


Why 
“Cultured” 
Matters

How is culture defined today, and what are the pathways to 
building an iconic brand through cultural connection — and 
do consumers care?

This comprehensive approach allowed us to capture 
diverse perspectives and dig deeper into critical questions:

● How do consumers define and perceive culture?
● Do they see brands as relevant in shaping it?
● And most critically, should brands play a role in 

shaping culture—and if so, do they have a 
responsibility to do so?

The findings were resounding: 75% of consumers believe 
that brands should always remain connected to culture, 
offering marketers a clear mandate to embrace their 
cultural role.



Our mission was to close this gap and 
provide that roadmap, in addition to: 

● Driving earned attention in the 
marketplace by elevating M Booth’s 
visibility and influence.

● Solidifying our position as the leading 
agency with a deep understanding of 
culture and its evolving dynamics.

● Catalyzing innovation through the 
development of cutting-edge 
methodologies and tools that enhance 
the quality and effectiveness of our 
work.

Objectives 



RESEARCH & INSIGHTS

From 
Common 
Ground to 
Cultural 
Framework   



CULTURAL ARCHETYPES

In 2001 Carol S. Pearson and Margaret Mark wrote The 
Hero and The Outlaw: Building Extraordinary Brands 
Through the Power of Archetypes and introduced a 12-
archetype framework for brands based on Carl Jung’s 12 
Ancestral Archetypes. 

Inspired by this framework and our own research in 
cultural connection, we’ve identified 8 Cultural 
Archetypes for brands interested in making their mark 
on culture.

STRATEGY

Empowering 
Brands by 
Listening to 
Consumers

There is 
nowhere brands 
can’t go
From social norms to social issues, 
to politics, food culture, fashion, 
technology, media and more



The Framework

8 Cultural 
Archetypes  



The Framework

8 Cultural 
Archetypes  



“Cultured” has been downloaded nearly hundreds of times —
generating notable organic traction, including downloads by 
journalists at The Washington Post and eMarketer, which led to 
unprompted coverage. The social content has garnered 100,000s if 
thousands of touch points sparking client and new business 
inquiries.

The research has sparked significant interest: we have conducted 
personalized 1:1 trainings with several clients, while numerous 
others have accessed the report independently, leading to several 
new business inquiries, including Delta Airlines. Downloads span a 
wide array of influential companies, including American Express, 
P&G, Kimberly-Clark, Heineken, Campari, Arla Foods, ConAgra, 
Campbell’s, Paramount, TikTok, Hanna Andersson, Gallo, Diageo, 
Kenvue, Meta, and more.

Higher education institutions like Cornell University, Brown 
University, and Texas Christian University have also accessed the 
report. M Booth chief creative officer and Cultured co-author 
Adrianna G. Bevilaqua presented the findings at Wake Forest 
University and a Columbia University symposium on creativity.

Received downloads from other best in class agencies:  
Leo Burnett, MSL, tbwa, Publicis, Zeno, Allison, Archetype, 
Mischief, Octagon, TrendyMinds, McKinney and more.

The
Impact

*Confidential* 



Leading in 
Culture, 
Credibly

Step 1 Culture Audit: We leverage 2,000 data sources to 
benchmark a brand’s cultural resonance and visibility against the 
competition. We look beyond the mainstream, identifying high-
growth opportunities within fan communities, adjacent 
subcultures and emerging spaces that traditional social listening 
often overlooks.

Step 2 Culture Mark Identification: Targeted surveys capture 
consumer perceptions regarding awareness, authenticity, and 
strategic positioning. Using AI and Natural Language 
Processing, coupled with human analysis, brands are 
benchmarked against our Six As framework—Audacity, 
Approach, Agility, Appeal, Adoption, and Arc—to generate a 
definitive Culture Mark that identifies their current position in 
culture.

Step 3 Strategic Blueprint: We translate insights into a 
roadmap that sharpens your brand’s cultural presence. This 
blueprint defines a differentiated position and identifies culture 
sparks—the specific niches where your brand can show up 
authentically. By refining your voice to connect credibly with the 
zeitgeist, we bridge the gap between your current standing and 
where culture is headed, building salience and driving business 
impact.



Next, we’re developing CultureMark, a powerful tool designed to help brands 
navigate and thrive in culture. This tool will provide diagnostics to help brands 
assess their current position and create strategic prescriptions for engaging 
more effectively.

In a time when DEI is under attack, culture serves as a crucial reminder to 
focus on building enduring relationships with key stakeholders rather than 
reacting to fleeting trends. Our research shows that 75% of people want 
brands to stay consistently engaged in culture, making it essential for brands 
to understand the diverse elements that shape our world. 

Inclusivity isn’t just a value—it’s a critical foundation for success in our 
industry. CultureMark will empower brands to align with these expectations 
and create meaningful, lasting connections with their audiences.

What’s 
Next? 
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