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Building Your External Messaging

Components of Effective Messaging:

• Insight — Knowing what your audience is listening for

• Focus — Articulating why they should listen to you

• Follow through — Putting the message in action
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The purpose of this document is to clearly define the ultimate objective in building your external market 
messaging — hitting the target in the first shot.  In addition, we discuss the component parts of the message, 
providing an intuitive procedure for companies to follow in the development and testing of their message.  For 
those who already have the essentials, remember that markets are highly dynamic and messaging can always be 
further examined, refined, and targeted to optimize return.

While the quote to the right references physicians, the perspective and desire for 
trustworthy and evidence-based messaging is not unlike your everyday buyer, 
influencer, end-user, or consumer.  There is only a limited amount of time in each day 
that humans have to attend to the numerous messages they receive.  From social 
media to social circles, our eyes and ears are inundated each day by messages, 
branded and otherwise, that receive varied levels of attention.  The key to effective 
messaging is knowing what will resonate... immediately.

So, as a marketing, advertising, PR, or product management professional, how do you 
ensure that your message engages your audience?  Through trusted sources and 
tested language.  Evaluation of your message, prior to setting it free in the 
marketplace, ensures that what you intend to be heard is actually said. Researching 
early  in the process saves unplanned costs later. .. New Coke, GAP, and many others 
come to mind here.

More than a tagline or positioning statement, messaging encompasses a comprehensive approach to ensuring that your audiences 
(assuming you have defined them), regardless of time and place, have access to your value proposition.  Whether they are requesting 
from you, or you are sending to them, the message should be highly engaging, focused on what is important to your target audience, 
and action-oriented. 

Key Objectives of Messaging

What they want: Trustworthy and evidence-based messaging

Examples of messaging that resonates:

• Subaru: Leveraging what people have been saying about their emotional tie to 
their car for years, Subaru has now intentionally, and by design, shaped the 
majority of their messaging around the customer’s “Love” for their car. 

“Subaru Love”

Keeping messaging dynamic and timely: 

• Accenture: The company defines themselves as high performance with 
uncompromising integrity.  Messaging, including imagery, endorsement and 
content can quickly wrap up the essence of who and what a company is. As 
history has underscored, however, messaging must be revisited and revised to 
ensure that it continues to be representative of the brand underpinning the 
offering. "Be a Tiger"... or an Elephant.

“Physicians selectively 
trust a variety of channels 
for ACTIONABLE, 
CREDIBLE, AND FAIR 
balanced information that is 
evidence-based in a format 
that is practical and can be 
used at the point of care.1

—Slavens, 2005
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Messaging Today: Who Gets It, Who needs it?

Access Granted: Your message must articulate a highly engaging value proposition

Examples of messaging that resonates:

• Subaru: Leveraging what people have been saying about their emotional tie to 
their car for years, Subaru has now intentionally, and by design, shaped the 
majority of their messaging around the customer’s “Love” for their car. 

“Subaru Love”

Keeping messaging dynamic and timely: 

• Accenture: The company defines themselves as high performance with 
uncompromising integrity.  Messaging, including imagery, endorsement and 
content can quickly wrap up the essence of who and what a company is. As 
history has underscored, however, messaging must be revisited and revised to 
ensure that it continues to be representative of the brand underpinning the 
offering. "Be a Tiger"... or an Elephant.

“The Internet is, above all 
else, a unique vehicle for 
FACILITATING AND 
ENHANCING THE 
PERFORMANCE of business 
infrastructure. It helps 
companies with strong and 
targeted value propositions 
DEVELOP MUCH RICHER 
DIALOGUE with their 
customers and, as a result, 
IMPROVE INNOVATIONS 
IN PRODUCTS and services 
to make the consumer 
experience even richer and 
more relevant.2

—Mott, 2007

”



Messaging:  What is it?

Company Messaging

If you do not have the luxury of working within a monopolistic market (and most of us don’t), you will need to be able to convey why 
buyers should consider your product or service.  Given the multitude of competing messages presented every day from across numerous 
industries, it is easy to see the value in creating an engaging and compelling message that not only reaches your target audience, but 
also resonates with them and causes action.
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If you haven’t considered or evaluated your message lately, here are 
some steps to consider: 

Steps:
1. Identify – uncover your existing messages.  Take a deep look at what you 

currently have from collateral to customer complaints; they all help tell the story.

2. Gather input – look to internal management through the various levels of your 
organization soliciting feedback on the existing message(s).

3. Analyze and Synthesize – identify the most salient and critical pieces of your 
message, and then create a succinct platform to build from.

4. Refine and Define – With a proposed message in hand, test for resonance 
internally and externally. Without knowing the voice (needs) of the marketplace, 
you could be aiming at the wrong target or sending the wrong message to the 
right target.

5. Rollout – Once vetted, it’s time to send to the marketplace.  Keep the message 
clear, targeted, and remember to adapt over the course of time.  When the 
message begins to fall on deaf ears, revisit steps 2-5.

“With so many 
(competitors) in our region 
competing for recognition, we 
must CREATE AND 
DEPLOY STRONG 
MESSAGES THAT HELP US 
STAND APART FROM THE 
PACK. By creating a message 
platform, you ensure that your 
company’s position is 
reinforced with every 
communication.3

—Hatch, 2005

”

Reaching your Audience & Focusing on the Outcome

Regardless of your industry or budget, messaging is about reaching your intended 
target audience both emotionally and intelligently, securing a lasting place in their 
mind.  Whether you are selling insurance, medical devices, SUVs, or online security, your 
strategically placed and lasting message is what ultimately leads to business success.  

Messaging: What does it mean for you?

Market Research Tip

By developing a full understanding of the various communication 
channels used by your buyer, and the drivers that move them to 
purchase or use a product or service, you can more effectively design 
your message to compel your audience to consider, try, and adopt 
your product or service.

“Ready or not, the world of 
insurance MARKETING HAS 
ENTERED CYBERSPACE. 
Since insurers began putting 
their marketing messages on 
the internet, a new world has 
opened up for the industry: 
one full of podcasts, email 
blasts, blogs, text messaging, 
and streaming video.4

—Cavanaugh, 2006
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Summary

Clearly, there is an art and science to Messaging.  You know your audience, but do you speak their language?  To effectively message 
and resonate with your customers, you need to create, test, revise, launch, then test some more.  Messaging evolves and changes with 
the times. It can drive business or alienate audiences. Rather than leaving your messaging to chance, find out how scientifically building 
your message will help you become the most artistic and cutting edge marketer possible.
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Messaging = Money with “Mayhem”

Effective Messaging: “Mayhem” Messaging Case Study (Allstate)
• Underlying message: Cut-rate insurance coverage may leave you in the cold
• Company performance: Prior to “Mayhem”, Allstate experienced ongoing 

quarter over quarter drop in revenue
• After 2 full quarters of “Mayhem” message, Allstate has experienced a 4.3% 

increase in sales to $7.9 Billion (BNET, January 2011)

Credit: YouTube 2010

“Messaging today is about 
GETTING A RESPONSE. 
When we think about direct 
response more broadly it 
allows us to expand what we 
can say to our consumer. We 
see what we do as 
'BRANDING A CALL
TO ACTION' communication.

—Haire, 2011
excerpt from interview with
Tim Van Hoof of State Farm 
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Baccus Research Group is a full-service qualitative marketing firm working with clients who need to evaluate messaging, positioning, 
product concepts and virtually any element that furthers your brand with your audiences. Based in the San Francisco Bay Area, but 
reaching global audiences, Baccus Research Group serves clients and partners from all  industries. They have been delivering the highest 
quality and most actionable market research insights available around town, and around the world, for more than 15 years.  

For more information on building and testing your Messaging, contact bmcdonald@baccusresearch.com
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