Building your
thought leadership

engine.

How to turn what you know into
content that people trust.




Turn your thought leadership into
a consistent, goal-driven content
system.

Buyers are actively searching for expertise to inform their decisions. The
brands winning their attention are the ones who've built a system for
turning the knowledge within their business into content that attracts,
nurtures and converts..

You probably already know that thought leadership punches above its
weight within the marketing mix. But how do you cut through the noise
when everyone else is an ‘expert’ too?

This guide will show you how to turn sporadic insights into a strategic,
consistent, intentional content system that gets the right people
interested at the right stage of the audience journey — from discovery all
the way to the bottom of the funnel.

'ypical audience journey.
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3 in 4 decision-makers are
more likely to trust a
company'’s thought leadership

than traditional marketing
materials when judging its
capabilities.’



https://www.edelman.com/expertise/Business-Marketing/2024-b2b-thought-leadership-report
https://www.edelman.com/expertise/Business-Marketing/2024-b2b-thought-leadership-report

Audit your current approach.

You're already sitting on a goldmine of expertise. The challenge is turning
it into content that earns trust, establishes authority over time, and
ultimately converts.

Before building your thought leadership engine, assess where you are
now. Be honest — this exercise reveals both your gaps and opportunities.

Strategy:
* Do you publish consistently?
* |s content part of a strategy or planned into a calendar?
* |s your content easily findable?

Content:
¢ Is it informed by audience research?
e Does it answer high-intent questions?
* Do you have a process for documenting FAQs or replies to
sales objections?
* Do you share genuine insights more than talking about your
services?

Approach:

* Do you use your own unique expertise rather than copying
competitors?

Do experts within your business share insights on market
developments?

Do you split up and repurpose content after publishing it?
Does every piece of content have a clear business objective?

If you answered ‘no’ to more than three questions, you're missing
chances to build credibility with your audience.

This guide will help you get the full value from your expertise.



Thought leadership informs
80% of CEO buying decisions.
Done well, it helps generate a

return on investment of 158% —
16 times higher than the
average traditional marketing
campaign.’



https://www.edelman.com/expertise/Business-Marketing/2024-b2b-thought-leadership-report
https://direction.com/thought-leadership-strategies/
https://direction.com/thought-leadership-strategies/

Audience knowledge

Is power.




Understand your audience.

Now that you've assessed where you stand, let’s look at who you're
actually creating content for.

When you treat thought leadership as a pipeline strategy rather than a
vanity exercise, you'll become clearer on what your audience is feeling
and what they're looking for. Decision-makers and buyers want to
overcome the problem that led them to seek deeper expertise in the
first place: trust.

Trust is critical, particularly when high-value decisions are at stake and
audiences are highly risk-averse.

Typically, they may be facing challenges like:

e Drawn-out due diligence

» Overwhelming choices

e Financial pressures

¢ Internal misalignment or stakeholder buy-in




Typical audience journey.

Below is the typical audience journey. You can see that thought
leadership can help build trust and move your audience forward at every
stage in the buying process.

* Searches for specific insights (“best software
for scaling teams 2026") or general advice
(“how to start investing with £500")

e Downloads whitepapers/guides

Awareness of
problem /
opportunity

Reads long-form articles/expert commentary
Engages with digital PR and paid ads

Compares companies on
LinkedIn/watches comparison videos

(“which gym membership is worth it?")

Reads case studies/testimonials

Engages with thought leadership content

Asks for recommendations

Visits your website directly
(branded search)

Reads your team
page/reviews page/FAQs
Makes first contact or
initiates a purchase

Actively Evaluating
researching options

Googles broad market questions ('is
now a good time to invest in
property?") — this is where SEO
really matters

Reads market reports, reviews or
industry news

Follows thought leaders on Linkedin,
YouTube or Instagram

Attends webinars /industry events

Building Ready to
trust engage

Returns to your content multiple
times

Follows your company and/or its
people on LinkedIn

Follows your brand on Instagram,
YouTube or TikTok

Opens your email newsletters
Attends an event you're speaking at
/hosting



Adapt your content approach.

Knowing your audience’s pain points and journey is essential. But it only
works if your content actually reflects that understanding — and that's
where most thought leadership falls short.

Buyers are looking for market insight and process expertise. You need
to meet them with content that actually addresses their high-intent
questions, not just surface-level topics everyone else is covering.

Here's the difference between content that gets scrolled past and
content that builds authority.

Think about where your previous thought leadership content falls
against this comparison.



Fill the trust gap.

Knowing and appreciating your audience’s buying behaviours puts you in
a much stronger position to create genuine thought leadership that
creates a competitive edge.

The next step is to build and maintain a healthy pipeline of content,
delivered strategically, and bang in line with your typical audience’s
journey.

Buyers need multiple touchpoints before they're ready to engage.
Research shows it takes at least seven interactions before someone
moves from awareness to decision.’ In B2B, the average is 62.4
touches.*

That means showing up consistently across the channels where they're
already spending time — places like LinkedIn, industry publications, email
newsletters or events they attend.

The human element is also crucial. When there’s a face or multiple faces
to your brand — whether that's your CEO sharing insights on social
media, your specialists presenting at events, or your team contributing
expert commentary — consistently hearing from credible voices
accelerates the 'know, like, trust’ journey.

This is how you go from being an expert to becoming an authority —
and the obvious choice.

of buyers say thought leadership

6 O O/ builds credibility when entering a
O new category where the brand is not

already known.’

® B2B Marketing
“ Dreamdata
° LinkedIn-Edelman B2B Thought Leadership Impact Report



https://www.b2bmarketing.net/the-marketing-rule-of-7-and-why-its-still-relevant-in-b2b/
https://dreamdata.io/blog/customer-journeys-launch
https://www.edelman.com/sites/g/files/aatuss191/files/2021-09/2021_EdelmanLinkedIn_B2B_ThoughtLeadershipImpact_TopInsights.pdf

Three steps to authoritative
thought leadership.

Extract your

expertise
Turn insights Prioritise
into content consistency

Quality is the cornerstone of high-value content, but consistency is the
signal — to Google, to social media algorithms, and to your audience.

That's why posting opinion pieces only when inspiration strikes doesn’t
build authority. To truly reap the rewards of thought leadership, treat it
as a strategic, intentional process that can be relied upon to achieve
your business goals.

Here are three steps to start building out your content system...



Part one: Extract your expertise.

You're already sitting on the knowledge and expertise your audience is
searching for. They just don’t know that you have it yet.

So what do you actually know that’s worth sharing? Start by
documenting the insights that make you different and solve real
problems for your audience. Ask yourself:

» What do you know that others don't?

¢ What are the common buying objections?

» What decisions do your clients/customers struggle with most?

» What misconceptions exist in your market that you're placed to
correct?

Write your answers down. They're the themes you’ll build your content
around.

Use Al to work smarter — not to
replace the human insight that
builds real authority:

Al can't replace the genuine
experience, local knowledge, and
nuanced judgment that makes your
thought leadership credible and
valuable. Use it as an enabler and
accelerator of your expertise by:

Turning interview notes into first
drafts

Repurposing long-form content
into social posts

Identifying trending questions in
your market




Part two: Turn insights into
content.

Now you've extracted your expertise, it's time to put it to work. Your
team is a great place to start. They have specialist knowledge that's
worth capturing and sharing as employee-generated content -
whether that’s through a video you can break up into a series of clips, or
quotes to support a larger opinion piece.

For bigger campaigns, adopt the ‘one-to-many approach’. Take one key
insight and turn it into multiple content formats that work across
different channels.

Whitepaper LinkedIn article series (5
(~3,000 words) _—9
. posts, 800 words each)
Authority asset & Thought leadership positionin
lead magnet ® & PP

Social content (20+ e@ Blog posts (3-4 posts, 600

posts) Daily visibility < wordseach) SEO&website
& engagement % traffic

Event presentation

Email series (4-6 —_— Speaking

emails) Lead

. opportunity &
nurturing networking
Sales enablement (key
slides/talking points)
Closes deals
\ l / . . . . . . .
- — Every speaking slot is a thought leadership asset in its own right — and if you're
- ~ capturing it on video, repurposing key points for LinkedIn, and following up with long-

form content, a single 20-minute talk becomes weeks of marketing momentum.



Part three: Prioritise consistency.

Building authority is about doing a few things well, repeatedly. 52 weeks of
showing up with genuinely valuable insights will gain you more trust and
inspire more action than one random hit.

This is where strategic content planning becomes essential for
maintaining that all-important consistency...

e Don't spread yourself too
thin and assess your
resources.

3 &ate afulland a vable

ntent calendar, ne
big piece a quarter,
monthly in-depth article or
case study, weekly social

posts and audience
engagement.

Don’t panic-post for virality,
keep showing up with useful
information about what you
already know that your
audience could find valuable.

Choose the right channels for your audience.

B2B decision makers  LinkedIn + industry publications
B2C consumers Instagram + TikTok + owned blog
Technical audiences LinkedIn + Medium + industry forums

Local audiences Google Business + local publications + Facebook



ADVENTUM

In practice with Adventum.

A case study.

Building an authoritative library for the entire investor journey.

Adventum Wealth is a property investment company specialising in UK buy-
to-let properties. Its audience is made up of high-net-worth individuals
making considered, long-term decisions — and they're often based overseas,
completely new to the UK market.




In practice with Adventum.
A case study.

ADVENTUM

The challenge The vision

Despite the founder's deep Create a library of authoritative
market expertise, Adventum resources that would work across
came to us with a limited content  the entire investor journey — from
presence. This meant their long initial research through to decision-
sales cycles relied heavily on the  making. Building a ‘library’ would
founder’s time to build the trust also give Adventum wider credibility
needed before conversion — an as an authority in the UK property
approach that wasn't scalable. market.

The approach

We created a whitepaper series, each one targeting a specific stage:

For early-stage researchers:
Helping overseas investors understand why the UK market
made sense, e.g. UK vs Dubai

For individuals at the consideration stage:
Deeper dives into the market opportunity, e.g. spotlights on
Manchester and Birmingham

For decision-ready prospects: Audience-specific investment
guides, e.g. international students and tech professionals




In practice with Adventum.
A case study.

ADVENTUM

Each whitepaper was repurposed into event slides, printed leaflets,
social media videos and sales collateral.

Ultimately, the guides became the credibility anchor for Adventum’s
entire event strategy. They positioned the company as the industry
authority worth listening to, attracted the right investors to their
presentations, provided tangible takeaways that kept conversations
going afterward, and turned events into genuine pipeline opportunities.
The content was now doing the trust-building work that used to fall
entirely on the founder.




Start thinking strategically about
thought leadership.

Rememober, you already have everything you need to build genuine
authority in your market. The gap is usually just the system for turning
what you know into content that the right people can actually find.

Your three actions:
1. Identify your three highest-value areas of expertise
2. Pick one format or channel and commit to consistency over
perfection
3. Build repurposing into your process from day one to make valuable
content work harder in multiple places

Ready to build your thought leadership engine?

Embryo can help you develop authority and shorten sales cycles
through thought leadership content — embedding with your teams
from strategy to execution.



Transforming potential. Fuelling growth.

Growth partners for ambitious businesses.

@ 2" Floor,

127 Portland street,
Manchester,
M1 4PZ

@embryoagency

Q. 01613272635 m
DL info@embryo.com e
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