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' Are you ready to
* lead through Risk,
%‘p #, Disruption, and
Transformatlon

.

What is thought leadership?

= Thought leadership is a type of content marketing where
you tap into the talent, experience, and passion inside
your business, or from your community, to consistently
answer the biggest questions on the minds of your target
audience, on a particular topic.
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What should thought leadership do?

= Thought leadership should be an entry point to a
relationship. Thought leadership should intrigue, challenge,
and inspire even people already familiar with the subject
matter. It should help start a relationship where none
exists, and it should enhance existing relationships.

https://www.fastcompany. .com/3003897, /golden: -rules-creating -thoughtful Hhought: Headership
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Confidence

CONFIDENCE = """

=You have to have
the confidence to
believe that you
know what you're
talking about, and
can carry off a
brilliant argument
about a particular
subject matter.
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‘ §|mple fruth obou’r ’rhough’r Ieodershlp y audience believes in you as an
'i expert if other members of the audience d the same thing.

, People everywhere depend on the opinions of others fo reinforce their beliefs .ll
and dlshngwsh ngh’r from wrong. |
i
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No legacy 1s so rich
as honesty.

William Shakespeare
ber ived to be honest) in everything
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' _Don"r bev Afrai f'C“Otroversy

y

Controversy for the sake of
controversy is sin. Controversy for the

sake of truth'is.a divine command.

Walter Martin
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Offer balanced view points

rsialis great, but it's an art. You also have to be
ible and fair. It shows you are sound, credible and
e talking about. And it shows them you are
ht leader.

Be a head turner

Everyone is writing thought leadership. The later you are coming to
party, the less clout you have. But that doesn’'t mean you cannot
turn heads. Find the right content fo comment on, and be the one

the changes the way people think. - )
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In view of Bell Pottinger’s antics is it &
time to regulate the PR industry?
Daniel Munslow n u

D 2017-07-13 17:19

It has become more important than
ever to address the current lack of
regulation in the public relations
industry, and explore the best options
in promoting ethical conduct across
the profession.

For several years, the Public
Relations Institute of Southern Africa
(Prisa) has been consulting with
industry and government
stakeholders on legislated self-
regulation for the communication
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management profession. Now, the
role of ethics in public relations has
come into question in light of the

Daniel Munslow.
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GovComms

A newsletter for government and public sector communicators ~ ——

MARCH 2017

The evolution of the
strategic advisor

*Danil Munsiow
gility is fast becoming the buzzword cation chooses to position itself to secure
Ar’ov communicators, as the profession c-suite buy-in for strategic communication
seeks to understand how changing imperatives. The last few years have seen
business models are impacting communica- dramatic shifts in the tactics around com-
tion and the way in which tactics are munication, often driven by digi-

sted. Downward revisions
forecast of the
country have once again
meant that budgetary
constraints continue to

tal disruption, but the core

business approach to
communication is now
playing catch up.

hamper the delivery of Shift 1 - Stra-
many strategic commu tegic advisor
nication initiatives, and

There must be
munslow
consensus to ad- unslowd Mcc

vance the mle nf

put pressure on com-
mimicators to find new
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Questions and Further

Discussion

Thank You and Questions

Daniel Munslow
E dmunslow@mccconsulting.co.za
C +27 83 338 7794

@munslowd
https://za.linkedin.com/in/danielmunslow
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