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How to Use These Templates

1

Pick one structure

Choose the template that best fits 
your client's communication 

challenge.

2

Fill placeholders

Replace every grey text box with your 
client's actual content.

3

Test the logic

Each proof point must directly support 
its pillar. Each pillar must support the 

roof.

4

Duplicate & iterate

Keep a blank master copy. Duplicate 
for each new client or project.
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Template 1  |  Classic Pillar House Best for: overall brand messaging, sales enablement, investor comms

C O R E  M E S S A G E  /  O V E R A R C H I N G  P R O M I S E

What is the single most important thing your audience must believe, feel, or remember? Write it here.

PILLAR 1

Core claim that supports your main message

Proof Point A

Fact, stat, or example

Proof Point B

Fact, stat, or example

Proof Point C

Fact, stat, or example

PILLAR 2

Core claim that supports your main message

Proof Point A

Fact, stat, or example

Proof Point B

Fact, stat, or example

Proof Point C

Fact, stat, or example

PILLAR 3

Core claim that supports your main message

Proof Point A

Fact, stat, or example

Proof Point B

Fact, stat, or example

Proof Point C

Fact, stat, or example

F O U N D A T I O N   |   B r a n d  P u r p o s e ,  V a l u e s  &  D i f f e r e n t i a t o r s

What you stand for and what makes you different from every alternative
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Template 2  |  Audience-Led House Best for: campaign messaging, product launches, B2B sales

P U R P O S E  &  P R O M I S E

What is the overarching reason this brand/product/campaign exists? What promise are you making?

AUDIENCE 1

BENEFIT

What value does this audience get?

PAIN POINT

What specific problem does this solve for them?

KEY MESSAGE

One sentence they must walk away believing

PROOF POINT

Evidence or reason to believe

AUDIENCE 2

BENEFIT

What value does this audience get?

PAIN POINT

What specific problem does this solve for them?

KEY MESSAGE

One sentence they must walk away believing

PROOF POINT

Evidence or reason to believe

AUDIENCE 3

BENEFIT

What value does this audience get?

PAIN POINT

What specific problem does this solve for them?

KEY MESSAGE

One sentence they must walk away believing

PROOF POINT

Evidence or reason to believe

KEY WORDS & PHRASES TO USE

List key words and phrases to use consistently

WORDS & PHRASES TO AVOID

What NOT to say in communications
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Template 3  |  Belief-Challenge-Model-Results House Best for: thought leadership, PR, investor decks, brand narrative

B R A N D  V I S I O N  /  U M B R E L L A  M E S S A G E

The single overarching narrative: what your brand believes, who it's for, and the world it's building

KEY MESSAGE: BELIEF

What fundamental truth or conviction drives this 
brand?

PROOF POINT 1

Fact, case study, stat, or story

PROOF POINT 2

Fact, case study, stat, or story

PROOF POINT 3

Fact, case study, stat, or story

KEY MESSAGE: CHALLENGE

What problem or gap in the market makes this 
brand necessary?

PROOF POINT 1

Fact, case study, stat, or story

PROOF POINT 2

Fact, case study, stat, or story

PROOF POINT 3

Fact, case study, stat, or story

KEY MESSAGE: MODEL

What is the approach, method, or product that 
solves the challenge?

PROOF POINT 1

Fact, case study, stat, or story

PROOF POINT 2

Fact, case study, stat, or story

PROOF POINT 3

Fact, case study, stat, or story

KEY MESSAGE: RESULTS

What outcomes, proof, or transformation does this 
brand deliver?

PROOF POINT 1

Fact, case study, stat, or story

PROOF POINT 2

Fact, case study, stat, or story

PROOF POINT 3

Fact, case study, stat, or story

C O N T E X T  &  C R E D I B I L I T Y Why this brand / who is behind it / what makes it credible to say all of the above
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Template 4  |  My favourite brand message house with Coca-Cola’s example





Claim your spot now

Claim your spot now

Claim your spot now

Claim your spot now

https://csomaajna.com/brand-storytelling-masterclass/
https://csomaajna.com/brand-personality-and-brand-voice-masterclass/






LinkedIn | Website | Newsletter

https://www.linkedin.com/in/csomaajna
https://csomaajna.com/
https://csomaajna.com/contact/
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