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What you’ll learn in this webinar 

Why become a recognized for your expertise                   
in your field?  

 Best topics for content showing thought leadership 
 Two main themes and purposes you must meet 
 Established ways to get that recognition: papers, 

presentations, articles 
 New and emerging ways: Podcasts, webinars, videos, 

social media 
 Leverage your content through social media 



My background on this topic 

 Journalism training and experience – knowing how the 
media work 

MBA in marketing 
 15+ years of experience helping professionals build their 

profile – with Golder, Hatch, AECOM, Ausenco and 
others, globally 

 Published five books on the topic 



Why be seen as an expert in your field? 

 You get noticed by potential employers, clients, 
colleagues 

 You get to choose the kinds of work you do – most 
interesting and challenging 

Colleagues want you on their team 
 Easier business development; they’re “pre-sold”            

on working with you 



Content marketing: how it works 

1. You create really useful, no-sales-pitch information 
2. Potential clients see you as someone who’s helpful 
3. They come to trust you 
4. They trust you enough to buy from you (or hire you) 



Getting your ideas in the right place 

 Papers in academic/professional journals 
 Presentations at conferences and industry events 
 Articles in trade and industry media (print and online) 
 Videos, slide shows, podcasts, info-graphics 
 Printed and e-books 
 Trend is towards self-publishing to stay in front of current 

clients and expand your share of their business 
 
 



Looking good 
 If someone meets you at a networking event 
OR an existing contact makes a referral 
 They’ll do what you do when considering a restaurant or 

a movie – see what they can find  about you online 
Would your online presence impress them? 



Looking good – but not to just anybody 

 Decide who you want to reach or influence 
 This ideal client or employer is your “avatar” 
Must understand this person’s needs, concerns and goals 
 Then, show how you’re able to meet those issues 



The many facets of your avatar 
Your avatar may be determined by these factors: 
 Industry 
 Profession/                                                                   

occupation 
Geography 
Cause 



Getting to know your avatar 

 Base it on a real person, your ideal client 
 List their problems, worries, concerns, opportunities 
What forces are acting on them – automation, artificial 

intelligence, globalization …. 
 How can your skills help them get where they want to 

go? 
 Too many technical professionals focus on the work they 

do – not on the business objectives of their client 



The content you produce 
must meet one of  

your avatar’s top three 
issues or concerns. 

 
 

Otherwise, they’ll ignore you 



Effective content is not 
about what you want to say. 
It must focus on something 

your avatar wants                
to know about. 

 
 



The parable of the super-oxygenated water 

Client in Melbourne, helping remediate hydrocarbon-
contaminated properties 

 Finding a faster way to use bioremediation 
 Super-oxygenated water (not a new thing) 
 They had a better way to make this work 
 Fast, certain remediation to meet regulatory levels 
Meeting the business goals of the oil company clients 
Move those properties off their liability lists 



The parable of the super-oxygenated water 

 A better way to use an established, regulator-friendly 
technology 

 Solution is unobtrusive, quiet, lives in a garden shed 
 Story focused on how the service was designed to meet 

clients’ business objectives: fast, reliable, accepted by 
regulatory authorities 
 



Summary: focus on your avatar’s needs, not 
on what you want to sell 
Many business professionals want to show off 
 They get tangled up in the science 
 Your avatar wants your insights and professional 

perspective 
 You show yourself as being knowledgeable and caring 

 



Designing content that works 
 
Build your content on the “problems” or “opportunities” 
faced by your avatar 
 Problems: potential loss or embarrassment 
Opportunities: increased sales, looking good 



“Problem” content 

Your service may be focused on helping a client avoid or 
deal with problems. This can include: 
 Potential for regulatory sanction/fines/publicity 
 High costs, wastage 
 Delays in a project timeline, slow production 



Designing “problem” content 

1. Describe the problem 
2. Explain why it matters, consequences of not taking 

action 
3. Deal with objections (”It won’t be so bad,” and “It’s not going to 

affect me.”) 

4. Steps to dealing with the problem 
5. Point out potential difficulties, and how to deal with them 
6. Expected benefits 



An example of “problem” content 

Water infiltration             
 in loose alluvial soils 

 Subsidence in             
 nearby properties 

Cutter soil mixing            
 provides barrier 

 Published in             
 ”Canadian            
 Construction News” 



”Opportunity” content 

Ways to earn more revenue 
 Improve system reliability 
Change something from a liability to an asset 
Gain respect, praise, promotions, bonuses… 



Designing “opportunity” content 

1. Describe the opportunity 
2. Deal with objections (“tried that, doesn’t work”) 

3. List the steps to follow 
4. Describe potential problems and how to deal with them 
5. Provide an idea of the outcome for them 



An example of “opportunity” content 

 Needs a way to improve                                                
pipeline construction                                                  
schedule adherence 

 Horizontal Directional Drilling                                                 
for crossing streams 

 Pipelines get built faster, reliably 
 Published in “World Pipelines” 



Summary: problems and opportunities 

 Some professional practice areas are more around 
solving problems 

Others are more around accessing opportunities 
 It’s easier to draw peoples’ attention to problems 
Many topics can be both 
 Think of your service from the point of view of your 

avatar 



Three winning themes for content 

 Newsjacking: analyzing news affecting your avatar 
 
 Trendspotting: discussing slow-moving changes 
 
 How-to: practical advice based on your expertise 

 



Newsjacking: niche news  

 Avatar wants to be sure you’re up to date 
 Find news that affects them, which they won’t learn 

about elsewhere  
 New law, regulation, procedure, standard 
Can be narrow, as it will rise to the top of your avatar’s 

online searches 



How to design newsjacking content 

1. Describe the news 
2. Say why it matters to your avatar 
3. Make your predictions on what will happen 
4. Make your recommendations on how to avoid a 

problem or access an opportunity 



Newsjacking: a new EPA Rule 

 New US-EPA regulations                                                         
on diesel emissions 

 Problems for peak power                                              
generation 

 Article analyzed                                                                         
the situation,                                                                           
made recommendations 

 Published in a major                                                                    
US power utility publication 



Trendspotting: slow developments 

 Avatar needs to know you understand the big picture 
that affects their world 

 Find a trend – may need statistical evidence 
 Shows you to be someone they can trust to look after 

their interests 
 Does not need a news hook, but it helps 



Designing trendspotting content 

1. State the trend you’re seeing 
2. Say why it matters to your avatar 
3. Provide statistical or anecdotal evidence 
4. Make predictions on how it will develop 
5. Make recommendations on how to avoid a problem or 

access a benefit as a result of the trend 



An example of trendspotting content 

Multi-use park properties 
 Recreation use and                                                                     

wildlife habitat 
 A case example shows trends 
 Published in a US                                                  

trade/association publication 



How-to content 

 It’s about, well, “how-to” do something 
 Something your avatar can do, and will want to do 
 Presents you as someone who is practical, helpful 
 NOT about what you do for a living! 
 A “tangent topic” --- something you know about, have 

credibility in, that your avatar will find useful 
 For example: how to gather field data, how to stay safe, 

how to use the information you provide 



Designing how-to content 

1. State the objective 
2. Reasons why it’s important to do 
3. Steps to follow, either in sequence or by importance 
4. Think of problems and how to deal with them 



An example of a how-to 

 How to publish a book 
 I have credibility in this area;                                                

I’ve done five 
 Not my core area of business 
 This contains ten points;                                                         

easy to digest and implement 
 Published on LinkedIn 

 



Summary: Newsjacking, trendspotting, 
how-to 

 
 Newsjacking should focus on niche news they won’t 

learn about elsewhere 
 Trendspotting involves slower-moving developments 
 How-to’s must focus on something other than what you 

do for a living, where you have credibility 



Putting your ideas in front of your avatar 

 Trend is towards publishing on your own platform and 
hoping your avatar will find it 

 Trust in Google: but it’s hard to get the top of search 
results 

 It helps if you have good search terms, such as a specific 
regulation, for newsjacking 

 You can direct your content at people who know you 
already, but how do you reach new prospects? 



Putting your ideas in front of your avatar 

 There is still a need for putting your ideas where your 
avatar is already looking 

 So find out where they look for information, and be there 
 It reaches people who haven’t heard of you yet 
 Your message has cachet and implied credibility 
 You’ll need to convince the gatekeeper (editor, 

conference organizer, podcast host…) 
 
 



Convincing the gatekeeper 

 Don’t just go ahead and write it! Research first, and get 
the gatekeeper’s buy-in 

 Understand the channel and its interests 
1. Describe your idea in a sentence or two 
2. Indicate WHY this channel’s people will care about it 
3. Give some points you intend to cover 
4. Convince the gatekeeper you’re the right person – your 

qualifications (academic, professional, experience) 

 Don’t forget to follow up 
 



Traditional channels 
 
 Academic and professional journals 
 Trade and professional magazines (and their websites) 
 Industry conferences and smaller events (luncheons) 
 Lunch-and-learns for clients (free pizza!) 

 



New(er) and emerging channels 

Videos on YouTube and Vimeo, via LinkedIn and Twitter 
 



New(er) and emerging channels 

 
 
 
Podcasts (your own,                                                                                      
or guest                                                                      
appearances) 
 
 



New(er) and emerging channels 

 
 
Webinars                                                                                  
(your own,                                                                                      
or hosted,                                                                                  
like this one) 

 



New(er) and emerging channels 

 
 
Slide shows                                                                                  
(hosted on                                                                                    
LinkedIn’s                                                                               
Slideshare                                                                             
platform) 

 



New(er) and emerging channels 

 
 
Infographics                                                                            
(hosted on                                                                                    
Instagram, or                                                                             
Slideshare) 

 



Leverage through social media 

 Post your content on LinkedIn and Facebook 
 Summarize, with links,                                                                 

on Twitter 
 Automate                                                                          

through Hootsuite 
 It’s social media.                                                                        

Be social,                                                                                   
don’t just shout 



Leverage through social media 

 
 LinkedIn is a               

 powerful                                                                            
publishing platform 

 A great way to                                                                                            
keep contacts warm                                                                                                          



Making it happen 

 
 You can acquire these skills yourself 
Get support from your Marketing team 
 Bring in a ghost-writer to help you get your ideas into 

words on a screen 
Other support: videographers, graphic designers, social 

media experts 
 



Summary: vehicles for your content 

 
Many business professionals prefer to use their own 

media channels 
 There’s still value in putting your ideas where they’re 

already looking 
Consider the nature of your avatar in choosing where to 

present your ideas 
Get professional help – it’s what your clients do when 

they hire you                                                                                



How I can help: two ways 
Helping you get published in media your clients trust 
 Trade and professional online and print publications 
 Help you develop the concept, select a publication, 

interview you and ghost-write the article, get it published 
 

Helping you stay in touch with people who know you 
 It’s called “ghost blogging”  
 Help you develop a list of topics, interview you and 

ghost a first draft, work with you on social media 



To learn more (and Q&A): 

Carl Friesen 
 Thought Leadership Resources Inc. 
Mississauga ON Canada 
 For a free monthly resource on how to be seen as an 

expert in your field -- 
 

www.ThoughtLeadershipResources.com 
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