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The Wholesome 

BASIC HUMAN DESIRES 

To experience paradise 

Simplicity and safety 

Create harmony 

Live a simple and pure life 

PROMISE/QUOTE 

Life is simple and simple is  

elegant. 

MAIN GOAL 

To be happy 

 

ROLE: Mentor 

TRAITS 

Strives to do and be good 

Young at heart 

Optimistic 

Simple 

Moral 

SHADOW TRAITS 

Naïve 

Unrealistic 

Idealistic 

VALUES 

Honesty 

Integrity 

Hope 

Loyalty 

Faith 

BRAND VOICE BRAND MESSAGE 

“The most wholesome things in 

life are unadulterated and 

pure.” 

DRIVING FORCE 

Optimism, Enthusiasm, & 

Honesty 

Happiness 

Morality 

Simplicity 

Honesty 

Positivity 

FEARS 

Doing something that will 

provoke punishment 

Anguish 

Depravity 

Complexity 

Deceit 

Negativity 

BRAND THEME WORDS 

EXAMPLE BRANDS 

Aveeno 

Dove 

Wholesome 

Wii 

Disney 

COMMON INDUSTRIES & 

CATEGORIES 

Beauty & Skin Care Products 

Organic Products 

Cleaning Products 

Fresh Food 

Anything you put in or on the 

body 

SLOGAN EXAMPLE 

“Real beauty.”  

~ Dove 

Optimistic 

Honest 

Humble 

Genuine 

Kind 

Simplistic 

Straightforward 

Optimistic 

Genuine 

Pure 

Harmony 

Peace 

Paradise 

Love 

Authentic 

Believe 

Conscious 

Simple 

CORE DESIRE 

Provide Spiritual Growth 

 



LEVELS 

1. The Wholesome brand archetype includes people who feel 

paradise is their birthright and not having it makes them  

angry. They are defined by a childlike perspective and traits 

such as naïveté and narcissism.  

2. Is the midpoint in the process of achieving innocence that 

focuses on renewal, reframing, and cleansing. People at this 

level are still searching for paradise but haven't quite found it 

yet. Wholesomes at level 2 are seeking to reinvent or renew 

themselves through new beginnings.  

3. Belongs to the most highly evolved Wholesomes who be-

lieve that people make choices for a simpler, values-driven 

lifestyle and as a result create their own paradise and sense 

of  

spiritual oneness. The belief is that innocence (paradise) 

comes from within, not from outer experiences.  
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The Wholesome 
RISKS 

Could be naïve or boring 

ARCHETYPE IN ACTION 

The Wholesome archetype is most prevalent with  

mom-and-pop shops, non-profit organizations, and  

churches.  

Their marketing often appeals to the nostalgia of simpler 

times and may use muted color palettes and gentle  

imagery.  

The products behind Wholesome brands are quite often  

natural or pure (e.g. cotton, soap, organic foods).  

The organizational culture and customer service is focused 

on being truthful, honest, and reliable. Generally not very 

innovative, these companies stick to what works and is 

predictable. Pricing tends to be low to moderate.  

CONSUMER PROFILE 

Consumers drawn to the Wholesome brands are looking for 

products that provide an experience of peace and goodness.  

They like brands that make life simple and when they find a 

brand they can trust, they are loyal to it.  

These consumers long to have the ideal life, complete with a 

perfect mate, well-behaved kids, a fulfilling job, and a nice 

home.  

They strive for goodness, are very often trusting, and have a 

great deal of faith in others.  

They are a traditional lot and do not seek change.  

BRAND STRATEGY 

Use marketing that is optimistic, and makes life simple and 

good, not guilt-tripping or gimmicky.  

Display wholesome virtue  

Foster feel-good spirit  

Do things right  

Have strong values  

Be seen as trustworthy, honest, and reliable  

Be associated with morality, good virtues, and  

simplicity  

Can be nostalgic  

Offer a simple solution to a problem  

Associate with morality, goodness, simplicity,  

nostalgia, or childhood  

Straight-forward, no-nonsense values  

Use natural, simple, unfussy imagery  
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The Wholesome’s Sub-Archetypes 

The Wholesome 

With an unbridled sense of wonder, the Wholesome sees the 

world as honest and wholesome. This sub-archetype embodies 

a sense of renewal, inner peace, and nostalgia. It is pure,  

virtuous, and faultless. The challenge it faces is the tendency to 

avoid or deny problems.  

MOTIVATION 

To see the world as honest and wholesome,  

renewing inner peace and nostalgia  

Dove 

Coca-Cola 

Method 

BRAND EXAMPLES 

Inc. 

Charmin 

Avon 

The Child 

Bursting with energy and a positive attitude, the Child is easily 

amused, entertained, or fascinated. The Child demonstrates a 

relentless belief in the goodness of humanity and is open to 

possibilities. Its curious nature tends to bring out the best in 

others. Challenges exist in that the Child is easily influenced 

and unable to grow up and assume responsibility.  

MOTIVATION 

To bring out the best in others and be open to  

possibilities  

Volkswagen 

Nintendo 

BRAND EXAMPLES 

Calvin & Hobbes 

Hello Kitty 

The Dreamer 

With the ability to be swept away by possibilities, the Dreamer 

communicates abstract ideas with the help of a vivid  

imagination. Possessing the faith of a child, this brand  

archetype prefers to live in the paradise of the mind. However, 

it lacks the structure necessary to execute ideas in the real 

world.  

MOTIVATION 

To use imagination to communicate abstract ideas  

Facebook 

Anthropologie 

BRAND EXAMPLES 

Ode Magazine 

The Idealist 

The Idealist is driven by the belief that the individual can make 

the world a better place and believes in the possibility of  

positive change. Motivated by the ideals of harmony and 

peace, cooperation and collaboration, the Idealist acts as a 

catalyst for positive change. Unfortunately, the Idealist tends to 

view the world through rose-colored glasses and chooses not 

to see potential dangers.  

MOTIVATION 

To make the world a better place through cooper-

ation and collaboration  

GoodGuide 

Erica John 

 

BRAND EXAMPLES 

John Lennon 

Barrack Obama 

The Muse 

As its name implies, the Muse is a source of inspiration and 

serves as a conduit to knowledge and understanding. Although 

the Muse excels at motivation, its unfocused energy can  

sometimes bring chaos.  

MOTIVATION 

To be a source of inspiration and a conduit to 

knowledge and understanding  

The 9 Muses 

Tumblr 

WIRED 

BRAND EXAMPLES 

BoredatWork 

Instagram 


