
Leveraging the knowledge and experience of experts in 
an organisation can help a brand establish authority and 
build trust in a crowded and competitive market.
Indeed, expert insight is valued more than ever, with 
customers prioritising brands and marketing channels 
that they trust - and avoiding those they don’t. 
Trust is now the second most important factor 
influencing a purchase and 64% of customers want 
to see businesses take the lead in providing reliable 
information and insights within their market.
Content that shares expertise is seen as compelling, 
unique, and differentiated. Increasingly, consumers 
are seeking reliable sources from their peers, technical 
experts, and influencers.
 

Thought leadership needs to form part of a coherent 
strategy and requires sustained effort, however. 
For content to resonate with audiences it must be 
pitched at precisely the right level for recipients, and 
present expertise in an approachable, engaging and 
shareable format.
Mistakes in presentation, messaging and delivery 
are easy to make but can be costly as they serve to 
undermine an organisation’s claim to authority. 
Read on to find out how to leverage your 
organisation’s expertise to create captivating content 
that truly engages with audiences.
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Don’t just add to the noise 
Understandably, many businesses want to establish 
themselves as thought leaders in their fields and to 
create content that highlights them as such, but many 
simply end up adding to the ‘noise’ around their chosen 
subject, without building authority.
A crucial first step, therefore, is to align the expertise 
within an organisation to its broader commercial 
objectives and ensure that any opinions shared support 
the strategic aims of the business.
Secondly, insights shared by experts must reflect a deep 
understanding of the issues addressed. At best these 
insights will establish a vision for the market; at the least, 
they must add to debates around the subject, and not 
simply regurgitate worn arguments.
When it comes to channels, it’s easier and more 
controllable for organisations to funnel their expertise 
through owned media instead of earned, and 
demonstrate expertise through content that can be 
shared across their own channels.
This is especially true because recent events have 
caused a widespread acceleration in digital channels. 
Post-pandemic, nearly 1 in 4 (24%) of consumers expect 
to increase their use of digital channels.
Yet in order to create content that stands out and 
reinforces the experience of your internal experts, format 
is everything.

Make it easy for your audience
In choosing a content format, organisations must look 
at where their audiences spend most of their time (and 
when). Aligning a strategy with this gives expert insight 
the best chance of getting the audience’s attention. 
Of course, this will be unique to every business 
and target market - and it will evolve over time, so 
organisations should revisit this exercise at least annually. 
Having experts ready and willing to contribute content 
will help set a business apart as an industry leader. With 
the right content strategy, organisations can grow their 
audiences, market share, and brand awareness. 

Top tips
Here are five tips on how to build an effective content 
programme around sharing expertise:

1. Make experts accessible
Having an active social media presence can help 
to get your experts’ messages across while also 
making them accessible. LinkedIn is a good option 
for longer posts, as it has a generous word count and 
a business-focused audience. Twitter can be used for 
short insights. Facebook and Instagram, meanwhile, 
align well with consumer-focused brands.

2. Build authority through insight 
An effective way to build authority is through original 
research and white papers: 79% of B2B buyers 
regularly share white papers with colleagues, 
meaning your research could spread far and wide 
in a short time. If newsworthy, original research also 
opens up PR opportunities in tier one media.

3. A picture says a thousand words
Content is no longer solely about written content. 
Audiences want variety and content that’s easy to 
consume: viewers retain 95% of a message when 
they watch it on video. Offering videos, webinars, 
images and infographics can help you to get your 
message across to time and attention-strapped 
audiences.

 4. Create content for ‘down times’
Podcasts can engage with people during times when 
they may not otherwise read or look at your content, 
such as during a commute, while cooking, or when at 
the gym. It explains why they are gaining popularity, 
with 54% of podcast audiences saying they are more 
likely to consider using brands they hear mentioned.

5. Be consistent
Whatever the format you decide on, regular time 
must be set aside for content creation if your content 
strategy is to be successful: consistency is key. 
For instance, when an expert posts daily to their 
LinkedIn, uploads a video every week and writes a 
blog every month, their followers will be primed for 
future content. 
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