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WHY DOES THIS 
HAPPEN?



SOME MESSAGES 
FEEL GOOD. SOME 
MESSAGES WORK.

THEY ARE USUALLY 
NOT THE SAME.”
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WHAT YOU
BELIEVE
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WHAT THEY
BELIEVE

THEIR TRUTH



IT’S WHAT THEY HEAR.®
IT’S NOT WHAT YOU SAY,
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HANDLE CHALLENGING 
CONVERSATIONS 

NAVIGATE POLARIZING 
SITUATIONS

BUILD MORE 
ENGAGED TEAMS

MANAGE CHANGE 
EFFECTIVELY



BRAINS
ARE 
LAZY.
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BRAINS
ARE LAZY 
SO MAKE 
IT EASY.
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PLAINSPOKEN

PERSONAL

PLAUSIBLE

POSITIVE

MAKE YOUR MESSAGE 
EASY TO UNDERSTAND.

MAKE YOUR MESSAGE 
EASY TO RELATE TO.

MAKE YOUR MESSAGE 
EASY TO AGREE WITH.

MAKE YOUR MESSAGE 
EASY TO LIKE.



PLAINSPOKEN
Make your message 
easy to understand.
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People fear 
what they don’t 

understand 



Empty terms make easy targets
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ESG RESPONSIBLE
BUSINESS

“Respect the 
environment

AND make a profit.” 

“Businesses that are 
responsible for profits 
AND communities.”

“Take care of 
customers AND 
make profits.” 

“Making an 
honest profit.”

“Excellent Service 
Goal.”

“Established Social 
Government.”

“Eggs, Sausage, 
Grits.”



Speak the language of the people
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MANAGING 
HUMAN CAPITAL

TAKING CARE
OF EMPLOYEES

or
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10% 90%

MANAGING 
HUMAN CAPITAL

TAKING CARE
OF EMPLOYEES

or

Speak the language of the people
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making sure our partners 
are reducing pollution

reducing our 
scope 3 emissions

holding our
leaders accountable

establishing strong 
governance practices

considering everyone who 
depends on our business

multi-stakeholder
capitalism

Speak the language of the people



PERSONAL
Make your message 
easy to relate to.
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Make it about them, alwaysMake it about them, always



Empathy will beat education every time
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LANGUAGE TO LOSE LANGUAGE TO USE

× The cost of natural gas 
– which is used to 
produce about 40% of 
America’s electricity – 
has a had a significant 
impact on rising bills.

Many Americans are 
facing challenging 
times, and no one 
wants to see rising 
electricity bills.

13% 76%



PLAUSIBLE
Make your message 
easy to agree with.
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WHEN WAS 
THE LAST TIME 
YOU CHANGED 

SOMEONE’S MIND BY 
TELLING THEM THEY 

WERE WRONG?  
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89%

“Too many people are 
trying to force their opinions 
down other people’s throats”

81%

“The views of 
people like me… are 

less respected than in the past”

77% 54%

GOPDEM GOPDEM



Find the language that creates common ground 

Democrats Independents Republicans

Progressive agenda

Moderate or no agenda

Conservative agenda

Do you associate “responsible business” with a conservative political 
agenda, a progressive agenda, or no political agenda?

16%

31%

47%

20%

42%

27%

43%

28%

24%

Source: Global Consumer Survey
Base: US Consumers (n=1,002)



Show don’t tell
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VS

SHOWTELL

“We have a renewed 
focus on coffee.  

Every cup will be the 
perfect cup.”



Show don’t tell
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VS

LET US 
SHOW YOU 

HOW WE 
CARE

WE CARE



POSITIVE
Make your message 
easy to like.
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NEGATIVE POSITIVE

“External factors, such as 
regulation and changing 

economic conditions, have 
forced us to change the 

way we do business.”

“Customers have told us 
they want us to create better, 
more responsible business 

practices…and we’re 
responding by making 
meaningful changes.”

Don’t shift blame
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DON’T FOCUS 
ON THE PROBLEM

FOCUS
ON THE SOLUTION

We’re addressing 
childhood 

malnutrition
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IMAGINE
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YOUR MESSAGE IS
EASY TO UNDERSTAND.

YOUR MESSAGE IS
EASY TO RELATE TO.

YOUR MESSAGE IS
EASY TO AGREE WITH.

YOUR MESSAGE IS
EASY TO LIKE.



Thank you 
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IT’S WHAT THEY HEAR. ®
IT’S NOT WHAT YOU SAY,

New York – London – Washington, D.C.

Michael Maslansky 

CEO

michael@maslansky.com

CONNECT WITH US FOR 
A COPY OF THIS 
PRESENTATION AND 
OTHER LANGUAGE 
STRATEGY CONTENT
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