P E R F E C T I O N I S M  & C R E AT I V E 

B L O C K S  C A U S E D  B Y  F E A R  O F  N OT 

B E I N G  E X C E P T I O N A L

C R E AT I V I T Y,  I M A G I N AT I O N, 

I N D I V I D U A L I T Y,  V I S I O N A R Y, 

U N C O N V E N T I O N A L  T H I N K I N G

T H E  A R T I S T,  I N V E N TO R,  

I N N O VATO R, M U S I C I A N,  

W R I T E R  O R  D R E A M E R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

I N S P I R AT I O N A L ,  D A R I N G 

P R O V O C AT I V E,  E X P R E S S I V E, 

U N I Q U E,  P O E T I C

S E E  P OT E N T I A L  E V E R Y W H E R E 

A N D  U N C O V E R  O R I G I N A L I T Y  W I T H 

L I B E R AT E D  I M A G I N AT I O N

D E V E L O P  A R T I S T I C  C O N T R O L 

A N D  S K I L L ,  I N S P I R E  TO  U N L O C K 

C R E AT I V I T Y,  E N C O U R A G E  T H E 

P U R S U I T  O F  O R I G I N A L I T Y

PA B L O  P I C A S S O, M O Z A R T,  

J O H N  L E N N O N, W I L LY  W O N K A , 

F R I D A  K A H L O, E R N E S T 

H E M I N G WAY,  J .K .  R O W L I N G

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

I N N O VAT I O N
TO  H E L P  P E O P L E  C R E AT E 

S O M E T H I N G  N E W  O R  I M A G I N AT I V E

B E I N G  S E E N  A S  I N A U T H E N T I C  

O R  A  S E L L-O U T

M E D I O C R I T Y,  I N A U T H E N T I C, 

FA K E,  U N O R I G I N A L ,  VA N I L L A , 

P E D E S T R I A N,  S Q U A R E,  

R U N-O F-T H E-M I L L

B R A N D  I N S P I R AT I O N
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G O A L M O T T O C O R E  D E S I R E VA LU E S

L I V E  I N  T H E  M O M E N T,  TO  H AV E 

A  G R E AT  T I M E,  L I G H T E N  U P  T H E 

W O R L D  & M A K E  OT H E R S  L A U G H

"YO U  O N LY  L I V E  O N C E "
TO  E X P E R I E N C E 

P L E A S U R E

F U N, H A P P I N E S S 

L A U G H T E R,  TO G E T H E R N E S S 

P O S I T I V I T Y

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

B O R E D O M , G L O O M 

S A D N E S S,  L O N E L I N E S S 

N E G AT I V I T Y

F R I V O L I T Y,  WA S T I N G  T I M E,  

H I D I N G  E M OT I O N S  B E N E AT H  

A  H U M O R O U S  D I S G U I S E

J OY,  S E E I N G  T H E  F U N N Y  S I D E, 

U S I N G  H U M O U R  F O R  P O S I T I V E 

C H A N G E

T H E  J E S T E R,  T H E  F O O L ,  T R I C K S T E R, 

J O K E R,  O R  C O M E D I A N

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

F U N  L O V I N G, P L AY F U L 

O P T I M I S T I C,  E X C I T E D,  E N E R G E T I C, 

L O U D, W I T T Y,  E N T E R TA I N I N G, 

H U M O U R O U S

W E ’R E  H E R E  F O R  A  G O O D-T I M E,  

N OT  A  L O N G  T I M E

B E  P L AY F U L ,  C U R I O U S  A N D  

F U N N Y,  P R O M OT E  T H E  

G O O D-T I M E S

J I M  C A R E Y,  C H A R L I E  C H A P L I N,  

R O B I N  W I L L I A M S,  

E L L E N  D E G E N E R E S

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

F U N  & E N T E R TA I N M E N T,  

T H AT  L I F E  C A N  B E  E A S Y

TO  H E L P  P E O P L E  

E N J OY  L I F E

B E I N G  S E E N  A S  B I T T E R  O R  

TO O  S T R I C T

PA R T Y-P O P P E R S,  B O R I N G  P E O P L E, 

P E O P L E  W H O  TA K E  L I F E  TO O 

S E R I O U S LY  & L A C K  H U M O U R, 

L I F E L E S S,  C O L O U R L E S S

B R A N D  I N S P I R AT I O N

T H E  E N T E R T A I N E R
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T H E  S A G E

G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  U S E  I N T E L L I G E N C E  A N D 

A N A LY S I S  TO  U N D E R S TA N D  T H E 

W O R L D  & T E A C H  OT H E R S

"T H E  T R U T H  W I L L  S E T  

YO U  F R E E " 

" I  T H I N K ,  T H E R E F O R E  I  A M"

T H E  D I S C O V E R  T H E  T R U T H

W I S D O M , I N T E L L I G E N C E 

E X P E R T I S E,  I N F O R M AT I O N, 

I D E A S  & I N F LU E N C E

F E A R S W E A K N E S S E S S T R E N G T H S K N O W N  A S

B E I N G  P E R C E I V E D  A S  S T U P I D, 

B E I N G  M I S L E D  O R  A P P E A R I N G 

I G N O R A N T

C A N  S T U DY  D E TA I L S  F O R E V E R  

& N E V E R  A C T

W I S D O M , I N T E L L I G E N C E 

& C U R I O S I T Y

T H E  E X P E R T,  S C H O L A R, 

D E T E C T I V E,  A D V I S O R,  T H I N K E R, 

P H I L O S O P H E R,  A C A D E M I C, 

P L A N N E R,  T E A C H E R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

K N O W L E D G E A B L E,  A S S U R E D, 

G U I D I N G, S O P H I S T I C AT E D 

L A N G U A G E,  E X T E N S I V E  

V O C A B U L A R Y

E D U C AT I O N  I S  T H E  PAT H  TO 

W I S D O M  & W I S D O M  I S  W H E R E  T H E 

A N S W E R S  L I E

S E E K I N G  O U T  K N O W L E D G E,  S E L F-

R E F L E C T I O N  & U N D E R S TA N D I N G,  

S H O W  T H E  PAT H  TO  W I S D O M , 

C R E D I B I L I T Y  & E X P E R T I S E, 

R E I N F O R C E  T H E I R  W I S D O M

S O C R AT E S,  C O N F U C I U S,  E I N S T E I N, 

O P R A H, D E E PA K  C H O P R A ,  

M R  M I YA G I  (K A R AT E  K I D ) YO D A  

(S TA R  WA R S )

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

W I S D O M
TO  H E L P  P E O P L E  F I N D  

& S H A R E  T H E  T R U T H

B E I N G  S E E N  A S  TO O  D U M B E D 

D O W N  O R  PAT R O N I S I N G, 

S U P E R F I C I A L  F LU F F  O R  G I M M I C K S

S I M P L E-M I N D E D, J U V E N I L E, 

U N W O R L D LY  O R  P E O P L E  W H O 

M I S U S E  T H E I R  P O W E R

B R A N D  I N S P I R AT I O N
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G O A L M O T T O C O R E  D E S I R E VA LU E S

TO  M A K E  D R E A M S  C O M E  T R U E,  

K N O W L E D G E  O F  T H E 

F U N D A M E N TA L  L AW S  O F 

U N I V E R S E

"I  M A K E  T H I N G S  H A P P E N" 

"T U R N I N G  D R E A M S  I N TO  R E A L I T Y "
TO  F E E L  P O W E R F U L

T R A N S F O R M AT I O N, V I S I O N, 

K N O W L E D G E,  B E L I E F 

D I S C O V E R Y

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

U N I N T E N D E D  N E G AT I V E 

C O N S E Q U E N C E S,  S TA G N AT I O N 

I G N O R A N C E,  U N C E R TA I N T Y, 

D O U B T

B E C O M I N G  M A N I P U L AT I V E  

O R  E G OT I S T I C A L

T R A N S F O R M I N G  P E O P L E ’S 

E V E R Y D AY  E X P E R I E N C E  O F  L I F E 

B Y  O F F E R I N G  N E W  WAY S  O F 

L O O K I N G  AT  T H I N G S

T H E  V I S I O N A R Y,  C ATA LY S T, 

I N V E N TO R, C H A R I S M AT I C  L E A D E R, 

S H A M A N, H E A L E R,  MY S T I C, 

M E D I C I N E  M A N

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

MY S T I C A L ,  I N F O R M E D 

R E A S S U R I N G, C H A R I S M AT I C, 

V I S I O N A R Y,  T R A N S F O R M AT I V E

TO M O R R O W  I S  B R I G H T E R  T H A N 

TO D AY  A N D  A L L  YO U R  D R E A M S 

C A N  C O M E  T R U E  I F  YO U  B E L I E V E

D E V E L O P  A  V I S I O N  & L I V E  B Y  I T, 

I N S P I R E  & E M P O W E R, 

C R E AT E  M A G I C A L  M O M E N T S

S T E V E  J O B S,  E L O N  M U S K ,  

WA LT  D I S N E Y,  M E R L I N,  H A R R Y 

P OT T E R  & D U M B L E D O R E  (H A R R Y 

P OT T E R ),  G A N D A L F  (L O R D  O F  T H E 

R I N G S ) 

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

K N O W L E D G E  

& T R A N S F O R M AT I O N

TO  T R A N S F O R M  

P E O P L E ’S  L I V E S

B E I N G  S E E N  A S  TO O  S T R U C T U R E D, 

R E G U L AT E D  O R  H O L L O W

S H A L L O W N E S S,  D E P T H L E S S, 

S U P E R F I C I A L ,  FA K E,  H O L L O W, 

P R E T E N T I O U S

B R A N D  I N S P I R AT I O N

T H E  M A G I C I A N
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T H E  R U L E R

G O A L M O T T O C O R E  D E S I R E VA LU E S

M A K E  L I F E  A S  P R E D I C TA B L E  

& S TA B L E  A S  P O S S I B L E,  

TO  B E  A  R O L E  M O D E L

"P O W E R  I S N’T  E V E R Y T H I N G.  

I T ’S  T H E  O N LY  T H I N G " 

"MY  WAY  O R  T H E  H I G H WAY " 

" I  H AV E  E V E R Y T H I N G  U N D E R 

C O N T R O L"

TO  B E  I N  C O N T R O L

P O W E R, P R O S P E R I T Y 

S TAT U S,  W E A LT H,  

S U P E R I O R I T Y

F E A R S W E A K N E S S E S S T R E N G T H S A L S O  K N O W N  A S

C H A O S,  B E I N G  O V E R T H R O W N, 

W E A K N E S S,  I N S I G N I F I C A N C E 

FA I LU R E,  P O V E R T Y,  D E S T I T U T I O N

B E I N G  A U T H O R I TA R I A N,  

U N A B L E  TO  D E L E G AT E

R E S P O N S I B I L I T Y,  L E A D E R S H I P 

H I G H  S TA N D A R D S,  S E C U R I T Y, 

S TA B I L I T Y,  N AT U R A L LY  D O M I N AT E

T H E  B O S S,  L E A D E R,  A R I S TO C R AT, 

K I N G,  Q U E E N, P O L I T I C I A N, 

R O L E  M O D E L ,  M A N A G E R  O R 

A D M I N I S T R ATO R

B R A N D  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y P E R S O N A L I T I E S

C O M M A N D I N G, R E F I N E D 

A R T I C U L AT E,  P O L I S H E D 

M A S C U L I N E,  S O P H I S T I C AT E D, 

S T R U C T U R E D, S P E A K S  W I T H 

A U T H O R I T Y

YO U  A R E  S U C C E S S F U L  I N 

W O R K  A N D  I N  L I F E.  R E WA R D 

YO U R  E X C E L L E N C E  A N D  YO U R 

A C H I E V E M E N T S

E X E R C I S E  P O W E R  & I N F LU E N C E, 

D E M O N S T R AT E  S U P E R I O R I T Y, 

E X E R T  L E A D E R S H I P

Z E U S,  V L A D I M I R  P U T I N,  D O N A L D 

T R U M P, B I L L  G AT E S,  Q U E E N 

E L I Z A B E T H,  M A R L O N  B R A N D O 

(G O D FAT H E R )

B R A N D  P R O M I S E B R A N D  G O A L M U S T  AV O I D T H E  E N E MY

P O W E R
TO  H E L P  P E O P L E  A C H I E V E  

S U C C E S S  & I N F LU E N C E

B E I N G  S E E N  A S  W E A K ,  C H E A P, 

U N P O L I S H E D, TA C K Y 

T H E  I R R E S P O N S I B L E,  

L O O S E-C A N N O N S,  

D E V I L-M AY-C A R E  AT T I T U D E S,  

W I L D,  U N S TA B L E

B R A N D  I N S P I R AT I O N
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C R A F T I N G  YO U R  B R A N D  P E R S O N A L I T Y

Before we identify your brand archetype I just want to raise 

an important point. We’re not identifying your personal 

archetype. We’re uncovering your audiences’ archetype. 

In some cases it may be the same, in some cases it will be 

different. 

The concept is to create a brand archetype that mirrors the 

audience you wish to target. Like I said in the being of this 

chapter; successful brands have a strong sense of identity, one 

that mirrors the hopes and aspirations of their customers. So we 

are going to uncover your audience’s identity and mirror it 

back to them through your brand personality. So you are one 

and the same. 

Take hairdressing for example. Hairdressers are very 

creative, imaginative and unique. Most people would think 

they embody the Creator archetype. But this is who they are, 

not their audience. Think about the last time you went to 

the hairdresser. How did you want to feel? More attractive? 

More glamorous? More beautiful? Did you want to walk 

out of the salon with luscious silky hair? These are all the 

characteristics of the Lover brand personality. So if our 

Hairdresser wanted to evoke these feelings they would use 

the Lover brand personality to appeal to her target audience.  

I T ’S  N O T  A B O U T  W H AT  YO U  D O, B U T  H O W  

YO U  D O  I T

Think of Oprah Winfrey and Ellen DeGeneres. Both are talk 

show hosts, but have totally different personalities. Oprah 

offers wise helpful life advice. Ellen, on the other hand is 

more fun, goofy and all about having a good time. Oprah is 

the Sage, Ellen is the Entertainer. They both do the same 

thing, but how they do it is totally different. 

Can you see how you can carve out a unique position within 

your industry by using brand archetypes? 

T O M O R R O W, N O T  T O D AY

Another key point is that we’re not focusing on today. We’re 

focusing on tomorrow. Who does your customer what to be 

tomorrow? What does that vision of themselves look like? 

Remember we’re all sell the same thing, we’re all selling a better 

version of ourselves. We’re transforming our customers lives. 

So what does that better version of your customer look like? 

Think Nike. People that wear Nikes aren’t necessarily heroic 

or courageous. They wear them because they desire to be 

heroic and courageous. 

Focus on the end result. What do you want your customers 

to feel when they purchase your product or service? 

YO U R  B R A N D  P E R S O N A L I T Y 

W O R K B O O K: E X E R C I S E  9.1  & 9.2

Think of these archetypes as a framework—all the elements 

you need are there, you simply need to add the details. So 

use them as a starting point, but don’t be afraid to tweak 

them for your company’s needs. 

S T E P  1  -  B R A N D  A R C H E T Y P E  Q U I Z 

I’ve created a super easy quiz to help you uncover your 

brand archetype. Flip over to Exercise 9.1 in your workbook 

and read through all of the questions. Tick off all the 

statements that apply to your brand. Once you have done 

that count up how many of each you have and circle your 

top two. The answers are at the end of the chapter—but no 

peeking! 

S T E P  2 -  A D O P T  T H E  R I G H T  M I X 
How did you go? Do you have one clear archetype selected? 

Or do you have a couple selected? 

One of the great debates in relation to archetypes is whether 

a brand should be a single archetype, or a combination of 

archetypes. My view is that sometimes one archetype fits 

C H A P T E R  0 9   /   U N I T E  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S



A R C H E T Y P E /S

The Sage Archetype

G O A L M O T T O C O R E  D E S I R E VA LU E S

Teach and empower 
others, seek out the 

truth, be the change you 
seek in this world

The truth will set  
you free

I think, therefore I am

Knowledge and 
understanding

Wisdom, ideas, 
intelligence, expertise, 
information, influence 

and personal development

T O N E  O F  V O I C E B R A N D  M E S S A G E B R A N D  S T R AT E G Y B R A N D  P R O M I S E

Empathetic, understanding, 
knowledgeable, guiding, 
inspiring, empowering, a 
trusted friend or family 

member

Education is the key to 
wisdom and freedom

Education, expertise, 
credibility, self-reflection, 
show the path to wisdom

Wisdom, personal 
development and  
enlightenment

AT T I T U D E  & O P I N I O N S B E L I E F S T H E  E N E MY

Attitude of Gratitude
"Turn your wounds into wisdom" 

"Education is the key to unlocking the world,  
a passport to freedom"

"The biggest adventure you can take is to live  
the life of your dreams"

Knowledge comes from 
growth. Americans long 
for practical spirituality 
and hope. Trust that 
beyond this space and 
time, all will be well.

People who misuse 
their power, powerful 
people who use their 
influence for personal 
gain, i.e. politicians

O P R A H

9.2 /  E X A M P L E:  B R A N D  P E R S O N A L I T Y
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perfectly and enables you to be single-minded. Using one 

brand archetype creates a simple and clear brand identity. 

However, in the majority of cases using just one archetype 

can be limiting and lead to unhelpful stereotypes. 

Using a secondary archetype can help to draw out nuances 

that make our brands more real, multi-dimensional and 

believable. As a guide it’s best to stick to 70% of one 

archetype and 30% of another, otherwise it may result in 

a confused brand personality. Say 70% Everyman and 30% 

Creator your brand can appeal to their audience whilst 

adding a unique edge to stand out. 

Maybe your audience desires a sense of belonging, but 

they don’t want to sacrifice their creativity. In this case, 

you would appeal to their sense of belonging through the 

Everyman archetype and then appeal to their sense of 

creativity through the Creator archetype. By combining 

these two archetypes you can create a truly unique brand 

personality within your industry. 

For example, Jamie Oliver and Nigella Lawson are both 

Creators, but very different types. Jamie is a Creator with 

a very strong element of the Everyman, while Nigella is a 

combination of the Creator and the Lover.

S T E P  3 -  YO U R  B R A N D  P E R S O N A L I T Y

Once you have your archetypal mix you can begin to 

flesh out your brand personality. See Exercise 9.2 in your 

workbook. I’ve created an example brand personality for 

Oprah (Example 9.2) to help you out. Go back through the 

brand archetypes and use these as a blueprint to craft your 

own personality. Most of the work is already done for you, 

just add your own spin on it. 

C H A P T E R  0 9   /   U N I T E  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

S T E P  4 -  G I V E  YO U R  B R A N D  B E L I E F S,  

O P I N I O N S  & A N  O U T L O O K  O N  L I F E

The goal is to bring your brand to life and being to personify 

who your brand is from their beliefs and outlook on life, to 

the way they communicate. 

This is a powerful exercise. When you hear opinions, 

attitudes, beliefs and aspirations flowing from your brand, 

you see it differently—you see it as a person. 

When these beliefs, opinions and attitudes are translated 

into how your brand communicates your branding will be 

so much more powerful. Your customers are so much more 

likely to remember and resonate with your brand if it has the 

same opinions, attitude and language as their own. 

S T E P  5 -  T H E  E N E MY

You can’t have a main character without an enemy. All 

the famous characters do. Think Lord Voldemort in Harry 

Potter, Darth Vader in Star Wars, The Joker in Batman. Every 

archetype has an enemy. Who is your enemy? 

Another powerful brand strategy is to identify the enemy 

and then throw stones at it. We touched on a similar strategy 

in Chapter 6 - the power of polarity. Under each archetype 

I’ve included a section for the enemy. Use this to brainstorm 

your enemy. 

The presence of an enemy will help to amplify the qualities 

of the opposing archetype. It’s good vs evil. It’s us vs them. 

Make it loud and clear that you are not them. 

Take the Everyman for example, their enemy is elitism, 

luxury and exclusivity. For the Entertainer their enemy is 

people who take life too seriously. For me, my enemy is 

brands that provide depthless fluff and pretentious garbage 

with no real substance. 
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You could also target attributes of a competitor, attributes 

of our society or even the giants of your industry. Our fast-

paced society, our achievement-oriented society, our image-

oriented society.

Stone Brewing is a brand that uses this strategy to get their 

message across loud and clear. Upon launching in 1996, 

the craft beer brand was found to be too intense by the 

majority of people who tasted it. Rather than change the 

beer, they changed the branding. They build an iconoclastic 

image that poked fun at sheep-like consumerism and taste. 

Their enemy: mediocrity, commercialism and the industry 

giants; Budweiser and Coors. All the attributes of the Rebel 

archetype. 

S T E P  6 -  YO U R  B R A N D  P R O M I S E

A brand promise is the value or experience your customers 

can expect to receive every single time they interact with 

your brand. Customers are more likely to choose a brand 

that offers more value. Crafting a brand promise a great 

strategy to set expectations, generate excitement and create 

differentiation in your market. 

M A K I N G  B R A N D  D E C I S I O N S

Uncovering your brand archetype can help you express your 

brand in a way that is consistent, true and uniquely ownable. 

Your archetype will provide direction and help you make a 

range of decisions about how your brand is expressed.

For example, if you know your brand is an Explorer, you can 

use an adventurous tone of voice, use natural settings in 

your imagery, select a rugged font or hire employees that are 

energetic and enthusiastic. 

U N I T I N G  YO U R  AU D I E N C E  U N D E R  A  C O M M O N  S E T 

O F  B E L I E F S

Brands have the power to unify. As Brian Collins stated: “As 

the world becomes more and more divided, the more we 

need to see that we have things in common—that we share 

things (Brand Thinking and Other Noble Pursuits, Debbie 

Millman).”

When you unite your audience under a common set of 

beliefs, opinions, values and goals—you become so much 

bigger than your product or service. It’s powerful stuff.

It says we’re the same. We’re in this together. It says we have 

a soul. We have values. We have beliefs. We have opinions. 

We have goals—and they’re just like yours. We want the 

same thing. We’re on the same journey. We’re going in the 

same direction and we want to help you get there. 

U P  N E X T

In the final chapter we are going to wrap it all up and craft 

your core messages, so you’ll never be confused with what 

to say ever again. 

C H A P T E R  0 9   /   U N I T E  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S
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W H I C H  B R A N D  A R C H E T Y P E  A R E  Y O U ?

9.1  /  B R A N D  A R C H E T Y P E  Q U I Z

H O W  D O  YO U  WA N T  YO U R  C U S T O M E R S  T O  F E E L?

A  - S A F E,  H A P P Y,  P O S I T I V E,  O P T I M I S T I C,  H U M B L E,  W H O L E S O M E

B  - F R E E D O M , A D V E N T U R O U S,  E X C I T E M E N T,  D I S C O V E R Y,  F E A R L E S S,  L I B E R AT E D

C  - W I S E,  I N T E L L I G E N T,  I N F O R M E D, K N O W L E D G E A B L E,  A S S U R E D, G U I D E D,  E N L I G H T E N E D

D  - S T R O N G, P O W E R F U L ,  H E R O I C,  B R AV E,  C O N F I D E N T,  V I C TO R I O U S,  D E T E R M I N E D

E  - D I S R U P T I V E,  L I B E R AT E D,  R E B E L L I O U S,  I N D E P E N D E N T,  C O M B AT I V E,  R E V E N G E

F  -  T R A N S F O R M E D, P O W E R F U L ,  M A G I C A L ,  E M P O W E R E D, W O W E D, I N S P I R E D

G  - C O N N E C T E D,  I N C LU D E D, A C C E P T E D,  H U M B L E,  A U T H E N T I C

H  - B E A U T I F U L ,  S E N S U A L ,  I N D U L G E N T,  L O V E D, G L A M O U R O U S,  AT T R A C T I V E,  E L E G A N T

J  -  E X C I T E D,  E N T E R TA I N E D, P L AY F U L ,  H A P P Y

K  -S U P P O R T E D,  N U R T U R E D, R E C O G N I S E D,  R E A S S U R E D, U S E F U L

L  -  I N S P I R E D,  U N I Q U E,  C R E AT I V E,  O R I G I N A L ,  I N N O VAT I V E,  A R T I S T I C,  I M A G I N AT I V E

M  - P O W E R F U L ,  S U P E R I O R,  P R O S P E R O U S,  W E A LT H Y,  S U C C E S S F U L
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

W H AT  D O  YO U R  C U S T O M E R S  VA LU E ?

A  - S I M P L I C I T Y,  H O N E S T Y,  I N T E G R I T Y,  M O R A L I T Y,  H A R M O N Y, P E A C E,  P U R I T Y

B  -  D I S C O V E R Y,  F R E E D O M , A D V E N T U R E,  T H E  U N K N O W N, L I B E R AT I O N, E X P L O R AT I O N

C  - W I S D O M , I N T E L L I G E N C E,  E X P E R T I S E,  I N F O R M AT I O N, I N F LU E N C E  O R  T H E  T R U T H

D  - B R AV E R Y,  G R O W T H, S T R E N G T H, C O U R A G E,  C O M M I TM E N T,  A C H I E V E M E N T,  V I C TO R Y

E  -  A U D A C I T Y,  C H A N G E,  D I S R U P T I O N, U N C O N V E N T I O N A L  T H I N K I N G, O U T R A G E O U S N E S S

F  -  E V O LU T I O N, C H A N G E,  V I S I O N, K N O W L E D G E,  T H E  E X T R A O R D I N A R Y  O R  S U P E R N AT U R A L

G  - C O M M U N I T Y,  FA M I LY,  E Q U A L I T Y,  F R I E N D S H I P,  S O C I A L  C O N N E C T I O N

H  - B E A U T Y,  S E N S U A L I T Y,  I N D U L G E N C E,  A F F E C T I O N, L O V E,  C L O S E N E S S,  R E L AT I O N S H I P S

J  -  L I V I N G  I N  T H E  M O M E N T,  L A U G H T E R,  E N J OYM E N T,  H A P P I N E S S,  H U M O U R

K  - G E N E R O S I T Y,  S E C U R I T Y,  C O M PA S S I O N, B E I N G  O F  S E R V I C E,  C O N T R I B U T I N G

L  -  U N I Q U E N E S S,  O R I G I N A L I T Y,  S E L F-E X P R E S S I O N, I N N O VAT I O N, C R E AT I O N, I M A G I N AT I O N

M  - E X C E L L E N C E,  P O W E R,  S TAT U S,  W E A LT H,  S U C C E S S
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

YO U R  B R A N D  P E R S O N A L I T Y  I S ?

A  - O P T I M I S T I C,  P U R E,  S I M P L E,  H O P E F U L ,  H A P P Y,  W H O L E S O M E

B  - R E S O U R C E F U L ,  A D V E N T U R O U S,  D A R I N G, F E A R L E S S,  B O L D

C  - W I S E,  A N A LY T I C A L ,  K N O W L E D G E A B L E,  I N T E L L I G E N T,  S O P H I S T I C AT E D

D  - D R I V E N, S E L F-D I S C I P L I N E D,  F O C U S E D, D E T E R M I N E D

E  - B O L D,  U N I N H I B I T E D  O R  S H O C K I N G

F  - I N S I G H T F U L ,  MY S T E R I O U S,  I N S P I R I N G

G  - A P P R O A C H A B L E,  F R I E N D LY,  T R U S T W O R T H Y

H  - PA S S I O N AT E,  D I V I N E,  I N D U L G E N T,  S E D U C T I V E  O R  S E N S U A L

J  -  P L AY F U L ,  E N T E R TA I N I N G, L O U D, E N E R G E T I C,  H U M O R O U S,  F U N  L O V I N G, W I T T Y

K  -G E N E R O U S,  C O N S I D E R AT E,  C A R I N G, N U R T U R I N G, H E L P F U L

L  -  C R E AT I V E,  U N I Q U E,  O R I G I N A L  O R  I M A G I N AT I V E

M  - R E F I N E D,  I N F LU E N T I A L ,  P O L I S H E D, S T R U C T U R E D, S O P H I S T I C AT E D
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

YO U R  B R A N D ’S  G O A L  I S  T O?

A  - G E T  B A C K  TO  B A S I C S  O R  K E E P  T H I N G S  N AT U R A L

B  -  H E L P  C R E AT E  M O R E  F R E E D O M  F O R  YO U  A N D  YO U R  C U S TO M E R S

C  - F I N D  A N D  S H A R E  T H E  T R U T H

D  - M OT I VAT E  OT H E R S  TO  B E  B E T T E R

E  -  A D V O C AT E  F O R  A  D I F F E R E N T  WAY  O F  T H I N K I N G

F  -  T R A N S F O R M  P E O P L E ’S  L I V E S

G  - H E L P  P E O P L E  F E E L  L I K E  T H E Y  B E L O N G  A N D  B U I L D  A  C O M M U N I T Y

H  - H E L P  OT H E R S  E N J OY  L I F E  PA S S I O N AT E LY

J  -  H E L P  P E O P L E  E N J OY  L I F E

K  -  H E L P  A S  M A N Y  P E O P L E  A S  P O S S I B L E

L  -  P E O P L E  C R E AT E  S O M E T H I N G  N E W  O R  I M A G I N AT I V E

M  - H E L P  P E O P L E  A C H I E V E  S U C C E S S  A N D  I N F LU E N C E
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

YO U R  T O N E  O F  V O I C E  I S ?

A  - O P T I M I S T I C,  S I M P L E,  H O P E F U L ,  P O S I T I V E,  G E N T L E,  K I N D

B  - F E A R L E S S,  A D V E N T U R O U S,  D A R I N G, E X C I T I N G,  E N T H U S I A S T I C,  E N E R G E T I C

C  - FA C T U A L ,  K N O W L E D G E A B L E,  G U I D I N G, E X T E N S I V E  V O C A B U L A R Y,  S P E A K S  W I T H  A U T H O R I T Y

D  - H O N E S T,  C A N D I D,  S T R O N G, M OT I VAT I N G,  E N C O U R A G I N G, E M P O W E R I N G, FA S T-PA C E D

E  - P R O V O C AT I V E,  D I S R U P T I V E,  R E B E L L I O U S,  C H A L L E N G I N G, O U T S P O K E N, A U D A C I O U S

F  -  A S P I R AT I O N A L ,  T R A N S F O R M AT I V E,  MY S T I C A L ,  V I S I O N A R Y,  E M P O W E R I N G, I N S P I R I N G

G  - F R I E N D LY,  H U M B L E,  L A I D  B A C K ,  S T R A I G H T  S H O OT I N G, U N P R E T E N T I O U S

H  - S E N S U A L ,  S O OT H I N G, PA S S I O N AT E,  S E D U C T I V E,  E N T I C I N G,  D E S I R A B L E,  L O VA B L E,  S U LT R Y

J  -  F U N  L O V I N G, P L AY F U L ,  E N E R G E T I C,  L O U D, E N T E R TA I N I N G, H U M O R O U S,  A M U S I N G

K  - WA R M , C A R I N G, K I N D,  R E A S S U R I N G, G E N T L E,  N U R T U R I N G, G E N E R O U S

L  -  I N S P I R AT I O N A L ,  D A R I N G, E X P R E S S I V E,  U N I Q U E,  P O E T I C,  P R O V O C AT I V E

M  - C O M M A N D I N G, R E F I N E D,  P O L I S H E D, A R T I C U L AT E,  S T R U C T U R E D, S P E A K S  W I T H  A U T H O R I T Y
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

YO U R  P R O D U C T  /  S E R V I C E . . .

A  - P R O V I D E S  A  R E L AT I V E LY  S I M P L E  A N S W E R  TO  A N  I D E N T I F I A B L E  P R O B L E M

B  - H E L P S  P E O P L E  F E E L  F R E E,  I S  N O N C O N F O R M I S T  O R  P I O N E E R I N G  I N  S O M E  WAY

C  - E N C O U R A G E S  C U S TO M E R S  TO  T H I N K  & P R O V I D E S  E X P E R T I S E  O R  I N F O R M AT I O N  TO  YO U R  C U S TO M E R S

D  - H E L P S  P E O P L E  P E R F O R M  AT  T H E I R  M A X I M U M  A N D  E M P O W E R S  P E O P L E  TO  B E  T H E I R  B E S T

E  -  D I S R U P T S  T H E  S TAT U S  Q U O  O R  H E L P S  P E O P L E  TO  B R E A K  F R E E  F R O M  S O C I E T Y 'S  VA LU E S

F  -  T R A N S F O R M S  C O N F U S I O N  I N TO  C L A R I T Y  O R  C R E AT E S  M A G I C A L  M O M E N T S

G  - I S  U S E D  I N  E V E R Y D AY  L I F E

H  - I S  A S S O C I AT E D  W I T H  R O M A N C E,  B E A U T Y  O R  S E X U A L I T Y

J  -  H E L P S  P E O P L E  H AV E  A  G O O D  T I M E

K  -  P R O V I D E S  S U P P O R T  TO  FA M I L I E S  O R  T H E  C O M M U N I T Y

L  -  E N C O U R A G E S  S E L F-E X P R E S S I O N, P R O M OT E S  I N N O VAT I O N  O R  I S  A R T I S T I C

M  - H E L P S  P E O P L E  TO  E N H A N C E  T H E I R  S TAT U S  A N D  P O W E R  & I S  I N  T H E  M O D E R AT E  TO  H I G H  P R I C E  R A N G E
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YO U R  B R A N D  P R O M I S E S ?

A  - S I M P L I C I T Y  & P U R I T Y

B  -  A U T H E N T I C I T Y  & F R E E D O M

C  - W I S D O M  & K N O W L E D G E

D  - C O U R A G E,  T R I U M P H  & V I C TO R Y

E  -  R E V O LU T I O N  & L I B E R AT I O N

F  - K N O W L E D G E  & T R A N S F O R M AT I O N

G  - B E L O N G I N G  & E Q U A L I T Y

H  - L O V E,  B E A U T Y  O R  PA S S I O N

J  -  F U N  & E N T E R TA I N M E N T

K  -  C O M PA S S I O N, S U P P O R T  & R E C O G N I T I O N

L  -  I N N O VAT I O N, A U T H E N T I C I T Y  O R  O R I G I N A L I T Y

M  - P O W E R,  S TAT U S  & C O N T R O L
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C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

YO U ’R E  B R A I N S T O R M I N G  A  TA G L I N E  F O R  YO U R  B R A N D, W H I C H  I S  T H E  M O S T  A P P R O P R I AT E ?

A  - T H E  W O R L D  A S  I T  S H O U L D  B E

B  -  F O R G I N G  T H E  PAT H  A H E A D

C  - K N O W L E D G E  I S  P O W E R

D  - S AV I N G  T H E  D AY

E  -  S O M E  A S K  W H Y.  W E  A S K  'W H Y  N OT ?'

F  -  T R A N S F O R M I N G  L I V E S

G  - T H E  R E A L  D E A L  -  F O R  R E A L  P E O P L E

H  - H E A R T  TO  H E A R T

J  -  T H E  W O R L D  I S  YO U R  P L AYG R O U N D

K  - M A K I N G  O U R  C O M M U N I T Y  A  S A F E R  P L A C E

L  -  W H E R E  I M A G I N AT I O N  I S  T H E  O N LY  L I M I T

M  - N U M B E R  O N E.  P E R I O D
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W H O  I S  YO U R  E N E MY ?

A  - T H E  G L O O MY, T H E  N E G AT I V E  O R  O U R  A C H I E V E M E N T-O R I E N TAT E D  C U LT U R E

B  -  M O D E R N  S O C I E T Y,  T H E  R AT  R A C E,  C O N F O R M I T Y,  T H E  O F F I C E

C  - P E O P L E  W H O  M I S U S E  T H E I R  K N O W L E D G E  O R  P O W E R

D  - T H E  W E A K ,  L O S E R S,  C O WA R D S  & T H E  S O FA

E  -  C O N F O R M I T Y,  S TAT U S  Q U O, T H E  M A I N S T R E A M  O R  O B E D I E N T

F  -  T H E  S H A L L O W, D E P T H L E S S,  P R E T E N T I O U S

G  - T H E  E L I T I S T S,  E X C LU S I V I T Y,  LU X U R Y,  A I R S  & G R A C E S

H  - T H E  C O L D-B L O O D E D, U N E M OT I O N A L  O R  H E A R T L E S S  & O U R  C O L D  I M P E R S O N A L  W O R L D

J  -  T H E  PA R T Y-P O O P E R S,  P E O P L E  W H O  TA K E  L I F E  TO O  S E R I O U S LY  & L A C K  H U M O U R

K  - T H E  S E L F I S H,  G R E E DY,  U N G R AT E F U L  O R  S E L F-I N D U L G E N T  AT T I T U D E S

L  -  T H E  FA K E,  U N O R I G I N A L ,  VA N I L L A  O R  I N A U T H E N T I C

M  - T H E  I R R E S P O N S I B L E,  L O O S E-C A N N O N S  O R  W I L D  & U N S TA B L E
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A N S W E R S

C H A P T E R  0 9   /   U N I T I N G  Y O U R  T R I B E  U N D E R  C O M M O N  B E L I E F S

C O U N T  U P  H O W  M A N Y  YO U  H AV E  A N D  C I R C L E  T H E  T O P  2 T H AT  YO U  H A D  M O S T  O F:

M O S T LY  A'S T H E  I N N O C E N T

M O S T LY  B 'S T H E  E X P L O R E R

M O S T LY  C 'S T H E  S A G E

M O S T LY  D'S T H E  H E R O

M O S T LY  E 'S T H E  R E B E L

M O S T LY  F 'S T H E  M A G I C I A N

M O S T LY  G 'S T H E  E V E R YM A N

M O S T LY  H'S T H E  L O V E R

M O S T LY  J 'S T H E  E N T E R TA I N E R

M O S T LY  K 'S T H E  C A R E G I V E R

M O S T LY  L'S T H E  C R E ATO R

M O S T LY  M'S T H E  R U L E R
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C H A P T E R  1 0  /  C O R E  M E S S A G E S

“Repetition is the mother of learning, the father of action, which makes it the  
architect of accomplishment.” — Zig Ziglar

Now that you have completed all the exercises, you have all 

the information you need to craft your core messages. What 

are core messages? Core messages are specific messages you 

want your audience to remember. Messages combined into 

one snappy sentence. 

In the mind of your audience you get to be one thing. If 

you only have a snapshot in time to communicate to your 

audience, what messages would you want them to remember 

about your brand? It’s about telling one clear, consistent 

story. Repeated over time. 

C R A F T I N G  YO U R  C O R E  M E S S A G E S 

W O R K B O O K: E X E R C I S E  10.1

First of all, let’s refresh. Take all the information from your 

exercises and add them to your brand strategy poster. Go 

back through the exercises and see if you can combine 

the information into clear simple statements. You may 

have already started this in the previous chapter. There is 

a wealth of information in your brand archetype that can 

easily been transformed into core messages. 

If you need some inspiration take a look at The Ordinary 

from Chapter 6. Their core messages are a combination 

of their values, vision, mission and personality, combined 

into several snappy sentences: Clinical formulations with 

integrity, Beauty doesn’t rinse off, Kindness is stronger than 

power, Luxury doesn’t make anyone beautiful. 

C O P Y W R I T I N G

So where do you use these core messages? Everywhere! 

Copywriting is the language that you use to communicate 

something. It’s your copy that often determines whether 

or not your audience pays attention to your business, 

especially when your just starting out. Businesses use 

copywriting everywhere. Slogans, taglines, web copy, social 

media copy, blog posts, email subject lines, headlines 

for articles, content for articles, customer service emails, 

autoresponder sequences, social media updates, sales pages, 

video, home page, about page, button copy, calls to action. 

Good copy is one of the biggest secrets to success.  

L A N G UA G E  & T O N E  O F  V O I C E

Your language and brand voice are an extension of your 

personality. Tone of voice has always been important but 

in today’s content driven era, it’s importance has been 

magnified. 

It’s about what you say and how you say it. How you speak 

to your audience through the written word. It guides how 

you write over all your communication. 

Tone of voice is important as it gives your brand character 

and identity. It makes you familiar and unique. It helps to 

build trust and credibility with your audience. All of this 

comes together to form the personality of your brand. 

C H A P T E R  1 0   /   P U T T I N G  I T  A L L  T O G E T H E R
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As people we use different language and tone with different 

people. The way you speak to your grandmother is very 

different to the way you speak to your husband. If you 

reversed the communication and spoke to your husband the 

way you speak to your grandmother, you won’t resonate with 

them...and it would be a little weird. 

If you brand wanted to appeal to 18 to 24 year old male 

surfers, the formality and energy of your language would be 

very different if your audience was 35 to 50 year old female 

lawyers. 

Branding at its core is all about making a connection 

and being remembered. Start with your audience and ask 

yourself - How does your audience talk? Where are they 

from? Do they have an accent? What tone do they use? Do 

they use a specific language set? Do they use slang? Are they 

highly articulate or informal? 

We’ve already covered the basics in the previous chapter. 

Under each individual archetype is a section for Brand 

Voice. Identify the vocabulary that your brand will use 

keeping the desires your brand is evoking in mind. Expand 

your vocabulary with synonyms and capture this in your 

brand guidelines. Apply your vocabulary, opinions, attitudes 

and tone of voice to all of your brand communication.

When it comes to controlling your tone of voice, this is 

where small business has an advantage. As there’s usually 

only one or two people creating the content. So it’s much 

easier to have a consistency of tone. With a larger business 

you may have numerous people creating content on 

different platforms. 

C O N S I S T E N C Y  + R E P E T I T I O N  = T R U S T

As people we don’t remember much. We don’t remember 

what we saw, what we read or what we did. But we do 

remember what we practice. We remember what we see over 

and over and over again.  

Don’t go changing your story, core messages or brand 

because your bored with them. Chances are your audience 

isn’t. Here’s a famous quote from Jay Levinson: “Don’t 

change your ads when you’re tired of them. Don’t change 

them when your employees are tired of them. Don’t even 

change them when your friends are tired of them. Change 

them when your accountant is tired of them.” People 

associate frequency with trust. If you quit before building 

frequency, you’ve got no chance of building trust. Brand 

consistency is part of building trust. 

When you’re getting to know a person, you start to develop 

opinions, ideas and assumptions about them based on what 

they look like and how they talk. If they’re dressed in a suit 

and tie one day, a hippie ensemble the next and a biker 

outfit another time, it may be hard to nail down exactly 

who they are and what they are all about. Now imagine that 

you plan on doing business with this person. Wouldn’t you 

be concerned about their consistency in their work based 

on their inconsistent appearance? You may think twice 

before bringing them into your business because they’re 

unpredictable. If you aren’t careful, your customers can 

feel the same about your brand. If your social media voice 

is whimsical and silly but your product packaging is sterile 

and plain, you’re sending mixed signals that will confuse 

consumers and leave them feeling like your brand can’t be 

trusted.

Developing a seamless look for your brand across your 

website, all social media channels, even in your store and 

on your product packaging will make consumers feel more 

comfortable with your brand, and will make them more 

likely to purchase from you again. Use the same fonts, 

colours, imagery and visual treatment. 

C H A P T E R  1 0   /   P U T T I N G  I T  A L L  T O G E T H E R
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Apple is the king of consistency. Since Steve Jobs came back 

into the fold in 1997, Apple changed is trajectory. Everything 

was simplified. The purpose, vision, mission, values, 

personality, language, tone of voice, core message and brand 

identity were aligned through simplicity. 

Use consistency to build trust with your audience. And 

repeat, repeat and repeat! 

B R A N D  G U I D E L I N E S  A R E  YO U R  B I B L E

Brand what? Brand Guidelines (aka Brand Style Guide) are 

kind of like a rulebook for your brand. They allow you to 

seamlessly implement your branding across all aspects of 

your business. 

If you’ve taken the time to put together your brand 

guidelines, ensure that they are adhered to. Applying visual 

elements that look way on your website and a different way 

on your social media or business card causes confusion, 

which leads to distrust. 

The key to brand expression is alignment and consistency. 

Brand guidelines will ensure you and your team create a 

consistent brand across all touch points.  

O V E R  T O  YO U!

You made it! You’ve reached the end. Now have a stack full 

of strategies that you can implement to start crafting your 

dream brand today. Don’t be overwhelmed, you don’t have 

to use all of them. Not everything will resonate. 

Now that you have your brand strategy you can now move 

onto the design phase and start designing your visual brand 

identity. Be sure to give your brand strategy to your designer 

before you begin. This will ensure that you are both on the 

same page. 

I hope you found this guide and process helpful and I can’t 

wait to see what you create! 

C H A P T E R  1 0   /   P U T T I N G  I T  A L L  T O G E T H E R
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T H E  I N N O C E N T T H E  E V E R YM A N T H E  H E R O

H A P P Y

S I M P L E

H O N E S T Y

P O S I T I V E

H A R M O N Y

I N T E G R I T Y

P E A C E

FA I T H 

O P T I M I S M

I D E A L I S T I C

H O P E F U L

W H O L E S O M E

H U M B L E

T R U S T W O R T H Y

P U R E

N AT U R A L

H A P P Y-G O-LU C K Y

S I LV E R  L I N I N G

B E L O N G

C O N N E C T I O N

TO G E T H E R

E Q U A L I T Y

F E L L O W S H I P

I N C LU S I O N

H O N E S T

R E A L I S T I C

O P E N

F R I E N D LY

H U M B L E

U N P R E T E N T I O U S

H A R D  W O R K I N G

D O W N-TO-E A R T H

C O M M U N I T Y

FA M I LY

H A R M O N Y

L A I D  B A C K

D E P E N D A B I L I T Y

F R I E N D S H I P

R E L A X

M A S T E R Y

C O U R A G E

G R O W T H

D E V E L O P M E N T

D I S C I P L I N E

G R I T

D E T E R M I N AT I O N

F O C U S

A C H I E V E M E N T

C H A L L E N G E

H O N E S T

B R AV E

P R O U D

C O M P E T I T I V E

E M P O W E R

M OT I VAT E

S T R E N G T H

B E T T E R

M OT I VAT E

T R I U M P H

V I C TO R Y

O U T W O R K

R I S E  TO  T H E  TO P

D R I V E N

W O R D  L I S T

C O P Y W R I T I N G  W I T H  YO U R  B R A N D  A R C H E T Y P E
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T H E  C A R E G I V E R T H E  E X P L O R E R T H E  R E B E L

S U P P O R T

H E L P

S E R V I C E

R E C O G N I T I O N

G R AT I T U D E

P R OT E C T I O N

N U R T U R E

C A R E

C O M PA S S I O N

G E N E R O S I T Y

S E C U R I T Y

T R U S T

WA R M

K I N D

H U M B L E

G E N E R O S I T Y

B E N E V O L E N T

R E WA R D

F R E E D O M

A D V E N T U R E

E X P L O R AT I O N

T H E  U N K N O W N

D I S C O V E R Y

L I B E R AT I O N

E X C I T I N G

P I O N E E R I N G

S E N S E  O F  W O N D E R

J O U R N E Y

E S C A P E

E X P E R I E N C E

F E A R L E S S

D A R I N G

E N E R G E T I C

E N T H U S I A S T I C

A U T H E N T I C I T Y

B R E A K-F R E E

R E V O LU T I O N

S H O C K

L I B E R AT E

C H A N G E

I N D E P E N D E N T

R E V E N G E

S H A K E  U P

R E B E L L I O N

R A D I C A L

O U T R A G E O U S

F R E E D O M

U N C O N V E N T I O N A L

D I S R U P T

A LT E R N AT I V E

AT T I T U D E

B O L D

U N I N H I B I T E D

A U D A C I O U S

P R E V O K E

S TA N D  O U T
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T H E  L O V E R T H E  C R E AT O R T H E  E N T E R TA I N E R

L O V E

I N T I M AT E

S E N S U A L

C L O S E N E S S

I N D U L G E N C E

A F F E C T I O N

AT T R A C T I O N

PA S S I O N

D E S I R E

G R AT I T U D E

C O M M I TM E N T

A P P R E C I AT I O N

B E A U T Y

S O OT H E

S E D U C E

E N T I C E

A L LU R E

S T Y L E

G O D D E S S

C R E AT I O N

O R I G I N A L

E X P R E S S I O N

V I S I O N

I M A G I N AT I O N

I N N O VAT I O N

I N S P I R AT I O N

D A R I N G

P O E T I C

U N I Q U E

A U T H E N T I C

A R T I S T R Y

C R E AT I V E

I N D I V I D U A L I T Y

E X C E P T I O N A L

E N D U R I N G

I D E A S

FA N TA S Y

C R A F T S M A N S H I P

P L E A S U R E

E X P E R I E N C E

F U N

H A P P Y

L A U G H T E R

TO G E T H E R

P O S I T I V E

U P L I F T I N G

J OY

H U M O U R

P L AY F U L

G O O D-T I M E S

O P T I M I S M

L O U D

W I T T Y

E N T E R TA I N M E N T

E X C I T E

A M U S E

E N J OYM E N T

S I L LY

P E R S O N A L I T Y

J O K E



1 17C  REA TEHERS . COM

C H A P T E R  1 0   /   P U T T I N G  I T  A L L  T O G E T H E R

T H E  S A G E T H E  M A G I C I A N T H E  R U L E R

W I S D O M

I N T E L L I G E N C E

T R U T H

C U R I O S I T Y

E X P E R T

A N A LY S I S

T E A C H

U N D E R S TA N D

K N O W L E D G E

G U I D E D

S O P H I S T I C AT E D

B R I L L I A N C E

I N F O R M AT I O N

G U R U

M E N TO R

I N  T H E  K N O W

M A G I C A L

T R A N S F O R M

E X T R A O R D I N A R Y

P O W E R

K N O W L E D G E

B E L I E F

D I S C O V E R

V I S I O N

D R E A M S

E M P O W E R

I N S P I R E

MY S T I C A L

K N O W L E D G E

U N B E L I E VA B L E

I N S I G H T

LU M I N A R Y

E S S E N C E

A B U N D A N C E

D I V I N E

C ATA LY S T

E V O LV E

A L C H E MY

P O W E R

C O N T R O L

P R O S P E R I T Y

S TAT U S

W E A LT H

P R E D I C TA B L E

R E S P O N S I B I L I T Y

L E A D E R S H I P

S TA N D A R D S

S E C U R I T Y

D O M I N AT E

I N F LU E N C E

S U P E R I O R

S U C C E S S

E X C E L L E N C E

A C H I E V E M E N T

R E WA R D

C O M M A N D

S T R U C T U R E

A U T H O R I T Y

LU X U R Y

H I G H-E N D

R E F I N E D
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R E F E R E N C E S

F E AT U R E D  B O O K S 

“Brand Thinking and Other Noble Pursuits” by Debbie 

Millman

“Blue  Ocean Strategy: How to Create Uncontested Market 

Space and Make Competition Irrelevant”  

by W.Chan and Renee Mauborgne

“Start with Why: How Great Leaders Inspire Everyone to  

Take Action” by Simon Sinek

“This is Marketing: You Can’t be Seen Until You Learn to See” 

by Seth Godin

F E AT U R E D  V I D E O S 

“How great leaders inspire action”   

Simon Sinek TED Talk 

https://www.youtube.com/watch?v=qp0HIF3SfI4

“Dine 2017 Ad”  

Dine TVC 

https://www.youtube.com/watch?v=2oUU1hKAX3k 

 

F E AT U R E D  B R A N D S

 

Dine  

www.dine.com.au 

 

Drybar  

www.thedrybar.com 

 

Flash Pack  

www.flashpack.com 

 

Jason Silver - Dating Coach 

www.youtube.com/channel/ 

UCLmWAye6mr1j0OByneQBzTg 

 

Lorna Jane  

www.lornajane.com.au 

 

Marie Forleo  

www.marieforleo.com/how-we-roll/ 

 

Sister Scout Studio  

www.sisterscout.studio 

 

Starbucks  

www.starbucks.com

Stone Brewing  

www.stonebrewing.com 

 

The Ordinary  

deciem.com/brand/the-ordinary 

 

Viking Cruises 

www.vikingcruises.com.au/oceans/why-viking/viking-

difference/viking-difference-wvin.html

https://www.dine.com.au/
https://www.flashpack.com
https://www.starbucks.com/
https://deciem.com/brand/the-ordinary
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N O T E S



TRANSFORMING ORDINARY BRANDS 
INTO extraordinary BRANDS.




