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Brand Messaging Framework User Guide

WHAT IT IS
This messaging framework codifies the holistic story our brand seeks to communicate. It
should serve as a jumping off point for the development of external-facing communications.

This framework is:

e A tool to help all Weill Cornell Medicine teams develop copy for communications such
as websites, paid advertising, and social media posts.

e A clear guide for how to connect everything back to our key message “excellence in
action.”

e A way to develop cohesive, consistent, and compelling headlines and supporting copy
across different writing teams.

e Made up of approved language that can be lifted directly—but should be done so
sparingly as to avoid repetition.

This framework is not:
e The only way our messages can come to life.
e Language meant to be used verbatim.
e Exhaustive or inclusive of every possible message, for every potential audience and
situation.

HOW TO USE IT
1. Choose your message and simplify it

Let's imagine we are developing a brochure for prospective patients focused on the
breakthrough aspect of our care.

Using the framework, you can start with the BREAKTHROUGH message as your foundation:

We deliver innovative, evidence-based care—and the most advanced treatments—through a
clinical approach fueled by pioneering research and partnerships with top-tier research
universities.

This gives us a good place to start, but it's way too long to be a headline, so our next step is
to simplify this message by determining the one thing we want to convey to this audience in
our headline of this specific communication. Remember, this isn’t copy yet, so just write
down the big idea—don’t worry about making it sound like a headline. You might write with
something like:

We deliver the most advanced and innovative care to our patients.
2. Align to “excellence in action”

Now reframe this simplified message in a way that ladders up to “excellence in action,”
which is the overarching key message at the top of our framework.



So maybe something like:
The best care starts with innovation.
3. Make it feel headline-worthy and aligned to the WCM personality

Now let's rewrite this line to be as concise as possible while ensuring it aligns to our
personality traits (humanity/warmth, strength/power, and get-it-done drive), and feels crisp
and compelling. A good headline is simple and attention-grabbing, but the best headlines
convey multiple meanings or leverage language that adds another layer of meaning with
just a few words.

With that in mind, we might end up with something like:
INNOVATION IS THE BEST MEDICINE.

This headline works because it conveys the breakthrough message from the framework
(innovation) but does so in a way that ladders up to “excellence in action,” while also
aligning with our brand’s personality traits.

4. Write your supporting copy

Now that we have our headline, we need to bring back some supporting information that we
cut out to write our headline.

The process for writing body copy is the same as writing headlines. Start by getting the big
ideas down on paper, then go back over them to edit, simplify, and align the language with
the brand voice.

You can always start by going back to the breakthrough proof point from our framework. In
this case, we might write something that brings in some more specific examples of what we
mean by “the best medicine,” while also reinforcing the idea of interconnected care through
the mention of research. So, we might end up with a brochure cover that reads:

INNOVATION IS THE BEST MEDICINE.

Discover breakthrough research, the world’s best doctors, and the most advanced
treatments—all at Weill Cornell Medicine.

Complete Example

Before: After:

BRILLIANT MINDS FOCUSED ON YOU | INNOVATION IS THE BEST MEDICINE.

Discover the world-renowned Discover breakthrough research, the
world’s best doctors, and the most
advanced treatments—all at Weill Cornell
Medicine.
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QUALITY CHECKLIST

After writing a draft of any communication, use this checklist to ensure you're properly
using the messaging framework.

e Does the copy speak directly to a specific audience and their needs?

e Does it align to a proof-point or messaging theme that’s relevant to that audience?
e Does it ladder up to “excellence in action?”

e Does it reflect our brand’s personality traits?

e Is it concise and active?

e Is it clear and direct, avoiding superfluous adjectives?

e Does it feel crisp and compelling?



