
 

 

 

 

BRAND STAND: 
SEVEN STEPS TO 

THOUGHT LEADERSHIP 

 

 

 

CRAIG BADINGS 



 

 

 

 
 
Copyright © 2009 Craig Badings and Ogilvy Public 

Relations Worldwide Australia 

 

All rights reserved. No part of this publication may be 

reproduced, stored in a retrieval system or transmitted in 

any form or by any means, electronic, mechanical, 

photocopying, recording or otherwise, without the prior 

written permission of the publisher.  

 

The information, views, opinions and visuals expressed in 

this publication are solely those of the author(s) and do 

not reflect those of the publisher. The publisher disclaims 

any liabilities or responsibilities whatsoever for any 

damages, libel or liabilities arising directly or indirectly 

from the contents of this publication.  

 

A copy of this publication is found in the National Library 

of Australia. 

 

ISBN: 978-1-921578-50-2 (pbk.)  

 

Published by Book Pal  

www.bookpal.com.au 

 

 

 

 

 

 

http://www.bookpal.com.au/


 

 

Acknowledgements 
 

This book is the culmination of experiences, 

influences and circumstances combined with a 

passion for a particular area of public relations: 

thought leadership. This is a term, I’m afraid, which 

is used much too loosely these days. 

 

 I hope that, within these pages, I have contex-

tualized what thought leadership is, what it’s not 

and how powerful it can be if used properly. 

 

 Putting my thoughts down in words stems from 

a desire not only to build deeper knowledge across 

the subject, but also to deliver to companies a 

methodology which can help them arrive at a 

thought leadership position. 

 

 I’d like to thank the following people with 

whom I have worked and who have helped shape 

my PR career over the past 20 years and who gave of 

themselves, their knowledge and their time so 

readily: Viccy Baker, Keith Rhodes (in whose 

memory this book is written), Ann Badings, Sandy 

Lee, Louise Barclay, Anne Wallis-Brown, Phinda 

Madi, Ian Smith, Felicity Allen, James Tonkin, Nick 

Maher and John Gardner. I reserve special mention 

for Chris Savage, Simon Burrow and Nick Beale, to 

whom I owe so much in terms of my career in 

Australia. 



 

 

 

 I would also like to thank everyone who gave 

their valuable time in reading the initial drafts and 

their ideas to strengthen the content: Ann and Rein 

Badings, Gabi and Stuart Lowe, Simon Burrow, John 

Studdert, Samantha Allen, Graham White, Kieran 

Moore, Sarah Cruickshank and Greg Sam. To 

Vonnie Burrow, thanks for so willingly sourcing 

print quotes and to Linda Vergnani and Meryl Potter 

who taught me the finer points of book editing. 

 

 Finally, a special thanks to my wife, Margo, for 

her endless encouragement and honesty. Her 

support spurred me on when it would have been a 

lot easier to succumb to the warmth of my bed 

instead of squeezing in a few hours of writing before 

heading off to work.  

 

 

 

 

 

 

 



 

 

Preface 
 

We live in an age where companies are increasingly 

accountable to their stakeholders and in particular 

their customers. Today, all customers are potential 

citizen journalists with an online voice, which, in 

some instances, has been used with far-reaching 

consequences for the brand.  

 

 The traditional market channels of public 

relations, marketing and advertising are being 

challenged more than ever before. Quick-fix 

corporate social responsibility (CSR) campaigns no 

longer cut it. Increasingly these and marketing 

campaigns need to reflect the core values of the 

company and its employees and, importantly, 

connect with the current and future needs of its 

consumers. 

 

 Brand Stand: Seven Steps to Thought Leadership is 

intended as a modern-day bible on thought 

leadership. It is the first book on the topic which 

outlines a method, START IP, which provides 

companies and individuals with a step-by-step 

process to arrive at a thought leadership position. It 

is packed with leading case studies and provides a 

practical toolkit for taking your thought leadership 

campaign to market. 

Craig Badings, 

Director, Cannings Corporate Communications 

2009 
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Chapter 1:  

Setting Your Brand Apart 

 
Today, more than ever, the products and services a 

company develops and sells need to be seen to 

support growth, not just financially but also 

personally, socially and spiritually.  

 

 Why? Because it is no longer acceptable for 

companies to merely sell their products without due 

consideration for the environment, the communities 

within which they operate and the way they source 

and dispose of their products. The topic of the ‘social 

licence’ to operate is constantly being raised globally 

as legislators, community pressure groups, social 

media commentators, non-government organiza-

tions (NGOs) and the media, focus increasingly on 

companies and their responsibility from ‘farm to 

fork’ or ‘factory to landfill’.  

 

 The products or services a company sells need 

to establish a connection with the values, dreams 

and aspirations of its customers. It is this rich vein 

which companies should be tapping for thought 

leadership inspiration. This is where companies 

should focus their thought leadership ideas if they 

want their brands to inspire their audiences and be 

differentiated from the competition. 

 



Setting Your Brand Apart 

2 

 

 The ideas in this book are intended to help you 

re-evaluate what your brand or company stands for 

and will enable you to apply longer-term, strategic 

thinking to every aspect of your communication 

campaign. By following the seven steps to great 

thought leadership (START IP), you will end up 

with a more meaningful strategic campaign – one 

which will deliver better marketing and public 

relations outcomes for the company and will help 

define a unique space for your brand. 

 

 You don’t need to be a genius, a trend-spotter or 

a futurist to come up with great thought leadership 

ideas. Anyone can do it. 

 

 It does, however, require time, commitment and 

a willingness at a senior level to deliver authentic, 

compelling content to your audiences, to make a 

connection beyond product/service and to engage 

with your clients in a way you never have before.  

 

 This requires planning and some thinking 

beyond the immediately obvious attributes of the 

company or brand.  

 

 This book is devoted to exploring the definition 

of thought leadership and the seven step 

methodology (START IP) which you can apply to 

your brand in order to arrive at a great thought 

leadership position. It covers the tactics for 

delivering a thought leadership campaign to market 
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and highlights some exciting, practical examples of 

thought leadership campaigns in action.  

 

****** 

 Brands are operating in a rapidly changing 

environment. Economic crises come and go, but each 

brings its own set of unique changes to the way 

brands are manufactured and marketed to meet 

consumer spending patterns and, more importantly, 

consumer psychology. In addition, the focus on 

climate change, sustainability and social media is 

only going to grow, bringing with it a new set of 

brand ‘laws’ for engaging with the consumer. 

 

 Already many consumers are looking for 

something different: they are looking for meaning 

and values which go beyond mere product 

specifications. Customers seek brands which will 

vindicate their purchasing decision and which align 

with their values. 

 

 They want a relationship with a brand which 

goes beyond the product or service – they want to 

feel good about their purchase and increasingly they 

want to know that the company or brand stands for 

something other than price. 

 

 Consumers are more concerned than ever about 

the environment, human and animal rights, and 

other ethical considerations. They are rapidly 

developing a buying conscience and their new 

buying patterns are typically prefaced by questions 
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around corporate responsibility and sustainability. 

They are asking such questions as:  

 

 What does this company do to bring its 

burger patties to the grill? 

 

 Where and how does this company 

manufacture its handbags and shoes? 

 

 How much waste does this company 

produce through its packaging and what 

does it do with it? 

 

 What is this company doing for its 

community? 

 

 What does this company do with my mobile 

phone or computer once it has reached the 

end of its lifespan? 

 

 How does this company treat its people? 

 

 What is this company’s vision and mission? 
 

 Furthermore, a brand whose values are aligned 

with those of employees and customers builds 

loyalty and increases brand value. Business today is 

part of a larger value system and ecosystem, and 

therein lies the opportunity for thought leadership 

campaigns. True thought leadership taps into these 

systems to help uncover meaningful connections 

with the audiences for their brand. 
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 Importantly, a great thought leadership position 

for a company or a brand also makes sound business 

sense. During times of crisis or when the brand or 

company is facing an issue, this can often act as a 

powerful risk and reputation shield.  

 

The Opportunity for Thought Leadership  

 

Today, more than ever, there is an even stronger link 

between management philosophies, company values 

and customer expectations, and how these impact 

company or brand marketing campaigns.  

 

 One of the questions you should be asking is 

how often your communication or marketing 

campaigns and brand strategies have delivered 

authentic, sustainable value to your brand’s 

audience? 

 

 If your campaigns have merely ticked the 

traditional marketing box, it’s probably because it 

was too difficult to come up with a true differen-

tiator – to dig deep and find something to really set 

your ideas apart.  

 

 There is a growing need among consumers for 

brand authenticity and informative content from 

which they can make up their own minds. 

Audiences are asking for and, in some cases, 

demanding true engagement with their brands. With 
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the expectations and buying patterns of customers 

aligning more closely with their values, fertile 

ground is now provided for thought leadership 

campaigns.  

 

 It’s my experience that true thought leadership 

adds real and sustainable medium- to long-term 

value to a company’s brand and its customers, 

presenting the brand in a refreshing way which sets 

it apart from its competitors. In so doing it gains the 

long-term trust and loyalty of the brand’s audiences 

– a compelling quality in today’s highly competitive 

market. 

 

Campaign for Real Beauty  

 

When Dove launched its Campaign for Real Beauty, 

little did it realize the global impact it would have 

on women and the debate around real beauty, let 

alone double-digit growth for the brand in the 

second business quarter of 2005, a sales increase of 

11 percent in the first quarter of 2005 and a total US 

dollar sale increase of 6 percent to $500 million. 

 

 This was a fast-moving consumer goods 

(FMCG) product launched in a truly unconventional 

way, through a website that does not carry one 

advertisement nor mention any of Dove’s products. 

It took very brave marketing executives at Dove to 

make that decision and hats off to them, because this 
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has to rank as one of the world’s best examples of a 

great thought leadership campaign. 

 

 Effectively what the campaign did was create a 

forum for women to participate in a dialogue and 

debate around the definition and standards of 

beauty. The campaign aimed to ‘change the status 

quo and offer in its place a broader, healthier, more 

democratic view of beauty’. The dedicated website 

<http://www.campaignforrealbeauty.com> is a won-

derful example of how to engage with a target 

audience online. 

 

 The campaign started with a research paper, 

‘The US Dove Report: Challenging Beauty’1, which 

was followed by publication of a second major 

research report: ‘The Real Truth about Beauty: A 

Global Report’2. And while there are many elements 

to the campaign, Dove initially invited women to the 

website to participate in a conversation about beauty 

stereotypes. Advertising, billboards and a PR cam-

paign helped direct women to the site, but it was the 

website which became the spiritual hub of the 

campaign. 

 

 The site was designed to be a ‘starting point for 

societal change’ as well as a sanctuary for women, 

and it represents what Dove believes. Dove invited 

women to engage in a global dialogue about beauty 

stereotypes that it says had a ‘profound effect on the 

self-esteem of women’. The website is personal and 

private, and encourages women to express how they 

http://www.campaignforrealbeauty.com/
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feel, while giving them the opportunity to have their 

voice heard through an online voting system. It also 

has a variety of tools to help improve the self-esteem 

of girls and women.  

 

 To this end, the Dove Self Esteem Fund was 

recently launched to help free the next generation of 

women from self-limiting beauty stereotypes. It aims 

to reach five million young women by the end of 

2010. 

 

 Dove tapped into something deep and 

enduring. It engaged with its customers in a way it 

never has before and in a way many products never 

will. In so doing, it has created customer evangelists 

and great word-of-mouth for the brand. It is also 

used in presentations around the world as an 

example of a company truly engaging with its 

customers on issues which really matter to them. 

 

The Dove campaign for real beauty is the 

quintessential thought leadership campaign for four 

key reasons: 

 

 It taps into the needs and hits the hot buttons 

of its target audience. 

 

 It identifies the passion and emotion in the 

brand. 

 

 It readily provides great content.  
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 It cuts the umbilical cord with its products 

and focuses on issues which matter to its 

target audiences. 
 

The issue, real beauty and self esteem, became 

synonymous with the brand and Dove now owns 

that space.  

 

 The Dove campaign is a great reminder to all of 

us marketers, brand, advertising or public relation 

professionals about why we should be brave with 

our work.  

 

Look In The Mirror 

 

Too often we compromise the work we do. Why do 

we do this? The reasons are numerous: there was 

insufficient budget; the inherent risks were too great; 

the client suffered from cold feet; you took the 

easiest or most reasonable path; you had other 

things on your plate so you juggled your time and 

did what you could; company politics neutered the 

campaign; you feared failure so you took the safe 

route; the team was output focused rather than 

outcomes focused; and so it goes on. 

 

 The question marketing, advertising, brand or 

PR professionals need to ask is how often are they 

brave with the work they do? Some vacillate 

between brave and reasonable. But how many are 

truly courageous: brave with the advice given, brave 
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with ideas and brave with implementation? How 

many have the strength to tell it as it is and to give 

hard-nosed counsel and strategic direction when 

required?  

 

 Many are probably too wary of the reaction of 

clients. But being brave has a habit of delivering 

great work more often than opting for safety. It 

required a couple of brave people along the 

decision-making trail in order to get Dove’s real 

beauty campaign across the line. How many 

marketers or brand managers do you know who 

would give the green light for spending big on a 

campaign which doesn’t mention any of a 

company’s products on the flagship website for the 

campaign?  

 

 Marketers and professionals from all affiliated 

disciplines should be interrogating daily the real 

value they add to their customers through the 

campaigns in which they are involved. It is no 

longer good enough to practise yesterday’s PR, 

brand, marketing and advertising strategies. 

 

 The focus on companies’ social and environ-

mental impacts is not going to disappear. It is a 

groundswell which is already impacting and will 

continue to impact on buying behaviour and 

purchasing decisions. 

 

 Today we need to carefully reflect how we can 

add sustainable value to these campaigns.  
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 As communicators we are in an enviable 

position. At no time in the history of marketing have 

we had the power to influence and interact with a 

company’s audiences as now.  

 

 Why? The advent of Web 2.0 and social media 

has seen a marked shift in the communication game. 

Consumers are not only interacting with brands 

directly but they have also become part of the media 

landscape.  

 

 Today, companies can communicate directly 

with their consumers and vice versa. Traditional 

media channels are no longer the only conduit to 

reaching an audience. Increasingly marketing is 

about communicating with, rather than to, the 

consumer. It is about participating in a dialogue 

with your consumers. 

 

 By following the hints and tips in this book on 

how to arrive at a great thought leadership position, 

you will be able to create a compelling point of 

difference, and add substantially more value to your 

campaigns and ultimately your audience.  
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Chapter 2: 

Thought Leadership Defined  
 

I define thought leadership as ‘Establishing a 

relationship with and delivering something of value 

to your stakeholders and customers that aligns with 

your brand/company value. In the process you go 

well beyond merely selling a product or service and 

establish your brand /company as the expert in that 

field and differentiate yourself from your 

competitors.’ 

 

 Over the years I have searched for other 

definitions and want to share a few. Professors 

Terrell and Middlebrooks3 of the Northwestern 

University’s Kellogg School of Management and 

University of Chicago Graduate School of Business 

capture part of what thought leadership is about. 

They say: ‘The key strategy is to be different from 

competitors<They break free from ‚be better‛, 

internally oriented initiatives to be different’, 

externally oriented strategies. Being different is 

grounded in providing customers with unique value 

that they cannot get from any other competitor.’ 

  

 A RainToday.com research report 4 on thought 

leadership, published in 2006, notes: ‘You cannot go 

after a market without something authentic and 

valuable to offer, without something spun from the 

passion you hold for your area of expertise<and 
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you cannot continue to teach others and sustain your 

business as a whole without developing an ongoing 

relationship with your market. One without the 

other just doesn’t work. 

  

 Wikipedia 5 defines thought leadership as ‘A 

buzz word or jargon ‘used to describe a futurist or 

person who is recognized among their peer mentors 

for innovative ideas and demonstrates the 

confidence to promote or share those ideas as 

actionable, distilled insights. 

 

 ‘It is the recognition from the outside world that 

the company deeply understands its business, the 

needs of its customers, and the broader marketplace 

in which it operates. 

 

 ‘Thought leadership is also an emerging 

discipline in its own right. Our ability to understand 

its core practices and then effectively apply them is 

key to positioning ourselves and our companies for 

next level growth.’  

 

 I like the second paragraph of the Wikipedia 

definition, but this only comes if you have first 

evaluated your own values, researched the deeper 

needs of your stakeholders/customers and then 

identified, sometimes in conjunction with those 

stakeholders, what will be important for them. 

 

 In all definitions there is a common theme at the 

heart of great thought leadership. It revolves around 
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developing a deep understanding of your business 

and customers and, more importantly, the needs of 

those customers and the broader market in which 

you operate. 

Types of thought leadership 

 

There are two types of thought leadership. 

 

 The first is what I term quick-fix or short-term 

thought leadership and is often confused with true 

thought leadership. This is the great creative idea or 

innovation that is relevant only to one campaign or 

product. It is an idea that has no longevity beyond 

that particular campaign. It sets your brand apart 

from the others because of its excellent creative 

delivery and the fact that it gains maximum traction 

in a short space of time. Advertising and short-term 

PR campaigns are good at achieving this. 

 

 True thought leadership is a far broader, longer-

term positioning for a company or its brands. It is 

when a company takes a point of view pertinent to 

its particular industry, product or service and adds 

value to its stakeholder chain over and above the 

obvious product/service specs or their attributes.  

 

 It is about delivering to these customers a value 

or point of view which says to them: ‘These guys get 

me, they get the environment and they get the social 
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factors important to my life. I feel good in making 

this purchase.’  

 

 If a customer inherently feels these attributes in 

a brand it not only develops brand loyalty but it also 

generates that much-vaunted word-of-mouth.  

 

 True thought leadership is about attaching an 

authentic value to your brand or company which 

validates the image, preference, influence, repute-

tion or brand-purchasing decision because it links in 

some way to the issues which are important to your 

consumers’ everyday lives. These could be as wide 

ranging as education, social issues, philanthropy, 

social responsibility, environment, health and 

infrastructure. 

Three key principles of thought leadership 

 

No matter which issue a company chooses, there are 

three key principles in thought leadership.  

 

1. It is a public relations rather than an 

advertising exercise 

 
In order to truly take hold, thought leadership needs 

to be driven first and foremost by public relations 

(PR). Advertising and other marketing interventions 

can and, where possible, should support thought 

leadership, but the very nature of advertising’s 

bought space negates this medium as a driver of 
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thought leadership. Only PR can truly deliver, create 

buy-in and sustain a thought leadership position for 

a brand. 

 

 Why? Because it is about sharing information, it 

is about engaging with an audience through 

delivering content via channels such as print, radio, 

television, websites, research, white papers, discus-

sion forums, speaking opportunities, stakeholder 

engagement strategies, books and events. 

 

 Increasingly in the world of Web 2.0 it is about 

conversation or dialogue: communicating with rather 

than to your audience. 

 

 By combining these elements in a carefully 

crafted and planned strategy the power to influence 

and change behaviour of whichever target audience 

you are trying to reach is significantly heightened. 

 

 On its own, advertising cannot do this, but it 

can work very effectively in conjunction with a 

broader communications campaign if used strategi-

cally, at the right time and using the relevant 

channels.  

2. It is about sharing information or content 

 

While thought leadership is about sharing 

information, this is an anathema to some brands. 

Many corporations are, by nature, secretive and hold 
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their intellectual property or product/brand 

information close to their chests. How often have I 

heard a client say: ‘We cannot tell them that. We 

cannot give that information away to our 

competitors.’ 

 

 No one’s asking you to give away your ‘Coca-

Cola formula’, but very often the information that 

companies are so precious about hanging onto can 

be found out there anyway. 

 

 Corporations with this attitude are rarely 

thought leaders. This is because true thought leaders 

share information; engage with their audiences on a 

topic or issue related to their brand; and deliver 

more than one would normally associate with a 

brand or product.  

 

 Thought leaders are refreshingly candid and 

they understand the bigger picture and where they 

and their brands fit into their consumers’ lives. 

 

 Thought leaders understand their consumers 

and want to add value or insights to their customers’ 

lives beyond merely selling them a product or 

service. They often believe passionately in what they 

do or the space which they occupy and they feel a 

moral or social responsibility to deliver something of 

value to the community in which they sell.  
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 Altruistic maybe, but let’s not kid ourselves: 

these companies are very much in business to make 

money.  

 

 They understand that today merely selling a 

product is no longer good enough. For their brands 

to survive in the medium- to long-term they need to 

deliver value beyond their product benefits. 

 

 As Rob Balmer, CEO of Australia-based 

management consultancy Executive Central, puts it, 

thought leadership businesses have an ‘abundance 

mentality’6.  

 

Brands with an abundance mentality are prepared to 

engage with their stakeholders and share 

information and insights, and literally expect 

nothing in return in the immediate future. Their 

return on investment is in building that often elusive 

brand goal, trust and loyalty, and through this, 

positioning their brand as the leading choice. 

 

The brands which grasp and successfully use 

thought leadership are the ones with long-term 

vision. They realize that this isn’t pandering to a 

passing fad. They understand their world is 

changing, sometimes at blinding speed, and that 

they need to secure their space by anchoring their 

business in values-based behaviour which shows an 

understanding of their most important audiences.  
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Consumers are changing and so are the ways they 

make their purchasing decisions. They are deman-

ding more from a company and its products. There 

are now strings attached. These strings are defined 

by the question: ‘What are you giving me or doing 

for me, my kids, my life, my community, or the 

environment?’ 

 

 The companies that grasp this and can give 

satisfactory answers will be the ones that set 

themselves apart from their competition. 

 

 Thought leadership is precisely about creating 

an environment in which a company’s customers 

choose its brand because of what it stands for or 

because the position it has taken on an issue sets it 

apart from its competitors.  

3.  It should aim to produce a sound business 

outcome 

 

While thought leadership need not, and often does 

not, focus directly on selling a brand or service, it is 

still largely aimed at producing the best possible 

business outcome for the long-term reputation and 

standing of that particular brand or the company as 

a whole. 

 

 The great power of thought leadership lies in 

influence. If correctly targeted and structured, 

thought leadership is a potent tool for influencing a 
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particular audience and informing perceptions about 

that company with the particular audience.  

 

 This could include influencing legislation or 

regulations; engaging the support of third party 

endorsers; spearheading a debate on a social, 

political, economic or environmental issue; or 

merely engaging with audiences on particular topics 

close to their hearts. A thought leadership campaign 

should be something that engages the communities 

within which your company operates.  

 

 It may be that the company wants to position 

itself as a thought leader in a particular field so that 

it becomes known as the expert, the ‘go to’ source 

for knowledge or information in that particular area. 

 

 There may not be an overt link to bringing in 

new business or selling a product. However, the 

company wants to be seen leading and framing the 

debate around a particular topic because it is 

important to its brand to be seen to be leading in this 

area. 

Future work space 

 

Lend Lease is a listed, Australian-based global 

property developer, in 2007; it produced a thought 

leadership campaign on future workspaces. It 

launched a website <http://www.futureworkspace. 

com.au> along with a four-part DVD series, using a 
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former TV journalist to interview a number of 

independent third parties about their views on the 

future workspace and its impacts across business, 

design, people and location.  

 

 As a result, Lend Lease reached those who 

made decisions about office space and helped 

stimulate and frame the debate around the impacts 

and implications of future work environments in 

Australia. Through the series, the company engaged 

communities linked to its industry and positioned 

itself at the centre of this debate. 

 

 It is the logical place to be as a leader in the 

construction industry, but Lend Lease has done it in 

a way that doesn’t push the company’s point of 

view. It took the approach that it would rather invite 

leading experts in this field across various 

disciplines to participate in and frame the discus-

sion. 

 

 The result is a DVD series and a website which 

challenge the industry and those corporations 

wanting to move office to think differently about 

their decisions around future workspaces. 

 

 As a profitable outcome, Lend Lease elicited 

significant interest in its 30-hectare mixed-use 

development, Victoria Harbour at Melbourne’s 

Docklands, where corporations have the ability to 

build modern, campus-style buildings with large 

floor plates. To date a number of major corporations 



Thought Leadership Defined 

22 

 

have decided to move their head offices to the site – 

one of which, Australian bank ANZ, is relocating 

5,500 of its staff to a building on the site.  

 

 Lend Lease’s founder Dick Dusseldorp was a 

true thought leader of his time.7 During the 1970s 

and 1980s, when union action on most construction 

sites in Sydney were crippling the construction 

industry, the sites on which Lend Lease was 

building suffered no such misfortune. This was 

because Dusseldorp’s philosophy was to create a 

community of interest between Lend Lease’s key 

stakeholders. 

 

 When other companies around him were 

banging heads with the unions, with resultant long 

delays and cost overruns on projects, Dusseldorp 

was sitting down with the workers and unions and 

discussing their issues. The results were agreements, 

jointly committed to by workers and management, 

and a share in the resulting rewards for buildings 

completed on time. 

 

 He was a master at getting people to transcend 

their traditional conflicts and work towards 

mutually beneficial goals.  

 

 This same philosophy was one he espoused as 

chairman of the company when it was listed. He 

firmly believed that a listed company could only 

make a worthwhile and profitable contribution to 
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society if there was a true partnership between 

investors and employees. 

 

 It was Dusseldorp who introduced the building, 

design and construction principle, employing 

architects to work with builders to come up with the 

most workable design. It was this man who 

introduced strata title to the world. It was Dussel-

dorp who introduced sustainable community 

development to Australia.  

 

 He sent famous Australian architect Harry 

Seidler to Italy to learn from the Italians about urban 

renewal. And when Lend Lease was building the 

iconic Australia Square in Sydney, Dusseldorp sent 

team members to the US to find out about the latest 

developments in building with lightweight concrete. 

He was also the person who introduced residential 

community developments to Australia. 

 

 It was Dusseldorp, who introduced the idea of 

securitising property and creating a listed property 

trust vehicle so that the man in the street could 

invest in property. He extended the company’s 

activities to property management, seeing no reason 

why the company should not extract an annual 

profit from the buildings it had successfully 

completed. 

 

 He introduced productivity performance on 

sites so that all employees could share in the 

rewards of a building finished on time. As a result, 
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productivity bargaining became the norm in the 

industry.  

 

 Dusseldorp and his Lend Lease colleagues 

pioneered improved working conditions on building 

sites, including things like higher safety standards 

and amenities on site for workers.  

 

 In 1972 union official Bob Hawke, who would 

later become prime minister of Australia, 

commented: ‘He (Dusseldorp) thought that 

[workers] really were, in any sense, fundamental 

elements in the creation of wealth, and they were 

entitled to participate in it. 8 

 

 But it wasn’t only his workers who benefited. 

He also fundamentally believed that a healthy 

organization had to have a balance between 

shareholder, employee and customer returns. He 

was one of the first to introduce an all-employee 

share ownership scheme and was always quite 

generous in what he gave to shareholders. This 

philosophy and practice illustrated a much broader 

definition of ethical business practice and was way 

ahead of its time. 

 

 Even the Lend Lease proposals focused on value 

not cost. He was constantly asking what value could 

be added for the customer. 

 

 Dusseldorp was quoted as saying: ‘There are 

two things in life. You can be out for the maximum 
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amount of profit you can possibly squeeze from 

your efforts or you can aim at a reasonable profit 

and have the feeling when you retire that you leave 

something behind.’9  

 

 Dusseldorp was a true thought leader in the 

construction industry and in society. The result was 

a company with a legacy of industry firsts and one 

with an enviable financial track record of growth.  
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Chapter 3: 

START IP: Seven Steps to Brand Thought 

Leadership 
 

How do you define and arrive at a thought 

leadership position for your brand or company? 

 

 A straightforward seven step method, START 

IP, will help you and your brand arrive at a thought 

leadership point of view. Thereafter, a range of 

different strategies and tactics are needed to deliver 

that view to the market.  

 

 Follow these seven steps and you will arrive at a 

thought leadership concept which delivers the 

consumer awareness you desire and need for your 

brand. 

 

 START IP is the beginning of the thought 

leadership journey. The START IP acronym stands 

for the following processes: 

 

 Scan the media and social media sites for 

issues impacting your brand or sector.  

 

 Track your competitors’ share of voice to 

make sure your company is not competing in 

an already crowded space. 
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 Analyse and understand the ‘true north’ of 

the company in order to define better the 

thought leadership areas it can enter. 

 

 Review your current intellectual property to 

see if it could spark a thought leadership 

campaign and review the alignment of your 

campaign with your company’s values. 

 

 Trend spot and identify the forces which are 

likely to shape your audiences lives now and 

in the future.  

 

 Identify a thought leadership champion to 

lead your campaign. 

 

 Panel means appointing a panel of thought 

leaders to bring in fresh perspectives from 

outside the organization. 
 

Putting this thought leadership process into action 

involves a real commitment by key leaders in your 

company and your team. The challenge is how to 

roll out your thought leadership campaign and, in 

the process, how to engage with your audiences 

authentically. 

 

 Note the emphasis on ‘engage with’. This is not 

about sending messages to an audience, it is about 

sharing information and, in turn, listening to your 

audience. It is a conversation, not a broadcast.  
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 Listening is something many companies have 

struggled with in the past. This was probably driven 

by the way traditional mass media worked. Your 

company placed an advertisement, sent out a press 

release and hoped that the demographic reach 

would be met. This audience reach was clearly 

defined by the media buying department, and you 

hoped people would receive the message and act on 

it. 

 

 Traditional media have been a wonderful top 

down communications vehicle and will continue to 

work for many brands or services. 

 

 However, the internet, and particularly Web 2.0 

and the advent of social media is changing all of this 

rapidly – as businesses such as Dell, Wal-Mart, BP 

and other smaller brands, such as Kryptonite, have 

discovered. 

 

 Brands will need to take this into account in 

rolling out their thought leadership campaign. The 

seven START IP steps to arriving at a thought 

leadership idea for your brand and implementing 

START IP are outlined in this and the following 

chapter.  
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1. Scan 

 

The first vital step is to scan the media and social 

media sites (blogs, blog posts, forums, chat rooms) 

for issues impacting your brand or sector.  

 

 Map the landscape of all the different 

stakeholders impacting your business from cradle to 

grave – that is from the source and supply of your 

raw materials, to how you market, distribute and 

sell your product or service, to how the product is 

recycled or disposed of. 

 

 You need to monitor the conversations that are 

taking place online on issues affecting your business 

or, if they exist, comments about your company or 

your brand. Ideally, your thought leadership ideas 

should be founded on issues impacting your 

product, industry or service, but more importantly 

those issues that impact your target audiences and 

their needs, dreams and aspirations. 

 

 Being in a position to understand how to align 

the values of your company, brand and employees 

with those of your customers will build loyalty and 

stronger brand equity.  

 

 You should be identifying a niche for yourself 

where none of your competitors are active or can 

compete. Fiona Czerniawska, a prolific writer on 

thought leadership in management consultancies, 
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defines this space as the ‘white space’ 10 – the topics 

or angles the competitors haven’t spotted.  

 

 You will probably find most of your 

competitors are still stuck in the ‘here and now’ 

space. I define this as the obvious space. It is the 

space around a product or service which is support-

ed by traditional and typical marketing approaches 

such as press releases, adverts, marketing collateral 

and websites focused on the attributes of the 

product or service. 

 

 Some may go further to talk about the benefits 

but very few look at the issues in their audiences’ 

lives that relate to the product or service and how to 

add value to these. 

 

 It is around these issues, the day-to-day or 

longer-term issues affecting your consumers’ lives 

that many of your thought leadership ideas should 

come. 

 

 For example a construction company could 

examine things like issues facing architects now and 

into the future; the drivers of a family’s decision on 

where to live; what singles want out of their 

accommodation and the community that surrounds 

them; or the socioeconomic needs of the city or 

community in which it is constructing develop-

ments. 
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I have only mentioned a few, but you need to 

select the areas where your products or services start 

touching the lives of your customers; areas that 

mean something to them in their day-to-day lives, 

and that reflect their needs, dreams and aspirations. 

These are the areas ripe for developing thought 

leadership ideas. 

 

 Once you have identified these areas you can 

research and tap into customers’ needs and provide 

information or a service which facilitates debate 

around these issues; delivers a solution to your 

customers’ problems, or helps pinpoint some of the 

answers. In this way you position your brand as the 

‘go to’ company in that space. 

 

 Take the example of Philips Electronics, which 

teamed up with the Mall of America in Blooming-

ton, Minnesota, to provide a solution for shoppers 

during the holiday season. On average the Mall of 

America had 50 shoppers a day who forgot where 

they parked their car, and during the season this 

soared to 300 or 400 a day. So Philips developed the 

Philips Simplicity Parking Program which enabled 

shoppers to send text messages to a number once 

they had parked their cars and they could then 

receive a message on their phone with information 

on the bay where they had parked. 

 

 Simple, yes, long-term thought leadership, no. 

But a very effective short-term campaign which 

showed Philips understood the daily frustrations of 
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shoppers over this period and provided a solution 

with no strings attached. While I haven’t seen the 

research, I have no doubt the campaign would have 

created great word-of-mouth and an element of 

brand loyalty among shoppers using the service.  

 

 Bear in mind that most of the issues which 

impact your customers currently and into the future 

can be identified through scanning the media and 

through research, which I will come to later. 

2. Track  

 

It is no use coming up with a thought leadership 

idea or a point of view that is already owned by a 

competitor. So it is vital to track your competitors’ 

share of voice.  

 

 If you do not complete this tracking exercise 

you may find your company competing in an 

already crowded space, and your chances of being 

viewed as a thought leader in that area will be 

greatly diminished. 

 

 When you are scanning in step 1, it is wise to 

automatically include a tracking system for your 

competitors. In addition, you should start building a 

database of mainstream journalists as well as 

bloggers who cover the areas in which you are 

interested.  
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There are many ways to track. You can use the 

traditional media tracking companies in your 

country or you can use a variety of online tracking 

tools available through various search engines, such 

as Google, Yahoo, MSN and AOL. I have provided a 

list of online tracking devices and sites (see below). 

 

 Tracking your competitors is useful from two 

perspectives. Not only will you gain an idea what 

they are doing, how they are marketing and the 

press coverage they are generating, but it could also 

highlight the gaps in your sector with regards to the 

issues important to your audiences. 

 

Tracking tools 

 

Track your industry using <http://news. 

yahoo.com/rss> and <http://w.moreover.com/cate-

gories/category_list_rss.html>.These sites offer RSS 

feeds for aggregated industry news and will let you 

track news that is related to your industry.  

 

Track media using <http://news.google.com>. You 

can subscribe to Google alerts relevant to your 

company, product, a particular person or subject. 

You then get instant RSS updates of relevant news 

items. 

 

Track popular news topics/conversations using 

<http://www.dig.com> and <http://reddit.com/>. 

These sites will let you track popular submitted 

news relating to your business. 

http://w.moreover.com/cate-gories/category_list_rss.html
http://w.moreover.com/cate-gories/category_list_rss.html
http://news.google.com/
http://www.dig.com/
http://reddit.com/
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 Track social media news using <http://www.techno 

rati.com>. This site will track social media sites and 

RSS feeds, giving you updates whenever a blog 

mentions the company, subject, person or topic you 

are tracking. 

 

Search blogs using <http://blogsearch.google.com/>. 

You can set up Google blog alerts to track blogs 

covering the topics in which you are interested. 

 

Track blog comments using <http://co.mments. 

com/>.Tools such as this track the comments that 

people leave on blogs so you can get more insight 

into what people are saying about a topic, company 

or an issue.  

 

Track blog conversations using <http://www.blog 

pulse.com/conversation>. It will help you track who 

is linking to particular blog posts about the 

company, issue or person. 

 

Track blog trends using <http://www.blog 

pulse.com/trend>. This site also lets you track things 

like how well your latest product or that of a 

competitor is going. It lets you track whether a 

keyword is receiving growing blog mentions or not. 

 

Bookmark using <http://del.icio.us/>, which lets you 

share your bookmarked sites online. RSS feeds make 

it easy to track whenever someone bookmarks a web 

page including the company or person you are 

tracking. 

http://blogsearch.google.com/
http://del.icio.us/
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 Track photos using <http://www.flickr.com>. You 

can use this site to subscribe to an RSS feed which 

tracks new images which match what you are 

tracking. 

 

Track videos using <http://www.youtube.com>. It 

allows you to search for new videos on the topic you 

are tracking. 

 

Track tags using <http://www.keotag.com>, which 

lets you track the use of your company name, 

product name or a particular topic as key words. 

 

Track forum posts using <http://www.board 

tracker.com>, which tracks what people are saying 

about your company or people on popular forums. 

The site will alert you by RSS if your search word is 

mentioned. 

 

Track updates on <http://wikipedia.org/>, which lets 

you track what changes or updates people are 

making to the Wikipedia definition of your 

company/product. 

 

Track patents using <http://www.google.com 

/patents>. It lets you track patents that have been 

filed and are that are relevant to your company or 

industry. 

 

Track events using Yahoo's Upcoming at 

<http://upcoming.yahoo.com/>.Use it to track up-

coming events or conferences against keywords. 

http://www.flickr.com/
http://www.youtube.com/
http://www.keotag.com/
http://wikipedia.org/
http://upcoming.yahoo.com/
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 Track keyword referral using Compete at 

<http://searchanalytics.compete.com/site_referrals/>. 

It lets you track which websites get the most traffic 

for particular keywords. 

 

Track anything using Yahoo Pipes at 

<http://pipes.yahoo.com/pipes/>. This lets you 

develop your own monitoring tool with your own 

search terms for RSS tracking. 

 

Also do check out the twitter search engine 

<http://search.twitter.com/>. Here you can type in 

your company’s name or a topic to see all the tweets 

on that topic.  For real time updates, you can also 

visit    http://www.twitscoop.com/ to see what other 

people are twittering about. There is also a similar 

search feature on <http://www.tweetscan.com/>. 

And then there is <http://www.twellow.com/> which 

is a Twitter type directory of over 300,000 users 

divided into specialist categories. 
 

The point about all of these tools is that rather 

than tie you to your laptop they should be used 

cleverly to enable and inform more blue-sky 

thinking. It shouldn’t be daunting but rather should 

provide insights which take up no longer than 15 to 

30 minutes of your day. 

http://searchanalytics.compete.com/site_referrals/
http://pipes.yahoo.com/pipes/
http://search.twitter.com/
http://www.twitscoop.com/
http://www.tweetscan.com/
http://www.twellow.com/
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3.  Analyse 

 

It seems obvious, but you should be asking lots of 

the right sort of questions of your client, your 

company and your brand manager. 

 

 It is at this stage that you can ask the sort of 

questions that differentiate a short-term, product-

related, thought leadership campaign versus a long-

term campaign inextricably linked to the company’s 

values. For it is at this stage that you can identify the 

company’s ‘true north’. By ‘true north’ I mean 

brands or companies who know what they stand for 

and go about their purpose with singular focus and 

conviction.       

 

 Questions on the company’s beliefs and values 

would include things like: 

 

 What does this company truly stand for? 

 

 What are we really doing here? 

 

 What are the one to three core values 

which represent this company? 

 

 How do our markets see this company? 

 

 What does it want to be? 

 

 What do we want to be remembered for? 
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 What is our legacy now and into the 

future? 

 

 Who cares about us? 

 

It is these sorts of questions which should drive a 

deep understanding of the essence or ‘true north’ of 

the company, which in turn will help define better 

the thought leadership areas into which it could 

consider entering. 

 

 Other questions you should consider in the 

analysis phase include: 

 

 What differentiates us from our 

competitors? 

 

 What intellectual property do we have 

that is different? 

 

 What unique benefits do we deliver to 

our customers? 

 

 Are there interesting ways in which we 

are engaging with our customers? 

 

 What research do we have or could we 

commission which answer questions 

around pertinent topics in our industry? 
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 Do we have hidden pockets of existing 

intellectual property which aren’t being 

fully leveraged? 
 

Sometimes intellectual property is taken for granted: 

‘It’s the way it’s always been done around here.’ But 

packaged properly, with the right spokespeople 

backing it, this property can often be the thought 

leadership spark you are seeking. 

 

 Many companies are stuck in the mode of only 

selling their product/service benefits. However, 

while many companies have done and continue to 

do this very well, unless one of their products is 

quite clearly the market leader, there typically will 

not be enough to differentiate it from the 

competitors, and there are always new and better 

products hitting the market. 

 

 The key to truly differentiating your product is 

to find that thought leadership point of view which 

really differentiates you from your competitors and 

which makes your clients exclaim: ‘These guys get 

us.’ 

 

 Once you have answered these questions and 

possibly identified and analysed the pockets of 

existing intellectual property in the company, you 

should move to step four. 
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4.  Review  

 

This is a 360 degree review, which should cover two 

key areas: firstly, a review of your current 

intellectual property to see if it could spark a 

thought leadership campaign and, secondly, a 

review of whether this campaign aligns with your 

company’s values. This is how you would proceed. 

 

Review your current intellectual property 

You need to brainstorm your current intellectual 

property with various people within the company. 

See if this could be bolstered to inform a thought 

leadership campaign.  

 

 For example if your product is an energy bar 

and you did general market research which explored 

eating trends around energy bars, it may not be 

quite enough to inform a thought leadership 

campaign. However, if your research explored 

mothers’ concerns around obesity and Type 2 

Diabetes and the association these have with snack 

foods, including energy bars, you would start 

gleaning the type of information which could be 

very useful to a thought leadership campaign.  

 

 These findings combined with the knowledge 

from the previous START IP steps and trends will 

better inform you about the issues and concerns of 

your target audiences and what matters in their 

lives. 
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 Once you have these insights, you have the 

makings of a potential thought leadership campaign. 

The energy bar company could possibly start further 

exploring the broad issues of diet, school snacks, 

eating healthily at work and the impact on 

productivity, for instance. It is this sort of thought 

process, driven by the START IP methodology, 

which will begin illuminating possible areas for a 

thought leadership campaign. 

 

Review whether it really fits your company values 

The second part of the review process is probably 

harder, but it will help define a more integrated, 

holistic and longer-term campaign for your 

company/brand. 

 

 It involves aligning your brand and your 

company values with your thought leadership 

position. It is no good embarking on a great thought 

leadership campaign if it doesn’t align with your 

brand values. It could be a shortcut to disaster for 

your campaign.  

 

 The 360 degree view of a corporation from the 

perspectives of consumers, employees, NGOs and 

shareholders has seen big global players such as 

Nike overhauling their labour practices and mining 

giant Rio Tinto focusing on its impact in indigenous 

communities. A lot of consumer goods companies 

are also examining strategies on how to confront the 

obesity epidemic and other issues, such as water use.  
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 Customers are voting for their preferences 

through their buying behaviour, and this trend is set 

to increase. 

 

 Rob McLean, former Dean and Director of the 

Australian Graduate School of Management (AG 

SM), said in a recent issue of the AGSM newsletter 11 

that the social context of business is playing a far 

greater role in business than ever before. His view is 

that we need to be equipping future business leaders 

with how to operate in a social context.  

 

 McLean points out that as businesses discover 

the importance of their social conscience they have 

realized that these issues cannot be ‘pushed away or 

given to human resources or corporate affairs 

departments. The social context of business is now 

part of what all leaders have to deal with, and what 

winning is all about.’ 

 

 He notes that ‘winning is no longer simply 

about winning in the product market space or 

winning in the regulatory space. It is going to take 

this full 360 degree view of changing social context.’  

 

 Both forms of my recommended reviews benefit 

from a robust questioning process. The more the 

ideas are interrogated, the more aligned the final 

thought leadership position will be with the 

corporate vision and values of the business. 
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 In her book Thought leadership: Moving Hearts 

and Minds12, Robin Ryde delves deeply into 

questioning techniques. I have included here a table 

of the sorts of approaches she suggests for 

interrogating your point of view. However, this 

merely scratches the surface of Robin’s excellent 

questioning techniques. 
 

Approaches for interrogating a point of view 

 

Strength based 

thinking 

 What has been working      

well? 

 Where have we made progress? 

 What are we most proud of? 

Feeling thinking  What does our gut instinct tell 

us? 

 How do we feel about this 

problem? 

 What is our emotional response 

to this? 

Re-integrated 

thinking 

 How could we have both of 

these possibilities? 

 What strengths do these 

opposing positions share? 

 What if we could have both? 

Insight thinking  How has this problem been 

solved before? 

 What do we know, from 

experience, matters here? 

 What are the proven remedies?  

360 degree thinking  How would others see this? 

 Who would see this differently? 

 Could we hear all of the 

possible perspectives on this? 



START IP: Seven Steps to Brand Thought Leadership 

44 

 

While cracking the big idea is an exciting moment, it 

is just the start. Once you have covered the last step 

in the thought leadership process you need to 

address the all important question of how you 

launch and drive your thought leadership campaign 

internally and externally. This is covered in more 

detail in Chapter 4.  

 

5. Trends  

 

There are many futurists and trend spotters around. 

Just plug the terms into any search engine and it will 

list a plethora of people predicting the future. 

 

 Visit as many of these sites as you can. Even if 

you pull just one or two ideas from each site, it may 

help inform your thought leadership ideas. These 

sites will give you an insight to the future forces 

shaping the markets in which your brand operates 

and more importantly, the forces shaping the lives of 

your consumers or the communities within which 

you operate.  

 

 Examining trends is a great starting point for 

helping deliver insights for thought leadership 

opportunities. The brand winners of the future are 

going to be the ones that tap into these and other 

trends, and, more specifically, those which impact 

their customers. 
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 For example, a study by Social Technologies, a 

US-based foresight consulting firm, identified 20 top 

lifestyle trends affecting global businesses and their 

consumers.13 The top five are: 
 

 Media spread, with media access becoming 

faster, cheaper and more widespread. 

 

 Transparency, which is driven by Internet 

technology and social pressure. 

 

 Networked world, with information and 

people increasingly networked. 

 

 Women’s power, as women continue to gain 

socioeconomic and political power. 

 

 Ethical consumption, with price, quality and 

convenience meeting ethics and values. 
 

Ideally your thought leadership campaign should 

hone in not only on issues that matter to your 

audiences now, but also ones that will be important 

in the future. Gaining some knowledge about the 

trends affecting your industry is a great way of 

informing your thought leadership point of view. 

 

 A 2006 McKinsey quarterly report14 says that the 

case for incorporating an awareness of social and 

political trends into corporate strategy has become 

overwhelming. 

 



START IP: Seven Steps to Brand Thought Leadership 

46 

 

 It makes the point that there are a host of issues 

out there which can impact your brand and, if you 

are not taking these into account, the financial and 

reputation consequences of mishandling them can 

be huge. On the flip side, being aware of trends can 

create new opportunities for companies and their 

brands.  

 

 Importantly the report talks about how 

companies have always had a social contract with 

society. While the formal part of this is regulated 

through law and regulation, the semi-formal or 

implicit expectations of society can become social 

expectations over time.  

 

 If companies don’t monitor these and take 

action in advance, they can be caught short. The 

tobacco industry is an example where responsibility 

shifted from individuals to the industry. Interes-

tingly, the fast food and food manufacturing 

industries could be next.  

 

 Your proposed thought leadership scenarios 

should be proof tested through carefully structured 

conversations with futurists, your staff, your 

customers and potential customers. Once this is 

done you should consider testing or verifying the 

idea through market research. 

 

 Dr Peter Saul, a director of the Strategic 

Consulting Group and member of the Futures 

Foundation’s Professional Advisory Board in 
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Sydney, Australia, says in his paper ‘This Way to the 

Future’15 that two common scenarios have emerged 

from research conducted for clients in Australia by 

the foundation. He maintains these mirror scenarios 

that have been generated by other futures projects in 

Australia and overseas. 

 

 He points out that the community world is 

characterized by a resurgence in community and 

environmental values, a focus on local community 

and its resources and services, and the values and 

quality of relationships and shared risks.  

 

 Professor Richard Slaughter in his book Futures 

for the Third Millenium16 emphasized the need to 

develop views of the future that integrate thinking 

across four worlds identified by Ken Wilber in 1995 

as shown in the chart overleaf.  
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Integrating thinking across four worlds 17 

 

 

 

Inner world of 

individual 

identity, 

meaning and 

purpose 
How individuals 

perceive and 

interpret the world 

and construct a 

sense of self 

World of 

individual 

capability and 

behaviour 

 
How individuals 

develop, learn, 

behave and interact 

with the external 

world 

Social/Cultural 

world 
How we construct 

our shared, social 

reality with its 

myths, laws, roles 

and value systems 

‘External’ 

physical world 
What is happening 

‘out there’ in the 

world of business, 

science, technology 

and the natural 

environment 

 

 

 

Why do I use this chart? Because if your company’s 

thought leadership campaign can address all four 

worlds, it has the makings of a winner.  

 

Caring for more than hair 

 

One of the best illustrations of a company taking 

these four worlds into account is Aveda, an 

Inner 

Individual 

Outer 

Social 
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international supplier of salon and spa products. 

Aveda initially took an external physical world view 

of the impact of its manufacturing process on the 

environment and, as a result, has witnessed 

profound impacts across the other three worlds in its 

business and the very culture of the organization. 

 

 Aveda founder Horst Rechelbacher had a vision 

of bringing products to his clients that were safer for 

them and the planet. His vision inspired the 

company to develop and integrate true sustainability 

into all its practices, from soil to recycling. 

 

 Says Aveda president Dominique Conseil: 

‘Aveda believes there is no responsible alternative to 

doing business other than through environmental 

sustainability. At Aveda, we also believe that profit 

and environmental responsibility will increasingly 

work together as more industries find out that 

"nature works" for both sustainability and the 

bottom-line.’18 

  

 According to Conseil, setting an example for 

environment leadership and responsibility has 

brought additional constraints in the company’s 

daily work, but ‘It also brings to all employees an 

empowerment, an invitation to break the rules and 

reinvent.’ 

 

 He admits that while Aveda will not change the 

world, it can create a ripple effect that touches 

beauty professionals, customers, suppliers, farmers, 
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the communities within which they operate and live, 

and other businesses. 

 

 ‘We business people can change the world by 

changing the way the world does business. How? By 

changing the way we do business.’ 

 

 And how does Aveda do business that positions 

it as a thought leader?  

 

 A large portion of the ingredients it uses for its 

products come from tropical rainforests. Aveda long 

ago recognized the need to work with local 

communities in the Amazon and not-for-profit 

environmental organizations to help local commu-

nities develop businesses which farm natural 

resources in a renewable, sustainable manner.  

 

 For example, Brazilian nuts and Babassu palm 

nuts are just two of the ingredients gathered by local 

communities from the forest for Aveda. In addition, 

Aveda has helped support a living pharmacy project 

to produce plant-based medicines. One local 

Brazilian collective which Aveda has worked with is 

becoming a certifying agency in organic agriculture.  

 

 Aveda has taken a true leadership stance by 

helping local communities pursue environmentally 

sustainable means of economic development. 

 

 Aveda is living the triple bottom line principle 

daily. This has meant expanding the traditional 



Brand Stand: Seven Steps to Thought Leadership 

 

51 

 

company reporting framework to take into account 

environmental and social performance in addition to 

financial performance.  

 

 Aveda is an example of how doing business 

sustainably and ethically can pay off in the long run. 

Aveda’s mission is ‘to care for the world we live in 

from the products we make to the ways in which we 

give back to society’. 19 It strives to set an example 

for environmental leadership and responsibility.  

 

 In Aveda’s case, these sound environmental 

practices have significantly contributed to and 

driven its competitive advantage. 

 

 Companies should be taking a number of steps 

to make their trend plotting robust and more 

strategic. In this way they can spot new trends early, 

allowing them to plan and anticipate possible social 

or political pressures in these areas. They can join 

and shape the debate on these issues rather than 

being caught unawares by emerging developments. 

 

 At the very least, if a company is unable to take 

a thought leadership view on a particular issue, 

understanding the trends will help it plan for 

potential risks to its brand and better inform and 

prepare it to engage strategically with the issue and 

to mitigate the risk as far as possible.  
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Chapter 4: 

Champions and Objectivity:  

START IP Continued 
 

The IP part of the START IP process is all about the 

importance of having a champion and, if you see fit, 

identifying and engaging with an objective external 

panel of experts from other fields to stress test and 

interrogate your thought leadership point of view 

along the way. 
  

6.  Identify a champion 
 

Thought leadership needs a champion or preferably 

champions. So a vital step is to identify a thought 

leadership champion, who could be the brand 

manager, a line manager, the CEO, the CIO, the 

CFO, the marketing manager, an academic or an 

expert within the company. Without a champion, 

even the best thought leadership ideas will fail. 

 

 It is vital that the champion has authority, 

power and gravitas within the company and that his 

or her point of view will be nurtured and supported. 

 

 Importantly, thought leadership is not 

necessarily about knowing all the answers. Rather it 

is about convening the circles, articulating the 

questions, framing the conversation and directing 

attention to the issues that matter. 
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 Thought leaders inspire change, heighten 

awareness, broaden perspectives and create a deeper 

sense of place and purpose not only internally 

within the organization but also among customers 

and suppliers.  

 

 Therefore your first challenge is to find an 

influential person in the organization who has the 

passion for defining a point of view and owning it, 

as well as the ability to take it to market. In addition, 

the individual should carry the authority or respect 

of the organization, so that he or she can be a 

spokesperson and deliver that point of view in the 

public domain. 

 

 Without a thought leadership champion, your 

potentially winning concepts will struggle to gain 

traction internally and externally.  

 

 Initially one thought leadership champion will 

do. However, good thought leadership has a habit of 

pulling everyone along with it over time: it is a wave 

which gathers momentum.  

 

 Your thought leader champion will need to kick 

start the campaign, so choose someone who is brave 

enough to stand for something, someone who has a 

point of view to differentiate your brand or service.  

 

 This person need not be the spokesperson, 

although that does help, but she or he does need to 

champion the idea internally and drive it from a 
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marketing and PR perspective. Obviously it helps 

your cause if the champion actively becomes your 

external spokesperson, but there is no reason you 

cannot use someone else like the managing director 

or CEO to comment on the thought leadership 

idea/project publicly through the media, and in talks 

with clients and prospective clients. 

 

 Truly great thought leadership ideas have the 

ability to ignite passion in others within the 

organization, thus creating a groundswell of support 

for the idea. Other people jump on the bandwagon 

and in time you end up with a champion 

surrounded by one or more thought leadership 

disciples. 

 

 There are no better brand ambassadors for your 

company or product than a group of people 

naturally inspired by the thought leadership vision 

of their company or brand. They feel a sense of pride 

in what they do. They find meaning in their work 

beyond selling. 

 

 Their thought leadership point of view gives 

them the opportunity to engage with their audiences 

and speak proudly about what they do and to speak 

with authority about what their company believes. 

Most importantly they inherently know that they are 

giving their audiences something of value beyond 

merely selling a product or service.  
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When your staff is inspired by a thought 

leadership view, they are empowered to speak with 

a passion about their brand and its place in their 

customers’ lives. Passion is infectious: it is 

motivational and inspires others. A company or 

brand with this platform will grow and, over time, 

become recognized as the leader in its field. 

 

 While thought leadership is about defining a 

point of view for your company, brand or service in 

the market place, some of the true benefits lie in the 

impact it has on inspiring employees, especially 

your sales or brand team. 

 

 Identifying a thought leadership campaign 

which ignites the passion of employees means you 

have a real winner.  

Now we are talking 

 

There is a great example of a campaign started by 

Australia’s largest telecommunications company, 

Telstra. In order to engage with its audiences, Telstra 

launched the <http://www.nowwearetalking.com. 

au> campaign.20  

 

 It is an online channel for the company to speak 

directly to its target audiences and for the audiences 

to engage with Telstra. It is also a place where 

employees can blog about topics that interest them, 

whether personal or work related. 
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 Telstra believes that the campaign has balanced 

the market’s perception of it as a more approachable 

brand – one which is more open and transparent 

than it has been in the past and that is prepared to 

engage with its audiences and enter into a 

conversation with them. 

 

 The key driver for the campaign was to bypass 

traditional media, because Telstra believed that it 

was not raising sufficient public debate around 

important telecommunication issues, such as a 

broadband infrastructure. However, the campaign 

has had a far greater effect: it has become a vehicle 

for changing the very culture of the organization 

internally – it has opened up the lines of communi-

cation and Telstra’s ‘dinosaur’ tag has changed.  

 

 You seldom hear about companies the size of a 

Telstra that do not muzzle their own bloggers. 

Admittedly it has taken a brave management 

decision to go this route. The campaign has had its 

fair share of teething problems, but the results are 

startling and Telstra now leads the industry in social 

media and how to engage with its customers and 

broader audiences, rather than merely marketing to 

them. 

 

 This approach is best described in the Jan 

Phillips book The Art of Original Thinking in which 

she says: ‘True leaders of our time are the ones who 

are not just imagining not just hoping for and 
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waiting for the new dispensation to arrive but 

actively bringing it into existence.’21 

 

Thought leaders do not maintain silence and they do 

not wait for others. This is all the more reason to 

have a thought leader champion, someone who can 

own and drive the cause. They are the ones who 

ignite imaginations, explode myths and illuminate 

the paths to the future for others to follow.  
 

7.  Panel  
 

The final step is to identify and form a thought 

leadership panel. The challenge most organizations 

face is that they are inwardly focused and often 

struggle to look beyond their company view. Ideas 

are often rooted in past and present thinking, which 

limits the insights needed for truly imaginative and 

innovative leaps ahead. 

 

 If a company is to break this mould it is 

important for it to engage with fresh perspectives 

from outside the organization and, importantly, 

perspectives that look beyond the obvious. To do 

this the thought leadership panel needs to comprise 

experts from various fields. It could include 

consultants, business executives, academics, entre-

preneurs, economists, scientists, futurists, suppliers 

and potential partners.  

 

 The panel’s challenge is to open the company’s 

thinking, to think laterally and take a world view of 



Champions and Objectivity: START IP Continued 

58 

 

possibilities beyond the obvious. It should stimulate 

the company to look at things differently. The 

panel’s purpose is to assist the company in 

identifying emerging trends and help it develop 

foresights about the future world and the 

opportunities this could present for the business and 

its customers. 

 

 Ideally, the panel should provide as wide a 

view as possible across fields as diverse as the 

environment, politics, social trends, technology, 

community and demographics. 

 

 The purpose of this panel is to spark innovation 

and strategic imagination and enable the company 

to explore areas not previously entertained. 

Innovation and thought leadership is inextricably 

linked to companies expanding their view and 

looking at trends inside and outside of their 

businesses. A well picked thought leadership panel 

should be in a position to help a company do this. 

 

 For this to work there needs to be a well-defined 

process for the panel. This starts with giving 

panelists as much information as you can to assist 

their strategic insights about the company, its 

products, intellectual property and consumers. Good 

thought and planning need to be given to this if the 

panel is to be successful and deliver the desired 

results to the company. 
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The panel may deliver several insights but, as I 

have said before, this is merely the start. It is useful 

to put these insights or ideas through the START IP 

process in the first instance, and only then develop a 

plan on how to take these ideas or insights to 

market.  
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Chapter 5:  

Rolling Out Your Campaign 
 

Once you have identified a thought leadership 

position you need to roll it out. There are six vital 

actions which are designed to help build your 

market recognition as a thought leader. 

 

 This is not a box-ticking exercise. Not of all 

these need to be completed to achieve cut-through 

for your brand, but you are going to need at least a 

few in order to deliver an authentic point of view. 

 

 One of the key questions you need to ask is how 

much you want to engage with your audience 

through your thought leadership campaign, versus 

how much you merely want to deliver your point of 

view through traditional media.  

 

 My sense is that the thought leadership 

campaigns that engage audiences rather than merely 

deliver information to them are going to be the 

really successful ones. There are still many 

successful thought leadership campaigns out there 

using the latter approach. But this is changing. With 

the advent of Web 2.0 and the social media pheno-

menon, audiences are increasingly going to demand 

more engagement from their brands.  
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 While I said that this is not a tick-box exercise, 

the first two actions are critical to the success of your 

thought leadership campaign. Think of these two as 

your foundations. If they are not solid, your 

campaign has a higher likelihood of failure. 

 

Action 1:  Make it a strategic business or brand 

imperative 

 

By making your thought leadership campaign a 

strategic business imperative it will more easily slot 

into the short-, medium- or long-term business 

objectives of the company. Given this, and having 

identified a thought leadership champion, makes it 

much easier to position this as a strategic business 

imperative because you have already won senior 

management support. It is even better if the thought 

leadership campaign/idea is owned by the CEO or 

managing director.  

 

 Most leaders of businesses spend a lot of time 

thinking about where they want to go and how they 

are going to get there. It is during this process that 

some leaders arrive at thought leadership points of 

view. If you can tap into that it is going to make 

your job a whole lot easier. Ownership at the top 

ensures commitment at a senior level, board buy-in 

and an easier ‘sell’ to the various departments and 

suppliers involved in the campaign.  
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 You will still need to make sure that you have a 

well thought out and presented plan, which should 

not only cover the thought leadership idea in detail 

but also, importantly, how you intend to roll it out. 

 

 As part of this you should identify clear 

objectives, your rationale for doing this and 

measurable outcomes. 

 

Action 2: Know your audiences 

 

To know your audiences means to understand their 

needs and to understand how you can add value to 

their lives. The best thought leadership ideas are 

often born of the desire to enrich the quality of the 

target audiences’ lives. Interestingly, if this is the 

case, it also gives you the keys to identifying 

measurable outcomes. 

 

 An outstanding example of a thought 

leadership company is Cemex, one of the largest 

cement producers in the world. In 2002 it embarked 

on a program to shift its business objective of selling 

cement to one of selling solutions. One of its new 

targets was lower-income communities in Mexico. In 

order to gain an insight into these communities’ 

needs and how individuals made decisions on 

upgrading their homes, it sent a team to live in a 

Mexican slum for several months. 
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 From this experience it created ‘Patrimonio 

Hoy’ meaning Property Today, which is one of the 

most successful low-income housing programs in 

the world. By living in the community and coming 

to understand the decision-making processes and 

the community’s needs, Cemex was able to put 

building materials into residents’ hands in ways 

tailored to the way they worked and built. 

 

 So Cemex opened up a market always thought 

to be unprofitable. More importantly, Cemex 

estimates that within five years, one million 

Mexicans will benefit from this new way of doing 

business. The results speak for themselves: Cemex 

has tripled its production of cement for consumption 

by low-income DIY homebuilders in Mexico. 

 

 Once a company puts itself in the shoes of its 

target audiences, it is better able to identify their 

needs and how it can influence what that audience 

should think, feel and do with its services or 

products. 

 

 The impact of your thought leadership 

campaign can and should be measured using one or 

a combination of the following: quantitative and 

qualitative research, sales tracking, CRM measure-

ment programs, audience interaction and 

engagement, staff feedback, customer feedback, your 

ability to get in front of targeted organizations 

(government, consumer or business), media 
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coverage, media interest in your point of view, web 

metrics and speaking engagements. 

 

 Your measurement tools will depend on the 

objectives you set yourself in the beginning and the 

outcomes you want to achieve from the campaign.  

 

 Knowing your audience intimately should be a 

prerequisite for any brand campaign, let alone a 

thought leadership campaign. 

 

 How do you get to know your audience? If your 

marketing department hasn’t already done so, you 

research them: where they live, what they consume, 

what micro and macro issues impact their lives, 

what their dreams and aspirations are, what their 

perceptions are of your brand and what values they 

associate with your brand. 

 

 Where possible you also talk directly with them 

through focus groups. You could live with them 

(like the Cemex team did) or go on site visits with a 

community leader. Combine this with customer 

visits with the sales team; picking up the phone and 

speaking to them; hosting coffee chats or customer 

lunches; and using that wonderful two-way, online 

communications tool called a blog to facilitate 

dialogue. 

 

 Depending on your business and the nature of 

the product or service you sell, it is up to you to pick 
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which forms of communication are best suited to 

your customer group. 

 

 The point is you need to get out there and listen 

to what they have to say in order to understand the 

issues important in their lives as well as the factors 

impacting their purchasing decisions.  

 

 William Greider, an international best-selling 

author, has said: ‘Creating a positive future begins in 

human conversation. The simplest and most 

powerful investment any member of the community 

or an organization may make in renewal is to begin 

talking with other people as though the answers 

mattered.’22  

 

Action 3: Share openly 

 

All the true industry thought leaders I have come 

across have willingly and openly shared their 

information. The very nature of thought leadership 

means exactly what it says – being a leader with 

your thoughts. And being a leader with your 

thoughts means being brave and going first; saying 

things that no-one else has either thought of or 

dared to say. It means taking the lead on an issue or 

topic and owning it. It is nonsense to hide behind 

the excuse you hear so often: ‘But this is strategic 

information.’ 
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 Willingly and openly sharing information may 

appear to be obvious but I cannot tell you how many 

companies I have come across who shy away from 

sharing their intellectual property. 

 

 Businesses need to open their ‘souls’ to the 

world around them if they are to play a connected 

role with the society in which they operate and if 

they are to make a difference – truly connect with 

their audiences and make a positive contribution to 

macro and micro issues impacting their target 

markets. The web and the world of blogs and other 

social media have hastened this opportunity 

exponentially. 

 

 Timidity, fear and reticence are not words that 

sit well with true thought leadership. Being a 

thought leader means rising above the crowd, 

sticking your neck out, being prepared to take a 

sometimes controversial point of view and going 

where no-one else has ventured before. 

 

 Forget what the competition thinks or what the 

competition will do with the information. You are 

the brand/company taking the lead – they are the 

laggards. It will take them a long time to get up to 

speed in your chosen area of thought leadership. If 

they want to enter your space and you have done a 

good job in planning and rolling out your strategy, 

they will look like Johnny-come-lately. 
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 The potency of a great thought leadership 

campaign is that your audience will feel the genuine 

intent. They will view it as something fresh, that 

adds value to their lives and that no-one else is 

giving them. They will respect you for it. 

 

 It is one of the most powerful ways today to 

create customer loyalty, which produces that most 

potent of market forces, word-of-mouth or customer 

evangelism.  

 

 It is through your thought leadership actions or 

the act of openly sharing valuable information that 

you provide the platform for creating that special 

brand connection with your audiences. 

 

Action 4: Cultivate the media 

 

While in many cases the media will be an important 

conduit for your thought leadership ideas, there are 

some campaigns that do not necessarily need media 

support. 

 

 For those that do, it is important you cultivate 

your relationships with key media players who 

cover the topic or sector that your thought 

leadership campaign addresses. By following the 

tracking advice in the START IP methodology you 

should have already done your homework, scanning 

the newspapers, magazines, e-zines and the web for 
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what has been written about a particular topic. In so 

doing, you would have identified the journalists and 

bloggers who are covering this or related issues. 

 

 Most in-house PR practitioners, marketing 

departments, PR consultancies and advertising 

agencies have access to online media search tools. 

Some of the search engines also have some useful 

search tools and once you have plugged in your 

search terms you will automatically receive any 

online articles mentioning your search terms. (See 

the tracking tools listed under the Track section on 

page 33.)  

 

 Thought leadership requires an exclusive media 

approach rather than a shotgun approach. Your 

media campaign should take into account the 

audience/s you are trying to reach and which media 

is most appropriate for that audience. As a result of 

this focus and your previous searches on this issue, 

you may find that you need to work with only a 

handful of journalists. 

 

 Ideally these journalists will be looking for 

exclusives. If you are using research to drive your 

thought leadership content you may want to break it 

into a number of different angles and take those 

angles individually to the targeted media. Let them 

know up front they are getting the exclusive angle 

on this story. 
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 Importantly, the work you do with the media, 

the articles they write or interviews they broadcast, 

the information you supply them, the back-

grounders and fact sheets you draft for them should 

not be all that you do to reach your audiences. This 

same information needs to be made web friendly 

and placed on your website so that interested 

audiences using the search terms covered by your 

thought leadership topic can easily find the 

information. 

 

 The media room of a company website is often 

the most visited landing page. Why? Because the 

media section is where people go for the most up-to-

date company information. In his great book The new 

rules of marketing and PR, David Meerman Scott23 

points out that your media room should not be 

designed only for the media. It should be designed 

with each of your ‘buyers’ in mind. 

 

 He gives some excellent ideas on how to boost 

the content and performance of your media pages. 

He also gives valuable hints and tips on how to 

optimize your press releases not only for the search 

engines but also how to create links from the release 

so that readers can easily find related and 

background information directly from the releases. 

 

 Once you start achieving success with your 

media campaign, you should start using the 

coverage internally through other media, such as 

your intranet, notice boards and meetings. This will 
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help champion your thought leadership campaign 

internally – an area often overlooked but one which 

can generate enormous goodwill, help drive value 

programs and generate a wave of pride and support 

from within the company. 

 

Action 5: Write and speak about your campaign 

 

Your thought leadership point of view can be told 

through face-to-face story telling or writing. Ideally, 

you want to use a combination of both. 

 

 The value of having a number of compelling 

written stories around your thought leadership 

point of view is that they give you a host of different 

options. With the web playing such an important 

role in our everyday lives, having a thought 

leadership campaign written up becomes critical if 

people are to find it online. 

 

 Writing could include one or any number of the 

following:  

 

 articles written for the media 

 

 letters 

 

 opinion pieces 

 

 white papers 
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 research summaries 

 

 fact sheets 

 

 background papers 

 

 speeches 

 

 presentations 

 

 third party endorsements 

 

 blogs 

 

By using one or more of the above you are better 

able to share your information with your audiences. 

More importantly, you can make the information 

readily accessible to a much wider audience 

interested in the topic.  

 

 In their book How to position yourself as the 

obvious expert, Elsom Eldridge Jr. and Mark El-

dridge24 maintain that writing a book is essential in 

establishing your credibility in your field of 

expertise. They maintain that even if your book does 

not compete with those in the bookstores, you 

should write a book to use as a marketing tool to 

build your reputation as the obvious expert.  

 

 Wherever and whenever your thought 

leadership champion can, he or she should tell the 

story and get those around you enthusiastic about 
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your point of view. Story telling is a powerful way 

to engage people and a great way to get people 

talking about what you have to say. 

 

 Word-of-mouth is the most convincing and 

believable form of marketing today. You should 

actively pursue speaking opportunities for your 

thought leadership champion. 

 

 These opportunities could include speaking at: 

 

 local chambers of commerce and industry 

 

 business organizations and associations 

 

 academic institutions  

 

 consumer bodies 

 

 conferences 

 

 seminars 

 

 workshops 

 

 webinars  

 

 your own work function 
 

Depending on the appeal of your thought leadership 

point of view and your thought leader’s oratory 

skills, he or she could consider joining a professional 
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speaker’s circuit. There are many organizations out 

there with a variety of speakers on their books. It 

makes it much easier to join them if you have a 

library of written material on your topic as well as 

speeches and presentations which you or your 

champion have already given. 

  

Get out there and spread the word!  

 

 In preparing to spread the word, it is also 

worthwhile for your thought leader to conduct an 

‘elevator pitch’ exercise. If you do not have the 

experience internally, use an external PR consul-

tancy which has skill in running this type of session.  

 

 Essentially an ‘elevator pitch’ is a messaging 

session whereby you capture your story in as 

compelling a manner as possible so that you can 

interest and excite the listener in 30 seconds to one 

minute – the time it would take you tell it to 

someone in an elevator. Make sure that your 

thought leader can convey the essence of your 

campaign in a brief sound bite. 

  

Action 6: Pump up your online content  

 

By maximising the use of the online world for your 

thought leadership material, you are making your 

point of view easily accessible to your identified 

audiences and sharing it with anyone in the online 
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world who might be interested in the topic. This 

could be via a blog, your website, pod cast or vlog – 

you name it! There are many options open to you 

and more are becoming mainstream every year.  

 

 The objective is to inject your brand’s/ 

company’s personality into the debate by using 

social media tools such as podcasts and vlogs to give 

a human face to your company’s point of view. 

 

 Importantly the web gives you the right to 

engage with your online audience – it is a forum 

where you can ask questions, your audience can ask 

you questions and you can have discussions with 

other interested parties through discussion forums, 

chat rooms and the ‘ask us’ facilities available on 

most websites. 

 

 A June 2008 survey of the online shopping 

landscape, using Hitwise Australia data,25 indicates 

that consumers are actively researching brands and 

products across thousands of websites on a daily 

basis as they make their purchasing decisions. The 

research report revealed that: 

 

 Retailers in Australia are not fully optimizing 

their websites to leverage online consumer 

behaviour. 

 

 Search data indicate retailers have room to 

capture more brand- and product-related 
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traffic through effective search marketing 

practices. 

 

 Missed opportunities online will become 

more pronounced as the competition in 

payment systems heats up. 

 

 As consumers take advantage of a more 

convenient retail experience, it will become 

imperative for retailers to build their brand 

for online and offline shopping. 

 

 Traffic to the shopping and classified 

websites was delivered by more than 600,000 

unique search terms. Out of the top 100 

terms, 88 were brand names, seven product-

related and five generic terms. 
 

The report concludes that brands face a significant 

challenge in creating an online experience that 

imitates the recreational aspects of offline shopping. 

Retailers will need to integrate with popular content 

areas such as Net Communities or build their brands 

on top publishing websites in order to engage their 

consumers more effectively. The objective should be 

to build a seamless multi-channel experience that 

connects retailers with consumers.  

 

 An American-based company, the Future 

Exploration Network, produced a report at the end 

of 2006 entitled ‘The Future of Media’,26 which 

looked at global consumption patterns and found 
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similar trends. Importantly, it analysed the number 

of newspapers referencing bloggers. This had grown 

from 200 mentions per quarter in 2004 to more than 

2,500 per quarter in 2006.   

 

 The traditional levers which we have pulled as 

marketers, advertisers or PR practitioners to sell 

products and services or change behaviours, 

advocate causes or build brands have changed. 

 

 Word-of-mouth is by far the most powerful 

form of marketing a company can access, and its 

greatest ally is the internet. 

 

 Brands today need either to be part of or to 

create their own conversations online. It is becoming 

just as important as driving media coverage. Why? 

Because the internet has accelerated and amplified 

public opinion – rumours start and spread online.  

 

 Moreover, while newspapers, magazines, TV 

and radio are here today and gone tomorrow, online 

coverage can potentially remain filed and accessible 

for a long time. 

 

 Online is the domain of new, powerful content 

created by consumers for consumers. It is competing 

for our attention and trust against traditional media 

sources, and in some cases it is winning. 

 

 This is well illustrated in a Media Centre Global 

Trust Poll conducted in the US in 200627 which found 
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that 228,000 Americans think companies do not tell 

the truth in advertising while 276,000 think that 

word-of-mouth is the best source for purchasing 

decisions.  

 

 Word-of-mouth is enshrined in social media 

and is now commonly recognized as the most 

powerful form of consumerism in the marketing 

mix. 

 

 If you are looking at driving a thought 

leadership campaign for your brand or company 

you need to be aware of the tools available to you 

online in order for you to take part in and influence 

this powerful medium. 

 

 Your aim should be to supercharge your 

thought leadership content and, in so doing, engage 

the company with relevant online communities and 

help facilitate conversations in the digital world. 

 

 A digital influence strategy should deliver four 

key things: 
 

 Knowledge about what is being said about 

your brand/company in the digital space and 

the ability to track it and take part in it. 

 

 Productive engagement with customers, 

stakeholders and influencers in the digital 

space. 
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 Optimised content, in order to attract the 

search engines and increase your ranking. 

 Measurement of your digital influence 

campaign’s return on investment.  

 

There are a few key things you need to consider 

before embarking on an online campaign: 

 

 Senior management buy-in is critical, as they 

need to understand the importance of the 

task. This point cannot be over emphasized 

 

 Engagement online is done in a collaborative 

community: it is about marketing with rather 

than marketing to an audience. 

 

 Commitment – there has to be a commitment 

to communicating on an ongoing basis. 

 

 Honesty and integrity are also vital. 

Untruths, half truths and misrepresentations 

are cruelly exposed online and can be 

damaging to your brand. 
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Chapter 6: 

Thought Leadership Challenges 
 

In defining and owning a thought leadership 

position you will face a number of challenges. It is 

important to be aware of these so that you take them 

into account when planning your campaign and 

while using the START IP steps to arrive at your 

thought leadership idea. 

 

 These are some of the main challenges your 

campaign might encounter. 
 

1. Ahead of its time 

 
You come up with a brilliant idea or you identify an 

important issue but it is before its time. For your 

thought leadership position to have ‘stickiness’, 

there has to be a level of receptiveness from your 

prospective audiences.  

 

 If you had banged on about climate change 30 

years ago it is unlikely your point of view would 

have gained much traction. The world, and more 

importantly the consumer, wasn’t prepared to take it 

on board as an important issue in their lives. Even if 

they were, it wasn’t at a stage where they were 

going to alter their purchasing behaviour on the 

back of a climate change thought leadership 

campaign.  
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 If there is minimal acceptance of an idea you 

will struggle to get your point of view heard, but 

more importantly the audiences you want to 

influence are not going to be receptive to your story. 

Even former US vice-president and climate change 

guru Al Gore has spoken about the difficulties of 

presenting to an unsympathetic audience.  

 

 Always remember that one of the fundamental 

principles of good thought leadership is being able 

to tap into the desires, needs, wants and dreams of 

your audience and give them something more than a 

product or service. 

 

 You want to add value to their lives in some 

way. An idea or concept that is ahead of its time is 

not going to deliver this. 

   

2. No ownership 
 

If you do not have a thought leader champion, it is 

going to be very difficult to make your campaign fly. 

 

 Thought leadership needs to be positioned and 

owned as a strategic business imperative and in 

order to achieve this it needs some level of manage-

ment buy-in and ownership. In this way the 

company will imbue the organization with a thought 

leadership culture.  

 

 The problem is that without support from 

senior company executives and owners, rolling out 
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thought leadership campaigns will be challenging, 

and probably short-lived. 

 

 Your own staff can and should become your 

best thought leadership disciples. A thought 

leadership campaign/idea which grabs the attention 

of your staff can be immensely powerful from two 

perspectives. 

 

 First, staff often find a new-found passion in 

their work beyond selling or producing or servicing 

– it gives them something interesting and engaging 

to talk about with their clients and suppliers. 

Second, if they do buy into it, it acts as a great 

motivator and team builder. Employees start to feel 

a pride in their work because of what their company 

is doing in terms of thought leadership.   

 

 Companies need to ask themselves how it 

would feel to run a business or work for a business 

that cared as much about its people and the 

environment in which it worked (social and 

physical) as it did about profit. How would it 

change your life, your commitment to work, your 

relationships with your superiors and colleagues, 

your family and friends?  

 

 How would it feel to be part of an organization 

that took a stand for the environment, a social issue 

or one which created a partnership with another 

business or a non-government organization (NGO) 

that was good for the world? 
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 It is for these reasons that thought leadership 

should not only be a strategic business imperative 

but also one owned and advocated by senior 

management. 
 

3. Change in management or ownership 
 

Having just a single thought leader champion is also 

a threat. If that person leaves the business or if there 

is a change in management structure or company 

ownership you run the risk of losing your thought 

leadership champion and the mouthpiece of your 

campaign. 

 

 This is more of a risk in the early stages of a 

campaign than when your thought leadership 

campaign is well and truly cemented as part of what 

the company does. It is during the early stages that 

certain audiences, external and internal, take some 

convincing before they buy into the idea. 

 

 Particularly among some of the internal 

audiences, there will be individuals who sit on the 

sidelines and watch to see whether this idea has any 

legs. They want to see whether there is market 

acceptance of the idea and only once they see it 

working and successful will they get behind the 

idea. 

 

 There comes a time in the life of a thought 

leadership campaign where it goes beyond the 

tipping point and becomes part of the company’s 
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way of doing business, part of the make-up of who 

that company is. It becomes ingrained in the 

company’s business vision and it embodies what the 

people in the company stand for. Examples include 

Aveda and a host of management consultancies 

which have become very adept at making thought 

leadership part of the way they do business. 

 

 You only need visit the websites of some of the 

leading management consulting brands in the world 

to realize just how important thought leadership is 

to them and how much a part of their business it has 

become. 

 

 The thought leadership campaign which truly 

aligns with the company’s values is the most 

powerful you can find and will more often than not 

assure the campaign’s success. 

 

 When a thought leadership campaign reaches 

this stage, the threat of the champion leaving 

becomes far less of a threat because others are 

willing to pick it up. 

 

 There is also a point at which a great thought 

leadership campaign becomes bigger than the 

original champion of the initial idea. I call this 

thought leadership nirvana, as it means the idea has 

truly ingrained itself in the company value 

proposition and is embraced and owned by most, if 

not all, of the people working there. 
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4. Cluttered space 
 

Another area where your campaign can fail before 

you have even started is if it competes in an already 

cluttered space. This means a space in which all your 

competitors are already competing with no clear 

opportunity for you to differentiate your point of 

view.  

 

 This is why scan and track in START IP is so 

important. By scanning and tracking you will 

quickly identify whether this is a space that is 

already owned by somebody. 

 

 If it is, leave it alone. You need to define your 

own unique point of view. It is no use competing on 

a stage on which somebody else is already the star 

attraction.  

 

 Some industry intelligence on the topic can be 

gleaned from Fiona Czerniawska’s regularly 

updated White Space28 report, which compares the 

thought leadership material of about 50 leading 

consulting firms in the US and Europe. 

  

 That is not to say that you cannot adapt your 

idea to define a new space within a broad topic. This 

book is an example. When I researched thought 

leadership I came across quite a few books which 

covered the topic, but none gave practical advice or 

offered a process for arriving at a thought leadership 

position. 
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 The more research you do on the topic the more 

you will understand the space you want to enter. 

Ask yourself:  

 

 Who is already playing in that space? 

 

 What they are saying? 

 

 Are they achieving cut through? 

 

 Does our company have substantially more 

to say or something unique to offer in that 

space or not? 
 

Your deciding question should be ‘Can we own that 

space?’ If you cannot own a space my advice would 

be do not go there. 

 

 A great example of this is Ay Yildez, the first 

mobile communications brand for people of Turkish 

descent living in Germany.  

 

 There are approximately 2.6 million people of 

Turkish descent living in Germany with a 

purchasing power of €17 billion. They also happen 

to be early adapters of technology, are a tight-knit 

community and have a definite preference for 

Turkish products. 

 

 In an almost saturated German mobile phone 

market, E-Plus MobilFunk identified this as a new 

market segment and launched a bilingual 
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communication strategy, offering packages tailored 

for the Turkish community with, among other 

things, affordable calls to Turkey. All the goods and 

services designed to support the product, such as the 

hotline, answering machine and WAP portal, were 

bilingual. Advertising and PR activities were heavily 

weighted in favour of the Turkish media, not only in 

Germany but also in Turkey. 

 

 The PR campaign for the German media was 

focused on the company’s multi-brand strategy. 

 

 And, in an example of how advertising can 

support a thought leadership campaign, Turkey’s 

best known comedian, Beyaz, was used to focus on 

the cultural characteristics of the audience as well as 

their unique sense of humour. 

 

 As part of the effort to build a link with the 

community, the campaign included a social 

responsibility initiative, partnering with a Turkish 

not-for-profit to offer special tariffs during the 

Turkish Festival of Sacrifice, which saw the proceeds 

of SMSs donated to the charity. In addition, Ay 

Yildez organized a discussion between well-known 

figures from business, politics and education about 

the education challenges facing young Turks in 

Germany. As a result, Ay Yildez created an initiative 

called ‘El ele’ or ‘Hand in Hand’ to support young 

Turkish people in Germany.  
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The campaign gained 80 percent product awareness 

and huge sales in an otherwise saturated market. 

 

5. No follow through and no plan 

 

Having a strategic roll-out plan is not rocket science, 

it is commonsense.  

 

 You could have followed every step of START 

IP, but if there is no follow through and no strategic 

plan to help drive your campaign, your thought 

leadership idea will die. 

 

 This is where your marketing or, preferably, 

your PR team comes into play. They need to engage 

with the thought leadership champion or team to 

define desired outcomes and how you are going to 

achieve these. 

 

 Take the time you put into arriving at a thought 

leadership position and then double it and that is 

how much time you will need to deliver a suitable 

plan to drive the campaign. 

 

 Just because it is a good idea does not mean that 

it is going to take off. It requires careful planning 

and a team effort to make it happen.  

 

 These are some of the questions you should 

answer: 
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 Who is your audience? 

 

 Have you clearly defined them? 

 

 How do you launch the campaign? 

 

 How do you influence your audiences at 

their various touch points? 

 

 Does this require a media campaign and, if 

so, which media? 

 

 Do you need to put in place a one-on-one 

engagement strategy with key audiences 

and, if so, what should that strategy be? 

 

 Is there a social media component and which 

parts of social media do you use – blogs, 

vlogs, podcasts? 

 

 Is your thought leadership point of view 

reflected on your company website?  

 

 Which public speaking opportunities do you 

pursue? 

 

 Should you be publishing a book, white 

papers or reports on the topic? 

 

 What marketing collateral do you need to 

support your point of view? 
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 Do you require research to add weight or to 

support to your point of view? 

 

 What internal communications are needed to 

generate support and buy in? 

 

 What does success look like and how are you 

going to measure it? 
 

6. Not enough time 

 
Finally the grand old master, time, comes into the 

equation. For a thought leadership campaign to 

truly take hold requires not only the effort outlined 

in the preceding pages, but sufficient time. 

 

 Potentially great thought leadership ideas are 

often not given enough time or airplay. Those 

involved lose patience: they do not see immediate 

results and they cannot understand why people do 

not get it immediately. Most great ideas take a while 

to reach a tipping point and the same applies to 

thought leadership. 

 

 When DuPont, once considered one of Ame-

rica’s worst polluters, started its sustainability ball 

rolling in 1989, it did not achieve success overnight. 

It took lots of hard work but it was driven from the 

top as a strategic business imperative. While the 

company was legally compliant, it realized it had to 

go well beyond compliance to be successful in the 

eyes of its target audiences and the public. 
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 It appointed a director of sustainable 

development. In the mid-1990s DuPont was asked if 

it wanted to support a standardization in triple 

bottom line reporting, and so it joined the Global 

Reporting Initiative (GRI), which is now an official 

collaborating centre of the United Nations 

Environment Program (UNEP). 

 

 Sustainability is now so much part of DuPont 

that if you look at the company’s vision and mission, 

sustainability is inextricably woven into the fabric of 

the organization: 

 

 DuPont’s vision is to be the world’s most 

dynamic science company, creating sustainable 

solutions essential to a better, safer, healthier life for 

people everywhere. 

 

 Its mission is ‘Sustainable growth – Increasing 

shareholder and societal value while reducing our 

environmental footprint along the value chains in 

which we operate.’29  

 

 This is a classic case of a thought leadership 

position becoming a strategic business imperative 

and infiltrating every level of the business. One 

could say that in order to stay in business, DuPont 

had no option; but the fact is that it started down 

this path long ago when it was not popular or 

mainstream. The company had to draw a line in the 

sand, stick its neck out and bang the drum on a 

point of view when few others were doing so. It 
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fundamentally changed the business and the way 

DuPont operates. 

 

 If you visit its website <http://www.dupont. 

com/>, you will notice that Du Pont has devoted a 

large part of the content to sustainability. This is a 

company that now purportedly lives sustainability 

in everything it does. 

 

 Sure, it has taken 18 years, but great thought 

leadership ideas should grow and develop a life of 

their own. 

 

 DuPont is also a good example of where a 

particular thought leadership culture has taken hold. 

Why is this important? Because your competitors 

quickly close the gap and without continuing 

commitment and innovation in thought leadership, 

today’s thought leaders quickly get superseded or 

outdated.  

 

 This brings me back to the topic of quick-fix 

versus long-term thought leadership. The DuPont, 

Dove and Aveda examples are classic cases of long-

term thought leadership in action. Not all thought 

leadership campaigns need to be long-term nor do 

they need to infiltrate the entire organization. 

 

 You may find a short-term thought leadership 

position on a particular topic or a specific area of the 

business. The Lend Lease future workspace example 

is an example of a short-term idea, as is the Cemex 
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example. In fact most thought leadership campaigns 

I have come across have a short life span. 

 

 Ideally you want to find a campaign that gives 

you two to three years at least of profile-building 

opportunities in the chosen thought leadership 

space. The reason is quite simply that if you want 

your brand, the person you are profiling and your 

product to become known for a particular thought 

leadership position, it is going to take you anywhere 

between one and three years to get there. 

 

 If you have followed the START IP steps to 

define your space, it would seem foolhardy to waste 

an opportunity because of a short-term view. 

Importantly, you need your thought leadership 

champion to keep this going. 

 

 I recently witnessed a large corporation 

squander a great thought leadership position even 

after it had done all the hard yards. Why? 

 

 Because its champion moved on to another 

division and others were too busy on their day-to-

day activities to take the time to view the 

opportunity for what it was. No-one was prepared 

to step up to fill the previous leader’s shoes. This 

was a big mistake – a big opportunity missed in a 

space which no-one else in that industry was filling.  

 

 This raises another point, thought leadership 

campaigns are sometimes perceived to be too hard, 
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too long-term, too complex, too much work. It is true 

that they do take time, planning, effort and, most of 

all, a mindset and conviction from one or more 

individuals, but the payback, if thought leadership is 

done properly, can be brand changing. 

 

 In a world of quick fixes, quarterly business 

reporting (‘quarterlyitis’ as I call it), and clever and 

creative advertising campaigns, it is often a lot easier 

for marketing and PR practitioners (the support and 

backbone of thought leadership campaigns), to go 

for the quick and easy fix. The sales manager wants 

returns and wants them now. In turn, the CFO and 

CEO have stakeholders wanting year-on-year 

growth; the PR manager wants media coverage 

monthly; and so it goes. 

 

 Thought leadership campaigns which take a 

while to take hold before they start showing returns 

are in danger, from all fronts, of being destined for 

the scrap heap of ideas before they even start. 

 

 This is why having a senior thought leadership 

champion is so important. However, it can also be its 

biggest threat, as illustrated by the company which 

squandered a great thought leadership position 

because its champion moved.   

 

 Thought leadership longevity is always going to 

vary as people peer into the future looking glass 

very differently. In his paper ‘This way to the future’ 

Dr Peter Saul30 refers to three types of future 
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thinkers: white water rafters, trend riders and 

alchemists. 

 

 This is how Saul classifies these thinkers: 
 

 White water rafters have such a fast-

changing view of the world that planning is a 

waste of time. They ride the white water and 

wait for the future to emerge, making sure 

they grab a place among the winners. They 

typically think the future is unknowable and 

beyond influence. They foster a corporate 

culture that is reactive and defensive, and 

creative only in blaming and making excuses. 
 

 Trend riders are willing to explore the future. 

They feel that tomorrow can be predicted by 

extrapolating from the present and assume 

that current successful business models will 

continue to work; customers’ notions of 

value will not change; and today’s leadership 

skills will continue to work. Disruptive 

technology will not evolve to change the 

cost/benefit structure of their industry; new 

means of distribution will not be developed; 

and government will not change the rules. 
 

 Alchemists are willing to explore the future, 

but they believe tomorrow will not be like 

today. They know that great wealth can be 

created by anticipating or even creating 

evolutionary jumps or surprises in their 
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industry, for example from carbon paper to 

photocopier; from analogue watch to digital; 

from music store to online downloads. They 

constantly explore possibilities, debate 

options and consequences – they experiment 

and learn and start again. Through this 

messy process these leaders create 

meaningful lives and creative, competitive 

organizations. They create meaningful 

journeys into a future they have helped 

create. 

 

Typically it is the alchemist, whether that is a 

company or individual, who emerges as the thought 

leaders in our society. And for good reason – 

thought leadership often means taking your 

stakeholders or your consumers to a place they had 

not thought of, or pointing out a need/value/issue 

they did not know about or did not think they had. 

Think of all the examples I have already given. In 

almost all instances it was the thought leadership 

campaign which articulated the issue or framed the 

debate/issue for the consumers.  
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Chapter 7:  

Social Media, CSR and the Ethical 

Consumer 
 

Thomas Jefferson used newspapers to win the 

presidency; Teddy Roosevelt used radio to change 

the way he governed; and John F. Kennedy 

understood and effectively used television to woo 

Americans.  

 

 Recently Barrack Obama used the web as part of 

his winning presidential strategy by: 

 

 Making the web the hub of everything he did 

 

 Thinking at a consumer level 

 

 Creating and maintaining connections, big 

and small, to make voters part of his mission 

 

Not only did this lower the cost of building a 

political brand, but it also created a sense of 

connection and engagement with the electorate, 

many of whom were previously uninterested in the 

political process. By creating these connections 

online, the Obama campaign effectively threw out 

the command and control method of governing and 

enabled people to self-organize and do the work for 

him. 
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 By bolting together social networking 

applications under the banner of a political 

movement, the Obama social media campaign 

created an unforeseen force to raise money, organize 

locally, fight smear campaigns and raise the vote 

that helped first to topple his Democratic rival 

Hilary Clinton and then Republican contender John 

McCain. 

 

 During the campaign, Obama’s social media 

results were staggering when compared with 

McCain’s: 

 

Facebook 

Obama 2,379,102 supporters 

 

McCain 620,359 supporters  

 

Obama  380 percent more supporters 

 

MySpace 

Obama 833,161 friends 

 

McCain 217,811 friends  

 

Obama  380 percent more supporters 

 

YouTube 

Obama had 403 percent more subscribers than 

McCain and 905 percent more viewers. 
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Twitter 

Obama 180,000 followers 

 

McCain  4,603 followers 

 

Obama had 255 times more followers 

 

 Some other interesting social media statistics for 

Obama included: 

 

 5 million supporters on 15 different social 

networking sites 

 

 more than 1 billion emails sent to supporters 

 

 more than 1 million signed up for text 

message alerts 

 

 YouTube displayed 139,000 Obama related 

videos and 1,800 official videos. The ‘Yes We 

Can’ video received 14.2 million views, and 

there were 15 videos in the campaign 

channel, with more than 1 million views 

 

The result is that President Barrack Obama does not 

just have a political base, but he now also has a 

database including millions of names of supporters 

who can be engaged almost instantly. 

 

 The astonishing thing is that many of us had 

never heard of him just four years ago. In fact, when 
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he announced his candidacy, he still was not taken 

too seriously. 

 

 But somehow he became president and while 

there are various reasons for his ascendancy, one 

area that continues to have a significant impact on 

the outcome is social media and it will continue to 

have an impact. Effectively the Obama campaign 

leveraged social media tools and strategies to: 

 

 organize and energize millions of people 

at the grassroots level 

 

 engage people who had not previously 

participated in the political process to be 

active members  

 

 raise hundreds of millions of dollars, 

much of it from ordinary citizens  

 

The Obama campaign has changed forever the use 

of social media and how political campaigns are run. 

It will go down in history as a defining moment of 

change for engagement with an audience via social 

media.  

 

 And herein lies a lesson for business. In this 

information-rich, data-driven and connected world 

those businesses which attracted customers because 

they controlled the information through old-style 

communication channels are in for a surprise. 
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 Today, social media dictates that you share 

information along with anyone else who has an 

opinion about your brand. Content may be king but 

how you share it is even more important. 

 

 Consumers are changing how they research and 

buy products – they form their own opinions and 

share them online. Technology has afforded 

customers the ability to tune out of the cluttered 

traditional media space and find their own answers 

online, basing their decisions on what they see as 

authentic insights and answers from other people 

like them – people who do not have a hidden 

agenda; people who share their views on brands 

with anyone who wants to listen. 

 

 This is the new world of Web 2.0, and while 

marketers are compelled to pay attention, a lot of 

companies are taking a long time to adapt. 

 

 The change is profound and it is clear that most 

marketers and, as a result, their brands are 

struggling. 

 

 In a talk to ad:tech in Beijing in 2007, Brian 

Featherstone, Chairman and CEO Ogilvy One 

Worldwide31 said that marketing is going to have to 

evolve quickly to embrace the four ‘Es’: experience, 

everyplace, exchange and evangelism. 

 

 Consumer habits have shifted and one of the 

biggest shifts Featherstone highlights is the shift 
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from product to experience. He argues that brands 

need to stop thinking about the product and need to 

start thinking about the whole customer journey: 

that is how they shop for your category; what 

influences their purchase and where and when it 

happens; and what occurs after they buy. 

 

 He points out that if you do not know these 

things you cannot hope to know where to focus your 

marketing efforts. 

 

 Everyplace is about developing your knowledge 

of new media and channels to reach your audiences. 

He recommends trying new things and doing 

something that does not start with TV or print. 

 

 Exchange means appreciating the value of 

things, not just the cost. Featherstone says you need 

to deeply understand your customers’ needs and hot 

buttons so that you can create meaningful exchanges 

with them. 

 

 Evangelism is about finding the emotion and 

passion in your brand so that you can invite your 

customers and staff to share that passion and 

evangelize your brand for you. 

 

 Interestingly, most of the examples he gives to 

illustrate each of the four Es is centred on the web, 

because that is where consumers have turned for 

authentic, unbiased information or to interact in a 

meaningful way with their brands of choice.  
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 The questions companies and consultants need 

to ask include:  

 

 Are you managing your content online to 

facilitate this? 

 

 Are you interacting with your customers, 

suppliers, stakeholders and staff online?  

 

 Is your thought leadership campaign fully 

utilizing the power of the web?  
 

If the answers are no, you are lagging behind the 

new brand game rules and your brand is at long 

term risk of losing market share. 

 

 In The New Rules of Marketing and PR, David 

Meerman Scott32 says: ‘website content too often 

simply describes what an organization or product 

does from an egotistical perspective. What visitors 

really want is content that first describes the issues 

and problems they face and then provides details on 

how to solve these problems.’ 

 

 Scott goes on to talk about content as a valuable 

asset and says that great content in all forms helps 

buyers see that you get it. Content, he believes, 

drives action, but you need clear links from the 

content to the place where the action happens.  

 

 Typically, thought leadership produces 

interesting content. This content should be properly 
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leveraged for the search engines and for the people 

seeking information. 

Corporate social responsibility  

 

Over the years corporate social responsibility (CSR) 

has moved from a nice-to-have on the periphery of a 

business to a core business function, serving the 

strategic goals of the business. Not all companies 

have got this right, but the ones which have are 

reaping benefits externally and internally.  

 

 In fact, in many countries around the globe 

today, areas such as environmental performance are 

now governed by legislation which compels 

companies to meet not only a variety of targets and 

standards but also to report their environmental 

performance.  

 

 Many of the deep-seated, long-term thought 

leadership campaigns I have seen have their roots 

either in research or corporate philanthropy. 

 

 In a 2007 survey conducted by the Business 

Council of Australia,33 the benefits of CSR were 

listed as maintaining community trust; a licence to 

operate; building a positive corporate reputation; 

increasing customer appeal; being an ‘employer of 

choice’; building relationships with stakeholders; 

and extending managers’ and staff roles through 

volunteering.  
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 Hair product manufacturer Pantene, a leading 

Procter and Gamble brand, launched the ‘beautiful 

lengths’ campaign in North America in 2004 and it is 

a perfect example of this. The challenge was how to 

propel Pantene beyond category leadership into a 

place of cultural prominence and one where it 

emotionally engaged its consumers while staying 

true to the Pantene promise of ‘Beauty transformed 

through health’. 

 

 The Pantene PR company researched a space the 

brand could own and one which would link directly 

to the brand’s core values. At the time, cancer 

studies showed that one in three women would be 

diagnosed with cancer over their lifetime and 58 

percent of these women believed hair loss to be the 

worst side effect of chemotherapy.  

 

 Procter and Gamble recognized that this was a 

unique opportunity for it to make a difference by 

donating wigs to adult female chemotherapy 

patients. On the back of this, it set out to forge 

relationships with actress Diane Lane, who became 

the campaign spokesperson; the not-for-profit 

Entertainment Industry Foundation; HairUWear, the 

global leader in wigs created from donated hair; and 

the American Cancer Society, which acted as a 

distribution channel for the wigs. 

 

 These partnerships were critical in differen-

tiating Pantene as well as giving it credibility for the 
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campaign and the long-term sustainable 

infrastructure it needed for the campaign to work. 

 

 The campaign was launched with Lane 

appearing on NBC’s Today during which she had 

her own hair cut. Fifty individuals were recruited 

from each state to cut and donate their hair and 

volunteer as state ambassadors for the cause. A 

separate website <http://www.beautifullengths.com> 

was created, which became an information and 

donation resource. Pantene also embarked on a 

blogger outreach campaign. 

 

 Both media and consumers embraced the 

campaign, with multiple media hits across different 

media outlets. It also attracted support from 

numerous retail chains, with significant impact on 

sales. To date, more than 6,000 ponytails have been 

donated. 

 

 Since the launch, Pantene has donated over $1 

million to the Entertainment Industry Foundation’s 

Women’s Cancer Research fund.  

 

 This is a great example of cause-related thought 

leadership for a brand and a major consumer 

company. Procter and Gamble had the courage to 

use its leading and most profitable brand to 

spearhead its stance. 

 

 A research study, undertaken by strategy 

consultants Mobium Group,34 found that a quarter of 

http://www.beautifullengths.com/
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Australian adults are willing to buy products and 

services which sustain the environment, which are 

better for themselves and which benefit the 

community. Currently 8 percent of the population 

shop according to their values, with 41 percent 

poised to follow when more products become 

available and when the price falls. 

 

 The study concluded that businesses are failing 

to take advantage of the growing groundswell of 

consumers who are willing to put their money 

where their values lie. 

 

 The values-driven market in the US is now a 

$US200 billion industry that has taken 10 years to 

gain a foothold. It includes products and services 

such as organic food, green energy, alternative 

therapies and natural beauty and healthcare 

products. 

 

 The Mobium study also found that consumers 

who were prepared to buy based on their values 

were more likely to pay more for products which 

reflected these values and were quite prepared to 

compromise on the product’s functional attributes. 

While it is clear that consumers are not yet buying 

ethically across all categories, this is a consumer 

groundswell which has started and is unlikely to 

disappear. 

 

 Companies which have taken a thought 

leadership position in this area, such as Aveda, The 
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Body Shop and Pantene, are benefiting from this 

new consumer drive and they will continue to 

benefit as ethical consumerism takes hold and 

grows. 

 

 According to Jane Nelson, a senior fellow and 

director of corporate social responsibility at the John 

F Kennedy School of Governance at Harvard 

University, there is an enormous amount of rigorous 

data that shows a statistically significant and 

positive correlation between social corporate 

responsibility and financial performance. 

 

 Bill George, former CEO of US company 

Medtronic and author of True North: discover your 

authentic leadership35 says in his book: ‘We business 

leaders have lost the trust of the American people. 

We have lost the trust of our employees. We have 

lost the trust of our investors and in some cases our 

own consumers.’  

 

 He makes the case for authentic leaders who can 

bring people together around a shared mission and 

shared purpose around a common set of values. 

Have a genuine story to tell 

 

Amy O’Meara, Amnesty International’s USA 

Director of Business and Human Rights, makes the 

point to businesses: ‘Show us that you are 

trying<and we will take you seriously and work 
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with you over time to help you become socially 

responsible. It’s cool to be green but don’t 

exaggerate<have a genuine story to tell. 

  

 And therein lies the all important reality – have 

a genuine story to tell. True thought leadership is 

about being genuine. Companies paying lip service 

to these issues will be quickly caught out by the very 

consumers to whom they are trying to sell. 

 

 Companies such as Aveda, which truly 

integrate their social responsibility naturally and 

holistically into their businesses, reap real, long-term 

benefits: 

 

 They gain a unique position in the market 

and create excellent word-of-mouth. 

 

 They help mitigate risks to their brand from 

the ethical consumer, lobby groups, NGOs 

and the media.  

 

 In the event of a crisis, their brand is likely to 

be viewed a lot more favourably and given 

the benefit of the doubt for a period. 

 

 The attraction and retention of staff improves 

as people feel proud to work for companies 

that take genuine steps to integrate their 

social responsibility into their businesses.  
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Chapter 8:  

Breaking the Mould 
 

So is your brand a thought leader gaining the 

traction you want in your market or are you stuck in 

old marketing ideas, the here and now of product 

specs, unique selling propositions (USPs) and the 

all-too-familiar and traditional communication 

channels to reach your target audiences? 

 

 If so, it is time to break the mould. It is time to 

be brave, time to reinvigorate your brands and 

position them for long-term, sustainable growth. It is 

time to connect in new ways to your target markets.  

 

 Consumers are changing. They want more from 

the products they buy and the companies from 

which they buy. They are becoming increasingly 

discerning. 

 

 While the tipping point in ethical or values-

based buying behaviour may not yet have been 

reached, the signs are there. There is a groundswell 

and companies ignore this at their peril. 

 

 You now have a step-by-step process for 

arriving at a thought leadership point of view for 

your brand. At the very least START IP will lead you 

to a point where you can begin identifying possible 

thought leadership champions; what your 



Breaking the Mould 

110 

 

competitors are doing; the trends impacting your 

sector; the strongest assets in your current 

intellectual property vault; and where the ‘white 

spaces’ lie for your brand. 

 

 Go for it! Give it a try. See where it takes you. 

And stay in touch. 

Your thought leadership successes 

 

Let me know about your company’s successes or 

challenges on my blog at <http://www.though 

tleadershipstrategy.net/>. Your case study may well 

be one of those which will feature in my new 

thought leadership book Great Thought Leadership 

Case Studies From Around the World – How Leading 

Brands Are Getting Ahead. 

 

 If you believe your thought leadership 

campaign is a great example, I would love to hear 

about it.  

 

 Remember, companies and brands with great 

thought leadership campaigns never say they are 

thought leaders! They just focus single-mindedly on 

what they do and they do it very well. The market 

determines whether they are thought leaders or not. 



Brand Stand: Seven Steps to Thought Leadership 

 

111 

 

Some recognized thought leaders  

 
Al Gore 

Hilary Clinton 

Warren Buffet 

Richard Branson 

Mohammed Younis 

Renee Mauborgne 

Bono 

Sir Bob Geldof 

Peter Drucker 

Stephen Covey 

Phillip Kotler 

John Kotter 

Anita Roddick 

Peter Senge 

Edward de Bono 

Jack Welch 

Joel Stern 

Ken Blanchard 

Laura Ries 

George Box  

Philip Crosby  

W. Edwards Deming 

John Dewey  

Fredrick Herzberg 

Lynne Pezzullo 

Kaoru Ishikawa 

Joseph M. Juran 

Kurt Lewin 

Lawrence D. Miles 

Alex Osborne 

Gary Bertwhistle 

Peter Ellyard 

Jenny Craig 

Sylvia Ann Hewlett 

Walter Shewhart 

Genichi Taguchi  

Frederick Winslow Taylor 

J. Edgar Thomson  

David Meerman Scott 

Peter Sheehan 

Ricardo Semler 

Robert Kiyosaki 

Nicholas Negroponte 

Lillian Vernon 

David Bussau 

Gary Hamel 

Thomas Friedman 

Bill Gates 

Malcolm Gladwell 

Howard Gardner 

Mary Lacity 

Robert Reich 

Daniel Goleman 

Henry Mintzberg 

Jeffrey Pfeffer 

Michael Porter 

Michael Dell 

Sheryl Leach 

Geert Hofstede 

Clayton Christensen 

Tom Peters 

Myron Scholes 

Ikujiro Nonaka 

Rupert Murdoch 

Bernard Salt 

Steve Renata 

William McDonough  

http://www.skymark.com/resources/leaders/box.asp
http://www.skymark.com/resources/leaders/crosby.asp
http://www.skymark.com/resources/leaders/deming.asp
http://www.skymark.com/resources/leaders/dewey.asp
http://www.skymark.com/resources/leaders/herzberg.asp
http://www.skymark.com/resources/leaders/ishikawa.asp
http://www.skymark.com/resources/leaders/juran.asp
http://www.skymark.com/resources/leaders/lewin.asp
http://www.skymark.com/resources/leaders/larrymiles.asp
http://www.skymark.com/resources/leaders/osborne.asp
http://www.skymark.com/resources/leaders/shewart.asp
http://www.skymark.com/resources/leaders/taguchi.asp
http://www.skymark.com/resources/leaders/taylor.asp
http://www.skymark.com/resources/leaders/thomson.asp
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