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What is Messaging? Words: Messaging is what you write on your website and in proposals;  
the keywords you buy for Google Adwords; how you respond to 
questions in interviews; what your boilerplate says; what phrases you 
use when someone asks what you do; your bio; how staff members 
answer the phone and write emails; what your ads and marketing 
materials say.   

 
 Images: Messaging is the “look” of your marketing materials, offices, 

and staff (think about those terrific ads with Mac and PC). 
 
 Presence: Messaging is the way you express your brand through your 

actions (how you treat employees and clients) and the platforms you 
choose.  For example, placing an ad in a high-end magazine not only 
connects you with a particular audience, it sends a message about who 
you are.  The same is true for choosing channels such as blogs, video-
sharing sites, and other social media. 

 
How Do Messaging  
and Brand Relate? Messaging is the link from brand to content. 
 

 
Organizations invest in developing a brand identity.   
They map out everything from key attributes and 
competitive differentiators to color palettes and the 
use of the logo.  But often, they go directly from this 
step — the driving out of brand identity — into 
developing content for marketing materials. The 
result can be a costly disconnect with the brand and 
with the target audiences. 
 
 
For example, a large international corporation 
recently came to us with this problem: 
 

“We have a big budget and world-class brand guidelines.  We hire top 
creative talent.  Our marketing looks great. So why don’t our customers 
— and our own people — understand what is unique and valuable 
about what we offer?”   
 
In short, they were spending a fortune on materials that looked true to 
the brand, but made them sound just like their competitors.  Even worse, 
each of the organization’s three divisions was creating its own set of 
collateral describing the same services to the same audience simply 
because the divisions couldn’t agree on how to present the services.  
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The solution was to take a step back and bridge the messaging gap that 
existed between brand and content.  This was done quickly with a half-
day messaging workshop that gave the organization’s product managers 
and sales people a repeatable process for evaluating, improving and 
unifying the messaging used in collateral and in face-to-face 
communication as well. 
 

Why is messaging 
important?    

1.Time and Money: Vague, off-target and inconsistent messaging will 
waste your marketing investment – and impact. Instead of developing a 
suite of materials that create valuable synergies, you find yourself 
having to reinvent the wheel every time you create an ad, send a bio or 
make a presentation or proposal. 

 
2.Value of the Brand: the better you articulate the value of your brand, 

the better you can attract qualified clients, develop long-term 
relationships, enjoy higher margins, enjoy a higher success rate with 
new product offerings, and build company value. 

 
Take a look at these three ads for top U.S. business schools.  All three 
appeared in the same issue of BusinessWeek magazine, all within a few 
pages of each other.  Did the ad agencies use messaging that reflects the 
value of the brands? 
 
The first, for Harvard, is indeed consistent with the brand.  The 
messaging says that with a Harvard MBA you’re a leader – the crème de 
la crème – and a member of a prestigious, privileged and tightly 
networked “club.” 
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Internal Audi ences (staff, business units)  
Public Relations 
Community Outreach/Education 
Sales and Marketing 
Customer Relations 
Member/Franchisee Support 
Events 
Government Relations 
Fundraising/Development 
 

The second, for Georgetown, is also consistent with that school’s 
international brand.  The text connects the idea of studying in 
Washington – the capital of the world – with the value that graduates are 
positioned for global business.  And look at that photo!  That woman is 
focused.  She is literally a stand out. 
 
Third is the University of Virginia’s Darden School.  Uh oh. What’s the 
branding here?  This isn’t about leadership or standing out, the copy and 
graphic scream, “Be one of the pack.”  Team work, improving business 
processes, and delivering consistent performance are excellent value 
propositions for the companies for which MBAs may eventually work, 
but they are not top priorities for a person considering a school. 
 
Did messaging matter?  Since these ads ran in BusinessWeek, UVA has 
revamped its ad with messaging to reflect the value of a Darden MBA. 

 
3. Control of the Brand: What happens to the brand when a franchise has 

100 franchisees, an association has 50 members, and an organization has 
five divisions all representing the brand across different print, online and 
face-to-face platforms?  A large consulting firm, for example, 
discovered that three of its practice areas defined change management 
differently, leading to a disconnect in what clients expected and to a 
weakening of the brand’s positioning as offering clients a proven, 
consistent change management methodology.  Strong messaging helps 
maintain the integrity of the brand as it cascades down to the local level.  

 
 
 
 

 
 

4.Social Media:  You’re so visible in the Web 2.0 world! Sync your blog, 
website, LinkedIn listing and MySpace with your messaging and you 
can quickly gain exposure for yourself, services, and cause.  But if the 
messaging in these channels conflicts, you’ll disappear.  Or, worse, 
you’ll find yourself getting “flamed” on someone’s blog. It’s especially 
risky if what you’re saying in your marketing doesn’t match up with 
how you’re treating customers or what you’re telling investors. When 
team members know your messaging and use it consistently, there’s far 
less risk of inconsistency – and negative exposure. 

 
5.Competition: In their book Under the Radar, authors Kirshenbaum and 

Bond estimate we’re hit with 1500 advertising messages a day. Some 

 

CONSISTENT
MESSAGING 
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sources put the number at just 400, some say it’s upwards of 5,000 a 
day. Any way you do the tally, it’s a lot of chatter. Murky messaging 
just creates more noise. Strong messaging sets you apart from 
competitors so your audience can actually hear what you have to say.  

 
6.Search Engines: Zero in on the right keywords and use them 

consistently and your target audience can find you.  Paid search delivers 
higher ROI and you rise to the top of organic – free – search results.  

 
7.Public Relations: You can still send a press release to journalists and 

hope your story gets picked up. But you can also use everything from 
YouTube videos to blog postings to create buzz directly with your target 
audience.  This gives you greater control over your message. It also 
gives you more responsibility for creating messages that can stay intact 
as they’re forwarded and quoted throughout the “blogosphere.” 

 
8.Connection & Conversation: The Web has revolutionized marketing. 

With audiences able to zap, mute and skip advertising altogether, it’s no 
longer just about sales messaging.  Messaging is no longer limited to 
brochure headlines. You’ve got to use messaging in everything you do 
to develop relationships. And that means aligning messages – and the 
sequencing of those messages – for your specific audience. 

 
How to avoid 
messaging mistakes    Going directly from brand development to content development can be a 

costly mistake.  But even organizations that invest in messaging can find 
themselves making three additional mistakes. Here’s who to avoid them. 
 

Edit your messaging.  It’s “buffet mentality” – all that messaging is there, it’s a shame not put 
a little of everything on your plate. It’s like the Mom in the “Zits” 
cartoon teaching her teenage son to drive.  She knows a lot about driving 
… but her son may not be able to absorb all those messages all at once. 
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EXISTING MESSAGING: 
 
When you work with us, you engage a team of experts who have 
streamlined processes in a vast range of industries around the 
world. From the plant floor to top management, we have improved 
processes throughout every stage of the manufacturing cycle. 
And we can do the same for you. 
 
How? Through industry solutions that help you meet the critical 
need of integrating your factory from beginning to end, bridging 
islands of automation and carrying information throughout your 
plant—information that is essential to making better decisions and 
ultimately, increasing your profitability.  
                                                                    (92 words)  

NEW “CONNECTED”  MESSAGING: 
 
When our expert teams go to work in your factory— integrating 
processes and speeding information throughout your plant—we do 
more than automate every phase of your manufacturing cycle.  
 
From top management to plant floor supervisors, we give every one of 
your decision-makers greater power to improve bottom-line 
profitability. Just like we’ve done for hundreds of operations throughout 
your industry and around the world.       
      (63 words) 
 

You’ve seen brochures and websites that try to cram in too much 
messaging.  You can’t “hear” a thing.  Always edit yourself by zeroing 
in on what is relevant to a particular audience at a particular point in the 
sales, member services or customer relationship management cycle.  
 
The best messaging strategy is to “scaffold” people through messages 
and platforms a little at a time.  Your ad, for instance, presents your one 
most compelling message to a particular audience and then drives traffic 
to a Web page that presents the next three top-priority messages. And 
remember, what makes it a priority isn’t what matters to you, but what 
matters to your audience. 
 

Make connections.  What happens when you just plunk down messages without connecting 
them?  We came across this text from the Rockwell Automation website. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
That’s lots of messaging.  Buried in those 92 words there are some good 
attributes:  they’re experts, they’re global, they improve processes, they 
help you make better decisions.  But all that doesn’t sound very different 
from anyone else in the field, does it?  That’s because there are no 
connections between these “stand-alone” attributes.  Look what would 
happen if you started to connect those messages:  
 

 
At just 63 words, this text 
is one-third shorter. 
 
Plus, the “what we do” 
messaging  is connected 
to “why it matters” to 
the audience. 
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By connecting the messaging, you can paint a picture of what changes.  
Also, in this example, note that what moved the “what they’ve done for 
others” messaging to the end as a credibility punch rather than at the 
start.  This turns a “me” message into a “you” message – a benefit -- for 
the audience. 

 
Use the right flow. Know the right decision-making style for each of your audiences. 
 
 For example, attorneys and engineers like evidence and context.  They 

feel uncomfortable getting messages about taking action (call us, order 
now, etc.) before they understand the context and have good evidence 
about why taking action makes sense. CEOs, on the other hand, like to 
get “the point” first  -- like “buy this to save time” and then hear the 
evidence about how it will indeed save them time.  

 

  
 
 What does this mean for messaging?  It means not just having the right 

messages for a particular audience, but presenting those messages in the 
right sequence. For example, with engineers, when you present the 
“action” first, your message comes across as marketing hype.  Flip that 
same message and present the evidence first and they perceive you as 
unbiased, credible and valuable. 

 
Where does good 
messaging begin? Good messaging begins with these four steps: 
 

Bring all stakeholders together. Find out how employees, customers, 
competitors and executive leadership view the organization: what it 
does, how it’s different, etc. 
 
Take a 360º approach to messaging. Messaging should be aligned with 
the organization’s complete SWOT (strengths, weaknesses, 
opportunities, threats) analysis and prioritized for how each audience 
seeks to receive information (platform and decision-making style).  This 
takes messaging out of the context of just headlines and brochure copy 
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and makes it a strategic asset across all marketing functions and 
platforms, including face-to-face communications with both internal and 
external audiences. 
 
Integrate audience-specific messaging with consistent “big picture” 
messaging. Once the messaging is articulated for the overall 
organization, drill down into value propositions, messages, and the right 
platforms for specific audiences. Then, create a messaging strategy that 
maps out how to make all components consistent in tone with overall 
brand messaging. 
 
Translate messaging into a total “presence.” Educate and motivate 
staff to become ambassadors who live your brand in everything they do, 
from how they answer the phone, to how they dress, to what they write 
on blogs or say to prospects. 
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The EchoPoint Group specializes in giving franchises, associations and businesses the know 
how, tools and repeatable processes to develop best-in-class messaging, marketing systems, and 
collateral.  If you’d like to talk more about how to build strong messaging for your specific 
organization — or how to translate good messages into great marketing tactics and materials — 
just give the The EchoPoint Group a call at (571) 434-4080 or email us at 
info@echopointgroup.com 
 
 


