Increase Audience Engagement by
Managing Your Brand’s Meaning
Archetypes in life
science marketing

To have pricing power, your
prospects have to see you as
verifiably different.

Or else you’ll be seen
as a commodity.

This difference must show up in one of two places: your

unique value proposition or in your brand.

Many companies in the life sciences
have difficulty creating a truly
unique value proposition.

So these companies often make

non-distinguishing claims

“Oh, we’re the ones that believe in quality!”

meaningful
differentiation?

Why? Regulatory scrutiny encourages
firms to produce similar work
product and work processes.

This is particularly true for large

service companies

Other industries face this dilemma
as well. (Think Coke® vs. Pepsi®.
Wendys® vs. McDonalds®). How
do these large brands create

They select, shape and control their brands’
meaning through Archetypes.

(CROs, CMOs, labs, etc.).

Do you want to
increase
differentiation,
maximize
audience
engagement
and drive
profitability?

Archetypes originated in the distant past,
and were first systematized by Carl
Jung. Much work has been done since.

There is demonstrable value in this
approach. Young and Rubicam found that
consistency in managing archetypes
correlated to more profit.*

There are >60 usable Archetypes.
A few are listed on the back of this document.

Your chosen archetype should
influence all aspects of
communication: words,
images, even the types of
animation or video used.

* "The analysis showed that the MVA (Market Value Added - a measure of the value a company
adds to shareholder investment) of those brands strongly aligned with a single archetype rose by
97% more than the MVA of confused brands....We now know that brands that consistently
express an appropriate archetype drive profitability and success in real and sustainable ways."
The Hero and the Outlaw, Margaret Mark and Carol S. Pearson 2001 McGraw Hill. page 30.

Archetypes increase audience
engagement and profit.

The choice of an archetype is not a trivial
one. For assistance, call Forma.

919.832.1244
www.formalifesciencemarketing.com

Increase Audience Engagement by
Managing Your Brand’s Meaning
Partial List of Archetypes*
Activist
Adventurer
Advocate
Alchemist
Ambassador
Angel
Artist
Athlete
Caregiver
Child
Citizen
Clown
Companion
Creator
Detective
Dreamer
Engineer
Entertainer
Entrepreneur
Everyman

Explorer
Gambler
Generalist
Guardian
Healer
Hedonist
Hero
Idealist
Innocent
Innovator
Jester
Judge
Liberator
Lover
Magician
Matchmaker
Maverick
Mentor
Muse
Networker

Patriarch
Pioneer
Provacateur
Rebel
Reformer
Rescuer
Romantic
Ruler
Sage
Samaritan
Scientist
Seeker
Servant
Shaman
Shapeshifter
Sovereign
Storyteller
Translator
Visionary
Warrior

By default, most
life science
organizations
speak with the
voice of the
Scientist.
Therefore this
archetype is not a
distinguishing
choice for the
typical life science
organization trying
to differentiate
itself.

How would archetypes influence your communications? Here is one small example:
An organization that embodied the

Matchmaker archetype would communicate differently than one that chose the Sage archetype
“We’ve seen these issues before, and

“We’re here to help you find
the perfect solution”

our experience can lead
you to the right solution”

Different archetypes will evoke

different responses from your audiences.
Archetypes increase
differentiation, maximize audience
engagement and drive profitability.

The choice of an archetype is not a trivial
one. For assistance, call Forma.

* Based in part on Archetypes in Branding by MP Hartwell and JC Chen, How Books, 2012
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