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The Humanist 

BASIC HUMAN DESIRES 

Connection with others 

Belonging 

Create communities 

PROMISE/QUOTE 

Everyone is created equal; you’re 

just like me and I’m just like you. 

MAIN GOAL 

To belong 

 

ROLE: Connector 

TRAITS 

Down to earth 

Supportive 

Faithful 

Folksy 

Person next door 

SHADOW TRAITS 

Blending in 

Doesn’t like being alone 

VALUES 

Community 

Acceptance 

Integrity 

Modesty 

BRAND VOICE BRAND MESSAGE 

“When we treat each other with 

honesty and friendliness, we 

can live together in harmony.” 

DRIVING FORCE 

Empathy, Authenticity, & 

Lack of Pretense 

Connection 

Togetherness 

Equality 

Fellowship 

Inclusion 

FEARS 

Being seen as elitist; not 

being welcome 

Exclusion 

Standing out 

Isolation 

Hostility 

Disassociation 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Ikea 

Target 

Levi’s 

Facebook 

Lynx 

COMMON INDUSTRIES & 

CATEGORIES 

Home/Family Life 

Comfort Foods 

Everyday Apparel 

Family/Every day Automobiles 

SLOGAN EXAMPLE 

“Expect more. Pay less.”  

~ Target 

Humble 

Authentic 

Relatable 

Down to earth 

Friendly 

Honest 

Light 

True 

Authentic 

Honest 

Connection 

Humble 

Belonging 

Community 

Together 

Support 

Grounded 

Friendship 

CORE DESIRE 

Connect to others 

 



LEVELS 

1. The Humanist archetype is expressed through seeking any 

sort of affiliation, typically spurred by feelings of loneliness.  

2. One learns how to connect (form and nurture relationships) 

and fit in.  

3. The dignity afforded each person, regardless of  

differences, is realized and practiced.  
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The Humanist 
RISKS 

Could lack a distinctive identity and blend in too much  

ARCHETYPE IN ACTION 

Humanist brands tend to have or portray a family culture, 

welcoming and inviting. Their products or services may have 

mass appeal or be applicable to a broad audience, and are 

generally meeting a basic need, nothing fancy or  

extravagant.  

The marketing of an Humanist brand often speaks in a  

colloquial voice and uses wholesome imagery. There are no 

outlandish claims, nothing designed to get shock value.  

Money-back guarantees and other trust-building elements 

are common. Humanist brands will find that social media is 

a great outlet for them, and smart brands will use it to  

become even more relatable, transparent, and helpful to 

their customers.  

The organizational structure of an Humanist brand  

downplays hierarchy. Decisions are made democratically or 

by consensus. Working in teams is common. There is a 

strong sense of pride in the work that is done, and the  

atmosphere is comfortable and casual.  

CONSUMER PROFILE 

Humanist consumers are neighborly, offering help when 

needed. They are respectful of others even when they don’t 

know (or particularly like!) them very much. They are reliable 

and believe in the merits of a hard day's work. Usually frugal, 

they appreciate the simple things in life. They are humble and 

tend to root for the underdog.  

Brands that want to attract Humanist consumers should fo-

cus on the experiences they provide to them. A brand that is 

approachable, responsive, and friendly will go a long way in 

reaching these consumers. Innovation, while always  

important, is less of an issue for Humanist consumers. With a 

quality product in tow, brands should go back to basics and 

focus on giving Humanist consumers the assurance of  

trustworthiness, reliability, and openness.  

BRAND STRATEGY 

Use marketing that is about trust building e.g. money-back 

guarantees, rather than outlandish claims or shock value 

tactics. To attract the Humanist consumer, brands need to 

use colloquial language, be relatable, transparent, and  

really helpful to them.  

Brands who encourage these consumers to be okay just as 

they are, and who give the assurance of trustworthiness, 

reliability, and openness will attract them.  

Align with basic values  

Create a welcoming community  

Develop common virtues  

Fit in  

Give people a real sense of belonging  

Everyday functionality  

Community building, family culture, dignity to all  

Use non-pretentious, home-grown, and people-oriented  

imagery  
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The Humanist’s Sub-Archetypes 

The Humanist 

What you see is what you get. Without pretense, the  

Humanist is sincere, helpful, and genuine. Wanting to belong 

and get along with others, this sub-archetype treats everyone 

with dignity and respect. Unfortunately, in the effort to not  

ruffle feathers, the Humanist may succumb to a herd mentality 

and lose its own identity.  

MOTIVATION 

To treat everyone with dignity and respect  

Rachel Ray 

Trader Joe’s 

MetLife Insurance 

BRAND EXAMPLES 

Craigslist 

General Motors 

Tom Hanks 

The Citizen 

The Citizen holds a deep responsibility to the community,  

believing there to be great value in the collective whole. With 

high integrity, the Citizen works for fairness and equality. The 

challenge for the Citizen is not to be overly zealous in its sense 

of righteousness.  

MOTIVATION 

To work for fairness and equality  

Toms 

Chipotle 

BRAND EXAMPLES 

Habitat for  

Humanity 

The Advocate 

The Advocate is compelled to work for the greater good on 

behalf of others. With passion and energy, this sub-archetype 

is able to motivate and inspire others to action while uniting 

people behind a cause. The Advocate should be careful,  

however, to not let personal gain overtake the greater good.  

MOTIVATION 

To motivate and inspire others to unite and work 

for the greater good  

MindBodyGreen 

Harvey Milk 

BRAND EXAMPLES 

Acumen Fund 

 

The Servant 

The Servant is committed to helping others, whether in a  

subservient role, or as a leader. With empathy, awareness, and 

commitment, the humble Servant asks no reward for serving 

others. This can, however, become a weakness, leading to 

burnout or a desire for recognition.  

MOTIVATION 

To help others with empathy, awareness and  

commitment  

Peace Corps 

BRAND EXAMPLES 

US Coast Guard 

The Networker 

The Networker creates communities and connections for the 

benefit of the whole. With an outgoing nature, the Networker is 

a social butterfly, friendly and relatable. The challenge this  

sub-archetype may face is the temptation to manipulate  

connections for personal gain.  

MOTIVATION 

To create community and connection  

LinkedIn 

SalesForce 

BRAND EXAMPLES 

Malcolm Gladwell 


