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It’s a simple fact. When your customers are presented with unclear, inconsistent or

muddled marketing messages, they instinctively say “no,” and move on. 

However, creating consistent selling statements throughout your marketing materials

can be difficult. Especially when you’re under the gun to produce a sales letter by the

end of the day and an e-blast campaign by the end of the week—not to mention a

new landing page that’s due ASAP. 

Does this scenario sound familiar? Well, I have a secret weapon that assures your 

marketing materials have consistent and strategically sound marketing messages. 

The solution is a comprehensive Core Message Platform that includes a series of

strong, benefit-driven selling statements about your product. 

It’s been said that every battle is won before it’s fought. This holds true in marketing 

as much as it does sports or any other competitive endeavor. What this point clearly

speaks to is planning, because failing to plan is planning to fail. 

This has never been truer than it is in today’s highly-competitive business markets.

When all your marketing claims have to be accurate and substantiated with facts, 

having a Core Message Platform from which to create your persuasive marketing 

content is a must. 

In fact, a Core Message Platform should be the first marketing communication piece

you write for your products and services. 

You can then use your completed platform as a springboard for writing a wide range 

of high-impact materials that have a consistent tone and message throughout your 

traditional, digital and social media campaigns.
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This is a much more effective strategy than writing 

marketing materials one at a time on a 

“make-it-up-as-you-go” basis. 

Ready to put this secret weapon to work for you? 

I’ll teach you how and include multiple examples 

and tips that will immediately help you jumpstart 

your own Core Message Platform. So, let’s get started! 

What is a Core Message Platform?

A Core Message Platform is a comprehensive document that contains all relevant 

marketing and selling statements about your product or service. Its purpose is to 

serve as the “master message document” from which you can spin off all your essential

marketing pieces. 

You can be very flexible with how your Core Message Platform is organized. 

However, the ones I’ve written are typically divided into the following sections:

      •    Product tagline

      •    Description of your specific target market

      •    Explanation of the value provided by your product or service

      •    Description of how your product works

      •    A complete list of market research facts and figures

      •    Unique selling proposition statement

      •    Emotional selling proposition statement

      •    Product positioning statement

      •    Testimonials from product champions

      •    Core message benefit statements

      •    Core message benefit statements designed to overcome anticipated 

            product objections

Let’s take a more in-depth look at several of these sections. 

Product tagline

A great way to kick-start your Core Message Platform is to create a memorable tagline

that customers immediately link to your product. The key to writing winning taglines is

to keep them short and simple while stating or implying a product benefit. 
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Here is a tagline I wrote for a product made by BioCare Systems called LumiWave. 

LumiWave uses the benefits of infrared light and heat to rejuvenate damaged cells 

and reduce body pain.

      LumiWave™

      Pain Relief. The Light Way. 

Here’s a second example of a tagline I created for a Transworld Technologies.

Transworld helps oil companies utilize an environmentally safe biological process 

to extend the life of a well during secondary oil recovery.

      Transworld Technologies

      More Recovery through Safe Science

These taglines succeed in their mission of creating a positive product image because

they’re short, simple, easy to remember, and they communicate a benefit. 

Repetition builds reputation, so creating a benefit-driven tagline is a great way to 

ensure your product name is always associated with a clear, concise selling message. 

Here are a few well-known consumer taglines that followed this same simple formula:

      You’re in Good Hands with Allstate

      Things Go Better With Coke

      Get Met. It Pays.

Description of your specific target market

Creating a thorough description of your target audiences is an essential element in

building a Core Message Platform. The reason is because your audience may not be 

as obvious as it appears to be.

For example, when writing marketing materials for medical

devices, you might think the people making the buying 

decision are the physicians and surgeons who will use the

device. In many cases this is true. However, depending on

the device you’re selling, those making the buying decision

may be:

• Physicians or surgeons

• Nurses

• Office managers

• Group purchasing agents
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If a company markets multiple medical devices, their research may determine that sales

copy for one device should be targeted to surgeons, while sales copy for another device

must appeal to group purchasing agents—even though surgeons will ultimately use the

product.

If you’re targeting urologists, for example, you’ll need to know that a large majority 

of them are men. If you’re targeting nephrologists, you’ll want to consider that many 

of them are attracted to sales copy that showcase statistical proof, and less attracted 

to copy that centers on features and benefits. 

The primary takeaway here is that when you write a description of your target 

audience, look beyond the obvious and dig deep to get a clear picture of who really 

influences or makes the buying decision. You’ll then want to write the rest of your 

Core Message Platform accordingly.

The value provided by your product or service

When you really boil it down, every product exists to solve a problem or to meet a need

of some kind. 

Too often, business marketers make the mistake of thinking the problem their product

solves is so obvious, they fail to mention it in their marketing materials. Don’t let this

happen. You know what problem your product solves or what need it meets because

you live with it every day. Your customers don’t. 

So make sure your Core Message Platform

includes a clear, dynamic explanation of the 

specific problem your product solves because

you’ll want to use it in your marketing materials. 

Next, take this one step further and describe

how your product or service adds value to the

life of those who purchase it. Whether you’re

writing business-to-business (B2B) sales copy or

business-to-consumer (B2C) sales copy you’re always writing business to people (B2P).

Think about your product or service and describe how it adds value to your prospects’

lives. You can do this by answering the following questions:

How does my product, service or book: 

      •    Help prospects complete tasks quicker and easier?

      •    Make prospects enjoy their work day more?

      •    Make my customers feel more fulfilled?
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      •    Give prospects one less thing to worry about at night?

      •    Address significant pain points common to my customers?

      •    Reduce the stress level of my prospects?

      •    Satisfy a curiosity of some kind?

      •    Quench a need to achieve a specific emotional state?

By addressing these questions your sales copy will be more about your prospects and a

little less about you. In today’s business world, you must demonstrate that you have a

clear understanding of the pain points that keep your prospects up at night.

When you show some empathy and establish that you’re in touch with the real-world

problems your prospects face every day—you’re in a much stronger position to tout

your product or service as a solution. 

How your product works

To avoid confusion, your Core Message Platform must have a consistent explanation of

how your product works. If your customers read your website, e-blasts, brochure and

social media posts and see four different descriptions of how your product works,

you’re in trouble. 

So come up with one good explanation that’s easy to follow, and use it throughout your

campaign. Here’s a “how-it-works” description I wrote for a fictitious water therapy

program called, The WaterRich Excel System.

The WaterRich Excel System

Facilitates More Effective Water Therapy Treatments

Meet specific patient needs with a progressive system that offers a single solution for

your various aqua therapies. The WaterRich Excel System gives you the flexibility

needed to expand your possibilities for advanced water therapy programs. 

Our industry-leading Water-K software enables you to create protocols that match 

individual patient requirements.

      •    Provides easy-to-handle and effective therapy management

      •    Delivers precise, specific treatments for patients of all ages

      •    Enables the safe monitoring and treatment of children

In addition, the WaterRich Excel System includes a highly-intuitive user interface and 

ergonomic handling for greater ease of use. Its well-balanced components make 

therapies easier to perform, which enhances patient safety. 

6



© Copyright 2016 Casey Demchak

You can format your product description differently to fit the marketing piece you’re

creating. However, the verbiage you use to describe how your product works should 

always be consistent.

Plus, notice how the copy in this example focuses on benefits—not just features. 

This simple formula can be applied with equal effectiveness to products and services.

Market research facts and figures

When writing marketing materials for products and services, being able to substantiate

your benefit claims with cold, hard facts can be very powerful. 

Your Core Message Platform is the ideal place to list all the key market stats, facts 

and figures you need to support the great things you want to say about your product.

Your list should include, at a minimum:

•    Key statistics from any tests or trials

•    Results from studies conducted by respected business organizations

•    Patient satisfaction ratings

•    Focus group conclusions and findings

In a nutshell, this section should include all the stats and background information that

pertains to any benefit claims you’ll want to make in your marketing materials. You’ll 

always want to have this information at your fingertips, so you can produce materials

based on honest and accurate information. 

Unique selling proposition (USP)

Now you can stretch out and begin to have a little fun with your Core Message 

Platform. You’ve assembled some of the more straightforward information about 

your product, and now it’s time to get a little creative and discover your unique selling

proposition (USP). 
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A USP is the primary competitive benefit your product has that sets it apart from 

the competition. Here is an example of a unique selling proposition statement for a

company I mentioned in my tagline examples, Transworld. 

     Produce More Oil in a Way that is Safe, Sound and Cost Effective

     We manage implementation and pay for the entire service

     Your upfront cost is zero

Through field-proven biological processes, Transworld uses enhanced hydrocarbon 

technologies to extend your secondary recovery phase and produce more oil—and 

more revenue.

Our patented science delays the decisions and expensive infrastructure costs associated

with tertiary recovery options, such as CO2 floods. In fact, it can delay these decisions

for several years.

By infusing nutrients into your existing wells, we activate in-situ native microbes that

stimulate further secondary oil production. And, it’s a clean biological process that 

can be repeated without any environmental concerns. 

Through our straightforward implementation process we:

      •    Analyze a field’s water and oil chemistry

      •    Determine the presence and nature of microbes

      •    Design a nutrient mix that fits the microbial environment

      •    Install self-contained injection facilities

      •    Perform continuous nutrient injections

      •    Monitor the complete environment for 1 or more years

Plus, the operational impact on your current infrastructure is minimal. All our 

equipment is non-invasive, highly mobile and self-contained. 

And, the entire implementation process requires zero upfront costs on your end.

Transworld only charges a fee based on the increased oil recovery you achieve 

through our proven technologies. 

All costs associated with field analysis and implementation 

are paid for by Transworld.
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Emotional selling proposition (ESP)

The next section of your Core Message 

Platform should summarize your emotional

selling proposition (ESP). An ESP centers on

the emotional satisfaction your product or

service provides end users. 

Engaging people on an emotional level is

the best way to grab their attention and 

motivate them to act, so be sure you write

multiple statements about the emotional

benefits your product provides. 

For example, as an independent copywriter I write sales materials that help persuade

prospects, generate leads and sell more products. 

In terms of emotional benefits, I do so much more for my clients. I am also:

      •    Lightening their load and making their work day easier

      •    Giving them one less thing to worry about

      •    Providing them with assurance that their copy deadlines will be met

      •    Freeing up their time for other tasks they may enjoy more

Capture the emotional benefits of your product or service and put them into words.

Every product or service has emotional benefits that are important to your prospects,

so make sure they’re never overlooked when creating your Core Message Platform. 

Here is an example of an emotional selling proposition statement I wrote for an office

supply company called, COT (Actual company has been changed for this example)

Call COT and Speak with an Actual Live Person. Really!

COT Corporate has formed an array of strategic alliances with many successful 

companies. But ultimately, we work with people. 

That’s why we bring a lot of passion to our work and deliver the best possible 

customer service. 

When you speak with COT Corporate, you speak with people who are experts in their

field. But more important, you speak with experts you can trust. Because they truly 

care about your needs. 
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COT Corporate offers its clients a large package of services. But we do it with the feel 

of a small company. 

In fact, when you call COT Corporate—a person actually answers the phone. A person

who cares about your needs, your pressures, and the expectations you have when you

call us. 

And it’s our mission to live up those expectations. Every single day. 

Product positioning statement

Product positioning centers on creating a perception in the minds of your customers

about what your product represents. 

Before you write your promotional materials, describe in your Core Message Platform

how you want your target market to perceive your product—and then write your 

marketing copy using a style and tone that supports your objectives.

For example, do you want your audience to think of your product as the high-quality,

low-cost alternative to the top brand in the market? Do you want them to think of it as

the high-cost, premium product that has no peer? Perhaps you want it to be perceived

as the innovative, mid-priced product that is targeted toward white-collar baby

boomers.

Making such a distinction will have a lot to do with the tone and style you choose to

create for your marketing copy. Pay close attention to marketing campaigns for beer

brands and cars. 

The people who create them are masters at positioning their products. Think about it –

have you ever seen an ad for Budweiser Beer where the guys in the commercial are

wearing suits? 

Here are other examples. If you’re selling educational DVDs to private school systems,

you may choose a copy tone that is nurturing, sophisticated and soothing. If you’re 

selling discount parts and accessories to automotive garages, you may choose a tone

that is straightforward, simple and blue collar in its word usage and messaging. 

If you’re marketing a self-help book that is intended to help people discover their true

life purpose—you may want to be nurturing, inspiring and authoritative. 

Again, positioning is all about establishing an identity for your product that will shape

how prospects perceive it. Decide how you want your product to be thought of by 

your target market, and then write all your marketing materials in a style and tone 

that firmly establishes this identity. 
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Testimonials

Testimonials can greatly increase a product’s credibility when they come from 

respected industry experts. Renowned consultants and market leaders making strong

statements in favor of your product will do more to influence the opinion of their peers

than statements made by your company.

Several years ago I wrote the marketing materials for an intraocular lens called, 

MemoryLens®. At a panel discussion about the product, I was able to interview 

Dr. Thomas Neuhann of Germany, who is highly regarded as an international cataract

and refractive surgery pioneer. 

During our discussion I collected some raw thoughts from him that captured his 

feelings about MemoryLens®. After giving his raw words some polish, he agreed to 

sign off on the following testimonial:

      “MemoryLens is my lens of choice. I’ve implanted over 1,000 of them and the 

      quickest way to say how I feel about MemoryLens is to say it’s the lens I would 

      have put in my own eye.”

      —Prof. Dr. Thomas Neuhann

This quote, among others, from one of the most respected cataract surgeons in the

world was pure gold for our marketing campaign. So you always want to have a section

in your Core Message Platform for peer-level testimonials from industry heavyweights. 

Here is another tip. Always keep your testimonials brief. Two to three lines is fine. One

line that packs a lot of punch with a positive and definitive statement is ideal.

All too often I see clients get real excited about a testimonial that is eight, ten or 12

lines long. The problem is nobody’s going to read a testimonial that’s really long—espe-

cially on a web page. 

If someone does provide you with a long testimonial, break it down to three or four

short ones. Remember, the shorter a testimonial the more likely it is to be read. 

Core message selling statements

The next step in developing a Core Message Platform is to create several selling 

statements about your product’s primary benefits. In this section I typically include

benefit statements that are secondary to  a product’s Unique Selling Proposition

statement. 

11



© Copyright 2016 Casey Demchak

Remember, benefits are the “yeah, so-what’s-in-it-for-me” aspect of your product, 

and it’s what your customers care about the most. 

Before you write your selling statements, you’ll want to consider the previous sections

you’ve created in your Core Message Platform that pertain to:

      •    Who your target audience is

      •    The human value provided by your product

      •    How you want to position your product

      •    Your unique selling proposition

      •    Your emotional selling proposition

What you’ve written in these sections will make it easier for you to shape the tone and

style of your core message selling statements. 

The following examples of core message benefit statements were written by me for 

various types of products. 

Medical

      Axis™ Hydrates Quickly

      Axis dermis hydrates up to 20 minutes quicker than other implants. This saves 

      you operating room time. And it gives you the flexibility to make intraoperative 

      size decisions—without having to hydrate several implants before surgery. 

      How long did it take your last implant to hydrate?

Software

      CynoCast runs from your own web site

      CynoCast gives you the ability to instantly start and run presentations from your 

      own web site. Whenever you want, from wherever you like.

      You don’t have to schedule times or send out emails because no one has to 

      login or register. Punching in cryptic passwords is a thing of the past. 

      Wish you didn’t have to sign contracts and pay fees to use online meeting sites? 

      Now you don’t. CynoCast makes your web site your low cost online meeting site. 

Book

      Create a Workplace that Co-Workers and Customers Absolutely Love!

      In their innovative and heartfelt new book, ENGAGE!, Karin and Sergio Volo 

      introduce you to revolutionary and uplifting business secrets that make much 

      greater productivity, engagement and profits your new “business as usual.”
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      Through extensive research and interviews, you’ll gain tremendous insights 

      from 30 of today’s leading companies that are attracting massive success 

      and completely revolutionizing business success models.

      Now, take a closer look at the benefit statements in the examples I just shared. 

      In each I relate the product benefit to the product user. Even if you only do this

      in a subtle way, it communicates direct human value to those who use your 

      product.

      Here is another example of this technique. Both of the following statements 

      communicate a product benefit, but the second is more effective because it 

      also makes a personal value statement.

#1 Pretty good

      Johnson’s skin care lotion uses an innovative formula that soothes your skin 

      and reduces age spots.

#2 Better, More Personalized

      Johnson’s skin care lotion uses an innovative formula that soothes your skin 

      and reduces age spots, so you’ll feel more vibrant and youthful.

Core message benefit statements that overcome anticipated product objections

Lastly, create a special section in your Core Message Platform that addresses potential

objections to your product. 

In this section of your platform, you have to be very honest. Make a list of potential

prospect objections to your product, and then create strategic core message 

statements that are designed to overcome these objections.

The goal here is to anticipate what competitors and prospects will point to as 

weaknesses in your product or service. Be honest and proactive and create strong,

compelling messages that clearly spell out the hidden benefits within these perceived

weaknesses. 

There you have it. The nuts and bolts of how to create a strong Core Message 

Platform. Imagine the power you’ll have in your hands when you develop a thorough

Core Message Platform for all of your products and services. 

Suddenly, creating consistent selling statements throughout your marketing campaign

will be much less difficult. And when you’re under the gun to produce a sales letter by

the end of the week and an auto-responder campaign by the end of the month—not to

mention a string of social media posts that are due ASAP—the task will be much less

daunting.
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Plus, you’re now assured of having strong,

consistent benefit selling statements about

your product throughout your marketing

campaign. This greatly increases the

chances of making a positive impact on

your target market—because repetition

builds reputation.

Core Message Platforms really are the 

secret weapon to:

      •    Developing strong, consistent selling statements

      •    Creating a memorable, positive image for your product

      •    Touching your target audience on an emotional level

      •    Increasing the selling power of your marketing materials

      •    Raising your ROI to levels that meet and exceed your expectations

There’s no doubt about it. Working from a Core Message Platform is a much more 

effective strategy than writing marketing pieces one at a time on a “make-it-up-as-

you-go” basis. In fact, creating a strong Core Message Platform is a strategy that has

everything to do with winning the battle before it’s fought. 

So why not put this secret weapon to work for you? 

Clearly, you can see how the advantages of developing a Core Message Platform will

benefit your marketing campaigns and increase your ROI dramatically!

**********
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About Casey Demchak

My passion is delivering value to your business 

and helping you skyrocket your success!

Here’s a hard truth about creating persuasive marketing messages.

“There’s writing to please your English teacher, and then there’s 

writing to sell products and services—and they’re two completely 

different things.”

This simple fact is the driving strategy behind my Core Message Platform copywriting

services. 

I am completely dedicated to writing dynamic direct-response messaging for your 

products or services that: 

      •    Build your brand image

      •    Generate leads

      •    Persuade prospects

      •    Power your bottom line

      •    Propel your personal success

When I talk about sales writing I don’t mean the old school “hype and fluff” techniques

that everybody is tired of. Because let’s face it, nobody wants to be “sold” to anymore.

I utilize strategies that are relevant in today’s highly-competitive markets where

prospects DEMAND to interact with you in an honest, straightforward two-way 

dialogue.

Casey Demchak - Professional Background

Casey is an award-winning Copywriter & Consultant and a recognized expert at writing

highly-effective Core Message Platforms and direct-response marketing copy for a wide

range of industry-leading companies. He is also author of the book, Essential Sales

Writing Secrets, and author of two Amazon e-books on copywriting. 

Casey also wrote a chapter on persuasive sales writing that is featured in the book, 

Advice From The Top: The Expert Guide To B2B Marketing. In addition, he hosted the

VoiceAmerica™ Business Internet radio talk show, Essential Marketing Secrets. 

Casey is also the creator of the AWAIonline.com 9-module training course, Key Message

Copy Platforms: A Unique High-Income Service That Can Skyrocket Your B2B Copywriting

Success.
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Casey is quoted in Inside Direct Mail for his expertise in building corporate newsletter

programs; and samples of his work are featured in Steve Slaunwhite’s course workbook,

Secrets of Writing for the Business-to-Business Market. 

Casey is also quoted in the book, The Wealthy Freelancer, written by Steve Slaunwhite,

Pete Savage and Ed Gandia. 

To learn more about Core Message Platforms, 

contact Casey today at casey@caseydemchak.com. 

Or pick up the phone and call him to schedule a 

FREE 30-minute consultation at 303.697.4793.
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