
WORDS THAT WOW 
 



Your Audience before You 







Values before Features 



Emotions before Data 



“No one ever marched on 
Washington because of a pie 

chart.” – Andy Goodman  



Positivity before Negativity 





Simple before Vague 

How foundations garble their message
and lose their audience

bad words for good

Tony Proscio

FOUNDATION

THE

h"p://www.comnetwork.org/category/jargon/	
  

“We build capacity so 
low-income families 
can access the vital 
infrastructure of the 

social safety net 
system.”  



Brevity before Precision 

	
  
Veggielu9on	
  is	
  a	
  6	
  acre	
  community	
  farm	
  founded	
  in	
  2008.	
  We	
  cul9vate	
  

educa9on,	
  community,	
  and	
  social	
  jus9ce	
  through	
  sustainable	
  
agriculture.	
  We	
  offer	
  internships,	
  volunteer	
  programs,	
  family	
  gardens,	
  

cooking	
  classes,	
  school	
  outreach,	
  and	
  community	
  events.	
  	
  
	
  
	
  



Connecting before Correcting 





Promise 

Re-Focus 

Action	
  

Vision	
  

What is happening 
and why do we 

care? 

How do you 
overcome a 
hesitation? 

What do people 
need to do? 

What’s the 
payoff? 



Learning a message 
model makes life easier 
and helps you inspire 

others to join you.

Things may seem fuzzy 
now, but with practice 
you’ll be a messaging 

champion.  

Join us for the 
following 

examples and 
put you’re a-

game into the 
activities. 

Together, we’re going to 
come up with messaging 

that can change the 
world.





The true cost of our food 
is much greater than what 
we pay at the market. But 
we are paying the price.

Due to rising rates of cancer 
and other illnesses due to the 
chemicals used in our foods, 
we’re also paying the price 

with our health.  

Send this postcard to your 
state legislator to support 

healthy food and farms.

With this legislation, we can 
finally all get food that is 

healthy, safe, and affordable.



Promise 

Re-Focus 

Action	
  

Vision	
  

What is happening 
and why do we 

care? 

How do you 
overcome a 
hesitation? 

What do people 
need to do? 

What’s the 
payoff? 







We help organizations 
influence opinions, 

inspire followings, and 
create a more just and 

vibrant world.

www.FullFocusCommunications.com


