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The Jester 

BASIC HUMAN DESIRES 

To live in the moment with  

full enjoyment 

Pleasure 

Inject fun into the every day 

Bring joy and spontaneity 

PROMISE/QUOTE 

If you’re not having fun, you’re  

doing something wrong. 

MAIN GOAL 

To have a great time and 

lighten up the world. 

ROLE: Connector 

TRAITS 

Funny 

Playful 

Light-hearted 

Mischievous 

Irreverent 

SHADOW TRAITS 

Frivolous 

Attracted to shiny new things 

VALUES 

Originality 

Creativity 

Surprise 

Spontaneity 

BRAND VOICE BRAND MESSAGE 

“We’re here for a short time, not 

a long time. Let your hair down 

and start living.” 

DRIVING FORCE 

Joy 

Fun 

Happiness 

Laughter 

Togetherness 

Positivity 

FEARS 

Being seen as boring 

Boredom 

Gloom 

Sadness 

Loneliness 

Negativity 

BRAND THEME WORDS 

EXAMPLE BRANDS 

M&M’s 

Old Spice 

Dollar Shave Club 

MailChimp 

Ben & Jerry’s 

COMMON INDUSTRIES & 

CATEGORIES 

Confectionary 

Professional Services 

Beer/Lager 

Child Services 

SLOGAN EXAMPLE 

“Shave time. Shave money.”  

~ Dollar Shave Club 

Fun loving 

Playful 

Optimistic 

Engaging 

Light-hearted 

Humourous 

Create 

Happy 

Entertain 

Uplift 

Fun 

Curious 

Cheeky 

Colourful 

Pleasure 

Perform 

Motivate 

CORE DESIRE 

Connect to others 

 



LEVELS 

1. The Jester expressed at level one sees life as a game. The 

only important thing is to just have fun!  

2. Level two is more advanced. Here, the Jester is expressed 

by combining fun with resourcefulness/intelligence (resulting 

in things like practical jokes, or finding ways to get around 

rules). This is where the cleverness and innovation is  

developed.  

3. At the highest level, the Jester knows that life is lived in the 

moment. If all we have is today, we should live each day to 

the fullest.  

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

The Jester 
RISKS 

Could be seen as frivolous or disrespectful 

ARCHETYPE IN ACTION 

Jester brands tend to grab attention. The biggest draw is 

usually its cleverness. While Jester brands are commonly 

expressed in entertainment, you can also find them  

expressed in industries such as insurance. Geico or  

Progressive come to mind, both of which chose to take a 

more light-hearted approach in an otherwise serious  

industry.  

Jester brands are not afraid to bend rules or be politically 

incorrect, and that can be reflected in brands making light of 

things that are perhaps actually serious issues, or promoting 

something that is not actually good for you. We all know 

candy isn’t healthy, but let’s face it, those M&M'S  

commercials featuring the talking candy characters of Red, 

Yellow, and Ms. Brown are humorous enough to make us 

forget all about that.  

The marketing of Jester brands may be unconventional, silly, 

or over-the-top. Often bright colors are used and the action 

is high-energy. Jester brands may be especially drawn to 

utilizing virtual experiences like interactive websites or  

augmented reality apps.  

The organizational culture for Jester brands is loose and  

fun-loving. Traditional “corporate” rules don’t apply here. 

Jester brands create their own way of doing things, and due 

to their out-of-the-box thinking, the culture is highly  

innovative in their operations or product offerings.  

CONSUMER PROFILE 

Jester consumers tend to be a younger demographic, though 

of course, there are people of all ages who seem to be  

perpetually “young at heart”. Jester consumers are turned off 

by serious topics or people who are too serious, so they tend 

to flock together with others of similar “carpe diem” attitude. 

They will avoid doing things that are boring, even if those 

things are important.  

Therefore, to market effectively to Jester consumers, brands 

must find ways to be relevant and cutting edge in how and 

what they communicate. This is especially true if a brand 

wants Jester consumers to do something serious (like buy 

insurance) — it will need to find a way to reframe the desired 

action to be more in line with the Jester mindset and attention 

span. The zanier the better! Jester consumers appreciate  

creativity and cleverness.  

BRAND STRATEGY 

Marketing can go from the provocative, unconventional, 

and silly, to over-the-top, but the action is often playful and 

high-energy.  

Be funny and playful  

Promote good times  

Make them laugh  

Empower people to be more impulsive and  

spontaneous  

Help people to have a good time, feel good, or enjoy 

what they're doing  

Satirize or parody current thinking  

Allow people to be more impulsive/spontaneous  

Use high-energy, bright, rule-bending, humorous imagery  
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The Jester’s Sub-Archetypes 

The Jester 

Life is a playground for the Jester. With a penchant for  

irreverent antics, and an appreciation for the same, the Jester 

lives fully in each moment. Able to reframe perspectives and 

unafraid to speak out, the Jester can challenge convention in 

refreshing ways. The challenge facing the Jester is that of  

being too insensitive or insolent.  

MOTIVATION 

To live fully in the moment and challenge  

convention  

Tina Fey 

IKEA 

GEICO 

BRAND EXAMPLES 

Jon Stewart 

Taco Bell 

Skittles 

The Entertainer 

The Entertainer is playful and caters to an audience. Giving 

people a good show is all that matters. Quick-witted and  

highly adaptable, the Entertainer needs constant stimulation 

and feedback.  

MOTIVATION 

To give people a good show  

SNL 

Nickelodeon 

MTV 

BRAND EXAMPLES 

Frank Sinatra 

Pandora Radio 

The Clown 

The Clown hides behind a mask in order to distance themself 

from serious or taboo topics in order to explore them.  

Highlighting the absurd in this way allows the Clown to poke 

fun and entertain at the same time. This sub-archetype is 

prone to exaggeration and drama to make others laugh.  

MOTIVATION 

To poke fun and entertain  

Ben & Jerry’s 

Jim Carrey 

Jack in the Box 

BRAND EXAMPLES 

Cadbury Crème 

Eggs 

Bill Murray 

The Provocateur 

The Provocateur may be controversial and polarizing, but does 

so with the charm and charisma that makes it a Jester  

sub-archetype. Of course the challenge for the Provocateur is 

to not come off as rude and offensive. But as a natural  

communicator and with an in-your-face mentality, the  

Provocateur stirs up change.  

MOTIVATION 

To stir up change  

The Onion 

Bill Maher 

 

BRAND EXAMPLES 

BareMinerals  

Cosmetics 

The Shapeshifter 

The Shapeshifter acts as a chameleon, able to navigate  

varying situations and levels of consciousness. Challenging 

others to question assumptions, this sub-archetype is a  

catalyst to help others see things differently. The weakness for 

the Shapeshifter is the inherent instability that comes with  

being so adaptable.  

MOTIVATION 

To challenge assumptions and help others see 

things differently  

Cirque du Soleil 

MC Escher 

BRAND EXAMPLES 

Professor Snape 

(Harry Potter) 


