
How to cut through: 

effective messaging for 

associations

…or...



Toward a bespoke yet holistic 

communications strategy for 

associations aiming to reach EU 

stakeholders and influencers in 

the post-truth era...

…or...



Get to the Monkey



The message

• Have something to say

• Shorter is always better

• There is always a way to make a text 

(p.r., op-ed, report, Tweet) shorter

• A position/policy/

decision is not always

news



The press release: 

It doesn’t have to be a nightmare

• Make it news, not publicity

• What is happening/who is doing 
what to whom?

• The venue/vessel/participants 
are secondary

• Skip the backstory

• Use active voice

• Write an article

• Speak for people/coalition/ 
community/cause, not for an 
association/committee/platform/
acronym



Words/concepts 

to avoid

• Meeting, conference

• Lengthy titles of meetings, conferences, ministerials

• Background/history

• “Back in…” “Last week”

• Nothing happened/you’re not going to do something

• clichés, jargon

• Words that mean nothing: sustainable, stakeholders, 
leverage, smart…

• ACRONYMs 
– (Annoying Crap Really Overused Never You Mind)



Bad

Translation: Two acronyms took part in a non-news event about an 

issue few people understand to create something meaningless



Not bad

News headline clearly written, strong viewpoint

Summarized at beginning, more detail later



Not bad

News headline, short, reference to data

Nothing about association until later; focus on message



Does it even matter?

• In the age of Twitter and LinkedIn, does 

anybody even read press releases?

• In the post-truth era, do facts mean 

anything?

• How can we cut through the clutter?



Thanks!

@craigwinneker

winneker@epure.org

#GetToTheMonkey


