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Copyright
Copy this the right way.

You have permission to post this, email this, print this and pass it along for free to anyone you 
like, as long as you make no changes or edits to its contents or digital format. Please pass it 
along and make as many copies as you like. We reserve the right to bind it and sell it as a real 
book. Thought Leaders is a trademark of Thought Leaders Global Pty Ltd.

Disclaimer
We care but you’re responsible.

So please be sure to take specialist advice before taking on any of the ideas. This book is 
general in nature and not meant to replace any specific advice. Thought Leaders Global Pty Ltd, 
employees of said company and brand derivations disclaim all and any liability to any persons 
whatsoever in respect of anything done by any person in reliance, whether in whole or in part, 
on this e-book.
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Thought Leadership
A super quick overview of what it is.

The Thought Leaders Advantage is about expecting more of your 
people. Its about moving them beyond their functions and roles and 
hitching who they are and what they know to your businesses 
competitive advantage.

Its very simple really, you identify a number of staff and give them the 
support to develop profiles in the marketplace as industry experts. 
This profile when linked to your business strategy drives a 
competitive advantage.

We believe that formalising the development and distribution of expertise in your business 
helps you achieve more of your significant business strategies than almost any other initiative.

Three key challenges
There are three key challenges that Enterprising Thought Leadership 
Addresses

For many years business has realised (or at the very least espoused) 
that its people are its greatest asset. Human resource teams have 
gone from compliance management in times of decline and pressure 
through to incentive architects in boom times. New development 
and learning arms have been created to help enhance the capabilities 
of modern executives and business leaders as they face turmoil and 
change, both economic and technological. 
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Modern executives have several contemporary challenges; here are three that relate to 
enterprising a Thought Leadership Development strategy in your business:

1. Productivity

Without a doubt the modern business leader has to create more from 
less. This means that they need to punch above their weight 
personally with regards to getting things done, but they also need to 
do so with their teams within the greater organisation. 

The rise of Lean and Agile team and project methodologies are 
exploring this idea. Eric Riess and his Lean innovators book is a 
perfect introduction to this.

2. Engagement

Holding onto and attracting great people is a consistent challenge for 
the modern business. The Term Employer of Choice has been created to 
address this major business challenge. The Hewitt engagement survey 
that rates businesses as great places to work tries to quantify the 
question of, how good is this place to work, is it a culture worth 
belonging to? 

3. Differentiation

With the world  going flat its getting harder to stand out and set your 
business apart from the rest. When product offerings are all very similar 
its the quality of the advice that marries your service delivery that will 
create significant points of difference.

This challenge is two-fold. Firstly how to make sure that the advice (and 
the thinking and knowledge behind that advice) is world class. 
Secondly how to become known in the marketplace for that thought 
leadership.  
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Four mega-trends
There are four mega-trends right now that are converging to create the 
conditions wherein Thought Leadership can and must emerge.

1. Traditional sales and marketing is losing traction
The consumers, customers and clients are now more product and service savvy than ever 
before. Simply presenting your features and benefits will not create the level of interest you 
need in your marketplace.

1.0 2.0 3.0

The way it was The way it is The next way

Features and Benefits Knowledge and Expertise Market Leadership

Making claims Creating benefits Leading the way

Figure 1: The Power of Positioning: 
This model shows the increasing power of positioning in the marketplace and the leverage 
ratios of any unit of effort at various levels of focus.
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2. Businesses in the developed world need to find room and space for innovation
There is driving a need for entrepreneurial spirit within traditional organisational frameworks, a 
challenge many recognise but find difficult to surmount. Out of the box thinking is rarely 
created within a strong organisational framework. 

1.0 2.0 3.0

The way it was The way it is The next way

Creative Thinking Business Innovation Industry Leaders

Developing ideas Commercialising ideas Shaping the future

3. Instead of periods of change followed by periods of stability, now there is only change. 
The third megatrend is in the area of change readiness. Change is no longer a project you have 
to manage through, it is the new normal. Its not only about organisational readiness for change 
its now about an organisational appetite for change. Making change a project within a 
business is the old story. Developing a fast moving agile business is the new goal and 
traditionally does not happen easily in large organisational structures.

1.0 2.0 3.0

The way it was The way it is The next way

Handling Change Managing Change Seeking Change

Reacting to disruption Adapting to disruption Creating the disruption

These shifts require huge movements in organisational mindsets when embraced firm wide. 
They are the known quantities of a few leading thinkers within your business. It’s not about 
getting the whole business into the new way of thinking. Its about harnessing a small group of 
dedicated people to whom the 3.0 are not only known but business as usual. It’s about 
surrounding them with the support they need to push the edges of what your business is 
about and how its perceived in the marketplace. 
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4. Outsourcing and automation of business process
The fourth mega trend is the outsourcing and automation of business process.
Outsourcing and automation is good for productivity and cost management, resulting in lower 
process for your customers or better margins for your shareholders or both. However 
outsourcing and automating does nothing for your competitive advantage. What can be 
outsourced and automated by your organisation, can also be outsourced and automated by 
any competitor. 

The net impact to your Customer Value Proposition is quickly undermined. The solution? 
Developing Empathy and Creativity! To remain ahead of your competition will increasingly 
require your organisation to better understand ( empathy) the changing needs of your 
customers, and possess the ability ( creativity) to meet those changing needs. 

1.0 2.0 3.0

First level thinking Second level thinking Third level thinking

Outsource Automate Create

Reduce costs and harness specific 
expertise

Reduce costs and speed up 
production

Understand and meet changing 
customer needs

These shifts require huge movements in organisational mindsets when embraced firm wide. 
They are the known quantities of a few leading thinkers within your business. It’s not about 
getting the whole business into the new way of thinking. Its about harnessing a small group of 
dedicated people to whom the 3.0 are not only known but business as usual. It’s about 
surrounding them with the support they need to push the edges of what your business is 
about and how its perceived in the marketplace. 
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What it looks like around the Globe
Cisco, Enterprising Thought Leadership case study

Attend an industry conference and ask yourself who is leading the game? Who is not only 
dominating the conversation at the conference but actually creating the conversation. Cisco 
several years ago embarked on an aggressive program of enterprising Thought Leadership. 
John Chambers the CEO at the time challenged his people to develop and deliver major 
industry insights. The idea was that if their best people were considered the best in the industry 
then the industry would think that Cisco was the best, and it worked.

In the US Cisco sends rock star speakers to speak at conferences FOR FREE. These aren’t boring 
industry experts, they are world class presenters who could command professional speaking 
fees. And they aren’t flogging Cisco products, they are sharing their thought leadership about 
things like future trends in IT, upcoming disruptions, what’s possible now with technology 
(subjects that are on brand, and of interest to their prospects, but not overtly selling anything). 

Today Cisco has moved onto other profile building activities you can see their strategy at play in 
the latest Hasbro entertainment joint ventures. Movies like Gi Jo and the Battleship are making 
Cisco and their telepresence products a household name. 
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What it looks like in Australia 
Bernard Salt at KPMG is a great local example

Bernard Salt is a great case study of a local Thought Leader who is doing a great job of 
positioning himself as a leader in his industry, and consequently positioning his organisation. 
You can see from his website above that KPMG sits below Bernard’s personal brand, and it is 
expertise, and his speaking and writing that is promoted. 

Pete Williams at Deloitte is another example that we could have used. Unfortunately in 
Australia there aren’t a multitude of others. We’d love to see organisations with 15 prominent 
thought leaders writing articles and books and sharing stages with other Thought Leaders at 
conferences around the country, rather than getting excited when we find one. It’s about 
understanding the power of the individual brand when leveraging the credibility and clout of a 
larger platform brand. 

The increase of social media engagement and content marketing makes this a must do not a 
nice to do for large organisations. A corporate twitter account is ‘ho hum’, most social media 
experts agree it’s the individuals who connect with individuals. 

7



Another example from across the ditch
Z Energy taking the market by storm

Z Energy is the newly developed re-brand of the acquired Shell Oil distribution and retail chain 
across New Zealand. Z engaged in the Enterprising Thought Leadership curriculum to fill the 
subtle, yet extremely important gap between P.R. branding sales and marketing. Relinquishing 
one of the worlds most recognised brands in Shell for a new vibrant and innovative 
replacement is a bold move. 

To ensure no opportunity was missed to impress the New Zealand government, the 
competitive industry the cynical media and of course the New Zealand public Z up skilled all 
it’s subject matter experts from a wide range of disciplines. 

The result? 

What is now being referred to as one of the most seamless and successful transitions and 
positioning of a major brand to a new identity in the history of the nation with the Enterprising 
Though Leadership contribution being hailed as the factor that sealed over the typical cracks 
traditionally expected with in an endeavor of the size and scope.
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Four consequences 
There are some cool side-effects from Enterprising Thought Leadership

1. Your best and brightest hang around

Ironically the development of thought leaders does not lead to business talent exodus. Your 
best and brightest want to work in a culture that supports and recognises their individual 
contributions. Its not ego that drives this as much as the simple human need to leave a legacy, 
to feel like the work we do matters.  As a result many of your best will stay longer as they find 
their 3 primary needs being met.
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2. Pipeline upgrade

The second consequence is that your sales team get an effortless pipeline upgrade. Selling has 
evolved to the point where conviction takes precedence over convincing. By developing 
thought leaders in your business you add a very powerful asset to the sales conversation and a 
VIP backstage ticket to jump the sales queue in many possible business transactions.
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3. Futurist in residence

The third consequence is the development of an early warning system. Your thought leaders 
get access to information first. By operating outside of the normal business thinking paradigms 
that possibly prevail in your organisation they get to see first the changes and disruptions that 
may affect your business as usual. They become your futurists in residence.

To understand the past, you can talk to academics, read text books, and study a degree. To get a 
grasp of what’s happening in the present, you would talk to successful leaders, listen to the 
media and go to work in your profession. To be able to predict the future, you would speak with 
futurists, engage with cutting edge online communities and create thought leadership. 

Most organisations do a great job of understanding the past, have a reasonable grip on the 
present and have very little idea of future trends. The thought leaders in your organisation are 
the people who will best understand future trends, and in some case even create them. 
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4. Positioning, positioning, positioning

The fourth consequence is one of positioning. Your business collectively gets a lift off of your 
thought leaders individually. As they become leaders worth following your business becomes a 
culture worth belonging to. This affects both the internal client (employees) and the external 
client (customers). You develop an employer of choice brand and at the same time gain 
positioning through market leadership.

 
The old way of doing business was to position the organisation to attract clients. In the 21st 
century, and in the knowledge economy, this strategy is losing currency. Today the best 
practice is to position the organisation as an employer of choice to attract great people. Then 
position these people as thought leaders to attract the clients. And the final piece of the puzzle, 
is to recognise (as Kevin Roberts, Saatchi & Saatchi CEO and author points out) that the clients 
own your brand, and to follow Seth Godin’s advice and position them as a tribe of advocates.  
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Five things that need to be in place
These are five key pre-conditions to consider before embarking on this 
journey. 

In our experience, if you don’t have the following in place, any thought leadership initiative is 
doomed to fail. 

1. The business needs to be OK with developing individual talent without fear of them leaving 
and working for your competition. 

2. The talent needs to understand how their individual profile is to serve the broader business 
objectives. Its always about what’s good for business, not just good for their career.

3. Leadership needs to not only support this initiative but actually participate in it. This is not an 
idea that gets delegated to learning and development or human resources it is championed 
and deployed through the highest level.

4. It needs to be piloted and deployed carefully without too much fanfare.  This is about 
harnessing the thinking and power of a few people. Its not about committees and discussion 
papers. Its impact will be felt but you need to let its actions speak louder than its promises. 

5. Time needs to be carved out for the capturing, packaging and delivering of thought 
leadership from within the business. Its a slow burn, long term effect

With these initial five conditions in place its a relatively easily task to enterprise thought 
leadership.
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Key reasons for engaging
If you’re dealing with any of the following challenges, Enterprising Thought 
Leadership could be worth considering. 

Organizations regularly approach us asking how they might introduce Thought Leadership into 
their business. Typically, they are attracted to the solutions Thought Leadership offers because 
they are facing issues such as:

• Loss of effectiveness of traditional methods of attracting new business, especially in 
business-to-business sales.

• Being left behind as competitors are increasingly being seen as the ‘go to’ source of 
information and expertise in their industry.

• Mixed messages and directions within various departments and locations, which is leading 
to fragmented and limited delivery of new and existing solutions.

• Loss of key or high-potential staff who are leaving because they do not have an 
opportunity to grow.

• Stagnant growth and momentum due to staff not having something more than figures and 
numerical targets to inspire them towards their greatness.

Becoming and being recognized in your market as a Thought Leader is the perfect way for your 
organization to address many of these situations. If Thought Leaders are put in place across all 
levels of your organization they become ‘embedded’ promoters who have the hallway 
conversations that provide your employees with necessary words of wisdom and direction 
required. 

Give us a call
If it’s time for something different, if Enterprising Thought Leadership gets you excited and if 
you want some help making it happen, give us a call and lets make it happen. You can track us 
down at www.thoughtleadersglobal.com, or at our individual websites.
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