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Carl Gustav Jung was a groundbreaking Swiss psychiatrist, 

psychoanalyst and more, who founded analytical psychology, 

best known for his concepts of the collective unconscious, 

archetypes, and psychological individuation. His theory of the 

12 archetypes gives us a powerful framework for 

understanding human motivations, behaviors, and desires. 

These archetypes are deeply embedded in our psychology and 

manifest in the way we interact with stories, symbols, 

businesses and brands. 

By aligning brand strategy, identity, and narrative with these archetypes, brands can 

form profound connections with their audiences and create impacts that truly matter. 

In this paper, we will explore how each of Jung’s 12 archetypes can serve as a lens for 

understanding what drives people, using examples of companies that embody these 

archetypes. Along the way, we will offer insights and a few inspirational quotes to distill 

the essence of each archetype. 
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1. The Innocent: Seeking safety and happiness 

The Innocent archetype embodies the pursuit of simplicity, optimism, and joy. Consumers who 
resonate with this archetype gravitate toward brands that offer security and happiness in a world 
that often feels complex and chaotic. 

 

“True happiness is found in simplicity; in small joys, we find great 
peace.” 

 

Example 

Coca-Cola is the quintessential Innocent brand. With its messaging around happiness, positivity, 
and moments of joy, it taps into a desire for a simpler, more joyful life. Campaigns like “Open 
Happiness” strike a chord with those seeking safety and positivity. 

Insight: 

Brands that position themselves around themes of safety, optimism, and joy can effectively 
capture audiences who value peace and happiness. The Innocent archetype works especially well 
for companies in industries like beverages, wellness, or entertainment, where the emotional 
payoff is a sense of well-being. 

 

2. The Explorer: Craving freedom and adventure 

The Explorer archetype represents those who seek out adventure, freedom, and self-discovery. 
Consumers drawn to this archetype are attracted to brands that break conventions and enable 
them to venture beyond the ordinary. 

 

“Adventure isn’t found in the destination, but in the courage to 
break free from the familiar.” 

 

Example 

Jeep is the ultimate Explorer brand, with its rugged vehicles and the tagline “Go Anywhere, Do 
Anything.” Jeep’s branding taps into the desire for freedom, mobility, and exploration—appealing 
to customers who see life as an adventure to be had, not just a series of tasks to be completed. 

Insight: 

Brands that align with the Explorer archetype should focus on empowering customers to break 
boundaries, seek freedom, and discover the unknown. These brands should appeal to individuals’ 
desire for independence and self-actualization, as well as their urge to experience the world on 
their own terms. 
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3. The Sage: Pursuing knowledge and truth 

 The Sage archetype is defined by a desire for wisdom, understanding, and enlightenment. 
Consumers who resonate with this archetype are drawn to brands that help them seek the truth 
and gain insight into the world around them. 

 

“Wisdom isn’t about having all the answers, but about constantly 
seeking the truth.” 

 

 Example: 

National Geographic exemplifies the Sage archetype with its focus on education, exploration, and 
deep knowledge about the world. The brand serves those who have an unquenchable thirst for 
learning, positioning itself as a trusted source of insight and truth. 

Insight: 

Brands that want to appeal to the Sage archetype should focus on providing value through 
knowledge, education, and transparency. Whether through content, expert insight, or 
educational tools, Sage brands position themselves as authoritative sources for those who seek 
clarity and truth. 

 

4. The Hero: Striving for courage and achievement 

The Hero archetype is about overcoming challenges, demonstrating strength, and achieving 
greatness. Consumers drawn to the Hero seek brands that inspire them to push beyond their 
limits and pursue excellence. 

 

“True heroism isn’t about conquering others; it’s about 
overcoming the barriers that hold us back.” 

 

Example: 

Nike’s “Just Do It” campaign is the perfect example of the Hero archetype in action. It encourages 
individuals to take risks, overcome obstacles, and achieve greatness—both in sports and in life. 

Insight: 

Brands aligned with the Hero archetype should focus on narratives of perseverance, courage, 
and personal victory. By celebrating individual achievements and inspiring customers to reach 
new heights, Hero brands can forge strong emotional connections with those who value 
resilience and success. 
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5. The Outlaw: Desire for rebellion and revolution 

 The Outlaw archetype reflects the desire to break free from societal norms, challenge authority, 
and instigate change. Consumers who connect with the Outlaw archetype are drawn to brands 
that embrace non-conformity and freedom from conventional boundaries. 

 

“True power lies in the courage to rebel against what’s expected 
and forge your own path.”  

 

Example: 

Harley-Davidson embodies the Outlaw archetype, with its motorcycles symbolizing freedom, 
rebellion, and the open road. The brand appeals to those who reject mainstream norms and 
choose to live life on their own terms. 

Insight: 

Brands that embrace the Outlaw archetype can appeal to customers’ desire for non-conformity 
and independence. By positioning themselves as disruptors, Outlaw brands foster loyalty among 
those who see themselves as challengers of the status quo. 

 

6. The Magician: Transforming lives, creating change 

The Magician archetype is all about transformation and turning dreams into reality. Consumers 
drawn to this archetype look for brands that promise change, innovation, and the ability to make 
the impossible possible. 

 

“True magic lies in turning dreams into reality through 
innovation and imagination.”  

 

Example: 

Apple perfectly captures the Magician archetype with its innovation-driven approach. Apple’s 
products are not just tools; they are transformative experiences that change the way people 
interact with technology and the world. 

Insight: 

Magician brands should focus on offering transformative products or services that empower 
individuals to change their lives. Brands that innovate and inspire creativity resonate deeply with 
customers who believe in the power of change and transformation. 

 



braekken | brand & business consulting 

Connecting Through Archetypes. 7 

 

7. The Caregiver: Nurturing and protecting 

The Caregiver archetype is characterized by a desire to care for and protect others. Consumers 
who resonate with this archetype are drawn to brands that demonstrate empathy, compassion, 
and a genuine commitment to helping others. 

 

“True strength lies in caring for others; through protection and 
support, we find our greatest purpose.” 

 

Example: 

Johnson & Johnson embodies the Caregiver archetype by focusing on health, safety, and family 
care. Its emphasis on nurturing and protecting families through healthcare products resonates 
with consumers who prioritize compassion and well-being. 

Insight: 

Brands that align with the Caregiver archetype should emphasize empathy, protection, and the 
well-being of others. By demonstrating genuine care for their customers and communities, these 
brands can build deep trust and loyalty. 

 

8. The Lover: Seeking connection and intimacy  

The Lover archetype centers around love, beauty, and connection. People who resonate with this 
archetype value emotional depth and passion, and they seek brands that offer experiences of 
romance, elegance, and sensuality. 

 

“True beauty is found in deep connections; through love and 
passion, we create meaning.” 

 

Example: 

Chanel epitomizes the Lover archetype with its luxurious, romantic, and elegant branding. Its 
iconic perfumes and fashion products are designed to evoke a sense of passion, intimacy, and 
timeless beauty. 

Insight: 

Brands that appeal to the Lover archetype should focus on creating emotionally charged, 
intimate experiences. By promoting connection, beauty, and emotional fulfillment, Lover brands 
can attract customers who value depth and passion in their relationships and lives. 
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9. The Jester: Seeking fun and playfulness 

The Jester archetype is all about fun, humor, and not taking life too seriously. Consumers who 
identify with the Jester seek brands that bring joy, entertainment, and light-hearted experiences 
into their lives. 

 

“Life’s too short to be serious all the time; find joy in the everyday 
and laugh as often as you breathe.” 

 

Example: 

Old Spice has embraced the Jester archetype with its playful, humorous advertising campaigns. 
The brand’s quirky approach to personal grooming makes it stand out in a category that is often 
overly serious. 

Insight: 

Jester brands should focus on humor, entertainment, and fun. By injecting playfulness into their 
messaging and products, these brands can engage customers who value light-heartedness and 
enjoy brands that don’t take themselves too seriously. 

 

10. The Everyman: Seeking belonging and acceptance 

The Everyman archetype is about belonging, community, and acceptance. Consumers who 
resonate with this archetype value authenticity and look for brands that are relatable, down-to-
earth, and inclusive. 

 

“Greatness isn’t about being extraordinary, it’s about finding 
beauty in the ordinary and belonging in the everyday.” 

 

Example: 

IKEA embodies the Everyman archetype by offering affordable, functional, and stylish home 
furnishings for everyone. IKEA’s emphasis on accessibility and practicality makes it relatable to a 
broad audience. 

Insight: 

Brands aligned with the Everyman archetype should emphasize inclusivity, authenticity, and 
accessibility. By creating products and experiences that are relatable and approachable, 
Everyman brands can foster a sense of community and connection among customers. 
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11. The Ruler: Seeking control and order 

The Ruler archetype values control, authority, and structure. Consumers drawn to the Ruler are 
attracted to brands that offer security, order, and a sense of mastery over their environment. 

  

“True leadership isn’t about imposing control, but about creating 
order where others see chaos.” 

  

Example: 

Mercedes-Benz embodies the Ruler archetype with its luxury vehicles that symbolize power, 
control, and leadership. The brand’s emphasis on precision, sophistication, and status appeals to 
customers who value authority and order. 

Insight: 

Brands that embody the Ruler archetype should emphasize quality, structure, and authority. By 
offering premium products and services that convey power and control, Ruler brands can appeal 
to customers who value leadership and mastery. 

 

 

12. The Creator: Passion for creativity and innovation 

The Creator archetype is driven by a passion for creativity, self-expression, and originality. 
Consumers who resonate with the Creator archetype seek brands that inspire them to bring their 
visions to life and express their individuality. 

  

“Creativity is the power to bring the invisible to life; through 
expression, we create our world.” 

  

Example: 

Adobe is the quintessential Creator brand, offering creative tools that empower people to design, 
innovate, and express themselves artistically. Adobe’s products are synonymous with creativity 
and enable users to turn their ideas into reality. 

Insight: 

Brands that align with the Creator archetype should focus on empowering their customers to 
innovate and express themselves. By offering tools and platforms that foster creativity, Creator 
brands can build loyalty among individuals who value originality and artistic expression. 
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Conclusion 

Carl Jung’s 12 archetypes offer a powerful framework for understanding 

the underlying motivations and desires of individuals. By aligning their 

brand strategies, products, and messaging with these archetypes, 

companies can create profound, lasting impacts that resonate deeply 

with their audiences. Whether it’s inspiring achievement, encouraging 

creativity, or fostering connection, brands that leverage these universal 

themes are well-positioned to build emotional connections, foster 

loyalty, and drive long-term success in an increasingly values-driven 

marketplace. Plus, a bit of humor here and there doesn’t hurt. It shows 

you are human, even if your brand is a ruler or an outlaw. 
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