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Section 1: Have a Point of View

You’re at a dinner party hosted by a work friend. You know one or two other people here, but for the most part, 

you’re forced to mingle and meet new people. A glass of pinot later and you find yourself in a conversation 

with three strangers. One is a 34-year old tax attorney who loves hunting. He talks a bit too much about rifle 

sites. His daughter is a talented swimmer competing in the Junior Nationals next weekend and his wife’s 

laugh is so unique and loud, you can hear her from the kitchen. The second person is a teacher who’s quiet 

and she chimes in when you’re talking about NBC’s The Voice. Her son is a marine on his second tour 

of Afghanistan. She looks at the floor when the conversation turns to politics.

Your third new friend is a burly, 64-year old artist who feels comfortable enough to hold your shoulder when 

he wants to make a point. He’s shiny bald, yet sports a long, silver beard, perfectly round glasses and knows 

a surprising amount of Billie Holiday lyrics and Lord Byron poetry. The conversation gets interesting when 

he tells a detailed story of his latest solo motorcycle trip to Montana. While slumbering in a roadside pulloff, 

he had a close call with a large rattlesnake, before meeting some firefighters who were using helicopters to 

clear canyons of wild horses. His mother babysat a young Janis Joplin decades ago in Texas.
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The next morning at your breakfast table, you struggle to recall the tax attorney or the teacher, but the 

artist’s stories haunt and delight your memory. You catch yourself smiling when you remember the fire 

and intensity of his eyes as he talked about waking up next to a large snake staring him down. 

Your only question is, “Could I ever do something so bold? So free?”

Brands that communicate with such a narrow, unique or bold voice are remembered, too. Having a point 

of view, living a philosophy and expressing your story could be as engaging as the thundering pulse of 

helicopters chasing bands of feral horses. Their collective staccoto clipping your ears on a warm Montana 

afternoon in June.

Brands rival human nature, anatomy and physiology. We view brands as we view people at a dinner party. 

They have goals, a heart, a soul, fears and great stories to tell their audience. They grow, mature and 

the relationships with their customers deepen over the years. Brands give purpose to those loyal and they 

find a friend beside them – a friend who is also a brand. 

But having a point of view seems counterintuitive to a business trying for a broad appeal, right? 

You may be thinking, “I don’t want to isolate any segments. I want to speak to everyone from 8 to 80.” 

That’s something we call “Cloud Thinking.” 

It’s a big, soft philosophy that has no corners or sharp edges and doesn’t risk offense toward anyone. 

It also doesn’t stick in anyone’s memory. It doesn’t form relationships or have any distinct qualities. 

It’s a cloud and it will evaporate without an ounce of fanfare. 

Sometimes it takes backbone 
to stand up and be yourself.
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Let’s not be cloudy.

Let’s choose not only WHO to be, but who NOT to be. Brands that define their audience as a set of certain 

peoples form a “club-like” exclusiveness. And these sets are not small by any means. It’s the “Choosy moms 

who choose Jif®.” It’s Harley-Davidson® speaking to a narrow group of blue-collar, anti-establishment bad 

boys, yet growing their H.O.G.® membership alone to almost one million very diverse people – many of them 

white collar. It’s American Express® touting its “membership.”  
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A responsible branding process should define with whom you’re speaking, the core message and how that 

message is delivered. Specifically, a responsible process needs to be aware of each branding element:
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Section 2: How Humans Work

The Brain

The basic structure of the human brain is rather simple. It’s been mapped out several different ways over the 

years, and still mysteries abound within the inner workings, but these larger structures do give us answers.

Cerebral Cortex

Lizard Brain

Brain Stem

Limbic System
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The “lizard brain,” or what is known to smart people as the 

cerebellum, controls things like breathing, temperature, hunger, 

balance and reproductive drive. It’s the home of the “fight 

or flight” survival response and is rather unemotional and 

classically irrational.

The limbic system, or “mammalian brain,” is highly 

emotional. Fear, love, hate, jealousy and memory call this 

home. It’s also home to the fascinating basil ganglia. The 

basil ganglia controls our habits – smoking, drinking, 

doughnuts and even driving. How many times have you driven 

home only to say to yourself, “I don’t remember how I got 

here.” That’s because your larger brain shuts down whenever 

it can, and gives the wheel to the basil ganglia. You’ve 

driven this way for so long, it’s automatic.

The cerebral cortex is rational. Language, logic, morality and 

analysis separates us from lower species. Emotional thoughts 

are rationalized here – which is important to know if you’re 

making an appeal to purchase or to make decisions.

The pathway to a purchase is made first with the more emotional limbic system. That emotion is then forwarded 

onto the cerebral cortex. If this higher brain can rationalize that emotion, then BOOM!, you have a purchase. And 

if you can’t rationalize it, no sale. But due to the highly creative nature of human brains, rationalization becomes 

a tricky little minx. Because, even if you can’t afford it right now, or if the purchase seems overly irrational at the 

moment, your cerebral cortex keeps working the problem. Like a Rubik’s Cube, it slowly but surely attempts to 

“solve” the purchase problem. Eventually, it can rationalize so much more than we could ever afford.

On the other side of the coin, however, if your appeal isn’t emotional, it’s a much easier “no” for the cerebral 

cortex to make. For instance, if you see the price BEFORE you fall in love with the idea or image, then there’s 

nothing to wrestle with. It’s just yes or no.

That’s why the sizzle matters. That’s the reason for teasing, tempting and flirting. It’s getting buy-in from 

the lower managers before you take the idea upstairs to the boss.
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The Heart

A long held truth within the world of literature is, “Write what you know.” Being true to who you are is not 

only easier to accomplish, but it carries with it deep authenticity. Instead of asking what others are doing, 

or trying to follow them, define who you are as an organization and celebrate being unique. There are truths 

that have always been there and always will be. Your heritage is solidly connected to where you’re going.

Your brand story is not broken into the past and the future.

Your core identity has been cast. It’s something to be discovered and built upon. 
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Section 3: Brand Anatomy

There are elements that responsibly define your brand. Elements that speak inward and elements that 

communicate outward. Elements that define with whom we are speaking, what we hold dear, how people 

benefit, who we are at our soul, what we promise with each purchase and how we say what we say, are 

all crucial to connect with your audience.
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Core User
Think of the core user as your brand’s best friend. It’s the ultimate customer, the spirit of what you offer. 

It’s the “hat” people wear when engaged with your brand. For Campbell’s® Soup, it’s a mom in her thirties. 

For Harley-Davidson®, it’s a blue-collar, 30-something bad boy. For Starbucks®, it’s a single gal in her 

twenties exploring Europe. Depending on the brand and product, we interact differently. We play in very 

narrow sandboxes. 

As brands, we sell to, and buy media to reach, a variety of audiences, but we create for and write to only one: 

the core user. 

Core Values
Values run deep. The human value system is a set of consistent ethical values (more specifically personal 

and cultural values) used for the purpose of ethical, or ideological, integrity. A well-defined value system 

is a moral code. People who share similar values join the same groups, or churches or book clubs. People 

who identify similar values within brands, are more likely to purchase from those brands. 

Core Benefits
Benefits come to us three different ways: functional, emotional and self-expressional. Functional benefits 

read like a list of amenities. It’s the “largest” or the “fastest” or the “most.” Elements that are functionally 

elite. Emotional benefits are comfy, tasty and make us warm and fuzzy. These are benefits that inspire good 

feelings within us all. Self-expressional benefits are elements we can brag about. The college sweatshirt, 

the fashionable piece of jewelry or a European sedan are all examples. They allow us to show our pride.

Core Identity
This is a statement that reflects the soul of your brand. It’s the rally cry said in the huddle before you go 

into battle. It will never be expressed to your audience, but they will feel the heat. This is who you are as a 

family – real insider information.

Brand Promise
This is the other side of the core identity coin. This is the overarching message of which our audience is 

constantly reminded. It’s the position we wish to claim within the consumer’s mind. What is the one thing 

you want them to know?
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Brand Persona
How do we say it? What do we look like? These and other questions will be answered by our persona. Are we 

serious or funny? Intelligent or absent-minded? Heroic or creative? The more narrowly we define ourselves, 

the more easily we will be remembered.

Brand Essence
Choose a single word – the perfect word – to describe your entire brand. We ask this: What do you sell? 

No, not the product or service but the essence. Pepsi® doesn’t sell cola – they sell youth. Volvo® sells safety, 

Jeep® sells exploration and The Home Depot® sells support. What are you selling?

Let’s put all of this branding 
structure into perspective. 
There are parts of your brand 
that are more fluid than others. 
There are parts that are more 
solid. From the core of your brand 
to a Google AdWords campaign, 
your brand should flow outward. 
But the closer to the core, the more 
resistant to change. 
Elements like your 
core identity 
should never 
really change.
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Section 4: Hierarchy of Needs and Brand Purpose

Maslow’s hierarchy of needs is a theory proposed by Abraham Maslow in his 1943 paper “A Theory of 
Human Motivation.” Its pyramid is conducive to living a higher, more specific life. Becoming self-actualized 

is a natural path in human development. It’s no surprise that people identify brands to satisfy each step of 

the pyramid. 

The lower levels of physiology and safety translate to organic produce, Volvo® and, to some, Smith & 

Wesson®. As people move upward they connect with brands like Coca Cola®, North Face® and Grey Goose®. 

It’s through brands that people find themselves; find purpose. Where does your brand fit on the spectrum? 
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We can also find audience based on age. 

At approximately 25 years old, people begin to take curating their lives seriously. What defines them as 

people gets more and more definitive. Craft beer exploration begins in earnest. Music choices, automobiles, 

foods and clothing all come into focus. By the time we turn 40, we are fairly rigid in what we like and don’t 

like. Beyond that, we’re less likely to try new things unless we find ourselves in divorce, or in some other 

trigger point of change. 

Knowing the behavior of humans on Maslow’s scale could point your brand in the precise direction 

and stage of your audience. 

45

    40

         35

              30

                   25

                        20
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Section 5: Brand Psychoanalysis

The origins of archetypes date back as far as Plato. Carl Jung called them “primordial images.” They are 

characters we all know and love. The rebel, the caregiver, the hero are all archetypes that inhabit a narrow 

space of behavior. In the past 20 years, more and more organizations have been exploiting archetypes to 

meaningfully connect to consumers. 

It all starts with what motivates us as brands. Stability, independence, mastery and belonging drive us 

forward. And just one of those motivations drives you. Your brand is no different. The 12 archetypes and 

the motivations they satisfy are as follows:
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Archetype Descriptions
Inner Motivation: STABILITY

Caregiver Brands 
Helping others is central to a caregiver brand. With a motivation of making the world more stable, caregivers 

satisfy this drive by making everything okay; like that of a mother or a nurse. Their messages are cloaked with 

over-the-top care, bedside manner and concern for others. Caregivers range from some technical colleges, to 

health care organizations to images of Angelina Jolie in Africa. Caregiver brands include:

Ruler Brands
Ruler brands are large and in charge. They demand respect and often set the tone for their industry. They usually 

have deep pockets and amass the resources they need for long-term survival. Power and control is central to the 

ruler; this is how they find stability. It’s our way or the highway. Rulers range from England’s Duchess Kate, to 

Ferrari to IBM. A few other ruler brands are:

Creator Brands
Creativity is the strategy of creator brands. By making things of enduring value, creators are making their world 

more stable. Innovation, craftsmanship and taking the time to do it right are the markings of this archetype. 

Their thoughts revolve around stability, peace and an answer that will work. Creator brands include:
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Archetype Descriptions
Inner Motivation: INDEPENDENCE

Innocent Brands 
Innocents long for paradise, but not the palm tree kind. They curate their world with what they deem to be correct, 

right and perfect. It’s the way life should be; the American dream. It’s peaceful, clean and there’s still a promise of 

world peace. Innocent brands include a lot of soap brands, resorts, small towns and Tom Hanks. Others include:

Sage Brands
To gain independence, sage brands seek truth above everything else. Reputable news agencies are considered 

sages. Scientists, professors and some lawyers sacrifice time, relationships and their own reputation in order to 

find the truth. Think Tom Cruise in “A Few Good Men.” Einstein, MIT and these brands are sages:

Explorer Brands
Think of a sage who loves the outdoors and rock climbing – you may have an explorer on your hands. Explorer 

brands are all about understanding the world through travel, exploration and experiencing diverse cultures. 

Whether it’s an understanding of how things work or a deeper understanding of self, exploration is key to finding 

independence in the world. Brands include:
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Archetype Descriptions
Inner Motivation: MASTERY

Magician Brands 
Transformation is at the heart and soul of any magician brand. You approach a magician brand one person and 

leave another. They affect change. A spa experience or an emotionally moving art installation at a museum are 

times when magicians change us. What moves you to become something else? Magician brands include:

Rebel Brands
Tearing down the status quo and moving in their own direction is fundamental for rebels. It’s leaving home at 17 

to strike out on your own. It’s deciding to start a private space agency. It takes guts to be a rebel. Being different is 

difficult and it’s the way rebels acheive something in life. Brands include: 

Hero Brands
Heroes rarely wear capes. What they do is help people find greatness. They acheive a level of satisfaction 

through extraordinary effort. They long to be an Olympian, join the Marines or coach high schoolers to a state 

championship. They often are inspirational folks who motivate others. Brands who embody the hero include:
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Archetype Descriptions
Inner Motivation: BELONGING

Lover Brands 
Lovers are intimate, close-talking huggers. They represent intimacy and sensuality. Lovers are uncomfortable 

with solitary pursuits. They want to snuggle up with a coffee and a close friend. Lovers define themselves by their 

connections with others. They soothe. They warm. They comfort. Lover brands include:

Jester Brands
Jesters feel compelled to lighten up uptight people. They help us laugh at the absurdity of life. Jesters feel life is 

way too short to stress out about the minutia of the day-to-day. A good laugh is the best medicine. Their talent is 

making people smile, laugh and have a good time. Jesters include:

Regular Guy Brands
The best neighbors are regular guys. They help out, they’re down-to-Earth, they’re dependable. They lack the 

pretense of fancier brands. They’d rather dress down, go to a Packer party and prefer beer to wine. They dress 

in Wrangler® jeans and drive old pickups. Honesty and normality rule. Brands include:
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Archetype Brands

We can lay in brands upon the wheel to understand how they clearly exploit a very narrow vision. 
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Industry Archetype Wheels

We can understand positioning within any given industry by comparing and contrasting archetypal brands.

AUTOMOTIVE

SPIRITS

RESTAURANTS
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Closing

In closing, you may want to know where to start. Well, a good start would be to call on the expert services 

of Boelter + Lincoln. But if you wish to explore on your own, start with the core. Start close to your heart 

and soul and work though your brand body. What do you stand for? Who do you speak to the strongest? 

You will find more success. Your brand will find purchase within your consumer’s mind and have a much 

easier time being recalled. That will translate directly to your bottom line. It’s not exactly brain surgery. 

It’s how your organization defines itself and it’s right there in front of you.

_________________________________________________________________________
Sources: The Hero and the Outlaw by Margaret Mark & Carol S. Pearson, Pearson-Marr Archetype Indicator by Carol S. Pearson & Hugh K. Marr, Wikipedia.
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