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A ComBlu POV on Thought Leadership  

Thought leadership differentiates companies in terms of their intellectual capital. 

Thought leadership programs work best when a company wants to reach influenc-

ers, impact legislation or standards, create a new industry category, change busi-

ness thought or philosophy and assume a leadership role in a specific industry or 

on a specific topic. 

Thought leadership is not a “once in a row” activity. Even if a company or a subject 

matter expert has an interesting point-of-view (POV) or a breakthrough idea, 

thought leadership may not be the appropriate path. A company must have the 

right culture, processes and ideas to sustain dialogue and thought. ComBlu has de-

signed a process to help organizations audit their thought leadership capabilities 

and then develop a sustainable program that will reach the right audiences. 

This interactive process addresses various issues and factors that can ultimately 

affect thought leadership positioning and credibility. Our goal is to identify a 

thought leadership POV that is credible, sustainable, provocative, expressive and 

relevant. 

Process: 

The process begins with a clear definition of the thought leadership objectives and 

ends with a framework to deliver thought leadership positioning that will stimulate 

discussion, differentiate the organization and generate action. 

Following are the steps in this process: 

 Clearly define the purpose of the thought leadership program. Thought leader-
ship is an important force when the organization wants to: 

 Manage or influence an issue impacting the industry or other commu-
nities of interest 

 Reach influentials to forward a specific point-of-view or to coalesce 
them around a topic or issue 

 Create a new industry category 

 Change industry or market dynamics 

 Influence the creation or change of standards or credentialing criteria  

 Assume a role as an industry or subject matter leader 

 Impact legislation 

Thought  

Leadership 

 

Process 
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Convene a group of internal subject matter ex-

perts and facilitate a discussion around the 

thought leadership POV 

 Convene a group of internal subject matter experts and facilitate a discussion 
around the thought leadership POV 

 Outline the initial concepts and vet them for: 

 Relevance to the objective 

 Ability to provoke discussion 

 Expression of unique, clarifying or breakthrough thoughts and ideas 

 Sustainability 

 Credibility 

 If the concepts meet thought leadership criteria, begin creating a framework 
that: 

 Establishes a timeline for content creation 

 Identifies tactics and channels. It is important to note that many of 
these tactics are similar to those in other integrated marketing cam-
paigns. The point that differentiates them as part of a thought leader-
ship program is the quality, tone and subject matter of the content. 
These tactics and channels would include: 

 Original research 

 Surveys 

 Speeches, roundtables, panels 

 Authored articles, expert commentary, op-ed pieces, 
roundtables, etc. 

 White papers, POVs 

 Special events or sponsored symposia 

 Trade shows or industry conferences 

 Webinars 

 Blogs, including editorial analysis of posted content 

 Publications 

 Road shows 

 Board and/or committee chair of key organizations or associ-
ations 

 Participation on standards boards or self-regulatory bodies 

Blogs as a tactic 
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 Advisory councils 

 Creation of evangelist or influential communities or social 
networks 

 Establishes cultural and organizational ability to sustain program. 
Thought leadership thrives in organizations that: 

 Allow expression of new or innovative ideas 

 Share knowledge deep into the organization and encourages 
people to contribute to the ideation process 

 Facilitate the monitoring of trends and emergent thought and 
shares this information across the enterprise 

 Invest in systems and processes that allow the organization to 
continuously gather and analyze pertinent information and 
data. This includes gathering information from both internal 
sources (e.g., the organization’s sales force, customer 
knowledge group, research organization) and external re-
sources (e.g., industry or government databases, secondary 
research, etc.) Intellectual capital is derived from the analysis, 
combination and interpretation of data from multiple 
sources. 

 Encourage and rewards appropriate risk-taking 

 Recruit people with intellect and vision 

 Maintains conviction behind original intent of thought leader-
ship campaign through consistent and ongoing refinement of 
program 

 Launch the program within the framework of an integrated thought leader-
ship campaign that includes appropriate tactics delivered across multiple 
channels. The tactics and channels will depend upon objectives, audiences, 
content and delivery preferences. 

 

Recruit people with intellect and vision 
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Thought Leadership Process Map  

 

 

 

 

 

 

 

 

 

 

Thought Leadership Expected Outcomes 

A well-crafted thought leadership program can bring many benefits to an organi-
zation who wishes to be differentiated by its intellectual capital. Some of these 
include: 

 Building customer loyalty 

 Creating evangelists and champions 

 Shortening the sales cycle 

 Driving customer preference 

 Retaining and recruiting top performers 

 Changing the dynamics of the industry 

 Generating goodwill among key stakeholders 

 Influencing legislation, standards and compliance 

 Develop Organization’s 
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About Comblu 

ComBlu is a marketing consulting firm that specializes in content strategy, influ-
encer marketing, thought leadership and integrated social media. We help organi-
zations distinguish themselves through customized programs that combine high-
level strategic thinking and creative hands-on execution.  

Our industry specialization is largely on professional services, financial services, 

technology and healthcare. Our clients’ businesses and challenges are complex; 

they value our consultants’ depth of experience that helps us: 

 Find the parallels in seemingly unrelated programs or industries and acceler-
ate the learning curve in new environments 

 Recognize where the parallels end and innovation needs to begin 

 See what’s trending and figure out what’s germane to our clients that can 
freshen our approaches 

 Get the results that matter to our clients 
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(WOMMA) Summit. Kathy is also a gifted panel moderator. She conducts webinars 
on a variety of topics and leads workshops for organizations seeking to better 
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Kathy has authored four eBooks, “Content Supply Chain”, “The Alchemy of Con-
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Links:  
The CMO’s Guide to Personalization / Forbes report: Publish or Perish  / Ten Steps 
to Building a Brand Publishing Center of Excellence. / Content Supply Chain / The 
Alchemy of Content / Taming the Content Vortex 

Kathy Baughman  

http://comblu.com/the-cmos-guide-to-personalization/
http://www.cmo-practice.forbes.com/advice/
http://comblu.com/comblu-pov/bpi-presents-ten-steps-to-building-a-brand-publishing-center-of-excellence/
http://comblu.com/comblu-pov/bpi-presents-ten-steps-to-building-a-brand-publishing-center-of-excellence/
http://comblu.com/comblu-pov/content-supply-chain-ebook/
http://comblu.com/comblu-pov/the-alchemy-of-content/
http://comblu.com/comblu-pov/the-alchemy-of-content/
http://comblu.com/comblu-pov/taming-the-content-vortex/
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Contact: 

Kevin Lynch 
klynch@comblu.com 
312 343 1849 

312 423 4916 

Twitter.com/ComBlu 

Comblu.com 

Comblu Lumenatti Blog 

Kathy Baughman 
kbaughman@comblu.com 

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwilsP6D1KXOAhXh7YMKHftqCT8Q6F4IHDAA&url=https%3A%2F%2Ftwitter.com%2FComBlu%3Fref_src%3Dtwsrc%255Egoogle%257Ctwcamp%255Eserp%257Ctwgr%255Eauthor&usg=AFQjCNHixZX36XSjQsg
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=2&cad=rja&uact=8&ved=0ahUKEwiCz5nw06XOAhWG5IMKHaX1CSgQFggmMAE&url=http%3A%2F%2Fcomblu.com%2F&usg=AFQjCNF-Jo_9pcKCl_-hUjpniWrZ_NHskA&sig2=f-BNG7hEU2EcxFz0cfS97A
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