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There is a lot of information inside of The Ultimate Guide to Thought Leadership for Consultants. While reading the guide is
essential to understanding the principles, I wanted to create a resource to accompany you in the journey. 
 
That is the purpose of this workbook. 
 
It distills all of the lessons and key actions from the guide into a single workbook that you can work through from start to
finish.
 
If you have not read the guide yet, please read through that first as it is essential to understand many of the concepts and
exercises outlined in this workbook. 
 
You are about to embark on an exciting journey to build yourself up as a thought leader. I'm excited for you and where this
will take you.
 
If you have questions or challenges along the way, feel free to reach out to me directly at jake@contentallies.com
 
Jake Jorgovan
Founder of Content Allies
Thought Leader at Jake-Jorgovan.com

Welcome to your workbook

https://jake-jorgovan.com/
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This is the big question that will drive the rest of your answers throughout this book. 
 
What do you want to be known for? 
 
When people talk about your business, how do you want them to describe it?
 
Feel free to brainstorm multiple topics or answers to this question.
 
---
 
Once you come up with some answers, ask yourself:
 
Could I realistically become one of the top 3 experts in the world on this area of focus?
 
If you can't answer yes to that question, then I recommend niching down further.

What do you want to be known for?



The best consulting practices are focused around answering a big question. 
 
For example:

How do consultants turn themselves into thought leaders?
How do you negotiate the best contract terms with Salesforce?
How do healthcare organizations innovate technology in a regulated and complex system?

 
Now it's your turn to brainstorm questions.
 
What is the big question that you are seeking to answer with your consulting practice and
message?
 
Brainstorm ideas and pair them up to the answer to "What do I want to be known for?"

What question are you answering?



Who is your target market? Your audience? Your ideal customers? 
 
Is there an existing customer who represents your ideal customer persona?
 
Now write down as much as you can about this persona:

What are their biggest challenges and struggles?
How do they describe their problems when they talk to you?
What do they currently believe about your area of focus?
How educated are they currently about your offering?
What are their alternatives to working with you?
What do they want? Why do they actually hire a company like yours? What is their end objective?

 
Your goal here is to write out as much as you can about your ideal customer. Remember, this works 10x
better if you base it off of an existing customer as opposed to a theoretical person. 

Who do you seek to serve?



What do you believe about your area of focus that most others would disagree with?
 
What strong opinions do you hold about how to approach your area of focus?
 
List out as many bullet points as you can. 

What is your point of view?



Great consultants create frameworks that others can follow. They take complex problems and turn them
into repeatable systems that they can use to guide their customers through. 
 
Can you draw a diagram, chart, or model of your approach? 
 
Can you create a one-page document that pulls your approach into a single place?
 
 

What is your framework?



YOUR
PATH



In The Consultant's Path to Thought Leadership, I share the concept of being a "Guru" or a "Guide".
 
A "Guru" is an unrecognized expert in their field. They have deep expertise and credibility in their space, but they are not
widely known in their industry because they have never marketed themselves or shared their ideas with the world.
 
A "Guide" is a humble practitioner of their craft. The Guide has deep experience working hands-on with clients. They may
also very well be a master of their trade. The big difference is that the Guide doesn’t feel comfortable putting their own ideas
out into the world. They may say things like “I don’t believe I have anything profoundly new to say yet.”
 
To figure out if you are a "Guru" or a "Guide" fill out the assessment on the next page. 

Are you a "Guru" or a "Guide"?



Answer True or False to the following questions:

The path assessment

I have developed a unique approach to problems that have not been solved by others in my niche.
 
When I look around the industry, there are few others who I believe could do a better job than me
at my area of focus. 
 
I have beliefs and ideas that are contrarian to what others in my industry are saying.
 
I have produced incredible results for many of my clients. 
 
I've often thought about writing a book or compiling all of my approaches into a book.
 
I'm ready to go big and share my unique message with the world. 
 

_____
 
_____
 
 
_____
 
_____
 
_____
 
_____



If you have answered True to at least 4/6 statements on the previous page, then you can consider taking
the path of the "Guru".
 
If you have answered True to 3 or less statements. You should take the path of the "Guide".
 
The difference in the path:
 
It's simple.
 
A "Guru" starts by creating cornerstone content. They first capture all of their expertise in one definitive
resource. Then all future content points back to their cornerstone content.
 
The "Guide" skips cornerstone content (for now) and moves on to educational content or
networking content as a way to flush out their message in public while they master their craft and prepare
to create cornerstone content in the future. 
 

Choose your path
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Your cornerstone is your "Ultimate Guide". It is your definitive resource that embodies your best ideas all
in one place. 
 
Your cornerstone content should be the #1 resource on the internet for your topic of choice.
 
Brainstorm ideas for your cornerstone content topic here. 
 
Then run a quick Google search to see what else you can find on the topic. 
 
Keep doing this until you figure out an approach for your content that will let you be #1 in the topic of
choice. 
 
*NOTE: Skip this step if you are taking the path of a Guide

Define your cornerstone content



The best ongoing educational content is created from the questions your clients ask you. 
 
Think back through the past conversations you have had with your clients. 
 
What questions are they asking you?
What advice are you constantly repeating to them?
What assumptions do they have which you often correct?
What mistakes do they commonly make?
 
Use your past client conversations as inspiration for educational content. 
 
List out as many ideas and topics that you can. This will become your backlog for content ideas for years
to come. 

Brainstorm educational content



Content can be an incredible way to network with prospects, peers, and influencers in your market. 
 
Who are some of the top influencers that you would love to network with?
Who could be an incredible referral partner for your business? 
 
How can you create a content series or platform that enables you to network with these individuals?

Plan your networking content



SUPPORT
SYSTEMS



No matter how hard you try, you simply cannot manage an entire content process on your own. Even the
biggest names in consulting and personal branding have support managing their content.
 
You will need to pull in support from other in-house team members or external resources if you want to
create a content plan that you can actually stick to. 
 
The following page helps you identify your areas of strength and weakness so you can decide where to
focus your energy, and what you should delegate to others. 
 
As you go through these questions ask yourself:

What gives you energy?
What drains energy from you? 
How do you prefer to communicate ideas? 

You can't do it all



On a scale of 1-5 circle your reaction to the following statements. (1 = hate it, 5 = love it)

Strengths & Weaknesses

Creating a Content Strategy
 
Writing Articles
 
Managing Social Media Accounts
 
Designing Social Graphics
 
Website & Content Management
 
Speaking Opportunities
 
Being Interviewed by Others
 
Managing Email Newsletters
 
 
 

1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5
 
1    2    3    4    5



Look at your answers to the questions above. Identify what areas you "hate" or you simply don't have
time for. Look at those for your first areas to delegate and gain support in. 
 
What actions are you going to take to support yourself in your content strategy? 

Support Actions



NEED
HELP?



Let Content Allies support you in your journey. 
 
We turn consultants into thought leaders through content marketing.
 
Our team interviews you live and turns your expertise into marketing content for your
business. 
 

Ready to become a thought leader?

30 Day Money Back Guarantee
If you are unhappy for any reason in the first 30 days of
working together, we will refund 100% of your money.



Happy Customers
"The content you wrote generated over
$500k in new revenue for my business. 
It has become the single largest growth
channel for my consultancy and continues to
keep giving."
 
- Dan Kelly, The Negotiator Guru

"Content Allies has been a great partner to help  
ramp up my content efforts. They provide the
accountability to get the content done as well
as the polish to take my ideas to publishable
content. And even better, we just got a new
client as a result of their services."
 
- Stephen Carl, NeedleMovement

My husband literally asked me how I had
the time to get all of this content produced
with everything else I had going on.
Content Allies is the secret. They have been
incredible to work with and lift so much
weight off my shoulders.
 
- Donielle Buie, WifeMotherLeader

"Working with Content Allies has been exactly
what I needed. I’ve gotten over 30,000
impressions on my content in the first month
and it’s leading to significant engagement on
LinkedIn and a noticeable lift in email
subscribers."
 
Nils Vinje, Glide Consulting



SAY HELLO!
Contact us at hello@contentallies.com
Learn more at https://ContentAllies.com

https://contentallies.com/

