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The Rebel 

BASIC HUMAN DESIRES 

Revolution 

Liberation 

Break away from convention 

Disrupt the status quo 

PROMISE/QUOTE 

Rules are made to be  

broken 

MAIN GOAL 

To destroy what isn’t  

working 

CORE DESIRE: 

Leave your Mark on the 

World 

ROLE: Facilitator 

TRAITS 

Rebellious 

Iconoclastic 

Wild 

Paving the way for change  

SHADOW TRAITS 

Risky 

Controversial 

Know it all 

VALUES 

Passion 

Leadership 

Risk Taking 

Difference 

BRAND VOICE BRAND MESSAGE 

“You don’t have to settle for the 

status quo. First, demand more, 

second, go out and get it.” 

DRIVING FORCE 

Radical Freedom 

Liberation 

Change 

Righteousness 

Revenge 

Independence 

FEARS 

Being Powerless 

Servitude 

Conformity 

Complacency 

Acceptance 

Dependence 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Virgin 

Harley Davidson 

Diesel 

Apple 

Brewdog 

COMMON INDUSTRIES & 

CATEGORIES 

Motorcycles 

Destruction Tools 

Alternative Apparel 

Body Art 

SLOGAN EXAMPLE 

“All for freedom. Freedom  

for all.”  

~ Harley Davidson 

Disruptive 

Rebellious 

Combative 

Provocative 

Bold 

Loud 

Authentic 

Inspiring 

Daring 

Different 

Renegade 

Maverick 

Rebel 

Visionary 

Change-agent 

Disrupt 

Pioneer 

Progressive 

Revolutionary 



LEVELS 

1. Identifying as an outsider and pulling away from  

conventional society  

2. Engaging in shocking or disruptive behaviours  

3. Becoming a revolutionary  
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The Rebel 
RISKS 

Rebel brand must often walk a fine line, as they can  

sometimes be perceived as offensive. 

Could take it too far and be seen in a negative way. 

ARCHETYPE IN ACTION 

Rebel brands can either reinforce questionable moral  

values or can topple an oppressive regime. These brands 

rely on marketing that emphasizes risk taking and a  

departure from the ho-hum status quo. This may be 

achieved through imagery that is either dark and destructive 

or bold and revolutionary. There is often a certain element of 

shock value, whether extreme or simply a clever or  

unexpected joke.  

Brands representing relatively “healthy” or “normal”  

products or services will often call upon the Rebel in a light-

hearted way, using marketing cues to suggest their brand is 

appropriate when people want to feel just a little bit bad or 

set apart from the norm.  

The organizational culture of Rebel brands is often quite rev-

olutionary in and of itself, as employees tend to identify as 

Rebels and the passion they possess is seen throughout 

their work.  

CONSUMER PROFILE 

The Rebel consumer may feel like a castoff from the  

dominant culture. (For example, members of minority groups 

who feel marginalized.) Alienation is a trigger, which can lead 

to anger.  

Rebel consumers get their kicks from engaging in risky  

behavior and may take part in self-destructive acts so they 

can feel “bad.” Young people who are looking to “find  

themselves” often push past the Explorer tendency and  

continue right along to Rebel status when they feel  

especially alienated.  

Rebel consumers are drawn to the racy, shocking, or politi-

cally incorrect. They have a deep-seated desire for freedom. 

Yet, surprisingly enough, fringe Rebel consumers may also 

include well-adjusted, law-abiding members of society who 

simply feel a need to let off steam every now and then.  

Brands that want to reach Rebel consumers will need to 

gauge their level of extremism and act accordingly. In the 

case of fringe Rebels, the best way to reach them is through 

mass communication. (Be forewarned, though — they do 

have a lower threshold for shock value.)  

Brands with a higher revolutionary focus tend to avoid the 

mainstream due to the potential to offend and will need to 

reach consumers through targeted special interest groups 

and virtual hubs.  

BRAND STRATEGY 

Use marketing that departs from the ho-hum through dark, 

destructive, bold, shocking, extreme, or by using a clever or 

unexpected joke. 

Denounce the Status Quo 

Disrupt & Shock 

Be an agent of change 

Advocate for the disenfranchised 

Break away from industry’s current conventions 

Initiate radical, game-changing innovations 

Offer a view point that opposes the “tried & true” 

Use risky, racy, bold, or politically incorrect imagery 
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The Rebel’s Sub-Archetypes 

The Rebel 

The Rebel is a rule-breaker and risk-taker. Fed up with  

convention, the Rebel pushes the envelope to bring about  

social change, a fresh perspective, or a reawakening. However, 

with the potential to be fueled by anger and negativity, the 

Rebel must be careful not to overstep one too many  

boundaries in its quest for reform.  

MOTIVATION 

To bring about social change, a fresh  

perspective, or a reawakening  

Diesel Jeans 

Malcolm X 

Banksy  

BRAND EXAMPLES 

Che Guevara 

Muhammad Ali 

Virgin 

The Activist 

The Activist fights for a cause, wanting to radically transform 

some economic, political, or social structure. This sub-

archetype believes in the power of the people to affect change, 

and rallies others behind its cause.  

MOTIVATION 

To radically transform an economic, political, or 

social structure  

GreenPeace 

Occupy Wall Street 

Sea Shepherd 

BRAND EXAMPLES 

Gloria Steinem 

Peta 

The Gambler 

The Gambler thrives on risk. There are no limits to what the 

Gambler is willing to bet, which can lead to addiction and  

compulsion. Yet, this sub-archetype is socially adept and has 

good instincts.  

MOTIVATION 

To achieve success through risk  

Survivor (TV) 

E*TRADE 

BRAND EXAMPLES 

Bitcoin 

The Maverick 

The free-thinking Maverick rejects any sort of label or  

constraint. With an independent streak a mile wide, the  

Maverick displays intellect, aggression, and fearlessness while 

going against the grain.  

MOTIVATION 

To reject labels or constraints  

Harley Davidson 

Levi Strauss 

John Wayne 

BRAND EXAMPLES 

Iggy Pop 

Peter Rabbit 

The Reformer 

The Reformer’s quest to affect change is typically a little more 

understated and calculated than, say, the free-wheeling  

Maverick. Seen in the roles of watchdog or whistleblower, the 

Reformer seeks to find ways to improve the existing system 

rather than destroy it completely.  

MOTIVATION 

To improve the existing system rather than  

destroy it completely  

Ralph Nader 

Rosie the Riveter 

Mr. Spock 

BRAND EXAMPLES 

The EPA 

Tea Party Movement 

ACLU 


