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Thought Leadership

In today's competitive business environment, organisations need to identify, sustain and develop
unique areas of expertise.

Thought leadership is an excellent way of breaking through the noise, demonstrating expertise and
engaging with new and existing clients. These benefits can be broken down into what are known as
‘the three Rs'.

* Reputation
* Relationships

* Revenue

Winmark wins awards
for its research,

its innovation and
* Develop internal expertise for diversity.

Thought leadership develops all these and in addition can be used to:

e Corral the team around an issue

* Support offices with limited marketing capabilities
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Thought Leadership Benefits

Stronger
Reputation

Triggers Attention &
Interest

Client
Response

Global Broadcast
Marketing populates
sales pipeline

Marketing
Activity

Attracts Attention

Thought
Leadership

winmark

Closer

Relationships

Engages
contacts

Credentials
turn contacts
into prospects

Provides
collateral,
multiple touch
points

Revenue
Growth

New
assignments
and clients

F2F contact
converts
prospects into
buyers

Knowledge
and expertise

Greater

Profitability

Champions,
VIPs and
Strategic
Accounts

Turns clients
into advocates

Supports
evidence and
confidence in

referrals




Buyers want their suppliers to be
Thought Leaders

Buyer: Thought Leader:
Information overload Has unique foresight

Multiple decision makers Identifies opportunities

Risk Averse Predicts risk

88% 50% 60%

Thought Leadership

‘important or critical’
in developing makers use Thought before they formally

C-Suite decision B2B Buyers decide

shortlists Leadership to shortlist engage

Opportunity to
Set the agenda
Build value
Influence the buyer’s approach

winmark



Thought Leadership Best Practice

Special thanks to our clients and friends that helped
us build the World Class Guide on how to conduct
and gain most value from thought leadership.

Financial Times

Boston Consulting Group
Herbert Smith Freehill
Accenture

... and many more.

This guide is free of charge and available to all
Winmark research clients. A must read before
embarking on any thought leadership.

Winmark is also delighted to train its clients teams

on thought leadership based on the guide’s content.

winmark
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THOUGHT LEADERSHIP:
CONVERTING TO REVENUE

A BEST PRACTICE GUIDE



25 Years of Experience

Many global companies come to - and stay with - Winmark for thought leadership

What's holding
Africa back?

Eftacties Govmance
the At of Balorce
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Hausing and Healthcare Collaboration:
Facingthe Challenges

SWITCHING

ON THE .
HEADLIGHTS ”

CuwvoesCo Our gender pay
WY — gap report 2018
winmark

THOUGHT LEADERSHIP:
CONVERTING TO REVENUE
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https://winmarkglobal.com/wp-content/uploads/2022/07/Winmark-C-Suite-Report-2022-and-Beyond.pdf

Unique Design & Relevance

Research expertise.

Winmark’s executive networks provide: Refible and effective projectmanagement.

re . . . . . . . . Independent evidence base.
* Ability to identify existing activity and insights, Good and robust reporting.
and find the ‘White Space’ that will engage e ite oF thie Winmark
audiences. ' approacr{are: ‘
Experienced - effective project management;
iNni H H H . Professional - validity of research;
* Refining key factors to gain edge, including: S e ot
*  What — what are they interested in : :’::’Es"’°’“ta'g°‘a“d'e“CE;
- ret investment.
*  Who — who exactly should we talk to Hybrid Team SR
. Professional experienced
* How — most relevant design and language researchers with
technml_km:u;!hedge
1n;
«  Why — why would they engage e
to ensure solution
i . licability.
* Where — access to multiple roles Technical Analyst, | SPPEEREY

. Expert or Academic
geographies and sectors

*  When - speed of response due to existing
connectivity

Knows the content area. Knows how to implement the findings.
Has market contacts and knowledge. Can ensure relevance and target audience fit.
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Unique Distribution & Support

Winmark’s multi-channel approach supports
the distribution and impact of the research: WIS WER
Social Media (Business Leaders)
* LinkedIn - shared with 30,000+ business WES
leaders. sesasnovzs WA Y,Y/Coo IAY,V/cPO| WS WENS Ais5s

Network Members (C-Suite Leaders)

* Shared with 5,000+ Winmark members SEorkRtar WA YAY/CHRO IAVAY/CSO Wi WESN M

and contacts through its regular
communication routes. ot YA 'A'/CIO JERY,Y/CDO WES Wi e
Media
* Media grabbing headlines and artifacts

are created as part of the research
delivery.

*  Winmark produces video content for
distribution on websites, social media
channels and dedicated microsites. ‘Eﬁ?'.??'?ﬁgr;'y:!'ﬁ";ﬁ‘i‘w‘gwﬁDWFLLP
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https://www.dwf.law/en/Trending-Now/2017/Whats-holding-Africa-back

Unique Client Contact & Packs

Joint Launch Events

* Relevant research designed by Winmarkis ~ W0 JAIG]  sazenc A\!!fA @ 1Rkt @ wwormam
interesting to our C-Suite members.

BASF L3 BELRON ":%M BriTvié |8

* In person joint and multiple launches are o Cabinet Office

common practice with Winmark and its l : City2¥ a v, (’)

y:
research clients. —rr—] Guilds ~ COMCAST — DAIRY Delafae
. EN . e

Client Engagement Packs (CEPs) O = FedEx. ZME Heathrow (XPhsec
e Built with the client, CEPs trigger new

(and support existing) client relationships. & informa @ AEMorgan - SN La

i =/l =7,
CEPs typically include: ghipLondon  [Yme e ‘I.yf, NSPCC

OmnicomGroup  originiesse 3% Peabody ¥ pepsico ng,tform

* Key messaging

 Presentations (including dynamic)

. . . ny an . . _
* Infographics for social media ‘;' Sainsbury’s SA‘%H % Schroders  SELFRIDGES
* Placemats for meetings (A4 visual % Skyscanner @g& _
ts1e g ( yscanner — Y (@ SwissRe u Uber
summaries/infographics) Fvsmithdnephew gl
The
* Questions (open-ended) to ask that VISA o @ @uifewy  WateS  WHITBREAD

relate to findings
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What Clients Say

“Few reports on trends
in the legal industry
are as thorough as the
Winmark’s annual
Looking glass report.”

THE TIMES

“Winmark consistently
deliver on two critical
criteria that we seek in
a partner — clear ROI
and on time.”

CANON EUROPE

winmark

“One word — excellent. Honestly
the best | have read so far and
believe me, | have read a fair
number.”

BOSTON CONSULTING GROUP

"The last [Winmark report] is one
of the best | have seen on Strategy
- it simplifies what can be an
overly complicated subject.”

BDO GLOBAL

“Not only was the content itself
excellent, but the fact that it came
from Winmark instantly ensured it
had credibility with the board.”

SMITH & WILLIAMSON

“Very good content,
and a great report, so
well done!”

PINSENT MASONS
“An excellent report
drawing on their wide

network of contacts.”

GCHUB

“This is an incredibly
useful guide.”

TLT




WINMARK RESEARCH CONTACTS:

John Madden, Research Director
Call: +44 7808 614116

Email: john.madden@winmarkglobal.com

Vy Huyen-Le, Research Executive
+44 (0) 203 478 4590

Email: vy.huyen-le@winmarkglobal.com

winmark

Better Closer More
Reputation Relationships Revenue

Greater impact Relevant and engaging Higher ROI
Measurable ROI

Ermnbedded into Winmark C-Suite experts involved Smart business
ecosystem in design, research and development support in
launch collateral, training and ROI
measurement

For general enquiries email:
hello@winmarkglobal.com
or call +44 (0) 207 605 8000

Follow us on Linkedln
winmarkglobal.com



mailto:john.jeffcock@winmarkglobal.com
mailto:vy.huyen-le@winmarkglobal.com
mailto:hello@winmarkglobal.com
https://www.linkedin.com/company/winmark
http://www.winmarkglobal.com/
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