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MESSAGING BLUEPRINT 

Messaging is a critical element in the marketing tool box and 

represents a great opportunity to reach new customers or re-

engage existing customers. Unfortunately, messaging is also one 

of the riskiest and inefficient processes in marketing today: Too 

often, final messaging to customers ends up being not “on 

strategy” or, worse, far off the strategy.

In our experience, the reason for this lies in the gap between 

strategy and execution. More specifically, the gap between brand 

strategy and creative development.  

There are two major reasons. First, brand 

strategies tend to be big-picture and conceptual 

(see adjacent example). Messaging, on the other 

hand, needs to be detailed and specific with 

proper proof points. It is not easy to jump from 

one to the other without suffering “lost in 

translation”. 

The second reason lies in differences between the types of people 

involved in strategy development versus those responsible for 

messaging development. At the risk of being overly simplistic, the 

former tend to be left-brain, analytically-oriented people, while the 

latter tend to be right-brain creative types. 

So, how do you bridge the strategy messaging gap?  

We have found that the best means to ensure that messages are 

consistent with the brand strategy requires developing what we 

call a “messaging blueprint”. The messaging blueprint is a 

document created by the same team that developed the brand 

strategy. But unlike the high-level brand strategy, the messaging 

blueprint details the structure, content and tonality for message 

development.
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Brand Position

Pharma & healthcare companies 

the ÒotherÓ agency 

empowers you to build your brand

leveraging medical news & information 
to enhance your brand and inform your 
most important customers

To:
 
we are: 

that:

by:
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This blueprint represents a guide that the creative practitioner 

can use to develop messages that are on strategy.

Messaging Blueprint Components 

The messaging blueprint is organized by all key audiences and 

addresses the messaging needs of each. Keep in mind that a 

given audience may have multiple message constructs, 

depending on the number of unique opportunities for that 

audience. Each messaging construct consists of three core 

elements: 

1. Message Structur e. The message structure is a summary of 

the message construct. It identifies the primary and secondary 

ideas. It also defines the type of the message (e.g., testimonial, 

problem-solution or analogy), the tonality of the message (e.g., 

objective, authoritative or fun/entertaining, etc) and the source of 

the support points. Going back to our example of the information 

services company, here is the messaging structure for one of the 

message constructs:
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messaging blueprint

message 1 to marketers: message structure

primary message(s)

secondary message(s)

support

style

new & different approach

established tools
custom solutions

pharma industry research
company ROI & survey day

problem-solution
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2. Message Content. The message content is comprehensive 

but unrefined and notes the problem or business issue (stated in 

terms of the target audience, potential solutions, and the method  

in which the message should be delivered. It represents the ideal 

starting point for true creative message development.

3. Message Support. This section details the different elements 

that can be used as proof points in final message development. 

Message support includes, but is not limited to, things like data 

and statistics, charts, process descriptions, quality control 

measures, customer quotes, expert testimonials, market success 

measures and a long list of other potential items. What is 

appropriate to a given message construct depends most on the 

target audience, the sector and the primary/secondary 

messages. Going back to our example earlier, shown below is an 

example of a message construct:

messaging blueprint

message 1 to marketers: message content

problem

solution

method

is direct marketing of your brand having less and less impact 
on your core physicians?

Are they becoming apathetic, cynical and immune to your 
messages?

is the ROI for your ads and other promotional activities actually 
declining in real dollars?

There is an alternative--a different way to promote your brand

A way that builds the relationship between your brand and 
your target physicians

A way that is acceptable to physicians and makes them look 
good

A way that is proven effective

Company develops the highest quality, unbiased medical 
content that physicians crave, but rarely receive from pharma 
companies

For each client, we develop customized solutions  involving our 
proven information tools to enhance the reputation of your 
brand
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The purpose of messaging (and marketing communications in general) 

is to help make the strategy successful. Developing a messaging 

blueprint will bridge the gap between strategy and execution and ensure 

clarity, define priorities, and identify best methods through which to 

communicate your brand.

It will prevent you from creating ineffectual or even embarrassing 

communications, it will provide you with a guide for evaluating whether 

messaging is “on strategy” and it will lower the costs for developing 

messaging by minimizing the need to test and refine proposed 

messages.

messaging blueprint

message 1 to marketers: message support

problem

solution

ÒDoubling the size of the pharma sales force in recent years 
has netted only a 10% increase in audited detailsÓ (source: 
Medical Marketing & Media, Nov 2001, p. 58)

ÒStudies suggest that promotional activities to physicians 
actually increase physician price sensitivityÓ (source: Pharma 
Executive, Feb 2002, p. 74)

¥ 4x ROI over 6 mo

¥ avg share gain of 1.8%

¥ 44% more rep access
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