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flavor or feel. Tone is important to conveying
a brand or organization personality. Bliss, for
instance, demonstrates a distinct personality
through the content’s sassy tone (Figure 5).

Appeal to the left and right brain.
Ever since Aristotle, we’ve known the
importance of appealing to logic (logos),

FIGURE 5. A website that demonstrates a distinct personality
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bliss best of skintentions

A moisturizer on a mission!

Why we love it

=protects the skin with SPF 15 for UVB (burning) protection
plus a UVA (aging) rating PA++

«instantly illuminates the skin with phytonutrients

«delivers vitamins, minerals and omegas to promote healthy
skin

You've only got one face (unless you plan to sneak in some
surgery), so protect its future with our new once-a-day
mega-moisturizer. It not only shields against burn-causing
UVB rays, but is alse one of the only moisturizers with a PA++
rating which indicates that it’s clinically proven to protect

FIGURE 6. Combining logic, emotion and credibility in one
combined appeal

against age-inducing UVA rays. And it's not just serious sun
defense—it also delivers a daily dose of antioxidant vitamins,

emotion (pathos) and credibility (ethos). For
example, the Gotvmail home page (Figure 6)
appeals to logic through pricing, to emotion
through a branding message and testimonial,
and to credibility through partner logos, award
logos and “featured in” logos. The result is a
powerfully persuasive mix of content in a compact area.

minerals and omegas to keep skin looking healthy, plus
phytonutrients from tonka beans for a luminous finish. (All
that for $35? Talk about a good 'skin"-vestment.)

lzarn mere about this praduct

tell a friend

Watch a video

To learn more about why PA++ is so important, click the SPF
tab below

AS SEEN IN - WwD, bellasugar.com

management or to anything else, we miss a bright opportunity to influence
users. Content is not a nice-to-have extra. Content is a star of the user
experience show. Let’s make content shine.

Achieving these tips is impossible without giving content care. If we
continue to treat content as an extra to information architecture, to content

Resources Mentioned in the Article

[1] Fogg, B. J. (2003). Persuasive technology: Using computers to change what we think and do. St. Louis, MO: Morgan Kaufmann.
[2] Pink, D. (2005). A Whole new mind: Moving from the information age to the conceptual age. New York: Riverhead.
[3] Merriam-Webster's collegiate dictionary. (1993). (10th ed.) Springfield, MA: Merriam-Webster.

[4] Jones, C. (2009, March 18). Usable, INFLUENTIAL content: We can have it all [Powerpoint slides]. Presented at the ASIS&T IA Summit 2009. Retrieved April 26, 2009, from
www.slideshare.net/leenjones/usable-influential-content

Bulletin of the American Society for Information Science and Technology — August/September 2009 —Volume 35, Number 6

—_

5

CONTENTS

CTOP OF ARTICLE) C< PREVIOUS PAGE) C NEXT PAGE > ) CNEXT ARTICLE >)






