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About AMI

Americas Market Intelligence (AMI) is the premier 
market intelligence firm for Latin America, 
providing powerful market and competitive 
intelligence-driven insights for companies to 
succeed in the region. Its industry expertise 
includes payments, healthcare, logistics, 
resources/infrastructure, insurance, consumer/
retail and more. Its customized research 
reports deliver data-based clarity and granular 
strategic direction based on expert sourcing. 

At AMI, our understanding of thought leadership 
began as way to educate our clients about key 
industry topics, based on conducting thousands 
of exhaustive studies in different areas. We 
also used thought leadership to promote our 
services, immediately noticing a powerful impact 
on our web traffic, new business and leads for 
new projects. Those efforts led to us producing 
thought leadership projects for companies in a 
variety of sectors, including payments/financial 
services, mining, healthcare, logistics and others. 
Working in thought leadership has provided us 
with insights that we have decided to share in 
this manual. We also wanted to address certain 
challenges we observed when helping clients:

ll Converting a company’s subject matter 
expertise and into compelling thought 
leadership

ll Developing a strategy with realistic, measurable 
goals that clearly demonstrate ROI 

ll Improving execution of content so that 
companies can attract a large audience

ll Promoting content more effectively so that 
companies receive the maximum benefit from 
their thought leadership efforts

With these challenges in mind, we sought to 
combine both high-level strategic guidance 
with granular tips that we learned the hard 
way—by both failing and succeeding. Whether 
you are experienced in thought leadership or 
just getting started, we hope that this manual 
offers some valuable ideas and inspiration, and 
we wish you the best of luck in your efforts.
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Prologue

Like other forms of marketing, thought leadership 
is continually evolving, and what works for one 
company may not be a fit for another. However, we 
have done our best to offer tips that will hopefully 
be useful for a wide range of industries. As you 
can see from the length of the manual, there are 
many factors to consider when executing thought 
leadership—and in truth, in this manual we offer a 
more basic overview due to space limitations.

But don’t let the challenges discourage you from 
launching thought leadership at your company. 
You can start at a basic level, with one form of 
content, and allow your initiative to develop from 
there. In addition, companies like AMI can help 
you kick off your initiative. In addition to our own 
thought leadership work, we have worked with 
companies to help them advance their thought 
leadership in a variety of ways. On the right we 
break down some of the thought leadership 
services we provide for companies.

AMI Thought Leadership 
Services

ll Consulting: Advising on strategy, execution, 
marketing and SEO

ll Promotion: Using AMI’s platform, eblasts, social 
media and other strategies to amplify content

ll Research: Conducting studies to provide data 
and insights that drive thought leadership 
initiatives

ll Production: Turning a company’s data 
and subject matter expertise into powerful 
blog posts, videos, whitepapers, webinars, 
infographics and more 

ll Integration: Providing the full combination of 
strategy, original research, content production 
and promotion

Further Exploration
You can see additional examples of AMI thought 
leadership in the Insights section of our website, 
americasmi.com, as well as in our Webinars and 
Analyses sections, also found on the site under 
“ABOUT” on our main menu.

Obtain a Free Thought  
Leadership Consultation 

We’re offering a free 30-minute consultation 
to companies to discuss their thought 
leadership goals, strategies and execution. 
Contact us at info@americasmi.com to set 
up the consultation.
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Introduction

In today’s digital world in which content rules, 
thought leadership and content marketing have 
become popular marketing strategies. They are 
particularly applicable in B2B industries, in which 
compelling consumers to purchase products is 
not the goal. Instead, the focus is on convincing 
companies to invest in service agreements and 
partnerships. Such B2B relationships require a 
certain level of trust, alignment and harmony 
of thinking, which thought leadership can help 
promote and support.

Of course, like anything, thought leadership can 
be done very well—and also very badly. In our 
experience, poor thought leadership comes from 
misunderstanding what it is at its core. To home 
in on what thought leadership is, we first need a 
working definition of leadership.

John C. Maxwell, one of the foremost authors and 
educators of leadership, defines leadership “as 
influence, nothing more, nothing less.” Leadership 
is not necessarily being the best, the biggest, the 
loudest, the smartest, the richest, or the most 
experienced. Leadership is not management, and it 
is not entrepreneurship. 

On the contrary, leaders are those who manage 
to influence their followers—who create a change 
in followers’ opinions, feelings, goals, perspective, 
priorities and ultimately, behaviors.

Within this framework, we can determine 
that thought leadership is nothing more than 
influencing what, and more importantly, how, 
people think about a certain subject matter.

A thought leader essentially gets people to 
question their original beliefs and agreements 
about something and think about it in a new 
way. This is important because our thoughts 
dictate our decisions and actions; what follows is 
that a thought leader influences other people to 
ultimately change their behavior. 

In business, this means getting clients, partners, 
and other industry stakeholders to take notice of 
new trends, challenge the conventional wisdom 
of a narrative, think creatively about how to solve 
problems, and find opportunities where they were 
previously overlooked. 

“Thought leadership is nothing more than 
influencing what—and, more importantly, 
how—people think.”
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If business executives think differently, they will 
behave differently. And if a thought leader is doing 
his or her job correctly, the impacted behavior 
change will benefit the reader, other partners, the 
industry at large, and him or herself. 

How do we do this in the context of marketing 
content? Within this manual, we will walk the 
reader through several effective strategies, but it 
essentially comes down to creating impact in how 
people think. Some strategies to do this include: 

ll Bring new meaning to the facts people have 
already heard

ll Point out inconsistencies in a story as it is 
currently being told

ll Raise new questions

ll Introduce a new framework for how to 
understand a problem or situation

ll Reveal the underlying truth that no one is 
speaking to

ll Connect a current situation to a universal 
principle

ll Be surprising and provocative

ll Back up assertions with original research 

ll Clarify confusing or convoluted business 
problems

In contrast, thought leadership is not: 

ll Publishing content just to publish content

ll Regurgitating facts and conclusions you have 
heard somewhere else

ll Reporting the news

ll Being easily found on the Internet (although this 
could be a desired result of executing thought 
leadership)

At its core, thought leadership happens when we 
offer new awareness around an issue that resonates 
at an intuitive level with the audience. Have you 
ever addressed a room and found the audience 
nodding along in agreement? If you think back to 
what you were saying at that moment, you may 
find that you were making a simple observation or 
drawing a conclusion that people intuitively know 
to be true. Once this alignment is established, the 
thought leader offers new meaning as to what 
that observation means, drawing implications 
that provide clarity and direction. Often, the most 
brilliant thought leadership is the simplest. 
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What does this mean for companies who wish to 
be successful thought leaders? A few things come 
to mind:

ll Anyone with a sharp eye and passion for what 
they do can be a thought leader

ll You don’t have to be biggest company or the 
most popular brand to get started

ll Thought leadership is about sharing and adding 
value, not tit-for-tat 

ll Honesty and authenticity are your friends

ll Seek to inspire, rather than coerce

ll Being brave, bold and raw make for the most 
engaging messages

People follow those who illuminate the path, 
and in rapidly digitizing industries rife with 
disruption, there is confusion, chaos and 
uncertainty. Providing clarity in such a context 
garners massive influence. People follow those 
who influence them to succeed, and clear 
thought—which leads to sound strategy and 
decision making—is the foundation of success.

In this manual you’ll learn the how-to strategies of 
creating a successful thought leadership program. 
An important foundation to understanding the 
tactical is the essential: that thought leadership 
is about influencing how people to think in a way 
that is clear—that is, based on empirical fact and 
intuitive truth. As thought leaders, we ask questions 
and provide new information to ultimately remind 
people of what they already know. 
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Part 1:  
Getting Started with 
Thought Leadership
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Why Latin America Offers 
Great Opportunities for 
Thought Leadership 

While we have seen thought leadership 
implemented successfully in markets like 
the U.S., Canada and in European 

countries, it’s not nearly as widespread in Latin 
America. But that’s not a bad thing, necessarily. For 
companies that operate in the region, this means 
that there is a significant greenfield opportunity with 
this tactic and that with the right approach, these 
companies can benefit significantly. However, it is 
important to understand why thought leadership 
can be such a strong fit in Latin America, since this 
can help shape your strategy and execution.

A Dearth of Data

Despite Latin America’s massive population and 
growth in many key sectors, there is a marked lack 
of reliable business information available in the 
region, particularly in these areas:

ll Market or segment sizing

ll Growth forecasts

ll Benchmark analysis

A number of factors are behind this lack, including:

LOW INVESTMENT IN DATA COLLECTION:  
Both public and private entities in the region 
do not focus on data collection nearly as much 
as they could, which is why we see government 
data reports that are significantly outdated or 
reports that lack relevant hard data. As part of 
this challenge, there is also a lack of syndicated 

(shared) research, especially due to mistrust 
between companies. The weak legal protection 
for intellectual property in jurisdictions around the 
region also disincentivizes data collection.

UNDERFUNDED ASSOCIATIONS: In many regions, 
business associations can be an excellent source 
of industry research, producing reams of studies 
that advance the understanding of their members. 
But in Latin America, more often than not, these 
associations are underfunded and focus more on 
lobbying government than on generating market 
intelligence or research.

LIMITED RESEARCH FROM MEDIA: Because of 
funding issues and other challenges, LatAm media 
outlets are usually not in a position to fill the gap 
with their own studies, instead focusing their 
reporting on daily events—which in Latin America is 
more than enough to keep them busy.

WRONG FIT: One effect of this lack of research is 
that the best practices information for different 
industries that is published—while pertinent and 
helpful for markets like the U.S. and the EU—
doesn’t always apply to market conditions in Latin 
America. Countries in the region deal with different 
regulations, governmental policies, consumer 
attitudes and more. However, companies that 
understand these conditions in different local 
LatAm markets could use thought leadership to 
cover industry best practices in ways that fit these 
markets and fill an important gap.    
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4 Steps to Develop  
Your Strategy

Once you have the overall understanding 
of what thought leadership is (and isn’t), 
there are 4 steps that can help you craft 

the best strategy for your brand, given your 
objectives, preferences and resources on hand. 
These steps are meant to give your thought 
leadership program a base or underpinning. Far 
too often, brands jump into thought leadership 
and make it up as they go along. This can lead 
to missteps or fundamental problems in terms 
of focus, leading you to produce content that 
doesn’t fit your brand or isn’t attributable.

#1 Tying Thought Leadership  
to Your Brand 

At Americas Market Intelligence (AMI), we 
specialize in market intelligence for companies 
that operate in Latin America. They need data, 
insights and analysis to make decisions, and within 
our practices (payments, logistics, mining, energy, 
consumer, industrial, healthcare and others) we 
carry out projects to provide this to clients. Working 
in these sectors has made our practice leaders 
extremely knowledgeable about the issues their 
clients face. As a result, the practice leaders cover 
these specific issues in the thought leadership 
content they create, whether it’s blog posts, 
whitepapers, videos and more. Our brand is built 
on providing answers about certain sectors in Latin 
America, so our thought leadership also provides 
answers about certain sectors in Latin America.

As such, if your brand…

ll Produces healthcare industry software, write 
about the latest trends in technology healthcare 
and the problems that software is solving

ll Produces industrial lubricants, write about the 
new maintenance challenges that buyers of 
industrial lubricants face

ll Produces beauty products, write about how 
consumers are adapting their beauty routines in 
an era of COVID-19 and prolonged quarantines

#2 Review Your USPs  
and Relate Them to Your 
Thought Leadership

Once you define your thought leadership in terms 
of what you do, you should also factor in who you 
are, i.e. the unique selling propositions (USPs) 
of your company. Your USPs come into play in 
terms of defining your story ideas and style. One 
real-life example comes from a hotel brand. In 
creating an in-room magazine for this hotel, there 
were discussions with the marketing team to 
understand what the hotel wanted to promote, the 
types of services it offered and other aspects. One 
interesting USP was that this hotel invested a great 
deal in the design of its properties and focused 
on elegance to attract a high-end segment. At the 
same time, it was very pet-friendly and emphasized 
programs for kids. As such, “accessible elegance” 
jumped out as a key USP and in developing 
content for the in-room magazine, the content 
team covered both sleek design in home décor 
and fun lifestyle topics like picking the right dog 
for you. The end result was a magazine that looked 
high-end in terms of design and in certain features 
but also had a strong pop culture component with 
relatable, general interest pieces.

Don’t use thought leadership to tell people 
what to think—tell them what to think about.
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Besides giving you story ideas, your USPs determine 
the look, feel and style of your thought leadership 
pieces, such as:

ll The graphic look of whitepapers or landing 
pages

ll The way you address your readers and engage 
with them

ll The angle with which you cover topics

ll The topics you avoid because they are not part 
of your company’s expertise or focus

#3 Think About  
Their Pain Points 

To go beyond the broad level of connecting 
your company’s work and its USPs to its thought 
leadership, thinking about your customers’ pain 
points will also help craft your approach. For 
example, think about:

ll How your healthcare technology helps your 
customers: what problem does it solve?

ll What other problems do your clients face on a 
daily basis?

ll Can you offer guidance beyond simply 
recommending they use your product?

This takes some thought, and you may need to 
conduct a customer survey or talk to your sales 
team to get a sense of the challenges that your 
clients face. But it’s crucial to get at those pain 
points. In the B2B world, people don’t attend 
webinars, read blogs or whitepapers or explore 
infographics for fun. They’re usually doing research 
to solve a problem, and thought leadership that 
does that will attract readers. Pain points also 
apply in the B2C world. While you may be able to 
take a lighter approach with thought leadership 
than in B2B, addressing client challenges is also 
fundamental. That’s because even if you develop 

some highly entertaining videos or memes, 
you’re also competing with media outlets with 
teams dedicated to driving traffic so they can sell 
advertising. They have the advantage of built-in 
audiences and recognition.

#4 Decide How  
You Want to Lead 

While a thought leader can certainly influence 
how we think about topics or challenges, there is 
a fine line to walk. Strong opinions can attract—but 
they also can alienate, so companies have to make 
judgement calls on a case-by-case basis. This is 
not to say your content should not have a stance, 
because no stance on a crucial issue can make 
content look weak or superficial. You just have to 
evaluate how you’ll proceed. However, you don’t 
always need to have a stance—you can lead by 
offering solutions for industry problems. 

Another way to approach your thought leadership 
is not by telling your readers/viewers what to think, 
but instead telling them what to think about. With 
this approach, you can bring focus to a problem 
or challenge that your industry is facing that is 
not being covered much by the media or goes 
unmentioned at events. 

A third way to lead: highlight a new technology 
with broad implications (provided, obviously, that 
this is NOT at the expense of your company by 
being a competitor’s technology.) For example, a 
media or technology company would have served 
its customers well by covering developments in 
video streaming in 2006 or 2007, when Hulu and 
Netflix were starting to make strides in this area. 
Even as this is written, companies are developing 
new tech in your area that could change how your 
industry does business. Is your company developing 
it? Talk about it. If non-competitors are developing 
it, let your audience know. These could be 
interesting tools for them to use down the line—or 
paradigm-shifting software they better get ready to 
adopt. Regardless, by letting your customers know 
first, even before industry publications, you have the 
opportunity to be a true thought leader. 
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5 Key Questions to Ask 
Before Starting a Thought 
Leadership Program 

Once you have an idea of the types of content 
ideas that will best reflect what your brand 
is and does, as well as what will help your 

customers and help your brand stand out by 
identifying interesting new trends, you have to 
answer 5 key questions:

1.	 What do you expect to happen as a result of 
your content initiative?

2.	 How will you measure its effectiveness?

3.	 Who is reading your content? 

4.	 Where will your thought leadership content live?

5.	 How will you distribute it?

Know What You Want—and How 
You Know You Got It 

The first two questions listed above are probably 
the most important ones to ask. Companies 
implement thought leadership for a variety of 
reasons, including:

ll Driving in new leads

ll Overall branding/recognition

ll Increasing web traffic in general 
 

ll Garnering press coverage

ll Improving their SEO rankings for specific search 
terms to draw potential customers

Once you define your goal or goals with thought 
leadership, the next step is defining how you will 
measure whether or not you achieved it. In the 
case of our company, Americas Market Intelligence 
(AMI), we started thought leadership to bring in 
new leads, increase web traffic and impact SEO 
rankings. 

To measure effectiveness, we noted our baseline 
levels of average leads per month, web traffic and 
did an SEO audit to see how many important 
search terms we ranked for on pages 1-5. After 
beginning our thought leadership, we were then 
able to see which results changed and by how 
much. We constantly revisited our numbers, usually 
every quarter, to gauge progress. 

For other companies, whether larger or smaller 
than AMI, a similar process must be followed, 
otherwise there is no attributability and no way to 
establish ROI for your thought leadership.

Know Them Well

Once you have established goals and 
measurement, you need a clear understanding 
of your audience: job title, industry, location are 
the basics, but if you can survey this audience for 
more data, it will help you understand what kind 
of topics interest them, as well as their typical pain 
points and challenges.



14 www.americasmi.com

Home In

At this point, you should know enough to be able 
to develop thought leadership content that will 
impact your audience and showcase your brand.
But where should you put it?

All of your content needs a home—that is, where 
you will bring your audience to “visit” your content. 
For example, if you develop blog content, you need 
to consider where on the site it will live: will you 
create a special blog site or just add a section to 
your company’s site? If you will add a section for 
content to your company’s site, what platform 
does your site use and is it compatible with blog 
content? That’s a topic to explore with your IT 
department and can vary, since many companies 
have custom-developed websites that are not easy 
to update with new content. 

WordPress has become a popular platform 
for creating websites, especially for small and 
medium-sized businesses, and it works well as a 
content management system, that is, as a place for 
blogs to live. So if your company site is a WordPress 
site, it’s fairly easy for your IT team to create a blog 
section. Your marketing team would have to work 
with IT to establish the design for the blog and 
you’d have to designate team members to create 
and post content. 

If you opt for creating videos to drive thought 
leadership, do you want to store the videos 
on a platform like YouTube or Vimeo, perhaps 
embedding the videos in blog posts? Or just have 
the videos on your site?

While these questions may seem a bit daunting, 
the simple answer to where your content will live is 
usually your website:

ll The blog section houses blog content

ll The back end of the site houses whitepapers 
or infographics, and you share links that allow 
users to download them

This is one of the main “living areas” for AMI content: 
the insights section of our website
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For heavier content such as videos you 
develop or webinar videos, you are probably 
best off using a video platform, though some 
companies with lots of hosting bandwidth 
can easily load videos on their sites.

However, in some instances you may need to 
consider other options. For example, some 
company websites are custom-coded and have a 
structure that doesn’t lend itself to easy posting 
of blog content by average users that are not 
IT developers. In those cases, you may want to 
consider developing a separate blog site using 
Wordpress as a platform.

Regardless, where the content will live is crucial to 
determine. While this may seem like an obvious 
step, it’s surprising how many brands don’t 
consider this and end up with a whitepaper, for 
example, but are unsure of whether to place 
it on a landing page or as part of a blog post 
or in a new section of their site that includes 
all whitepapers, among other options.

While determining where content will live 
seems like an obvious step, it’s surprising how 
many companies aren’t exactly sure where 
they will house it.
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Part 2:  
How to Develop 
Different Types of 
Thought Leadership 
Content
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How to Develop  
Blog Content

While the quick and easy solution to 
this is to hire an experienced content 
strategist who has extensive experience in 

developing everything from blogs to whitepapers 
to videos, in many cases this isn’t an option because 
of the challenges in finding someone with the right 
skill set. Instead, existing marketing teams—who 
may be very skilled in developing online strategies 
featuring hyperpersonalization, programmatic 
advertising driven by AI, influencers, chatbots and 
other new resources—may have to flex a different 
set of muscles to develop content and distribute 
it. To help those marketers and other leaders 
interested in developing or improving their thought 
leadership content, we’ll cover the major content 
types and offer some ideas for optimal execution.

Finding Your Format

Your initial ideas for blog stories could come from 
implementing the strategies we mentioned earlier: 
surveying your audience, talking to your sales team, 
reflecting your brand identity and USPs.

With rough topics established, the next step is 
determining how you’ll cover them. There are a 
number of tried-and-true blog post formats:

LISTICLES: These have been around since at least 
2005 or 2006, but still work well to draw traffic. An 
sample title for a listicle would be: “10 Common 
Digital Marketing Mistakes.” The idea of a list tells 
the reader exactly what to expect. Since they 
understand the benefit, they may be more likely to 
click. This format also allows you to organize your 
story as a simple list united by a topic. Another 
benefit of the listicle is that its simple titles make 
it easy to include key words or phrases you want to 
be found for during Google searches. 

EXPLANATIONS: Applying your expertise to a 
basic question plaguing your industry will draw 
readers searching for answers. One of AMI’s 
most popular pieces in 2020 was entitled “In 
Much of the Americas, COVID-19 Will Burn out 
Before Vaccines Arrive.” This piece explained 
how the progression of the pandemic would 
play out given the data on infection rates and 
other factors. Another popular explanation story 
for us was “Why Digital Wallets Aren’t Working 
in Latin America,” originally published in 2017. 
Your explanation stories can be more generalized 
or specific, as you see fit. But what will truly 
make them work is when they provide insights 
to ease the pain points of your audience. 

ANALYSIS OF NEWS: With this story, you can 
explore how certain regulations could affect your 
industry, what a new technological development 
means for your industry, the threat of a new 
political administration, what a shift in consumer 
behavior means, and so on. General and business 
media often seek to publish this kind of story, but 
your company may have leaders with the expertise 
to provide a fuller answer that will benefit—and 
influence—your audience. 

STATISTICAL ROUNDUPS: An example of this 
would be “5 Trends among E-commerce Shoppers” 
or “What Brazilians Buy the Most.” With these types 
of stories, you compile hard data that signal trends 
or fill in a knowledge gap for the reader, then 
package the data into the story. The advantage for 

With blogs, the challenge writers face—
though they may not know it—is writing for 
both people and software.
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the reader is that they get hard data on a topic of 
interest in one place, with no need to do loads of 
research. With this approach, YOUR company could 
become the go-to source for topics in your industry 
that directly relate to your brand and products. 
  
STUDY RECAPS: While media often cover studies, 
they focus on broader studies in areas such as 
health and human behavior, not for specific 
industries. With a study recap, you could read a 
40-page study and distill the most relevant points 
in a 500-word story, which is a helpful service 
for professionals looking to stay on top of their 
industries.  	

How to Write for Blogs

With blogs, the challenge writers face—though 
they may not know it—is writing for both people 
and software. The reason is that while you want 
living, breathing humans to enjoy your work, you 
also want search engine spiders to home in on the 
phrases, bullet points and headlines you employ 
so that your blog post comes up in search results 
as soon as possible, preferably as the #1 result on 
page 1. That’s because once you initially promote 
your content via a newsletter or some other “push” 
tactic, the only way your content will be found in 
the future is by people searching for the topic you 
wrote about. If your content doesn’t cater to search 
engine spiders (programs that scour the Internet 
to evaluate content for relevance and determine if 
it should be included in search results and which 
page it should appear on, ranging from page 1 to 
page 200 or more), then it won’t be found. For all 
intents and purposes, online content that cannot 
be easily found via a search engine does not really 
exist. It may be there, just waiting for a reader, 
but if no one knows it’s there, it’s invisible—and 
inconsequential. To help you strike the balance 
between writing for people and search engine 
spiders, we’ve prepared a few tips.  

DETERMINE YOUR STYLE: Bloggers often write 
in a very conversational style. This may work for 
your brand—or not. Your style will depend on your 
brand’s identity, USPs and usual writing style in its 
ads, website and marketing collateral. 

USE KEY WORDS: As you write your story, write 
out key words and phrases that you think people 
would search for online. In writing a story on 
Internet trends in Latin America, the title would 
have the phrase “Internet trends in Latin America” 
and you’d want to repeat a variant of this phrase 
in the introduction to the story to ensure that the 
search engine spiders pick up on this. You’d also 
include it in the rest of the story, where it makes 
sense, to associate your story with this main phrase. 
As you break out each trend, you’d want to write 
sentences that correspond to phrases people may 
use to search for topics that are part of your LatAm 
Internet trends story, such as:

ll The amount of Internet users in Latin America

ll The average adblock penetration in Latin 
America is 7%

ll Peak mobile phone and tablet usage times in 
LatAm are

ll There are 79 million Internet users in Mexico

ll 28% of Latin American mobile users make 
online purchases

ll Latin America’s average ad click-thru rate is .17%

As you write your story, write out key words 
and phrases that you think people would 
search for online.
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These phrases are written to match what someone 
may enter into a search engine when looking for 
information about these topics. These phrases are 
based on rough guesses, though you can go further 
and have your team do keyword analysis to decide 
what words or phrases are best to use.

BREAK IT UP: Avoid using long blocks of text the 
way you would in writing a memo or report. Blog 
writing reads better when you have chunks of text 
set off with heads.

DEVELOP A STYLE GUIDE: When you address your 
reader in second person in Spanish, do you say tú, 
usted or vos? This has to be part of your style guide. 
Your writers and editors need to know this, because 
it affects the verb conjugations they use (baje de 
peso vs. baja de peso).

Your style guide should also cover your preferred 
punctuation. While you would think ortografía 
in Spanish is universal, the reality is that many 
Latin Americans are influenced by English (even 
journalists) and will use a single em dash for a 
dramatic pause (though in Spanish ellipses or 
puntos suspensivos are what should be used for 
this). These tiny considerations add up with a longer 
document and affect how your brand is perceived, 
so you have to specify what you want.

Then there is language. For some people, 
writing “Fulano rompió el récord” is perfectly 
acceptable, while others consider that to be an 
abominable Anglicism and prefer the phrase 
“batió la marca.” This must also be addressed in 
your style guide. You may also want to include 
a glossary, because in tech fields and in other 
areas the industry preference is to use the 
English-language term in certain instances: for 
example, “fintech” may be just fine for payments 
professionals in Latin America instead of “empresa 
de tecnología financiera” or some other equivalent 
that isn’t as economical as “fintech.” Will you 
set foreign words like fintech in italics, as is 
the norm? That also goes in the style guide.

USE SHOTS TO BREAK UP TEXT: Stock photos let 
you illustrate the points made by your text while 
also offering visual relief and space. Even though 
we are all used to reading on digital devices, too 
much text with no photos or space to provide eye 
relief either bore us or tire our eyes. 

In blogs, you want to write sentences with 
phrases that correspond with phrases people 
would put into search engines—this improves 
your content’s chances of being found.

Blog content with text divided into sections.
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WORK IN GRAPHICS AND PULLQUOTES: 
Known as sumarios in Spanish, pullquotes are 
interesting sentences in your text that you style 
differently by using a pullquote template (in 
Wordpress, for example) or by selecting special 
fonts and sizes. It offers eye relief. Graphics 
can serve the same purpose, illustrating a 
point in the text better than regular text 
while also breaking up boring text blocks.

DROP IN VIDEOS: Embedding custom videos in 
blog posts lets you tell your story effectively while 
also enriching the story flow: just make sure that 
the video is a natural part of your story and not a 
forced element that is added for its own sake. You 
may also be able to get away with using video from 
other sources, but ensure that you have clearance 
before doing so. While we see media outlets do 
this all the time, it’s always best to check to avoid 
copyright violations.

VARY POST SIZE: Offering longer-form content of 
1,500 words or more is actually fine for SEO and is 
good for the reader by offering depth. You do have 
to be careful with count, though, because readers 

may tire after 2,000 or 3,000 words. That’s why it’s 
best to offer a blend of short (100-250 words) posts, 
medium posts (300-1,000 words) and longer posts 
(1,500-5,000 words).   

DON’T SWIPE SHOTS: It’s tempting to save on 
photo costs by simply downloading shots from 
other sites. However, stock photo sites and 
photographers are now adept at using software 
to detect unauthorized usage on sites and 
can force you to pay or face legal action. The 
safest course is to use images from reputable 
stock photo sites that charge for use or images 
from free image sites such as Pixabay, which 
do not charge for editorial use of photos.

NO SMILEY SHOTS: Stock shots often feature office 
workers or construction workers grinning happily 
at the camera, and we know this rarely happens in 
real life. To make your thought leadership content 
look more authentic, try to search for shots that 
capture people in action, not looking at the camera. 
This is a small detail but will give your content (be 
it in a blog, whitepaper or presentation) a more 
professional, natural look.

Photos help ease reading and make the reader’s 
experience better.

Embed custom videos in blog posts lets you tell your 
story effectively while also enriching the story flow.
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How to Develop  
Whitepapers

Whitepapers are longer-form content that 
allow you to explore a topic in greater 
depth. They can be a great vehicle for you 

to showcase your knowledge or to share original 
data uncovered by your company. Or your team 
can pool their expertise in an area to educate your 
readers. There are many other options for using 
whitepapers, but you definitely need to ensure 
that you are covering topics in a different way than 
other publications have, both in terms of topic 
choice and in how you write about topics. While 
room to stretch can be great for some companies, 
for others it can be a challenge because they 
are not sure where to start. With that in mind, 
below we’ll outline a couple of approaches.

COMPENDIUM OF BLOG POSTS: One way to tackle 
a whitepaper is by developing a blog post series, 
such as a 5-part analysis of a given challenge in 
your industry. Each part covers a different aspect of 
the challenge in 1,000 to 1,500 words, for example. 
After writing 5 posts and publishing them one 
by one, you can repurpose that content by using 
it to create a whitepaper. If you plan it correctly, 
your 5-part blog series will be just as cogent and 
coherent when put together as a whitepaper.

FOCUS ON TRENDS: You can select 4-10 trends 
in your industry as a whitepaper topic and 
simply have each chapter cover a trend that 
you can number so as to give the whitepaper 
order and structure. This simple approach 

lets you cover a number of topics that are 
united by being shifts or new developments 
that you’re telling the reader about.

RESEARCH AND REPORT: Some companies 
combine market research with thought leadership. 
They will conduct a study or hire a company to 
conduct a study, then write about the results in 
a whitepaper. This approach can be powerful 
because your company will be contributing to 
your industry’s overall knowledge: you become 
the ultimate thought leader by providing 
insight and analysis on a topic of concern. 
With this approach, companies can create one 
whitepaper to share with the public and another 
internal report with more sensitive data that is 
only distributed to leaders. Or they can simply 
commission or conduct a study and produce a 
public whitepaper. The advantage of a study-
driven whitepaper goes beyond positioning 
your company: study results are more likely to 
be picked up and shared by the media, which 
makes this type of whitepaper easier to promote.  

On page 23 you’ll find an example of a study-
driven whitepaper that we produced. In this 
case we took a more infographic approach, 
but the end product was the same, i.e., a 
whitepaper driven by original research.
  
ELEMENTS OF STYLE: As with blog posts, you’ll 
want to break up your whitepaper text with 
graphics, photos and sidebars, hiring a capable 
in-house or freelancer designer that will follow 
the look and feel of your company’s marketing 
materials. In some cases you’ll want a more a 
conventional approach of text/sidebars/graphics, 
but in others you may want to create an infographic 
report. That type of report can be easier to read on 
a screen and allow readers to zero in on the data 
points of interest.

The advantage of a study-driven whitepaper 
goes beyond positioning your company: 
study results are more likely to be picked up 
and shared by the media, which makes this 
type of whitepaper easier to promote.  
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PRODUCTION: With any whitepaper, you would 
want to start with an initial draft and have someone 
top-edit it for style and flow. From there you’d 
pass on to a copy editor who would focus on 
grammar, spelling, punctuation and consistency, 
especially when it comes to industry terminology 
and preferences that your company has for words, 
phrases and product names, for example. After that 
stage, you’d prep the whitepaper for design. This 
entails taking the copyedited Word document and 
adding instructions for the designer as to where 
to insert graphics,  sidebars and pullquotes, while 
also pulling stock shots to use—unless you will 
have the designer find the shots and select them 
as they see fit. Once the whitepaper is designed, 

it’s recommended that you and your team read 
the whitepaper in 3 stages, called Passes, to make 
corrections and adjustments until the whitepaper 
is ready to be distributed and/or printed. Usually, 
one person functions as the lead editor to smooth 
out style and language, while a copyeditor 
simultaneously reads the whitepaper to focus on 
grammar, spelling, etc. You also may have company 
leaders review the whitepaper and submit their 
comments. At the end of each Pass, the lead editor 
should include all comments/corrections in one 
document and send that to the designer to input 
changes. This makes the process more orderly and 
less confusing for designers.

Sample from Mexico: Insights into e-commerce, mobile app purchasing and digital subscriptions, July 2019.
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How to Develop  
Videos

One quick way to develop video content is 
to record one of your webinars. You can 
then edit it down to essential chunks or 

post the whole webinar after editing out any rough 
spots. While that type of long form content can be 
helpful, any of us that has watched online videos 
know that short and sweet is preferred by viewers. It 
wouldn’t be any different with thought leadership 
content. Here are some ideas for keeping it short 
and sweet with thought leadership videos.

PICK ONE PAIN POINT: Focus on one problem your 
customers face and provide a solid solution or a 
range of solutions options. Some pain points can be 
quite complex and not lend themselves to a simple 
solution, so you may want to break down the pain 
point even further and focus your video on just 
one aspect of the pain point. For example, in email 
marketing one crucial goal is improving click-thru 
rates (CTRs) for messages. A video could focus on 3 
strategies to do this. This won’t be the be-all, end-
all answer for better CTRs, but people could well 
appreciate—and watch—a video with 3 quick tips to 
improve this metric. 

BUST MYTHS: Human communication is rife 
with myths and misconceptions, and industry 
sectors are not immune to this by any means. In 
5 minutes or less, it can be easy for you to bust 
one myth about your industry or clear up one 
misunderstanding or dispel a rumor. 

RUN THE NUMBERS: With a Zoom account and 
a well-prepared Powerpoint with animation, you 
could narrate a quick video that breaks down 
key figures for your industry in a specific area. 
Sharing facts and figures can make for a short 

but interesting video that informs your audience, 
especially if you pick an area for which there 
are not many published numbers. For example, 
how much time, on average, do people spend 
on different social media platforms each day? 
What are the differences in time spent per 
demographics? If people under 40 are abandoning 
Facebook, which platforms command their 
attention and by how many minutes per day? 
Answering any of these three questions could be 
an interesting video topic because marketers need 
to know audience habits to properly target their 
campaigns. With enough thought, it’s possible 
for you to identify data points that people in 
your industry would find helpful—and build a 
quick video around breaking them down.

MAKE IT QUICK: Even with important business 
insights, it will be tough to hold your audience’s 
attention for more than 5 minutes, and even that 
seems like a challenge. So focus your video topic 
tightly and try to be as brief as possible without 
losing substance. To develop your ability to be brief, 
you may want to sketch out what you’d want to say 
in a video, read it and time yourself, then edit down 
as needed to get at the essentials while conserving 
clarity and cogency.

Sharing facts and figures can make 
for a short but interesting video 
that informs your audience.
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STORYBOARD: With a rough script that seems to 
be brief enough, your next step is storyboarding to 
decide about your video’s graphics. Will you have a 
narrator or have someone on your team appear on 
camera as a presenter? Will you use animation? Or 
maybe modify a stock video and add narration and 
effects? For the best result, you have to visualize 
the end product and then create a storyboard that 
shows, shot by shot, what you will have in your 
video. This is what you’d provide a video creator 

so they can make your vision come to life. This 
may seem a bit daunting, but thought leadership 
videos need to be well-produced to reflect well 
on the brand. In the B2C world, a video that looks 
informal and shot by a Tik Tok user could very well 
work and look authentic, but this approach isn’t a 
fit for thought leadership, since style is part of what 
conveys authority and credibility. 

2020-2021 Digital Payment Trends in Latin America. AMI Pop-up Presentation | August 28, 2020
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How to Develop  
Webinars

While webinars can be effective by giving 
you more time to connect with your 
audience (and existing clients or potential 

clients), the COVID-19 pandemic has also made 
us awash in webinars, many of them with “meh” 
quality levels. So when you advertise your webinar, 
you may find it difficult to drive registration. For 
webinars to work for you, you have to deliver on 
focus, presentation quality and production values. 

FIND THE FIT: The topic needs to lend itself to the 
long-form webinar format. Breaking down study 
results, offering solutions for a problem in your 
industry, dispelling concerns about regulations, 
sounding the alarm about a disturbing trend, 
highlighting new technology—all of these could 
be a fit. As with other thought leadership content, 
your clients’ and colleagues pain points will spark 
webinar ideas.

NARROW IT DOWN: One problem many 
webinars have is that their focus is too broad. 
For example, there are any number of basic SEO 
strategy webinars but not many on particular 
aspects of SEO, such as fast ways to build 
links at scale or optimizing your site’s coding. 
A narrow focus could allow your webinar to 
stand out—you just have to think about your 
target audience and ensure that your focus 
isn’t so narrow that you limit your audience.

INVITE INDUSTRY LEADERS: Adding well-known 
leaders to your webinar as guest speakers obviously 
lends prestige to your brand while attracting 
more registrants. This approach also lets you build 
relationships with clients and potential clients. 
However, you still want to ensure that these leaders 
are strong speakers, because if they aren’t, a dull or 
disjointed end result could hurt your chances for 
attracting people to your next webinar.

MAKE IT LOOK GOOD: If your webinar is driven by a 
Powerpoint, make sure that it is well-designed with 
compelling graphics, images and video. Use charts, 
animation effects and other elements to add 
dynamism and movement to your presentation. 
In addition, remember that less can often be 
more: avoid slides that are too loaded. Break up 
data into 2 or 3 slides rather than overload one 
slide. Remember that people are listening to your 
speakers and trying to process what is on the slides: 
too much can make them tune out. There’s no 
reason that you can’t present very simple slides 
for a live webinar and send your audience more 
detailed data after the event.

And why would your slides just need to be text? 
Here’s an example of one of our slides:

When you know your webinar material well, 
you don’t read what is on the slides to the 
audience. That’s the goal—it’s more natural 
and compelling that way.
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A good designer can create infographic-style 
that are simpler, easy to read and better for the 
audience to absorb than a slide full of bullet points.
In addition, there’s no reason to depend solely on 
Powerpoint. Effective presenters can use green 
screens with added effects, whiteboards and other 
approaches to engage their audiences. You should 
also explore different webinar platforms to learn 
about the possible effects that each offers, which 
may end up being more dynamic and interesting 
than a series of slides. 

RUN IT DOWN: Multiple rehearsals help webinars 
be smooth and familiarize yourself with the 
topics. In fact, you may want to ask your team to 
rehearse their individual parts on their own and 
then also meet with all presenters for a couple 
of run-throughs. When you know the material 
well, you don’t read what is on the slides. That’s 
the goal. Reading off the slides drags down the 
presentation. It works better when you reference 
the slide info or when you have your talking points 

memorized and use a whiteboard or green screen 
to draw in numbers or add effects. This makes the 
presentation seem more off the cuff and powerful, 
just as we have seen with live events when speakers 
have a video screen behind them and seem to 
effortlessly go from point to point. 

LOOK AT THE CAMERA: Many of us have a 
tendency to look away from someone we are 
speaking with as we gather our thoughts. It’s 
important to practice NOT doing this and staying 
focused on the camera, speaking directly to it. This 
is your connection to your audience, and you don’t 
want to lose that.

LOOSEN IT UP: Don’t feel that you have to have one 
speaker at a time, in order. Watch TV news shows 
when they have guests with opposing views. The 
discussions can be heated as guests exchange 
gibes and talking points—and it makes for good 
TV. While you don’t want full-scale arguments to 
break out at your webinar, you do want guests to 
interact and be part of the discussion at the same 
time. That gives the event more life and spontaneity 
than the usual approach of one speaker at a time. 
This would require a bit more rehearsal and one of 
your team acting as moderator to bring in speakers 
at different times and go over cues for them to join 
the discussion, but it will definitely make for a more 
interesting webinar for the audience.   
  
MOVE IT: Drop in stock videos with sound and 
music into your webinar. Videos can illustrate a 
point or serve as a transitional element between 
sections. This gives your webinar life.
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How to Develop  
Infographics

Even though they have been around for more 
than decade, infographics are still popular 
with readers, since they often distill complex 

data into an attractive JPEG, which makes for easy 
absorption or a handy resource for future reference. 
However, they can quickly become unwieldy if you 
overload them or don’t structure them correctly—or 
can become repetitive and boring if you don’t vary 
the data that you include. These tips could help you 
map out your next infographic to balance strong 
data with aesthetics that reflect well on your brand 
and engage your readers.

AVOID ABSTRACTION: Build infographics 
around topics that lend themselves not only 
to hard data but to illustration. You want to 
be able to use photos or illustrations of the 
concepts you’re conveying. If you just have 
data and can’t show examples of the data’s 
meaning or application, the infographic will 
look sterile and lifeless. This example shows how 
to integrate illustrations with data points:

VARY NUMBERS: Don’t build an infographic that 
shows percentage after percentage: you want 
to mix up ratios with percentages with absolute 
figures, fractions, decimals, numerical expression 
with written-out figures, and so on. The variety 
improves eyeflow so the reader jumps from 
section to section. This approach also lets you 
tell your infographic story more effectively as you 
illuminate different aspects of your topic with the 
types of figures you use. For example, an absolute 
number can give you a big-picture view (4.28 
million cars were sold in Latin America in 2018), 
but percentages or fractions can give you more of 
a contextual idea (market leaders by share), while 
CAGR projections offer a glimpse into the near 
future for planning (car segments with highest 
projected growth).
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TELL A STORY: Organize your infographic 
thematically, perhaps by using Part 1, Part 2, Part 3, 
or even chronological order, so there is a narrative 
flow and not just a flood of numbers and icons on 
a JPEG. This makes it easier for the reader to follow 
what is happening and absorb the information 
or find data points quickly after they have 
downloaded and saved the file.

BRAND IT AND TIE IT: All of your thought 
leadership content should be branded with logos 
and website, including infographics. But it may be 
even more effective to build an infographic around 
a product offering and mention that at the end or 
the beginning of the infographic so you can spur 
readers to come back to your brand after reviewing 
the infographic.

USE CHARTS AND GRAPHS: Expressing your figures 
in pie charts, bar graphs and charts breaks up the 
numeric presentation and allows you to work in 
illustrative elements to tell the story.

GO LONG: Sometimes you have too much data 
to fit on a JPEG, in which case you may want to 
expand your infographic into an infographic report, 
with a cover and expand your infographic canvas to 
take up whole 8.5 by 11 inch pages. This offers even 
more value to the reader and makes for an easier 
read, if you organize it with the right narrative flow.

REPURPOSE: Why limit yourself to an infographic? 
You could take the same figures, add some 
animation and use them to create a quick video. 
To an extent, your actual infographic can serve 
as a storyboard for the organization of the video. 
Sharing useful numbers can make for a quick, 
captivating video that you can post on YouTube 
or Vimeo, share via eblast or embed into a blog 
post or your site, among other options. This could 
allow you to get more mileage out of the data and 
engage a different group of people than those who 
read/saved the infographic. The video allows you 
to tie the data to a service/product you promoted 
with the infographic—or a different one, depending 
on your goals. 

Why limit yourself to an infographic? 
You could take the same figures, 
add some animation and use 
them to create a quick video.
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Part 3:  
Building a Thought 
Leadership Team
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Teambuilding: From 100% Insourcing  
to 100% Outsourcing

Even experienced marketers may have difficulty 
implementing thought leadership on their own. 
Understanding the idea of writing in chunks is 
not the same as being able to do it, for instance, 
and many marketers are talented strategists 
and leaders but not necessarily great writers 
and editors who can craft a whitepaper, crank 
out blog posts, map out slides for a webinar and 
speak, then storyboard a video or organize an 
infographic. As such, these marketers may need 
to build a team, either completely inhouse or 
partially inhouse—or they may need to explore 
dependable options to outsource their thought 
leadership. This section will explain how they 
can execute these options effectively.

ALL INHOUSE: In this case, a company would opt 
to hire a Content Strategist or VP of Content, at 
least 1-2 content marketing associates to craft the 
thought leadership content, a graphic designer 
and a web designer who can build blog sites, 
landing pages and eblasts, as well as edit videos 
and possibly create them. Depending on the 
volume you have planned, you may want to hire an 
in-house copy editor, as well, essentially creating a 
small publishing wing for your company.

While you obviously want a leader with a 
management track record, ask them to complete 
a sample assignment or have them submit writing 

samples of the first draft of blog posts, articles, 
whitepapers or other editorial content. Why? 
Because you need proof that this person knows 
how to write so they can coach the associates, 
set an editorial tone and step in to knock out 
copy when it’s needed. Thought leadership is 
like publishing in that respect: you need doers 
as leaders, it’s not enough for them to just be 
leaders. This is because thought leadership is like 
publishing—there are deadlines, pressure, problems 
that crop up, full-blown crises and other obstacles. 
If your Content Strategist can’t write themselves 
and can only give orders, they are not as useful as 
someone who can step in and contribute directly.

Beyond writing experience, you want to select 
a candidate that has experience posting in 
Wordpress or another type of content management 
system and that has strong experience in content 
marketing. Journalists can make the transition to 
thought leadership, but may have a weak grasp of 
the promotional component. And you need both 
good content execution and marketing savvy for 
thought leadership to work.

INHOUSE LEADER + STAFF: In this scenario, you 
would hire a Content Strategist and your inhouse 
team of experts would write. The Content Strategist 
would direct the inhouse team in terms of story 
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ideas, structure and execution, while also posting 
the stories (with blogs), editing whitepaper copy, 
overseeing blog/website/whitepaper design, 
managing webinars and all of the essential 
execution, perhaps with an assistant or two. This 
Strategist should know SEO and in their job 
interview, should be able to explain what they did 
to improve rankings for other companies. Of course, 
you could also just hire an SEO specialist to report 
to the Strategist and have the Strategist focus solely 
on editorial management. The advantage of this 
model is that your inhouse team would leverage 
their expertise to give you high-level thought 
leadership based on their knowledge and insights. 
The disadvantage of this model is that experts 
in subject areas are often terrible at writing, and 
it may be too difficult for the Strategist to coach 
them into good writing or to have time to fix the 
bad copy of your experts. 

IN-HOUSE LEADER, OUTSOURCED TEAM: With 
this approach, you’d hire an experienced content 
marketer or content strategist to build or bring their 
own outsourced team on board: freelance writers, 
graphic designers, web designers, etc. Any number 

of people in the industry have solid contacts they 
can leverage. The only issue is selecting the right in-
house leader who combines high-level editorial and 
management skills with a strong understanding 
of thought leadership marketing. The advantage 
here is the relatively minimal investment compared 
to building an in-house team. You can still take 
advantage of your in-house experts, but instead 
of making them write, the freelance writers 
could interview them and distill their thoughts 
into blog posts, whitepapers and so on. 

THOUGHT LEADERSHIP PARTNER: To kick off 
thought leadership quickly, fully outsourcing can 
be a strong option, particularly if your partner 
knows not only how to produce content but also 
how to conduct research. This is because some of 
your most compelling content can come from an 
original study. If YOUR company does the study, 
it could look to be biased or self-serving. But if an 
independent company carries out the study and 
then produces the whitepaper, webinar, report, 
case study or other content about the study, you 
give your content objectivity. This also reduces the 
load on the rest of your team: they don’t have to 
write or market, they can just focus on their daily 
tasks as always. With this approach, you also don’t 
have to worry about finding the right candidates 
and managing them or the team they build. 
Instead, the thought leadership partner handles all 
production and delivers finished products to you. 

Thought leadership is like publishing in that 
respect: you need doers as leaders, it’s not 
enough for them to just be leaders.
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Part 4:  
How to Market Your 
Thought Leadership 
Content
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What to Do
—and What Not to Do

Even though we’re placing this section towards the 
end of this manual, marketing your content may 
be the first step to focus on, before building a team 
or even writing a word of content or designing a 
graphic. Without a clear plan to distribute your 
content or measure your results, you won’t be able 
to justify the investment and prove the value to your 
company’s leadership. We crafted the following 
tips to help you map out your strategy and avoid 
common pitfalls in advancing thought leadership.

BUILD UP: Email is a tried-and-true method 
for reaching audiences, and surveys of digital 
marketers show that most of them still find it to 
be quite effective. This is why you’d want to look 
at your CRM or talk to your sales team to build 
a mailing list that would include name, job title, 
company, industry, country. Once you select a mass 
email platform (like MailChimp, Campaigner or 
perhaps a proprietary solution your company has 
developed), you would set up a mailing. You can go 
the traditional newsletter containing 3-4 stories or 
simply send out one piece of content, like a post, a 
link to a whitepaper, an infographic, a link to video, 
etc.  Regardless, you want to reach this audience 
consistently and not fall into the trap of sporadic 
output. Without steady, consistent engagement, 
you won’t see results from your thought leadership, 
just as a one-month advertising campaign is 
unlikely to produce much.

STUDY UP: Commissioning or conducting a study is 
not just a way to generate content—it also gets your 
content attention. Media outlets routinely report 
on study results. Review how industry publications 
and general media outlets cover studies—and 
the kinds of studies they cover—and try to create 
studies along similar lines. You’ll see patterns, such 
as CEO surveys or other study types, that will allow 
you to conduct the kind of study that reporters 

will cover. Rankings (e.g. top trauma hospitals, best 
CRM software, etc.) are another type of study that 
draws coverage because they supposedly highlight 
top performers in a given area, and audiences 
naturally click to see who made the rankings. You 
can also study areas that offer business potential for 
you and share the results to show potential clients 
and partners the validity of a technology or an 
approach. But before you start researching, consult 
your PR department to get their view on whether 
the topic you have in mind will garner attention: 
their input can help you create the best possible 
angle for the study.

MAP METRICS: If you have a study to be promoted 
in media outlets, then a certain amount of 
media stories could be the metric to measure 
effectiveness. But you could also offer the study as 
a whitepaper to be downloaded for free and track 
downloads. Or share results in a webinar and track 
attendees. If you opt to use blog content, track your 
web traffic before and after launch to ensure you 
get a traffic upsurge, but also look to track leads 
from the website due to content. These paths all 
have to be mapped out according to the content 
you plan to use for thought leadership, with results 
that have demonstrable business impact. For 
example, if your content produces trackable leads 
and you can trace whether these leads produced 
sales and how much, you have demonstrable 
business impact. But without a pre-established 
mechanism to track the leads, your thought 
leadership will lack attributability—a fatal flaw.

If someone in your company is well-known in 
your industry, your team can help make them 
into an influencer by supporting them with 
content and insights.
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COORDINATE: Talking to your social media team 
and sharing your content calendar with them 
beforehand will ensure they get the word out with 
your followers on the right channels. This team 
should also tell you which kinds of content produce 
the most engagement in each channel, which 
can serve to shape what you produce. You’d also 
coordinate with your PR team to find out the stories 
that reporters are writing about your industry: your 
topics should reflect this. Your PR team can also 
tell you what kind of data and information that 
reporters covering your industry are looking for. 
With that knowledge, you can create data resources 
that journalists may cite or that may spark them to 
interview your company leaders. A datapack can 
be just as effective as a whitepaper for obtaining 
coverage. With this approach the end result is 
media coverage and not leads, but this can also be 
beneficial to your company and is worth exploring. 

LET THEM KNOW: Building press releases around 
the release of new content can drive audiences to 
landing pages to obtain it or spur them to register 
for webinars or take other direct action. In this case, 
you’d use a broad press release platform to blast 
out the release to multiple outlets or reporters. 

PAY TO PLAY: Facebook offers the option of 
boosting posts, which you can do with content. 
This may not work as well with B2B, though 
LinkedIn does offer the option of sponsoring 
posts. Because of the cost and the fact that 
this option can sometimes lead to bot traffic as 
opposed to humans visiting your site, you may 
want to experiment with different content types to 
promote this way to see if a particular message or 
wording delivers better results for you.

PUSH IT: Push notifications can let your site visitors 
know once you have produced new content, 
hopefully leading them back to your site for 
another visit. Companies can develop these with 
their IT teams. The first step is showing users a 
box where people can agree to receive alerts for 
new articles. Once they agree to do this, your site 
will sent them alerts that appear in the corner of 
their Internet browsers when they go online. Some 
people find push notifications to be too intrusive or 
annoying, so it’s a calculated risk to use them. 

QUIZ THEM: You can build fun quizzes out 
of your content with different platforms or 
plugins and spread them via social media. 
This could scale up your reach and bring back 
traffic to your quiz, where you can include a 
link at the end to the content that inspired 
the quiz and bring traffic to your site.  

SPEAK UP: Targeting conference or event 
organizers (those who develop the actual programs, 
as opposed to salespeople) with content could 
yield speaking engagements for your team. In this 
case, the measurable results would be speaking 
fees, amount of events and any business that results 
from one of your team speaking at the event.  

CREATE YOUR OWN THOUGHT LEADERS: Brands 
pay influencers, people who basically attract a huge 
following because of what they share and how 
they share it, which can range from makeup tips 
and financial advice to gaming tips or silly stunts. 

Thread your SEO strategy into 
your content strategy.
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However, is someone in your company well-known 
and respected in your industry? Could you build a 
platform for that person to share tips, insights and 
data? This could be a website, a Twitter account, 
a LinkedIn page, a YouTube account…any number 
of options could serve. With this approach, you’d 
supply some of your thought leadership content to 
your individual leader, allowing him or her to share 
the data and insights while adding their own spin.

WORK OUT SEO UP FRONT: If you have an SEO 
team, it’s advisable to meet with them before 
developing thought leadership content. You would 
want to map out how they will optimize your 
content and see if they have advice on how you’d 
approach writing or developing the content with 
optimization in mind. This way, SEO becomes 
part of the DNA of what you develop and an 
integrated practice from the beginning, as opposed 
to something you try to add on after you have 
already developed content. Your SEO strategy thus 
becomes threaded into your content strategy and 
this should result in better rankings. That said, you 
also should develop a list of terms you want your 
company to rank highly for (page 1, top 5) and 
run tests to see where you rank before starting to 
develop content. Then you can review your rankings 
after you launch content, in monthly or quarterly 
interviews. While search engine rankings are not as 
powerful a metric as sales, they can certainly spike 
traffic and drive new business.

MAP OUT CONTENT PATHS: When someone reads 
a blog post, goes to a webinar your organize, 
reviews a case study, watches a video or consumes 
some other form of thought leadership content 
that you produced, what happens next? What do 
you do to move that person along a path that turns 
them into a customer for you? That is a crucial 
question to ask, and the answer will be different for 
every company. Regardless, you need to have your 
answers in place and craft paths that allow your 

content to produce tangible, easily measurable 
results that benefit your business. As such, talk with 
your team and sketch out customer paths on a 
whiteboard so you have a clear understanding of 
this. Without defined paths, you could end up with 
great content yet have no clear idea of how exactly 
it’s helping your company. 

What Not to Do

Here’s a look at the paths to avoid in trying to 
promote your thought leadership content.

AVOID SYNDICATION: Certain companies will take 
your content and place it in sections that run under 
articles in mainstream media outlets. Theoretically 
this leads to good traffic for your content. Feel free 
to run trials, but the reality is that these services 
often lead to traffic with an average visit time of 15 
seconds or less, suggesting that the visitors were 
either bots or clicked on your content by mistake. 
Either way, 1,000 visits lasting 15 seconds each are 
unlikely to bring you engaged clients or potential 
business partners.

NO GUEST POSTS: Some companies allow this, and 
it’s a common link-building strategy. You allow a 
guest post on your site and get free content as long 
as you link to a specific web site. That web site may 
also agree to share a link to your site. This could be 
fine…but often it’s difficult to tell if the site linked 
to yours has a good domain or page authority. The 
guest post content could also be mediocre and 
reflect badly on your brand, or be repeated on a 
number of other sites or contain spammy links. 
It’s safer to avoid this. You may want to offer YOUR 
content as a guest post, but it’s best to consult your 
SEO team with this approach to ensure you get the 
maximum benefit out of it.

DON’T UNDERPROMOTE: Some companies 
promote a whitepaper or webinar with one blast, 
perhaps out of fear of triggering unsubscribes 
among their base. While it’s true that you should 
be careful to not send too many messages to your 
audience, people are busy and may miss your first 
blast. So follow-up blasts—spaced out judiciously—
are what will produce results.    

After someone reads your post, watches your 
video, attends your webinar…what happens 
next? That’s an important question to ask—
and answer—up front.
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DON’T OVERPROMOTE: Large consumer brands 
will send you e-blasts 2 times a week or more. 
Why? They can afford to. They are looking to drive 
major traffic to their sites and have a high sales 
volume. But they also have millions on their e-mail 
lists and are constantly replenishing these lists 
with new subscribers. But if your company only 
has 5,000 subscribers, sending 2 messages a week 
could spark lots of unsubscribes and it could be 
much harder for you to build the list back up. 
The approach will be different for every company 
that has smaller-sized lists, but the best practice 
would be to track your results, especially your 
unsubscribes, to see whether the best frequency 
for your company is weekly, bimonthly, monthly or 
some other frequency.

DON’T HIRE INFLUENCERS WITHOUT TESTING: 
While influencers can be a great asset for brands, 
they are also a significant investment. In addition,  
promoting thought leadership content (as opposed 
to touting a skin cream or some other tangible 
product) is a little trickier. So you may want to set 
up trials using UTM codes or some other kind of 

marker to see if influencers really do drive quality 
traffic to your site or produce lots of downloads or 
spark webinar attendance. 

DON’T STOP: Companies often kick off thought 
leadership initiatives without a clear plan and 
don’t obtain the results they expect…or don’t know 
how to process the results they have. However, 
abandoning a thought leadership initiative can 
be like quitting a diet or stopping your workouts: 
simple persistence or optimizing your approach 
could be all that was needed to make everything 
worth your while. In other instances, it could just 
be a matter of time and consistency before you 
break through. Marketers know that running one 
campaign for one month for a brand is unlikely 
to spike sales, but that continual campaigns can 
often bear fruit over time. Thought leadership is not 
much different because it’s about messaging finally 
cutting through the clutter and resonating with 
an audience that is constantly bombarded with 
competing messaging. 
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Final Thoughts

Even though we have filled nearly 40 pages with 
tips on thought leadership in Latin America, it 
feels as if we have only scratched the surface. 
And truthfully, there is a lot more to discuss. For 
example, we didn’t explore how content marketing 
differs from thought leadership. Both are similar 
approaches, but thought leadership generally 
stays focused on business topics, while content 
marketing can touch on entertainment, sports, 
culture and other leisure topics. That’s because 
content marketing is about finding a new way for 
a brand to engage with consumers, perhaps by 
offering a fun quiz, an enjoyable video, a contest, 
etc. In contrast, thought leadership is meant to 
position a brand as an expert in a specific area—as a 
teacher, if you will, while content marketing is more 
like a classmate telling you a funny story or showing 
you a cool video or describing a great new TV show.

We also didn’t explore the deeper nuances of 
developing content for Latin America. With mobile 
devices commonly used to access the Internet 
in the region (as opposed to a PC), how does this 
affect your approach to online content? Should you 
develop an app? Or use mobile advertising to drive 
clicks to your content, perhaps with in-app ads?

Focusing on Fundamentals

These questions all speak to the myriad factors you 
must weigh when developing thought leadership. 
But don’t let this discourage you. At AMI, we didn’t 
start out knowing everything we needed to know 
about thought leadership. That knowledge grew 
over time as we developed different projects and 
experimented with approaches. That said, what 
we did have at AMI was a distinct and specific 
content strategy. We knew the exact format we 
would go with first—a blog—and knew what we 
expected to get out of this blog and how we 
would measure it. We tracked our costs from 

the beginning so we could compare the costs to 
new business generated by thought leadership 
and thus calculate ROI. We always had very 
direct content paths to track how someone 
would start on a certain piece of content and 
then be able to reach out to us. Search engine 
optimization (SEO) was threaded into our blog 
from the beginning: we wrote and edited our 
pieces to rank highly and used other techniques to 
optimize all blog posts and other content pieces 
so they would rank highly in Google searches. 
We did initial tests of our rankings for certain 
desired keywords/phrases and then checked our 
rankings later on to see if we improved because 
of content and what helped us rank better.

Expertise through Execution

We’d suggest that you focus on those 
fundamentals first. From there, you can try other 
forms of content while always sticking to your 
strategy and track results. Of course, your strategy 
may not always pay off immediately. But as those 
of us in marketing, sales and strategic planning 
know very well, you have to be flexible and adjust/
optimize your strategy as needed so that you 
can get the results you’re looking for. As you go 
through this process, you’ll learn not only about 
thought leadership in general, but also about 
how it’s best applied to your brand, including:

ll What your audience wants to 
read about or watch

ll How your audience prefers to consume content

ll If your customers in different Latin American 
countries have different preferences as far as 
content formats or platforms
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ll What industry issues are most 
important to your customers 

ll Who in your company has the potential to best 
represent your brand as an individual thought 
leader

ll Content topics or approaches your audience 
hates

ll Content topics or approaches your audience 
loves—but which don’t result in them contacting 
you

ll The best-performing (and worst-performing) 
calls to action

Once you have an understanding of these 
issues, you can further refine your approach. 
And pretty soon, you will be able to write your 
own whitepaper on thought leadership in Latin 
America or in your LatAm country of interest, all 
based on your direct experience and hard data 
documenting what worked and what didn’t.

Ultimately, we hope that at the very least, what 
we have shared in these pages inspires you to 
share the expertise of your company’s leaders 
and see if this strategy delivers the results you are 
looking for. Given the significant knowledge gaps 
in Latin America, there is a fantastic opportunity for 
companies to drive thought leadership. And this 
goes beyond just promoting or positioning a brand 
and can extend to organizations raising awareness 
about issues, offering solutions to societal problems 
and in general, providing the populace with 
deeper knowledge of the world around them.

Thanks for reviewing our whitepaper and we 
wish you the best of luck in launching, improving 
or refining your thought leadership endeavors 
based on what we have shared today.

Lastly, please don’t forget that we are offering 
readers of this whitepaper a free thought 
leadership consultation lasting 30 minutes. Please 
see page 3 for more details. And if you believe 
that original market intelligence is what you 
need to best initiate or strengthen your thought 
leadership, please feel free to contact us at 
info@americasmi.com about how we can put 
together a compelling study that can power your 
thought leadership while also giving you the 
insights you need for strategic business decisions.

Regards,

Abel Delgado
Director of Digital Marketing
adelgado@americasmi.com

Lindsay Lehr
Director, Payments Practice
llehr@americasmi.com
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