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What nonprofit doesnOt wantriseawareness, attract mosapporters, increase donatiémsnd
yet, manydonOt take full advantageaofe of thebest ways t@chieve all of thesdeveraging
knowledge capital.

Knowledge capitalalso called intellectual capitakpresentan organizationOs collective
knowledge, ideas, insights and expertise. This can be an immensely valuable asset when it is
effectivelydevelopedand communicated.

McKinsey & Company has begrarticularly adept aransformingits knowledge intaa wealth
generatingassetMcKinsey isone of the mossuccessful anohfluential management consulting
firms in the world It alsopioneeredhe promotion ofknowledge capitalThe firm produced
research on timely managemésguesand presentethefindings in articlesn such respected
publications ashe Harvard Business Review and thewall Street Journal. This approaclkenabled
McKinsey to educate prospective clients ab&ay busineshallengesvhile alsodemonstrating
the firmOs expertise in these ar&rathis way, McKinsey became one of the original Othought
leaders.O Thierm describgorganizations or individuals whdarehelpful new knowledge and
ideasaboutthe issues and challengesperienced byher targetaudiences

Lamentablyjn an effort to capitalize on the benefits of thought leadership, too many blogs,
newslettersyhite papersarticlesand other communicatis produced by organizations to
demonstrat¢hought leadershigre oftenonly banalaccounts ofheir services owork. In many
casesprganizations spento many resourcararketingseltimportantcontentrather than
developing content that is of realueto recipients

True thought ladership can attract peoplgin their confidence and trust and in turn baitd
organizationGmedibility and influence. Tdo so,however, the ideas and insiglis organization
sharesnustbe based othe needs athosereceiving the information. Thisiformationmustalso
be new or differentielevant tarecipientsO spific challengesndbased on proven experience or
evidence.

While you might thinkthis sounds like an undakingbettersuitedto large,well funded

nonprofits, it may in fact be small organizatidhat can do the best jo few years ago the

Bloom Group conductedsurveyinvolving 179 professional services firms in the &garding

how they develop and market their intellectualidpThe studyfound that firms with superior
intellectual capitain thecontent of their marketing programs were much more likely to generate
market awareness and business leads.

Some of the studyOs other findiags also insightfullnvesting moreri the development of
intellectual capitafather than itsnarketing for exampleled to more successful thought
leadershipThis speaks to the importanceanitentquality over quantity Churning our more



brochures and white papers doesnOt produce tesibdsDitOs the originality and relevance of
the content of those materials that counts.

Another interestingtudyfinding: educational vehiclewere more effectiven communicating
intellectual capital thaweremarketing vehicles. Thysresentationat educational conferences
and articles authored tipe firms®@wn experts for exampleproduceda betterreturnon
investmenthanmarketing vehicles such ass andbrochures

And finally, the study also found that the effective development and communication of
intellectual capital ibecomingmoreimportantfor organizations tdlifferentiatethemselvesand
compete effectivelyThis is also an important consideration in the gngaand increasingly
competitive nonprofit sector.

These findings have relevance &rnonprofitsbespecially small organizations that must attract
attention inCanadaOs largeol of charitable and mprofit organizationsTherefore if you want
to capitalize on your intellectual capital, here are some important points to keep in mind.

» Think of your organizationOs knowledge as an asset thaayouanageo produce
value

* Definethespecial insights, advice or idegsu have to offerto whom, and hw this can
help them

* Be a pioneertake the lead on an issuewvaice anopinionbased on your knowledge

* Develop your credentiaBndexpertise

* Use your knowledge capital to developginal, compellingandclearcontentbased on
proven experience or evidence

* Communicate this content through educational charthatenable yoto engage/our
target audiences

Transforming your knowledge capital into a competitive advartagehelp your organization
attractfunders andiolunteers and achieve yomission and visionSo, f you want your
nonprofit to be recognized for the value of your work, work on developing your knowledge
capital
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