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REMEMBER:

1. THIS IS AN INTERNAL DOCUMENT FOR CREATIVE GUIDANCE, NOT 
MEANT FOR PUBLIC USE, SHARING, OR LITERAL INTERPRETATION.

2. THIS GUIDE IS A ROADMAP MOVING FORWARD, NOT NECESSARILY A 
REFLECTION OF WHERE YOU CURRENTLY ARE. 

3. THERE IS A LOT OF INFORMATION TO DIGEST HERE. SOME 
REACTIONS WILL BE INSTANT, SOME MIGHT TAKE SOME TIME TO 
FULLY FORM. 
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BRAND ARCHETYPE

THE  CHARISMATIC CAREGIVER
charismatic,  dynamic,  insp ir ing,  communal,  daring,  loud +  proud

The Charismatic Caregiver is a lighthouse archetype that is moved to action through compassion 
and a desire to advocate for others by using their own unique personality and skills. Their reputation 
precedes them: known for their output but mysterious in origin. Their presence and presentation are 
intentionally oblique but their intentions are clear – to provide a safe space physically, mentally, 
emotionally, and sartorially for those on the outskirts of society. Their single most transformative 
quality is the ability to help others realize their own self-affirmation and societal acceptance through 
inspired leadership and thoughtful stewardship.

Post Gender World generates and exudes an air of unshakable charisma, daring confidence, and 
unabashed pride in order to build faith in the quality and messaging of their product. An innate desire 
to connect with and amplify the best in others prompts and enables peers and customers to action, 
organically creating an active, engaged, and empowered community.

Post Gender World offers the promise of expression, change, and progress through imagination, 
individualism, and style. The Charismatic Caregiver derives great joy, satisfaction, fulfillment, and 
ultimately generates shared success by using their message, platform, and skills to elevate others.

* internalize
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Frank N Furter Robin  Hood RuPaul
Frank welcomes his “unconventional 
conventionists” with open arms – wild with 
anticipation, unbridled conviction, passion 
and joy. He is loud, proud, and as out as can 
be. He is beloved by his constituents and 
persuasive of those who have not yet walked 
on the wild side.

Let’s forget the whole “steals from the rich and 
gives to the poor” part – Robin Hood was an 
anonymous avenger fighting for the side of 
good. He provided a safe space for his band of 
merry men and was the consummate leader – 
walking the walk and talking the talk.

Far beyond simply being an entertainer, 
RuPaul normalized and amplified drag in 
popular culture through shameless joy and 
pride, winning over even the most staunch 
of opponents. He used fashion as a vessel 
for the message, but has since successfully 
crossed over into ever major medium.

EXAMPLES
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BRAND TRAITS

1. CHARISMATIC 4. COLLABORATIVE

2. DYNAMIC 5. DARING

3. INSPIRING 6. LOUD + PROUD

* internalize all



TONE OF VOICE  –  PRESENTATION - Post Gender World Banana Stand Inc. PAGE 8

Charisma is a double-edged sword. On the light side live positive personality traits 
that attract, inspire, and fascinate others, forming an organic magnet for love and 
respect. On the dark side live ego, arrogance, and the potential for negative influence 
which can harm and mislead.

We walk this fine line, always on the side of good, treating our ability to influence 
others with great respect and seriousness. Our most used tools to charm and 
engage others are empowerment, inspiration, leadership by example, empathy, 
understanding, and clear communication.

1. CHARISMATIC
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We are fluid – forever changing and progressing to meet every new challenge, 
whim, or situation. We build and maintain an ever-expanding library of looks, 
feels, skills, and abilities which we use to test and push the boundaries of 
possibility and acceptability, both technically and creatively. We pride ourselves 
on our capacity to bend, re-frame, and re-imagine ourselves to suit every new 
opportunity and medium.

2. DYNAMIC
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Becoming inspirational is rarely an engineered experience, so we intentionally 
exhibit certain qualities and habits that are known traits of inspirational leaders 
and influencers. These include appealing to the emotions and needs of our 
audience, sharing in their sacrifice and struggle while showing a path to success. 

We appeal to their values, listen to their stories, and build them up through 
positivity and encouragement.

3. INSPIRING
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PGW is not an island. We embrace every opportunity to collaborate and 
connect with others both inside and outside of our existing community. 
Each project forms a creative bond between us and a new audience, providing 
an opportunity to further spread our message of acceptance and expression, 
regardless of medium (fashion, music, art, experience).

In addition to strategic B2B partnerships, which build trust and implied 
history through correlation, we make regular efforts to cultivate cultural, 
peer, and local community relationships in order to continuously grow and 
multiply our reach. 

4. COLLABORATIVE
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PGW has zero fear and gives the exact same amount of fucks. Truth or 
Dare? Dare every time. We’ll try that, taste that, chug that, fuck that, attempt 
that, wear that, build that, go there, be there – hold my beer. We accept every 
challenge that society poses and challenge ourselves when the world runs out of 
obstacles to throw our way.

5. DARING
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Pride is a core tenet of the PGW voice. Resolute conviction, unshakable confidence, 
and concrete priorities aren’t just second nature … they’re part of our plan!

This isn’t a hobby or pet project – this is a lifestyle.

We own our brand identity and show our pride through exhibited behavior and 
output. We don’t hide or change our values for any reason or audience. We believe 
that a loud, proud voice leads every great movement or message.

6. LOUD + PROUD
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Internalize
this info

The Mission Statement
  should convert the concepts
    above to the output below

Externalize
this info}

}
TOV PYRAMID

Brand
Archetype

The
Charismatic
Caregiver

Charismatic, Dynamic, Inspiring,
Collaborative, Daring, Loud + Proud

for a post gender world

acceptance, camaraderie, community, style, personality,
design, entertainment, collaboration, outreach, amplification, joy 

clothing/apparel, accessories, merch, sponsorship, styling, events, production

Brand Traits

Mission Statement

Services

Output
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DO’S AND DON’TS
*  The rules  that  we  check all  written content  against

Use collective voice: we, us, our

Speak from an entirely neutral tone and pov

Focus on the future: attraction, be a beacon/magnet

Present a classic style, timeless concepts and visuals

Present your value as the MESSAGE, communal, quality, comfort

Be concise and worldly in your use of language/references

Exhibit pride in Los Angeles, orientation, culture, language

Focus on client stories and experiences

Focus on TELLING over SHOWING - stories, ctas, explanations

Be proud/representational in successes, awards, achievements

Be aspirational and exclusive in accessibility/price/presentation

Share stances on SOCIAL, POLITICAL, SEXUAL, HEALTH issues

Use common language, terms, vocabulary (highschool)

Be serious in tone, brutally honest when needed, factual, frank

Be Classy in your language w/ occasional profanity for emphasis

Use dry, dark, adult, self-deprecating, MEME humor 

Be inclusive supportive of ALL communities/lifestyles

Express urgency, passion, desire, ‘hype’ over brand and product

Tell and instruct in your CTAs, be direct and simple 

Use singular voice: i, me, mine

Speak from feminine/masculine pov in any distinguishable way

Dwell on the past or already indoctrinated demo

Present as overly modern, futuristic or old-timey

Present style over substance or purely visual/aesthetic

Meander or dumb down references for the sake of laymen 

Be overly forthcoming with personal stories / voices

Focus on internal or fictional stories

Focus on SHOWING over TELLING - images without reference

Be bashful or egotistical with achievements or talent

Present as overly accessible, mundane, or indiscriminating

Hold back any opinions or views on touchy issues

Lean on jargon, industry terms, $10 vocabulary

Be silly, soft, or pandering

Lean on insults, negativity, mean, depressing language

Use puns, dad jokes, corny, dated, bad taste or dumb jokes 

Close doors, ignore or denigrate any lifestyles/people

Be passive in desires, calm in presentation, downplay hype

Gently ask, pitifully beg, or pressure through guilt

* externalize
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BRAND VOCABULARY

community  /  communal
collaborative
partners
create/creative
inspir ing /  insp ired
personality
style
care  /  caring
thought /  thoughtful
curious
flexible
adaptable
open
brave
bigger
bolder
shift
augment

transform /  change
pioneering
empowering
uplifting
entertaining
unique
original
quality 
powerful
new
aspirational
transformational
values
express ion
possib il ity
project
story
idea

elusive
optimistic
protective
advocate
dare  /  daring
social
mental
physical
emotional
health/healthy
join
safe  space
lifestyle
identity
rebel  /  rebellious
liberate  /  l iberated
edgy
inclusive

* externalize
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EXAMPLES + EXERCISES

speak about the  below in 

your new tone of  voice

current  project  just  launched

you won an award for  a  project

new partnership  with car  brand
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DON’T DREAM IT

BE IT
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This TOV Guide outlines the verbal and psychological character of your 
brand’s messaging, creating a consistent and memorable ‘persona’ that your 
clients, co-workers, consumers, and peers can engage and interact with, as 
well as use as their own voice when speaking publicly on behalf of the brand. 

Your guide will prove useful as you create or complete the rest of your 
Foundational Creative Assets, such as your Identity System, Website, or Print 
Collateral – enabling informed creative decision-making and a cohesive voice 
throughout.


