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Building brand authority

How to stand out in a world of

Al-generated content




There are many ways to position a brand in a marketplace. You can compete on price

or personality, values, location or, if you're lucky, the uniqueness of your product or
service offering. Or you can choose an expertise-based positioning strategy.

Expertise builds trust. It encourages loyalty. It allows you to charge a premium because
it shows you’re wiser and sharper than the next brand - and you can prove it. If
members of your team have mastered certain disciplines and subjects, why would you

try to compete on price?

Defining your brand: who should be involved? .

e

This strategy is also a strong choice because it’s difficult to emulate. You can’t fake
expertise, or not for long anyway. Only a few brands have what it takes to even qualify
- and fewer know how to translate the expertise within their business into marketing
strategy.

But this report isn’t designed to convince you of the power of expertise-based
positioning. We're assuming that you’re already convinced - you’re just not entirely sure
to about how fo take the expertise in your business and use it to build your brand
authority.

In this mini series on communicating expertise, we're going to be
looking at what it takes to build brand authority. We're also going

to look at the marketing challenges that stand in the path of every

expert-led organisation. But before that, we need to clarify what
an expert actually is.



https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/

You may be born with
talent but you won't
be an expert until

you've put in the time,
not to mention effort.

Of course, having some level of knowledge or skill doesn’t automatically make
you an expert. You have to work for it. That said, the moment you can call
yourself an expert is also not a clearly defined milestone. It's an ongoing and
evolving process. So how do you become an expert?

In his book Outliers, Malcolm Gladwell popularised the 10,000 hour rule’, which
essentially says that to become an expert at something you need to put in
10,000 hours of practice or study. This is actually an over-simplification of the
work of psychologist K Anders Ericsson but it makes an important point, which is
that there is a degree of time needed to become an expert. You may be born
with talent but you won’t be an expert until you've put in the time, not to mention

effort.



https://www.rogerkneebone.co.uk/
https://www.gladwellbooks.com/titles/malcolm-gladwell/outliers/9780316017930/

How 5 successful organisation demonstrate .
they're experts in their field
FURTHER READING ‘

How do people perceive expertise?


https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/

Understanding

First, you'll want to know that they
understand you - your sector, your
challenges, your goals. If you're a
multinational FMCG brand, you're
likely to discount the consultancy
that has specialised in SMEs or the
hospitality sector.

Insight

You'll also want your expert to be
able to give you insights - to show
you what you don’t know. An
expert will educate you, give you
the data, the frends. What is it you
should be focusing your attention
on? What questions should you be
asking?

Recommendations

And you’ll expect them to be able
to give you some
recommendations. Again, this is not
about them pushing their solution
but about them really
understanding you and showing
that they care about you getting
the right outcome, even if that isn’t
working with them.

Clarity

You'll also want to get some clarity
around the problems you're facing.
Some help digging below your
surface level symptoms to uncover
what’s really going on. A bit of
guidance and even empathy goes
a long way here and also helps to
show they actually understand you.

Solutions

Where you have a problem, you'll
expect them to be able to show
you what solutions are available -
not just what they can do for you
as a service provider, but all the
possibilities. What are the pros and
cons of each? What are the cost
implications?

The differentiator...
Evidence

And then finally - and this is most
crucial - you'll want them to be
able to back up everything they
say. You’re about to spend a lof of
money and take a big risk. You
need to know they can walk the
walk as well as talking the talk.




How to establish expertise using content

Now bear in mind that a lot of these points above are going to be part of the
service that is ultimately delivered to you. By the end of your engagement with
whichever ESG consultancy you choose, they should have hit each of these
marks.

But remember, we're talking about choosing the firm in the first place. You
haven’t worked with them yet - you haven’t even booked your free, no
obligation consultation - you've just got a handful of names.

So how can they show you that they understand you more than the next
brand, that they have deep insights into your problem and can navigate you
through the possible solutions? That they have experience and get results and
that they actually care?

That's where content comes in. And that’s what the next blog in this series is all
about. To make sure you don’t miss it, follow us on LinkedIn or sign up for our
fortnightly roundup, The Right Words.




How to build your brand authority with
expertise-based content

Before you can create

The Rin Hamburgh & Co team is made up of

_ ; ] a content strategy [...]
skilled experts with many years of experience.

ou need to clarif
Easy enough to say - but not especially y y

convincing, right? Being an expert is one thing - SIme| G agie

proving it is quite another. eUr (Sl mEssee S

In the first blog in our series on communicating

expertise, we looked at the deceptively simple

question: what is an expert? But if you want to build your brand authority, it's not
enough to have expertise in your organisation, you need to prove you have it. Again
and again.

One of the surest ways to do this is to create and consistently publish content that
draws upon the expertise in your organisation, but where do you start?



https://www.rin-hamburgh.co.uk/services/clarify-and-communicate-your-message/
https://www.rin-hamburgh.co.uk/services/clarify-and-communicate-your-message/

What experts need to know about their audience

Of course, communication is as much about who is listening as who is speaking,
whether we're talking about foundational messaging or the content you build upon it.
That means you need to have a deep understanding of your audience.

This is the case across all marketing but in particular, for expertise-based content, you
need to think about two things:

If expertise is high
grade cashmere, then
expertise-based

contfent is a hand
As an expert brand, you need fo be very clear on knitted cashmere

how knowledgeable your audience already is - or

1) What is their knowledge base?

jumper.
isn’t - about your subject area. This will determine

both where you pitch your content and how high a
bar you need to meet to establish that expertise.

Let’s say you’re a private chiropractic clinic looking to create content for your patient
audience. They might need to be talked through the basics of what chiropractic
medicine is and why it's beneficial but they’ll probably assume that there is a level of
expertise within your practice.

Imagine, however, you're a chiropractic-led medtech company looking to sell your
platform to an audience of orthopaedic surgeons or an NHS trust. That audience is
already highly knowledgeable and they’re likely to be much more sceptical about your
expertise, so your content will need to work that much harder.

2) How much do they care about?



They want to see that you understand how what you do links into their world.
How can you make it useful to them? If expertise is high grade cashmere, then
expertise-based content is a hand knitted cashmere jumper.

How to explain a complex value proposition

in a nutshell .

Content strategy for expert-led businesses

Content strategy is too big a subject for us to go into in much detail here. Content
pillars, buyer journeys, content categories like ‘how tos’ and ‘roundups’ - that’s content
marketing theory 101. If you're a subject matter expert, these are all things you're going
to need to brush up on, or you’re going to need to hire yourself a marketer.

But marketing knowledge alone isn’'t enough to create expertise-based content. The
truth is that plenty of brands provide useful content - guidance, education, data,
trends, facts - by drawing on the internet and reiterating what other people know.
There’s no subject matter expertise present to elevate it.

To imbue your content with that final level of authority, you need one of two things:


https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/

Original research

Why creating content isn’t enough, even if .
it’s excellent
FURTHER READING ‘

The importance of collaboration


https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/
https://www.rin-hamburgh.co.uk/why-creating-content-isnt-enough-even-if-its-excellent/
https://www.rin-hamburgh.co.uk/why-creating-content-isnt-enough-even-if-its-excellent/
https://www.rin-hamburgh.co.uk/why-creating-content-isnt-enough-even-if-its-excellent/

Marketers, it's your job to become a prospector, mining your expert’s brain for the
most valuable seams of gold that you can then shape into content that serves your
audience and the brand you're building. You'll need to set the strategy and push back
when your experts stray from it. Remember, they're not the marketing authority, you
are. More on this in the next blog post in this series on communicating expertise.

And subject matter experts, you need to make yourself available and you also need to
respect the expertise your marketer has. You're creating content, not writing an
academic paper or presenting to a handful of peers who are as interested as you are
in every nuance of your subject. Your marketer is there to extract and shape the right
aspects of your expertise so that it hits key marketing and business objectives.

In our experience, this truly collaborative relationship is hard to achieve - be prepared

for the Storming stage of Tuckman’s group development model - but if you can

achieve it, you will have the potential to create content that allows your brand to shine
out as an expert among your peers and competitors.




Involving experts in content creation:

a guide for marketers

Your job is to dig until
you find a rich seam
and then extract as

If you're a marketer responsible for executing an ‘
much gold as possible

expertise-based positioning strategy, you'll know
how important it is to collaborate with the subject and use it to craft the
matter experts in your business to create content yourself.
expertise-based content. But how exactly do you

go about doing that?

While you may be well versed in your industry - even a specialist - you’re not the
subject matter expert. The person or people with the deepest insights might be the
founder or CEQ, the CTO or Chief Science Officer, the product team or the consultants
out in the field.

As we mentioned in the second article, content produced by marketers in isolation from
subject matter experts is likely to feel insubstantial, no different from that created by
businesses with no expertise full stop. To set your content apart and make your brand’s
reputation shine, you’re going to need to work with your experts.

Easier said than done. Here are some of the challenges that you're likely to face, along
with solutions you can use to ensure you get the most out of them.

Challenge 01: Your subject matter experts aren’t
marketers



Solution:

How can you blog for my business if you're .

not an expert in my subject?
FURTHER READING ‘

Challenge 02: Your experts are very busy people

Even if you've landed yourself an expert who is adept at creating content,
there’s a good chance they’ll be too busy to put pen to paper. At least not with
the frequency and consistency you need to support a decent content strategy.

It could also be that they simply aren’t all that interested, especially if they
can’t see the benefit of creating expert content. Which means even if they say
yes, they'll find some reason why they couldn’t deliver this month - sorry, too
much going on with the latest sprint or patent application or fundraising
round.


https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/

Solution:

Let’s address the latter issue first. If your expert isn’t convinced that content is
important, you’re going to need to sell the benefits and make your case.
Remember, they’re not the marketing expert, you are - it might be obvious to
you that expertise-based content can have a significant impact on the
business but not to them. Find out what it is they care most about - whether
it's generating leads or getting speaking engagements - and appeal to that.

Then, once they’re convinced, make it easy for them. Rather than bugging

them every week, arrange a longer session once a month or even once a
quarter to get the information you need for a content series.

And make sure that you do your research so that rather than asking them the
basic questions - the stuff you could find out with a bit of research - you can
ask them for those insights that only they as experts can bring: the anecdotes,
the opinions, the nuance.

Challenge 03: They just have too much expertise
and knowledge

Experts, by their very nature, hold a lot of information in their heads. They
may be good at accessing that information, but they’re probably less adept
at sifting through it and working out which bits are relevant to the given piece
of content you're creating. Being passionately interested in their subjects, they
may well go into far too much detail.

Solution:

Imagine that information is a tangle of yarn. In that state, it isn’t inherently
useful unless you’re a passionate collector of yarn. In order for it to be useful,
it needs to be untangled, and the right strands knitted together according to a
pattern to form that jumper, or a scarf or a hat. Ditto information.

As a marketer responsible for creating content based around subject matter
expertise, you need to get good at extracting the right information from your
experts - the untangling and selecting process - as well as using it o create
the content itself.



So you'll need to learn to ask the right questions and guide the conversation
so it stays on the right track, pushing back when your expert veers off track.

It might also be helpful to create a brief for your experts to consider in
advance so they feel prepared. This is especially important if your expert is
prone to rambling or if they’re the kind of person who likes to ponder a
question for a few minutes - or hours - before giving their answer.

You'll know - or get to know - your own experts and what you need to do to
get the best out of them.

Challenge 04: They don’t know how expert they
are

FURTHER READING

Solution:


https://www.rin-hamburgh.co.uk/the-4-stages-of-competence-what-every-business-owner-needs-to-know/
https://www.rin-hamburgh.co.uk/defining-your-brand-who-should-be-involved/

In our briefing sessions at RH&Co we often help experts to come up with
analogies to make whatever it is they’re talking about more understandable
to the brand’s audience. As an example, we work with a company that’s in
embedded finance and one of their experts was talking about the difficulty of
performing KYC (Know Your Customer) checks to protect against financial
crime. The analogy we helped them come up with was:

"It's the equivalent of taking a utility bill o the bank to prove identification.
Except in this case, the bills aren’t yours and you might not know how to find
the people who have them."

You can see how that instantly makes a subject a lot more tangible and
relatable.

Challenge 05: They just don’t respect your position

This one might sound a little harsh but we’ve heard it from enough marketers
to know that it’s true, even if it's not meant as badly as it sounds when you
write it down in black and white. It's just so much easier to cancel an internal
meeting than an external one, or push team based tasks down the to-do list
because a request related to a client project feels more urgent.

Solution:

In the same way that kids will often ignore their parents but listen as
soon as a visitor has something to say, we’ve found that experts
usually pay better attention to us as outsiders than they do to their
own people.

Another benefit of being an outsider is that we can push back
without fear of internal politics. We've often stayed on a briefing call
with a marketer after the subject matter expert has left and heard
them marvel at how much we've managed to extract. They may
have been asking the same questions for weeks and not getting
anywhere. It's annoying but it’s just the way it is with some experts.



If you’re considering bringing in support to help you extract the right
information from your subject matter experts and use it to create
genuinely useful, authority-building content, you may find yourselves
facing one final hurdle.

The problem with some subject matter experts is that they don’t believe
anyone else is capable of representing their knowledge faithfully.

That's why we wrote “How can you blog for my business if you're not
an expert in my subject?” Follow the link for a post that’s designed

precisely to help you make your case without treading on any political
landmines.



https://www.rin-hamburgh.co.uk/how-can-you-blog-for-my-business-if-youre-not-an-expert-in-my-subject/

