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The Caregiver 

BASIC HUMAN DESIRES 

To protect people from harm 

Service 

Protect and care for others 

Help others care for themselves 

PROMISE/QUOTE 

Treat/Love your neighbour as 

yourself. 

MAIN GOAL 

To help others achieve  

stability and control 

ROLE: Leader 

TRAITS 

Caring 

Maternal 

Nurturing 

Selfless 

Compassionate 

SHADOW TRAITS 

Gives too much 

Dependent 

VALUES 

Equality 

Compassion 

Safety 

Protection 

Altruism 

BRAND VOICE BRAND MESSAGE 

“Everyone deserves care and 

we must all strive to bestow 

service upon one another.” 

DRIVING FORCE 

Compassion & Generosity 

Support 

Help 

Service 

Recognition 

Gratitude 

FEARS 

Selfishness & Ingratitude 

Anguish 

Helplessness 

Ingratitude 

Neglect 

Blame 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Unicef 

WWF 

Toms 

Johnson & Johnson 

Volvo 

COMMON INDUSTRIES & 

CATEGORIES 

Health and Aged Care 

Non-Profits 

Hospitals 

Education 

SLOGAN EXAMPLE 

“One for one.”  

~ Toms 

Caring 

Warm 

Reassuring 

Welcoming 

Supportive 

Down to earth 

Cure 

Nurture 

Protect 

Give 

Compassion 

Safe 

Empathy 

Support 

Warmth 

Sincere 

CORE DESIRE 

Provide Structure 

 



LEVELS 

1. The Caregiver brand archetype includes caring for one’s 

dependents.  

2. Involves finding a balance between caring for oneself 

along with caring for others.  

3. Speaks to an altruistic concern for the world at large.  
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The Caregiver 
RISKS 

Being taken advantage of, taken for granted, or exploited  

ARCHETYPE IN ACTION 

To see the Caregiver around you, look no further than 

healthcare, insurance, and financial planning industries, as 

well as non-profit or charitable organizations. Less obvious 

may be brands that have to do with maintenance or fixing 

broken things — activities such as cleaning, mending 

clothes, gardening, or general upkeep all call on the  

Caregiver’s tendency to nurture.  

Companies who do these things on a large scale can tap 

into the Caregiver archetype quite successfully. Auto 

brands who emphasize the safety of their vehicles may 

also project the Caregiver mentality effectively. No parent 

would ever consider an unsafe car for his teenager, after 

all!  

The marketing strategies of Caregiver brands will revolve 

heavily around providing helpful experiences and nurturing 

relationships. Marketing will often appeal to sentimentality, 

happy memories, the comforts of home and family, and the 

feelings of safety and security. Visuals or multimedia may 

pull on soft color palettes, family imagery, and touching  

music.  

Internally, a Caregiver organization will foster a relational 

culture and is typically highly structured or bureaucratic (in 

order to ensure an atmosphere of stability). Caregiver  

companies tend to treat their employees well; although, if 

the culture is not healthy, there is risk of employee burnout 

due to the level of sacrifice expected from them.  

The well-functioning Caretaker organization treats both 

their employees and customers with a high level of service, 

aiming to anticipate needs in advance and going above 

and beyond to accommodate them. In fact, exemplary  

customer service is a hallmark of a Caregiver brand. They 

just do nice things for others.  

CONSUMER PROFILE 

Caregiver consumers are constantly trying to achieve  

balance in caring for others (kids, aging parents, the world at 

large) versus themselves, so brands that can speak to this 

struggle will resonate with those individuals. Following, the 

Caregiver consumer also likes to be recognized occasionally 

for their service, as it is a task that is often unappreciated or 

goes under the radar.  

The Caregiver consumer isn’t easily fooled by everything it 

hears; it look for brands that show they care instead of those 

that say they do. For brands looking to target the Caregiver 

consumer, it is imperative that the brands show authentic 

action — walk the walk.  

BRAND STRATEGY 

Use marketing that revolves around providing helpful  

experiences and nurturing relationships. Sentimentality, 

happy memories, the comforts of home, family and  

feelings of security will help your message.  

Others before self  

The greater good is worth sacrifice  

Help people care for themselves  

Serve the public through education or aid programs  

Support, counsel, and provide comfort and kindness to 

people  

Anticipate needs in advance, go above and beyond to 

accommodate  

Consistent, high-quality service and support  

Use heart warming, non-patronising, thoughtful, humanist 

images  
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The Caregiver’s Sub-Archetypes 

The Caregiver 

The Caregiver is good, compassionate, and empathetic, with a 

sacrificial concern for others. This sub-archetype remains calm 

in a crisis and remains optimistic. The challenge it faces is an 

inability to say no, always wanting to help even when it is  

detrimental to self.  

MOTIVATION 

To solve problems with compassion and empathy, 

while being optimistic and calm  

Dove 

Amnesty International 

Allstate Insurance 

BRAND EXAMPLES 

Johnson & Johnson 

Campbell’s Soup 

The Guardian 

A defender of others, the Guardian is fiercely protective. 

Providing nurturing guidance and loving oversight, the  

Guardian tends to keep to traditions and values. The main 

challenge of the Guardian is the potential to be overbearing or 

misuse their power.  

MOTIVATION 

To defend and protect others with nurturing  

guidance and loving oversight  

UNICEF 

WWF 

BRAND EXAMPLES 

Big Brothers/Big 

Sisters 

The Samaritan 

The Samaritan is selfless and kind in its quest to love thy 

neighbor as thyself. This sub-archetype demonstrates  

compassionate action. It finds meaning in relieving others’  

suffering. However, the Samaritan may face the challenge of 

self-martyrdom, if not careful.  

MOTIVATION 

To find meaning in relieving the suffering of others 

Salvation Army 

Meals on Wheels 

BRAND EXAMPLES 

Goodwill 

Guardian Angels 

The Healer 

Strong on sensitivity, the Healer acts as a conduit to wholeness 

by creating optimal conditions for healing to happen naturally. 

With healthy doses of optimism and empathy, this  

sub-archetype remains full of faith, while remaining perceptive 

to others’ emotions. Unfortunately, the Healer can succumb to 

ego if holding too tightly to the idea of having the only right 

answer.  

MOTIVATION 

To create wholeness by creating optimal  

conditions for healing to happen naturally  

Gandhi 

Band-Aid 

Betty Ford Center 

BRAND EXAMPLES 

Alcoholics  

Anonymous 

Edgar Cayce 

The Angel 

The Angel sub-archetype exudes purity and humility. With  

infinite compassion, the Angel brings joy and laughter while 

providing aid and comfort. As the name implies, the Angel can 

help guide others to change their lives for the better —  

including facilitating spiritual connection and miracles. For the 

Angel, the challenge lies in having an unrealistic outlook — 

ignoring anything negative to focus only on the positive.  

MOTIVATION 

To bring joy and laughter while providing aid,  

comfort and guidance  

The Red Cross 

Mother Theresa 

BRAND EXAMPLES 

Princess Diana 


