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T H E  T A K E A W A Y S

What you will gain.

01

Discover three practical 
ways to shift your core 
sales/marketing 
messaging to compel 
your audiences to act

02

Learn how to sharpen 
your positioning and 
value proposition to 
create the "you get me" 
moment with buyers

03

Know how to develop a 
messaging framework 
to better attract 
prospects and convert 
them into buyers



But first…the theory…



T H E  P A T H  O F  L E A S T  

R E S I S T A N C E  T O  

R E V E N U E

Is it convincing or converting?

P.S. — don't get hung up 
on that word "brand"!

Requires a messaging architecture for your brand

Build an order of operations for your messaging

Should work top-down and bottom-up

Does it create a "You get me!" moment?

Does it compel the prospect to act – aka buy?

Fix your 
messaging:



M E S S A G I N G  O R D E R  O F  O P E R A T I O N S



A  P R O V E N  A N D  F O R M U L A I C  B R A N D  M E S S A G I N G  M O D E L

The Brand Trifecta®

A
Tagline

What you do

B
Value Proposition 
Statement

How you solve your 
customer's problem

C
Differentiator 
Statements

How you differ from 
the competition

A + B + C = conversion moment



T H E  B R A N D  T R I F E C T A ®

1. Tagline

C O M P E L S  A  R E S P O N S E

“What do you mean?”

The first line of defense in your brand message

5 – 6 words maximum, not a complete sentence

B2B brands: what you do to deliver value 

B2C brands: the experience the buyer will have

Wide variety of structures based on tone of voice



T H E  B R A N D  T R I F E C T A ®

2. Value Proposition Statement

C R E A T E S  T H E  C R I T I C A L

"You get me!" moment

Expounds on your tagline

Answers, “Tell me more. What do you mean?”

Calls out the buyer’s heart pain (burning platform)

States how the buyer can solve their pain with you 

Invites comparison between you and competitors



T H E  B R A N D  T R I F E C T A ®

3. Differentiator Statements

“Tell me how it works!”

How you are different and better than competitors 

3 – 5 themes max – not all features/benefits

Speed, delivery model, proprietary technology, etc.

“We are/do this, so that you get this…”

Addresses the critical comparison moment

L E A D S  T O  C O N V E R S I O N



T H E  M E T H O D  B E H I N D  T H E  B R A N D  T R I F E C T A ®  “ M A D N E S S ”

The Buyer Psychology

01 The “how/what” question 
signals the conversion 02

They aren’t ready for 
details until later 03

Allows prospects to self-
select into the process

04
Creates a natural brand 
and messaging hierarchy 05

Opens the door for other 
critical content 06 Sets the stage and gives 

context for storytelling



M E S S A G I N G  O R D E R  O F  O P E R A T I O N S



"My brain hurts already…"



L E T ’ S  A D D R E S S  T H E  A I  E L E P H A N T  I N  T H E  R O O M

Using AI to Improve Messaging and Positioning

01 AI is a thought partner, 
not a thought leader 02 Use it to create messaging 

drafts and optionality 03
Build systems that speed 
up the writing process

04
Stay committed to 
knowing how to write 05

Keep a critical eye out for 
the dreaded em dash 06 You know your brand 

best, not your AI tools



W H O  I S  S A Y I N G  W H A T  

A B O U T  Y O U  +  Y O U R  

C O M P E T I T O R S

Initial analysis is critical for 
strong messaging + positioning

Don’t just analyze your 
own marketing materials!

Competitive analysis: value props, positioning, differentiation

Customer analysis: why they chose you over the competition

Customer analysis: how they talk about their problems

Sales call and onboarding call transcripts are GOLD!

Look for language patterns – actual verbiage used 

The work that 
comes first:



D E V E L O P  A  T O N E  O F  

V O I C E  S Y S T E M  W I T H  

A I  O R  B Y  S C R A T C H

The message must sound and 
seem authentically like you

Tone of voice is not 
aspirational – it’s truthful…

Celebrity figure as a tone-of-voice anchor (how they sound)

Tone of voice characteristics – at least 10 descriptors

Punctuation and grammar “do’s” and “don’ts”

Sentence structure “do’s” and “don’ts”

Cadence and rhythm for the message (can you hear it?)

The front-end 
work, cont’d:



“OMG! There is so much to remember!"



Just Remember:



Okay, folks...



S E E  M E S S A G I N G  

E X A M P L E S  A N D  T R Y  

I T  F O R  Y O U R S E L F

We will work 
backwards:
Differentiators → Tagline

Create a "parking lot" area for language concepts

Consider what messaging ideas may work for your brand

Remember that tone of voice and ICP analysis are critical

Don’t overthink it – allow the process to be fun!

Leverage the Q&A portion – share and learn from others

Message becomes sharper 
when built in this order…



D O  N O T  F O R G E T

Your Workbook
katedileo.com/events

PLEASE make a copy of the Google Doc!

DO NOT edit the master version.



Differentiator Statements



H O W  Y O U  A R E  

D I F F E R E N T  +  B E T T E R  

T H A N  T H E  R E S T

Differentiator 
Statements:
3 – 5 themes max –
not all features/benefits

Headline + supporting statement(s)

Can have one-sentence or two-sentence structure

Written in 1st person – can use the words "we" and "our"

Speed, delivery model, proprietary technology, etc. 

Sits just below the fold of the page – don’t bury them! 

"We are/do this, so that 
you get this…"



A B O U T  T H E  B R A N D

Euler
Partner Relationship Management (PRM) Platform

Sub $10M
Revenue

600%
ARR growth in 2025 —
and has already doubled 
in H1 2026

$4.3M
Seed funding raised, 
August 2026

Serves B2B tech: AI, telecom, MarTech, AdTech, HRTech, Edtech, FinTech, SaaS, etc.

Logos include: Gong, BambooHR, OpenSesame, Bloomreach, Zip, and Float
Primarily organic inbound: focus on word-of-mouth + content marketing + founder’s brand
Founder-led sales + 1 SDR + 2 marketers, with teams growing at a surgical pace in 2026



W H A T ' S  G O I N G  O N  W I T H  T H E  B R A N D

Euler

Fast growth and fierce competition

Had massive expansion of platform 
capabilities in less than 12 months that 
evolved the entire narrative

Competitors claiming "ai-powered” but 
products don’t have same capabilities

The details of the messaging shift

Wanted a bolder narrative that called 
out capabilities and showed how the 
product exceeded competitors’ claims

Needed to “own” the PRM category vs. 
create a new category in the market



E X A M P L E  ·  E U L E R

Before

eulerhq.com



E X A M P L E  ·  E U L E R

After

eulerhq.com



E X A M P L E  2

Schuler Shoes

schulershoes.com



E X A M P L E  3

PropFuel

propfuel.com



5  M I N  W O R K  +  5  M I N  Q  &  A

Now It's Your Turn

01

What language do you actually use with 
customers to describe your 3-5 differentiators?

02

How do your customers actually describe the 
ways you are different + why they chose you?

THE GOAL:

Find the verbiage that is already working to create the conversion moment! This prevents AI slop 
and “business speak” in your messaging. Powerful, authentic messaging comes from using what 
is working and filling in the gaps where you customers are confused. Document and strengthen 
differentiators where you have to “convince” or over explain the concept.



Positioning Statement



T H E  C A T E G O R Y  Y O U R  

B R A N D  I N H A B I T S  I N  

T H E  M A R K E T

Positioning 
Statement:
Multiple schools of thought –
April Dunford, Fletch PMM, etc.

Must be clear and provable – not aspirational or fluff

Written in 1st or 3rd person, depending on tone of voice 

Sits between value proposition statement and differentiators

More than strategy, it is a 
statement that drives clarity. 

[Brand] is the [category / type of solution] for [specific 
audience] that [solves meaningful problem / creates outcome] 
through [distinctive approach or advantage].

[Brand] is the [category / type of solution] that [does this] for 
[specific audience] through/with [distinctive approach or 
advantage] so that [they get what value].



A B O U T  T H E  B R A N D

AI-Native Compensation Solution

$15M+
Revenue

1,000+
Customers across SaaS, 
manufacturing, services, 
insurance, etc.

60%
Of customers use 
HubSpot CRM

HubSpot customers include: Tabs, Blitzy, Zapier, Kahoot!, and Rentvine

90% inbound: focus on brand + word-of-mouth + channel distribution with HubSpot, Rippling, etc.
Sales team: 6 AEs, 2 BDRs, 6 AM, 7 CSMs, with a new focus on solution selling

QuotaPath



W H A T ' S  G O I N G  O N  W I T H  T H E  B R A N D

QuotaPath

The innovator's dilemma

Needed to evolve and add new 
offerings for new ICPs without turning 
off primary ICP who loves core product

Trifecta: QuotaPath core product, Atlas 
(AI product), and managed services

The details of the messaging shift

Wanted a narrative that wasn’t another 
"AI story" but about delivering concrete 
compensation and payroll outcomes

Needed a clear position in the market 
not based solely on core product



E X A M P L E  ·  Q U O T A P A T H

After

quotapath.com



E X A M P L E  2

PropFuel

propfuel.com



E X A M P L E  3

QuotaPath Services

quotapath.com



5  M I N  W O R K  +  5  M I N  Q  &  A

Now It's Your Turn

THE GOAL:

Determine which positioning statement structure works best for your brand. Take note of 
language that could get wrapped into your differentiator statements or value proposition 
statement. Finally, as you edit and wordsmith, DO NOT cut the [category / type of solution] from 
the positioning statement in the name of trying to keep things short and sweet!

Fill in the blanks for these two positioning statement structures:

[Brand] is the [category / type of solution] for [specific audience] that [solves 
meaningful problem / creates outcome] through [distinctive approach or advantage].

[Brand] is the [category / type of solution] that [does this] for [specific audience] 
through / with [distinctive approach or advantage] so that [they get what value].01

02



M E S S A G I N G  O R D E R  O F  O P E R A T I O N S



Value Proposition Statement



T H E  P R O B L E M  T H E Y  

F A C E  +  H O W  Y O U  

S O L V E  I T

Value 
Proposition:
It is personal and actionable,
not passive or general in nature

Two-parts: pain statement + call-to-action statement 

Wide variety of structures based on your tone of voice

Written in 2nd person – speaks directly to your target audience

Calls out the heart pain and tells them how to solve it

Sits above the fold – across the hero and below tagline

This is your place to create 
the “You get me!” moment…



Pain statement: "The reality is…[call out the true heart pain they are experiencing]”
Call-to-action statement: “Therefore, take this action so you get that pain solved.”

01 "Stop doing this. Start doing that."

02 "The reality is… It's time to __. It's time to __. It's time to __."

03 "What is it costing you…? What is it worth to…? Do this."

04 "It's about more than ___. It's about ____. Do this."

05 "You don't need that. You need this. Do this." (You "deserve")

Value Proposition Statement
F I V E  C O M M O N  S T R U C T U R E S  I N  T H E  E N G L I S H  L A N G U A G E



E X A M P L E  ·  Q U O T A P A T H

Before

quotapath.com



E X A M P L E  ·  Q U O T A P A T H

After

quotapath.com



E X A M P L E  2

Revenue Reimagined

revenue-reimagined.com



E X A M P L E  3

Lucid Therapeutics

thelucid.life



5  M I N  W O R K  +  5  M I N  Q  &  A

Now It's Your Turn

01

List out the heart pain your audiences are 
facing. This goes in your pain statement.

02

Document the action they should take to solve 
that pain. This goes in the CTA statement.

THE GOAL:

Take time to review the value proposition statement structures. Prioritize creating options for the 
structures that work best for your brand’s tone of voice. Take note of language that could get 
wrapped into your differentiator statements or positioning statement. Finally, as you edit, 
remember that multiple structures may need to be created to make a final call.



Pain statement: "The reality is…[call out the true heart pain they are experiencing]”
Call-to-action statement: “Therefore, take this action so you get that pain solved.”

01 "Stop doing this. Start doing that."

02 "The reality is… It's time to __. It's time to __. It's time to __."

03 "What is it costing you…? What is it worth to…? Do this."

04 "It's about more than ___. It's about ____. Do this."

05 "You don't need that. You need this. Do this." (You "deserve")

Value Proposition Statement
F I V E  C O M M O N  S T R U C T U R E S  I N  T H E  E N G L I S H  L A N G U A G E



Tagline



T H E  B I G ,  B O L D  

P R O M I S E  O F  T H E  

V A L U E  Y O U  D E L I V E R

Tagline:

It is provocative and actionable, 
not passive or vague

5 – 6 words maximum, not a complete sentence

Wide variety of structures based on your tone of voice

Written in 2nd person – speaks directly to your target audience

Speaks to what you do or the experience the buyer will have 

Sits above the fold – across the hero image as the H1  

It is the first line of defense 
in your brand message…



S E V E N  C O M M O N  S T R U C T U R E S  I N  T H E  E N G L I S H  L A N G U A G E

Tagline

Making Tax Compliance Effortless

Make Tax Compliance Effortless

Tax Compliance without the Effort

Effortless Tax Compliance for Your Business

Effortless Tax Compliance. Improved Business Profitability.

Effortless Compliance. Improved Profitability. Smarter Growth.

Compliance. Profitability. Growth. 

GERUND

VERB

NOUN

ADJECTIVE

3 + 3 COMBO

2 + 2 + 2 COMBO

1 + 1 + 1 COMBO

B2B Tagline: Answers the question, “What do you do?”
B2C Tagline: Answers the question, “What will I experience with your product or brand?”



E X A M P L E  ·  E U L E R

Before

eulerhq.com



E X A M P L E  ·  E U L E R

After

eulerhq.com



B R A N D  E X A M P L E  2

BWF Zuri

bwf.com



B R A N D  E X A M P L E  3

Fifty Flowers

fiftyflowers.com



5  M I N  W O R K  +  5  M I N  Q  &  A

Now It's Your Turn

01

How would you sum up the promise of what 
you do and the value you deliver in 5–6 words?

02

Take that concept or key word(s) and try to fit 
it into each of the seven tagline structures.

THE GOAL:

Document which structures flow best and seem to fit your brand’s tone of voice. List out other 
concepts or key words, and create tagline options based on those themes. Finally, as you create 
and edit tagline variations, remember that you won’t be able to say everything you want in 5-6 
words. Get to the point and trust that your value proposition statement will also carry its weight!



S E V E N  C O M M O N  S T R U C T U R E S  I N  T H E  E N G L I S H  L A N G U A G E

Tagline

Making Tax Compliance Effortless

Make Tax Compliance Effortless

Tax Compliance without the Effort

Effortless Tax Compliance for Your Business

Effortless Tax Compliance. Improved Business Profitability.

Effortless Compliance. Improved Profitability. Smarter Growth.

Compliance. Profitability. Growth. 

GERUND

VERB

NOUN

ADJECTIVE

3 + 3 COMBO

2 + 2 + 2 COMBO

1 + 1 + 1 COMBO

B2B Tagline: Answers the question, “What do you do?”
B2C Tagline: Answers the question, “What will I experience with your product or brand?”



M E S S A G I N G  O R D E R  O F  O P E R A T I O N S



W H E N  O N E  M E S S A G E  

I S  N O T  E N O U G H  T O  

R U L E  T H E M  A L L

Layered Brand 
Architecture:
Drives conversions by providing 
a logical, personalized path

Each audience/persona can have its own Brand Trifecta® 

Offering-specific Brand Trifectas are also common

Layered approach supports personalized marketing and sales

Sits above features/benefits and “how it works” content 

“I know what I need and 
what action to take…"

All Brand Trifectas should be built in the same tone of voice



B R A N D  E X A M P L E

QuotaPath Layered Brand Architecture

quotapath.com



B R A N D  E X A M P L E

QuotaPath Layered Brand Architecture, Cont'd

quotapath.com



Are we there yet?



P R A C T I C A L  Y E T  P O W E R F U L  B R A N D  S H I F T S  Y O U  C A N  M A K E

Final Thoughts

01 Focus on creating the 
“You get me!” moment 02

Differentiation comes 
BEFORE features/benefits 03

Allow the comparison 
moment to happen

04
Don’t break the Brand 
Trifecta® formula 05

Create layered Brand 
Trifectas as needed 06 Stay true to the content 

order of operations



P R A C T I C A L  Y E T  P O W E R F U L  B R A N D  S H I F T S  Y O U  C A N  M A K E

Final Thoughts, Cont'd

01
Storytelling content 
comes after conversion 02

Don’t write from 
aspiration but from truth 03

Do front-end analysis and 
tone of voice work first

04
Keep what is working and 
don't just rip and replace 05

Use AI as your thought 
partner vs. thought leader 06 Keep flexing the writing 

and editing muscle



L E T ' S  C O N N E C T  +  F R E E  R E S O U R C E S

Thank You

linkedin.com/in/katedileo/

kate@katedileo.com

katedileo.com

IMPORTANT!
Please rate my session 
in the UNBOUND app!
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