Thought
Leadership
Institute

Thought Leadership Capability
Maturity Model, Competency
Framework, and Practice Standard



Table of Contents

INTRODUCTION 4
1.0 PURPOSE OF THIS DOCUMENT 4
2.0 NORMATIVE REFERENCES 4
3.0 SCOPE AND APPLICABILITY 4
4.0 DEFINITIONS AND KEY TERMINOLOGY 4
5.0 THOUGHT LEADERSHIP STRATEGIC LEVERS 5
51 THOUGHT LEADERSHIP QUALITY ...coouiiiiiiiiiiiiiciiciicccce, 5
5.1.1 Repeatable and Consistent Approach .........cceeeevevenieininnenennnns 5
5.1.2 Rigorous Methodology .........ccccueiiiiiiiiiiiiiiiiiiiiiiiiiecccieee, 5
5.3 EXPert QUINOIS.....ciiiiiiiiieiiceiitee et 5
5.1.4 Useful content ........ccooviiiiiiiiiiiiiiiiiiiccccs 5
5.1.5 Consumable oUtpuT......c.ccciviiiiiiiiiiiiccccc 5

5.2 THOUGHT LEADERSHIP UNIQUENESS ........ccooiiiiiiiiiiiieeees 5
5.21TIimMely TOPICS c.uuuvereeeiiiiiieet ettt 5
5.2.2 Robust Ideation..........cccceiiviiiiiiiiiiiiniiiii 5
5.2.3Unique Research........cc.ueeiiiiiiiiiiiiiiiiccieccceeee e 5
5.2.4 Distinctive Voice .......coouiiiiiiiiiiiiiiii 5
5.2.5 Distinctive Design ........uvveiiiiiiiiiiiiiiiiiecciiieeeceee e 5

5.3. THOUGHT LEADERSHIP REACH ......cccocuiiiiiiiiiiiiiiiiciiciccee, 5
5.3.1 Strategic coherence.........cccoeuvviiiiiiiiiciiiiiiiiieccieeccen 5
5.3.2 Explicit audience definition ..........cocccvveiieniiiieeeeniiiiee e, 5
5.3.3 Reusable content .5
5.3.4 Content longevity ................. .5
5.3.5 Appropriate content deployment ... .5

5.4. THOUGHT LEADERSHIP INDEPENDENCE .. .6
5.4.1 Operational independence .6
5.4.2 Perspective independence..........ccoocuuieeiiiiiiieeeeiniiiieeeeeieeeeens [
5.4.3 Messaging independence ..........ccoovuvieeeiiiiiiiieeenniiiieee s 6
5.4.4 Subject independence..........c.ueeeeiiiiiiiiiiiiiiiieeeeec e )
5.4.5 Access INdependence.........cccuueieeiiiiiiieiiniiiiiieeeeiieee e 6

5.5. THOUGHT LEADERSHIP TRUST .....cooiiiiiiiiiiiiiciiciiciccecce 6
5.5.1 Author credibility ........ceeevieiiieiiiiiiiiiiieeeee s [¢)
5.5.2 Consistent content eminence........cc.coocviiiiiiiinn 6
5.5.3 Recognized thought leader...........ccccvveiieriiiieeeiniiiicee e, 6
5.5.4 Trusted collaborators..........c.cccovvuiiiiiiiiiiiiiiicis 6
5.5.5 Thought leadership innovation .........cc.ccccecveeviiiiniiiniieinncen. 6

6.0 THOUGHT LEADERSHIP MATURITY MODEL .........cccevnueeecsunencsnnens 7
OVERVIEW L. ettt ettt s e e 7
LEVEL T: AD HOC .ottt 7
LEVEL 2: EMERGING.......coiiiiiiiiiiiiiiiieeeeeieeee et 7
LEVEL 3: DEFINED .....occtiiiiiiiiiiiieiicicciccicerceteet e 7
LEVEL 4: STRATEGIC .....ooviiiiiiiiiiiiiiciiciccic e 7

7.0 ANNEX 1: THOUGHT LEADERSHIP PRACTICE STANDARD.....

61QUALITY ..
6.11Ad hoc: ..
6.1.2 Emerging:
6.1.3Defined: ....ccueiiiiiiiiiiiii e 7
6.1.4 STrateiC: wooeeeiiiiiiieiiiieeee e 7
6.2UNIQUENESS........ooiiiiiiiiiiiii i 7
6.2TAdOC: .t 7
6.2.2 EMErging:..ccccciuuiieiiiiiiiiiiiiiiicce ettt 7
6.2.3Defined: ....ocviiiiiiiiiiii 7
6.2.4 StrategiC: ..ociiviiiiiiiiiiiic 7
6. 3REACH ..ot 8
6. 3TAANOC: ...ttt 8
6.3.2 EMEIGING:.ceeeeeriririiieieieieeeteeeeteeeeteteteteeeeeseseesessssanaraserenannnnes 8
6.3.3Defined: ....cocuiiiiiiiiiiiii 8
6.3.4 SIrAtEGIC: .eeviiiiiiiieiiiiiee e 8
6.4 INDEPENDENCE........cc.coiiiiiiiiiiiiiii s 8
GATADNOC: ... 8
6.4.2 EMErging:..ccciccueiieiiiiiiiei ittt 8
6.4.3Defined: ..o 8
6.4.4 STrategiC: .ueeiiiiiiiiiiiiiiiiccc 8
O.5TRUST ..o 8

6.5.2 Emerging:
6.5.3 Defined:
6.5.4 Strategic:

71 PURPOSE OF THE THOUGHT LEADERSHIP PRACTICE STANDARD 9
7.2 SCOPE AND APPLICABILITY .ooiiiiiiiiiiiiiiiiieiiiiieicceineccc e 9
7.3 RELATIONSHIP TO OTHER STANDARDS AND MODELS................. 9
7.4 THOUGHT LEADERSHIP PRINCIPLES..

7.4 Insight Before Exposure...........

7.4.2 Audience Relevance Is Essential.....

7.4.3 Evidence and Experience Anchor Authority

7.4.4. Distinction Through Perspective .........cccocoviviiiniiiieciinniieeeen. 9
7.4.5 Integrity of PUFPOSE ....ccueiiiiiiriiiiieeniicceceeeeee e 9
7.4.6 Iteration Enhances Value..............cocveiiiiiiiiiiiiiiniiniiis 9
747 Trust IS CUMTENCY ovvvviiiiiiiiiieieieieeeeeeeeeeee e e e ee e 10
7.5 THOUGHT LEADERSHIP LIFECYCLE .......oooiviiiiiiiiiiiiiiieeiiiieeeenn 10
7.501deatioN ..cviiiiiiiiiicic s 10
7.5.2 Data Collection & ANGlySis ......ccceeervviiriiiiiiieniiiiiieceeeeeee 10
7.5.3 Content Development ........ccueiiieiiiiiiieiniiiieeeeeieee e 10

7.5.4 Platform & Publishing Strategy ...........cceevviiiieeiiniieceiiiieeeeens 10



Global Thought Leadership Institute (GTLI) at APQC

Table of Contents

7.5.5 Promotion & Engagement .........cooooiiiiiiiiiiiiiininiiiiccniieeees 10
7.5.6 Evolution & Sustained Impact - ......cceveeevviiiieeiiiiieeeeeeieeeens 10
7.6 STRATEGIC CAPABILITIES ...oetiiiiiiiiiiiiiiiieeeeeeeeeeeeeeeeee e 10

7.6.1.c ..10
7.6.1.d .10
7.6.1.e .1

7.6.2 Uniqueness

7.6.2.a Primary Research

7.6.2.b Intellectual framing .......c.cceeecueernieeniieiiieeneeeeeeeee e n
7.6.2.c Cross-disciplinary synthesis .........cccuveevriiiieeeeiniiieeeeseniieeeens n
7.6.2.d Environmental SCaNNINgG ........coeevriiieeeeeniiiieeeesiieeeeesieeeees n
7.6.2.e Collaboration with diverse voices.........cc.ccccecverviiiniiennneenn. n
7.6.2.f Distinct fone and voice...........ccccecviiviiiiiiiiiiiiiiiicic n
7.6.3REACKN ...ttt n
7.6.3.a Segmentation and Mapping .......cccueeeeiiriiiieeiiiiiiieeerieeees n
7.6.3.b Multi-Channel Distribution ...........cccociiiiiiniiiinii n
7.6.3.c Platform and Community Activation ..........ccceveiiiiiinninnneenn. 12
7.6.3.d Global-Local Relevance Balancing - .........cccceevuviieeiiennnennn. 12
7.7 PERFORMANCE MEASUREMENTS AND KPIS........ccocuiiiiiiiiiiiiine 12
7.7 Executive Leadership KPIs..........ccoooviiiiiiiiiiiiiiiiiiiieceiiieeees 12
7.7.2 Content Producers/Thought Leaders KPIs............cccccveuiinnnnne. 13
7.7.3 Communications, Marketing & Channel Teams KPlIs.................. 13
7.7.4 Analytics & Research Teams KPIs........cooevveeeeeviiciciiiiiiiiiiiiiens 13
7.7.5 Learning & Talent Development KPIs........cccceeeviviiiieiiiinnnneen. 14
8.0 ANNEX 2: THOUGH LEADERSHIP COMPETENCY FRAMEWORK...15
8.1 STRATEGIC THINKING & ALIGNMENT .....oovviiiiiiiiiiiiiiiicicceee, 15
8.1.1 Competency: Action Planning ..........cccceeeeeeiiiiieinniiiieciinnieeenn. 15
8.1.2 Competency: Strategic Alignment........ccccoccuviieiiiiiieiiiiiinnneen. 15
8.1.3 Competency: Value Path Development.........cccceeviiveiennnennnnnnns 15
8.1.4 Competency: Value ANalySis.........coeeuveeeeriiiieeeeiriiieeeeesiieeeens 15
8.2. RESEARCH & INSIGHT GENERATION ......cccoiiiiiiiiiiiiiiiicicciees 15
8.2.1 Competency: Research Methodologies...........cccovvuieeeirniineennns 15
8.2.2 Competency: Market Research ..........cccoovveiieeiiniiieceiiiniieeeens 15
8.2.3 Competency: Content & Data Analysis..........ceeeevviieeeerniieeeenns 15
8.2.4 Competency: Hypothesis Development & Testing.........cccueeee.en 15
8.2.5 Competency: Ecosystem Analysis........ccooocvueeeiiiiiiieeiiniiieeeens 15
8.2.6 Competency: Lessons Learned...........ccceeuviiieiiniiiecinnnnneeenn. 15
8.3. CRITICAL & CREATIVE THINKING ......ccocviriiiiiiiiiiiiciiciccee, 15
8.3.1 Competency: Critical Thinking........cccceeiiiiiiiiiiiniiiciiiieeen, 15
8.3.2 Competency: Ideation........cceeeveeeieiiiiiiiieeeeeeeecece 15
8.3.3 Competency: Aggregation ........ccceccuveeiiiiiiiiiiiiniiiieeiiiiieeens 15
8.3.4 Competency: Assimilation..........cooeecuveeeerriiiieeeiniiieeeeeeieeeeens 15

8.3.5 Competency: Correlation

8.3.6 Competency: Objectivity.

8.3.7 Competency: Validation ........

8.4. COMMUNICATION & INFLUENCE..........ccccoouiiiiiniiiniiiieinieiccnens 16
8.4.1 Competency: Communications.........coeeeeeieieeiercieiiiiiiiiieeeees 16
8.4.2 Competency: Audience Analysis & Alignment ..........cccccceeen. 16
8.4.3 Competency: Multi-Channel Engagement ..........ccceeeeviiineeens 16
8.4.4 Competency: Outreach & Promotion ...........eeeeevviieceenniineeeens 16

8.4.5 Competency: Engagement
8.5. BRANDING & POSITIONING.......... .16

8.5.1 Competency: Brand Awareness..
8.5.2 Competency: Brand Building ..... .16
8.5.3 Competency: Content Alignment

8.5.4 Competency: Content Management....

8.6. COLLABORATION & DELIVERY ....ccciiiiiiiiiiiiiiiiiiiciiciceeccics 16
8.6.1 Competency: Collaboration ...........cccueeeereiiieeeeiniiieeeeseniieeeens 16
8.6.2 Competency: NetWorking..........ceevvevreeeeniiiieeeeesiiieeeeeeieeeeens 16
8.6.3 Competency: Stakeholder Analysis..........cccuveeeeeriiieeeernniineeenns 16
8.6.4 Competency: Process Improvement .........ccceeeeeiiiiiiinininnnnnnns 16
8.6.5 Competency: Project Management .........cceeeeeeiiiiiceiniiineeenns 16

9.0 ANNEX 3: CODE OF ETHICS & PROFESSIONAL CONDUCT............. 17

9T INTRODUCTION ..ottt sttt 17

9.2. PURPOSE OF THE CODE.......ccuiiciiiiiiiiiiiiicciciicicciceie s 17

9.3.SCOPE ...ttt 17

9.4. CORE VALUES AND STANDARDS. ........cocoiiiiiiiiiiiiiiciiciccene, 17
Q.41 ReSPONSIDIliTY ...veveiiiiiiiiiiiiiiieeeeeeee e 17
QL2 RESPECT ..ttt 17
QA ZFAINNESS ...eeiiiiiiciiiceiiecctec e 17
QAL INTEGIITY e 17
9.4.5 Ethics Review and Enforcement Procedures............cccccceeuneen. 18
9.4.6 Ethics Education and Awareness............ccoccveeviieiniieninicinneenn. 18
9.4.7 Policy Updates and ReVISiONS .........cuuvieiiiiiiiieeeiiiiieeeeeeieeeeeas 18
9.4.8 Acknowledgment ..........ueiiiiiiiiieiiiiiieceeeee e 18



Global Thought Leadership Institute (GTLI) at APQC

Introduction

1. Purpose of this Document

This document defines a comprehensive capability model and
practice standard for organizations and individuals engaged
in the creation and distribution of thought leadership. It
aims to guide the development, evaluation, and continuous
improvement of thought leadership practices that are
distinctive, high-quality, influential, independent, and trusted,
and covers thought leadership produced solely by humans or
with the use of artificial intelligence tools such as generative
Al, synthetic data sampling, Al agents, or other emerging
technologies. It aims to distinguish thought leadership from
adjacent practices, such as content marketing, journalism,
product promotions, and other content approaches, ensuring
its integrity as an independent discipline. These principles are
codified in the Global Thought Leadership Institute Thought
Leadership Capability Model and Practice Standard (referred
to as “the Standard”).

2. Normative References

This standard is informed by and aligned with the following
references:

* ISO 9001:2015 - Quality Management Systems
* ISO 30401:2018 - Knowledge Management Systems

* 1SO 20252:2019 Market, opinion and social research —
Vocabulary and service requirement

* EFQM Excellence Model
* Global Reporting Initiative (GRI) Standards

*  Common practices from top-tier consultancies, think
tanks, research institutions, and other leading thought
leadership producers

3. Scope and Applicability

The guidance detailed in the Standard applies to individuals
and organizations of all sizes and sectors that seek to establish
themselves as credible sources of thought leadership. It is
applicable to consulting firms, research institutes, academic
entities, think tanks, professional services organizations, and
internal strategic insight teams of any type of organization.
It also applies to individuals who are positioning themselves
as influencers or “thought leaders” based on deep, technical
expertise in their field. Collectively, these organizations and
individuals are known in this document as “producers.”

4. Definitions and Key Terminology

*  Thought Leadership (TL): Thought leadership is
distinctive, evidence-based intelligence that gives leaders
the insights they need to make better decisions and the
inspiration to take action.

* Capability Model: A capability model defines what an
organization or individual must be able to do to achieve
specific outcomes. It focuses on skills, processes, tools,
and behaviors needed to perform effectively.

* Purpose: To assess and improve competencies or
capabilities.

* Scope: Broad and strategic—often used for workforce
planning, training, and transformation.

* Structure: Organized into domains or tiers
(e.g., foundational, intermediate, advanced).

* Example: A digital foresight capability model might
include scenario analysis, frend monitoring, and
ecosystem mapping.

* Competency Framework: A competency framework
serves as a guide to the skills and behaviors required for
production of quality thought leadership.

* Practice Standard: A practice standard defines how a
task or process should be performed according to best
or common practices, regulations, or industry norms. I
focuses on procedures, methods, and techniques.

* Purpose: To ensure consistency, quality, and
compliance.

* Scope: Narrower and operational—used to guide day-
to-day work.

* Structure: Often includes step-by-step instructions,
checklists, or criteria.

* Example: A project management practice standard
might outline how to initiate, plan, execute, and close
a project.

* Producer: The organization or individual that creates
thought leadership with the intent to build and advance
eminence, expertise and authority on one or more topics.

* Strategic Levers:

* Uniqueness: The distinctiveness and originality of
thought leadership content in terms of topics, voice,
research, and design.

* Quality: The rigor, consistency, and usefulness of the
thought leadership insights produced.

* Reach: The breadth, longevity, and relevance of
thought leadership content distribution.

* Independence: The objectivity and autonomy with
which thought leadership content is created.

* Trust: The degree to which the individual or
organization and its thought leadership content are
perceived as credible and influential.



Global Thought Leadership Institute (GTLI) at APQC

5.0 Thought Leadership Strategic Levers

5.1 Thought Leadership Quality

Quality represents the intellectual rigor, consistency, and
practicality of thought leadership. It enables and promotes
reach and trust.

5.1.1 Repeatable and Consistent Approach

Processes for developing thought leadership content shall be
documented and standardized. Processes shall be integrated
from inception to deployment and support measurement of
impact and value.

5.1.2 Rigorous Methodology

Content should be built on sound research design, reliable
data, and critical analysis. Qualitative and quantitative
insights should be combined using rigorous methodology that
mitigates bias through transparent processes and validation
by trusted sources.

5.1.3 Expert authors

Authors shall be recognized experts or practitioners with
demonstrated expertise in the subject area. Authors
and contributors are matched to topics based on proven
credibility in the field of study. Authors are widely recognized
for excellence and insights. The producer shall use
comprehensive primary and secondary research findings to
effectively communicate with targeted audiences.

5.1.4 Useful content

Outputs shall offer actionable insights and are tailored to
solve real-world problems. Insights shall be delivered in clear
actionable terms.

5.1.5 Consumable output

Outputs shall be formatted for ease of consumption, access,
and application by the intended audience. Content shall be
produced in media suitable for the subject and most usable
to the reader.

5.2 Thought Leadership Uniqueness

The role of uniqueness in thought leadership is to make the
which distinguishes the producer
from peers by offering a new or differentiated point of view.

message memorable,

Producers shall develop a distinctive voice and design that
reflects their individual style and sets them apart from peers.

5.2.1 Timely Topics

The producer shall have the ability to find and select study
themes and topics centering on business, organizational, or
individual challenges that are current and topical, and that
require immediate action from organization leaders.

5.2.2 Robust Ideation

The idea generation process shall be robust and repeatable.
Itincludes internal and external stakeholders and participants
to avoid echo chamber effects.

5.2.3 Unique Research

The producer shall seek to expand the current body of
knowledge in at least one of several ways, either by focusing
on first-of-a-kind topics, new analytical instruments,
innovative research methodologies, new or novel findings, or
similar.

5.2.4 Distinctive Voice

The producer shall develop a unique voice, characterized
by its distinct tone, diction, and structural choices, which
authentically represents the creator individually or its parent
organization, and that allows readers easy recognition of the
producer.

5.2.5 Distinctive Design

The producer shall develop a distinctive thought leadership
content design based on a clear style guide that is identifiable
and associated with the thought leadership as well as the
parent brand, if applicable.

5.3. Thought Leadership Reach

Reach refers to the breadth, relevance, and sustainability of
thought leadership dissemination across stakeholders and
over time. It involves gaining mind share from new and existing
audiences.

5.3.1 Strategic coherence

Content shall align with the producer’s strategic goals. The
thought leadership producer shallincorporate a clear process
to align audiences and topics with its strategy, providing
regular reviews for feedback and improvement.

5.3.2 Explicit audience definition

Audience personas shall be clearly defined, and content is
tailored to their needs. Audience development shall involve
best practicesin stakeholder relations and can be categorized
by seniority, decision-making authority, function, sector,
geography, and role, for example.

5.3.3 Reusable content

Thought leadership content shall be designed for adaptation
and repurposing across platforms and formats.

5.3.4 Content longevity

Thought leadership shall remain relevant and valuable
beyond short-term publication cycles, when possible. The
producer shall sustain processes to repurpose content over
time, considering emerging issues and contexts.

5.3.5 Appropriate content deployment

Content shall be delivered through optimal channels and in
formats suited to the audience. Thought leadership shall be
made available across channels and frequencies that are
suitable and optimized for the target audiences.
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5.4. Thought Leadership Independence

Independence ensures the integrity of thought leadership
by maintaining objectivity and avoiding overt selling of the
producer’s services. Thought leadership shall align with the
strategy of the producer while remaining separate from
marketing, operations, and sales.

5.4.1 Operational independence

Governance structures shall ensure that potential disruptions
are managed successfully in the thought leadership
development process without violating principles of
independence. Thought leadership objectives shall be aligned
with the goals and priorities of the producer while maintaining
independence.

5.4.2 Perspective independence

The producer shall be free to express the insights that emerge
from the data, even if they challenge prevailing norms. The
thought leadership shall uphold intellectual integrity and
operate independent of external assumptions, perceptions,
and expectations.

5.4.3 Messaging independence

The content, messaging and proposed actions shall be
viewed as independent of a producing organization’s
portfolio of products and services, if applicable. Thought
leadership produced may support existing offerings but
shall not be designed or created to promote any specific
product or service. Content should not engage in pay-to-
play, advertorial, or sponsored content misrepresented as
independent analysis.

5.4.4 Subject independence

Topic selection shall be driven by balancing insight potential
with stakeholder demand or objectives. The producer shall
maintain a rigorous process to identify topics with an outside-
in mindset.

5.4.5 Access independence

Content shall be generally freely accessible to intended
audiences. Gating shall be used sparingly, and generally
only for takeaway content, if content is available free of
commitment another way, e.g. online.

5.5. Thought Leadership Trust

Trust is established through content that builds credibility,
reputation, and consistently delivering high-quality insight. The
producer shall consistently uphold an ethical and authoritative
voice, which is both referenced and cited.

5.5.1 Author credibility

Authors shall have recognized expertise and integrity. The
producer validates authors and other SME contributors as
credible respected voices in the related topics.

5.5.2 Consistent content eminence

Outputs shall be trustworthy, insightful and of high quality.
Outputs shall maintain an organization or individual’s
influence within its target industry or domain.

5.5.3 Recognized thought leader

The producer shall build, promote, and maintain a reputation
for high-quality thought leadership. This thought leadership
shall be recognized externally for its eminence and proactively
shall build on past success.

5.5.4 Trusted collaborators

Partnerships shall reinforce trust through mutual credibility
and expertise. The producer shall be highly regarded by
established entities within relevant industries, academia,
media, and public sectors.

5.5.5 Thought leadership innovation

The producer shall introduce novel formats, ideas, or
frameworks that shape the practice of thought leadership.
The producer shall be agile, adaptive and forward looking in
its thought leadership development.
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6.0 Thought Leadership Maturity Model

Overview

The maturity model enables producers to assess and improve their thought leadership
capabilities across four progressive levels. Each level reflects a greater degree of
sophistication, consistency, and integration of thought leadership practices.

Level 1: Ad Hoc

Activities are unstructured, inconsistent, and depend heavily on individual initiative.
No formalized thought leadership process or strategy.

Level 2: Emerging

Some practices are repeatable and documented. Thought leadership is produced
irregularly with limited alignment and impact.

Level 3: Defined

Thought leadership capabilities are defined, documented, and generally applied
across the producer. Basic governance and quality controls are in place.

Level 4: Strategic

Thought leadership is embedded in strategic planning. Capabilities are robust, and
continually evaluated and refined. The producer is recognized as a model for thought
leadership excellence and contributes to advancing the field.

6.1 Quality
6.1.1Ad hoc:

Content lacks rigor; minimal research, fact-checking, or peer
validation.

6.1.2 Emerging:

Basic editorial standards exist; use of original research is
sporadic. Quality is inconsistent.

6.1.3 Defined:

Research and editorial approach are rigorous with clear
governance guidelines.

6.1.4 Strategic:

Content undergoes rigorous peer or stakeholder review,
and aligns with academic or industry benchmarks. Original
research is used routinely and methodology is mature.

6.2 Uniqueness

6.2.1Ad hoc:

Content often mirrors market trends or competitor outputs;
lacks originality.

6.2.2 Emerging:

Some efforts to differentiate, typically reliant on individual
contributors.

6.2.3 Defined:

Perspectives are generally unique and compelling, driven
through a systematic approach and backed by proprietary
insights.

6.2.4 Strategic:

The organization has a distinctive voice and framework that
sets it apart.
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6.3 Reach

6.3.1 Ad hoc:

Thought leadership is not widely distributed or strategically
targeted.

6.3.2 Emerging:

Limited reach through owned channels; passive external
distribution. Little intfernal engagement.

6.3.3 Defined:

Systematic content dissemination across multiple platforms
and geographies, largely driven by the producing organization
itself. Some internal enablement.

6.3.4 Strategic:

Influencer networks, media mentions (paid and organic),
website visibility, and content syndication drive broad
visibility. Content is referenced in trusted citations. Mature
internal distribution, enablement, and use of content in client
engagements.

6.4 Independence
6.4.1 Ad hoc:

Content is driven by commercial goals; lacks objectivity.

6.4.2 Emerging:

Some editorial independence, but tension exists with business
priorities.

6.4.3 Defined:

Editorial independence is agreed within the wider framework
of consistent enterprise messaging.

6.4.4 Strategic:

Independence is institutionalized via governance structures.
Credibility is enhanced through transparency and external
advisory boards.

6.5 Trust
6.5.1Ad hoc:

Audiences view content with skepticism; perceived as
promotional.

6.5.2 Emerging:

Efforts to build trust begin with consistency and tone.

6.5.3 Defined:

Trust is cultivated through transparency, credible sourcing,
data quadlity, citations, and disclaimers.

6.5.4 Strategic:

Decision makers rely on the producer’s content for fair,
balanced perspectives. Trust is institutional; the producer is a
model for integrity.
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7.0 ANNEX 1: Thought Leadership Practice Standard

7.1 Purpose of the Thought Leadership Practice Standard

This Standard establishes a structured approach to the
development and implementation of thought leadership within
organizations and for individuals or affiliated professionals,
hereafter referred to collectively as “producers.” The purpose
is fo elevate thought leadership as a strategic and professional
discipline that advances insight, builds trust, and delivers
measurable impact for the producing organization or individual.

7.2 Scope and Applicability

This standard applies to producers seeking to define, evaluate,
or improve their thought leadership efforts. It is relevant across
industries, sectors, and geographies, and supports use cases
such as strategic influence, brand authority, professional
visibility, policy advancement, and stakeholder engagement.

7.3 Relationship to Other Standards and Models

This standard is designed to align with established frameworks
such as ISO 9001 (quality management), CMMI (capability
maturity), and content marketing standards. It complements—
but does not duplicate—these models by focusing on the
creation and dissemination of thought leadership specifically.

7.4 Thought Leadership Principles

Thought leadership is distinguished not only by the quality
of its insights but by the integrity of its approach. To support
a professional and consistent practice, the Global Thought
Leadership Institute (GTLI) defines a set of guiding principles
that govern how thought leadership is conceived, developed,
and disseminated. These principles ensure that outputs remain
credible, distinctive, and valuable across diverse audiences and
contexts. They also provide a shared ethical and professional
foundation for practitioners, regardless of their functional
role or level of experience. These principles combine into the
standard for practice of thought leadership.

The principles outlined below are intended to be aspirational
and practical, informing both strategic decisions and daily
activities. They apply throughout the entire lifecycle of
thought leadership—from ideation through to data collection,
content creation, publication, distribution and promotion, and
measurement. Adhering to these principles ensures that thought
leadership not only reflects intellectual rigor, but also builds trust,
advances discourse and achieves meaningful reach and impact.

7.4.1Insight Before Exposure - Thought leadership begins with
the creation of original, data-driven insights. This principle
reminds practitioners that content should be idea-led, not
channel-led. Rushing to publish or promote without a well-
founded, data-anchored perspective undermines credibility.
The foundation of strong thought leadership is the ability to
offer a fresh point of view grounded in evidence, context, and
relevance. Practitioners are encouraged to prioritize depth

over speed and to resist the pressure to produce content that
is reactive rather than reflective.

7.4.2 Audience Relevance Is Essential - Thought leadership
must be designed with a clear understanding of its intended
audience’s needs, context, and challenges. Relevance is
achieved through empathy, research, and engagement—
not assumption. This principle requires that practitioners
go beyond demographic targeting and consider roles,
decision-making moments, industry dynamics, and regional
perspectives. The more precisely thought leadership is
tailored to its audience, the more effective it will be in
prompting reflection, conversation, and action.

7.4.3 Evidence and Experience Anchor Avuthority -
Credibility in thought leadership is earned through rigorous
data collection and analysis, sound reasoning, and real-
world insight. Ideas should be backed by research, case
examples, and/or expert experience. This principle promotes
transparency in how insights are developed—whether
through primary research, synthesis of external sources, or
internal knowledge. Assertions must be supportable, and
opinions must be well-informed. This approach reduces, if
not removes, bias, increases defensibility, and strengthens
trust among discerning audiences.

7.4.4. Distinction Through Perspective - Great thought
leadership does more than inform; it offers a distinctive
lens through which others can understand a topic. This
principle challenges practitioners to clarify their point of
view, framing, and intellectual stance—not just to summarize
trends. Distinction is not only about novelty, but about
framing existing or emerging ideas in ways that help others
think differently or see more clearly. It requires originality,
discipline, and confidence in one’s narrative voice.

7.4.5 Integrity of Purpose - Thought leadership must serve
a greater purpose than the promotion of an organization
or individual’'s products or services. While it can support
strategic objectives, its primary intent should be to contribute
meaningfully to discourse, industry progress, or stakeholder
understanding. This principle ensures that thought leadership
remains ethical, authentic, and responsible. It discourages
hidden agendas, opportunism, or overly commercial
messaging disguised as insight. When purpose guides
production, content resonates more deeply and endures
longer.

7.4.6 lteration Enhances Value - Thought leadershipis rarely a
one-time activity. This principle embraces feedback, testing,
and refinement as essential to excellence. Ideas evolve over
time as they are exposed to diverse audiences and real-world
application. Practitioners are encouraged to develop thought
leadership through collaborative processes, pilot versions,
or phased dissemination. Responsiveness to feedback not
only improves the quality of outputs but fosters greater
engagement and co-creation with audiences.
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7.4.7 Trust Is Currency - Ultimately, thought leadership
depends on and is instrumental in earning trust. Trust is
built through accuracy, consistency, transparency, and the
respect shown to contributors, audiences, and sources. This
principle applies across the lifecycle—from proper citation
of research to respectful use of participant insights, to
maintaining honesty about the limits of one’s knowledge. It
also applies to the use of generative Al across the lifecycle,
which should be disclosed in methodology statements or
similar sections, especially in areas that consumers of the
thought leadership could otherwise consider problematic.
Practitioners who prioritize trust gain influence, permission to
lead conversations, and long-term credibility.

7.5 Thought Leadership Lifecycle

Data Collection
& Analysis

Ideation

THOUGHT
LEADERSHIP
LIFECYCLE

Evolution
& Sustained

Impact

Content
Development

S35
falala)
Promotion
& Engagement

Platform
& Publishing
Strategy

7.5.11deation - This phase involves identifying emergingissues,
creating hypotheses, and framing perspectives. Methods
include horizon scanning, expert interviews, and competitive
analysis. Idea capture tools and editorial calendars support
this phase.

7.5.2 Data Collection & Analysis - This phase includes

crafting surveys, collecting and analyzing data, validating
(or disproving) hypotheses, and building data-supported
storylines. Vendor support may be required, in addition to
access to third-party data if primary research is unavailable
or if additional data is needed as a counterpoint.

7.5.3 Content Development - Drafting, editing, and curating
content requires collaboration and rigor. Content types may
include white papers, podcasts, blogs, infographics, or videos.
Review cycles, tone standards, and approvals are critical for
quality control.

7.5.4 Platform & Publishing Strategy - Content must be

distributed through the most effective channels—owned
(websites, newsletters), earned (media), shared (social),
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and paid (sponsored). Strategy includes timing, audience
segmentation, and channel-specific adaptation.

7.5.5 Promotion & Engagement - Post-publication efforts

include social media and influencer activation, marketing
interlocks, public and media relations, and partnership
opportunities. Engagement metrics are tracked to refine
future outputs.

7.5.6 Evolution & Sustained Impact - Thought leadership

should evolve based on results and feedback. Impact reviews,
longitudinal content refreshes, marketing enablement, and
continued community engagement are key.

7.6 Strategic Capabilities

To amplify impact across these lifecycle stages, thought
leadership programs rely on several strategic capabilities:
Uniqueness, Quality, and Reach. These levers serve as
differentiators, ensuring that ideas not only stand out in a
crowded landscape but also achieve resonance with intended
audiences and drive measurable outcomes.

7.6.1 Quality - Quality in thought leadership refers to rigor,

clarity, and credibility of the ideas presented. High-quality
thought leadership is grounded in robust evidence obtained
through rigorous data collection and analysis. The practices
that enable quality include disciplined insight development,
clear logic and structured argumentation, editorial and
expert review processes, visual and design quality and
iterative development and testing.

7.6.1.a Data first, disciplined insight development is a

foundation of quality. This practice includes verifying
facts through primary and secondary sources, validating
data to confirm key findings, and subjecting insights to
peer or expert review before publication. Rigor ensures
that insights are well-founded and can stand up to critical
scrutiny.

7.6.1.b Another critical practice is clear logic and structured
reasoning. Thought leadership should be presented in
a way that follows a logical progression. One common
method for this is the Situation-Complication-Resolution
framework used by many global consultancies. A logical
structure allows audiences to engage deeply with the
content and follow the reasoning without confusion.

7.6.1.c Editorial and expert review processes are essential

for maintaining tone, coherence, and technical precision.
Editors challenge faulty logic; craft compelling storylines;
and ensure grammatical correctness, stylistic consistency,
and narrative clarity. SME reviewers validate technical
content and offer aligned action steps.

7.6.1.d Excellence in Visual Design also reinforces the
perception of intellectual and professional quality - and
uniqueness. Layouts should be clean and accessible,
infographics should accurately depict data, and branding

elements should be consistent with organizational
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standards. Error-free production signals that the content
has been carefully crafted and is worthy of attention.

7.6.1.e Testing and iterative development is the final
practice that strengthens quality. This includes piloting
key ideas in small forums—such as internal briefings,
webinars, or expert roundtables—soliciting feedback and
making revisions prior to broader release. Testing allows
producers to identify weak points, clarify messages, and
ensure resonance with the intended audience.

Together, these practices ensure that thought leadership
achieves a high standard of quality—marked by credibility,
clarity, and usefulness—building trust with audiences and
supporting actionable, informed decision-making.

7.6.2 Uniqueness - Uniqueness in thought leadership is
achieved by generating distinctive, original insights that
cannot be easily found elsewhere. It reflects novel thinking,
a differentiated point of view, or the application of known
frameworksinnew andunexpected ways. Practices that foster
uniqueness include primary research analysis, intellectual
framing, cross-disciplinary  synthesis, environmental
scanning, and collaboration with diverse voices.

7.6.2.a Primary Research. One foundational practice is the

use of primary research, which involves gathering data
through surveys, structured interviews, focus groups, or
proprietary analytics. Good practice is to design research
around emerging questions or underexplored themes
relevant to the target audience, ensuring findings deliver
freshinsight rather than reiterating what is already known.
Additionally, longitudinal research can uncover long-term
trends and changes in behaviors as a reaction to current
events or emerging technologies.

7.6.2.b Intellectual framing is another essential practice

that helps distinguish thought leadership by presenting
ideas through unique models, metaphors, or narrative
structures. Good practice is to frame insights using original
conceptual frameworks that simplify complexity and
create memorable cognitive anchors for the audience—
making abstract or technical ideas easier to understand
and more likely to be shared.

7.6.2.c

uniqueness by drawing on perspectives, theories, and
practices from multiple fields to produce hybrid or
boundary-crossing insights. One effective approach is to
deliberately combine distinct bodies of knowledge—such
as technology and anthropology or economics and design
thinking—to create novel points of view that challenge
conventional wisdom.

Cross-disciplinary synthesis contributes to

7.6.2.d Environmental scanning of both the external and
internal context allows producerstosituate their work within
a broader landscape of trends, signals, and knowledge
gaps. Good practice involves structured scanning methods,
including horizon scanning, media monitoring, competitor
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analysis, and stakeholder interviews, to ensure the thought
leadership is timely, anticipatory, and differentiated from
what others are saying.

7.6.2.e Collaboration with diverse voices—across functions,
regions, demographics, and disciplines—brings a richness
of perspective that strengthens originality. Good practice
is to intentionally engage underrepresented voices and
unconventional thinkers in the ideation and development
process, fostering creative tension and surfacing insights
that would otherwise be missed.

7.6.2.f Distinct tone and voice - A unique storytelling style
characterized by a distinct tone, diction, and structural
choices, authentically represents the producer and sets
them apart from peers and bot-generated content.

When combined, these practices help ensure that
thought leadership stands apart from the noise, reflects
meaningful originality, and offers perspectives that
challenge, inspire, or shift how others see a critical issue -
and most importantly, compel audiences to act.

7.6.3 Reach - Reach refers to the breadth, relevance,
and sustainability of thought leadership dissemination
across stakeholders and over time. It involves gaining
mind share from new and existing audiences. Effective
thought leadership requires precise audience targeting
and meaningful engagement to enable reach. Producers
should apply practices and methods that are most aligned
with their thought leadership strategy and topics such that
prioritized segments are more likely to recognize the value in
content and, as importantly, act. The practices that enable
Reach include audience segmentation and engagement
mapping, multi-channel distribution strategies, platform and
community activation, and relevance balancing. These are
discussed more fully below.

7.6.3.a Segmentation and Mapping - Stakeholder and
audience segmentation is far more than a tool. It's a
strategic approach that enhances communications and
engagement through more relevant messaging, optimizes
resources ensuring that high-priority groups or individuals
are engaged appropriately and efficiently, increases
satisfaction and loyalty, mitigates risk and ensures
prioritized stakeholders/customers are engage with the
right content in the proper way ultimately building trust.

7.6.3.b Multi-Channel Distribution - Multi-channel
Distribution is the strategic use of multiple platforms and
formats to distribute thought leadership content to diverse
and targeted audiences. It recognizes that different
audience segments consume content differently—some
prefer long-form white papers, others prefer short
videos or interactive infographics, and still others engage
primarily through social media or live events. Practices
include tailoring content for each platform, scheduling
coordinated releases, and leveraging a mix of owned,
earned, shared, and paid channels.
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7.6.3.c Platform and Community Activation - Platform and 7.6.3.d Global-Local Relevance Balancing - Global-local
community activation is the deliberate process of using relevance balancing is the practice of crafting thought
online platforms and professional communities to extend leadership that maintains strategic consistency across
the reach, resonance, and influence of thought leadership. markets while adapting messaging and examples to
In addition to broadcasting content broadly, this approach resonate with local audiences. This practice involves
emphasizes relationship-driven engagement  within developing a universal core narrative or insight framework
trusted spaces where target audiences already gather— that articulates global themes or challenges, then localizing
such as LinkedIn groups, industry forums, association language, data, and case studies to reflect regional realities
hubs, niche newsletters, or private digital communities. and norms. To ensure local credibility, producers should
Key practices include identifying high-value platforms engage regional teams, clients, and subject matter experts
aligned to the intended audience, engaging in authentic early in the content development process. Methods include
conversations, tailoring contributions to fit each platform’s regional insight workshops, co-authoring opportunities, or
tone and format, and encouraging community feedback structured feedback loops that allow local voices to shape
and interaction. Activation also involves empowering how the global narrative is expressed. These contributions
internal advocates, clients, and partners to amplify insights ensure authenticity, uncover culturally specific insights,
organically. and avoid misalignment with local norms or priorities.

7.7 Performance Measurements and KPls

To ensure that thought leadership practices consistently generate strategic value, organizations must establish a clear and
measurable framework for evaluating performance. Key Performance Indicators (KPIs) and performance measurements
provide the quantitative and qualitative data necessary to assess alignment with the five core dimensions of thought leadership:
Uniqueness, Quality, Reach, Independence, and Trust. These metrics support accountability, continuous improvement, and
evidence-based decision-making across all functions involved in producing and promoting thought leadership.

Eventually, the most mature thought leadership producers will want fo measure their thought leadership return on investment
(ROI), which can be done with the methodology in ROl of Thought Leadership: Calculating the value that sets organizations
apart. For purposes of a benchmark, typical large organizations with thought leadership operations separate from marketing
should see an ROl of 156%.

This section defines a comprehensive set of KPIs tailored to multiple stakeholder groups, including executive leadership, content
producers, marketing, analytics, and learning teams. Each KPI is linked to a specific capability, outcome areq, frequency of
measurement, and ownership responsibility. By systematically tracking these indicators, organizations can monitor progress,
identify areas for intervention, and strengthen the credibility, relevance, and influence of their thought leadership outputs.

These KPIs are not intended to be exhaustive or prescriptive. Instead, they serve as a practical toolkit to help organizations
customize measurement strategies in accordance with their mission, audience needs, and operational maturity.

7.7.1 Executive Leadership (e.g., C-Suite, Governance Functions) KPIs
Focus: Strategic impact, audience trust, organizational differentiation.

Capability ‘ Key KPIs ‘ Performance Measurement

Uniqueness Competitive Differentiation Index Benchmarked against industry peers to assess strategic distinctiveness.
Quality Content Lifecycle Longevity Measures content’s continued value over time (e.g., evergreen performance).
Reach Total Audience Reach (Global/Regional) | Tracks multi-market dissemination and growth.
Independence | Editorial Policy Adherence Rate Assesses compliance with GTLI’s non-promotional publishing policy.
Trust Audience Trust Index Survgy—based index measuring credibility, fransparency, and audience
confidence.
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7.7.2 Content Producers/Thought Leaders KPIs
Focus: Crafting, refining, and delivering high-impact, high-integrity thought leadership.

Capability L GAGIH Performance Measurement
% of Content Featuring Primary Research Proportion of original studies, surveys, and data incorporated.
Uniqueness

% of Cross-Disciplinary Contributions Inclusion of ideas and collaborators from diverse fields.
Peer Review Pass Rate % of content passing without major editorial rework.

Quality
Editorial Quality Score Evaluated on clarity, accuracy, structure, and tone.
% of Content Repurposed Across Channels Assesses modularity and flexibility of outputs.

Reach
Social Share Rate / Virality Score Measures shareability and organic amplification.

Independence | % of Content Declared Non-Commercial Tracks proportion of unbiased, insight-led pieces.
Trust Contributor Credibility Score Peer and public evaluation of expertise and reliability.

7.7.3 Communications, Marketing & Channel Teams KPls
Focus: Audience development, dissemination strategy, engagement optimization.

Capability ‘ Key KPIs ‘ Performance Measurement
Uniqueness | Novelty Score from External Benchmarking Reviews positioning versus market “noise.”
Quality Engagement Depth Metrics Avg. time on page, scroll depth, content completion rates.
Unique Content Impressions Measures distinct views across all platforms.
Reach
Geographic Distribution of Engagement Measures regional relevance and penetration.
Independence | Ratio of Insight vs. Marketing Language Linguistic audit to assess neutral tone. Limited direct selling language.
Repeat Engagement Rate % of audience that returns for future content within 90 days.
Trust

Citing by Industry Bodies, Governments & Others

Tracks external validation through citation frequency.

7.7.4 Analytics and Research Teams KPls
Focus: Insight generation, performance measurement, continuous improvement.

Capability Key KPIs Performance Measurement
Uniqueness | Number of Citations or External References Tracks external validation through citation frequency.
Quality % of Outputs with Supporting Evidence Tracks use of footnotes, references, or datasets.
Reach Channel Attribution Metrics Identifies most effective platforms for traffic and engagement.
Independence | Independence Score in Peer Review Evaluates content for impartiality and intellectual rigor.
Trust Accuracy Correction Ratio Measures frequency of factual corrections or content retractions.
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7.7.5 Learning and Talent Development KPIs
Focus: Capability building, professional development, curriculum alignment.

Capability

Key KPIs

Performance Measurement

Uniqueness % of Team Trained in Research or Foresight Methods Tracks uptake of uniqueness-enabling capabilities.
Quality % Completion of Editorial and Narrative Training Completion rate of curriculum modules related to quality.
Reach # of Team Members Certified in Multi-Channel Strategy | Training-based reach capability certification.
Independence | Participation in Ethics & Editorial Integrity Courses Training compliance and behavior shift metrics.
Trust Pre/Post Learning Perception of Credibility Measured through self-assessment and stakeholder surveys.

Establishing clear and actionable performance metrics is essential for driving the effectiveness, accountability, and evolution of
thought leadership. The KPIs outlined in this standard offer a structured way to monitor how well thought leadership activities
are aligned with the five core dimensions—Uniqueness, Quality, Reach, Independence, and Trust—and how the capabilities
translate into measurable results across stakeholder groups.

When used consistently, performance measurement enables feams to evaluate what is working, where adjustments are needed,
and how to continuously enhance impact and influence. More than just tracking outputs, these indicators serve as a compass

to guide strategy, improve resource allocation, and strengthen the credibility and relevance of thought leadership in a rapidly
changing environment.
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3.0 ANNEX 2 - Though Leadership Competency Framework

8.1 Strategic Thinking & Alignment
8.1.1 Competency: Action Planning

* Breaks down outcomes into clear, actionable steps.

* Defines responsibilities, timelines, and success
measures.

* Anticipates risks, ensures adequate commitment and
funding, and adapts plans accordingly.
8.1.2 Competency: Strategic Alignment

* Evaluates how content aligns with organizational and
market strategy.

* Adjusts recommendations to maintain relevance to
business goals.

* Demonstrates ability to translate high-level strategy
into actionable outputs.
8.1.3 Competency: Value Path Development

* Connects insights and recommendations to business
drivers and measurable value.

* Articulates the “so what” of thought leadership.
* Uses logic models or frameworks to show impact
pathways.
8.1.4 Competency: Value Analysis

* Objectively assesses benefits, trade-offs, and
outcomes of ideas.

* Applies quantitative and qualitative measures to
evaluate impact.

* Recommends prioritization based on strategic value.

8.2. Research & Insight Generation

8.2.1 Competency: Research Methodologies
* Selects and applies appropriate research methods
(primary/secondary).
* Collects and interprets data ethically and reliably.

* Ensures transparency and rigor in data collection.

8.2.2 Competency: Market Research

* Gathers intelligence on markets, customers, and
competitors.

* Distills findings intfo meaningful insights.
* |dentifies opportunities and gaps for thought
leadership.
8.2.3 Competency: Content & Data Analysis

* Examines information to identify patterns, trends, and
anomalies.

* Synthesizes complex findings info usable insights.

* Uses analytical frameworks and tools effectively.

8.2.4 Competency: Hypothesis Development and Testing
* Formulates testable hypotheses.

* Designs research or experiments to validate
assumptions.

* Iterates based on evidence and feedback.

8.2.5 Competency: Ecosystem Analysis
* Maps systems, actors, and intferdependencies.
* l|dentifies external influences, opportunities, and risks.
* Explains the broader context of thought leadership
issues.
8.2.6 Competency: Lessons Learned
* Captures insights from prior efforts.
* Integrates feedback into continuous improvement.

* Documents knowledge for future reuse.

8.3. Critical and Creative Thinking
8.3.1 Competency: Critical Thinking

* Challenges assumptions and identifies bias.
* Uses logical reasoning to evaluate evidence.
* Balances depth of analysis with clarity of
recommendations.
8.3.2 Competency: Ideation
» Generates diverse, creative solutions.
* Encourages group creativity and collaboration.

* Evaluates ideas for feasibility and impact.

8.3.3 Competency: Aggregation
* Groups and summarizes related data to create clarity.
* Produces concise representations of complex inputs.

* Avoids redundancy by identifying connections.

8.3.4 Competency: Assimilation
* Integrates disparate information into coherent
insights.
* |dentifies overarching patterns across domains.

* Explains linkages in a clear and structured way.

8.3.5 Competency: Correlation
* |dentifies valid relationships across data sets.
* Uses data to support insights and recommendations.

* Distinguishes correlation from causation.

8.3.6 Competency: Objectivity
* Separates opinion from evidence.
* Recognizes and mitigates bias.

* Demonstrates neutrality in interpretation.
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8.3.7 Competency: Validation
» Confirms accuracy and reliability of data.
* Cross-checks multiple sources before use.
* Ensures findings are replicable and defensible.

8.4. Communication and Influence

8.4.1 Competency: Communications

* Crafts clear, compelling messages for diverse
audiences.

* Uses storytelling to simplify complex concepts.

* Delivers content with confidence across formats.

8.4.2 Competency: Audience Analysis and Alignment

* Profiles audiences based on needs, motivations, and
communication norms.

* Adjusts tone, format, and messaging for each
segment.

* Anticipates audience reactions and adapts approach.

8.4.3 Competency: Multi-Channel Engagement
* Selects appropriate channels to reach audiences
(digital, in-person, social).
* Tailors content to platform strengths.

* Ensures consistent voice and brand across channels.

8.4.4 Competency: Outreach and Promotion

* Builds visibility for content through targeted outreach.

* Leverages networks, campaigns, and events to
promote thought leadership.

* Tracks effectiveness of outreach activities.

8.4.5 Competency: Engagement
* Inspires participation and buy-in from audiences.

* Uses interactive methods to create dialogue.

* Builds emotional connection through message delivery.

8.5. Branding and Positioning

8.5.1 Competency: Brand Awareness
* Understands existing brand identity and guidelines.

* Ensures alignment between thought leadership and
brand values.

* Recognizes reputational risks.

8.5.2 Competency: Brand Building
* Shapes a unique thought leadership identity.
* Develops positioning that differentiates ideas.

» Consistently reinforces brand credibility.

8.5.3 Competency: Content Alignment

* Ensures insights and data are linked to actionable
messages.

* Translates analysis into narratives that resonate.

* Avoids misalignment between content and intended
outcomes.

8.5.4 Competency: Content Management
» Organizes content for easy access, reuse, and
repurposing.
* Implements version control and taxonomy.

* Maintains content repositories for scalability.

8.6. Collaboration and Delivery

8.6.1 Competency: Collaboration
* Builds trust and shared purpose with stakeholders.
* Facilitates inclusive decision-making.

* Resolves conflicts constructively.

8.6.2 Competency: Networking
* Proactively builds relationships across ecosystems.
* Maintains connections for mutual benefit.
* Leverages networks to strengthen content reach.

8.6.3 Competency: Stakeholder Analysis
* ldentifies key influencers and decision-makers.
* Understands stakeholder drivers and concerns.

* Aligns messaging to stakeholder priorities.

8.6.4 Competency: Process Improvement
* |dentifies inefficiencies in processes.
* Applies feedback and metrics to refine approaches.

* Promotes a culture of continuous improvement.

8.6.5 Competency: Project Management
* Structures work with clear objectives and milestones.
* Allocates resources effectively.

* Monitors progress and adapts to changes.

1'



Global Thought Leadership Institute (GTLI) at APQC

9.0 ANNEX 3 - Code of Ethics and Professional Conduct

9.1. Introduction

This Policy Manual outlines the principles, standards, and
procedures associated with the GTLI Code of Ethics and
Professional Conduct. It serves as a practical guide for
members, certified individuals, and affiliates to uphold ethical
standards and promote professional behavior across all GTLI
activities, and compliance with any applicable local or global
laws and data privacy regulations.

9.2, Purpose of the Code
The Code exists to:

* Guide ethical decision-making and professional
behavior.

* Promote public confidence in the integrity of GTLI and
its members.

* Foster a consistent culture of accountability, fairness,
and transparency.

9.3. Scope

This Code applies to all GTLI members, fellows, certified
professionals, advisors, consultants, volunteers, and staff.

9.4, Core Values and Standards
9.4.1 Responsibility

Definition: Taking ownership of decisions and their
outcomes.

Aspirational Examples:
* Advocating for initiatives that benefit the public good.
* Acknowledging and correcting errors.
Mandatory Standards:
» Avoiding negligent or harmful behavior.
* Honoring commitments and obligations.
* Reporting unethical conduct.

Case Example: A GTLI member discovers an errorina
published report that could mislead readers. They notify
GTLI leadership and submit a correction.
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9.4.2 Respect
Definition: Valuing others and treating them with dignity.
Aspirational Examples:

* Creating inclusive discussion spaces.

* Reflecting audience diversity in data and analysis.

* Respecting time, opinions, and cultural differences.
Mandatory Standards:

* Refraining from harassment, discrimination, and
disparagement.

* Protecting intellectual property rights.

Case Example: A certified speaker is invited to a panel with
global participants. They make an effort to use inclusive
language and avoid culture-specific jargon.

9.4.3 Fairness
Definition: Making unbiased decisions with impartiality.
Aspirational Examples:

* Promoting equitable collaboration.

» Offering objective assessments of contributions.
Mandatory Standards:

* Declaring conflicts of interest.

* Avoiding favoritism.

Case Example: A program evaluator recuses herself from
assessing an application submitted by her former employer.

9.4.4 Integrity
Definition: Upholding honesty and moral principles.
Aspirational Examples:
* Admitting limitations in expertise.
* Fact-checking all public claims.
Mandatory Standards:
* No plagiarism or data falsification.
* Disclosing affiliations that may influence judgment.

Case Example: A GTLI contributor cites all sources
accurately in a collaborative white paper and discloses
industry partnerships.
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9.4.5 Ethics Review and Enforcement Procedures
Reporting Violations

* Any stakeholder may submit a written ethics complaint
to GTLI's Ethics Committee via the designated online
portal or confidential email

Preliminary Review

* Upon receipt, the Committee conducts a preliminary
review to determine jurisdiction and whether the
complaint merits further investigation.

Investigation Process

* If warranted, a formal investigation will be conducted.
Parties involved will have the opportunity to provide
evidence and statements.

Adjudication and Outcomes

* Findings are reviewed by the Ethics Committee.
Sanctions may include:

* Warning or reprimand
* Mandatory ethics training

» Suspension or revocation of certification/
membership

* Public notice of censure
Appeals Process
* Respondents may appeal decisions within 30 days of
notification. Appeals are reviewed by an independent
panel.

9.4.6 Ethics Education and Awareness

GTLI offers ongoing training, workshops, and resources
to support ethical literacy and compliance. Members are
encouraged to participate in annual ethics refreshers.

9.4.7 Policy Updates and Revisions

This manual is reviewed biennially. Revisions must be
approved by GTLI's Board of Advisors.

9.4.8 Acknowledgment

All GTLI members and affiliated individuals must sign an
acknowledgment form indicating that they have read,
understood, and agree to comply with this Code.
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