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For successful new business outreach, it’s important 
to communicate how your company is both special 
and different. For this you need to set out your stall 
via taking a market position. Whereas it’s relatively 
straightforward to adopt a logical position, it’s a lot 
more difficult to own it in the minds of your 
decision-makers. In order to do this, you have to 
flesh-out your basis for adopting it, then 
energetically communicate it. This is where thought 
leadership comes in. 
 
The opportunity for thought-leadership, is then 
principally, a by-product of effective new business 
planning. In this you would have identified what 
makes your offer compelling and would want to 
demonstrate how this factor creates both value for 
clients and advantages over alternatives. The 
process of creating, developing and refining your 
thoughts on what you stand for also has the effect of 
annealing your brand, thus enabling firm 
foundations for you to communicate its virtues 
internally and externally.  
 
Next, you need to win the argument in the 
marketplace for why your message is better than 
everyone else’s. Thought-leadership is about seizing 
authority in a niche in order to do this. It’s about 
communicating your opinions, insights from your 
data and information, and your forward thinking. It 
should be informative. It can be controversial. It 
can’t be what everyone else is saying or too obvious. 
 
You can sound compelling in terms of whose 
message is best, via your ‘proof points’: case 
studies, peer group endorsements from awards, 
media profile etc. Many focus on these alone, 
because they overcomplicate what they think they 
need from thought-leadership. Don’t. To establish 
your position and win the argument in your market 
you need to communicate that you are the best at 
what you do because you know most about what 
you do – then use the proof points to confirm it. 
 
To create thought-leadership pieces you need to 
access the planners and thinkers in your business, 
remind them of what you stand for and enthuse  
them to want to contribute content for you, the new 
business / marketing person, to arrange, filter, and  
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