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Mini Case Study: Audience v. Arrogance 
 
When we first started marketing our team writing workshops, we based our messaging on 
the fact that most of our customers complained of inefficiencies in their current process. This 
usually stemmed from a convoluted review and editing process that created more work 
(and errors!) and slowed production to a crawl. So we talked about how we created a 
streamlined process that produced higher-quality work in less time and with less conflict. It 
worked like a charm. 
 
Yet as we moved beyond the training and development department and into the C-suite, 
we noticed that the efficiency message wasn’t resonating with the new audience. It would 
have been easy to ignore that and keep pushing. After all, our messaging was working 
elsewhere in the marketplace, and even in the same companies.  
 
We didn’t want to miss out on the opportunity to work at the highest level of the 
organization, though, so we did a little asking around in casual conversations with execs. 
We discovered that when they thought about writing, their number-one value was 
effectiveness, not efficiency.  
 
At the top levels, writing isn’t seen as a process and is rarely the team sport it is in the 
marketing, communications or PR departments. And while folks in those areas certainly 
care about effectiveness, they can’t create effective copy in a labyrinthine process that 
creates unnecessary pressure and errors. In the executive offices all they have to worry 
about is getting the correct messages (explicit and otherwise) to the right people.  
 
As a result of this insight, we’ve now got different marketing language for the two 
audiences. When we’re selling programs for teams of writers, we still focus on what makes 
them crazy (revising, editing, process). But when we’re pitching programs for senior 
management and above, we now emphasize effectiveness and quality.  
 
How’s it working for us? Pretty well so far. The last C-level gig we landed went so well 
that we inked a deal to provide a series of workshops to the rank and file. 
 
 
 


