
Brand Archetypes    © 2021 Trina Waller Marketing. All rights reserved. 

The Hero 

BASIC HUMAN DESIRES 

Mastery 

To prove worth through difficult 

action 

Achievement 

PROMISE/QUOTE 

Prove your worth through 

courage 

MAIN GOAL 

To exert mastery in a way 

that improves the world 

CORE DESIRE: 

Leave your Mark on the 

World 

ROLE: Facilitator 

TRAITS 

Courageous 

Bold 

Honourable 

Strong 

Confident 

SHADOW TRAITS 

Obsessed with success 

Aggressive 

VALUES 

Tenacity 

Courage 

Competency 

Strength 

BRAND VOICE BRAND MESSAGE 

“We can make the world better. 

We have the grit and  

determination to outwork  

the rest.” 

DRIVING FORCE 

Courage & Competence 

Mastery 

Courageousness 

Growth 

Development 

Defence 

FEARS 

Weakness or Quitting 

Incompetence 

Cowardice 

Deterioration 

Downfall 

Incapability 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Adidas 

Nike 

FedEx 

Tag Heuer 

Greenpeace 

COMMON INDUSTRIES & 

CATEGORIES 

Sports wear or equipment 

Outdoor/Tactical equipment 

Emergency Trade Services 

(Plumbers, Electricians,  

Locksmiths, etc.) 

SLOGAN EXAMPLE 

“Just do it.”  

~ Nike 

Honest 

Candid 

Brave 

Bold 

Challenging 

Provocative 

Certain 

Lead 

Achieve 

Conquer 

Mastery 

Results 

Win 

Tenacious 

Courage 

Fight 

Bold 

Goals 



LEVELS 

1. The Hero displays the ability to overcome — competence 

as demonstrated through achievement or victory in  

competition.  

2. Shows the Hero archetype faithfully serving others, often 

out of duty, commitment, or conviction.  

3. The Hero uses its strength and courage to make the world 

better. This requires the greatest level of sacrifice.  
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The Hero 
RISKS 

Could be arrogant or aloof. 

ARCHETYPE IN ACTION 

The Hero archetype is a natural fit for philanthropic  

organizations or businesses that have corporate social  

responsibility as a core tenant of their existence. Along with 

social initiatives, the Hero is easily manifested through  

athletic brands and the military. These are brands that  

represent or help people develop discipline, focus, and 

strength.  

The marketing of a Hero brand will often use powerful  

images and strong colors to communicate. It may use nature

-inspired imagery that metaphorically represents a  

challenge, like tall mountains or rugged terrain. Definitive 

lines and shapes and roughness or texture will play a part in 

the visuals as well. The language will be idealistic,  

challenging, or noble — essentially saying “I dare you”, in a 

manner of speaking.  

The organizational culture of a Hero brand is typically 

achievement-oriented, holds itself to high standards, and 

requires dedication. In an unhealthy organization, this may 

foster competition and employee burnout. In a healthy  

organization, there is a clear sense of convictions that are 

lived out daily and fuels the passion to make a difference 

and overcome challenges.  

 

CONSUMER PROFILE 

The Hero consumer is typically achievement-oriented and 

competitive — even if just against oneself. In the quest to 

prove themselves, Hero consumers have a desire to develop 

their character or physical ability, and are often tenaciously 

dedicated to overcoming challenges.  

Hero consumers often see themselves as good, moral people; 

and, naturally, they are attracted to brands that demonstrate 

their convictions. They are motivated by their desire to be 

their best selves. Therefore, to win a Hero consumer’s heart, 

a brand must realize it is being evaluated on much more than 

just its product offering, but on the strength of its moral  

convictions.  

 

BRAND STRATEGY 

Use marketing that essentially says "I dare you" to the  

consumer. Use metaphors to represent challenges, bold  

definitive visuals and idealist language to form the  

backbone of your marketing.  

Become stronger and better.  

Prove people wrong. 

Become as competent as possible  

Make a positive mark on the world  

Solve major problems or inspire/enable others to do so  

Help people be all they can be  

Invent or innovate to have major impact on the world  

Can be underdog, or challenger brands  

Help people do tough jobs exceptionally well  

Use strong, bold, powerful imagery  
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The Hero’s Sub-Archetypes 

The Hero 

The Hero is represented by sacrifice, courage, faith, and 

strength. This archetype lives to triumph over adversity, and 

will overcome great odds to facilitate transformation. The 

downfall for the Hero may be triggered by an exaggerated 

sense of self-importance.  

MOTIVATION 

To triumph over adversity and facilitate  

transformation  

Nike 

US Army 

BRAND EXAMPLES 

Harry Potter 

Snickers 

The Warrior 

In a word: fearless. The assertive Warrior has a strong sense of 

duty coupled with a healthy dose of bravery. Add to this a  

tactical mode of attack, and the Warrior is strong on strategy. 

The Achilles heel for this sub-archetype is a victory-at-all-costs 

mentality, in which the assertiveness turns a bit too aggressive.  

MOTIVATION 

To serve others dutifully and bravely  

Mother’s Against 

Drunk Driving 

King Leonidas 

BRAND EXAMPLES 

America’s Most 

Wanted 

The Athlete 

The Athlete’s goals revolve around physical ability and mental 

focus. Disciplined and achievement oriented, the Athlete is  

relentless in pursuit of a goal. The desire to be bigger, stronger, 

faster, and better is natural for this sub-archetype. The Athlete 

must be careful, though, not to use its physicality to bully or 

harm.  

MOTIVATION 

To achieve success through disciplined actions and 

focus  

Michael Jordan 

Adidas 

BRAND EXAMPLES 

Accenture 

The Rescuer 

The Rescuer swoops in with a heart full of bravery to help  

others in need. With intuitive sensibilities and quick reflexes, 

the Rescuer becomes a familiar face in times of dire  

circumstances. The trap for the Rescuer? The misguided need 

to save someone just to prove its own worth.  

MOTIVATION 

To bravely help others in need  

Doctors without  

Borders 

BRAND EXAMPLES 

Atticus Finch 

Humane Society 

The Liberator 

Fighting on behalf of the disenfranchised and powerless, the 

Liberator is a champion for humanitarian rights, justice, and 

equality. With strong convictions and a resolute hope, this  

sub-archetype does not accept defeat. The temptation for the 

Liberator is to allow the end to justify the means, however  

blurry the morality. Their staunch view of righteousness and  

justice can lead to revenge-seeking.  

MOTIVATION 

To fight on behalf of the disenfranchised and pow-

erless  

Martin Luther King Jr. 

PayPal 

Robin Hood 

BRAND EXAMPLES 

Joan of Arc 

The Hague 


