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TL    Content Marketing
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TL    Content Marketing

TL    Technical Expertise 
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Original, authoritative and insightful content that 
differentiates your brand and helps your clients, 
leading to mutually beneficial commercial 
opportunities. 
Source: Grist

thought lead•er•ship
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BUSINESS CONTEXT

38% OF BUSINESS DECISION-MAKERS  
SAY THE MARKET IS OVERSATURATED 
WITH TL CONTENT
Source: 2022 Edelman LinkedIn TL Impact Report
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BUSINESS CONTEXT

89% OF B2B BUYERS AGREE: THE 
INFORMATION ENCOUNTERED WAS 
“GENERALLY OF HIGH QUALITY”
Source: Gartner, “Sensemaking for Sales,” HBR (Jan/Feb 2022)
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TODAY’S BUSINESS ENVIRONMENT 

1. Generational hand-off

2. New “business consumer”

3. Digital transformation

4. More rigorous selection process, even longer sales 
cycles and more decision makers
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Thought leadership is a powerful tool to attract 
and engage C-suite customers at all stages in 
the buyer journey. 
Source: FT Longitude

THE NEW B2B DECISION-MAKING JOURNEY
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Goal Setting
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PRIMARY OBJECTIVES OF A TL STRATEGY 

1. Build brand reputation, relevance and trust

2. Open new doors

3. Move prospects to clients, faster

4. Stay top of mind between opportunities
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TL BUILDS BRAND REPUTATION AND RELEVANCE

70%
SAID TL IMPROVES  
THE WAY THEY VIEW  
THE BRAND

63% 
SAID TL ENABLES  
INSIGHT INTO THE BRAND’S 
DIFFERENTIATION

Source: FT Longitude Learning from Leaders, C-Suite Insights 2019
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27% 
CONTACTED THE  
FIRM THAT 
PRODUCED TL

TL OPENS NEW DOORS

84%
USE TL TO  
BUILD THEIR 
WATCHLIST

87% 
USE TL TO  
ASSESS A NEW 
ADVISER

Source: FT Longitude Source: Grist, The value of B2B thought leadership survey 2023
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TL MOVES PROSPECTS TO CLIENTS

83%
LIKELY TO REQUEST 
A MEETING BASED ON 
RELEVANT TL

42% 
INVITED A FIRM TO 
BID BASED ON TL

Source: Grist Source:  Edelman-LinkedIn
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TL MOVES PROSPECTS TO CLIENTS

92% AGREE THAT HIGH-QUALITY THOUGHT 
LEADERSHIP HAS INFLUENCED THEIR 
DECISION TO BUY
Source: FT Longitude
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TL KEEPS YOU TOP OF MIND

72% WOULD TURN TO COMPETITORS FOR 
THOUGHT LEADERSHIP IF YOUR FIRM  
IS NOT PROVIDING IT
Source: Grist The value of B2B thought leadership survey 2023
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TL must address the needs of a 
clearly defined ideal   audience
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CUSTOMER RESEARCH

Use customer research to inform your thought 
leadership strategy and plan.
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EXPLORATION EVALUATION SELECTION RELATIONSHIP

Clients’ Goals
Understand a problem /  
Educate themselves / 
Improve their business 

Research a solution to 
a specific problem / 
Evaluate providers

Validate / Reduce risk / 
Confirm they are 
making the right choice

Stay on top of what’s 
new / Be successful 
personally / Grow their 
business

Your Goals
Reach prospects / 
Establish expertise /  
Build trust

Provide insight into 
your industry, solutions 
and practices / Build 
confidence

Prove your firm is the 
right choice / Add value 
to decision-makers

Retain clients / Grow 
accounts / Get repeat 
business and referrals

The Value 
of Thought 
Leadership

Builds trust / perception 
of expertise / leads to 
brand preference

Improves understanding 
of your capabilities / 
approach / the value of 
offerings

Makes your firm the 
clear #1 choice

Keeps your firm top of 
mind / enables upsell 
and cross-sell / builds 
loyalty

Questions WHAT QUESTION(S) SHOULD OUR TL ANSWER AT EACH STAGE?

TL-TO-JOURNEY MAPPING
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Thought leadership   content
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EXPERTISE
CREDIBILITY

BRAND

NEEDS
OPPORTUNITIES
CHALLENGES

FIRM’S CLIENTS’

TL CONTENT
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ChatGPT Will Be the Calculator 
for Writing. 

ERIK BRYNJOLFSSON 
Stanford, Digital Economy Lab
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REMINDER:

Thought Leadership requires original thinking 
and a unique POV.
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WHAT GEN AI CAN DO

 + Speed up and improve research

 + Assist with generating ideas

 + Generate summaries and outlines

 + Repurpose content into multiple formats
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WHAT GEN AI IS TERRIBLE AT

 + Original thinking

 + Unique point of view

 + Customer empathy

 + Accuracy
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Thought leadership   campaign
Development
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TOP REASONS WHY TL FAILS

36%
THE VISUAL EXECUTION 
IS UNINSPIRING

33% 
THE REPORT IS BORING 
OR PREDICTABLE

Source: FT Longitude’s Learning from Leaders, C-Suite Insights
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Source: How to Accelerate Digital.

Five Ways to
Accelerate Digital
#HowtobyBCG

#HowtobyBCG
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HOW DO WE MEASURE SUCCESS?

MEASURE WHAT MATTERS – SELECT THE RIGHT 
METRICS AND KPIs BASED ON YOUR GOALS 
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Anecdotal data about how 
TL content is used can be as 
compelling.
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EFFECTIVE THOUGHT LEADERSHIP

1. Aligns with your business goals, delivers ROO

2. Demonstrates original thinking, has a unique POV 

3. Shows you understand your clients’ challenges and 
know how to solve them

4. Engages audiences through creative execution and 
omnichannel experiences
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IDA CHEINMAN
PRINCIPAL/CREATIVE DIRECTOR

IDA@SUBSTANCE151.COM

ADDITIONAL RESOURCES

BIT.LY/3RJC2ZO

https://www.instagram.com/substance151/
https://bit.ly/3rJC2zO

