
Crafting effective messaging. Shaking things up for successful 

climate action.

Joss Ford



Powering a lightbulb from the sun. Your toaster from wind. HELL yeah! 

How cool?! This is the thing I want to be involved with.



Perhaps, business is the answer? In fact, yes, business is the answer. 

Companies can be so unbelievably cool. Surely everyone business has 

culture, stories, policies, products, employees and messages like these guys.



Oh this is really bad.

I don’t want to look stupid but what the F does that mean? 

Where’s the imagination. The coolness. The emotion. The feels?



Just a reminder here.

But we’ve been banging on about this since the 70’s.

P.S: This man is a legend.





So what is good messaging and what is bad messaging?



Good? Or bad?



Annoyingly good. But obvs bad.





Bad. Hidden messaging.



HEY MARKETING PEOPLE. How about not trying to

pull the wool above our eyes



What do we think?



They don’t do much wrong.



What do you recon? Good or bad?



See ya later. ASA…





Togetherness, echo chamber awareness, hopeful, powerful.



So how do we at Enviral craft good messages?

1. Coordinated

Clear

Captivating



Single Minded Proposition - the one individual, compelling reason 

why a customer would interact or buy your product or service.





Hey Enviral. Are there any frameworks to craft good messages?

1. Business Model Canvas

Brand Positioning

Messaging House











It’s not just about the copy. It’s about the message.
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It’s not just about the copy. It’s about the message. The placement. 

It’s about the influencer. It’s about the consistency in originality.

It’s about the timing. And most importantly the actions.



Tips today to make your messaging better.

Prioritise the importance of 

your message.

Check your language. Can it be more human?

Does your neighbours teenager 

understand it?

Go see if people like it.

Roll it out in different places in different ways.



My main takeaway. Can the emotion you leave be more human?





It’s been a ride. If you want to collaborate, create, celebrate then let’s

strengthen our community together and make some positive change.
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