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Introductions 

•  Our guest presenter, Zach Hochstadt from���
                                  (mission-minded.com) 

•  Who are you? 
– Name 
– Where do you work? 



Today’s Overview 

•  What is a Brand? 

•  Brand Archetypes 

•  Tying It Together 



What is a Brand? 
First used on livestock and wax seals 
–  Differentiate one from another 

–  Show ownership 

Brands now 

– Differentiate from competitors  

–  Express identity 

– Build a company’s or product’s personality 

– Create an emotional bond with audiences 



What is a Brand? 

But, what exactly is a brand? 

•  Graphic identity (logo, fonts, colors) 

•  Internal perception (mission, values) 

•  Organization’s personality (messaging style, ���
workplace culture) 

•  External perception (reputation, market position) 
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What is a Brand? 

“A brand is the sum of the good, the bad, the ugly, 
and the off-strategy.” 

        - Scott Bedbury, Brandstream 

“A brand is a living entity – and it is enriched or 
undermined cumulatively over time, the product ���
of a thousand small gestures.” 

        - Michael Eisner, Disney 



Brand Archetypes 

•  Created by Dr. Carol S. ���
  Pearson 

•  Based on the work of ���
  Carl S. Jung 

•  Used for individual and ���
  business development, ���
  branding, storytelling, ���
  and more 



Brand Archetypes 

Explorer 
•  Provide opportunities to learn and grow 

•  Pioneer new experiences 

•  Expand tastes and horizons 



Brand Archetypes 

Jester 
•  Playful, spontaneous, humorous 

•  Emphasize the value of having fun 

•  Think outside the box 



Brand Archetypes 

Creator 
•  Promote self-expression and creativity 

•  Empower people to invent, find new solutions 

•  Develop innovative products or services 



Brand Archetypes 

What archetype  

best fits your 

organization? 



Brand Archetypes 

How does this affect your communications? 
•  Audience 

–  Who are you reaching? 

•  Content 
–  What are you saying? 

•  Tone 

–  How do you say it? 



Tying It Together 

Conclusions 
•  Brand is more than your graphic identity 
•  Brand archetype is just one of the pieces 

(personality) of the brand puzzle 
•  For a full brand overview, evaluate your 
–  Brand values 
–  Brand personality 
–  Brand value proposition 
–  Brand position 



Tying It Together 

Conclusions 
•  Brands are created by both internal and external 

perceptions 
•  Don’t forget about brand democracy 

“At every step in an organization’s strategy and at each 
juncture in its theory of change, a strong brand is increasingly 
seen as critical in helping to build operational capacity, 
galvanize support, and maintain focus on the social mission.” 



Tying It Together 

Thoughts? Questions? 

For next week 
Read Chapters 5 & 6 of Made to Stick. 
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