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Thought Leadership Investment is Growing

Employment Outlook Survey 

More than 60 years

Currently 

40,000 hiring decision makers 

42 countries

Every quarter



3

90%
Spend more than two 

hours per week reading 
thought leadership

97%

A Snapshot of Senior Executive Thinking

Say it helps them make 
better business 

decisions 

95%
Say it has helped 
influence a buying 

decision they have made 
in the previous quarter

Source: 1. Global Thought Leadership Institute 
2. Reputation Leaders Thought Leadership Study

Why?
#1. Help problem solving
#2. Discover new ideas

#3 Stay up to date on trends

https://gtli.org/promise-peril-attitudes-practices-thought-leadership-changing-era-ai/
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Why It’s So Important Now: Differentiation
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Why It’s So Important Now: Commercial Relevance

71%

$265 
billion

Average annual global buying 
behavior tied to thought leadership

70%
Average amount of 

buying journey 

completed before a 

customer contacts you

Say it is more effective 

than traditional marketing

Source: The ROI of Thought Leadership. 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

Davos Engagement

Conferences 

like VivaTech

UNCW's Business Week

Social

Posts

Infographics

Global 

Reports

Localized 

Country 

Reports

Industry Spotlights

Media 

Attention
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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

L  eading   

A  pplicable

D  istinct   

E  vidence  

Source: The ROI of Thought Leadership. Cindy Anderson, Anthony Marshall
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Getting Started 

1 Consider your field & audience

Where can you have an impact?

2 Comprehend the conversation

What’s already being said/done?

3 Create your perspective

What questions do you have?

4 Do the Original Research

Test your questions.

5 Align your perspective

Use info you own to align POV

6 Apply your perspective

What should change?

7 Engage your audience

Feedback & continuous improvement

“What is the area we can really own? [You] 

need to be very focused on the areas that you 

can own, and how you can be the expert. ”

Emma Almond, Director, Global Strategic 

Communications, ManpowerGroup
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Employment Outlook Survey Example

Landscape Gap 

What will hiring look 

like next quarter?

Do the Research

Ask employers around 

the world 

Build the Story

What does this tell us 

about the future of work?



Where the Process Starts
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Refining the Story 
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Leverage the Story, Continuously Improve



13

Turning Your Thought Leadership into a Reputation Engine

Foundational Research

Flagship Research Assets (e.g., whitepapers)

Industry DemographicsCountry/Region Buyer Personas

New Assets New AssetsNew Assets New Assets

Earned media

Social media

SEO/GEO

Lead gen

Earned media

Social media

SEO/GEO

Lead gen

Earned media

Social media

SEO/GEO

Lead gen

Earned media

Social media

SEO/GEO

Lead gen
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Global Thought Leadership Research Best Practices

Right People & Places
Ensure your teams understand 

local culture and best practices  

Demographics
Adequate demographics and 

firmographics to test hypothesis

Trackable
To build value over time

Flexibility
To keep the story 

relevant over time

Be Bold
Ask the tough questions, 

go against the flow

Do the Prep Work
Know your audience &

refine your hypothesis 
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The   deadly sins of Thought Leadership

1 Play it safe or boring

Say something new. Be bold.

2 Prioritize the problems

Focus on actionable solutions

3 Forget to get internal buy-in

Leverage your whole team

4 Use a poor or biased methodology

Right people, places and processes

5 Include too many ideas

KISS

6 Claim to know all the answers

Invite discussion

7 Keep it to yourself

Atomize and publicize

Thou shalt not...



16

Learn More

www.ReputationLeaders.com
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Workforce 
Management

Talent
Resourcing

Career
Management

Top Talent
Attraction

Strategic Workforce 
Planning

Workforce Consulting 
and Analytics

Visit www.manpowergroup.com to learn more.

ManpowerGroup Solutions Across the Entire HR Life Cycle

https://www.manpowergroup.ca/en/?utm_source=highspot&utm_medium=sales-collateral&utm_campaign=mpg_ca_b2b_q2_2024_meos
https://www.manpowergroup.ca/en/?utm_source=highspot&utm_medium=sales-collateral&utm_campaign=mpg_ca_b2b_q2_2024_meos


Leveraging research to create differentiated thought leadership
Room 2 | 3:45 pm - 4:15 pm | Thursday, April 16, 2026

Credible thought leadership is increasingly critical as the proliferation of AI-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 slide that builds)

• 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 slide that builds)

• 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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