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Example Messaging Architecture: 

Connexity® 2022: General value propositions 

VP1: Practical tips to simplify your journey to veterinary practice excellence. Walk away with actionable content.  
 

VP 2: Work hard, play hard – vets don’t take vacations, so CE time is fun time.   

VP3: Connexity will inspire you to 
create a better world: for your 
practice, the profession, clients, and 
the AAHA community.  
  Secondary: be the best – together  
  
Proof points (features):  

• Education sessions are engaging 
and interactive, not lecture-style  

• Speakers with inspirational 
messages  

• Opportunities like puppy yoga to 
re-energize  

• Nashville attractions – recharge 
your energy   

VP4: Connexity will equip you to create a 
better world: for your practice, the profession, 
clients, and the AAHA community.  
  
Proof points (features):  

• Earn CE hours 

• Speakers who are respected, 
knowledgeable  

• Education sessions focus on key practice 
management topics, trends, or hot issues  

• Education sessions on implementing the 
Guidelines – trusted across the industry  

• Use the app directory to find those you want 
to add to your personal network  

• Post-event online repository of materials   

• Meet with valuable industry suppliers  

VP5: Connexity is accessible and 
valuable to your entire practice 
team.   

Secondary: big conference perks 
(CE, keynotes, quality of speakers) 
with small conference feel 
(personal access, don’t have to 
introvert into your room!)  

  
Proof points (features):  

• Value priced  

• Smaller, intimate event  

• Good multi-attendee discounts  

• Medical and non-medical tracks 
50/50 split unusual / 
differentiator  

• Meet with valuable industry 
suppliers  

Collateral needs: 

• Detailed education session grid 

• Engaging education session 
descriptions 

• List of Nashville attractions nearby 
the Omni Nashville Hotel 

Collateral needs: 

• Number of CE hours 

• Speaker bios that highlight expertise and 
credentials 

• Attendee and exhibitor directories on 
mobile app 

Collateral needs: 

• Team pricing discounts 

• Education grid shows medical 
and non-medical CE 

• Exhibitor directory is organized 
into product categories 

Specific value propositions – segmented 

• Non-members: Join (individual or pre-accredited) & get member rate  

• Pre-accredited practices: Member pricing, includes 20-minute “demystify the accreditation process” session to help you 
get your accreditation journey to excellence started   

• Locals within a 3-hour drive time: affordable travel, minimize time out of the office, affordably bring your whole team  

Example: features to benefits 

• Engaging, interactive conference sessions help you focus and learn. 

• Inspiring speakers will energize and delight you. 

• Puppy yoga will help restore your calm. 

• Nashville has lots to see and do – turn your CE experience into a vacation at Connexity® 2022. 

How to use the marketing architecture 

1. The messaging architecture is used to create marketing copy. The goal is not to hit every point in the grid 
in every communication, but over a campaign, the communications should hit on the main (3 in the above 
example) value propositions and use some of the proof points to write feature statements in the copy. 
See Example: Features to Benefits above. 

2. Typically, you have at least 3 and no more than 5 value propositions.  

3. The specific value propositions address the additional needs of segmented audiences – so, include the 
general value propositions but be sure to touch on the specifics in communications where feasible. 
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AAHA’s Voice and Tone 

 

 

Value Propositions, Features, Benefits, and 

Segmentation 

It’s important that any marketing copy not focus solely on “features,” 

but rather, talk about the benefit to the consumer – using language 

and benefits that are relevant to that consumer.  

That’s called segmentation, and both concepts together help explain 

what a value proposition is. Value propositions are one of the most 

important conversion factors. 

 

What is a Value Proposition? 

A value proposition is a short statement that communicates why buyers should choose your products or 

services. It’s more than just a product or service description — it's the specific solution that your business 

provides and the promise of value that a customer can expect you to deliver. [source]  

Commercial examples: 

Product Feature Benefit 

Head 
phones 

Wireless No more tangled 
cords 

Meal kit Arrives 
ready to 
heat 

Saves time 
preparing meals 

Air fryer Removable 
basket 

Easier to clean 
after using 

Vacuum Washable 
lifetime 
filter 

Eliminates extra 
costs 

Source 

https://blog.hubspot.com/marketing/write-value-proposition
https://blog.hubspot.com/marketing/features-vs-benefits-messaging-ht#:~:text=Benefits%20describe%20why%20those%20features,what%20compel%20consumers%20to%20purchase.
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A value proposition is not necessarily customer-facing; many times, you need to write copy that conveys a value 

to a specific audience segment using the value proposition to guide your word choices. 

 

VP: Connexity will inspire you to create a better 
world: for your practice, the profession, clients, and 
the AAHA community.   

VP: Connexity will equip you to create a better world: 
for your practice, the profession, clients, and the 
AAHA community.  

 

Use the template at the end of this document to easily write and organize the elements you need to write and 

prove a value proposition. 

A key step in writing the final value proposition is a focus on describing product benefits, not features. 

 

Why Use Benefits and Not Features? 

Why #1: People might not understand why the feature matters. Features are often technical, like “triple-

walled construction.”  

Who cares! A benefit explains why they should care about the technical features. Benefit: to keep beverages 

cold for up to 24 hours or hot for up to 12 hours.  

Why #2: People respond positively when given a reason.  

In a well-known 1978 study, group A gave a reason for cutting in line to make copies, group B did not.  

Those participants who instructed to give a reason were over 30% more likely to get a yes. And the kicker? The 

reason didn’t even have to be good. In fact, sometimes, the reason was, laughably, “because I need to make 

copies.” Something in our psychology is begging for a because or a why. So give customers a reason–a benefit–

for every feature. 

Why #3: People are looking for a solution to their problem.  

If you start by answering, “Why did we include this feature?” you’ll easily come up with a simple reason. That’s 

when you go deeper.  

Keep asking “Why?” for every answer. “Why would customers want that benefit?” 
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Behavioral Economics Principles 

These 3 “whys” all represent behavioral economics principles in play: cognitive fluency, Rational Choice 

Theory/Prospect Theory, and social proof. [learn more] 

 

 

 

  

https://aaha335.sharepoint.com/:b:/s/AAHASharedFiles/Ebp2cXapC4NGpJRWid6rwTQBpWAMF5Faiu-DY2hhUBEYxg?e=64HUIk
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How to Craft a Benefit vs. Features Marketing Approach 

Use a messaging architecture to guide you.  

AAHA Messaging Architecture Example 

 

Example: Using the Circled Text Above in the Messaging Architecture to Write Email Copy: 
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Segmentation Example for the Above Email: A Connexity Email Directed Towards Non-Members 

 

 
 

Before-and-After Example: VMI Web Page 

Before: 
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After:  
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Before-and-After Example: Accredited Member Recruitment Email 

Before: Lengthy copy, a lot of “corporate speak” instead of conversational (not informal) language, though it 

does focus on the value prop to a vet or practice manager and include behavioral economics principles 

 

 

Email 2: Michelle Johnson – Pain Management Resources, Central Line 

• Subject:  Listen today: AAHA pain management guidelines for dogs and cats 

• Preheader: Central Line, AAHA’s podcast, is published weekly and available on all major platforms 

• From: Michelle Johnson, Director, Member Experience 

Dear <fname>, 

How are you coping with the continually shifting clinical – and non-clinical – demands in our profession?  

From standard practices for dog and cat vaccination to guidelines for infection control, to trying to create  

a positive work environment while retaining and engaging employees, you’re dealing with it all – on your own. 

 

The American Animal Hospital Association (AAHA) has helped over 45,000 people just like you by creating resources 

designed to help your entire practice team cope with both practice management and clinical service delivery. 

  

We’re with you every step of the way to simplify and walk your journey towards veterinary excellence.  

Veterinary professionals get the most out of joining AAHA as an accredited practice – but you can test-drive  

some of our resources at no charge. One way we help simplify your journey towards excellence is with Central Line, our 

new podcast.  

 

It’s an easy, once-a-week chance to tap into insights, advice, and inspiration to tackle some of the most persistent pain 

points in veterinary medicine today: hospital management, workplace culture, mental health, communication, and, of 

course, patient care. 

Host Katie Berlin, DVM, talks with thought leaders and experts each week. 

Dr. Berlin says: “Here at AAHA, we believe the secret to success and happiness in veterinary practice lies in the amazing 

people who come together every day in veterinary hospitals all over the world. And our intention with these conversations 

is to help every member of the veterinary team simplify their journey towards excellence in veterinary medicine.” 

This is a free resource – look for it wherever you get your favorite podcasts. 

Episode one revolves around the 2022 AAHA Pain Management Guidelines for Dogs and Cats used by tens of thousands of 

veterinary practices (also free to all) – you won’t want to miss it! 

Warm regards, 

Michelle Johnson 
Director, Member Experience 
 
P.S. Veterinary practices who become accredited through AAHA get 1:1 support for implementing standards and guidelines 

at their practice, engaging their whole team and increasing their ability to retain and engage staff. They also have more 

frequent clients, fewer lapsed patients, more loyal clients, and earn 34% more. Don’t take our word for it, hear from our 

members! 

 

Value Proposition (Benefits Statement) Behavioral Economics Principle Feature 

https://www.aaha.org/accreditation--membership/what-is-accreditation/
https://www.aaha.org/accreditation--membership/what-is-accreditation/
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After: Simplified and shortened the copy, conversational rather than corporate, active vs passive voice, “your” 

vs “their”, a better call to action 

   

 

• Subject:  Is Pain Management a Pain? AAHA pain management guidelines for dogs and cats 

• Preheader: AAHA Guidelines + Central Line podcast help you tackle the most persistent pain points in veterinary 

medicine today. 

• From: Michelle Johnson, Director, Member Experience 

Dear <fname>, 

How are you coping with the continually shifting clinical – and non-clinical – demands in our profession?  

From creating protocol for vaccinating dogs to implementing guidelines for infection control to trying to retain and engage 

employees, you’re dealing with it all – on your own. 

The American Animal Hospital Association (AAHA) has helped over 45,000 people just like you by creating resources that 

help your entire practice team manage your practice and deliver top patient care.  

We’re with you every step of the way to simplify your journey towards veterinary excellence.  

Two ways we deliver on that promise are with our Guidelines and with Central Line, our new podcast.  

AAHA’s Central Line is an easy, once-a-week chance to tap into insights, advice, and inspiration. Host Katie Berlin, DVM, 

talks with thought leaders and experts each week to help you tackle some of the most persistent pain points in veterinary 

medicine today… as a veterinary team. 

Katie says: “Here at AAHA, we believe the secret to success and happiness in veterinary practice lies in the amazing 

people who come together every day in veterinary hospitals all over the world.” 

Episode one revolves around the 2022 AAHA Pain Management Guidelines for Dogs and Cats used by tens of thousands of 

veterinary practices (also free to all) – you won’t want to miss it! 

Veterinary professionals get the most out of joining AAHA as an accredited practice – why not test-drive these helpful 

resources at no charge and then talk with us about joining? 

Members get the most value out of joining as an AAHA-accredited practice. We give accredited members one-on-one 

dedicated support for implementing AAHA Standards and Guidelines at their practice – and so much more! 

Vets, practice managers, and owners are thrilled with the accreditation process, since it engages their whole team, 

increasing their ability to retain and engage staff. Data also shows that accredited practices have more frequent clients, 

fewer lapsed patients, more loyal clients, and earn 34% more than non-accredited practices.* 

Don’t take our word for it, hear from our members – people just like you. Contact me at any time or check out our website 

to learn more or join. 

Warm regards, 

Michelle Johnson 
Director, Member Experience  
michelle.johnson@aaha.org 
720-963-4483 
 
*Source: Financial and Productivity Pulsepoints, 10th edition, AAHA Press, Lakewood Co. 

Feature Behavioral Economics Principle Value Proposition (Benefits Statement) Simpler 

https://www.aaha.org/accreditation--membership/what-is-accreditation/
https://www.aaha.org/accreditation--membership/member-benefits/lps/simplifying-your-journey-towards-excellence/
mailto:michelle.johnson@aaha.org

