A key battleground amongst Prof Services firs

Are your people really the diffeentiaa?

Or is it the ideas they come up with?

-~ Whyc

Products + Services = Brochure

What is Thought Leadership?

Sector driven

Regional |- Campaign pillars

m

Campaigns mut be fully integrated with
business issues & departments

Need a strong brand to do that
Is it a briefig?

Do companies want to monetise "campaigns"?

Or training

Or a conference?
Video il

Thought leadership reports?

Quick to market initiatives?

High profik techni @l ontent? |-

nfographics, use them

One size does not fitd |

Business issues driven campaigns?

Re-visited thought leadership?
You must start from a position of "everything is possible"
- Concept
Lawyers/marketers need to put their egos to one side ]7
Defia adar lypottesis & at cone

~ Research
Start with the end in mind ]7 S

Campaign process

Develop the right content

Plan for integrated marcoms |~ Process
Establish the right metrics

Linklaters were not known for TMT work

Coming up to their fist aniersary d lainch

10,000 microsite visits incl 150 target companies ~ Next Generation

19 high profit ra di a ki ts

Top 3 most read report

One infographic
Activism Rising

One two minute video

25,000 report copies distributed

Example Campaigns

Content

Tweets reached 143,937 people

151,000 content views via LinkedIn
132 media hits (FT, BBC, Wall Street Journal, Bloomberg TV)

8,000+ video content views

Social Media

~ Media Hits

BD

- Metrics

Alessandra
Almeida-Jones
Head of Global
Campaigns

Linklaters

PM Forum
Winning Marketing Campaigns
What makes a great
campaign?

Are you trying to enhance your brand?

Why bother? | Or something else?

Is there a clear objective?

Work backwards

Set your objective
Look into the future
Who are your audiences

What impressions do you want to impart?

What actions do you want people to take?

How do we want the audience to feel?

Scare them?

———
Tease them?

How do you select the right topic?

What emotions are we trying to impart?

Do not do it at the whim of a Partner in your fim

How will it meet your stated objectives?

Approach - Jonas Driver - crane survey

Sarah Reavley
What Makes a Great Campaign - Rules of engagement -
Remark Consulting

Can you involve intermediaries or referrers?

eloitte - football fiance survey

Apps for tech/TMT?

What channels are we going to use? | Infographics?

YouTube channel?

Make sure you have deadlines for Partners!

What is your ti ? © - -
4{ Ensure there are crucial milestones e.g. an event

It does not have to be expensive

Budget [ one question in a poll, leverage that to other data
hey presto, a report!

No. of meetings

—
at an event

Planning the process

ReviewM ake sure you raasure tre ahi evene nts

Desk research

Research methods

Do not drown in data

What notto do N N i
The market might shift before your data is prepared

Avoid mission creep

You must get senior level sponsorship

Success factors | Get the right expertise involved

What are the appropriate outputs

Evaluate and learn



