PICy MARKETING

Brand Aura Assessment

Max Gainerson, Auralized: The Hero-Magician

This document presents a detailed summary of the archetypal positioning of the Max
Gainerson brand. By analyzing your questionnaire answers and cross-referencing them
with established consumer psychology frameworks, we will identify your primary and
secondary brand archetypes.

The goal is to provide deep insights and creative, actionable strategies to help you
clarify your brand's unique voice, strengthen your market positioning, and create a
more powerful and resonant connection with your ideal customer.

Primary Archetype: The Hero

The Hero archetype is driven by a desire to prove their worth through courageous
action, overcome challenges, and achieve mastery in a way that improves the world.
This archetype is characterized by strength, competence, determination, and a
principled approach to life. The Hero doesn't shy away from a fight; they seek it out to
test their limits and emerge victorious, inspiring others to do the same.

Why This Archetype Makes the Most Sense:

The Hero is, without a doubt, the dominant force defining the Max Gainerson brand.
Your messaging is consistently focused on strength, overcoming weakness, and
achieving a state of powerful competence. You are positioning yourself as the
champion who guides others on their own heroic quest.
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Clear Reasoning:

e Personality & Emotion: Your description of the brand as "Strong, muscular,
manly, confident" and your goal to make customers feel "strong and
self-confident" are the textbook definition of the Hero's core characteristics and
emotional impact.

e Core Mission & Adjective: Your fundamental mission is to help those with "low
self-esteem" overcome their physical and mental obstacles. This is a classic
Hero's journey. Your choice of the adjective "Courageous" is the single word
that best defines the Hero archetype.

e What You Stand Against: Your brand actively stands against the antagonists of
the Hero's story: weakness and inaction. Your call to "suck it up and take
action!" and overcome "bad habits" is a direct challenge to the forces of
incompetence and victimhood that the Hero seeks to conquer.

e The Ultimate Goal: The story goal of "Becoming the best and bulkiest athlete"
is a clear articulation of the Hero's desire for mastery and victory.

Secondary Archetype: The Magician

The Magician archetype seeks to understand the fundamental laws of the universe and
use this knowledge to make dreams come true. Their goal is transformation, turning the
impossible into the possible and creating moments of wonder. They are visionary,
innovative, and charismatic, offering access to "secret knowledge" that unlocks a new
reality.

Why This Archetype Makes the Most Sense:

While the Hero defines the what of your brand (achieving strength), the Magician
defines the how. You don't just promise improvement; you promise a fundamental,
awe-inspiring transformation that seems almost magical in its scope.

Clear Reasoning:

e Transformation as a Core Theme: The word "transform" or "transformation"” is
central to your mission and your brand's story goal. This is the Magician's
primary keyword.

e The "Ugly Duckling" Narrative: Your reference to the "Ugly Duckling story" is a
quintessential Magician narrative. It’s not about incremental change; it’s about a
complete and wondrous metamorphosis into something new and beautiful.
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e The Promise of Wonder: The promise to take people "from 'wow...' to "WOW!""
and to be the go-to for "extreme BULK transformed from nothing" speaks to the
Magician's ability to create awe-inspiring results and make dreams come true.

e Visionary Color: Your choice of "intense gold glowing" fits perfectly with the
Magician, which is often associated with gold's transformative and powerful
symbolism.

Tips on How to "Double Down" on These Archetypes:

The following are creative, outside-the-box tips to help you fully embody the
Hero-Magician blend, creating an intensely clear and magnetic brand perception that
captivates your ideal client.

The "Forge of Heroes" Narrative:

Frame your entire coaching experience as an alchemical process in a legendary forge.
Clients don't just "work out"; they enter your forge to have their weaknesses burned
away and their true strength forged.

The Hero provides the raw material of determination; you, the Magician, provide the
secret fire and esoteric knowledge of the forge to shape them into a legend. Use this
"forge" language consistently in your marketing, program names, and descriptions.

Visual Alchemuy:

Your visual identity should be a potent blend of heroic power and magical
transformation.

e What to do: Combine strong, cinematic photography (Hero) with subtle,
transformative visual effects (Magician). Think photos of clients lifting heavy
weights but with a golden, energetic aura or light particles emanating from them.
Use double-exposure portraits that merge a client's "before" image with their
"after" as a ghostly, powerful champion overlay. Your intense, glowing gold is
the perfect primary color for this—use it for accents, text effects, and to
symbolize the moment of transformation.

e What not to do: Avoid generic, brightly-lit gym photos or simple
before-and-after shots on a plain background. This is Everyman/Sage territory
and lacks the epic, wondrous quality of the Hero-Magician. Don't use muted,
earthy tones (Explorer) or soft pastels (Innocent/Caregiver).
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The Mentor of Legends Positioning:

Shift your communication from being a "fellow" to being the "Master of the Craft." A
Hero-Magician is not just a participant; they are the wise, powerful guide who has
already completed the journey and now holds the map and the secrets.

Your tone should be that of an elite mentor who is selective about their apprentices.
This doesn't mean being unapproachable, but it does mean communicating from a
position of proven authority and profound knowledge. Your insights are the "arcane
secrets" the hero needs to succeed.

Client Sagas, Not Testimonials:

Transform your client testimonials into "Hero Sagas." Structure them as epic
mini-stories.

e The Calling: Describe the client's initial state of frustration and desire for
change.

e The Revelation: Detail the moment they found your program—the "secret
knowledge" they were missing.

e The Trials & Forging: Showcase their hard work and the challenges they
overcame with your guidance.

e The Ascension: Reveal their final transformation with powerful, cinematic
visuals and their own triumphant words.

This narrative structure turns a simple review into a compelling legend that attracts
other aspiring heroes.

Maybe Re-evaluate This:

The next-strongest archetypes present in your answers are the Ruler and the Lover.
The Ruler appears in the word "elitist" and the color gold, aligning with the Hero's
desire for mastery and status. The Lover appears in the adjective "Passionate" and the
goal of becoming "attractive."

While these archetypes have some synergy with the Hero-Magician, actively
communicating them can create confusion. The Ruler can come off as controlling
rather than empowering, while the Lover can shift the focus from internal strength to
external validation. You should refrain from using language that is explicitly about
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control, status for status's sake, or romance and sensuality, as it will dilute your
primary message of heroic, transformative empowerment.

Re-evaluate the "Gym Bro" Tone:

Your stated tone is "like talking to a fellow gym bro," which is a classic Everyman trait
based on relatability and belonging. This is in direct and stark opposition to your
description of the brand as "elitist," a Ruler trait. The Everyman wants to fit in; the Hero
and Ruler want to stand out as the best. This dissonance can confuse your audience:
are you one of them, or are you the elite guide they aspire to become?

e Suggestion: Eliminate the "gym bro" and "relatable" angle entirely. Fully
embrace the role of the elite, aspirational mentor. Your clients are not looking for
a friend; they are looking for a master who can deliver a magical transformation.
Shift from a tone of "we're in this together" to "l will show you the way." This
aligns perfectly with the confident, authoritative Hero-Magician who has the
secret knowledge.

Adjust the "Attractiveness" Goal:

The focus on becoming the "most attractive version of themselves" and the adjective
"Passionate" pull your brand toward the Lover archetype. The Lover's core desire is
intimacy and connection. While not a bad thing, it shifts the narrative's focus. The
Hero's journey is about achieving internal validation through strength and mastery, not
gaining external validation through attractiveness.

e Suggestion: Reframe attractiveness as an inevitable byproduct of the heroic
transformation, not the primary goal. The ultimate prize is strength, confidence,
and mastery. Becoming more attractive is a side effect of that victory. This keeps
the Hero firmly in the lead. For example, instead of “I'll make you more
attractive," say "Achieve a power so undeniable, it will reshape how the world
sees you."

Power Phrases for Max Gainerson:

Power Words to Use:

Conquer, Transform, Achieve, Unleash, Power, Victory, Secret, Reveal, Master, Forge.

Power Phrases to Use:

e Forge Your Legend.
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The Alchemy of Strength.

Unlock Your Ultimate Form.

From Mortal to Mythic.

Conquer from Within.

Master the Transformation.

Reveal the Champion Inside.

The Secret to a Superhuman Physique.
Build More Than a Body. Build a Legacy.
Your Transformation is Your Triumph.

Creative Words & Phrases to Consider:

Metamorphisize (Metamorphosis + Size: The process of transformative growth in
muscle size, verb.), Hero-genesis (Hero + Genesis: The origin or creation of your inner
hero), Physiomancy (Physique + Mancy, suffix for divination/magic: The art of
magically sculpting the body), Kineti-craft (Kinetic + Craft: The skillful art of building a
powerful body through movement).

e "lIt's time for your Hero-genesis.": This phrase positions the start of the
program as a monumental, life-changing origin story, perfectly capturing the
Hero's journey.

e "Master the art of Physiomancy.": This frames bodybuilding not just as lifting,
but as a magical, visionary craft you can teach.

e "Go beyond strength. Metamorphisize.": This creates a unique, trademarkable
term for the ultimate goal you offer, setting you apart from competitors.

e "Kineti-craft your way to victory.": This highlights the skill and artistry involved
in the heroic journey of building one's body, blending the Hero's action with the
Magician's craft.

Words and Phrases to Avoid Using:

Knowing what not to say is as crucial as knowing what to say. Using words that conflict
with your core Hero-Magician archetypes can dilute your message, confuse your
audience, and weaken the power of your brand.

Words to Avoid:

e Easy: Contradicts the Hero's journey, which is defined by overcoming difficult
challenges.



Max Gainerson PIa MARKETING

Relatable: Undermines the aspirational, elite Hero-Magician positioning. You are
the mentor, not a peer.

Nice: A weak, passive word. Your brand is powerful, direct, and determined.
Community: An Everyman/Caregiver word. The focus is on individual
achievement and the singular hero's quest.

Hope: Too passive. Heroes achieve and Magicians create. They don't just hope
for results.

Simple: While your instructions may be clear, this word can undermine the
"secret knowledge" aspect of the Magician. Use "direct" or "unfiltered" instead.
Affordable: Devalues the elite, transformative, and premium results you
promise.

Fun: A Jester word. The journey is epic, challenging, and rewarding—not
necessarily "fun" in a lighthearted sense.

Supportive: This is a Caregiver word. You empower and guide, which is different
from gentle, nurturing support.

Average: The Hero-Magician stands against mediocrity in all its forms.

Phrases to Avoid:

"Join our fitness family.": This is Everyman/Caregiver language. The Hero is on
a singular quest, not joining a club.

"We're all in this together.": This phrasing diminishes your role as the elite
expert and mentor.

"A gentle approach to fitness.": Completely contradicts your powerful "suck it
up and take action" ethos.

"Fun workouts for everyone.": This is Jester/Everyman language. Your
workouts are for aspiring champions, not "everyone."

"Just a regular guy who...": This instantly destroys the powerful, authoritative
positioning of the Hero-Magician.

""Let's get comfortable.": This tone is for a Caregiver or Lover, not a mentor
forging heroes.

"Your friendly neighborhood trainer.": This Everyman phrase is the polar
opposite of your "elitist," aspirational brand.

"The cheapest way to get big.": This devalues the premium, magical
transformation you provide.

"We hope you see results.": This lacks the unwavering confidence of the Hero
and the certainty of the Magician.
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e "Anyone can do it.": This undermines the sense of heroic achievement and elite
accomplishment. The message should be, "You can do it, if you have the
courage to try."

An Invitation to Refine the Auralizer

You have just experienced the Brand Archetype Assessment, articulating the core of
your brand's unique aura.

Our Synthesis Engine™ is a living system, and the insights of visionary founders like
you are the catalyst for its evolution. We would be grateful to receive your strategic
feedback on the assessment process.

Submitting your thoughts via our dedicated form is a brief, 2-3 minute investment, yet
it provides invaluable data that allows us to further calibrate and refine the engine for all
future users.

https://ptg-marketing.com/leave-feedback
Thank you for your contribution to this vision,

Patrick T. Gimmi
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