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IMAGINE THE MOST IMPORTANT
PEOPLE TO YOUR BUSINESS AREIN A
ROOM SOMEWHERE, AND THE NAME
THEY MENTION MOST IS YOURS.

JAY ACUNZO
Advisor, Author, and Speaker
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thought leadeereship

Original, authoritative and insightful content
that differentiates your brand and helps
your clients, leading to mutually beneficial
commercial opportunities.

Source: Grist
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TL - CONTENT MARKETING
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TL + TECHNICAL EXPERTISE
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substance

OF BUSINESS LEADERS SAY THEY SPEND
SIGNIFICANT TIME RESEARCHING
COMPANIES BEFORE ENGAGING THEM

Source: FT Longitude
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THE 95:5 RULE

ONLY 5%  99%

OF BUYERS ARE IN-MARKET OF BUYERS WON’T BUY FOR
TO BUY RIGHT NOW MONTHS OR EVEN YEARS

Source: Professor John Dawes, The Ehrenberg-Bass Institute for Marketing Science
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STATE OF THOUGHT LEADERSHIP

0 OF BUSINESS DECISION-MAKERS SAY
0 THE MARKET IS OVERSATURATED

WITH THOUGHT LEADERSHIP CONTENT

Source: 2022 Edelman LinkedIn TL Impact Report
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MACRO INFLUENCERS

@ Changing customer behaviors and expectations
© The decline of traditional search

© Lack of brand trust
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ALIGN YOUR FIRM’S
TO ITS BUSINESS AND MARKETING
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PRIMARY OBJECTIVES OF A TL STRATEGY

@ Build brand reputation, relevance and trust
€ Open new doors
€ Move prospects to clients, faster

@) Stay top of mind between opportunities
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1. BUILDS BRAND VISIBILITY, REPUTATION AND RELEVANCE

0% 3%

SAID THOUGHT LEADERSHIP SAID IT ENABLES INSIGHT
CONTENT IMPROVES THE WAY INTO THE BRAND’S UNIQUE
THEY VIEW THE BRAND DIFFERENTIATION

Source: FT Longitude Learning from Leaders, C-Suite Insights 2019
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2. OPENS NEW DOORS

4%

USE TL CONTENT
TO BUILD THEIR
WATCHLIST

Source: FT Longitude

I'h 21%

USEITTO CONTACTED THE
ASSESS A NEW FIRM THAT PRODUCED
ADVISER TL CONTENT

Source: Grist, The value of B2B thought leadership survey 2023
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3. MOVES PROSPECTS TO CLIENTS, FASTER

3%

LIKELY TO REQUEST A MEETING
BASED ON RELEVANT THOUGHT
LEADERSHIP

Source: Grist

2%

INVITED A FIRM TO BID
BASED ON ITS THOUGHT
LEADERSHIP

Source: Edelman-Linkedin
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3. MOVES PROSPECTS TO CLIENTS, FASTER

0 AGREE THAT HIGH-QUALITY THOUGHT
0 LEADERSHIP HAS INFLUENCED THEIR

DECISION TO BUY

Source: FT Longitude
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4. RETAINS AND GROWS CLIENT ACCOUNTS

0 WOULD TURN TO COMPETITORS FOR
0 THOUGHT LEADERSHIP IF YOUR FIRM

IS NOT PROVIDING IT

Source: Grist The value of B2B thought leadership survey 2023
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17 2024 B2B THOUGHT LEADERSHIP IMPACT REPORT

Competitors are using insights to steer your customers away.

say that a piece of thought leadership
had at least occasionally led them to
question whether they should continue
working with an existing supplier.

Source: 2024 Edelman-Linkedin B2B Thought Leadership Impact Report. Question: Has a piece of thought leadership ever led you to question whether a current provider/supplier was
one that you should continue working with? 5-point scale, top 2 box, occasionally or often. C-suite executives, 7-country average. Question: What did that piece of thought leadership
get you to realize about your current provider/supplier? Data: % of respondents who said, “There were other suppliers that | could work with that had a better understanding of the
challenges my organization was facing” or "There were other suppliers that | could work with that were smarter or more visionary." C-suite executives, 7-country average.

say the piece of thought
leadership got them to realize
there were other suppliers
they could work with that had
a better understanding of the
challenges their organization
was facing.

say the piece of thought
leadership got them to realize
that other suppliers were
smarter or more visionary.
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YOUR THOUGHT LEADERSHIP MUST
ADDRESS THE NEEDS OF A CLEARLY
DEFINED IDEAL AUDIENCE.
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IDEAL CLIENT
A 4
MOST LIKABLE MOST PROFITABLE
ALIGNMENT goR.?.I‘E",C.';.';'AL
OF VALUES
REWARDING 2352:5’1‘.“'5
WORK
LOW
LOYAL MAINTENANCE
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USE TO INFORM
YOUR TL STRATEGY AND PLAN.
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. EXPLORATION EVALUATION SELECTION RELATIONSHIP

YOUR GOALS  CLIENT GOALS

TL VALUE

Understand a problem / Research a solutionto  Validate / Reduce risk /  Stay on top of trends /
Educate themselves / a problem / Evaluate Confirm theyre making  Succeed personally /

Improve their business  providers the right choice Grow their business
Reach prospects / Provide insight into your  Prove your firm is the Retain clients / Grow
Establish expertise / solutions and practices / right choice /Add value accounts / Get repeat
Build trust Build confidence business and referrals
Builds trust / Proves Improves understanding Makes your firm the Keeps you top of mind /
expertise / Leads to of your capabilities, clear #1 choice Enables up-sell and
brand preference approach and the value cross-sell/Builds loyalty

of offerings

HOW DOES YOUR THOUGHT LEADERSHIP ADD VALUE AT EACH STAGE?
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THOUGHT LEADERSHIP
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THOUGHT LEADERSHIP CONTENT
v

A

EXPERTISE \ NEEDS
CREDIBILITY —1 OPPORTUNITIES
BRAND \\\ CHALLENGES

N\
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USE Al TO ACCELERATE YOUR
THINKING. DON'T OUTSOURCE
YOUR ACTUAL THINKING TO Al
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SHARED RESPONSIBILITY

m MARKETING

20/80 Goal setting, research, ghostwriting, curating SME's social media
channels, crafting presentations, promoting speakers and content

TS Goal setting, pitching, ghostwriting/editing, presentation coaching,
minimal support for social media and content promotion

80/20 Sounding board, reviews/editing, presentation coaching, promotion
plan recommendations/support
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THOUGHT LEADERSHIP
DEVELOPMENT
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WHY THOUGHT LEADERSHIP CAMPAIGNS FAIL

6% 3%

SAY THE VISUAL EXECUTION SAY THE REPORT IS BORING
IS UNINSPIRING OR PREDICTABLE

Source: FT Longitude’s Learning from Leaders, C-Suite Insights
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#HowtobyBCG

Five Ways to
Accelerate Digital
#HowtobyBCG

Source: How to Accelerate Digital
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RETURN ON THOUGHT

LEADERSHIP
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BRAND

Engagement
Preference

Vientions

Backlinks

CONVERSIONS

Subscribers

-ollowers

~orm fills
Click-throughs

Downloads

LEADS

Media requests
Speaking invites

Project leads
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ANECDOTAL DATA ABOUT HOW
CONTENT IS USED BY IDEAL CLIENTS
CAN BE AS COMPELLING.
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EFFECTIVE THOUGHT LEADERSHIP

Aligns with your business goals, delivers ROO
Demonstrates original thinking, has a unique POV

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

Engages audiences through creative execution and
omnichannel experiences

O 000
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QUESTIONS?

IDA CHEINMAN
PRINCIPAL/CREATIVE DIRECTOR

SUBSTANCE151
IDA@SUBSTANCE151.COM

in ©
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