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When content investment goes wrong

33%
Of World Bank PDF 
reports had never been 
downloaded in 2014*

65%
Between 60% and 70% 
of content produced by 
B2B organisations goes 
unused**

*Washington Post, 8 May 14
** Sirius Decisions/Forrester
***The Power of Thought Leadership, FT Longitude

73%
Agree that bad 
thought leadership 
damages a company’s 
brand and 
reputation***



But when it goes right. . .

58%
of FT readers globally 
said they consume 
branded content on a 
weekly basis*

75%
Of C-suite executives say 
that high-quality branded 
content improved their 
perception of the brands 
ability to meet their 
needs**

*WordPress VIP Content Matters 2022 report
**Learning from Leaders, FT Longitude
***The Power of Thought Leadership, FT Longitude

76%
Of C-suite executives say 
that high-quality branded 
content helps them to 
make better decisions***



Can thought leadership 
make the difference 
between winning and 
losing?



Thought leadership uses a distinctive, 

authentic perspective to establish

trust and authority with your audience 

that lead to changes in perception or 
behaviour.

A DEFINITION



The secrets of thought leadership 
success

Take an 
audience-centric 
approach 

Don’t just inform, 
influence and 
inspire

Think long-term 
and focus on the 
right metrics

Keep the 
message simple, 
and impactful

Combine left-brain 
and right brain 
approaches

Be holistic and 
think 
multi-channel
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Take an 
audience-centric 
approach



Organisations involve 

an average of NINE 

senior executives in the 

buying process for 

strategic investments.

CEO CDOCFO COO CHRO

CIO Head of 
Procuremen

t

Head of 
Compliance

CTO

Accelerate your customer’s journey, June 2022

Audiences are complex



We don’t know we have a problem

We’re building consensus

We’ve identified a problem

We’re not ready to explore solutions

We’re ready to engage suppliers

We are validating our approach

We’re in a buying process

DEFINE THE AUDIENCE

Map the
audience
journey

95% of your 
audience

5% of your 
audience
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Think long-term and 
focus on the right 
metrics



The problems with measurement



Getting the audience to think, feel or do something 
different are key to campaign success

MEASURE THE 
IMPACT

Establish 
your metrics

Alignment

Engagement

Influence
and impact

These traditional are useful but often a poor guide 
to the wider impact of a campaign

The foundation for any campaign. Ensures there is buy-in 
and that content is being utilised to maximum effect



The checklist for success
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Be holistic and think 
multi-channel



Big-bet long-term flagship 
campaigns 



Activation across channels 
including in-person and virtual 
events 



Targeted campaigns with 
medium-term focus



Always-on content programmes 
that provide long-term value 



Always-on content programmes 
that provide long-term value 
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Don’t just inform; 
influence and inspire



What you 
want to say

What 
they want 
to hear



INFLUENCE AND INSPIRE

What do 
you think 
they need?

Table stakes

Functional value

Ease of doing
Business value

WHAT YOU THINK 
YOUR AUDIENCE 
CARES ABOUT



Table stakes

Functional value

Ease of doing
Business value

Individual value

Inspirational
value WHAT YOUR AUDIENCE 

REALLY  CARES ABOUTINFLUENCE AND INSPIRE

What do 
they really 
want?



http://www.youtube.com/watch?v=LZTRDJhs6No
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Combine left-brain 
and right-brain 
approaches



LEFT-BRAIN AND RIGHT-BRAIN

Innovative, immersive 
storytelling

53%
more than Standard 
Written Articles

Infographics and Animated Article 
pages engage FT audiences 



DEFINE THE AUDIENCE

Human 
stories

The FT creates truly compelling and 
empathetic content that speaks to our 
audience as individuals.

● Peer-to-peer learnings
● Builds on interview-led content that 

the FT is 
known for

● Use imagery to bring stories 
to life

● Lean into the work/leisure crossover
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Keep the message 
simple, and impactful



SIMPLE AND IMPACTFUL

The value 
of 
simplicity



Urgent

Simple

Eye-opening

Relevant

How to 
get attention



Thank you

Rob Mitchell, CEO and 
Co-founder, FT Longitude
rob.mitchell@ft.com


