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Objective: To provide a single source of 
truth that translates your core value 
proposition into specific "language 
tracks" for the different buyers in the 
Fractured Committee.

This Matrix solves the "Message Dilution". 
It ensures that even if you have 50 
writers, they are all pulling from the same 
Narrative Architecture.



Before filling the matrix, define the one 
overarching message that never 
changes:

__________________________________

__________________________________

__________________________________

Example: "We don't just migrate you to 
the cloud, we architect your business 
for continuous resilience."

1.

The Strategic Anchor
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Fill in the blocks below with specific 
messaging points. Focus on Evidence 
and Outcome over adjectives.

2.

The Matrix Template
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Persona 
Focus

"Innovation" Track 
(Perspective)

"Value" Track 
(Economic ROI)

"Trust" Track 
(Operational)

"Proof" Track 
(Evidence)

C-Suite 
(Economic)

How this shift 
protects their 5-year 
market position.

Hard ROI, TCO 
reduction, and risk 
mitigation.

Governance, 
compliance, and 
strategic 
alignment.

High-level 
industry 
benchmarks and 
peer success.

Architect 
(Technical)

The shift from legacy 
debt to modern, 
scalable 
architecture.

Efficiency gains, 
automation, and 
reduced 
"firefighting."

Security, 
interoperability, 
and technical 
feasibility.

Technical 
whitepapers, 
documentation, 
and API specs.

Operations 
(User)

How this simplifies 
their daily workflow 
and removes 
friction.

Time saved on 
manual tasks and 
improved "Quality of 
Life."

Reliability, support 
models, and ease 
of adoption.

User testimonials 
and "day-in-the-
life" success 
stories.
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A. The "Copy-Paste" Rule
Use this Matrix to build a "Messaging Swipe File." 
When a Sales Rep needs to write a LinkedIn DM to a 
CTO, they don't start from scratch, they go to the 
"Architect/Trust" cell and pull the pre-approved 
language.

B. The "Modular" Modularization (examples)
• Use the "Value" column to build a Thematic 
Campaign (e.g., An ROI-focused webinar).
• Use the "C-Suite" row to build a Persona-Based 
Campaign (e.g., An ABM play for CFOs).

C. The "GEO" Alignment
Ensure the language in the "Innovation" track uses the 
proprietary keywords you want Answer Engines (Gen 
AI) to associate with your brand.

3.

How to Operationalize 
the Matrix
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• Owner: 
Head of Content / Product Marketing.

• Review Cycle: 
Quarterly (to ensure messaging still 
aligns with market shifts).

• Usage: 
Mandatory for all Agency Briefs, Sales 
Decks, and Social Content.

4.
Matrix Governance
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