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FOREWORD

The web is all about action verbs. We click. We search. We navigate. We
make choices. Alone among other forms of media, we're the ones who con-

trol our experience.

When organizations try to connect with their customers online, one of the
first things they always want to know is “how can we get our users to do
what we want them to?”

There’s an answer to this question, but it requires a change in mindset.
Marketers typically want to build awareness for their products, and they try
to replicate this broadcast approach on the web. They create static designs
that recall print ads, flashy microsites that replicate TV commercials, and
email blasts that resemble nothing so much as a street-corner barker, yell-

ing loudly while he tries to press a flyer into your hand.
And then they wonder why users don’t do what they want them to.

Organizations that want to connect with users online need to shift their
approach from gaining awareness to building influence. Persuading people
to behave differently means understanding how to inspire people, motivate

them, and gain their trust.

The user experience field might rightfully say: “Influencing user behavior?
Why, that’s what we do!” And it’s true—if you're looking for techniques
to prod people into behaving a certain way, your friendly user experience
designer can help you. They’ll tell you that the way to get users to do what
you want them to is to design a sexier landing page, chunk pages so they
flow better, and create an eye-catching call to action. Not working well

enough? Just A/B test different options until you find the optimal design.

We’ve lost our influence with users because our obsession with the medium
means we've lost our focus on what really matters — the message. We're so
focused on form that we’ve forgotten about substance. It’s time to bring atten-

tion back to what we want to say, not just how and where we want to say it.

Well, guess what? Long before there even was a web, we knew how to com-
municate our messages by tailoring them to the needs and expectations
of an audience. We knew how to persuade people by appealing to logic or

emotion. We knew the art of rhetoric.
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INTRODUCTION

CONGRATULATIONS FOR TAKING a big step toward better web content.
I'm thrilled to be your guide on a journey to make your content influence

results. But, first, let me orient you.

HOW DID £LOUT COME ABOUT?

This book is a labor of love—my love for content strategy, persuasion, and
positive change. Because people use the web now more than ever to make
decisions, everyone from big brands to small businesses to individuals has
the opportunity to influence those decisions. My goal is to help you make
the most of that opportunity.

I also intend this book to solve problems I see again and again in the inter-
active industry, such as

® Targeting customers with manipulative tricks.

®  Publishing more instead of better web content.

= Spending too much time and money on search engine optimization
(SEO) snake oil or misguided advertising.

= Getting on social networks without any thought about supporting content.

® Publishing content that doesn’t get results.

Xii



INTRODUCTION

Most of this book explains principles of influence from rhetoric and
psychology. Why not start with tactics instead? The reason is simple:
Learning and practicing principles is quicker in the long run.

Understanding these principles takes time up front, but then you can apply
them to any business or project. That’s much faster than throwing a bunch
of tactics out on the web and inferring why they worked (or, more likely,
why they didn’t work). As Ralph Waldo Emerson has said,

“The man who grasps principles can successfully select his own
methods. The man who tries methods, ignoring principles, is sure

to have trouble.”

I want you to have success, not trouble.

While anyone on the web can benefit from this book, I've written it with

these audiences in mind.

CONTENT, CREATIVE, AND BRAND STRATEGISTS

You love web content and plan for it strategically. Here’s how to use this book:

®  Make the case for spending time and money on content with familiar
and not-so-familiar arguments in chapters 1 and 2.

® Learn the art and science of influence in chapters 3 through 5.

®  Jump-start your planning with chapters 6 and 7.

= Evaluate your content efforts with the help of chapters 8-10.

= Consider the call to our industry in chapter 11.

xiii
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EXECUTIVES

You have a 10,000-foot view of what’s happening with your business on the
web. Here’s how to use this book:

= Read chapters 1,2, and 11 to understand why influential content is
mission critical.

® Ifyourindustry is health, learn why content is a huge opportunity
for you in chapter 11.

= Scan therest for

= Insightinto the time and effort needed to plan and evaluate influen-

tial content.

= Examples and case studies from big brands such as IHG, CDC,
Rubbermaid, Sharpie, HowStuff Works.com, and more.

WEB WRITERS AND CONTENT CREATORS

You love crafting quality content, whether it’s words, photos, podcasts,
music, or video. Here’s how to use this book:

= Getinspiration for content ideas in chapters 3 through S.

® Plan content using patterns of influence in chapter 6.

® Gain insight into evaluating content from chapters 8-10.

INTERACTIVE MARKETERS AND PR SPECIALISTS

You're finding more and more that content makes or breaks your cam-
paigns. And, beyond campaigns, you now have to plan for entire customer

relationships. Here’s how to use this book:

®  Make the case for spending time and money on content with chapters 1
and 2.

® Learn the art and science of influence in chapters 3 through 5.

® Jump-start your planning with chapters 6 and 7.

®  Learn the value of qualitative evaluation from chapters 8-10.

®  Consider the call to improve the interactive industry in chapter 11.



INTRODUCTION

SMALL BUSINESS OWNERS

For many of you, the web is your biggest—sometimes only—presence in
the world. You know it’s important, but you get conflicting advice about

what to do. Here’s how to use this book:

®  Learn why influential content is a valuable investment from chapters 1
and 2.

®  Get inspiration for content ideas in chapters 3 through S.

= Plan content with chapters 6 and 7, then get help with evaluating in
chapters 8-10.

NONPROFITS AND PEOPLE WHO DO GOOD

You're realizing the power of the web to move your cause forward. Here’s

how to use this book:

®  Make the case for funding content with chapters 1 and 2.

® Learn the art and science of influence in chapters 3 through S.

Plan content with help from chapters 6 and 7.

= Evaluate your content efforts with the help of chapters 8-10.

XV
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4 RHETORIC: THE ART
OF INFLUENCE

The ancient Greeks knew more than how to wear a toga. They introduced principles of rhetoric, such
as persuasive appeals, identification, repetition, and seizing the opportune moment. These principles

will help your web content influence results.

...PERSUASION HAPPENS TO BE NOT A SCIENCE, BUT AN ART.

—William Bernbach, advertising mogul

43
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Despite its practical value, rhetoric is a lost art. We don’t get to learn it
in school, especially in the United States. Even worse, rhetoric is some-
times mistaken for a dark art. Politicians abuse it by making empty
promises. Let’s move forward by looking back at what the ancient
Greeks (and other smart rhetoricians) actually had in mind.

The philosopher Aristotle defined rhetoric as figuring out the best way to
persuade in a situation.' Today, Andrea Lunsford, a respected professor
at Stanford University, defines rhetoric as “the art, practice, and study of

h . . »)
uman communication.

Over thousands of years, smart scholars and practitioners have debated the
theory and scope of rhetoric.? I've distilled many of the useful ideas from

that debate into four principles for web content.

1. THE TRIED-AND-TRUE APPEALS

What’s the number one principle of rhetoric? Aristotle would say it’s not
one but three—the persuasive appeals. He introduced them in Rhetoric as
ethos (credibility), logos (logic), and pathos (emotion). This trio has shaped

notions of persuasion ever since.

Aristotle insisted on always combining these appeals. In that spirit,

Iinclude them together in this first (and longest) principle of rhetoric.

A. Credibility

It’s why people should trust and listen to you or your organization. Typical
points of credibility include

= Experience: You have a lot of it, or your experience is specialized.

= Success: You've achieved something important or are having success now.

= Reputation: People in the community know you as having a certain

characteristic, expertise, or offering.

= Endorsement/Association: A credible brand or person says you are

credible or connects with you in a credible way.

m Certification: You have earned a certain security or achievement level.
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® Longevity: You've been around for a while.

= Similarity: You have a lot in common with the users. (I'll discuss this

more in principle 2, Irresistible Identification.)

Use Credibility at the Right Time

The less people know about you, the more you need to prove your cred-
ibility. When you're established, sometimes you need to prove that your
credibility is still relevant. The trick is to convey your credibility without

making people yawn.

Apply Credibility to Content
Much has changed since ancient Greek times. We communicate largely
through digital content. So, let’s look at how that content can show

your credibility.

Quality Content Over Time

You'll build a reputation as a trusted resource if you publish consis-
tently good content over time. It’s like being the person who always says
something useful. What’s even better? Becoming known for a particular
approach to content. Mashable, for example, built its name in the interac-
tive design community for offering handy lists (Figure 4.1).

Figure 4.1: Mashable built credibility
- MaShable on its signature list content.

SUIDEBECKN  ANMOUNCEMENTE  TWITTEN LIET CHRESTONY

S -
TREMDING LIETE HOW TS
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Figure 4.2: Pertinent
awards and quotes greet
customers at Alice.

Reviews, Awards, and Other Kudos

Focus on useful praise from sources your users know and value. For
instance, the household products retailer Alice.com earned features from
trusted media such as Good Housekeepingand CNN (Figure 4.2).

Quotes
Pick quotes from people your users respect and can relate to. Alice rotates

quotes from actual customers that describe how the service helped them

save time, money, and stress (Figure 4.2).

Alice featured on... ‘What people are saying..

GoodHoustleeping ~ TERLSETORL  Forbes (EINEWS M reiies

=15% on ha

Times -

{ @alice, snoe again sevwd

Partner or Advertising Affiliations
If your website has advertising, your advertisers reflect on your credibility.
The design trade journal A List Apart, for example, includes only select

advertisers who are respected in the design community (Figure 4.3).

Figure 4.3: A List Apart features quality

. UTE . FEED
advertisers such as Parsons: The New
School for Design. Search ALA
[

O include discussions

+ User Science

1 Select advertisers
Design thinking for the
way we live, Parsons The
New Sehanl for Design,
NYC.

Ad via The Deck
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If you're not a media property, business partnerships or alliances serve

a similar purpose.

Expert Contributions

If arespected expert contributes content to your website, you gain cred-
ibility. In turn, if you're invited to be the expert contributor, you gain
credibility. American Express Open Forum, a knowledge center for small
businesses, offers content from experts at Mashable and Small Business

Trends (Figure 4.4).

EXPERTS: (40) show all | launch connectodex Figure 4.4: American
g B B (= e e Express Open Forum
| .

includes content from

M (enae ([ .

& outside experts.
Guy Kawasaki Adam Ostrow Anita Campbell Henry Blodget

Curated Content from Credible Sources

Curating content is showcasing good content in a unique way. When you
curate content from credible sources, you enhance your own credibility.
The Brain Traffic Twitter feed, for example, highlights work by content
strategists around the world and commentary from industry publications

(Figure 4.5).
Figure 4.5: Brain Traffic’s
A history of the "Intergalactic Network." [INFOGRAPHIC] Twitter feed curates
T e Tk v ferone! content in and around
“Wherever there is need for user engagement, we'll be there.” content strategy.

Meet the Three Amigos: Emall, Blogging, Social Sharing:

.55 AM Aug 20th via 5

Cather "round, everyone. Time for a story about ineffective
corporate storytelling:

TR AF FI c The best hexagonal Venn diagram
infographic you will see today, by @
10:15 AM Aug 1§th via SoclalDomph
We give this Content Management Manifesto good marks:
Who Can Teach Us About Web CMS, and is also on the 5100

bill? Ben Frankin, of course!

Buzz or maturity? Where do your tactics fall on the Social
Business Power Map?
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References
When you ground your facts with references, you not only ensure you're
telling the truth but also align with credible sources (Figure 4.6).

Figure 4.6: Centers for

. Keep in mind that some of these warning signs can happen with other conditions that are not cancer,
Disease Control and

Prevention (CDC) cites If you have any signs that worry you, be sure to see your doctor right away.
sources for its facts and Reference
guldellnes. 1Dsteen, R. Breast Cancer. In: Lenhard RE, Osteen RT, Gansler R, eds. Clinfeal Oncology. Atlanta, GA:

American Cancer Society; 2001:251-268.

Related Link
= Understanding Breast Changes: A Health Guide for Women {NCI) &

Brand, Organization, or Product History

Sometimes, your organization or product has a rich and relevant history.
The original Mini Cooper, for example, was designed to offer less expen-
sive and more efficient transportation in the 1960s. Mini Cooper’s website

makes that story pertinent to today’s environmental concerns (Figure 4.7).

BORN OUT OF AN OIL CRISIS

The year s an Il En th 2 Lar

of fuel efficiency, functionality

nspiration lor an au otive and cullural

Figure 4.7: Mini Cooper offers an appropriate brand history.
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Security and Privacy Cues
When you ask people to share personal information, you need to show that
your website is safe. Grasshopper.com shows security logos and a brief

explanation of privacy on its registration form (Figure 4.8).

R Figure 4.8: Grasshopper shows
Your omer tx'sufe & scoure @@ kel its safety certifications.

Name on credit card

Credit card number

VISACE 2

Expiration date Security code 7

| 01 pJanuary 9‘ lzmo-g‘

([ Enter separate billing address

Activation Fee  Monthiy Fee

Plan

GROW $25 $40
Number

(866) 264-1078 $0 $0

CREDIBILITY WORK IS BEHIND THE SCENES

Lots of the content for credibility demands background work. You or
your organization have to ask, apply for, or earn much of this content.

B. Logic
It’s whether your argument or reasoning is formed well (also known as being
valid). At a minimum, good reasoning comprises these key elements:*

®  Claim: It’s what you assert to be true, such as a value proposition.

= Evidence: It’s what supports your claim, such as facts, statistics, and

testimonials.

®  Warrant: It’s why you can make the claim based on the evidence.
Sometimes, the warrant is implied because it is an assumption (or set

of assumptions).

49
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Pulse Check: Website Credibility Research

When the web first became used commercially, some studies explored
how people assess the credibility of a website. Consumer Reports sponsored
perhaps the most influential study in 2002. Based on that study, Consumer
Reports developed the following web credibility guidelines:®

®  Identity: Say who you are and where you are located.

= Advertising and Sponsorships: Clearly distinguish between content
that is advertised or sponsored and content that isn’t.

= Customer Service: Inform people of any fees, return policies, and
other information important to making shopping decisions.
= Corrections: Correct false, misleading, or outdated content and have

apolicy if someone makes a purchase using incorrect content.

These guidelines are sensible. But, almost ten years have passed. Websites
are a lot different. Social networking and mobile access are on the scene.
More people are using more websites more often for everything from
banking to managing health records. As a result, have people’s expectations
changed? Has the way people evaluate website credibility evolved? I'd love
to find out.

To do our part, Content Science is organizing a study and plans to report
its results in 2011 at www.content-science.com.

Your argument generally is good if

®  Your claim likely is true when your evidence is true.
®  Users can understand the warrant quickly.

As a simple example, REI claims it is the first U.S.-based travel company
to become 100 percent carbon neutral. The evidence is REI’s policy of
buying credits to support renewable energy (such as solar and wind). The
warrant is that the renewable energy work neutralizes carbon emissions,
so buying those credits compensates for REI’s emissions.


www.content-science.com

CHAPTER 4: RHETORIC: THE ART OF INFLUENCE

Make Sense to Your Users

Even if you form solid logic, users make or break it. Users must accept
your evidence as good evidence. For example, REI emphasizes that it buys
energy credits from the respected Bonneville Environmental Founda-
tion. Users also must share enough in common with you to understand
the assumptions. In the case of REI, REI customers tend to care about the
environment, and people who care about the environment likely are famil-

iar with carbon credits.

Often, the more you ask of people’s time or money, the more evidence you’ll
need to offer. Many people spend more time researching to buy a car than
they do to buy driving gloves, for instance. That’s why AutoTrader.com offers
not only car advertisements but a wealth of content to research features,

performance, expert opinion, and more.

Apply Logic to Content

While most web content involves at least some reasoning, certain content
types lend themselves more to articulating an argument:

= Blogpost

= Media article/editorial

= Expertreview

® Product or service description

®  White paper/fact sheet/report

= Interview

In addition, certain content types make good evidence to support an
argument:

®  Charts, graphs, and data visualizations

®  Testimonials and case studies

For example, Mint.com offers reasoning why it is secure both in its copy

and in a video interview with the CEO (Figure 4.9).

For a usefullook at the nuances of forming arguments, I recommend
Argumentation: The Study of Effective Reasoning by David Zarefsky and
Everything’s an Argument by Andrea Lunsford and John J. Ruszkiewicz.
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Figure 4.9: Mint makes : Blocm
the case that it is secure. mlnt

WHY USE MINT HOW WE HELP  FIND SAVINGS BLOG ABOUT

the best way to manage your money

Mew! Set, track and
thieve your poalt »
Your security is our first pricrity
We uze the 5ame securty Practicos o3 major US financial
stitutions. No ome can move mondy on Mint.com. Plus,

it monitor all your aceaunts 247 and alert you io any
SuSpLis Changes

Five Logic Mistakes You’ll Regret

For airtight arguments, don’t let these mistakes (also called fallacies) bubble
up in your reasoning.

1. Generalizing Hastily. It’s drawing a conclusion based on an odd example
(edge case) or a very small set of examples. SEO will double all companies’
website traffic because SEO doubled her company’s website traffic.

2. Distracting with a Red Herring. It’s making an emotionally charged
point that isn’t relevant. We should spend half of our interactive budget
on SEO, unless we want our competitors to trample us like they did on that
customer satisfaction survey.

3. Confusing Cause with Correlation. It’s claiming that one event
caused another only because the events happened at (or close to) the
same time. My company hired an SEO expert, and the next day my dog
died. Hiring the SEO expert killed my dog.

4. Sliding Down the Slippery Slope. It’s exaggerating that a situation will
lead to a catastrophic chain of events. If you don’t spend lots of money on
SEO, then you'll lose all of your prospective customers, and then your sales
will plummet, and then the terrorists will win.

S. Jumping on the Bandwagon. It’s relying only on the evidence that
other people are doing it. Your competitors are spending lots of money
on SEO. You should, too.

Of course, every rule is meant to be broken. Sometimes, using a fallacy is funny.



CHAPTER 4: RHETORIC: THE ART OF INFLUENCE 53

C. Emotion
It’s how you tap into people’s emotions to hold their interest, gain their
sympathies, or motivate them to act. Appealing to emotion involves these

related elements:

= Tone: The mood conveyed through your words, images, and other
content.

= Style: Vivid word choice or imagery that’s charged with emotion.

Let’s look at a simple yet clever example from Grasshopper. Instead of
a typical name, Grasshopper calls one of its voicemail plans “grow”

(Figure 4.10). What entrepreneur doesn't aspire to grow?

24/7 Support  1.800.820.8210

sysiem
the e eners Home How It Works Features Pricing & Signup

Sign Up Instantly for Grasshopper
30 Dagy Monepy Back Guara¥ee. No Long Term Cgrft)rgcts.
1. Pick a Plan

MA.X &ﬁﬁ‘aw RAMP Pay As You Grow

$199 $49 524 ol e
amontn a month amontn 8 ’ !
+ Award-winning features

oo v e A
+3 Toll FroalLocal Numbors | . 5 1ol FroaflLocal Numbers | * 1 Toll Froa/Local Numbar 4 Toll Free/Local Number o
* UNLIMITED Number Ports | . 2 Mumber Ports + UNLIMITED Extensions + UNLIMITED Extensions * 6¢ additional minutes
- UNLIMITED Voice Studio + UNLIMITED Extansions - ALL FEATURES INCLUDED - ALL FEATURES INCLUDED - 30 Day Guarantee
ZUINLINSTEX) Exianeion + ALL FEATURES INCLUDED y

+ ALL FEATURES INCLUDED

Free activation $25 activation $25 activation $25 activation

° mezm ° ©

Figure 4.10: Grasshopper taps into emotion with the plan name “grow.”
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Handle Feeling with Care

Who determines whether emotion works? Your users. Injecting emotion
into your web content is like igniting a fire. You can shine brilliantly—or
burn badly. If you consider your users’ cultural values and beliefs, you're

more likely to shine.

In my experience with international brands, different countries and regions
respond differently to emotion. Some cultures prefer subtle appeals, while

others respond to bold appeals. I've shown a range in Table 4.1.

Table 4.1: Sample of Cultural Considerations
COUNTRY/REGION  PREFERRED STYLE  EXAMPLE

Canada and Subtle We neutralize our carbon emissions.
Western Europe

United States Bold Our travel is 100% carbon neutral.

Middle East Very bold We're the first and best 100% carbon
neutral travel company.

Apply Emotion to Content

Content offers many opportunities to charm your users’ emotions.

Voice

It’s the personality or feel of your content. Two very different examples
are Bliss and HowStuff Works.com. Bliss is sassy, while HowStuff Works
is dissecting (Figure 4.11).
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How Pain Works

by Crag Froudensich, Ph.D

EPrar pCas 23 Foadnack [y Sham HWM More from Discovery Health

Inside this Article

1. Introduction to How 4. Pain Psthway
Pain Works 5 Gate Control Thaory of

2. Pain Signal Recoption Pain Mystory Dlagnoals

A Pain Signal 6. Pain Managemant Millions of Americans who fall pray to real-iife
Tranamisslon 1. Sewmore s madical mystaries. Walch thoir slofies.

Whnat happans whan you's
cuting a bagel and slice your
hand with the knife? Besides all
the blood, youl probably feel an
immadiate sharp pain, followsd by
a langer-lasting dull ache,
Evenually, both pains will go
away. But what actually is pain?
How do you sense It7 Wnat
makes it go away? In this article.
wa'll examing e naurobiology of
pain, the various types of pain and
now pain can be reated or
managed.

PPain is the most commaon reason
Mal peoplo Seak madical
aftention. But pain is actually hard
1o defing because ils 3 subjective
sensation. The intemational

Herves sand pein signale to the brain for processing and action.

Association for he Study of Pain
defines il as an “unpleasant sensory and with actual or potential issus damage, or
described in terms of such damage” [source: Inlemational Association for the Study of Painl

Obviously, Mis definition is preRty vague. One physician even remarked that pain is whatever the patient says itis. So
Ies just say hat pain is a warning sensalion 10 your brain that some type of simulus is causing or may cause
damage, and you should probably do something aboutit.

Figure 4.11: Bliss has
a sassy voice, while
HowStuffWorks has an
analytical voice.
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Figure 4.12: Lindt uses
sensory detail to evoke
emotion.

Sensory Detail

When you portray how things look, sound, smell, taste, or feel, you trigger
people’s gut reactions. Lindst, for instance, describes how wonderfully choco-
late engages all five senses, tempting a chocoholic like me (Figure 4.12).

-\L L © Account
m%ﬂ.é/ b sarin w | w :nwwm-_-u:: Mrw

MASTER SWISS CHOCOLATIER
SINCE 1845 Shup Our Products | Secrets of Chuscolate | Covpurate Gifls | Lisdt Loven | CustomurService | Sturu Locator

SIGHT

Examine the chovolute's appeanmee —color,
structure, and sheen. Premium chocolate like
Lindt, should have a silky matte sheen and
even texture,

1 sight 2 touc 3
Asiky sally shesn A pine i willy Ach
300 v techrs i 061 e quaet

Associations with Words and Images

Beyond their literal meanings, words and images stir up feelings (also
called connotations). “Grow” in the previous Grasshopper example meant
not only a larger voicemail plan but also the ambition to thrive. Refer to
Figure 4.10.

2. IRRESISTIBLE IDENTIFICATION

Identification is overcoming our differences to find common ground. It’s
the key principle to help you attract the right people. Rhetorician Kenneth
Burke defined identification as “any of the wide variety of means by which
an author may establish a shared sense of values, attitudes, and interests
with his [or her] readers [users].” When users identify with you, they’re

more likely to be drawn to you.
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Five Rhetorical Devices You’ll Love

Rhetorical devices are tools to enhance content emotionally. These are
text examples, but you can apply many of these devices to images, video,
or audio, too.

1. Hyperbole. It’s over-the-top exaggeration, usually meant to be funny.

I love quality content so much that I want to marry it.

2. Irony.It’s when the literal and intended meaning are out of sync, often
intended to be funny. You should publish the blog post that you paid
someone $10 to write for you.

Simile. It compares unlike things. This stagnant content is like a cesspool.
4. Rhetorical Question. It’s a question for dramatic effect, not asking for
aliteral answer. Do we really want to keep creating terrible web content?

S. Personification. It’s adding personality or human qualities to a concept
or object. The website threw content from 1999 in my general direction.

Identify on the Right Level

We connect with people who are like us on different levels.

Shallow

People relate superficially to people who share the same demographics. We
can identify quickly with people who appear to be just like us. For example,
the Alice home page features a thirty-something woman—a key demo-
graphic for household goods (Figure 4.13).

Figure 4.13: The photo of a woman
represents an important demographic
4 for Alice.

Buy all ya
direct fro

< Always1
< 100's of
v Auto Cor

57
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Deep

People connect more intensely to other people in a similar role or with like
values, interests, and beliefs. Relating to people deeply can transcend shallow
differences. In his historic campaign to become the first African American
president of the United States, Barack Obama stressed change (Figure 4.14).
That value came to life in the slogan “change we can believe in” and web con-
tent such as interviews, videos, photos, tweets, and other web content that

showed Obama’s personality and way of thinking as a change.
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Figure 4.14: Content on the Obama campaign website
appealed to people’s values.

can achimve
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children the first . Arvd we can
alfordabie health care to every American man, woman and child.

Not Everyone Will Identify with You—and That’s 0K

It’s hard to watch people turn away from your company or cause. Even

the successful Obama campaign didn’t attract everyone. When you try to
reach everyone, you risk reaching no one. As content marketing expert Joe
Pulizzi says, “Your brand has to stand for something. If everyone loves you,
you might be doing something wrong.”” As long as you're attracting the
people you want to attract—whether qualified leads or enthusiastic sup-

porters—you can rest easy if someone turns away.
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Apply Identification to Content
To attract people who identify with you or your organization, web content
can help.

Persona/Character/Spokesperson

It’s representing your organization with a person or character (or two or
three) who relates well to your users. For example, HowStuffWorks offers
a collection of podcasts hosted by relevant personalities. The most popular
is Stuff You Should Know. On this podcast, the self-proclaimed geeks Josh
and Chuck banter about, well, stuff they think other geeks should know
(Figure 4.15).

Search HowStuffWorks and the web

howstuffworks

lhmeﬂnturo'Anlmull Auto | Communication | Computer JEEIGLIEE Entertalnment | Food | Geography | Health | History
Camoras & Photography = Gadgets | Gamaes & Gear | Home Audio & Video | How-te Tech | Personal Audio | Phones | Solid State Ei
Home > Electronies > Personal Audic > MP3 Playoers

official stuff you should know podcast page ¥ Fe

Stuff You Should Know: Who Said It?
‘Who has the snapplest one-liners, Josh, Chuck or the
ever-elusive Jeri? Find out in this Stuff You Should Know Fan
quiz.

: Guatemala Trip  ©  More Great Links:
i _SYSKBlog : SYSK Facebook page
SYSK Twitter

Teshirt
Pictures

stuff you should check out

The Ultimate Stuff You Should VT &% Swif You Should Know Puzzles
Know Quiz '5 it /
Josh says this puzzie looks like a
Are you the ultimate SYSK fan? |parade he would like 1o hide
- Take this quiz to find out. it 1 behind a tree and watch. Play

nNow,

Another example is @sharpiesusan, a persona who embodies Sharpie on
Twitter. (For more about how Sharpie’s use of personas evolved, see the
sidebar Sharpie’s Shift from Celebrities to Personas and Users.)

Figure 4.15: Josh and
Chuck represent geekdom
for HowStuffWorks.



60 CLOUT: THE ART AND SCIENCE OF INFLUENTIAL WEB CONTENT

Figure 4.16: FootSmart
actively facilitates
discussion on its
Facebook page.

User-Generated Content

Similar to personas, your users can represent you well. How? Through
comments and content they contribute to your social networking space.
The right potential customers will identify with your current customers.
The trick is to facilitate the discussion so it stays true to your brand and
your users. FootSmart, for example, carefully cultivates community on its
active Facebook page (Figure 4.16).
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Cause Content

Another approach is creating content around a cause. Research from the
public relations firm Edelman has found that supporting a cause could even
inspire users to switch brands.® Select a cause that fits your brand values
and your users’ values. For example, REI devotes much content to environ-
mental concerns (Figure 4.17).

SHOP REI
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REIl's Stewardship Aspiration

Figure 4.17: The environment is a cause close to the hearts of many REI users and relates to REI's brand as an

outdoor outfitter.
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Sharpie’s Shift from Celebrities to Personas and Users

David Beckham. A megacelebrity. An ideal spokesperson.

Sharpie enjoyed soccer star David Beckham's representation in several commercials. In them, Beckham
signs autographs with fans’ Sharpies—and becomes so enamored with the pens he humorously tries to
score one for himself. While these commercials succeeded, the rise of consumer creativity and social
networking inspired Sharpie to try a new approach.

Sharpie developed a persona on Twitter, @sharpiesusan (Susan Wassel), who shares news and tips as well as
banters with Sharpie customers.

% Home Profile Find People Settings Help Sign out
® E ;
br e £ q =

‘ Name sharpiesusan
Location UT.

sharpiesusan 41,808023,-88.079618

Web http:/ fwww.sharpi...
Bio Sharpie's official social
media mouth.

5203 5367 24

+ Following = & ELstse - following followers listed
Followed by @basebot, @MrTweet, @jennyDeVavghn, and 10+ others
Tweets 4,905
i Favorites
Qur own Sharpie Squad member,
Man One recently hit up The Gap —
in Beverley Hills Gap offering his D
talentes to live... http://fb.me View al
/yvVyOpo3
about 2 hours agoe via Facebook Actions
block sharpiesusan
report for spam
| posted 3 photos on Facebook in the album "Doodle of the
Day" http://fb.me/xRlwBp2i You both follow
Are you using Sharpie MARKER, Sharpie HIGHLIGHTER, Sharpie View all
?Erj..or rhe. new Sharpie LIQUID PENCIL? Following

At the same time, Sharpie introduced Sharpie Uncapped (www.sharpieuncapped.com), which curates
the elaborate artistic creations by Sharpie users. As Wassel notes, the effort “celebrates the amazing
and inspiring things our fans are doing with our product while encouraging others to uncap their own
creativity. The goal is to amplify our efforts and engage our passionate fans in the social space with
compelling content.”


www.sharpieuncapped.com
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While pioneering this approach to content has meant a lot of work and a lot of lessons learned, the effort has
paid off, say Wassel and Bert DuMars, Vice President of E-Business and Interactive Marketing for Newell
Rubbermaid.

“The overall integrated marketing program helped us grow Sharpie into the number one writing
instruments brand in North America in 2010. We have also successfully achieved a significant foothold in
brand community and engagement building with our Sharpie Facebook page reaching 1.2 million fans,”
says DuMars.

Adds Wassel, “What we're doing is clearly resonating. We have more than a million fans on Facebook
alone—highly engaged fans who comment and share in huge numbers. And, we just recently expanded the
bandwidth on our blog to accommodate dramatic increases in traffic. Truth is, we're as passionate about
our fans as they are about us. I think that comes through.”
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Story Content

Still another approach to identification is telling a story, or narrative.

A story allows you to bring values to life in a memorable—even entertain-
ing—way.’ Because a story often involves credibility, logic, and emotion,
too, it makes a strong influential impact. You can find a story in almost

anything, but I find two types work well for practical purposes.

Brand/Organization Story

If you're a startup, tell the tale of solving a tough problem or making a big
change to help people. Grasshopper, for example, offers the concise but
compelling story of its founding (Figure 4.18). If youre more established,
explore your history (see Credibility) or the story of an innovation or

accomplishment.

About Us
= Qur Story

Gary & The Greans
News & Buzz
Testimonials
Partner Offers
FAQ
Careers
Support

Contact us

About Us

Over 100,000 Entrepreneurs Served

The entrepreneurs' phone system

Back in 2003, two young entrepreneurs needed a radically
different kind of phone system. They wanted a simple way to
sound professional and stay connected no matter where they
were. No telephone solution on the market offered all the
benefits and features they needed, at a price still affordable to
entrepreneurs.

So they started Grasshopper to provide it. To date we've won
countiess awards and have helped more than 100,000 FDF\'\AQA bﬂ M U‘H‘YWMI".‘;

entrepreneurs start and grow their small businesses.

Grasshopper is a product of Grasshopper Group - a suite of products designed to empower entrepreneurs to
succeed.

Leamn More About Grasshopper Group »

Figure 4.18: Grasshopper tells the tale of its entrepreneurial roots.
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Client/Customer Case Study

Case studies recount how you help your users. One approach is dramatiza-
tion. For example, BooneOakley, an advertising agency in North Carolina,
humorously explains why it’s different (Figure 4.19). The agency shares
the story of Billy, a typical marketing director who goes to the typical
advertising agencies in New York and gets typical work—only to be fired,
then untypically killed.

_, Figure 4.19:
YouRIllis] |booneoskiey.com youtube Search | Browse | Upioad BooneOakley, located
in North Carolina,
BooneOakley.com - Home Page dramatizes why it's
BooneOakley1 28 videos [¥] Subscribe different through the

story of a marketing

WORK BY BOONEARTI¥O director.
CLIENT

WORK B !
MEDIM

i MARKETING
DIRECTOR

CeNTMT
s ]
B"bw WY Billy s a marketing director. [N AaaitaeY

» 4| 030250 wp @ @ O £ 52

BooneOakleyi May 28, 2000 =]
This Is our website. Please follow us on Twitter: hitp:/ftwitter.com/booneoakley

= 1,021,608 =

views

]

THE STORY OF A SLIPPERY SLOPE

The BooneOakley video website employs the logical fallacy
of sliding down the slippery slope to hilarious effect. See
it at www.youtube.com/watch?v=Elo7Welydh8

A different approach is to present actual customer stories. A series of iPhone
videos, for instance, showcases real users explaining how the iPhone saved
the day. In one, a pilot recalls how he looked up the weather on the iPhone
to help his flight avoid a three-hour delay (Figure 4.20).


www.youtube.com/watch?v=Elo7WeIydh8
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Figure 4.20: A pilot
explains how the iPhone
helped him.

Although Burke defined identification in the 1950s, I wonder whether he
had a crystal ball that let him glimpse the 21st century. He felt identifica-
tion could happen within a short paragraph, a long series of communica-
tions over time, and everything in between. So, now, let’s turn to two

principles of timing.

3. REPETITION THAT DOESN'T BORE OR BROADCAST

The ancient Greeks crafted creative ways of repeating ideas. Why go to
such pains? Those toga-sporting orators knew that repetition helps people
remember—but also risks boring them. Today, when we use tweets, emails,
and ads to blast a message again, again, again, again, again, and AGAIN,

our users could tune us out. So, let’s take a closer look at repetition.

Three Really Is a Charm

When it comes to making the same point, three times is enough. Research
everywhere from speech communication to television advertising suggests
three as the magic number.'” A challenge with web content is that we can’t
control exactly how many times a user sees or hears our message. But, we
can control how often we publish the same message, how often we change
the message, and how we bring the message to life through web content.

We can avoid bombarding our users.

Apply Repetition to Content
With web content and some help from modern media, we have the power to

plan our repetition wisely.
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Editorial Calendar
It’s a tool borrowed from journalism to plan content over time (Figure 4.21)."

67

A B G D E
1 Important Dates Blog Post Content Type/Event #1 Content Type/Event #2
2 Week of August 16
3 Monday, August 16, 2010
4 Tuesday, August 17, 2010|
5 Wednesday, August 18, 2010
] Thursday, August 19, 2010
7 Friday, August 20, 2010
8
9 Week of August 23
10 Monday, August 23, 2010
11 Tuesday, August 24, 2010
12 | Wednesday, August 25, 2010
13 | Thursday, August 26, 2010
14 Friday, August 27, 2010
15
16 Week of August 30
17 Maonday, August 30, 2010
18 | Tuesday, August 31, 2010
19| Wednesday, September 01, 2010
20 Thursday, September 02, 2010/

Figure 4.21: A simple editorial calendar tracks what content to publish when.

Usually a spreadsheet or table, the exact form of an editorial calendar
doesn’t matter so much as the planning. When you decide in detail what
content you will publish and when, you're more likely to repeat messages,

topics, and themes appropriately.

For alonger look at editorial calendars for business, see “How to Put
Together an Editorial Calendar for Content Marketing” by Michele Linn at

Content Marketing Institute (www.contentmarketinginstitute.com).

For an examination of editorial strategy for media and entertainment, see
“Exploring Editorial Strategy” by Jeftrey MacIntyre at Predicate, LLC

(predicate-llc.com).

Hook

Asjournalism slang, it refers to why content is relevant at a particular time.
Ahook can help you breathe new life into your message, theme, or topic.
Some examples include tying content to

= The season

®= Ananniversary


www.contentmarketinginstitute.com
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= Arecognition, such as becoming first, most, or best
= A current event or an industry trend

For example, AOL News took the 40th anniversary of the Apollo 11 moon
landing as an opportunity to reenact it through web content—videos,
animation, audio, photos, and more (Figure 4.22).

THE MOON

@AP11_CAPCOM:

Figure 4.22: AOL News orchestrates a virtual reenactment of the Apollo 11 moon landing on its 40th anniversary.

Amplification

It’s all the ways to amplify, or enhance, your point instead of repeating it
like a robot. For example, on the television show Northern Exposure, the
poetic DJ Chris Stevens used amplification to explain the meaning of light:

“Goethe’s final words: ‘More light.” Ever since we crawled out of that pri-
mordial slime, that’s been our unifying cry: ‘More light.” Sunlight. Torch-
light. Candlelight. Neon. Incandescent. Lights that banish the darkness
from our caves, to illuminate our roads, the insides of our refrigerators. Big
floods for the night games at Soldier Field. Little tiny flashlights for those
books we read under the covers when we’re supposed to be asleep. Light is

more than watts and foot-candles. Light is metaphor.”?

Classic rhetoricians used words to intensify a point. Today, we can aug-

ment an idea through web content in several ways.
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Content Formats and Types
We can make points through a combination of photos, podcasts, videos,
articles, and more. HowStuff Works, for example, offers several ways to

experience the danger of sharks (Figure 4.23).

Shark Attack Videos

How Sharks Work

by Tom Harris
ylPrnt +#Cite T Foadback Q Share B Racommand

Inside this Article
1. Intraduction to How 4. Shark Sansas
Sharks Work 5. Shark Teeth

2. Shark Anatomy 6. Dally Life of a Shark
3. Shark Movement 7. See more »

More Animals Videos »

Every summer millions of Shark Image Gallery
overworked minions all over the

world take time off from the job, Great White S|
pack up the car and hit the beach
for a nice, relaxing family vacation.
A little saltwater, sunshine and
sand in the toes are a healthy
remedy for a stressed out and
overextended workforce. Parents
kick back while the kids build sand
castles, toss the Frisbee and take
a swim in the ocean. Singles roam
the beach in search of love.
College kids party like it's 1999.
It's all sun and fun until the
lifeguard blows the whistle and
yells the word that no beach
comber ever wants to hear -
SHARK!

k Distribution

Great White Sharks can be found in many parts of the world.

You might think that the likelihood See pictures of sharks.

of aettina attacked bv a shark is

AMPLIFYING ISN'T ADDING

Amplification does not mean more web content is better. You still
have to select or craft the content carefully to develop your point.

Echo
It’s a phenomenon on social networking sites where other people share or

restate your message or your content. When that happens, you don’t have

to state it yourself so often. (An extreme version of this is having something
go “viral.”) A case in point is CDC on Twitter and Facebook (Figure 4.24).

When CDC posts an update, users share it with others.

Figure 4.23: Video,
photos, and text intensify
the danger of sharks.
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Figure 4.24: Users share
CDC's updates on social
networks.

o i W

LK

Three Devices to Repeat Words Remarkably

The ancient Greeks had all kinds of devices for repeating words. Consider
these three for emphasis.

1. Anaphora. Repeating a word or phrase at the beginning of each clause.
Content attracts people. Content motivates people. Content guides people.

2. Antistasis. Repetition of a word in a different or contrary sense. Don’t
be content with your lackluster content.

3. Diacope. Repetition of a word or phrase broken up by one or more
intervening words. Content, content, content—where will we get the content?
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4. THE OPPORTUNE MOMENT!

Time. A concept so complex, the Greeks had not one, but two, words for
it. Chronos meant chronological time, such as morning, noon, and night.
Kairos meant the opportune moment. It’s the right time to say something
in the right way. I think of it as the ideal time to ask people to change their
viewpoint or to take an action. The key is to ask when people are ready.

Don’t Ask Too Much Too Soon or Too Often

Ancient rhetoricians felt the opportune moment was special. It didn’t come
along everyday. That’s worth remembering when we're tempted to press users
quickly for personal information or bombard them with emails and tweets.
As a simple example from Content Science, we send an email once per quar-
ter to our email list. Our email open rate is 50 percent. When I shared that
high rate with a marketing friend, she nearly fell out of her chair.

Ask Clearly

People won’t respond how you’d like if they aren’t sure what you want. For
instance, Content Science assessed this original version of a CDC web-

site about travel health. We found some quality content to help travelers
stay healthy. But, what CDC recommended people should do was vague
(Figure 4.25). CDC even tested this website with real users, most of whom
were very interested in the content but confused about what to do next.

(For a case study of how we improved this website, see Chapter S.)

React to a Crisis Promptly

Ahurricane strikes. A CEO resigns. A damaging video goes viral. Some-
times, the opportune moment arises because of a shocking event. When
I'worked for CDC, I occasionally took a turn responding to everything
from bioterrorism to SARS. I can assure you it’s much better to say some-

thing trustworthy sooner, not later, so people don’t panic or spread rumors.
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Travel Notices in Effect

Vaccine-Preventable Diseases

Vaccine recommendations are based on the best avallable risk information. Please note that the level
of risk for vaccine-preventable diseases can change at any time,

o

that you séé 3 proviger who in Travg
ig near you. If you have & medical condition, you should o
PIANE with any COCTErs you are Currently Seeing far cthir MESICAl reasons.

If your travel plans will take you to more than one country during a single trij
health-care provider know 50 that you can receive the appropriate vaccinationd
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Figure 4.25: A website vaguely asks people

to travel healthy.
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Apply the Opportune Moment to Content

On the web, our content can seize kairos in several ways.

Advertisement

Chapter 1 noted how ads annoy people. What if ads were more relevant to
awebsite’s topics and users? For example, National Geographic’s readers
typically care about the environment. An IBM ad stays pertinent with the
message to “build a smarter planet” (Figure 4.26).

Figure 4.26: A relevant
It's time to ask smarter questions. ad on the National

Geographic website.

Click here for more IBM Procees Transformation information

NATIONAL
GEOGRAPHIC

Call to Action

Clear, concise, and earnest—what makes a good call to action. Mayo
Clinic Health Manager offers an unmistakable invitation to begin the sign-
up process with a button labeled “Get started now” (Figure 4.27).

Conrects win @ m\ku“

Get Started with Mayo Clinic Health Manager

Al the information you create in Mayo Clinic Health Manager Is stored in Microsoft®
HealthVaull™, a eita thal lete you gather your health data in one convenient place and ehare it
with others you trust. Your free HealthVauit account will automatically let you use Mayo Clinic
Health Manager.

To create your HealthVault account: @fﬁ"“‘“ ———

(™

- Sign in with your Windows Live™ ID. If you don't have a Windows
Live ID, you can create one for free using any e-mail address,

2. Create your free HealthVault account—it's the only account you'll
need to access Mayo Clinic Health Manager. Offs

3. Give Mayo Clinic Health Manager permission 1o store and use -
data in your HealthVaull record.

Get started now

When you're done, youll retum to Mayo Clinic Health Manager. s 26 i s

Figure 4.27: An effective call to action appears on Mayo Clinic Health Manager.
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The Deck: An Innovative System of Advertising

The Deck is a unique advertising system that ensures quality, relevant ads for publications in the creative
industry such as Jeffrey Zeldman’s A List Apart. Jim Coudal, co-creator of The Deck and president of

Coudal Partners, explains the system this way:

“The Deck takes the approach that to be successful we need to address the needs of all three parties

involved in the advertising:

= Site publishers get vetted, truly relevant ads in a manageable size and without animation or

other tricks.

= Advertisers get an uncluttered impression to an involved and curious audience.

= Readers get ads that don’t insult them about relevant products while the sites they like to read can

write and post more with the financial support of the network.

Too much of current online advertising does not treat all three parties as equally important. It’s that
balance that makes The Deck work so well for publishers, advertisers, and readers.”

THE DECK

The Dock decivered 106,098,586 4
impressions duriag July, Lisited opportunities
are sow available for September and (4

ol Web limbing &
o o Clonsd

O Try Tl

THE AD NETWORK
OF CREATIVE, WEB AND

Advertisers  Contact

DESIGN CULTURE

The premier network for reaching creative, web DECK MEMBERS
and design professionals, The Deck serves up ::""!":rrm‘-::_::::&
approximately one-hundred million ad Prepe—

impressions each month and is uniquely
configured to connect the right marketers toa
targeted, influential audience.

WELL-VETTED

We're picky about the advertising well accept. We won't
take an ad unless we have pald for and/or used the
product or service, Sell us something relevant 1o our
audience and well sell you an ad.

ONE IMPRESSION AT A TIME

With the exception of “roadblocks,” which we'll diseuss later,
there are only y-th ik ng slote labl h
month for the entire Deck. Only a single ad will be shown
for cach page viewed.

In essence, buying a month on The Deck gives you an
exclusive showing on three percent of all the pages viewed for
thar manth acras all forty-nine sites and services. And there
won't be Google or other third-party ads diluting your
exposurc. The Deck ad is the only ad on the page.
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Instruction

Sometimes, helping people act requires more than a well-labeled button.
In that case, contextual instructions come to the rescue. The Mayo Clinic
Health Manager shown in Figure 4.27 includes simple instructions. As
another example, Grasshopper offers plainly worded instructions to make
areferral (Figure 4.28).

@ Refer an Entrepreneur Blog 24/ Support 1.800.820.8210 Sign in
o emmmﬂvf“"’“lm L R M (i x; 3 & Signup
Refer an Entrepreneur
Via Email Via Social
ony e Twitter @ StumbleUpon %3 Reddit
K3 Facebook 31 Digg [ friendfeed
Your Email *§ Google L= Techorati & MySpace

@ Linkedin o Delicious & Live

Your Friends' Emails we wort sthare smatis, promise! L

If you love the Grasshopper
2, \ virtual phone system as much
- as we do, we'd appreciate your  hase
referral! You can refer
entrepreneurs via email, your

social networks, or both. We'll
Security code Send Referral s even give everyone who signs
rd3s7 up a special link to save $25. ;

Thanks for spreading the word!

24/7 Live U.S. Support * No Long Term Contracts = Upgrade Anytime

Figure 4.28: Grasshopper explains how to refer someone.

Crisis Response
How can you respond aptly? By planning for crisis situations. You can’t pre-
pare for the exact crisis, but you can think of possible crises and have a plan

that answers questions like these:
®  Where will we publish a response?

®  Who should write and approve a response?

® Ifwe need extra people to help us monitor and respond to questions

on social networking, how will we get those people?
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= What are examples of a good response?
®  What style of response is appropriate for our users and our brand?

For example, when his popular wine website Cork’d was hacked, Gary
Vaynerchuk didn’t hide his head in the sand or scramble. Instead, he
reacted with a truthful, even funny, video (Figure 4.29).

gary vayenere.chuk

Work with Gary | About Gary | TV Appearances | Keynotes

TV appaarances My Radio Show
= | : Subscribe  Email Submit B munes £ mss

» WinesWeb

D

Listen to Gary's new
show Wine & Web only
on SIRIUS XM.

View More

Thuradays
10-000m - midnight ET

BECOME A T, 9 00 BT

"GaryVeel.P."
Join my email list for

exclusive offers and
notifications

Emall

EIAIUE XM Etars Too
SIRIUS channal 108
XM channel 139

Twitter Usermame (Optional)

Subscribe

1 nad a wikd gay, you? Turning negatves into postives!

SIRILIS XM Ao,
1 hopa you anjoy this viden, It recaps a vary wild axparisnca | had with Corkd com, A
seesmic.com, techcrunch.com and twitter.com and a few others. ?'T!J"“.""‘."
Follow me Link mentioned in 1odays episode:
s TachCrunch artick on Corkd
ﬂ Tumblr « missrouge Twitter response My Book
» Hyan Kuder Twitter response 5
Twitter
Having trouble viewing this video? Try the Quicktime version.
amaranrom

Figure 4.29: Gary Vaynerchuk reacts in a lighthearted way to the hacking of his website.

The CDC responds in a different style to a different crisis—a salmonella
outbreak in eggs. A no-nonsense daily summary explains the latest status
and what people should do about it (Figure 4.30).
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Investigation Update: Multistate Outbreak of Human Salmonella
Enteritidis Infections Associated with Shell Eggs
August 27, 2010

On This Page

Investigation of the Outbreak | Laboratory Testing | Recall Information |
Clinical FeaturesiSigns and Symptoms | Advice to Consumers | General Information
Additional Resources | CDC's Rale in Food Safety | Previous Updates

Today's Highlights

« From May 1 to August 25, 2010, approximately 1,470 reported illnesses were
likely to be associated with this outbreak. L

+ FDAtesting identified Salmanelia in egg farm envircnmental samples.

« Don't eat recalled eggs. Recalled eggs might still be in grocery stores, restauranis, and
consumers' homes. Consumers who have recalled eggs should discard them or return them to
their retailer for a refund. A searchable database of products affected by the recall is available to
CONSUMErs.

# Individuals who think they might have become ill from eating recalled eggs should consult their
health care providers.

WHEN TO USE WHAT PRINCIPLES

Aristotle advocated applying a mix of influential techniques. Getting the
mix right is an art. Without it, users will feel bored, manipulated, or pres-
sured. Indeed, getting the mix wrong will make your results worse than if
you use no techniques.”

The right mix of principles depends largely on the context. So, let’s map
these principles to context—the phases of clout (Figure 4.31).

Figure 4.30: CDC cuts
to the chase of a disease
crisis.

Phase 1 Phase 2 Phase 3
Raise Awareness Become Liked & Trusted Motivate, Inspire. & Help Action

1A. Credibility v v

1B. Logic v v v
1C. Emotion v 4 v
2. Identification 4 v
3. Repetition v v
4. The Opportune Moment v

Figure 4.31: A guide to using rhetorical principles to achieve clout.
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Figure 4.32: Grasshopper
uses different rhetorical
principles at different
times to support attitude
and action.

In the first two phases, influencing people’s attitude

is critical, so rely on

principles that establish your credibility, likability, and trustworthiness.

Asyou enter the third phase, use principles that influence people’s actions.

Abasic example is that Grasshopper emphasizes its

credibility through

showing awards, quotes, anda guarantee on its Features page. However, on

the Sign Up page, Grasshopper does not include content about credibility.

Instead, the page focuses on guiding people to subscribe (Figure 4.32).

Sign Up Instantly for Grasshopper

30 Day Money Back Guarantee. No Long Term Contracts.
1. Pick a Plan

Pay As You Grow

$9.95 Alplaes ochude:
$199 24 we .
ECITTIETN LTI ek

3 o Frowrlocel 0 Tl Froeilocel Mumter - 1 Tl Fnalocel Mumtar « Free 247 suppont
UMD e P - UNWTLD. - UNLMITED Liwrsors o

L R
oy * 30 Day Grarantzee

Fon st AT asdeatan A wbadan

(o) o (o

(Bmﬁ:ms& Eem

Transter s

ChOC T b F you Pt g 4
Drarater el

Py o Prone & Bacidlery

See Pricing & Signup »

24/T Live U.5. Support *

“ Grasbopper has everything | moed. ®

Kiria Sahri, Amaricals enars

M e —
Custom Toll E—— e 1| Howai

Sound Professional &

B wum o The Virtual Phone System Designed for Entreprencurs

No Long Term Contracts *

Stay Connected

s peen ...

Mashable CIgERY

Jinc TS
The Cloet Erbopens. N
Entrepreneur

Upgrade Anytime

5% oW BB msnv

For ideas to plan the right mix of principles for specific situations, see
Chapter 6.
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Rhetoric is not a dark art and should no longer be a lost art. Ancient rheto-
ric offers creative guidance to turn your modern web content into a source
of clout—and consequently get results. The art is in combining rhetorical

principles well. But, that’s not all you need. Turn the page for four more

principles grounded in science.

REFERENCES
1 Aristotle, Rhetoric

2 Andrea Lunsford, http://www.stanford.edu/dept/english/courses/sites/lunsford /pages/
defs.htm

3 Patricia Bizzell, The Rhetorical Tradition (Bedford/St. Martin’s, 2000)

4 David Zarefsky, Argumentation: The Study of Effective Reasoning (The Teaching Company
Limited Partnership, 2005)

S Consumer Reports, WebWatch, Credibility Campaign at http://www.consumerwebwatch
.org/consumer-reports-webwatch-guidelines.cfm

6 Kenneth Burke, A Rhetoric of Motives (University of California Press, 1969)

7 Joe Pulizzi, Higher Purpose Content Marketing at http://www.slideshare.net/juntajoe/
higher-purpose-content-marketing-atlanta-content-strategy-meetup

8 Despite Prolonged Global Recession, an Increasing Number of People Are Spending
on Brands That Have Social Purpose at http://www.edelman.com/news/ShowOne.
asp?ID=222

9 Colleen Jones, Become an Interactive Storyteller at http://www.imediaconnection.com/
content/18041.imc

10 Herbert Krugman, “Why Three Exposures May Be Enough,” Journal of Advertising
Research, 12,6 (1972): 11-14

11 Michelle Linn, How to Put Together an Editorial Calendar for Content Marketing at
http://www.contentmarketinginstitute.com/wp-content/uploads/2010/08/
EditorialCalendar.jpg

12 Amplification at http://grammar.about.com/od/ab/g/amplification.htm

13 B] Fogg, Persuasive Technology: Using Computers to Change What We Think and Do
(Morgan Kaufmann, 2002)

79


http://www.stanford.edu/dept/english/courses/sites/lunsford/pages/defs.htm
http://www.stanford.edu/dept/english/courses/sites/lunsford/pages/defs.htm
http://www.consumerwebwatch.org/consumer-reports-webwatch-guidelines.cfm
http://www.consumerwebwatch.org/consumer-reports-webwatch-guidelines.cfm
http://www.slideshare.net/juntajoe/higher-purpose-content-marketing-atlanta-content-strategy-meetup
http://www.slideshare.net/juntajoe/higher-purpose-content-marketing-atlanta-content-strategy-meetup
http://www.edelman.com/news/ShowOne.asp?ID=222
http://www.edelman.com/news/ShowOne.asp?ID=222
http://www.imediaconnection.com/content/18041.imc
http://www.imediaconnection.com/content/18041.imc
http://www.contentmarketinginstitute.com/wp-content/uploads/2010/08/EditorialCalendar.jpg
http://www.contentmarketinginstitute.com/wp-content/uploads/2010/08/EditorialCalendar.jpg
http://grammar.about.com/od/ab/g/amplification.htm

This page intentionally left blank



INDEX

A antistasis, repeating words device, 70
ability, 33 appeals, rhetoric, 44-56

credibility, 44-49

emotion, 53-56

logic, 49-52
Aristotle, 44

associations, credibility, 44

A/B test, quantitative methods, 176-177
access (web content), 15

accuracy, quality content, 17

actions

influencing results, 31-33

versus thoughts, 33 attention, framing, 82-83

Adamson, Allen D., 36 content application, 85-89

adjustments, 187-188 loss language, 83-84

web content decisions, 196-197 priming, 84

when should make changes, 188 attitudes, influencing results, 31-33
ol

Audience, Relevance, and Search, 148

audio, 13-14

content formats, 120

signs of changing context, 194-196
signs of problems, 189-190

signs of success, 191-193

advertisements. 8 awards, applying credibility to content, 46
)

applying credibility to content, 46-47 awareness, 32

timing application to content, 73 influence within context, 40

affiliations, applying credibility to content,

46-47 B
agenda setting, 84 balance, metaphors, 90
alignments, desired results and users, 34 Beall, Anne, 36
amplification, repetition application to content, Beckham, David, 62
67-68

behaviors, characteristics of users, 34
anaphora, repeating words device, 70 Behavior Wizard, 152

214



Bernbach, William, 43
betas, content evaluation, 161-162
Beychok, Alan, 112
Bloomstein, Margot, 41
books, recommended reading, 211-212
branded traffic, 181
Brandraising, 36
brands
applying credibility to content, 48
building reputation, 201
context elements, 36-37
persona, 118
story content, 64
BrandSimple, 36
broadcasting, 7
Buffett, Warren, 20, 156
Burke, Kenneth, 56
business
intelligence, 184-185
rules when planning, 132-133
Byrne, Conal, 17,21

calendars
planning content repetition, 67
when planning, 131-132
calls, 33
call to action
metaphor application to content, 92-93
timing application to content, 73-74
Card Sorting, 174
case studies
social proof content application, 95
story content, 65-66
cause content, identification application, 61-64

CDC (Centers for Disease Control and
Prevention)

influencing decisions with content, 23

website evaluation, 190

INDEX

Centers for Disease Control and Prevention
(CDC)
influencing decisions with content, 23
website evaluation, 190
certifications, credibility, 44
channels, context elements, 40-41
characters, identification application to content, 59
Chasin, Jeff, 158, 184-185
chronos, 71
claims
framing application to content, 87
reasoning key elements, 49

Click: What Millions of People Are Doing Online
and Why It Matters, 14

clout, 11-12
influence, 19
quality, 16-19
strategy, 15-16
value
ahead of crisis, 20-21
attracting people, 21
building reputation, 19
conversion rates, 21-22
influencing decision, 22-23
loyalty, 20
web content, 13-15
concept models, 125-127
connections, metaphors, 90
consistency, quality content, 17
containers, metaphors, 90
content, 13-15
adjustments, 187-188
web content decisions, 196-197
when should make changes, 188-196
applying credibility, 44-49
data, making inform decisions, 156-158
emotion application, 54-56
evaluation, 155-156
after launch, 163-164

215



content (continued)

before launch, 159-162

long after launch, 165-167
methods, 169-187

formats, planning, 120-125
framing application, 85-89
governing, 137

identification application
cause, 61-64

persona, 59

story, 64-66

user-generated, 60

logic application, 51-52
matrix, 127-128

metaphor application, 92-94
modeling types, 135-136
qualitative evaluation, 171
reciprocity application, 100-102
repetition application, 6670
rhetoric timing application, 73-77
shelflife, 130-131

social proof application, 95-99
source, 134-135

structure pressures, 204-206

CLOUT: THE ART AND SCIENCE OF INFLUENTIAL WEB CONTENT

conversion rates

tweaks, 4

value of clout, 21-22
copy decks, 129
copyrights, 201
Coudal, Jim, 74
credibility

rhetoric appeals, 44-49

web guidelines, 50

where planning, 119

who planning, 117
crisis

rhetoric timing, 71-72

timing application to content, 75-77
cultures, emotion considerations, 54
curating content

applying credibility, 47

framing application to content, 86
customers

context elements, 33-36

location, 203-204

data

content briefs, 137
Content Strategy for the Web, 40
context, 29-30

inform content decisions, 156-158

visualizations, content formats, 123

achieving clout, 41-42
elements, 30-41

brand, 36-37

channels, 40-41

result, 31-33

timing, 37-40
users/customers, 33-36
user location, 203-204

control, metaphors, 90

conversations

calendars, 131-132, 195-196

reviews, qualitative evaluation, 171-172

Davenport, Tom, S

demographics, characteristics of users, 34
Designing Brand Identity, 36

designs, 6-7

diacope, repeating words device, 70
DiFranco, Ani, 199

dispositions, characteristics of users, 34
Domino, Rogue, 20

Donatone, Frank, 148

DuMars, Bert, 40, 63

Durham, Sarah, 36



E-books, content formats, 124-125
echo, repetition application to content, 69-70
editorial calendars

planning content repetition, 67

when planning, 131-132
editorial oversight, 17
editorial style guides, 116, 119
efficient production, 17-19
electronic health records, 208
elements, context

brand, 36-37

channels, 40-41

result, 31-33

timing, 37-40

users/customers, 33-36
emotions

rhetoric appeals, 53-56

where planning, 119
endorsements, credibility, 44
Engage, 179
ethics

conflicting content ethics, 201-202

practical ethics, 202-203

truth, 200
evaluation (sites), 155-156

after launch, 170

actions, 164

becoming trusted, 163-164

raise awareness, 163

before launch, 159

betalaunch, 161-162

prototype, 160-161

refine strategy, 160

long after launch

anticipate opportunities, 166-167

conversation patterns, 166

maintain content, 165

usage patterns, 165

INDEX

methods, 169-170

qualitative, 170-174

quantitative, 174-187
evidence

framing application to content, 87

reasoning key elements, 49
expectations, characteristics of users, 34
experience, credibility, 44

experts, applying credibility to content, 47

findability, quality content, 17

Fishel, Cynthia, 148

flexible content structure, 17-19

Fogg,B.J., 151-152

format content, planning, 120-125

forums, context elements, 40-41

framing, psychology, 82-83
content application, 85-89
loss language, 83-84
priming, 84

Frost, Stephanie, 36

Garrett, Jesse James, 157
Godin, Seth, 23,209

Goetz, Thomas, 206

Google Website Optimizer, 4
governing content, 137
graphic designs, 6

graphics, 13-14
Grasshopper, 21-22

Halvorson, Kristina, 40
health industry
mental health, 208
personal health, 206-207
public health, 207

217



218 CLOUT: THE ART AND SCIENCE OF INFLUENTIAL WEB CONTENT

Holiday Inn, 18 intranets, launching roadblocks, 144-147
Holton, Kelly, 190 irony, rhetorical devises, 57

hooks, repetition application to content, 67-68

how, planning approach, 133-137

How We Decide, 83,158 Jones, Colleen, 190

hyperbole, rhetorical devises, 57 journey, metaphors, 90

kairos, 71
identification Kaushik, Avinash, 179, 183
rhetoric, 56-57 Keysar, Boaz, 100
attracting everyone, 58 keywords, launching roadblocks, 148-149
content application, 59-66 kudos, applying credibility to content, 46
levels, 57-58 Kuniavsky, Mike, 174, 182
who planning, 117
images
content formats, 121-122 Lehrer, Jonah, 158
emotion application to content, 56 Letting Go of the Words, 19, 34
influence likability, 32

content, 14-15 Livestrong Foundation, 22

context, 29-30 Livingston, Jeff, 207

achieving clout, 41-42 logic

elements, 30-41 rhetoric appeals, 49-52
psychology, 81-82 when planning, 133
framing, 82-89

metaphors, 90-94

where planning, 119
longevity, credibility, 44

proper principle selection, 102-103 Lowry, Adam, 93
reciprocity, 100-102 loyalty, 20
social proofs, 94-99 Lunsford, Andrea, 44

rhetoric, 43-44
defined, 44-77

ix of techni , 77-78
proper mix of techniques MacIntyre, Jeffrey, 166

marketing, 7-8
Marketing: Unmasked, 36
Marketing Metaphoria, 90
Mathewson, James, 148
Mental Models, 36
messages
architecture, 115-116
metaphor application to content, 92-93

inspiration, influence within context, 41
instruction
framing application to content, 87-89
timing application to content, 75
interactions, 7
interactive industry, 209
Internet use, 13

interoperability, 145-146



metaphors, psychology, 90-91
build on those used, 92
content application, 92-94
proper selection, 91

methods, evaluation, 169-170
qualitative, 170-174
quantitative, 174-187

microsites, 149-150

mind control, 203

Mint.com, 110-112

modeling content types, 135-136

motivation, 33
influence within context, 41

Muehlbauer, John, 18

multivariate tests, quantitative methods, 176-177

names, metaphor application to content, 92-93
Neumeier, Marty, 36
Neuro Web Design, 7
Nielsen, Jakob, 14
The Nimble Report, 19
Noland, Kenneth, 29
North Carolina State University
Homecoming page, 193

location-based services, 205

Obama, Barack, 99

Observing the User Experience, 174, 182
O’Connor, Kevin, 190

offline metrics, quantitative methods, 182
online publications, 212-213

organizations, applying credibility to content, 48

page tables, 129
Patzer, Aaron, 110
Peppers, Don, 209

INDEX

personal health site, 206-207
personas, identification application to content, 59
personification, rhetorical devises, 57
persuasive designs, 7
Pickens, T. Boone, 87
Pinker, Steven, 90
planning, 109-110

approach, 112-113

how, 133-137

what, 114-116

when, 129-133

where, 119-129

who, 117-119

complex websites, 110-112

content brief, 137
podcasts, content formats, 120-121
polls, framing application to content, 87
priming, framing, 84
principles

context, 29-30

achieving clout, 41-42

elements, 30-41

psychology, 81-82

framing, 82-89

metaphors, 90-94

proper principle selection, 102-103

reciprocity, 100-102

social proofs, 94-99

rhetoric, 43-44

defined, 44-77

mixing influential techniques, 77-78
privacy, applying credibility to content, 49
prospects

content structure pressure, 204-206

user location, 203-204
psychology, 81-82

framing, 82-83

content application, 85-89

loss language, 83-84

219



220 CLOUT: THE ART AND SCIENCE OF INFLUENTIAL WEB CONTENT

psychology (continued)
priming, 84
metaphors, 90-91
build on those used, 92
content application, 92-94
proper selection, 91
proper principle selection, 102-103
reciprocity, 100-102

social proofs

reasoned actions versus thoughts, 33
reciprocity

psychology, 100-102

where planning, 119

who planning, 117
recommended reading

books, 211-212

online publications, 212-213

content application, 95-99 Redish, Ginny, 34
identifying with crowd, 94 references, applying credibility to content, 48
publications

online, 212-213

recommended reading, 211-212
public health, 207

publishing, copyrighted assets, 201

referrals (from users)

content application, 95-99

identifying with crowd, 94
relationships, content asset dependence, 202
relevance, quality content, 17

reminders, framing application to content,

87-89
qualitative evaluation, 170-171 repetition
content audit, 171 application to content, 66-70
conversation review, 171-172 rhetoric
trend review, 172-173 content application, 66-70
user interviews, 173-174 three times, 66
quality content, 16-19 when planning, 129
quantitative methods, 174-175 reports, content formats, 124-125
A/Btest, 176-177 reputations, 19
multivariate test, 176-177 content asset dependence, 202
offline metrics, 182 credibility, 44
remote user test, 176 quantitative methods analytics, 178-179
reputation analytics, 178-179 resources, metaphors, 90
search analytics, 179-181 responsibilities
social analytics, 178-179 conflicting content ethics, 201-202
survey, 175-176 practical ethics, 202-203
syndicated research, 182-185 truth, 200
website analytics, 177-178 results, 3—4
questions, rhetorical devises, 57 clout, 11-12
quotes (from users) context elements, 31-33
applying credibility to content, 46 design, 6-7

social proof content application, 95 influence, 19



marketing, 7-8

quality, 16-19

SEQ snake oil, 6

strategy, 15-16

technology limits, 5

tweaks, 4
reviews

applying credibility to content, 46

social proof content application, 96-97
rhetoric, 43-44

defined

appeals, 44-56

identification, 56-66

repetition, 66-70

timing, 71-77

mixing influential techniques, 77-78
roadblocks, 139-140

managing day-to-day needs, 149

microsite mushrooming, 149-150

stuckin rut, 150-151

motivating users

balancing with instruction, 151-152

buyers remorse, 153

offline action support, 152-153

prior to launch

intranets, 144-147

no content, 140-144

social networking sites

content divide, 147-148

keyword crisis, 148-149
roles, characteristics of users, 34
Russell, Bertrand, 81
Ryan, Eric, 93

Salganik, Matthew, 94
Santana, George, 82

searches, quantitative methods analytics,
179-181

INDEX

security, applying credibility to content, 49
Segal, Alan, 184-185
sensory details, emotion application to content, 56
SEO snake oils, 6
Shaffer, Dan, 91
Sharpie, 62
shelflife, content, 130-131
similarities, credibility, 44
simile, rhetorical devises, 57
slides, content formats, 123
SME (subject matter experts), 197
social analytics, quantitative methods, 178-179
social networks
building relationships, 202
content gateways, 127
roadblocks
content divide, 147-148
keyword crisis, 148-149
social proof content application, 98
social proofs
psychology
content application, 95-99
identifying with crowd, 94
where planning, 119
who planning, 117
Solis, Brian, 179
Sorrell, Sir Martin, 36
source content, 134-135
Spencer, Donna, 174
spokespersons, identification application to
content, 59
story content
identification application, 64-66
metaphor application, 93-94
Strategic Market Research, 36
strategies, 15-16
style, appealing to emotions, 53
subject matter experts (SMEs), 197

success, credibility, 44

221



222

CLOUT: THE ART AND SCIENCE OF INFLUENTIAL WEB CONTENT

Sunstein, Cass R., 94

syndicated research, quantitative methods,
182-185

Tancer, Bill, 14

technologies, limits, 5

testimonials, social proof content application, 95

testing tools, Google Website Optimizer, 4
text, 13-14
content formats, 120
Thaler, Richard H., 94
The Brand Gap, 36

The Decision Tree: Taking Control of Your Health
in the New Era of Personalized Medicine,
206

The Deck, 74
themes, framing application to content, 85
Thomas, Scott, 189
thoughts versus action, 33
timing
context elements, 37-40
rhetoric, 71-77
when planning, 129
Tobin, Trish, 112
Tonchi, Stefano, 18
tone, appealing to emotions, 53
transformation, metaphors, 90
trend reviews, qualitative evaluation, 172-173
trust, 33
influence within context, 41
truth, responsibilities, 200
tweaks, conversion rates, 4
Tyson, Mike, 139

usability, 7
quality content, 17

user-generated content, identification
application, 60
users
context elements, 33-36
location, 203-204
qualitative evaluation, 173-174

quantitative evaluation methods, remote
testing, 176

value (clout)
ahead of crisis, 20-21
attracting people, 21
building reputation, 19
conversion rates, 21-22
encourage decision, 22-23
loyalty, 20
values, characteristics of users, 34
Vaynerchuk, Gary, 76
videos, 13-14
content formats, 122

voice, emotion application to content, 54-55

warrants, reasoning key elements, 49
Warren, Denise, 18

Wassel, Susan, 62

Web Analytics, 179

web content, 13-15

The Web Content Strategist’s Bible, 19
websites, credibility guidelines, S0
what, planning approach, 114-116
Wheeler, Alina, 36

when, planning approach, 129-133
where, planning approach, 119-129
White, E. B., 109

WhiteHouse.gov, 141-143
whitepapers, content formats, 124-125



who, planning approach, 117-119
why, planning approach, 113-114
Wilson, Tracy V., 188

Winterson, Jeanette, 169

Wolf, Erik, 36

words, emotion application to content, 56

INDEX

Young, Indi, 36

Zaltman, Gerald, 90, 155

Zaltman, Lindsay, 90, 155

Zappos, influencing decisions with content, 23
Zeldman, Jeffrey, 74

223



	Contents
	Introduction
	4 Rhetoric: The Art of Influence
	What Rhetoric Really Is
	1. The Tried-and-True Appeals
	2. Irresistible Identification
	3. Repetition That Doesn’t Bore or Broadcast
	4. The Opportune Moment!
	When to Use What Principles
	Summary

	Index
	A
	B
	C
	D
	E
	F
	G
	H
	I
	J–K
	L
	M
	N
	O
	P
	Q
	R
	S
	T
	U
	V
	W
	X–Y–Z




