Leveraging Research to
Create Differentiated
Thought Leadership



Thought Leadership Investment is Growing
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A Snapshot of Senior Executive Thinking

90% Why?

Spend more than two #1. Help problem solving
hours per week reading #2. Discover new ideas
thought leadership #3 Stay up to date on trends
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. influence a buying
Say it helps them make decision they have made

better business in the previous quarter
decisions

Source: 1. Global Thought | eadership Institute
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Why It's So Important Now: Differentiation

FORTUNE
Deloitte allegedly cited Al- THE WALL STREET JOURNAL.

generated research in a
million-dollar report for a Brands Adopt ‘No AI’ Disclaimers to Stand Out
P Amid the Slop

Canadiaﬂ pI'OViIlCial Marketers move to get ahead of growing consumer skepticism by labeling
content that doesn’t use Al
government

Forbes

Al Slop Is Real. Your Adoption Strategy May Be
Making It Worse.




Why It’'s So Important Now: Commercial Relevance

1% 70%

Average amount of
Say it is more effective buying journey
than traditional marketing completed before a

$ 2 6 5 customer contacts you

billion
Average annual global buying
behavior tied to thought leadership

Source: The ROl of Thought L eadership. Cindy Anderson, Anthony Marshall
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Commercial Relevance for ManpowerGroup

“The return on investment is about what you do with the thought leadership and the data. Once you've
created it, how do you make sure that it's really working hard for you over a sustained period of time?
Emma Almond, Director, Global Strategic Communications, ManpowerGroup
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What is Thought Leadership?

Thought leadership refers to
content that offers expertise,
guidance, or a unique point of view
on a topic or in a field.

Thought Leadership is distinctive,
evidence-based intelligence that
gives leaders the insights they need
to make better business decisions

Source: The ROl of Thought L eadership. Cindy Anderson, Anthony Marshall
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Getting Started

Consider your field & audience Align your perspective
Where can you have an impact? Use info you own to align POV

Comprehend the conversation Apply your perspective

What's already being said/done? What should change?

Create your perspective Engage your audience

What questions do you have? Feedback & continuous improvement

“‘What is the area we can really own? [You]
Do the Original Research need to be very focused on the areas that you
Test your questions. can own, and how you can be the expert. ”
Emma Almond, Director, Global Strategic

Communications, ManpowerGroup




Employment Outlook Survey Example
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Landscape Gap Do the Research Build the Story
What will hiring look Ask employers around What does this tell us
like next quarter? the world about the future of work?




Where the Process Starts

MULTI-UTILITIES 15% 50% 30%
OIL, GAS & CONSUMABLE FUELS 18% 32% 29%
OTHER ENERGY AND UTILITIES SUB-INDUSTRY 1% 45% 24%
WASTE REMEDIATION 13% 38% 38%
WATER UTILITIES 25% 42%
NORTH AMERICA 16% 35% ntries, from highest to lowest NEO (3)
CANADA 13% 39%
PUERTO RICO 25% 36%
USA 14% 34%
SOUTH AND CENTRAL AMERICA 20% 32%
ARGENTINA 23% 40%
BRAZIL 16% 29%
COLOMBIA 18% 35%
COSTARICA 26% 31%
CHILE 0%* 0%~
GUATEMALA 18%* 45%*
MEXICO 28% 25%
33%* 33%*
24%
ASIA PACIFIC 39%
AUSTRALIA 41%
CHINA 39%
HONG KONG 41%
INDIA 37%
JAPAN 46%

NORWAY, 16%
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reening, res urcing) improved your hiring efficiency? [Select

10. Which challenges, if any, has your organization experienced due to Al-generated applications? [Select one
option]

reening requirad
Lcandidate pool
Hiring Outlooks by Region No major challenges
Other (please specify)

Employment Outlooks Across the Americas

, though hiring intentio
npared to this time

Employment Outlooks Across Europe, the Middle East, and Africa
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Refining the Story

Changes Over Time

The Q2 2026 Global Net Employment Outlook improved since the previous quarter (+6 points) and year-over-year (+7)

Executive Summary

More than 41,700 employers across 42 countries reported a seasonally adjusted Net
Employment Outlook (NEO) of 31% as they forecast Q2 staffing changes in the latest 30 o
edition of the ManpowerGroup Employment Outlook Survey.
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Anticipated hiring Expected decreases are The Q2 2026 Global Net Employment Q22026
/\7I e s gven driven by @CONomic Outiook improved since the : oz 2O
by COMPEIE challenges. previous quarter (+6 points)
SXpauS o and year-over-year (+7).
Strongest NEOs Most Improved NEOs
Reported for Q2 2026 Compared to the same time last year
2025 2026
0, 0, (1) 0
39% 68% 41% 37% +9 +26 +14 +12
Asia-Pacific India Information ~ Organizations Asia-Pacific Brazil Information and Organizations
region with 250-999 region Utilities & Natural ~ with less than
employees Resources sectors 10 employees

Privacy & regulation concerns

Key Challenges Workers
Face With AI Insufficient Al training

26
Skill gaps hinder Al use 25 24 23
21 21
Lack of suitable Al tools 18 17 17 16 16

812 44
Workers resist change 10 10 10 10 10

92‘%} of organizations report workforce
challenges using Al, driven primarily by
privacy and regulatory concerns, with
training and skill gaps close behind.

Not useful in our work

---------- Unclear Al-use guidelines
Workers don’t see Al's value

Challenges identifying relevant use cases

Leaders resist change

Weak Al implementation

,,,,,,,,,,,,,, Mo barriers to using Al



Leverage the Story, Continuously Improve
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Turning Your Thought Leadership into a Reputation Engine

Foundational Research

\ g

Flagship Research Assets (e.g., whitepapers)
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Earned media Earned media Earned media Earned media
Social media Social media Social media Social media

SEO/GEO SEO/GEO SEO/GEO SEO/GEO
Lead gen Lead gen Lead gen Lead gen
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Global Thought Leadership Research Best Practices

]

Do the Prep Work

Know your audience &
refine your hypothesis

8

Trackable

To build value over time

®

/ \

®-®
Right People & Places

Ensure your teams understand
local culture and best practices

X0

Flexibility
To keep the story
relevant over time

i
Demographics

Adequate demographics and
firmographics to test hypothesis

95
Be Bold

Ask the tough questions,
go against the flow
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The 7deadly sins of Thought Leadership
Th h lt t Use a poor or biased methodology
Ou S a nO oo Right people, places and processes
Say something new. Be bold. KISS

Prioritize the problems Claim to know all the answers
Focus on actionable solutions Invite discussion

Forget to get internal buy-in Keep it to yourself

Leverage your whole team Atomize and publicize

15



Learn More

" Edelman ‘ Linked [ B2B Thought Leadership Impact Report

Unlocking the Power
of Hidden Buyers
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ManpowerGroup Solutions Across the Entire HR Life Cycle
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Management
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Resourcing Management Attraction Planning and Analytics
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Visit www.manpowergroup.com to learn more.
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Leveraging research to create differentiated thought leadership

Credible thought leadership is increasingly critical as the proliferation of Al-generated content makes it more difficult to
differentiate. In a recent study, most business leaders (71%) said thought leadership is more effective than traditional
sales and marketing at demonstrating a potential vendor’s value.

This presentation will explore the pivotal role of independent research in the process of creating thought leadership.
ManpowerGroup and Reputation Leaders will share lessons learned leveraging a quarterly survey of nearly 40,000
business leaders across 41 countries. It will focus on how to effectively leverage proprietary research in the creation of
thought leadership assets that impact business outcomes.

Key takeaways:

1. Global B2B and B2C research best practices.

2. How to effectively leverage research in global marketing, communications and thought leadership assets.
3. Equipping your leadership with compelling data-driven stories to engage clients.



Outline

* The value of Thought Leadership — Cherry pick from slides 3-7
 Personalize this to ManpowerGroup — why does MPG do TL?

* What is and what isn’t Thought Leadership — 8-10

« A framework to doing Thought Leadership — 11-17 (one side that buitas)
* How does this work in practice for MEOS

« Research that supports Thought Leadership — 18

« How does this work in practice for MEOS

* Building a Thought Leadership Reputation Engine — 19-24 (one side that builas)
« How does this work in practice for MEOS

* The seven deadly sins of Thought Leadership — 25

* How to communicate Thought Leadership — 26
« How does this work in practice for ManpowerGroup
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