The 7 Top Donor Growth Archetypes
Every Organization Needs in 2026
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Jungian Archetypes are universal personality patterns, drawn from psychologist
Carl Jung’s theories, that represent core psychological motivations driving
: human behavior—like the “why” behind how people think, feel, and decide.
The Junglan EFramework Archetypes such as the Caregiver (driven to nurture and protect) or the Hero
(motivated to overcome challenges) are timeless symbols embedded in our
st g, collective unconscious.

They’re important because they reveal deep emotional triggers that
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Qf : : J"c@ demographics alone can’t capture, allowing you to create messaging that feels
personally resonant rather than generic.
When applied to donors, these archetypes help explain why someone gives: not

i CARg
H Gy
£R

&

-

o just because of income or age, but because the cause aligns with their
STRUCTURE  JOURNEY & fundamental identity and worldview. For example, a Caregiver donates to

protect the vulnerable, while a Sage gives to advance knowledge.
CoNNECT  Leave uskRarion o Understanding this shifts fundraising from transactional asks to meaningful
g e N connections, boosting retention and gift size.
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There are actually 12 core Jungian archetypes, but the seven in this
presentation are the most common in nonprofit giving. Your organization’s
unique mix may vary—the DonorSignal Audience Intelligence™ Blueprint is
designed to discover exactly which ones drive your growth. Please read on to
discover the motivations of the key archetypes in the giving ecosystem!
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1. The Caregiver
(Individual | 40-60% of most files, but often over-relied upon at 70-80%)
Wants to protect and nurture the vulnerable; alleviate suffering
Reads: Family testimonials, medical updates, local news sources
Typical gift: $50-$1,500 annually: prefers monthly recurring
Secret desire: “Help me provide immediate relief to families in crisis.”
Opening line that stops them mid-scroll:

“What if your gift could protect a child facing mitochondrial disease today?”

Turn-off: Inefficient spending or lack of family stories

Real-world example: St. Jude Children’s Research Hospital owns this archetype
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2. The Creator

(Individual | Usually <10% of file, but unlocks 5-15x creative amplification)
Wants self-expression and artistic development; bring ideas to life
Lives on: Instagram, creative podcasts, industry newsletters

\g Typical gift: $100-$1,000 annually: multiple arts causes

\ Secret desire: “Let me use my creativity to make real social change.”
Winning subject line:
“Transform your storytelling passion into life-saving medical impact!”

Turn-off: Bureaucratic or uncreative approaches

Real-world example: 92nd Street Y owns this archetype for literary creators
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3. The Sage

(Individual | 10-20% of file, high-value at $1K-$10K gifts)

Seeks truth and understanding; share wisdom through teaching

Reads: Research reports, thought leadership, strategic analyses

Typical gift: $1,000-$10,000 annually: fewer but larger commitments

Secret desire: “Show me innovative solutions to complex health problems.”
Line that melts them:

“Discover how literary arts can advance mitochondrial research breakthroughs.”
Turn-off: Superficial or non-evidence-based claims

Real-world example: TED owns this archetype for intellectual philanthropists
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4. The Hero

(Individual | 5-15% of file, campaign-responsive at $1K-$5K)

Proves worth through courageous action; overcome challenges

Follows: Achievement stories, leadership profiles, challenge campaigns

Typical gift: $1,000-$5,000 annually: goal-oriented

Secret desire: “Let me champion the fight against rare diseases.”

Magic invitation:

“Join the mission to defeat mitochondrial disease—your leadership can save lives.”
Turn-off: Vague goals without clear victories

Real-world example: American Red Cross owns this archetype for crisis responders

<7/ THE SMALL BIZ CMO

https://nonprofits.thesmallbizcom.com G



5. The Magician

(Individual | Rare at <5%, but high-impact at $2K-$15K+)

Transforms dreams into reality; make impossible possible

Reads: Innovation stories, transformation cases, visionary content
Typical gift: $2,000-$15,000 annually: unique models attract

Secret desire: “Help me turn creative expression into medical miracles.”
Line that wins the room:

“Imagine storytelling funding cures—join our transformational model.”
Turn-off: Traditional or non-innovative methods

Real-world example: XPRIZE owns this archetype for breakthrough funders
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6. The Innocent

(Individual | 15-25% of file, consistent at $50-$500 gifts)

Seeks happiness and goodness; live in better world

Reads: Uplifting stories, community good news, positive impacts

Typical gift: $50-$500 annually: clear positive focus

Secret desire: “Let me create hope for children through positive action.”
Line that closes them:

“Be part of something purely good—helping sick children through stories.”
Turn-off: Cynical or complex messaging

Real-world example: Make-A-Wish owns this archetype for hopeful givers
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7. The Everyman
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(Individual | 20-40% of file, local at $25-$300 gifts)

Belongs and connects; democratic access to opportunities

Follows: Local news, community groups, practical content

Typical gift: $25-$300 annually: community-driven

Secret desire: “Help me support my neighbors without anything fancy.”
Winning subject line:

“Join your community in helping local families—simple and real impact.”
Turn-off: Elite or exclusive positioning

Real-world example: United Way owns this archetype for community connectors
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The Trap You're
Probably In Right Now

Most nonprofits raise 80%+ of their revenue from just one or two archetypes — usually #1
(Caregiver) and #3 (Sage).

They feel reliable. They give steadily. They respond to updates.

But they plateau fast, as donor fatigue sets in and new segments go untapped.

Your next $500K—-$5M in sustainable growth lives in archetypes 2, 4, 5, 6, and 7.
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The Real-World
Example:

St. Jude’s “Possible
Starts With You”
Super Bowl Ad

Key Insight: This ad dominates Caregiver and Hero
(over 80% alignment), driving reliable revenue, but

scores lower on Creator, Innocent, and others—

mirroring the "trap" of over-reliance on 1-2 archetypes.

DonorSignal™ could reveal how to diversify for

untapped growth.

Even powerhouse organizations like St. Jude Children's Research Hospital, which masterfully "owns" the Caregiver archetype through heartfelt
stories of protecting vulnerable children, often rely heavily on just 1-2 core motivators—such as Caregiver and Hero. This drives reliable revenue
but can lead to plateaus as donor fatigue sets in and untapped segments remain overlooked.

By diversifying appeals to include more psychological motivators—like the Creator's drive for self-expression, the Sage's quest for innovative

solutions, or the Magician's vision for transformation—St. Jude could broaden its donor base, boost engagement across archetypes, and unlock
sustainable growth potential from these discounted segments.

Let's break down a real St. Jude :30 ad script to see this in action:
Script: "Possible Starts With You" (30-Second Spot)

"It all starts here. By uniting the world in passion, commitment, and care, we turn the impossible into possible. Celebrate every triumph: the last
day of chemo, one child's life being saved at St. Jude Children's Research Hospital. Because of you. You make the impossible possible for kids
everywhere. St. Jude: Possible starts with you. Become a monthly donor today."

Archetype Score (1-10) Rationale
Caregiver 9@ Strong emphasis on protecting vulnerable children ("one child's life being saved," "care") and alleviating suffering
9 through monthly giving—mirrors the deck's example of family-focused relief.

Creator 1@ Limited; hints at "uniting the world in passion" but lacks creative self-expression or artistic elements—no direct
appeal to bringing ideas to life.

Sage 60 Touches on wisdom via "turn the impossible into possible" with implied research breakthroughs, but superficial—
could strengthen with evidence-based claims like survival stats.

Hero 3@ Positions donors as champions overcoming challenges ("celebrate every triumph," "because of you") with clear
victories (e.g., last day of chemo)—goal-oriented and courageous.

Magician 7@ Core theme of transformation ("impossible into possible") and making dreams reality, but could amplify with more
visionary innovation stories.

Innocent 5@ Uplifting tone with hope and goodness ("triumph," "saved"), but not purely positive—includes undertones of
struggle without enough feel-good community focus.

Everyman 6 @ Appeals to belonging ("uniting the world," "because of you") and democratic access via affordable monthly

donations, but feels somewhat elite due to global scale.
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Your Next Step

Want to know—with confidence—

=» Which of these 7 you already own?

» Which 3-4 you may be missing completely?

=» And exactly what to say to pull them in starting next quarter?

The DonorSignal™ Blueprint will tell you your mix of archetypes in your current
donor file AND your IDEAL growth archetypes in roughly 4 weeks and hands
you the messaging framework that works.

No guesswork. Just growth you can see coming.
Curious? Book a free consultation — no pressure, just clarity.

=» Email us: info@thesmallbizcmo.com

You’ve just been handed the map.
The rest is up to you.

With gratitude,

The Small Biz CMO Team

Creators of DonorSignal Audience Intelligence™
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