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House

3 Fillable Templates for Brand Messaging

csomaajna.com | Brand Consultancy Templates

Open Happiness — Coca-Cola connects people to moments

PILLAR 1: EMOTIONAL CONNECTION

CORE MESSAGE

Coca-Cola is a universal symbol of happiness and
togetherness.

PAIN POINT ADDRESSED

conn

PROOF POINTS

B "Share a Coke™ campaign boosled global sales in B0+
countries

. Holiday "Holidays Are Coming' ads run for 40+ years — a
cultural institution

. Ranked #1 most emotionally connected global brand (MBLM
2023)

DIFFERENTIATORS: Secret formula legacy - Red & white iconography - 135+ year heritage - Contour bottle design KEY
L

- Global scale with local intimacy

@ Branding with Al

ted, digital-first world, people crave authentic human

COCA-COLA

UMBRELLA MESSAGE

PILLAR 2: ICONIC TASTE & QUALITY

CORE MESSAGE

The Original. The Real Thing. Nothing else tastes like
Coca-Cola.

PAIN POINT ADDRESSED

> a saturat

PROOF POINTS

Secrel formula unchanged since 1888 — mystery drives brand
mystique

200+ countries served; the #1 selling soft drink globally

"Mew Coke" 1985 failure proved irreplaceable emotional bond
with original fermula

WORDS

appiness - Re

orale - G

Hi

al

Refreshment - Togetherness - Optimism - Original - Timeless AVOID.

of joy, refreshment, and optimism.

PILLAR 3: CULTURAL RELEVANCE

CORE MESSAGE
Coca-Cola doesn't follow culture — it defines it.

PAIN POINT ADDRESSED

nd s and

PROOF POINTS

. Co-created the modern image of Santa Claus in 1931 Haddon
Sundblom ads

. Official sponsor of FIFA World Cup, Olympies, and Super Bowl
for decades

4 "Real Magic” platform embraces digital culture, gaming, and

Gen Z identity




How to Use These Templates

Pick one structure

Choose the template that best fits
your client's communication
challenge.

Fill placeholders

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

Test the logic

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

Duplicate & iterate

Keep a blank master copy. Duplicate
for each new client or project.

csomaajna.com




Template 1 | Classic Pillar House Best for: overall brand messaging, sales enablement, investor comms

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

PILLAR 1 PILLAR 3
Core claim that supports your main message Core claim that supports your main message Core claim that supports your main message

Proof Point A Proof Point A

Fact, stat, or example Fact, stat, or example Fact, stat, or example
Proof Point B Proof Point B

Fact, stat, or example Fact, stat, or example Fact, stat, or example
Proof Point C Proof Point C

Fact, stat, or example Fact, stat, or example Fact, stat, or example

FOUNDATION | Brand Purpose, Values & Differentiators

What you stand for and what makes you different from every alternative




Best for: campaign messaging, product launches, B2B sales

PURPOSE & PROMISE

WORDS & PHRASES TO AVOID



Template 3 | Belief-Challenge-Model-Results House Best for: thought leadership, PR, investor decks, brand narrative

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

KEY MESSAGE: BELIEF KEY MESSAGE: MODEL KEY MESSAGE: RESULTS

What fundamental truth or conviction drives this What problem or gap in the market makes this What is the approach, method, or product that What outcomes, proof, or transformation does this
brand? brand necessary? solves the challenge? brand deliver?

PROOF POINT 1 PROOF POINT 1 PROOF POINT 1
Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story

PROOF POINT 2 PROOF POINT 2 PROOF POINT 2
Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story

PROOF POINT 3 PROOF POINT 3 PROOF POINT 3
Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story Fact, case study, stat, or story

Why this brand / who is behind it / what makes it credible to say all of the above




COCA-COLA

UMBRELLA MESSAGE

Open Happiness — Coca-Cola connects people to moments of joy, refreshment, and optimism.

PILLAR 1: EMOTIONAL CONNECTION PILLAR 2: ICONIC TASTE & QUALITY PILLAR 3: CULTURAL RELEVAMNCE
CORE MESSAGE CORE MESSAGE CORE MESSAGE
Coca-Cola is a universal symbol of happiness and The Original. The Real Thing. Nothing else tastes like = : 2 . - :
) Y f happines . g g g Coca-Cola doesn't follow culture — it defines it.
togetherness, Coca-Cola,
PAIN POINT ADDRESSED PAIN POINT ADDRESSED PAIN POINT ADDRESSED
n a fragmented, digital-first world, people crave authentic humar onsumers face a saturated beverage market with endless Brands str levant across generations and
connection. alternatives geographies.
PROOF POINTS PROOF POINTS PROOF POINTS
. "Share a Coke™ campaign boosted global sales in 80+ o Secrel formula unchanged since 1886 — mystery drives brand . Co-crealed the modem image of Santa Claus in 1931 Haddon
countries mystique Sundblom ads
. Holiday ‘Holidays Are Coming® ads run for 40+ years — a = 200+ countries served; the #1 selling soft dink globally . Official sponsor of FIFA Wordd Cup, Olympics, and Super Bowl
cultural institution L] "Mew Coke” 1985 failure proved ireplaceable emotional bond for decades
. Ranked #1 most emotionally cennected global brand (MBLM with original formula . "Real Magic” platform embraces digital culture, gaming, and
2023) Gen 2 identity

make a diffi 5: Leadership tiom, Ir ty, Accountability, f aft brands and dninks peo

DIFFERENTIATORS: Secret formula legacy - Red & white iconography - 135+ year heritage - Contour bottle design KEY WORDS: Happiness - Real - Refreshment - Togethemess - Optimism - Original + Timeless AVOID: Artificial
* Global scale with local intimacy Unhealthy - Corporale - Generic

@ Branding with Al



Al Powered Brand Personality
and Brand Voice Masterclass

Brand Storytelling Mastery -

Al Brand Storyteller Inside

Buiding Extraordinary Brands With Al

Al SEARCH OPTIMIZATION

esses build strong brands

STRATEGIC BRAND BUILDING
THAT HELPS YOUR BUSINESS
TAKE A BIGGER BITE OUT OF
THE MARKET

| work directly with selected businesses
on brand strategy and implementation.
Whether you're rebranding, building
consistency, or creating a brand from
scratch, | bring the strategic thinking and

practical execution to make it happen.

Fill Pre-Screening Form !




Brand Personality and Brand

Voice Masterclass

Building Extraordinary Brands With Al
Exclusive Al Brand Manager Tool is inside!

AL Ty

Claim your spot now
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Brand Storytelling Mastery

Building Extraordinary Brands With Al
, Free Al Brand Storyteller Assistant Tool is inside

=
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“I did not realise that you could build a
full brand personality using Al. | would
recommend this course to all marketers
out there. All lessons were engaging and
packed with videos. You will work away
knowing how to build a BRAND people fall
in love with.”

" Be I MYREOmHD~

Salma Bhurtun
#4CIC BA MBA, Segsoned Moarketing Professional

WHEN YOUR STORY CLICKS,

EVERYTHING |

.......

Claim your spot now


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

6-QUESTION
ASSESSMENT

Ajna | csomaajna.com

@ Branding with Al
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Brand and Marketing Audit
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Brand Services

Ajna | csomaa jna.com

@ Branding with Al

SCAN ME!

[EF+E)

SCAN ME!
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NK YOU!

ake a bigger bite out of your market!

esentation with a friend @

LinkedIln | Website | Newsletter


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