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

The Magician 

BASIC HUMAN DESIRES 

Power 

Knowledge of how the world 

works 

Transform the world 

Improve through change 

PROMISE/QUOTE 

If you can dream it, you can 

achieve it 

MAIN GOAL 

To make dreams come true 

 

CORE DESIRE: 

Leave your Mark on the 

World 

ROLE: Facilitator 

TRAITS 

Visionary 

Charismatic 

Imaginative 

Idealistic 

Spiritual 

SHADOW TRAITS 

Secretive 

Too many ideas 

VALUES 

Transformation 

Vision 

Innovation 

Passion 

BRAND VOICE BRAND MESSAGE 

“Tomorrow is brighter than  

today and all your dreams can 

come true if you believe.” 

DRIVING FORCE 

Making the Complex Seem 

Simple 

Transformation 

Knowledge 

Vision 

Belief 

Discovery 

FEARS 

Unanticipated Negative 

Consequences 

Consequences 

Stagnation 

Doubt 

Ignorance 

Uncertainty 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Coca-Cola 

Disney 

Dyson 

Uber 

Tesla 

COMMON INDUSTRIES & 

CATEGORIES 

Entertainment 

Beauty 

Relaxation/Well-being 

Health 

SLOGAN EXAMPLE 

“Where dreams come true.”  

~ Disney 

Mystical 

Informed 

Reassuring 

Charismatic 

Persuasive 

Masterful 

Transform 

Change 

Innovate 

Manifest 

Catalyst 

Ideas 

Vision 

Pioneer 

Intuitive 

Entrepreneur 

Dynamic 



LEVELS 

1. Involves experiencing “magical moments” that leaves one 

feeling mesmerized, satisfied, happy, or transformed in some 

way, though generally short-term or superficial.  

2. Brings the experience of “flow” – a state of being in which 

you are fully immersed and “at one” with what you are doing. 

The mental, physical, and spiritual are all in sync working in 

perfect accord toward reaching the vision.  

3. Brings miracles or the complete manifestation of a vision.  
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The Magician 
RISKS 

Could take risks that lead to bad outcomes. 

ARCHETYPE IN ACTION 

Magician brands foster “magical moments” — experiences 

that feel special, novel, and exciting — as well as more  

lasting change. Magician brands help people transform...  

...from sickness and pain to the picture of health 

(pharmaceuticals, nutraceuticals , herbal remedies)  

...from crows feet and graying hair to the regained beauty of 

youth (beauty products and cosmetic surgeons)  

...from feeling lost and confused to total enlightenment 

(spiritual gurus, churches, life coaches)  

...from dirty and neglected to fresh and sparkly (cleaning 

companies, restoration services, hygiene products)  

...from ultimate chaos to perfect peace (spas, retreats, travel 

agencies)  

...from financial lack to bountiful prosperity (MLM  

opportunities, career agencies) from inefficient to productive 

(technology industry)  

So it should make sense that the Magician archetype is seen 

in brands that transform and fascinate, such as Walt  

Disney, MAC Cosmetics, Dyson, and Polaroid.  

CONSUMER PROFILE 

The typical Magician consumer will believe in a higher  

consciousness and the inherent rules that come with the  

territory — for examples, a metaphysical belief that "the  

Universe" will reward positive thinking (the Law of  

Attraction) or the promise that God will bless those who tithe 

regularly.  

Additionally or alternatively, the Magician consumer may turn 

to the laws of nature and the sciences, relying on biology, 

physics, and psychology as strong guiding principles.  

The Magician consumer is motivated both by the desire for 

personal transformation and to be a change agent in the 

world around them. A Magician consumer may very well be 

in a position of leadership, being influential and charismatic 

by nature.  

The important thing to remember when marketing to  

Magicians is that they will align with brands as long as they 

can clearly see and connect with the true identity and  

purpose — the consciousness — of the brand.  

BRAND STRATEGY 

Use marketing that is not edgy or extreme, as that would 

alienate consumers. Instead, focus on transformative  

moments e.g. life coaching - from feeling lost to having  

insight. The aim is to make customers feel captivated and 

think "I want to experience that."  

Develop a vision & live it out fully  

Help people transform their world  

Inspire change  

Help people expand their consciousness  

Help customers feel they can grow wiser or influence 

people  

Promote as a gateway to transformative knowledge or 

experience  

Appear to have special access to secret or illusive  

information  

Use imaginative, dramatic, awe-inspiring imagery  

Magician brands have grandiose vision – something that others may even see as impossible – but Magician brands believe 

if they apply the right formula, success is inevitable. The marketing of a Magician brand usually reflects this grandiose feel. 

Whether ethereal, expansive, or magnificent, imagery like a sky full of stars or a rainbow spanning the heavens are  

intended to evoke feelings of awe.  

Magician brands can easily come under attack by competitors, the media, or public opinion, simply for the fact that they 

promise transformation that may be difficult to objectively prove. Good advice for a Magician brand is to avoid the  

temptation to generate attention with edgy or extreme marketing. Doing so will alienate or distract consumers and leave 

the brand with only a fringe following, missing the opportunity to truly connect  
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The Magician’s Sub-Archetypes 

The Magician 

Dream big! That’s the motto of the Magician. Charismatic,  

influential, and very perceptive, the Magician turns dreams or 

ideas into reality for others. The Magician relies on forces  

beyond the natural to get results, and must beware not to fall 

into manipulation or trickery in the process.  

MOTIVATION 

To turn dreams into reality 

Polaroid 

XBox 

Merlin 

BRAND EXAMPLES 

Benjamin Franklin 

Disney 

Axe 

The Alchemist 

The Alchemist uses a combination of fact and intuition in order 

to transmute one thing into something else entirely. The  

Alchemist values purity and perfection, wanting everything it 

touches to become pure gold. The scientific and the spiritual 

mesh to give this sub-archetype a belief that there are no  

limits. Nothing is impossible!...which may lead to the  

Alchemist’s weakness, if not careful — a temptation to engage 

in fraud.  

MOTIVATION 

To alter one thing into something else entirely; 

nothing is impossible  

MAC Cosmetics 

Nostradamus 

BRAND EXAMPLES 

David Blaine 

The Scientist 

The Scientist is passionate and curious, wanting to see what 

things are made of, and uses that knowledge to be a change 

agent in the world. A logical and questioning sub-archetype, 

the Scientist has to "see it to believe it". One thing it has to be 

careful of: missing the forest for the trees in its quest to dig 

deep into science and beyond.  

MOTIVATION 

To understand what things are made of and use 

that knowledge to be an agent of change  

Nikola Tesla 

Charles Darwin 

BRAND EXAMPLES 

Albert Einstein 

Los Alamos  

National Laboratories 

The Engineer 

Using a structured approach to problem solving, the Engineer 

transforms creative energy into practical expression. Logical 

and curious, the Engineer is the sub-archetype to turn to for 

solutions to everyday problems.  

MOTIVATION 

To transform creative energy into practical expres-

sion by creating solutions to everyday problems  

Bill Gates 

Dyson 

BRAND EXAMPLES 

Applied Materials 

The Innovator 

The Innovator, with a seemingly limitless ability to dream, is an 

idea machine. With high intellect and curiosity, the Innovator 

thrives on change and is not afraid of taking risks to get to a 

solution. Even though the Innovator has willpower and will 

perform in-depth research, this sub-archetype may be  

challenged to stay focused on the task at hand.  

MOTIVATION 

To constantly bring new ideas to the world  

Apple 

Google 

Tim Berners-Lee 

BRAND EXAMPLES 

IBM 

Thomas Edison 


