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1. Does your messaging have a clear target audience? Does it speak to what your Ideal Advocates need to hear 
- so they’ll be more likely to support you?

a. You bet! Our #1 Ideal Advocate is _____________________, and our #2 Ideal Advocate is ____________________________.

b. Not really sure - depends on who you ask.

c. We try to reach everyone, all the time - just in case.

a. Absolutely. We know exactly what our “Why” is - and we’re 
    excited about communicating it to others.

b. We’ve talked about it, and I think we’re all on the same page, 
    but it’s not written down anywhere.

c. Well, we have a mission & vision statement - that’s the same, right?

 
 

 
 

2. Do you have a compelling Purpose? Does everyone in your organization 
agree on why you work so hard to do what you do? If so, you’re more 
likely to get others to embrace - and support - your mission.

 

  
 

a. Yes, indeed. We dug down deep and can tell you exactly why 
    what we do is different, and why that matters.

b. We have a couple of differentiators, but now that I think about it, 
    they seem a little vague.

c. OMG. We sound just like all the other orgs people give money to.

3. What differentiates you from similar organizations? (No, really.) Have 
you articulated your 3 uniques in such a way that you truly are set apart 
from the rest? If so, you’re giving people more reasons to support you.

 

a. We do. We weave it into the messaging across all our channels, 
    and can see that it all works together to nurture support.

b. We basically just use our mission statement - a lot.

c. We do good work - isn’t that enough to convince people to support us?

4. Does your core brand narrative paint a compelling picture that reflects your 
Purpose, Pillars, Uniques - and compels your Ideal Advocate’s into action? 
If not, you’ll have a much harder time convincing people to support you.

a. Yes! We’re all on the same page, so no one is confused.

b. Kind of. There may be a few outdated terms on older collateral, and some 
    folks who’ve been with us a long time keep using the old descriptions.

c. It’s like the Wild Wild West of words around here.

5. Does your organization have an agreed-upon vocabulary for your 
organization, services, and constituents? Having clear, consistent 
language lets you be more efficient, more effective, and communicate 
in positive ways.

 
 

 
 

 
 

 

A’s _________ x 5 pts = _____________

B’s _________ x 3 pts = _____________

C’s _________ x 2 pts = _____________

TOTAL PTS = ____________________

Score Key:

Your Score:  
Total the amount of A’s, B’s and 
C’s you scored, then multiply by 
the amount of points.

MESSAGING EVALUATION

How can we help you do
the Most Good Possible?

createfervor.com

(816) 200-2271

hello@createfervor.com

19+ pts:
Looks like your organization is on 
top of it! Your messaging is sound 
and is resonating with your Ideal 
Advocates.

13-18 pts:
Looks like you’re doing ok, but 
your messaging could use some 
refinement. Consider talking to 
an expert about honing your 
audience and message.

5-12 pts:
Um…. Seems like you need help - 
now. There are steps you can 
take and people you can talk to 
about getting your messaging 
back on track. Let us know if we 
can help.


