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The Explorer 

BASIC HUMAN DESIRES 

The freedom to discover oneself 

and the world 

Escapism 

To explore all life has to offer 

and feed your soul 

PROMISE/QUOTE 

It’s about the journey, not the 

destination 

MAIN GOAL 

To experience a fulfilling 

and authentic life 

ROLE: Mentor 

TRAITS 

Adventurous 

Individualistic 

Independent 

Pioneering 

Challenging 

SHADOW TRAITS 

Restless 

Unsatisfied 

Doesn’t see things through 

VALUES 

Ambition 

Identity 

Freedom 

Courage 

Independence 

BRAND VOICE BRAND MESSAGE 

“You only get one life. Get out 

and make it count.” 

DRIVING FORCE 

Autonomy & Ambition 

Adventure 

Exploration 

The Unknown 

Self-discovery 

Liberation 

FEARS 

Inner emptiness or feeling 

trapped 

Confinement 

Immobility 

Entrapment 

Incarceration 

Cautiousness 

BRAND THEME WORDS 

EXAMPLE BRANDS 

The North Face 

Jeep 

Patagonia 

Starbucks 

GoPro 

COMMON INDUSTRIES & 

CATEGORIES 

Extreme Sports 

Outdoor Equipment 

SUV Automobiles 

Adventure Travel 

SLOGAN EXAMPLE 

“Never stop exploring.”  

~ The North Face 

Exciting 

Fearless 

Daring 

Certain 

Friendly 

Open-Minded 

Authentic 

Discover 

Freedom 

Alive 

Transform 

Embrace 

New 

Understand 

Seek 

Challenge 

Change 

Enlighten 

CORE DESIRE 

Provide Spiritual Growth 

 



LEVELS 

1. The Explorer is very straightforward, expressed by  

exploring the world and getting out into nature.  

2. Is expressed when the exploration turns inward into  

discovering what makes oneself unique. It is the process of 

seeking one's own individuality.  

3. Is reached when the journey has led to one's own  

Promised Land, a place of knowing who you are, with  

freedom to be completely true to who one is and express that 

uniqueness fully.  
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The Explorer 
RISKS 

Might not fit into the mainstream  

ARCHETYPE IN ACTION 

Out of all 12 archetypes, the Explorer is one that is less 

obviously tied to a particular industry or category. The  

Explorer archetype can very legitimately be expressed in 

cosmetics and fashion just as well as it can in a rugged 

outdoorsy brand.  

Explorer brands are often ground-breaking or pioneering. 

Any brand in any industry that veers off the beaten path 

and forges its own is tapping into Explorer tendencies. 

Nonconformity is one of the hallmarks of an Explorer 

brand.  

The organizational culture of a brand may also define it as 

an Explorer. A culture that values individuality and  

de-emphasizes rules are typical for Explorer brands, giving 

employees the leeway to reach goals however they see fit.  

The organizational structure of an Explorer brand is  

decentralized and democratic, and tends to lean towards 

virtual workers and tools as opposed to having employees 

boxed in a cubicle.  

CONSUMER PROFILE 

Explorer consumers may enjoy outdoor sports but not  

necessarily for competitive reasons, but rather to engage in 

nature through solitary pursuits like long-distance running or 

biking. They are wary of being tied down and may shy away 

from things like marriages and mortgages.  

The Explorer consumer may be: 

Energetic, enthusiastic, and eager, or 

Suffocated, searching, and alienated, or 

Most commonly, a combination of both.  

The Explorer is often caught in a dilemma between  

expressing individuality and being too different. In this vein, 

Explorer consumers respond well to brands that can seem to 

empathize with the internal desires and conflicts they face, 

and yet promise a reward worth seeking out.  

The Explorer consumer values brands that are authentic. 

Skeptical of advertising hype, they are more convinced by 

organic buzz — real people spreading the word about a 

brand or experience.  

The restless Explorer isn’t big on brand loyalty. Change is a 

natural state of mind, after all. So, to win devoted Explorer 

consumers, a brand must be able to tap directly into the  

archetypal values of freedom and individuality, and express 

those values authentically.  

BRAND STRATEGY 

To market to Explorer consumers, a brand needs to really 

understand their mindset. Explorer consumers are trying to 

figure out their place in the world.  

This manifests abundantly in the younger generation – 

from pink-haired pre-teens attempting to assert their  

independence and figure out who they are to recent  

college graduates taking a year off to “find themselves”.  

But Explorer consumers are not just the young. The  

Explorer consumer can also be someone in the throes of a 

mid-life crisis, looking for new experiences to make  

themselves feel alive. Or an entrepreneur launching out to 

start a business because they want to do things the way 

they believe it should be done.  

Celebrate the journey  

Acknowledge modern confinements  

Seek out new things  

Be exciting, risk taking, and authentic  

Promote yourself as a means to help others experience 

the new and unknown  

Place a lot of value on being different or independent  

Maintain personal integrity and authenticity  

Search for unique identity, path, or solution 

Use imagery that symbolizes freedom—in movement and 

thought, like wide open spaces  
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The Explorer’s Sub-Archetypes 

The Explorer 

Independent and brave, the Explorer is motivated to experience 

new things. Pushing boundaries and taking risks are common-

place. The challenges that can arise throughout this quest are 

the tendencies to become alienated or wander aimlessly with-

out true progress.  

MOTIVATION 

To push boundaries and take risks to experience 

new things  

Starbucks 

PBS 

Patagonia 

BRAND EXAMPLES 

Star Trek 

Red Bull 

The North Face 

The Adventurer 

The Adventurer is daring and spontaneous, with a "no fear" 

attitude. This sub-archetype is recognized by its taste for dan-

ger and thrill — the rush of adrenaline is its lifeline. This addic-

tion to adrenaline, however, could make it tough for the Adven-

turer to find happiness in the more mundane aspects of life.  

MOTIVATION 

To be daring and spontaneous  

James Bond 

Han Solo 

BRAND EXAMPLES 

Cliff Bar 

REI 

The Pioneer 

The Pioneer is known for being the first to break ground. Inno-

vative and driven, this sub-archetype blazes new paths. In the 

Pioneer’s quest for discovery, it should be careful to avoid 

burnout or dissatisfaction with being less than #1.  

MOTIVATION 

To innovate, break new ground, or blaze new 

paths  

Cousteau Society 

NASA 

BRAND EXAMPLES 

SpaceX 

Google Earth 

The Generalist 

The Generalist believes that the entire world is open for experi-

ence and therefore is stimulated to explore many divergent 

areas. The Generalist has a great diversity of talents and 

knowledge, and this broad understanding may earn him the 

label of a Renaissance man. The challenge? Overstating or 

misrepresenting its level of knowledge.  

MOTIVATION 

To explore and experience everything  

Leonardo DaVinci 

Sony 

BRAND EXAMPLES 

General Electric 

GOOD Magazine 

The Seeker 

The Seeker continuously strives to grow and learn. Tireless and 

ambitious, the Seeker leaves no stone unturned in its path to 

find meaning. Finding joy in discovering rather than relation-

ships, the Seeker is constantly on the go, which unfortunately, 

can lead to loneliness and alienation.  

MOTIVATION 

To grow and learn and find meaning  

National Geographic 

Dian Fossey 

BRAND EXAMPLES 

Jonas Salk 

Stephen Hawking 


