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Business buyers don't
buy your product,
they buy into your approach
to solving their problem



Today we will talk about ...

> W
> W

nat I1s Thought Leadership?

Ny does It matter to the business?

> IDEA: a guide to marketing your
Thought Leadership effectively

> Engaging thought leadership

> DiIscussion and recommendations



Thought Leadership Marketing

Big ideas and POVs on Customer’s issues
+ Sharing
+ Dialog
+ Exchange of Value
= Trusted source



Thought Leadership sits at the pinnacle
of content marketing strategy

Major

Content

s Marketing

ideas on
potential
buyers

Minor

Volume of content

Source: April 4, 2013 Forrester Report, “Nurture Thought Leadership To Nurture Your Brand”
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True Thought Leadership — the
market decides...



Let’'s continue to talk about ...

>

> Why does 1t matter to the business?

>



Welcome to the Age of the Customer
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Age of manufacturing Age of distribution  Age of information Age of the customer Beyond

Mass manufacturing Global connections Connected PCs and Empowered buyers
makes industrial and transportation supply chains mean demand a new level of
powerhouses systems make those that control customer obsession
successful distribution key information flow
dominate

* Ford * Wal-Mart * Amazon * Macy’s

* Boeing * Toyota * Google ¢ Salesforce.com

* GE * P&G * Comcast * USAA

* RCA s UPS s Capital One * Amazon

Source: October 10, 2013 “Competitive Strategy in the Age of the Customer” report.



Power has shifted from seller to buyer
Attention Abundance >< Information Overload
Information Scarcity Attention Fatigue

Pre-Web Social Web
* Your sales people  +Google » Peers/colleagues
* Your web site » Experts

Where buyers

get information e Your customers

» Brand perception » Brand perception * Brand perception

What buyers » Features/benefits < Features/benefits

know before * Alternatives * Prices
seeking sellers * Alternatives
e Comparisons

* Reputations
» Customer opinions



Content explains how you solve problems
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Supports new model of buyer engagement

Source: January 2013 “Embed The Customer Life Cycle Across Marketing”



Content marketing popularity is on the

upswing

> 93% of B2B marketers use content marketing

> 73% produce more this year vs. last

> 42% say they are effective at CM

> Goals for CM use:
* Brand awareness = 82%
* Lead generation = 74%
¢ Customer acquisition = 71%
* Thought leadership = 68%

* Lead mgmt/nurturing = 47%

Source: B2B Content Marketing 2014 Benchmarks, Budgets & Trends — North America
by Content Marketing Institute and MarketingProfs
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Why the single biggest threat to
content marketing is content marketing.

and how building a Great Content Brand
willl help you survive the deluge.

®

M Crap. The Content Marketing Deluge. 215K

Source: Velocity Partners, “Crap. The Content Marketing Deluge,” SlideShare, January 10,
2013 (http://www.slideshare.net/dougkessler/crap-the-content-marketing-deluge



Let’'s continue to talk about ...

>

>

> IDEA: a guide to marketing your
Thought Leadership effectively

>

>



Forrester’s four-step IDEA framework

Identify your target audience, their issues, and the
sources of information they trust.

Develop your thought leadership platform: the ideas
and content that express the company’s positions.

Engage your audience through a considered mix of
digital, social, and traditional channels.

Assess the impact on your business and revise or
reinvest.

Source: April 4, 2013 Forrester Report, “Nurture Thought Leadership To Nurture Your Brand”



True thought leadership embodies bold
attributes

Weighted
Value Exchange Our thought leadership content.. Score Score
Forward-looking Anticipates what's coming over the horizon X2 =
Independent Makes no reference to your products and services X2 =
Energizes people about this way of thinking ®2 =

Provocative Challenges conventional thinking

Deals with big issues your buyers face X2 =

Bold Leadership Our thought leadership content...

Provides actionable advice on what clients can do now x1 =
The tone encourages a dialogue and feedback X1 =
Your company can help respond to the ideas discussed xl =
Takes a unique view versus what everyone is saying x] =
Impact is demonstrable and significant x] =
Source: April 4, 2013 Forrester Report, “Nurture Thought Leadership To Nurture Your Brand” Total
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Make TL platform broad but specific

e A hierarchy of ideas

e Similar to a political platform

Position

I

e Centered on customer cares
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TL delivers real business results

TL helps achieve: Which results in:

ST pllife]a RSNV [SIg@) More inbound inquiries, short lists

Philosophically-aligned

Faster sales cycles

buyers

Differentiation Higher close rates, selling prices

Sharing & WOM Greater reach at lower cost

Emotional connection
and trust

Increased customer loyalty

More valuable to

Higher lifetime value
customers

Understanding of Better product/service fit
customer/market issues

Admired in industry Attract and retain top talent




Let’'s continue to talk about ...

> Engaging thought leadership

>



Adobe: publishes a dedicated digital

marketing newsroom - -
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Xerox: changing brand perception via
healthcare industry newsroom

HEALTHBIZ DECODED L2

XErox i)

Simplifying the
Business of Healthcare _"h
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Source: www.xerox.com, www.healthbizdecoded.com




Kinvey: defining a new product category

Backend as a Service (BaaS) Ecosystem Map

Service Provider Baas Mobile Services Mobile SDK

Paas MEAP Handset OEM
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Source: http://www.kinvey.com/backend-as-a-service




Gartner: Imitation iIs sincerest form of

attery

To view and compare tracks, click the track buttons to tumn on 3
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KPMG: tracking global perspectives

s WEFLI|\ WEFLIVE

Pnrﬁcipa t Your wind into the 20¥ Your window into the 208 annual meeting in Davos

Participants Trends

Participants T

£ Sat, 25 Jan >
Sat, 25 Jan

Follow KPMG

STATS VOMEF

WEFLIVE widgets

Use these WEFLIVE
widgets on your website

KPMG in Davos

KPMG social media
dashboard

Follow and filter KPMG
social media accounts

B “'a'
WEFLIVE widgets ‘

Stream Stats

Pute VTRl M Al participants H‘

STATSLIVE

Activity from the participants
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twe

16,928

retweets

2,961%
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KPME

cutting through complexity

At

Activity from around the world

438%

replies
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Source: World Economic Forum Live (http://weflive.com/)



O-l. Engages In soclally significant issues

OG1:GLASS IS LIFE

G1:GLASS IS LIFE




TEDME

D: tackling difficult health issues

TEDMELI TEDMED -..

Trending
The 20 Great Challenges of Health and

The 20 Great Challenges

How it Works

The Great Challenges of Health and Medicine are co
and non-medical causes, impact millions of lives, and
beginning with patients, and extending to families and

These knotty problems are not susceptible to simple
solutions because they stem from broad, interlocking
as well as from medical or scientific triggers. What's
overlapping effects that may cut across all sectors of

The mission of TEDMED's Great Challenges Progranm
Instead, we propose to provide America and the world
view of these challenges, incorporating thoughtful, m

What to watch

TEDMED believes that through an open, ongoing dial
we can move toward a broad-based understanding of
can, in turn, set the stage for truly effective action.

The Great Challenges Program encourages everyon
researchers, of course — also technology innovators,
legal experts, representatives of the armed forces, an
stake to protect...an idea to contribute.._or a cause t

Opening Might Performance - T8 To learn more about how the program works, click hej

Source: TEDMED (http://www.tedmed.com/)
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Value exchange: benefits the business

> Focus on customer issues: relevant and
provocative

> Create conversation
> Foster company-wide commitment
> Support an ongoing editorial cycle

> Achieve business results



Use the IDEA framework to guide TL

> Focus in on one key audience to start

> Develop your “platform”

> Collaboratively select thought leading contributors
> Decide what to share without expectation of return

> Create — and continue — conversations
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Questions?
-
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Thank you

Laura Ramos

+1 650-581-3812

lramos@forrester.com

Twitter: @lauraramos

Blog: http://blogs.forrester.com/laura_ramos

forrester.com
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