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The Four Conditions for
Effective Content
Iron-clad content that makes strategy work
The number of organisations that share their content with their target audience is
increasing. The global amount of information that is created as a result, makes it harder for content to
be found. That is why there are high standards for distinctive content that helps organisations connect with
their target audiences. There are four factors for success that determine how effective your content is: the
message, the information, the structure and the style.
By 2020, companies want to show to the world what they are worth. 4 out of 10 have stated in the Content
Research 2015 survey that they will be using more content. Organisations that already have experience in
this domain are pleased with the results they have obtained.

Expectations about content
Organisations have high expectations about content. The potential is definitely there. Effective content
contributes to your company in four ways:
•
Visibility and findability increase. Brands can get well-know very fast and very suddenly.
•
Authority increases. The knowledge an organisation has made available is used increasingly more
often.
•
Bad news has less influence. Organisations that have a wealth of good content can quickly provide
an adequate answer to arising problems. Additionally, they get the benefit of the doubt more often.
•
New products or services are more successful. The target audience knows what they can expect
from the company, which creates public support for innovation.

Content, content marketing and content strategy
Information that is shared with a target audience, has been given the specialist term ‘content’.
This is publicised, ready-to-consume information. Not all information is content. For example, an
unpublished financial report is not content. As soon as it has been placed online and is publicly
accessible, then it has become content. The same goes for mathematical calculations. They are only
content when they are gathered into a curriculum and used at school. Due to the rise in interest
that companies have in content, terms such as ‘content marketing’ and ‘content strategy’ have been
in use as well. The precise meaning of these terms is not always clear, but they emphasize that
information has become a strategic communication instrument.

Information
For general use
Not necessarily public
Requires no specific goal

Content

Specifically for a target audience
Always public
Means to communicate a message
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Common errors
Does content work under all circumstances? No. What is more, making information public at random is
useless, and in some cases it is even harmful for the organisation. This could be the case in three ways:

•

Blunders:

It happens more and more that companies are corrected, ignored or contradicted. That is why making
content public needs to be well thought through, or else it can work as a boomerang against the organisation.
Many organisations have lost control over the debate on themes they have brought up themselves, such as
sustainability, quality and dependability.

•

Uninformative:
In order to avoid criticism, many organisations only publish content that doesn’t push any buttons with
anyone. The downside of this is that this content doesn’t engage with people, and therefore doesn’t stand
out in the increasingly huge amount of online information. The challenge lies in publishing content that
speaks to your target audience. Ideally, they will then share that content enthusiastically.
•

All flash, no substance:

Some organisations think they have found a loophole by using attractive forms of content, such as video
and animation. These are pleasant way of spreading information, that help the message come across more
forcefully. However, video and animation are expensive and the information density is limited. When the
message is not good, even these formats won’t help you.

Effective content
Valuable content is in line with the intrinsic interests your target audience has. Ensuring this alignment
provides your message with more meaning. Coca-Cola is a good example in this respect. This company
publishes a great amount of content on their corporate website on a wide scope of topics, ranging from art
to recycling cardboard. Sustainability, innovation and quality of life are central, as these are values that the
brand wants to carry out. By sharing information that the target audience finds relevant in this manner, CocaCola can convey its message successfully, without endlessly and repeatedly talking about the organisation.

3

WHITEPAPER

Content strategy

BIOS Method
For companies and organisations that want to make use of the power of content, their directive should be to
make their content resistant to noise. To reach this goal, the BIOS Method has been developed. This method
has the potential to empower content so that it will not distort or fade away in comparison to the content
spread by other organisations. This way, the information will reach the target audience well.
The BIOS Method has been developed by the Dutch Editorial Institute (Nederlands Redactie Instituut). The
starting point of the BIOS Method is that content is made up from the same factors that determine the effect
of content. These factors are demonstrable, so they are measurable. As a consequence, everyone who
makes content can influence these factors.
The BIOS Method consists of four cornerstones:

•
•
•
•

Message
Information
Structure
Style

Message
The message is the goal of the content. Whether a message will get through to the target audience depends
on its communicative strength. A well communicated message can be recognized by these following
characteristics:

Traceable
Concise
Current
Urgent
•

Traceable

It is self-evident that a message must be clearly discernable in the content. The message must be recognizable
as such. As soon as the message becomes vague, the content is rendered useless, or even harmful. The
target audience will ignore the message, or take away the wrong idea from it.

•

Concise

A message must be constrained to one sentence of maximum one line in length. When a message is longer,
the meaning will become too vague. This will lead to misunderstanding and confusion.

•

Current

A message must be about a current topic. When this is not the case, the target audience will miss the gist of
the content. This will diminish the chance that the message will get through to the target audience.

•

Urgent

A current message must be perceived as very important. Only then a message will evoke emotion with the
target audience, and ensure that the information will be stored.
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Information
Information is needed to charge and support the message. This makes the message credible and provides
authority. Good information has following characteristics:

Factual
Traceable
Competent
•

Factual

Good content is supported with facts that help construct the message. These facts are indispensable in regard
to credibility and authority. The more facts are included, the stronger the message will be. An information
density of 100% means that every sentence contains one or more facts. The downside of a high information
density is that it is hard to take it all in. Factual texts are hard to read. Therefore, a lower information density
of 60% or 70% is often more effective.

•

Traceable

Strong content contains information that is retraceable to its source. That is why many books and magazines
often contain footnotes, and online texts use hyperlinks, providing access to the original information source.
The clearer the source of the information is indicated, the smaller the chance that people will doubt the
information. Providing a traceable source will win your message credibility.

•

Competent

Content that contributes to knowledge and insight is regarded as competent by most people. Relevant
and new information characterize competent content. The more competent your content is, the more it
contributes to its sender’s authority.

Structure
The sequence in which the text offers the information determines the logic of the content. Is this presented
well, then the text will be fluent. Fluent texts are often compelling, which makes the message strong. A good
structure has following characteristics:

Message comes first
Coherence
Organized
•

Message comes first

The first message is the one that the target audience will remember the best. Consequently, that should be
your most important message. If this were to come later, it will lose its recognisability, as well as its relevance.
Especially online this increases the risk of your content being ignored because its relevance is not clearly
seen.

•

Coherence

The relationship with the key message must be clear in each paragraph. When this internal coherence is
lacking, the target audience will be lost, as the readability of the content suffers.

•

Organized

Every paragraph contains one irreplaceable topic which is needed for the development of a text. Each
paragraph should fit in with all the previous paragraphs, and offers room for the next. Without this, the text
will be perceived as hard to read, disorganized and will attract few readers.
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Style
The style is the packaging of the message and the information in words and phrases. Writing correctly with
respect to grammar and punctuation is the conditio sine qua non. Yet, there is ample room to bring variation
into your language. A good style can amplify a message, without having to introduce extra information.
The same principle goes the other way around: weak style undermines the effectiveness of the content.
Following aspects determine what style you should use:
•
•

Kind of content (argumentation, analysis, background, interview, informative, inspiring, visionary etc.).
Target audience (level of competence and involvement).

Besides the choice of what content you are bringing, a whole range of possible styles can be used. They
determine the rhythm of the text:
•
•

Sentence length (short, long, variable).
Word level (jargon, neutral, official, prosaic).

The rise of content
Traditionally, organisations have used information to exert influence. It was only after the coming of
the Internet that the neutral term ‘information’ changed into the strategic term ‘content’. Three big
changes set this shift in motion:

1.

Distance and time have no influence anymore. The latest news from Peru is

accessible just as fast as the news from Brussels.

2.

It is very easy to share information. Complete libraries can be shared with the general

public with just a few clicks.

3.

The increasing amount of online content. Between 2010 and 2016, the monthly

distribution of text production has doubled, amounting now up to 14 000 petabytes. The spread of
video productions has increased in the same period from 10 000 to 50 000 petabytes per month. To
give you an idea a of how much that really is: it would take someone approximately 3600 years to
watch 1 petabyte of video.
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