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Brazen Beating Of
Our Own Drum 

Have you ever been put on the spot and asked to succinctly and, 

ever so persuasively, pitch your company and its’ wares in what is

commonly known as the elevator pitch? 

While a scenario like this can be a tad unsettling, it can also make

for some very confusing, not to mention very seldom compelling,

messages about your company. All it takes is 5 or 6 people spouting

off what they think your company does to send a myriad of mixed

messages into the marketplace.

What you need to do is undertake a Key
Messaging exercise. It will take some work,
a few bright, opinionated people and lots 
of thought. In the long run it will be a big
help to your people and (perhaps most
importantly) your marketing. 

In a nutshell, this is the process we use.

Step 1: Write Your Positioning

Statement. It’s not a vision or mission
statement, it’s a short paragraph that tells
people in plain language who you are, what
you do, who you do it for and what makes
you different. Stay away from cliches and
make sure it uniquely describes you. 

Step 2: Decide On Your Key

Messages. Pick two or three, (no more
than five) central messages that capture
your competitive advantages such as 
superior products, competitive pricing,
outstanding people or an acknowledged
position as an expert in your industry. 

Step 3: Make Your Messages Relevant

To Your Audiences. 

One of the ways we see companies getting
off track is when they develop messages
that may mean a lot inside the company,
but mean nothing to their audiences. You
may be real proud of the technical bells
and whistles of your product but your 
customers will care a lot more if you tell

them why your products will make a 
positive difference in their world. 

Step 4: Prove It. For each one of your
key messages, develop a minimum of two
points that prove to even the most skepti-
cal audience that you are not just blowing
hot air. If you say your products are superi-
or, point out quality differences, customer
endorsements or industry awards received. 

Step 5: Make It Punchy. For each 
of your key messages, develop a single 
sentence that captures the essence of 
that message. One of our clients was 
justifiably proud of their ability to act as a
true single source supplier. After proving
that they were a true single source (see
step 4 above), we came up with the catch
phrase, “One Company, Many Resources”. 

Key messages are by no means the only
thing you need to worry about in develop-
ing a complete marketing campaign, (we’ll
talk about other things to work on in
upcoming issues) but they are the best
place to start. Good luck and happy 
messaging.  
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