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EXECUTIVE Q&A

From Newcomer to Recognized Leader:
How Deloitte Discovery Used Thought Leadership to Put Its
Business on the Map

When discussing companies seen as true “thought leaders,” it’s natural to look to firms with big
budgets, strong brands and well-known pedigrees in their chosen markets. However, midsize and small
professional services firms, as well as lesser-known business units at larger organizations, also can use
thought leadership to boost awareness, generate significant leads, and help drive the growth of the
overall enterprise.

A prime example is Deloitte Discovery,a unit of Deloitte Financial Advisory Services LLP (Deloitte FAS).
Deloitte Discovery’s offerings help parties involved in a legal matter with “discovery,” which is part of the
pre-trial litigation process during which each involved party requests relevant information and documents
from the other side in an attempt to “discover” pertinent facts.With more and more communications and
documents now being generated, transmitted and stored electronically, technical competence has become
an increasingly important skill in the discovery process. Prior to 2008, Deloitte Discovery was an emerg-
ing player in the discovery space. But in three short years, the practice has significantly expanded its pres-
ence among legal executives, resulting in increased industry recognition and double-digit revenue growth
in an industry increasingly hungry for consulting and technical advisory.

A major contributor to Deloitte Discovery’s growth has been the practice’s thought leadership mar-
keting program, which was established by Marketing Manager Alan Numsuwan. Under Numsuwan’s lead-
ership, this program continues to help make Deloitte Discovery a name that is gaining in prestige and
respect among the legal community around the world. In recognition of its achievements, the program
received an ITSMA 2011 Marketing Excellence Diamond Award in the Driving Business with Thought
Leadership category at the 18" Annual ITSMA Marketing Conference in October 201 I.

Recently, Alterra Group Partner Bernie Thiel spent some time with Numsuwan discussing the challenges
he faced in marketing a specialized business unit within a larger, more well-known organization, why
thought leadership marketing was the natural choice to form perceptions, and the measures he uses to
gauge the results of his team’s efforts.

Bernie Thiel: Let’s start at the tice also lacked a broad marketing
beginning. What were the main plan, and had few supporting mate-
challenges you faced when you took rials. From an eminence perspec-
on marketing Deloitte Discovery! tive, our professionals were not out
in the marketplace demonstrating
the type of strategic and forward-
thinking that Deloitte so often rep-
resents.

Alan Numsuwan: There were
two big business challenges for
Deloitte Discovery. One was build-
ing recognition and credibility in the
marketplace. The other was that, at
the time, the discovery market was that thought leadership marketing
focused on lower prices and not on was the right approach in this
the quality of the service. The prac- Alan Numsuwan situation?

BT: Why did you determine
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AN: In learning about how we were providing value to
our clients, | noticed the ones that were benefiting the
most were the ones that addressed their discovery chal-
lenges in a proactive and strategic manner versus a reac-
tive manner. To set ourselves apart from competitors
and leverage the consultative brand strength of Deloitte,
we used thought leadership that was focused on client-
facing issues like improving defensibility, balancing risk
and cost, and overall process improvement.

A thought leadership program
would help the practice be seen as
true advisors to companies. And if
we did it right, business would come
to us because we’ve built up credibil-
ity—particularly for companies that
are progressive about their discovery
operations. That’s one of the traits
we're looking for in a client.

BT: So what did you do?

AN: One of the first things | did
when | came to Deloitte was meet
with the practice leaders.Then | tried
to meet as many senior practitioners as
possible and get a sense of their personalities. In those
discussions, | was trying to understand not only what |
can do from a marketing standpoint, but also to gauge
who | can put in front of an audience, who would be able
to write, and who was in alignment with what | was try-
ing to do with my marketing plan. If they were indiffer-
ent, then | was also trying to get their buy-in for what |
was trying to do.As these leaders were potential con-
tent providers, | wanted to make sure they were not
going to treat marketing as just something that we do,
but something that brings value to the practice.

| also did lot of research about issues and industry
trends. One example is that we held a series of round-
tables in which we got clients in a room with their peers
to just talk about how they were handling issues and
what they were doing to prepare for them. We were
there just to listen, provide answers when asked, and
foster the conversation. Roundtables are one of the
better ways to understand what is really bothering
our clients.

In addition, | did an assessment of our own materials
as well as what competitors were putting out in the
marketplace. This helped me to understand whether
the market was ready to accept us for what we wanted
to be: an e-discovery consulting advisor. The industry as
a whole was so price driven, and there was so much
marketing noise in the marketplace, that companies
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In learning about how we
were providing value to our
clients, | noticed the ones
that were benefiting the
most were the ones that
addressed their discovery
challenges in a proactive
and strategic manner versus
a reactive manner.

were really struggling to find good, useful guidance and
information.

Simultaneously, | reached out to media companies to
find out what they had to offer and how they could help
me achieve my long-term goals. That helped me to fig-
ure out where to invest.

BT: In your presentation at the ITSMA conference,
you mentioned the importance of creating an “idea net-
work” as part of your thought lead-
ership program. Can you talk a little
bit more about what'’s involved in
that and how you approach it?

AN: An idea network is useful to
keep track of who “owns” particular
issues in our organization and who
to go to for insights on those issues.
| think in many companies, the tradi-
tional way of doing thought
leadership is that a practitioner
comes to the marketing person and
says, “l have this idea; | need to tell
everybody about it” And the mar-
keter says,“Okay, let’s do that.”

Instead, | worked with the practice to identify the
issues that were important to clients and prospects. Ve
then assigned people to own and develop the content
around those issues, and approached it in a way that
made sense for the market. That way, content is not
coming from out of the blue; but there was some
rationale behind the distribution.

The idea network is also a way to put some strategy
behind a marketing calendar. Instead of just tracking
that we have a white paper in September, a webcast in
October, etc., we can specify the reasons why we are
talking about these issues at these times. Plus it’s a good
management tool for the plan as a whole.

BT: What are the main elements of your thought lead-
ership marketing program?

AN: Surveys are a great way to show that we are in
tune with the market. Personally, I've found that check-
lists and short, helpful tips are really popular. White
papers also are good tools, especially in our market.
Corporate legal department folks generally like to have
something on paper to read. The challenge is making
sure that white papers and point-of-view papers are
focused and not pitching something. And speaking, of
course. Getting in front of the right audience and
demonstrating knowledge and the ability to advise on a
topic has been very valuable.



BT: What role does your website play in this whole
process!?

AN: Great question. Deloitte’s website is very
advanced and very good for posting content. For exam-
ple, for our Consulting subsidiary, we have a lot of
material there, and we know companies come and
download them. And that’s great for Deloitte
Consulting LLP, because they have a reputation and the
brand recognition, and companies know to go to the
website to learn more on the issues they address. For
FAS and Discovery, its a little bit different. Deloitte
might not be the first resource to think of when some-
one wants to learn more about those issues.

To get out in front of our target audience, | worked
closely with Law.com, which is a leading place to go for
legal issues and has a good reputation among people
interested in discovery. In addition to our own website,
Law.com hosted our content and tracked those who
downloaded it. This partnership allowed us to reach our
prime audience while giving us valuable market data.

BT: Two other channels or activities | want to touch
on: e-mail marketing and social media. What role do
both of those play in your program?

AN: E-mail marketing through companies like
InsideCounsel, Corporate Counsel, and Law Technology
News, which have niche subscriber bases, has been very
valuable as lead-generation tools
because it gives us reach into their
markets where we’re not as known.
Social media, on the other hand, has
been used as a hosting and promo-
tion vehicle only, but that is due pri-
marily to company policy.

In the future, if we have a change in
policy, | would love to engage in a dia-
logue with the discovery community.
As more discussion goes online, it
would be good to be a participant in
that sort of exchange.

BT: What would you say have been
your biggest challenges setting up and
running your thought leadership program?

AN: Content development, number one. The manage-
ment of balancing content providers who are busy
working on client projects with seeing content develop-
ment through to completion is very challenging.
Oftentimes, someone will say, “l could write something
short on this issue; I'm the resident specialist on this.”

My tip would be try to
develop two to three
times more content than
you need, because only
one-third of the content
may actually get
developed.

And then, when it comes time to start working on it, the
response is, “Oh, I'm on with a client, and I'm out of
pocket for the next three months.” My tip would be try
to develop two to three times more content than you
need, because only one-third of the content may actual-
ly get developed.

BT: So,in other words, get a lot of stuff in the pipeline.

AN: Exactly. The second challenge is instilling consis-
tency within the content. That is, to have a consistent
message, which is to make it about the client or the
intended audience.

BT: Going back to your first challenge: Do your con-
sultants have any kind of mandates built into their man-
agement goals to participate in thought leadership and
publish—as they do in academia?

AN: Yes, we do. It’s sort of an intangible goal to
progress in your career at Deloitte. However, at
Deloitte, being “eminent” in the marketplace means
more than checking off a box in your goals—*| wrote
my one paper” or “| spoke on a webcast.” It means,“|
did a number of concerted eminence activities and |
have taken measures to be recognized in the market-
place. I've gotten meetings out of it, I've gotten leads
out of it, I've built x amount of dollars of business out
of this.”

What's interesting is that thought
leadership is not something that only
senior-level people who are trying to
get to the next step are interested in.
I’'m starting to see interest from the
manager level, too. Previously,a lot of
managers would just say,“Oh, I’'m not
qualified for that; that’s usually left to
senior managers or partners.” Now,
I’'m getting managers saying, “l want
to get in on the discussion. | want to
meet more people in the industry. |
want people to know who | am as |
progress in my career”” And that’s a
big change.

BT: It sounds like your approach has been effective in
getting people more engaged in thought leadership. And
that you’re now a really important person to those peo-
ple’s careers.

AN: It’s funny—I| was in a meeting with a consultant

talking about marketing and thought leadership, and |
basically said to this person,“I’'m going to be your agent.
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I’'m going to help get you speaking engagements and
publish articles.” But | also make it clear to them that
they have to demonstrate something of value to the
audience and not have only a sales perspective. This isn’t
just about filling their pipeline. This is about showing
experience and knowledge.

BT: Now that you have a few years
under your belt, how would you
assess the results your thought lead-
ership program has delivered. How
do you measure success?!

AN: From a practice perspective,
we've certainly grown. Now, the nat-
ural question is, didn’t marketing
make that happen? The answer, |
think, is no. It’s a concerted effort as
a whole to put Deloitte on the map
in the discovery industry.

But from a marketing perspective,
| can say this: In 2008, we had a handful of high-value
leads. By 2010, we were able to generate more than
1,000 inquiries and qualify hundreds of actual leads—
people with the right title at the right companies who
wanted to hear from us. That includes people who
heard us speak at conferences, attended our webcasts,
and downloaded our materials, as well as random phone
calls and emails.

Here’s a great example of the progress we’ve made:
About three months ago, | got an e-mail out of the blue
from a very large consumer electronics manufacturer. |
asked the person who inquired, “How did you think to
just e-mail the general Discovery@Deloitte.com e-mail
address?” Up until then, it was unheard of. The person
said she had talked to some people at a law firm who
said, for global discovery matters, call Deloitte. That
probably wouldn’t have happened in 2008. The same
thing goes for media and event organizers. They’re now
calling us and asking us to write an article or speak.

BT: That’s a classic example of how thought leadership
can help a company move from the “push” to the “pull”
marketing model.

AN: Exactly right.

BT: So why do you think your program has been suc-
cessful? What do you see as some of the main factors?

AN: One of the factors is that we continually stay on
top of the pain points for our clients so we know what
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By 2010, we were able
to generate more than
1,000 inquiries and
qualify hundreds of actual
leads—people with the
right title at the right
companies who wanted to
hear from us.

to address in our content. Our professionals go to con-
ferences to speak about topics and meet with interest-
ed companies, but | also attend to listen and learn.
Attending helps me to know which topics are the
hottest and speak directly with the people who are
there to learn. | also speak with media companies and
their research groups about the next
hot topics they’re studying. And a lot
of it comes from our leadership.
Our partners, our practice leaders,
are consistently on top of it because
they’re continuously working with
clients.

| also have direct and easy access
to our partners and specialists, to
bounce ideas off of them and get a
sense for what’s going on in the
industry. One of the reasons | have
this access is that | attend these con-
ferences as a content person,and not
so much as a marketing person. I'm
not setting up the booth and collecting business cards.
I'm there to understand where the industry is headed,
so | can have very substantive, content-driven discus-
sions with our leaders. Having that kind of inroad into
leadership is critical.

Writing is another big factor. I've worked with some
third-party writers who have been really good and some
who haven’t worked out as well. Those who are really
good gently challenge our professionals and help them
develop their ideas—and that has really helped the prac-
tice get on board with the program. The preferred sit-
uation is when you have a really good writer working
together with marketing and the subject matter advisor
to put our heads together and make a great product. |
give credit to some of our writers, and | give credit to
the practitioners who understand what they need to do.

BT: Let’s conclude with advice. Someone is starting at
a practice or an organization that has really very little
recognition in the marketplace and wants to use
thought leadership to change that. What would you tell
them!?

AN: | would say, number one, know your people. It’s
the first step to building your idea network. You have to
get close to these people. Too often, marketers just see
their jobs as packaging and delivering, or implementing a
marketing plan.

Number two is to understand if the market is ready
to accept you as whatever you want to be perceived as.
In other words, do your research upfront.



Number three is to do things with a purpose; don'’t
just do it for the sake of doing it or because you’ve nor-
mally done it. If you have a purpose, you are better able
to justify investments you want to make.

BT: Anything else?

AN: It is increasingly important for marketers to stay
close to the money. It helps show our ROI better and
talk about marketing programs in terms of financial
return. And it helps protect our jobs. A

As used in this document, “Deloitte” means Deloitte Financial
Advisory Services LLP. Please see www.deloitte.com/us/about
for a detailed description of the legal structure of Deloitte LLP
and its subsidiaries.

This publication contains general information only and
Deloitte is not, by means of this publication, rendering
accounting, business, financial, investment, legal, tax, or other
professional advice or services. This publication is not a sub-
stitute for such professional advice or services, nor should it
be used as a basis for any decision or action that may dffect
your business. Before making any decision or taking any
action that may affect your business, you should consult a
quadlified professional advisor. Deloitte shall not be responsi-
ble for any loss sustained by any person who relies on this
publication.
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Alterra Group helps professional services organizations raise awareness of and create demand for their services among
key target audiences. We do this via three principal services: developing unique points of view, articulating those points
of view in a variety of publications, and building powerful marketing campaigns around the content in those publications
to get points of view in the hands of current and prospective clients. We have applied our approach to thought leadership
marketing in a diverse group of professional services firms, including leading global outsourcing and systems integration
companies, influential trade associations, midsize consulting and strategic advisory firms, boutique consultancies, and

independent consultants and authors.
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