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The Ten Commandments for 
Content Profiling 
How the new profiling works 

Not having a clear identity, or even worse, having to deal with a negative image: That is what 
every organisation wants to prevent. For most organisations, profiling is a necessity, so as to ensure 

that the organisation is in the picture of its clients, prospects and other stakeholders. The opportunities 

for content profiling are often left unused, or even worse, they cause reputational damage because the 

organisation’s profiling is much too sender-oriented. The right profiling helps organisations reinforce their 

position as an authority in the field and helps establish a good reputation. 

Legitimisation and the new profiling 
The effect that commercial and ego-driven communication has is in decline. It does not instill trust anymore. 

Therefore, organisations should aim at communicating in a way that reinforces their legitimisation and does 

instill trust among all stakeholders. Long-term profiling demands an approach in which organisations make 

their social relevance visible and that is in accordance with the current social themes. This approach should 

give the organisation a clear identity, by means of taking a stand and by sharing knowledge and competence. 

This is called content profiling. 

Levels of content profiling
When dealing with content profiling, the trick is to operate on different levels. We distinguish two levels, that 

are closely interconnected.

Professional abstraction level 
This deals with the professional profiling 

in themes that are connected with the 

knowledge and expertise inside the 

organisation. The organisation improves not 

only its brand awareness, but also reinforces 

its legimitisation and position as an authority 

in the sector. This way of profiling is primarily 

aimed at supporting or reinforcing the 

reputation. 

Social abstraction level
This deals with the profiling in themes that 

are connected with social developments and 

social issues. Every organisation – along with its 

stakeholders – is part of society. Therefore, it has 

to deal with recent events and developments, as 

well as with rules and regulations. By becoming 

a voice in the social debate and by sharing 

knowledge that can help make the own social 

usefulness visible, the organisation reinforces 

its legitimisation and establishes its reputation 

even more firmly. 
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The Ten Commandements 
How can organisations create their content profiling en innovate their profiling policy? By keeping up with 

the Ten Commandements here below, organisations can come a long way.  

1. Match profiling with positioning 
A profiling strategy has no chance of success if it contradicts the organisation’s positioning. This will only 

lead to a vague image about the organisation, incredibility among (potential) stakeholders and a low return 

on the communication activities. Organisations that lack a clear image of their positioning must first return 

to the basics, before they can manage a profiling strategy (see frame). 

Means for content profiling 
Content profiling can comprise of a variety of resources. For example: press police, round table 

conversations, blogs, whitepapers, social media, participation or exploitation of online communities, 

stakeholder meetings and content marketing. When choosing these means, it is important to keep 

stakeholders’ interests at heart, and to make sure that these means are realistic and appropriate for 

the organisation. Equally important is the (potential) output per resource. 

Profiling and positioning
Profiling intends to create a certain image of the organisation, both proactive and reactive. This 

image should seamlessly connect with the strategic positioning. Often a distinction between three 

positioning levels is made: business positioning, brand positioning and communication positioning. 

The latter is sometimes called profiling. 
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2.  Deploy content profiling strategically as a resource, not as a goal 
Content profiling is a strategy to contribute to the realisation of the goals of the organisation and its 

communication. It is not a goal itself. It is important to determine which communication goals should 

be realised with the content profiling (e.g. improving the brand awareness) and to which goals of the 

organisation the profiling must contribute. Examples here are influencing laws and legislation, expanding 

into new markets or reinforcing the though leadership position. 

3.  Trade in ego for content
In contrast to profiling on ego-driven subjects only, such as new products or services, content profiling 

demands a visualisation of the organisation’s ‘narrative’: this can be a new vision on a social theme, taking a 

position in a discussion going on inside the organisation’s area of expertise, or a vision on how innovation in 

the sector should best be managed.  

Based on the hierarchy of positioning (Roland van Kralingen)
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Social context

Social significance

The core of the organization

The differentiation

The profiling

• Why, what and how (vision, mission, product-market combinations, 

distribution channels, competences)

• What would society lack if we were not there?

• How do we create a relevant distinction based on our identity?

• How do we want to be known and seen?

• With which themes, key messages and content do we profile ourselves?

• Which style, shape, means and media do we choose?



4. Dare to take a stand
For content profiling, it is important to take a stand in debates or issues at play in the organisation’s sector, or 

in society at large. Many organisations are afraid to take a stand, out of fear of losing stakeholders’ goodwill. 

That fear is unfounded, given that the organisation acts in line with the point of view it publicly defends. It 

is better to have a strong position and have an occasional clash of opinion, than to have a weak position 

without a clearly recognizable identity. 

5. Be proactive and claim your own themes 
Content profiling requires a proactive approach: claim your own themes and develop them. If possible, 

create a new frame of reference for certain issues. The next step is to call these themes to attention by, for 

example, proactively approaching the media and initiating contact with stakeholders and/or influencers. By 

doing so, the organisation will be regarded as occupying a position of thought leadership. 

6.  Involve employees in determining profiling themes 
The themes in which the organisation wants to profile itself can be determined based on the organisation’s 

positioning and core message. Always involve key figures or people with a strong opinion within the 

organisation in this process. By co-determining these themes, the most relevant domains are explored. 

Additionally, the organisation creates a support base for its profiling policy. 

7.  Think beyond a press release 
For proacitve profiling through the media, most organisations issue a press release. Sometimes, however, 

this ends in disappointment. To generate first-rate media attention, it is often more effective to approach the 

media with angles that show a keen eye for social and commercial trends and developments, in a way that 

is opinionated, relevant, controversial, solution-oriented and tantalizing. 

8.  Carefully aim your approach 
When there is profiling through the media, make sure that the media that are to be approached are well 

mapped. Knowledge of these readers or viewers, the tone and the centres of attention of the medium, as 

well as the specialty of the individual journalist or blogger all matter greatly. A carefully aimed approach 

reinforces media relations and the relationship with individual journalists and bloggers, and subsequently 

amplifies the chance of getting the desired media attention. 

9.  Maximise profiling gains by sharing results 
Maximise profiling gains by thinking about the possibilities prior to and after a publication, whether that is an 

article in the media, a whitepaper, a blog or a report about a round table session. Structured content profiling 

has a positive effect on employees. The bonding with the organisation grows and the feeling of pride is 

reinforced. So, internally sharing results of the profiling via the newsletter, email or social media is essential. 

That is equally so for externally sharing the realised content. 

10.  Measure and analyse
Monitoring and research are essential to managing a proactive profiling policy. This helps you not only to 

signal profiling opportunities, but also to have an insight into the effect of the policy. Does a publication lead 

to a discussion about the content? What is the sentiment of the reactions? What is the publicity value and 

the effect on the communication goals? It will be made visible which subjects are handled well, and which 

are not. By continually monitoring and analysing the situation, adjustments can be made in a timely fashion 

and will increase the success rate of your actions. 
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Contributing to content profiling 
Over 50% of the employees in organisations want to contribute to their organisation’s content 

profiling, but are not given the time or opportunity to do so. Moreover, a strategy that allows experts 

to cooperate is often lacking. 85% of organisations profile themselves on the front of knowledge. 

66% of these organisations stimulate this, 33% even expects this of employees. Employees profile 

themselves online and offline. Online this happens mainly on the corporate website (53%), Twitter 

(64%) and LinkedIn (78%), offline by means of presentations (88%), publications (69%) and by 

participating in events (64%). (Ravestein & Zwart, 2012)
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For more information, please contact: 

Antoine Marthoz 
Reputation Strategist
Account Director

T +32 (0)476 60 67 73  
E antoine@insticom.be

Av. du Pesage, 130, Waaglaan   |  1050 Brussels

 T +32 (0)2 627.06.00

E  info@insticom.be  |  W insticom.be


