
Artemis Strategy Group is a research-powered brand strategy and communications firm. We help you identify ideas that trans-

form the relationship your audience has with your organization, product, or issue. We provide you with ideas that make sense. 

PERSPECTIVES is designed to offer insight, a point of view and ideas to help organizations with brand and communications 

needs. Like our business, the topics often relate to the intersection of policy and marketing. If we stimulate your thinking, we 

appreciate hearing your views.

There are few people who do not 

struggle with the flood of information 

and products that surround us. That 

makes it all the more remarkable, then, 

that there are certain individuals and 

organizations that are able to consis-

tently capture our imagination and at-

tention. Authors like Thomas Friedman 

and companies like Apple do more 

than produce good books and good 

products—they give us the ideas to 

help reshape our interaction with the 

world. And they do so with such a re-

markable consistency that transforma-

tional thought leadership becomes an 

essential part of their public image. It’s 

tempting to think that thought lead-

ership—generating ideas that set the 

terms of discussion and offer solutions 

that will be relevant not just today but 

tomorrow—is the purview of the few. 

But the fact is that ideas are essential 

to any enterprise that aspires to market 

leadership. The challenge for most of 

us is to produce compelling ideas while 

at the same time doing all of the other 

things that running a successful orga-

nization requires—especially during an 

economic downturn. 

CollaboRaTIng In ThIS ISSuE: 
bRadlEy W. bloCh
Bradley W. Bloch works with organiza-

tions to identify their intellectual capi-

tal, and then develops and implements 

strategies for leveraging that capital 

into effective marketing and communi-

cations tools that reinforce the organi-

zation’s brand. He also writes regularly 

on how ideas and trends move through 

groups and social networks.    

This issue of 
PERSPECTIVES
focuses on the 
process of 
leveraging an 
organization’s 
intellectual  
capital and then 
communicating 
it to impact the 
organization’s 
audiences.

continues...



ThoughT lEadERShIP  
REquIRES ThInkIng!  
“Thought leadership” is one of the 

most-sought after qualities in 

business today—and one of the most 

misunderstood. It is usually 

bundled as part of a company’s 

communications arsenal and regarded 

as a business development tool. 

Indeed, the process of generating 

thought leadership is often driven  

by a marketing plan that sets forth 

how much thought leadership— 

white papers, surveys, bylined articles, 

presentations and so on—will be 

produced by various departments, 

and in what form, each year. From a 

tactical perspective, this makes perfect 

sense. But companies that approach 

thought leadership in this way without 

understanding the deeper context and 

mechanics are likely to be frustrated by 

both the process and the results.

The central thing about thought leader-

ship—something so obvious but often 

so overlooked—is that it begins with 

thinking. Of course, thinking occurs all 

the time in business: How do we solve 

the client’s problem? What steps do we 

need to take to make sure we meet 

our quarterly numbers?  Is it better to 

channel resources into expanding into 

new markets or into increasing our 

presence in existing ones?  But this sort 

of puzzle solving often boils down to 

the ability to quickly combine experi-

ence with new information, generate 

multiple possibilities and correctly 

weigh the costs and benefits of each 

before choosing the optimal answer. 

This is a valuable skill to be sure, but 

it is different than the sort of cognition 

that generates the A-ha moments 

that will be of real interest to your 

external audiences. 

Thought leadership requires the sort 

of big-picture rumination that is at 

odds with the rushed, multitasking 

tempo of business. Ruminating, after 

all, is highly inefficient, involving a great 

many twists, turns and dead ends. It is 

driven not by a marketing schedule, 

but rather by a genuine curiosity about 

an issue or problem.

Often, the issue comes to a head when 

one sets out to produce a white paper, 

a survey, or a speech at an industry 

conference. If there is a culture of on-

going intellectual engagement within 

the organization and a process for 

harnessing it, the organization will be in 

a better position to make the most of 

thought leadership opportunities. Here 

are some guidelines we use for putting 

a thought leadership structure in place:

the thought 
leadership paradox
“Thought leader” most 

recently re-entered the busi-

ness lexicon during the dot-

com boom, when the world 

was upended by a new gen-

eration of people who had 

been pursuing solutions to a 

wide range of problems, not 

just in information technol-

ogy, but in economics, cogni-

tive psychology and other 

fields. They often had eclectic 

professional and academic 

backgrounds and had spent 

years on the messy, circuitous 

path to refining their vision. 

As these thought leaders 

found themselves on the 

covers of business maga-

zines and speaking in front 

of overflow crowds eager for 

insight into a rapidly chang-

ing world, it was only natural 

for businesses to gain a new 

appreciation of the power of 

thought leadership to shape 

markets, win customers and 

stay ahead of the compe-

tition. But few of those 

people who first got dubbed 

“thought leaders” actually 

set out to hold that title; they 

were merely trying to solve 

a problem that fascinated 

them. They had the benefit 

of not being burdened by 

self-consciousness. That’s one 

of the paradoxes of thought 

leadership—if you try too 

hard, you won’t get there.
continues...



[1] PlanT ThE SEEdS
How does a business go about facilitat-

ing ongoing intellectual engagement, 

short of turning itself into a think tank? 

One answer is to leverage the moments 

when creative thinking is already tak-

ing place. For example, most business 

units have regularly scheduled off-sites 

and other opportunities for big-picture 

discussion; these events can be a good  

opportunity to not just compare notes 

and decide on strategy for the coming 

year but to identify potential topics for 

thought leadership projects. It helps 

to seed the conversation with material 

that will generate wide-ranging debate 

and discussion. Having an outside  

speaker address an important political, 

economic or consumer trend  

can be a good entry point for looking 

at your business in a larger  

context and identifying themes which 

the company should be trying  

to “own.” data can also be a powerful 

starting point for generating ideas. 

Are there trends in your customers’ 

behavior—in their demographic seg-

ments, the products and services they 

buy and the issues they raise with your 

customer service department—that 

can help identify issues your company’s 

executives should be writing and  

speaking about? 

Data can be qualitative as well: Are 

there common mistakes you see your 

customers making over and over that 

could be addressed in an industry study 

or bylined article? Unfolding events 

also provide thought leadership 

opportunities. A new bill in Congress, 

a high-profile industry transaction, or 

a newly released economic report can 

all be opportunities to provide insight 

and guidance that command the 

attention of your audience. (Keep in 

mind, however, that in responding to 

news cycles speed is of the essence.)

[2] FIlTER ThE PoSSIbIlITIES

After ideas for possible topics have 

been generated, it’s important to 

filter them through the organization’s 

business development objectives and 

capabilities. Does the topic have the 

potential to demonstrate expertise in 

an area where the organization has a 

significant market presence or is 

committed to establishing one? This 

sort of cold reality check helps ensure 

there will be a return on the time and 

energy the undertaking requires.

when knowledge is 
too good to share
Sometimes thought leader-

ship research is so insightful 

that it takes on a value that 

raises it to a higher level. 

In one study we conducted 

designed to support a new 

over-the counter-drug, 

the data revealed such 

dramatic findings about 

the drug’s target audience 

that it was deemed too 

important to make public—

and thus put into the hands 

of competitors. This is a 

wonderful dilemma and 

one easily remedied. 

continues...



[3] aPPoInT a PRoCESS lEadER
When it comes time to generate con-

tent, the responsibility often falls to a 

single person—usually the business unit 

leader. There are some executives who 

relish this role, but most find it a chal-

lenge and an easy task to put off 

in the face of other commitments. 

This is where the process leader’s role 

comes into play. The effective process 

leader (who is often a third-party 

specialist) will know how to catalyze 

the thinking of the appropriate articu-

late and creative executives within the 

organization, have a strong sense of 

editorial judgment and discipline that 

aids those whose vision is driving the 

product, and have the energy and 

planning capability to move the process 

along. Often this is the critical missing 

element that prevents organizations 

from translating their good thinking 

into tangible materials that can be 

leveraged in the market.  

[4] MaRShal ThE EVIdEnCE

Great ideas often are communicated 

with compelling stories, but they

are driven home with quantitative 

supporting evidence. And because the 

success of so many business and policy 

ideas is determined by how those ideas 

and their implications are perceived, 

opinion surveys are among the most 

powerful tools to provide this evidence. 

Surveys, after all, literally create news 

and knowledge. Surveys appeal to the 

media because they provide journal-

ists with concrete material from which 

stories can be crafted. They engage 

audiences by providing new informa-

tion that either confirms the audience’s 

hypotheses or challenges assumptions. 

They appeal to a prospective thought 

leader because they can be shaped to 

fit the topic, the issues and the audi-

ence with the greatest strategic impact. 

Opinion surveys are deceptive under-

takings that are more challenging to 

do well than they appear. After all, 

who doesn’t know how to ask ques-

tions? But it is an art and science to 

do so in a way that the answers are 

meaningful and the conclusions 

illuminate a newsworthy topic. Surveys 

for public release differ from standard 

market research in the way questions 

are developed and framed, in the 

emphasis on thematic findings and 

how audiences are defined. The best 

opinion surveys not only provide the 

evidence to support an idea, but also 

often uncover discoveries that shape 

the thought process itself. 

The effective 
process leader 
will know how 
to catalyze the 
thinking of the 
appropriate 
articulate 
and creative 
executives 
within the 
organization...
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[5] CREaTE a CoMPEllIng SToRy

Whether the product of the thought 

effort is based on a survey or other 

forms of qualitative or quantitative 

evidence, the impact it has will depend 

on how compellingly that evidence is 

analyzed and communicated. It isn’t 

enough to merely report what’s been 

found. Instead, the data is the jumping 

off point for new insight—a new model 

of market dynamics, a list of industry 

developments to watch for in the com-

ing year, or a challenge to conventional 

thinking, just to name a few possibilities. 

In any event, it is important to tie the 

story to the experience and concerns 

of the audience—they’re the ones that 

have to have the A-ha moment.

[6] CaPITalIzE on MulTIPlE 
ChannElS

What form—or forms—will this idea 

take for public distribution? The options 

include published survey reports, by-

lined articles or op-eds in the relevant 

business and industry publications and 

breakfast presentations or panel 

discussions for key decision makers 

within the targeted audience. Indeed, 

it’s often possible to develop a multi-

channel strategy that maximizes the 

return on the time and energy invested 

in the project. During this process, it’s 

important to work with public relations 

and marketing counsel to develop talk-

ing points that keep interviews 

and presentations crisp, focused and 

consistent with the organization’s 

brand. The path to true thought leader-

ship is not always straightforward and 

linear, and at times can be downright 

frustrating. The end result, however, is 

almost always worth it—not only be-

cause of the final product that results, 

but because the organization’s own 

thinking about its markets and its op-

portunities inevitably gets sharpened 

along the way.  

Thought leadership in the realm of 

professional services and policy 

communications contributes to collective 

knowledge, gives its readers actionable 

guidance on an important issue and 

reinforces the organization’s position 

in the marketplace. To the extent that 

it does so, it establishes the author as 

a valuable resource whose insights can 

be leveraged by his or her audience. 

This is the true essence of thought 

leadership, and the reason why it is a 

label so strongly coveted.

great ideas 
often are 
communicated 
with compelling 
stories, but 
they are driven 
home with 
quantitative 
supporting 
evidence. 

Thought 
leadership in 
the realm of 
professional 
services and policy 
communications 
contributes to 
collective knowl-
edge, gives its 
readers actionable 
guidance and 
reinforces the 
organization’s 
position in the 
marketplace.

the end.


