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A DEFINITION

Thought leadership uses a distinctive,
authentic perspective to establish
trust and authority with your audience

that lead to changes in perception or
behaviour.
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- Audiences are complex
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strategic investments.
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Accelerate your customer’s journey, June 2022



DEFINE THE AUDIENCE
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The problems with measurement
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The checklist for success

Show connection between marketing metrics and financial outcomes

Engage stakeholders across the business and avoid working in a silo

Don’t get caught in a short-term trap - remember the value of long-term-brand-building

Remember anecdotes and stories are just as valuable as data

Be selective. Just because something is easy to measure doesn’t mean that you should
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2 Actlvatlon across channels

~ Event or conference
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Sustaimability Transformation is a
for the public sector, and organisations are
confident they can make it happen

is the¥ number one priority over ¢



http://www.youtube.com/watch?v=LZTRDJhs6No
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LEFT-BRAIN AND RIGHT-BRAIN
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* more than Standard
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The road to a fully
electric future =

Sales of electric cors have been accelerating steadily
for more thon a decode, topping o record 32 milion
giobally in 2020 even os the Covid- 19 pandemic
slowed overoll soles of possenger cors
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If you want people to remember your key message, you are better off o

communicating one message - not two or more. Analysis of the Link
database shows that the more messages you try to communicate,

the less likelihood there is of any landing. =

Number of messages communicated in the advertisement

1 message 2 messages 3 messages 4 messages

43
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