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The Creator 

BASIC HUMAN DESIRES 

To create something of  

enduring value 

Innovation 

Help others create 

Solve problems with innovation 

PROMISE/QUOTE 

If it can be imagined, it can be  

created. Your only limitation is you 

imagination. 

MAIN GOAL 

To give form to a vision 

 

ROLE: Leader 

TRAITS 

Creative 

Imaginative 

Artistic 

Inventive 

Entrepreneurial 

SHADOW TRAITS 

Perfectionistic 

Procrastination 

Burn out 

VALUES 

Individuality 

Expression 

Creativity 

Trailblazing 

BRAND VOICE BRAND MESSAGE 

“See potential everywhere and 

uncover originality with  

liberated imagination.” 

DRIVING FORCE 

Creativity & Imagination 

Creation 

Originality 

Self-Expression 

Vision 

Imagination 

FEARS 

Having a mediocre vision 

or execution 

Stagnation 

Duplication 

Familiarity 

Disillusion 

Indifference 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Lego 

Adobe 

YouTube 

Pinterest 

Instagram 

COMMON INDUSTRIES & 

CATEGORIES 

Arts 

Design 

Information Technology 

Marketing 

Writing 

SLOGAN EXAMPLE 

“Together, we create change.”  

~ Adobe 

Inspirational 

Daring 

Provocative 

Descriptive 

Emotive 

Passionate 

Expression 

Vision 

Innovation 

Change 

Shift 

Belonging 

Imagine 

Passion 

Build 

Unique 

Believe 

CORE DESIRE 

Provide Structure 

 



LEVELS 

1. At its most basic, the Creator archetype is expressed by 

the act of creating, but not truly innovating. At level 1, 

“creativity” happens by simply imitating others.  

2. Once able to move past imitation, and starting to give form 

to one’s own vision, the archetype begins to express  

authenticity. The process is deeper and more introspective, 

coming from within instead of looking at what is already out 

there.  

3. At its highest level, the Creator archetype fosters true  

innovation and beauty, and creates something enduring that 

is able to influence society.  
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The Creator 
RISKS 

Could be perfectionistic or impractical  

ARCHETYPE IN ACTION 

The Creator archetype is a natural fit for many marketing, 

design, and technology brands. But any brand that  

dismantles old systems or processes and creates  

something new in its place would be expressing the Creator 

archetype. Organizational consultants fit this bill quite  

nicely. Brands that focus on self-expression of any sort  

exemplify the Creator archetype. You may recognize the 

Creator in brands such as Crayola, Good Housekeeping 

magazine, Sony, YouTube, and Pinterest.  

The marketing of Creator brands is often extremely  

aesthetic and may seem to be works of art in and of  

themselves. For product-centric brands, the marketing may 

actually, in word or image, compare their products to  

high-end artwork in order to evoke equivalent expressions 

of appreciation and awe.  

The internal culture of a Creator brand is focused on  

innovation and quality. High value is placed on both the 

creative process and the outcome.   

The organizational structure of a Creator brand, whether 

loose or ordered, is always collaborative. Teamwork and 

brainstorming sessions are critical, yet must still allow  

employees autonomy and the freedom to create.  

For a Creator brand's offerings, pricing may be mid to high, 

however, the bottom line is often focused on beauty or  

enduring value just as much as money.  

CONSUMER PROFILE 

Trying to appeal to a Creator target market? Know that the 

Creator consumer is intolerant of cheap, mass-produced junk. 

This makes sense because Creator consumers demonstrate 

their taste and quality standards by the things they buy. In 

other words, they buy expensive items not to impress others, 

but to express how much they love beautiful and high-quality 

things. Purchases, like anything else for the Creator  

consumer, are a means of self-expression.  

While upscale products with beautiful design will win the 

appreciation of Creator consumers, this does not mean  

Creators are snobs that only purchase high-ticket items. On 

the contrary, you may find Creator consumers at flea markets 

looking for the latest bargain to turn into their next project. 

The Creator consumer is a 'do-er' and this manifests itself in 

many ways — gardening, woodworking, sewing, or  

decorating the house, for example. DIY projects and  

beautifying their surroundings are activities the Creator  

consumer is drawn to.  

If marketing to a Creator archetype, know that the Creator 

can be awakened in many 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.  

BRAND STRATEGY 

Use marketing that is extremely aesthetic, seeming to be 

works of art in themselves. Your message should revolve 

around inspiring people to think "I want to do what they 

can do." To reach these buyers, marketing that is  

experimental, novel, or inspires them to push boundaries, to 

create culture, and express their own vision, will be  

attractive.  

Inspire people to unlock their imagination  

Encourage the pursuit of originality  

Encourage people to develop artistic/technical skill  

Help people express or create and foster their  

imagination  

Help people create things by themselves  

Develop new approaches by seeing the world through 

an imaginative lens  

Make new forms, objects, processes, or structures  

Use novel, experimental, inspiring imagery  
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The Creator’s Sub-Archetypes 

The Creator 

A passionate need for self-expression is the defining  

characteristic of the Creator. While highly imaginative with non

-linear thought patterns, the Creator might be whimsical but 

should not be mistaken for flighty. On the contrary, you will find 

a Creator to be highly dedicated and achievement-oriented, 

with a highly developed aesthetic. Not surprisingly,  

perfectionism can cripple the Creator, along with fears of 

judgement and mediocrity.  

MOTIVATION 

To passionately achieve objectives and goals of 

self-expression through dedication  

Walt Disney 

Adobe 

LEGO 

BRAND EXAMPLES 

Pinterest 

Etsy 

HGTV 

The Visionary 

The Visionary, insightful and perceptive, is often a very good 

strategist. Bringing an enlightened perspective along with a 

great imagination, this sub-archetype is able to see the  

potential for the greater good that others may not realize. 

However, the Visionary must avoid the temptation to shift the 

vision to control the outcome or to please other people.  

MOTIVATION 

To see potentials where others may not using  

insight and perception  

Steve Jobs 

Herman Millar 

TED 

BRAND EXAMPLES 

Le Corbusier 

Buckminster Fuller 

The Storyteller 

When imagination is combined with the gift of communicating, 

the Storyteller sub-archetype emerges. The Storyteller thrives 

on dramatic expression, and is capable of bringing to life ideas 

and concepts that allow people to connect to something on a 

deeper level. Naturally, the temptation to tell tall tales is a  

challenge for the Storyteller. Exaggeration or misinformation 

for the purpose of a good story or to manipulate an outcome 

must be kept in check.  

MOTIVATION 

To bring ideas and concepts to life that allow  

people to connect on a deeper level  

William Shakespeare 

May Angelou 

Bob Dylan 

BRAND EXAMPLES 

Tom Waits 

The New Yorker 

NPR 

The Artist 

The Artist sub-archetype channels the intangible into a  

tangible form. With a deep psychological need to express itself, 

the Artist is often very emotional and deeply inspired. This  

sub-archetype, with an inborn curiosity and a playfulness, will 

bring an unorthodox perspective that challenges the norm. The 

challenges facing the Artist are a fear of failure, or taking on 

too much. It should also be careful not to fall into the  

stereotypes of the starving artist or mad genius.  

MOTIVATION 

To bring unorthodox perspectives that challenge 

the norm, transforming the intangible into tangible  

Instagram 

Julia Child 

BRAND EXAMPLES 

Crayola 

Dolce & Gabbana 

The Entrepreneur 

Often displaying traits of a Type A personality, the  

Entrepreneur is achievement-oriented and ambitious. Led by a 

vision, this innovative self-starter is strong at generating ideas 

and thrives on turning dreams into reality. Unfortunately, the 

Entrepreneur may have a difficult time following through once 

the adrenaline wears off.  

MOTIVATION 

To turn dreams into reality through ambition and 

achievement  

Richard Branson 

Tesla Motors 

BRAND EXAMPLES 

Fast Company 


