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To Inspire and Enable
The Next Generation
of Governments

The World Governments Summit is a global platform dedicated to shaping the future of
governments worldwide. Each year, the Summit sets the agenda for the next generation
of governments with a focus on how they can harness innovation and technology to solve
universal challenges facing humanity.

The World Governments Summit is a knowledge exchange center at the intersection of
government, futurism, technology, and innovation. It functions as a thought leadership
platform and networking hub for policymakers, experts and pioneers in human development.
The Summit is a gateway to the future as it functions as the stage for analysis of future trends,
concerns, and opportunities facing humanity. It is also an arena to showcase innovations, best
practice, and smart solutions to inspire creativity to tackle these future challenges.
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Leadership is
fundamental

to modern life,
influencing
everything from
political power to
family dynamics.

Today’s leaders face profound and complex
challenges, such as climate change, conflict and
artificial intelligence, and must make decisions
that affect the lives of their followers. In this
changing world, it is crucial for leaders to
understand the reasons people follow them.

Gallup’s latest study, based on surveys conducted
in 52 countries, builds on decades of our research
into what people need from their leaders. More
than anything, the data confirm that followers
need a sense of hope from their leaders. Trust

is the second most important need, followed by
compassion, then stability. These four needs are
consistent, irrespective of country, demographics
or the type of leader in question. These needs are
also linked to wellbeing: The more needs leaders
meet, the more suffering is reduced.

Copyright © 2025 Gallup, Inc. All rights reserved. | 7



To face the evolving challenges of our time
successfully, leaders must ultimately know
three things.

They must know the four needs of their followers:

hope, trust, compassion and stability; they must know
themselves and invest in their innate strengths as
leaders; and they must know the demands of — and
expectations attached to — their specific leadership role.

8 ‘ Copyright © 2025 Gallup, Inc. All rights reserved.




Key Findings

Hope is the primary need of followers around the world. Over half (56%) of all
attributes linked to influential leaders in daily life speak to the theme of hope
— far outdistancing the next most important need of trust (33%).

The need for hope is universal but emphasized in certain contexts: among the
youngest generation (18- to 29-year-olds: 57%), in the Asia-Pacific region
(59%) and in relation to organizational leaders (64%).

More people rate their lives poorly enough to be considered suffering when
their leaders do not give them hope. Even though suffering is relatively rare, it
is reduced as more of the four needs of followers are met. Among people who
do not mention hope in relation to the leader with the most influence in their
lives, 33% are classed as thriving and 9% as suffering. However, once the need
for hope is met, thriving rises to 38%, and suffering dips to 6%.

Leaders in the world of work have a huge capacity to improve the lives of others.
Those employed by an employer are only slightly less likely to name someone
from their work environment (34%) as they are to name a family member (44%)
as the leader who has the biggest positive impact on their lives.

Copyright © 2025 Gallup, Inc. All rights reserved. | 9
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What makes a

good leader? Is it
bravery, compassion,
Innovation, inspiration?

The demands of
leadership are
complex, but the
foundation of being
a good leader is
rooted in meeting
the needs of those
who follow them.




In recent years, profound changes — including armed conflict,
climate change, pandemics, inflation and developments in artificial
intelligence — have reshaped the world and society. Yet, the need
for leadership continues to permeate all layers of modern life, from
the corridors of political power to the home to workplaces large

and small.

At its core, leadership is the interaction between
leaders and followers within their environment.
Today’s leaders must navigate the challenges
that arise from their rapidly changing
environments and make decisions that will
acutely affect the lives of their followers.

The high stakes of these decisions warrant a
better understanding of the myriad factors that
shape leaders and the reasons people follow
them. There is extensive academic research

on the topic,* and many leaders across all
walks of life have written about key principles
of leadership.

However, the voice of the people — the
followers, constituents, adherents or employees
— has largely been missing from the discussion.
Two decades ago, Gallup decided that, to

better understand the topic of leadership, more
attention must be given to the views of those
who follow.

Gallup research first uncovered the “four needs
of followers” in a representative study of 10,000
adults from the United States in 2005. A second
study in 2008 across 10 countries? confirmed
the validity and stability of these four needs.

More recently, Gallup wanted to expand this
research to understand leadership within the
context of evolving demands on leaders and
whether the four needs of followers remain fit
for the future and apply to global populations.

A leader is a dealer in hope.

— NAPOLEON BONAPARTE
French military leader and statesman

1 Google Scholar finds 5.5 million citations of articles and books on the topic of leadership.
2 Australia, Brazil, Canada, China, India, Japan, New Zealand, Singapore, Thailand, United States. Both the 2005 and 2008 studies used random digit dialing (RDD)

telephone surveys.
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In 2024, Gallup sought to better understand
how people worldwide perceive leaders and
what they contribute to their lives. In a study
of over 30,000 adults across 52 countries

(see the methodology section for more details)
— which account for approximately 76% of the
world’s adult population and more than 86%
of its gross domestic product — Gallup posed
two simple questions.

What leader has the most positive
influence on your daily life?

This approach focuses more on substance
rather than descriptions of a leader’s style.
Taken together, these questions help inform
the needs of followers.

To date, no other research has examined the
needs of followers across such a large or global
sample of people. The findings are pivotal

not only for today’s leaders as they evaluate
their own performance and behaviors but also
for many who aspire to lead. To be effective,
leaders need to know what is expected of
them. These expectations matter not only to
individuals but also to the groups or teams of
people that these leaders influence.

The first asked people to identify one leader
who has positively affected their everyday
lives the most.3 The second asked them to
list three words that describe what this leader
contributes to their lives.

Now, please list three words that
best describe what this person
contributes to your life.

LEADERSHIP POTENTIAL:

To be effective, leaders
need to know what is
expected of them.

This research into followers’ needs does not,
on its own, answer the broader question of
what makes a good leader. The answer lies

in a holistic combination of leaders knowing
themselves, the demands of their role and the
needs of their followers. But if a leader does
not first understand what followers expect and
need, their ability to lead successfully is called
into question.

3 Asopposed to a leader they most admire, which tends to result in people naming major celebrities or politicians.

Copyright © 2025 Gallup, Inc. All rights reserved. | 13



Section 1:

Which Leaders o0
Make the Biggest
Difference in
People's Daily Lives?
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Leadership comes
in many forms,
and different types
of leaders are
present across all
spheres of life.

Family leaders are an integral part of people’s daily
lives: 57% of adults name a family member as having
the most positive influence on their lives. Combined
with those who name a friend (5%), just over three in
five cite a loved one.

The next most influential leader is a manager (11%).
Combined with organizational leaders (5%) and
other colleagues (2%), slightly fewer than one in five
mention a leader from a work environment. However,
people who work for an employer are more likely to
name workplace leaders as positively affecting their
lives than those who do not.

In total, 34% of those working for an employer cite a
manager, organizational leader or colleague as most
influential, compared with 6% among those who do
not work for an employer. Employer-employed workers
are somewhat less likely to name a workplace leader
(34%) as they are a family member (44%) as the leader
with the biggest positive effect in their lives.

Copyright © 2025 Gallup, Inc. All rights reserved. | 15



Leaders from other spheres of life, such as
politics (7%) and religion (7%), round out
the most frequently mentioned types of
leaders. Celebrities, on the other hand, are
rarely considered the most positive influence
in people’s daily lives: Just 2% of adults
name a celebrity.

CHART 1

LEADERSHIP POTENTIAL:

Leaders in the world
of work have a huge
capacity to improve
the lives of others.

Types of Leaders With the Most Positive Influence on Daily Lives

Question: What leader has the most positive influence on your daily life?

% Who named each leader type

M All adults B Employed for an employer
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Political - 6
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Religious
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Friends = ;
Colleagues = 4
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Celebrity = 2
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Customer o

Base: n=31,296 adults and n=13,842 employed for an employer across 52 countries and territories

Notes: Due to rounding, percentages may not sum to 100%; Mentions of “self” and “other” were excluded from the analysis

N.B. Wording changes and context could have altered the results. In particular, if the word “daily” had not been included in the question text,

it is possible that family would not have been so prominent.
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The types of leaders that people mention vary
considerably by country. Table 1 shows the
five countries where people are most likely to
cite workplace leaders, loved ones or political
or religious leaders. People in China (70%),
Germany (60%) and the UAE (52%) are most
likely to name an influential workplace leader.

TABLE 1

Respondents in Middle Eastern, Northern
Africa and Eastern European countries skew
significantly toward loved ones (predominantly
family members). The countries most likely

to name political leaders vary geographically,
while several countries in sub-Saharan Africa
rank highly for citing religious leaders as their
most positive daily influences.

Top 5 Countries Most Likely to Cite Certain Types of Leaders as the Most Positive Influence

Question: What leader has the most positive influence on your daily life?

% WORKPLACE LEADERS % LOVED ONES

% POLITICAL LEADERS

% RELIGIOUS LEADERS

a China: 70 . Morocco: 99 ’/ Tanzania: 38 é Costa Rica: 21

® Germany: 60 @. Bosnia and Z Israel: 33 = Botswana: 21

\—' y: Herzegovina: 97 - ) - )

c‘ UAE: 52 c Jordan: 96 @ Tarkiye: 22 E Israel: 20

@ Australia: 49 @ Slovakia: 90 ' Poland: 19 ‘D Chad: 18

== United Kingdom: 41 c State of Palestine: 89 (e India: 18 % Democratic Republic
e gdom: 4 ) e ' ' of the Congo: 18

Base: n=31,296 adults across 52 countries and territories

Note: Mentions of “self” and “other” were excluded from the analysis

N.B. Wording changes and context could have altered the results. In particular, if the word “daily” had not been included in the question text, it is

possible that family would not have been so prominent.

It is better to lead from behind
and to put others in front ... You
take the front line when there
1s danger. Then people will
appreciate your leadership.

— NELSON MANDELA

First president of South Africa,
Nobel Peace Prize winner

Leaders in all forms can positively influence
people’s lives, but Gallup data show that adults
worldwide perceive loved ones and workplace
leaders as having particular influence on

the lives of followers. But this raises more
questions: Why do people reference these
types of leaders? And what does this suggest
about the traits that matter most to followers?

Copyright © 2025 Gallup, Inc. All rights reserved. | 17
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The Four Needs
of Followers
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People’s expectations of leaders are closely tied to the types and
roles of leaders who are most important in their lives. The ideas and
expectations people carry of what a leader should be like — their
implicit leadership theories — provide a template for how leaders,
and followers, should behave.5

There are several models of implicit leadership theory. Existing research
has shown that different models of “ideal leadership traits” are stable
over time, even while some elements are sensitive to — and can change
depending on — wider context.® In other words, what people expect
from their leaders tends to be consistent amid change.

Gallup’s initial 2005 United States study uncovered the four “needs
of followers,” which were reaffirmed by another study in 2008 across
10 countries.”

These four needs are:

Hope
The need to feel positive about the future and
for leaders to provide a clear direction

@ Trust

The need for honesty, respect and integrity

Compassion

The need to feel cared about and listened to

Stability
QE The need for psychological safety and secure
foundations during times of uncertainty

Offermann, L. R., & Coats, M. R. (2018). Implicit theories of leadership: Stability and change over two decades. The Leadership
Quarterly, 29(4), 513-522. https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988

Lord, R. G., Epitropaki, O., Foti, R. J., & Hansbrough, T. K. (2020). Implicit leadership theories, implicit followership theories, and
dynamic processing of leadership information. Annual Review of Organizational Psychology and Organizational Behavior, 7(1),
49-74. https://www.annualreviews.org/content/journals/10.1146/annurev-orgpsych-012119-045434

Offermann, L. R., & Coats, M. R. (2018). Implicit theories of leadership: Stability and change over two decades. The Leadership
Quarterly, 29(4), 513-522. https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988

Australia, Brazil, Canada, China, India, Japan, New Zealand, Singapore, Thailand, United States

Copyright © 2025 Gallup, Inc. All rights reserved. | 19
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To arrive at these four needs, open-ended data (from the question that asks respondents to list
three words that describe what their chosen positive leader contributes to their daily life) were
coded and grouped into eight higher-level attributes. These attributes were also grouped together
thematically and combined to form the four overall needs of followers.
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Gallup’s latest research across 52 countries
finds that the same four needs of followers

— hope, trust, compassion and stability — are
consistent and stable, even amid the rapidly
evolving geopolitical, technological and
natural environment.

Hope stands out as the dominant need

across followers, with 56% of all attributes
tied to positive leaders grouping into this
theme — particularly the attributes of
inspiration, vision and personal integrity.
Hope is a powerful motivator; it gives followers
something better to look forward to, enabling
them to navigate challenges and work toward
a brighter future.® Without hope, people

can disengage, lose confidence and become
less resilient.

CHART 2
The Four Needs of Followers — Distribution

Trust is also fundamental for followers,
accounting for 33% of all positive leadership
attributes mentioned. Compassion (7%) and
stability (4%) together account for about one
in nine positive leadership traits mentioned.

LEADERSHIP POTENTIAL:

What people expect
from their leaders
tends to be consistent,
even amid change.

Question: Now, please list three words that best describe what this person contributes to your life. (open-ended)

% Of mentions

B Hope M Trust B Compassion B Stability

Base: n=72,439 responses across 52 countries and territories

Note: Due to rounding, percentages may not sum to 100%

N.B. People could give up to three responses, so this report provides statistics at the responses level rather than the respondent level. Any nonsensical
responses that could not be grouped into one of the four codes were excluded from the analysis.

A good leader inspires people to
have confidence in the leader; a
great leader inspires people to
have confidence in themselves.

— ELEANOR ROOSEVELT

First lady of the United States,
diplomat, activist

The four needs of followers — and the eight
attributes that together form these needs
— are consistent worldwide. However, there
are important differences between some
groups and among leader types that, if well
understood, can guide leaders to act most
effectively in their environments.

8 Pleeging, E., van Exel, J., & Burger, M. (2022). Characterizing hope: An interdisciplinary overview of the characteristics of hope. Applied Research Quality Life, 17(3),

1681-1723. https://link.springer.com/article/10.1007/511482-021-09967-x
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Different Leaders, Slightly
Different Emphasis on Hope

While the overall hierarchy of needs

remains consistent regardless of the type of
leader, the emphasis on these needs varies
somewhat. “Personal” leaders in people’s
lives, such as friends, family members and
mentors/partners, are most likely to be valued
for their trustworthiness relative to other
leaders. However, these leaders rank lowest
on filling the need of hope. Religious leaders,
on the other hand, deliver on compassion but
rank low on stability.

CHART 3

While followers’ needs from loved ones

— friends and family members — are similar,
there are differences in what they need from
workplace leaders. People view organizational
leaders through a different lens than they do
managers and colleagues.

For example, followers are significantly more
likely to say they need to see hope in those
who lead organizations (64%) than among
other leaders who might work within the
same organization (e.g., managers (59%)

and colleagues (58%])). In other words, the
more senior a leader is within an organization,
the more followers look to them for hope

and inspiration.

Four Needs of Followers — Relative Percentage of Mentions by Leader Type

Question: Now, please list three words that best describe what this person contributes to your life. (open-ended)

M Hope M Trust B Compassion M Stability
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Base: n=72,439 responses across 52 countries and territories

Notes: Values under 4% are not displayed; Due to rounding, percentages may not sum to 100%
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Hope Is the Primary Need in
Every Region and Country

The needs of followers are consistent
worldwide. Across the six main regions
surveyed in this study, majorities everywhere
mention hope more than any other leadership
quality. However, there are regional variations.
Respondents in Europe, for example, are
significantly less likely to reference hope in their
influential leaders (53%) relative to regions
such as Asia-Pacific (59%).

CHART 4

In the mostly higher-income countries
in Europe, people place relatively greater
emphasis on trust (37%) in leaders.

While the majority of people in Latin America
(56%) look for hope in their leaders, the

region stands out for people’s greater need for
compassion (9%), which relates to their greater
likelihood of naming a religious leader as the
most positive influence in their life.

Four Needs of Followers — Relative Percentage of Mentions by Region (medians)

Question: Now, please list three words that best describe what this person contributes to your life. (open-ended)

M Hope M Trust B Compassion M Stability
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Asia-Pacific: Australia, China, India, Indonesia, Japan, South Korea, Thailand, Vietnam; Europe: Albania, Bosnia and Herzegovina, Bulgaria, France,
Germany, Italy, Poland, Romania, Russian Federation, Slovakia, Spain, United Kingdom; Latin America: Argentina, Bolivia, Brazil, Chile, Costa Rica,
Dominican Republic, Ecuador, El Salvador, Mexico; Middle East and North Africa: Egypt, Israel, Jordan, Lebanon, Morocco, Saudi Arabia, State of
Palestine, Turkiye, United Arab Emirates; Northern America: Canada, United States; Sub-Saharan Africa: Benin, Botswana, Burkina Faso, Cameroon,
Chad, Céte d'Ivoire, Democratic Republic of the Congo, Gabon, Nigeria, South Africa, Tanzania, Togo

Note: Due to rounding, percentages may not sum to 100%

Hope is also the primary need across all

52 countries surveyed, ranging from just over
four in 10 in Bulgaria, Jordan and Lebanon to
at least two in three in Saudi Arabia, Indonesia
and Egypt. The importance of hope is constant
across countries in all World Bank income
groups: It is just as vital in the 19 high-income
countries included in this survey (median

of 55%) as it is in the 17 lower-middle or
low-income countries (median of 53%).

Notably, the same countries that place less
emphasis on hope tend to put more on trust.
Hope and trust are the dominant needs of
followers in most cases, accounting for roughly
80% of all mentions, and when one is stronger,
the other tends to be relatively weaker. There
is no such relationship between compassion
and stability.
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CHARTS
Four Needs of Followers — Relative Percentage of Mentions by Country
Question: Now, please list three words that best describe what this person contributes to your life. (open-ended)

® Hope @ Trust @ Compassion @ Stability

OO0
56 33 7 4

Total { X J { L
Egypt 72 22 3 3 ] { @
Indonesia 66 20 7 8 { ] @
SaudiArabia 66 26 5 4 L  J @
Gabon 65 25 6 4 o0 L ®
Nigeria 65 25 5 5 ) (] ®
India 64 27 5 4 ® ] ®
Tanzania 64 24 7 5 { _ J  J @
United Arab Emirates 64 29 4 4 @ o @
Mexico 63 25 5 8 ( X J { @
Thailand 62 28 7 3 L N ® @
SouthKorea 62 32 3 3 ® ] |
Botswana 62 27 10 2 o o o @
SouthAfica 61 29 6 4 L ) J ®
Argentina 60 27 7 6 @ @ @
Brazil 60 33 3 4 [ o o
Israel 60 31 5 4 { { {
China 59 3 7 3 [ N J o @
Canada 59 33 4 4 o { @
Turkiye 58 32 5 5 ] { @
Chad 57 29 10 4 o O  J o
France 57 36 5 2 ( X J { o
United States 57 32 8 3 [ B o e
Democratic Republic of theCongo 56 33 7 4 L X o L
ElSalvador 55 32 9 4 o o o [
Russian Federation 55 36 4 5 { J @ @
Australia 55 36 4 5 { { @
CostaRica 55 27 14 4 @ o o @
ltay 55 36 6 3 ( X J o @
Bosnia and Herzegovina 55 37 2 oo @ @
UnitedKingdom 55 34 5 7 (  J @
Chile 54 29 1 5 o o  J @
Vietham 54 32 10 4 o O o o
Poland 53 28 10 8 o0 o @
Albania 53 40 3 4 @  J @
Cameroon 53 36 3 o O o L
Togo 53 34 10 3 o O ® @
Spain 52 28 12 7 o o @
Bolivia 52 33 9 6 ( X J o @
DominicanRepublic 51 33 13 3 ) o o o
Ecuador 51 32 12 5 o ©  J @
Germany 50 38 2 0 @ o o @
State of Palestine 49 38 9 o O  J @
Morocco 49 36 10 5 o ©o { @
Coted'lvoire 49 38 10 4 o o { ] o
BurkinaFaso 48 40 9 3 o O o o
Romania 48 43 7 3 o0 o O
Slovakia 47 41 7 4 L X ) o O
Benin 47 38 1 4 e O o @
Japan 46 45 4 L) ®
Bulgaria 45 42 8 o0 X
Jordan 44 39 7 o0 o O
Lebanon 41 41 12 6 o O o

24 ‘ Copyright © 2025 Gallup, Inc. All rights reserved.



Younger People Are More Likely
to Look to Leaders for Hope

There is a linear relationship between age

and the needs of followers. Regardless of age,
people are most likely to seek hope from their
leader, but young people are more likely than
their older counterparts to mention hope.

CHART 6

Relative Importance of Hope and Trust by Age Group

Among those aged 18 to 29 years, 57% of
attributes mentioned were related to hope

— almost twice as many as trust (32%). All

age groups favor hope over trust, but the gap
shrinks as age increases. Among those aged

75 years and older, 52% cite an attribute related
to hope, compared with 36% for trust.

Question: Now, please list three words that best describe what this person contributes to your life. (open-ended)

% Of mentions

= Hope = Trust
60
57
52
50
40
36
32
30
20
18-29 30-44 45-54 55-64 65-74 75+

N.B. Respondents aged 15-17 in countries and territories where data were collected on the Gallup World Poll are excluded from this chart but included

in the overall statistic.

It is possible that because younger people have
more of their lives ahead of them than older
individuals do, they seek more inspiration for
the future, while older people have more life
experience and seek leaders they can entrust
with decision-making. These patterns by age
are consistent with other Gallup research.

Gallup? finds that, on a global level, people
aged 15 to 29 years tend to rate their lives

in five years more highly and express greater
optimism about their future living standards
than those aged 30 to 49 years or those aged
50 years and older. Gallup research conducted
internationally in partnership with UNICEF

also finds that young people are 50% more
likely than older people to believe the world is
becoming a better place with each generation.*°

9  The Gallup World Poll is the most comprehensive and farthest-reaching survey of the world. The survey connects with more than 98% of the world’s adult population
through annual, nationally representative surveys with comparable metrics across countries. See more here: https://www.gallup.com/analytics/318875/global-

research.aspx

10 Wylie, H. (2021). Landmark intergenerational poll shows young people are 50% more likely than older generations to believe the world is becoming a better
place — yet impatient for action on mounting crises [Press release]. UNICEF. https://www.unicef.org/press-releases/landmark-intergenerational-poll-shows-young-

people-are-50-more-likely-older
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The Link Between Wellbeing and
the Needs of Followers

Gallup measures life satisfaction by asking
people to imagine a ladder, with the lowest
rung representing the worst possible life and
the highest rung representing the best possible
life. Those rungs are numbered 0 to 10, based
on the Cantril Self-Anchoring Striving Scale.**
People rate where they stand today and where
they expect to stand in five years. Gallup
classifies those who rate their current life a

“7" or higher and their anticipated life in five
years an “8" or higher as thriving. Those who
rate their current life and anticipated life in five
years a “4” or lower are classified as suffering.
Those who are neither suffering nor thriving
are considered to be struggling.

This study shows
an apparent link
between one’s
life evaluation and
the presence of
positive leaders
in one’s life.

11 Cantril, H. (1965). The pattern of human concerns. Rutgers University Press.
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Among people who do not associate hope with
the leader they mention, 33% are classed as
thriving and 9% as suffering.

Once the need for hope is met, thriving rises
to 38% and suffering dips to 6%. The high
prevalence of the need for hope suggests a link
with a reduction in suffering.

Trust is the second most prevalent need (33%)
but seems to have an additive role. Followers
who have a leader who inspires both trust and
hope are just as likely to be thriving or suffering
as those with a leader who evokes only hope.
However, when hope is combined with trust and
either stability or compassion, rates of thriving
increase again (43% and 39%, respectively),
and suffering falls (4% and 4%, respectively).

Suffering is higher with low hope, and even
though suffering is relatively rare, it is reduced
as more follower needs are met. This is
particularly relevant in low-income countries
where suffering is higher and residents need
hope to see a better future to reduce suffering.
Although the base rate of suffering is low, the
decline in suffering is significant, as even small
differences in suffering mean a lot to the people
who experience it.



CHART 7

Relationship Between Leadership Traits Mentioned and Life Evaluation
B % Thriving [ % Struggling M % Suffering

Hope + Trust + Stability

e s Ll

Hope + Trust + Compassion

= = 8

Hope + Trust

I = E

Hope

= = E

No hope

= s =

Note: Due to rounding, percentages may not sum to 100%

How old a person is, where they live in the However, the most important quality followers
world and how they evaluate their lives all have seek in their leaders — hope — is universal
links to what they need from their leaders and across this rapidly changing and increasingly
what they think makes them good. volatile world.
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Section 3:

A Playbook for
Good Leadership
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The fast pace of
change in the
world has major
implications for
those who lead
today and those
destined to
lead tomorrow.

In the workplace, rising stress levels among
workers, rapid advancements in artificial
intelligence, digital transformation and changing
dynamics related to hybrid work are placing

new demands on leaders and followers alike.

In broader society, rapid changes in the climate
and increasing geopolitical uncertainty are
forcing leaders to make hard choices.
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To face the evolving challenges of our time, leaders must ultimately know three things to succeed.

1. Know the Needs of Followers

A person without followers is not a leader.
Everything leaders do affects the people

they lead, and the best leaders act with their
followers’ needs in mind. However, to do that,
they need to know what those needs are and do
everything they can to meet them. If they don't,
they risk losing their followers.

Gallup research proves that what followers need
from their leaders remains broadly consistent
over time and across countries. Followers need
a sense of hope and something to look forward
to. Leaders can take an active role in developing
hope, choosing to initiate change rather than
merely respond to it. More than anything, hope
is the belief that the future will be better than
the present and that people feel empowered to
make it so. If a leader does not create a sense
of hope and help people see the way forward,
chances are, no one else will either.

Followers need to trust that their leaders can
keep their word and be relied on to act with
integrity. Trust is the foundation of human
relationships; people are able to collaborate
toward shared goals more effectively when
trust is present. Followers also need to feel
a sense of compassion from their leaders
and feel that they are cared for. Finally, they
need a sense of stability from their leaders
— someone to count on in times of need
who holds strong core values.
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While the hierarchy of the four needs of
followers is consistent, the emphasis on
different needs varies depending on the type
of leader and the nature of the follower, such as
their age or the country in which they live. The
overwhelming demands for hope and trust, in
particular, point to foundational needs in the
human condition.

When leaders can meet these needs, they

are more likely to be considered positive
influences in people’s lives, strengthening

the follower-leader relationship. The more of
these needs a leader can meet — for example,
by demonstrating hope, trust and compassion
rather than just one of these attributes — the
more likely they are to have a positive effect
on their followers. Yet, not all leaders naturally
exhibit these four key leadership needs.
Understanding the needs of followers is just
one part — albeit an important one — of being
a good leader.

A leader sees greatness in other
people. He nor she can be much of
a leader if all she sees is herself.

— MAYA ANGELOU
American memoirist, poet and activist



2. Know Themselves

Leaders cannot meet the needs of their
followers if they do not first truly know
themselves. Good leaders develop and invest in
their own innate strengths to succeed in their
roles. Understanding one’s natural talents and
honing them into strengths through knowledge
and skill can unlock unique ways of leading and
making the most of the things they excel at.*?

No leader is perfect. Everyone has strengths,
weaknesses and ways of leading based on
innate talents and limitations.*3 However,
problems arise when leaders believe that
they need to precisely emulate other leaders
they admire.

Many fall prey to spending most of their time
developing their innate weaknesses rather than
maximizing their strengths to compensate for
them. The best leaders do things the other way
around, straying from the usual way of doing
things and instead focusing on what they are
naturally good at.

To be effective, leaders should base their
decisions and actions on their innate strengths
and consider which of them to lean into at
different times to get the best out of a situation.
Leading with their strengths helps create
sustainable, high-performance practices that
bring out the best version of leaders and those
who follow them.

As the late Don Clifton, former Gallup CEO and father of strengths-based psychology,

once said:

“A leader needs to know his strengths as a
carpenter knows his tools, or as a physician
knows the instruments at her disposal. What
great leaders have in common is that each
truly knows his or her strengths — and can
call on the right strength at the right time.”

12 Clifton, D. O., & Harter, J. K. (2003). Investing in strengths. In K. S. Cameron, J. E. Dutton, & R. E. Quinn (Eds.), Positive organizational

scholarship: Foundations of a new discipline. Berrett-Koehler.

13 Gallup, Inc. (2008). Strengths based leadership: Great leaders, teams, and why people follow. Simon and Schuster.
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3. Know the Demands of the Role

Successful leaders have a deep understanding
of the demands of their specific leadership

role and the expectations attached to it.

After leaders gain an awareness of what their
followers need and of themselves through their
innate strengths, they need to learn how best
to apply these strengths to the expectations of
their role.

The needs of followers are part of these
expectations, but there are expectations
beyond them, such as providing shareholder
value in business, nurturing within a family or
international diplomacy within governments.

Another Gallup study
of more than 550 job
roles and 360 unique
job competencies
shows that leaders
drive the purpose and
performance of their
organizations. They
bring multiple teams
together and make
great decisions.
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The best leaders achieve success — despite
varied roles, organizations and industries
— by focusing on the behaviors within
seven expectations:

People

1 Build relationships and establish
connections with others; share ideas,
achieve goals and build trust.

2 Develop people and help them
become more effective by setting clear
expectations, encouraging and coaching.

Purpose

3 Inspire others through positivity, vision,
confidence and recognition.

4 Communicate clearly by sharing
information concisely with purpose and
being open to listening.

Decisions

5 Lead change and efforts to adapt work
that align with the new vision.

6 Think critically about information, and
seek to solve problems.

Performance

7 Create accountability by holding self and
others responsible for performance.



Many of these behaviors of successful
organizational leaders overlap closely with
what followers expect of the most positive,
influential leaders in their daily lives. Inspiring
others and leading change both speak to the
need for hope. Building relationships and
communicating clearly are the foundations

of the need for trust between leaders and
followers. Developing and encouraging people
can be an act of deep compassion. Thinking
critically and creating accountability are closely
tied to a sense of stability through transparency.

These seven leadership behaviors will look
different depending on the specific leadership
role in question.

Viewed together, Gallup’s studies of the
needs of followers and the seven expectations
of successful organizational leaders have
many overlaps.

They look at the question of leadership from
opposite perspectives — from the bottom-up
(from those who follow) and a top-down
view of good leaders themselves. The overlap
between the two demonstrates how important
it is for leaders to truly understand what their
followers need from them. This is particularly
true during times of uncertainty or change.

By starting with knowing themselves, leaders
will be able to effectively apply their strengths
to meet the needs of followers through these
seven expectations.

The more leaders can provide their followers
with hope, trust, compassion and stability
by leaning into their unique strengths and
applying them to the specifics of their

role, the more successful they will be.
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Conclusion
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Leaders today face
several challenges
and opportunities.

The most influential leaders in people’s lives — regardless
of where in the world they live or who they are — can meet
challenges and opportunities head-on by demonstrating
four fundamental traits: hope, trust, compassion and
stability. Of these, hope and trust are most foundational
to what people look for in their leaders.

While the four traits apply worldwide, there are
nevertheless variations. Younger people express a greater
need for hope relative to trust. The same is true for
organizational leaders, over and above other types of
positive leaders in people’s lives.

|

Innovation distinguishes between a leader
and a follower.

— STEVE JOBS

! American businessman, inventor and investor

Gallup’s research into the needs of followers offers a
blueprint for current and future leaders. As we navigate

an era marked by rapid technological advancements and
global interconnectedness, the ability to pivot and respond
to new challenges is more important than ever. Leaders
who keep the four needs of followers at the forefront when
making decisions will likely be most destined to make a
positive impact on the world.
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A: Country Coverage

This study combines data from two sources: 25 countries were
surveyed via opt-in web samples, and 70 countries used in-person
interviewing methodology as part of the Gallup World Poll. At

the time of reporting for this report, final data were available for
27 of these 70 countries. Combining these 27 with the 25 from
opt-in web surveys resulted in 52 countries with final data. Across
these 52 countries, a total of 30 different languages were used to
administer the survey.

TABLE 2
List of countries

Albania Democratic Republic Nigeria™

Argentina® of the Congo Poland”

Australia® Dominican Republic rraE

Benin Ecuador Russian Federation®

Bolivia Egypt” Saudi Arabia®

Bosnia and El Salvador Slovakia

Herzegovina France” South Africa®

Botswana Gabon South Korea:

Brazil* Germany” Spain®

Bulgaria India” State of Palestine

Burkina Faso Indonesia® T

Cameroon Israel Thailand:

Canada” Ttaly” Togo

Chad Japan® Turkiye®

Chile Jordan United Arab

China” Lebanon Emirates”

Costa Rica Mexico® United Kingdom®

Cote d’'Ivoire Morocco United States*
Vietnam

N.B. * Indicates countries where data were collected via opt-in
web samples.
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B. Sample Coverage

Those interviewed on the web were adults

18 years and older who are members of
commercial panels, while those interviewed in
person were 15 years and older. The in-person
samples are all nationally representative by
design, while the opt-in samples are configured
to represent the national population in terms

of key demographics such as age, gender,
education and region through the use of quotas.

Each country had a sample size of n=1,000.
The margin of error for 25 web countries is
+4 percentage points and ranged from %3 to
+5 percentage points for in-person countries.
The margin of error reflects the influence of
data weighting. In addition to sampling error,
question wording and practical difficulties in
conducting surveys can introduce error.

C. Identifying the Four Needs of Followers

All responses to the question “Now, please

list three words that best describe what this
person contributes to your life” were translated
into English and reviewed for completeness and
comprehensibility. Data was cleaned to remove
responses such as “no one,” “no leader,” “self,”
“I don’t have a leader I look up to,” and so on.
Next, meaningless, nonsensical, irrelevant or
empty responses to either the leader or at least
one attribute were deleted as there was no
information to process. This resulted in a loss of
roughly 10-30% of responses across countries.

The leader data was then analyzed by frequency
counts and grouped into 12 broad categories.
The attribute data was similarly analyzed for
unique themes, starting very narrow and then
grouping similar themes in multiple stages to
result in the four overarching themes. This was
achieved using a mix of topic modeling tools
and guided artificial intelligence inquiries. The
analysis was primarily qualitative in nature

and examined the open-ended descriptions

of attributes in the context of how the
respondent described the leader who had the
greatest positive influence on their life. Thus,
different respondents could use similar terms
in describing attributes but have different
interpretations based on the descriptions and
surrounding context they provided. The topic
modeling approaches and guided artificial
intelligence inquiries were conducted separately
and derived similar groupings of themes.
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Examples of attributes associated with each
need include:

1 Hope: love, happiness, confidence, help,
joy, good, faith, smart, work, wisdom,
education, hope, strength, harmony,
company, counselor, life, counsel,
motivation, security, brave, worth,
protection, strong, advice, courage,
leader, positive, health, attention,
gratitude, diligent

2 Trust: caring, cheerful, concern, family,
friendship, gentle, honesty, integrity,
kindness, loving, positivity, reliable,
respect, responsible, safety, sincerity,
support, tenderness, trust, understanding,
values, welfare

3 Compassion: peace, patience, balance,
calmness, charity, compassion, generosity,
grace, guide, loyalty, mercy, prayer,
sacrifice, tolerance, tranquility

4 Stability: responsibility, stability, calm,
reliability, discipline, intelligence, home,
clever, guaranteed, obedience, order,
persistence, serious, self-discipline,
seriousness, guardian, authority



About Gallup

Gallup delivers analytics and advice to help leaders
and organizations solve their most pressing problems.
Combining more than 85 years of experience with its
global reach, Gallup knows more about the attitudes
and behaviors of employees, customers, students and
citizens than any other organization in the world.

Copyright © 2025 Gallup, Inc. All rights reserved. | 39


https://www.gallup.com/home.aspx

GOVERNMENTS

WORLD
”"h SUMMIT

OIN THE CONVERSATION

QOODOG @WorldGovSummit
ww.worldgovernmentssummit.org




p— dodll
2025 ClagSall

arnllell aaludll piyasi




alml] jann gg4i Yl
a1l Jall j1anig
cilng4all o

Ologioll Judiwo puwp LJ1su anio lajlicl wlogsall awallell dandll jui
Jloclll Jga3 slac anall Jgiig Ul oéiy ple go log .allell cqyy @615 6
&) )i Ulg aniaill pawi Juw Gle wéll 2o «logiall (o 230l Jiol
awolle Slaai oo aypiul agolgi lod Jglall oyb

Lng el oplenll Yol 510 (g0 «loghall aunllell ansll JI gl jlin
L;JLJ JBLllg asilg saisiwell wlgogillg «Wlogdall goai cloill abéi
/O lwluwd | Souwly gu Jolgil) jBpog apball albbel) anio alios dndll oda
" .yl awoidl oo e slgglg iclusllg

LJL'JJJJIQ Slgoagillg (oyall Juais U.LQJ anio Lng s usiuall algs Lgil
LJ.D.O'Q ol oyl aslw LDJ| 29 il lggolgi L,JJl aludiuall
o aalleo 6 clulllg plgll [jano gsi b Jolall L_,Salg 1 lwyloodl

.baai go Jusiall aooy







pallg bl §gé> Juleo

aspid &yl alollellg piillg gibll Ggény dlono slgog dible Sl e o]l 153 Sginy
osilgall Lingay dlaso ays 63)lgll lipgillg puslaallg JBa 1l ale «ellal 6ogq .Gallup, Inc.
aybil alollellg piillg bl Ggaog vl Glely aylos Gons ,JJl alanllg algall ciligésllq
gl g

yillg i)l @otn duwill J5 Braioi ol by ghuwi ol/g ailuoll 152 ;6 62lall slgoll il joou
Olaei Sl clpl jgau Ug ool gl/g slgoll o0 63ylg sl atalo wijled] slg ajjbil wlollellg
Gallup, Inc. a8 o auo 5 05U Ul aiiwoll 13a Ll

duoy Buly gl @asn i le o of G5 aiiuall s ) coi sl oo 8)L] sl gani ol iy
jau U adiwoll 5@ o0 aslpo alde yognio ga o clifiwbg .Jolbll f_,LDlll Aol ] padiwall
puig b @aoo Sl gl clyisl wlelp sl wngas ggi Sl go Youdy 2o ajl le olgall 03 Jéi puuai
Lgitbuad 233 gl.Gallup, Inc s lgalai ajjlai Ololle gl

@Waoall J5 .Gallup, Inc aspid glitaloo glijki gliclle las The Gallup Panel™q Gallup®
.osliall LngJ.DD ¢llo ) sl padlg 2bll Ggaog @bl wlolell J5 .abgaso




dbigibnll Jgas

10

14

Salogul sl 6bo ;6 psll Gsall ygiazy wall 638l g :Jall puusll

18

sloll) aen Dl bbb Ul il puusll

28

822l 65Ul Jus Ul puwsll

34

anjlJI

36




.ithgann Gganll J4 .Gallup, Inc. a4yl 2025 © phill §gis | 6



Al ajs) daluall
al.aolenll alall LL'LCI

Lmyilgy J4 1a figi
ablnll (jn |

LﬂJI_Jg_Dg ALl
Al Ul caldaell

Sl psill JJ.D 626909 adrac SbAaJ pgl.ll 6306 aslgs
ogic giiig :(_’.ClJ.b.D_” c¥illg ul.cl_ullg alioll
._pb.w_ll 6lo SO B Jasiu & oljlys 55l

g0 ol o)l plloll 2o 69 0gigags; g3l
wLbubll 203j ULJl wluwll 8>8J! 0QQ Ul ol
ogclil S

awlyall lo .algs 52 0 LU_]DI < U buiwl k_.,Jl 15 Ui
Sl go Jgp_c e aodei Gallup LngI L_,JJl Sl
a3l 269 .agi36 (o ool ad| QUJJ o Jgo
JolU Jgsoul g olpoll ad| QUJJ Lo _uﬁl Ul bl
Luauoquldlquj.oJluoo.o_dleblaw 0806 o
GblibUl 03m jlpeiwll o3, mblszdl lguly s&1om I
aus il g| algl e bl P anl d.bJ asyy Il

O blib Ul 03 buijig Um.oJl Alall cqi gl auilaul
lguly L,JJl Sblib Ul 2ac slj Labs 6Lall 6392 Ll
Blileall cils .65l

7 | .abgasn dgaall s Gallup, Inc. a4yl 2025 © il Ggas




utle vy o Jlea JAuy dpicindl pmell Glijani dmalgnl
il jgol &illiy dylja (ile Igig4y Ol @aléll
aﬁj’ug Lin1| :slodl aey il bbbl ags 858l Jle oy

sl ©0gigd blai ¢ljs] pguc g yhsiwllg cableillg

c._JLLJ_bmJ G463 pgo o) golu Ul wJg 'La)pgb.:g 6sla5
. abuipall ailedgillg cug:.l.Qu LSJ.“ oLl om)9o

[thgann Ggaall J4 .Gallup, Inc. a4yl 2025 © yidll Ggas | 8



aTun il bliiw )

alenll (56%) wani oo }15' ol bl Js . slpoill ,JwLuJ_ll ol ga Jolll 1
Sle s @)lay asgeio | Joll Jgo jgai diogul 6Lall &9 UJJJgoJl 6>JL abuijoll
.(33%) asill gag diﬁa)l eyl UJbJI ol Ul

Jo dwamou_lbboc_o_clnuqﬁfxalub UpJchbJalJoJluluppLﬂlbk
bunollg luwl ashio 99 (57% :lolc 699 18 p_ajln_cl o9l uJJ.“) il

(64%) ioubiill 65L&l o3y Lo <99 (59%) tsolgll

cauni I pél ugloy ol go Wl gulll 8Lo wuleil Sle 6sla)l Jooy U boaic
blib Yl auli g0 Joani lgils L 6lleoll 6jaJ o ol Gleg .6lilens ogilio
Iwb 1511 856U Joll ggbup U UJJJI dLUgI Ol oo .uljio J5uw 3|J_O_U asyy il
Blileall (595 alac (6 @agio 9%q j@jll (595 slac (6 @gio 33% wainy . ogil
38% J| éy@1j0 oh;) O QU UJD.“ i 2aiyi . Joll Sl glJJ;)_Jl awli aic 18lg

6% Jl 6lileo 6lo waﬂlwmg

ol 6o oo Wil Glao| ULC ailitiwl 6)28s Jooll diy 6 618l 2ialy
UJLLU U, 0gilo L_’.O_j.l_‘)_” ol }ubJ| S lall ayaaj auabgoll uo wlb) boaigo
UJJ.” auabgoll & e |_|.u5 (34%) pgloc o9 loau U9l UJJ.” asabgoll éuui
(44%) pgilile 0 1530 yg52y

9 | .abgasn dgaall y4 .Gallup, Inc. a4l 2025 © pill Jgan



| 10

géin

gdnll J4 .Gallup, Inc. a4pil 2025 © piill §

ga3n0 g

.ab



qWnllWILCLIL'ch'l_DLD

rr:|IC|_cl3_|_|_LI

YL Ja

Ll al LCI.DLLIJl
SalalUl al

aaci o adfll e

AaalLall

Julhin

aaball ymga du

Uil lnd
Aladl al

LA axalll

n .dbgaan Ggaall J4 .Gallup, Inc. d4yil 2025 © yiill Ggaa




Llenianlig allell ,aJLr_n A Cialel ¢ a1jan Glpucd cu.nJI lgindl Gasan
A4l Jlun ULEI uljgl:u.llg ,n_'u:uJIg aligllg Alinll jicig dalwnll l._ll.C|_|.IJ| JiD
alall wilga d.ﬁ U.n Ip.u Y Ija daludll vl alubUl 4y el eng U‘LCLLb.D_”
Jocll UﬁLnIg G )| udl Ygng duwlunll ab Ll Cl.l:lgjl UD |-y .np:nLr.nJI

SbUBUI" ge 610 Joll Gallup aipl iy b
Couds aduiod awlys JUs oo "3|_j.biU ELQJJ:”
2005 ple 62000l gl ] U o3 10,000

*Jg>10 (6 2008 plc cupal @il awljs adlg
Lgilig asyy il bl Ul o3 5o

BF) @U:u 2uwgi Gallup L_le_jl Busll aigll 99

UlJl 6uiall Wbl Jb 0 6oLall agal Cuaull
asyll GbUibUI cuild 15] Lo aoyeng 6sla)l aslgi

2100 e @ubiig Jusiwoll aosllo Jlji U sloil
Al olBuw

Joll pU ga 25la)l

Gpligs ggubli -
ST ags Jojg Sphuuc o

.Lm.nl;::l walisng

A1 Gl wllelalll Lo loymga o 85uall Jiak
,QJ.C" oy ,ngJl p.guu g¥ela) J.i}oiJlg 6ol g
aypw ogily &0 Ly LJJJ| b3l agolgo 658l
&0 U JAuiy 585 ol gild go wlls 51l sl
sloll 6o

lgilib 6 Jooi wiljall 030 Gl o o9

Jolgsll ags 5 GSalll o 31 Us B Olbjlas
S oluwdlg 65181 dinauh J3uss Ll 620l
lull go a9l 2367 . ageliil I a1l 2633
65l8) 63yac Llisg T capgall 1am Jgo dloys B
6o50al @il £s5olall e Sllbwll wlido go

a2l 1gil% clguw ololl ulg.Dl olo el 209
s 0 Gl aule 316530 ol (wai8o gl qudl gl
;_Lépl ol o uase Jubg .unlall 1he oc
i ailgag Ll psl syl o 3y U ol Gallup
65Lall cgvgo pgo J:)l Ve /lg_ul.b_ji‘_')l_j.bﬂl

.65l8ll cango Jgo (ibg wlléoy slgiiwl gule 5.5 5929 JI Google yo LJ,Ath.J&Jl L_DLL“J.U.IJJ 1
uglmlplnn.uub aioila lilwiwl e 20089 2005 UaLc thleLU|uuw|J3J|h15um| .6aaiall LUl 2614 18jgoleiw Jlailijau LW gl gl 1ais .JJJlJJ.” th}uul 2

.(RDD) aiflguirc pl.oJlJ Jill

[thgann Fgaall U5 .Gallup, Inc. a4yl 2025 © pidll Ggas | 12



Jalg 2516 2235 byl (o Joll JI§sul wlb
prﬁqumgdlp.thauobeJldﬁ;wpl
uLoJﬁ S 55 pgio b 286 :LJJLL“ Jlgul
gl o0 8l 5e Glolguw] cani

Olods Sl 55 (o ,U_Jlg 2
5® a p.guu Lo dn.ol ey

afalall Glithny
L dalall dullea Granil
dilja e aaldll (jg&u )l

2l 3581 (pilos Jgo 2wl JIgdl e alo )
uJS)_U Jo sl bl &0 <ig clpl U_QﬁJ U
uhwa lg5)2u Ulg p.g.w_o.ll lgogay Ul éslall e
|J4g o [5lg .20l al o sl blislg aojg>
aijab b agibliblg sl Ciledai pgay 5l
L engo auni dleall 65uall e

sholll 61 pgo ] Gallup cisw 12024 ple 6
0w ugaguy log 838l pllell i J5 Lo
o3l 30,000 go P51 clashs @l 99 -agil
a0 wjol dogioll puud gol)) dgs 52 o @b
Al glBu 50 76% 935 B illg o(Japlall
ol Lol 261 oo 86% o jislg sl
Oxbuy oldw Gallup coib (Gallell

Sl il @) 3l 5l o
Saiogul elilo o pslll

umemLoJl}agJuLcixﬁldiuuggdllmJﬁp
Sle @saino aiwlll 03m acluig anl.qu Long
Slpoll Gblisl ayaoi

ablidl gD G sl awls Sl Joliii ol

L_,Lc Jasul |5gs alolg 0).115 aiic ,J03|J_o_l|
a.uxa)l ls Gblidwdl 0as deiq . allell (sqiuo
p.ngJ_l 0.80U46] s bl 65l bao g aslu
00 upis Gl il Loyl Ui agilidglwg
6508l alles @uonilg 65Ul uJg_J Sl ng.o.bJ
Il aledgis aljs Sle 6ol yghy Ul LY
LD.JlCLD..e_OU_E)LJJILouDJlJ_O_legJJLQJ_Jp.QJD
lguo o6l pay LJr1J| Olegoanl)

ol ol palill sl S ésle sl Jroy cus ps1l pgilacl Boy Lﬂsjjl SSlall wllay 3

13 \ .dbhgasn Gganll J4 .Gallup, Inc. a4l 2025 © piill Ggén



:JgUl auwdll
®eo Jgiany (uall aatall o

Al gmwpéil Apall
Sdingdl alpabl

.bhgann dganll J4 .Gallup, Inc. &4yl 2025 © piill Ggan | 14



YLAL Aatall 3917

,_C|g_l| 1ngig .Aac
yaasdallgnaalihn

auall wilgy £1na

-atogl 5161l 6o o Tjais U Tejo pwll oyl iy
aseng opuu:Jl J|J.0i 2ol g Wl oo 57% 153.1 duo
UJDJ' dJng aoly| :ucg p.ngD &9 lJbJI |_]JJ|J eyl
J5 g oo &1 go 451 ol ol (5%) oo JULJ=EY
.pgilc |JJJ.C oAy ogylizy 3|J.0| oD

(M%) il o o awlil aipoll 0 paoll L,J‘b
Joell cllojg (5%) l_JLu.UI.lé.OJI 6316 aoly| aicq

J5 gy go 2lg 319 g0 Jol ol 20 (2%) gus 1l
25 209 . pgloc dy o 1256 Ug)ﬁw 3|j.0| auod
ji51 o Jac g alla) gelass anall bl Lo
L_,JbJ| JAuiy upgas Llo.sle ulf.uo 0 6316 y53) o
.09lo=s U uJJ.“ dlilgb ajjleo pgilo &9

algo (s UJ_ng.Q.” 0o 34% JJ.UJJ DJbz:ol J3uu
q_o_Dng.o_chngprbuaJLoglploledosdl
JJ..CuJJb..O_O6%JGJjLQ_O 0gilo 0 Tl sl
wldl > dlall JI 6yl aic el gog .gulolell
s uebaoll du 61, agilo -] rexil Sl
(34%) Jo=ll uléuo 9 13516 gy o)l Jasll L_Jl.gs
3ol Bl =kY] uuaJl gsabgoll dui (o ole JBuw J.ol
(44%) 6pwlll 3|J.O|

15 | .abgasn dgaall 4 .Gallup, Inc. a4yl 2025 © yiiill Ggas




:ajaball alithnyl awlui] Jio s Il 6Ll wilgs go salall il

. e a3l 8581 clail 4181 o (7%) cu3llg (7%)

Jocll daiy naaaldll cingy  Lolpbassl anligo g Jjio Juiu goysai
- o Wep o s . 11U 511 pgiany 8jgguitall clinadiul I jbiy
alaal nle aplithwl d)aa) MJQ@WNQP aimodl ool bl bl

Alall dun g ("jub_llj_l_ll.l 2% 8)0guito &l lgyss (uall g W

Jadl it aujil

diogyll 8Ll 6 uSIl bl Pt g5 6alall glgil
Saiogyl elilo Lo wdll byl Wl @ ol 6lall oo :J1&)!
8318)l g0 cgi J5 lgyds cuall slpo Dl duw

Jac dgo 6 yeabgo M iUl gras M

57

alilell
by

n [
2 I

 —
c I

;
s I

s [

o I bl Hlall
5 ‘
Bandl
s I
2 [ .
ol
+ I
2 300l
2 Sl

\V]

N N

2
DLENEY
<1
<1
Jolsiall
<1

loyslg algs 52 6 Joc ags 6 abBgo 13,8429 )by 31,296 :aiwlwlll diiell poo
JuaSl o "p5l"g el Sl sleywl A5 Las 1100% J Ggluwo @jgiall cuwddl ggon0 gg4y U 26 wuypaill ailoc S albollo

Spwill gady Ul gdanll go ol JIGl i oo "log)" dnls groni Al o) 3] :yasill asg Lle @il aoaniuall cilalbooll sy 25U calisi 26 :abollo
Wl 15e

.thgaan Fgiall J5 .Gallup, Inc. a4l 2025 © yidll ggas | 16



Jlosig buwgll @pidl Jgo &9 3|J_0_” Juou Laiw
Wbl Lisl JI s J4uiy bgjgl @Gpig Laysol
_|.15J| Joal gailig .(alilell Jlj.Ol O0 p.g_LLcl) cljcll
&0 awolyeall Wl go gl 88l J_‘JJJ o
< clpill Ggis ajayell Joil go el il guo
gl clacjll jling L>JJ| dg:Jl o280 &9 SspAll
.agogyl 8Ll 6 lJle Tl yis 0l pglony

b Jasu sl Dl pepsay guall 8slall glgil caliay
uuoAl dg_:dl Joll Jgaall c'lﬁ)ng g3l Lo
Lpbu.u_ll g| Joell 6316 lguo slpolll jliny 26 L,JJl

UJng U.u.unJl clocjll g| Oow bl 658l g| cljcll
(60%) Lol LgJ.b (70%) Joll auipall &0 ol
L>JJ| JodJl }15[5 (52%) 623iall @iyl uljlo_ll oJ
.d.osz]laiuuopg.omLoJﬁaleLg,Lougstldw

Jadi Jgaall

1511 Gl it g3 6alall o dideo glgil Juidl I Jaai Jga 0 sl

Salogul <lilo 0 pdlI byl il al sall S5tall ¢o < J1gal

i)l clocpll dui owluidl 65181 i clic il yobub Dl duui Jooll 6516 i
21 :Byjiwgs = 38 :Llii @@ 99 20l @ 70 : 05l @
21 :llquig S 33 1 Jwilpwl 3 97 -cLuygll @, 60 :LilaJl .
20 :dyilw] 22:55 @ 96 :03,0l @ d“?z”_‘;’“[fy: C

18 Ui () 19:hily 90 :LSloolw @ 49 : Wiyl &
g2igdll ajggoo . N . R -«

18 -aibldasl 52 18 :aigll < 89 :ubuulo algo : 41 :633i0]| d4lonll =|=

loyslg algo 52 &0 &)U 31,296 g0 aiwbwil aitell yg4is
Juodl o "ells e g| i" lg)5s UJJ”UD[JJJJJID[&UJAﬂpJ :abollo

auuds Ojpd 8wl cuild o JI&SUl gd &0 "liogg_" aols plaaiwl oi o) ol 2203l ang Lle . @gluwillg CLDlJ.LuLDJl Gblbnoll Cuuoy cful.qu woling 26 rabollo

6l 9 ble }ule pg_cngl olitoy 656l b0
&0 oWl 5l g Gallup Wil g4lg olell
6269 clicll pLubll Ul U9a9iey lesle il 400
uhy 1ae g4lg ool o Lo pb J.yb og) Jooll
lam JI ol Dl iy 15kl :U§lwilll go 15jo
bl ge el aaindy sall log $6318)l go golll
ol sy Ll olan)|

17 \ .dbhgasn Gganll J4 .Gallup, Inc. a4l 2025 © piill Ggén

aldle

s 983 ol go Jiel Wlis Gul
2ryg wlall Lo sy 3l Flall
LJJIJ.Q_QJ Lodw .. . an3a0ll 0 qu_”
JEYCIIN Adaic ball Cusg )l dgl
2bbe ol

Wailo youului —
Bbg uayel Lais djjegaa) gy Jol
pUil) Jigi 6L e




w

wuldl awall

JIJ_c'lﬂ_I El_CJJ_TJILLll;LijiJI

.ithgann Gganll J4 .Gallup, Inc. a4pil 2025 © phill §gin | 18



0 dloal 51l 8581 clgil lawg Iblijl 8518l go sl il Ciledgi buiyi
sl Iliall A5la)l ilen Jgo slpslll ciledgig jlasl 2300 . amylgaig pgilo
Lle slodlg 8518l go 28ginll ¢lglill 46s5uall Jgo dliol pgiliksi

5 clgw 3o

lino Gl albll Gl cygblg .ajiad)l 65Ul abi) o5lai 65¢ 23g7
bl pH Gl oy cadgll jgpay auli Jbi "esual) aylia)l clasl” pslaj
slolll wiledgi 8sle a1 sl 8)lisy C.agay Jisi a8 plell Gl Sl
lpeil Jb o auli pgisls o

o 2005 ple 8233l Sl 6 Gallup lgip il ala Dl awlyll ciadis
cilauis 2008 ple sl awl)s 6 sl a3 Gl ">l il deylll LI VI
7.dg>10

1@ Gl HblibI 030

C
Jusiuall olaj J8lallly joeidll )] QLinUl
aanlg wlgdei 6alall p3ay ol Llg

w

sl (¢

aaljill plysUlg @2l JI olis Ul

cobleill
cp il gung ploialll jgeuill ] pUid Ul
Jeiw | 2

Sualll glollb jgeuill JI plib Ul
ol ulbie wlagl o jlsiwlllg

Offermann, L. R., & Coats, M. R. (2018). Implicit theories of leadership: Stability and change over two decades. The Leadership 4
Quarterly, 29(4), 513-522. https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988

Lord, R. G., Epitropaki, O., Foti, R. )., & Hansbrough, T. K. (2020). Implicit leadership theories, implicit followership theories, and 5
dynamic processing of leadership information. Annual Review of Organizational Psychology and Organizational Behavior, 7(1), 49-
74. https://www.annualreviews.org/content/journals/10.1146/annurev-orgpsych-012119-045434

Offermann, L. R., & Coats, M. R. (2018). Implicit theories of leadership: Stability and change over two decades. The Leadership 6
Quarterly, 29(4), 513-522. https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988

620i0ll GLUgl 20l .6)goleiw Jlailsjgu LW aigll gl 135 Jujlpl Wil 7

19 \ .dbhgasn Ggaall J4 .Gallup, Inc. d4pil 2025 © piill Ggén


https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988
https://www.annualreviews.org/content/journals/10.1146/annurev-orgpsych-012119-045434
https://www.sciencedirect.com/science/article/abs/pii/S1048984317304988

a5 biadl o by LS:Jl JIgadl opb (o TCJJ_) asqgianll Ll carini @i aell Gblisdl oas ay30ilg
&y Slam ilod G lgaionio (aineul pgil b bl @e31l6 & aaluy o ans ElolS Sl 85
ol alolidl asyy il b Ui U1 Jubusil lgaoog cavgall Loy leo wlenll o3a 2102i 0 Lob

<
b
3
)
3

g
Lo
T
B :
5
5
O

g
B E
e B
£ &
= ce
s %
g e
Eoop
:

B

3

Jpeiwll

]

&

i

:
&

.dbgaan Jganll J4 .Gallup, Inc. a4pil 2025 © piill §gas | 20



¢ ol Jl awdl Swlul pnic asill 5l las

55300Jl &eulll 85Uall Slan J5 o 33% Jio

00 Tcja g2i 2o (4%) )l lg (7%) cablell Jiny

635aall @il aj>uall el go cljsl deu

ajaluall alitany)
_JU.d_i” uLLEIgJ| i
dalc aijl amialda (o
Llpill B Ja

dlg> 52 ;6 Gallup |.ng| Sl ool Syl J.ng
Jo_ll >®9 ool lguwai agyyll Gblys Ul UI

o asuiog ail jlsiwllg wbleilg aaillg
abwlpwgpall @iyl o asypall alpeill Jb o

- ajepbllg aixglgiaillg

56% 23205 o ool gy oliol Aals Joll jug
I3 go bbbyl 65IL abyipall lendl J5 go
d_aljillg agPlg pladUl wleo lowllg — ,gg.l:')gall

By 3|_j.0_“ 2oy ggo 1(Sgd 20> Ll.o_ll V=t 1]
ol LJ.lJ: o3¢l o ad] ag2lbis d.cml

8 Lolp.ul _u_‘>| Jusio g Josllg cil3odl Lle
poliig jolll 3|_j.0_“ 260) 16 do_ll U920
il e 636 d.ol U9aLNnIg p.gmb JeYeitey]
b3l g0

Gl il auwll
22jolll — slyoill aeypill LI

(adgiao ab]) .l o waill 1hs @) pguy o ol wni wlals Sl 155 &K ol Jlgsl

ool J4u abuipall calasi)l lgydas guall slpo DI duw
Jpeiwll B bl B asll B Joll |

@yslg ags 52 0 ab) 72,439 sapwlnlll aijell oo

100% J :bgLum ajgioll cuwdll £9000 994y U 26 el allac J] i rabollo

bbb 6| slesiwl @i 269 .gudylinall sgiwo Sle pudg GlbUl sgimo e GlSloo] ppeill 1ae 16q ela) bbbl i G dou bo puasi sl g4oy :abollo

Sl aladll claslg sl aeydl blisll &)
Pl chil J5 Lo aili oo blibUl 0as Jhun
Sliall gaes gu asgo Wlollidl elis «el> gog
ol oboy dap lgogo o o 5] L_,xllg 658l gnglg
gl LJ.DCU.HS)_OJ.lﬁl Jasu Jooll 6518)l adgi

dua oo syl jgo)l Dlumlg_uxwulﬁ.onuﬁJpqub.m}Lc

el Bl 1w lgaid sl agly aual 258
pguail lgaid sl aglo aibsell
Clojoy joilld] —

8aniall LUgll Lol 8apsll
abublig auwlogling

Pleeging, E., van Exel, J., & Burger, M. (2022). Characterizing hope: An interdisciplinary overview of the characteristics of hope. Applied Research Quality Life, 17(3), 8

2l \ .dthgasn Ggaall J4 .Gallup, Inc. a4l 2025 © piill Ggéan

1681-1723.https://link.springer.com/article/10.1007/511482-021-09967-x



https://link.springer.com/article/10.1007/s11482-021-09967-x

clao le cclic Ul I blisl abii (uwo Uog
oldo 0 65lall yo pgibliol olo .alilell 3|J_o|g
Oluwwgoll 6s16 JJI sloll 6)his .aaliso Jooll

cllojllg cljanll J] pagithi gc walisi

sgeuul) pal Blisl sl jghsy ,Jliall Juw Ll
aijléo (64%) luwugall 6316 il go Jollly
cljanll Jio) lguwai duwgoll gon gl 6s6JL
ols LaJs 5T Lisoy .((58%) Jasl! cllojg (59%)
ledai olj dmuugoll Jsls dwipo el A5tall
.olglllg Jolll 04261 aio sl

ya varab guli gn Ug.aJ.l_xn dala
Jndl gle ju4yill ailyya

b Jby Sblis W ple)l Jabudl G g 0
Sle sl avys Glo ailall goi e bl P
ugpdall 58l .o 3o JI walisi wblibll o3s
o il Jio :Jl_j_O_U "ainaudl” slall uo

Js il Jet) clﬁp.u.ll/u.l.gggo.llg alilell ::IJ.olg
s 209 .cup Dl 858JL &jlao asill 6)lao
S sVl apli 6 o1l agyol uoling pgils
09260 oty clocjll J.mu «Juléoll . Jolll
LUlDU.OQ.D..QJJ.DQ.UJ.DUQJJJJp.gJﬁJ wablell
Jeiw Ul @uéni

il il awll

ailall ggi o SljLi ) &uddl &gioll duwdll — slys il dsyyill SbLILUI
(agiao ab]) .l o waill 1hs @) pguy o ol wni wlels Sl 55 &K ol Jlgsdl

Jhoiwdl @ wbleil B asdl B Joll W

7 N S
T v [ e
B0 T R
s e[
B0 N S

I 2 A S

I T S -

| T S
B0 N e -
0 T R, -

7 T P,

I A R -

oyslg ag 52 o6 ab] 72,439 sawlnll aijell oo

100% J Ggluwo aygiall il £9000 g4y U 26 el allac I [1hig 7€ ge J_QJUJ.JI ol B ply p) 1lBollo

.thgann Fgiall U5 .Gallup, Inc. a4yl 2025 © pidll Ggas | 22



ole J4sy gaipoll J5301 Ol afigell Joill o J4 ya (b il gUis vl ga Yol

oalg_lluo(37%)a_mﬂ o péi albal JIJ_o_JlUJgJ dlgag ddhin
Busol 6 Sl go obell allall i g o J5 a0 . allell sgiuo Lle abli sl ciblol
5lo 1026 ;6 Joll ge ugisw (56%) Ll auwlj3l 03a lgilasd LI aluijl cuidl gblial

S o sl syljioll oUib UL el asbioll sl @l aan i o 41 Joll ailall 153y
Iloucj o@)lidl Jloibdl 65U l:wp lo ,(9%) cableill Lgble| i qu Oliglai Wlis .¢l> 20g
P-Q-’LDL:OIL’bJI 115 4501 atamy Gy she ngquop_a)gljlc_m_LmelenJlebmJLo

ngJLob.od.o_lljf):) U.”.LLDJ.O'AE le.oJldJJ.uJ
busollg buwl Jio @blios &ijléo (53%) ap&oll

(59%) tsolgll

£l ity awll
(Slbungioll) adhiall Lo Sl diuil djeioll auuill — sls il deydl cilblisyl

(agiao ab) bl o il 13e @) pguy Lo ol wni Wlols Sl 145 2K ol Jlgsdl
Jpoiwll M bl M asll B Joll M

O N R S e

alo] 2 |
plel = | [KEle
2N N S EE T o1 tma o e
I I N O EC T st st ot s
s o) o | KRI%
slef . | B

luloJIg Luiyog (bylelg «eluwygllg daiwgdlg LULLJ| llgjgl pLuJ.og 2l Jalgiall Uygsg oLWlg buuigailg «aigllg «cunllg LL”J.Lqu tsalgll buswllg Luwl
ajjogoog 4ypiwgsg ULLuJJg WJjldlg Jbedaig UJ.J..DJJ' cl.u.u_U| |5Jj.o| o:nmJIafxla.oJlg lJJLLng Wbloglwg L’JJJgJ.HJbJJlg bilog)g lailgug Wlbylg
algag .aingeill anysll @lonllg wupeallg .glig «gayllg WJylpwlg oo lm.u.ol Jlosiig buwgll Gl a_h.wﬁa.llg J9olalillg jgalgdllg g lhuinogall
w090y squwlo lybyaug (Ulguwigug sy spddl clppnll wgis lm.u.ol OJDJ.D.JIL_JlJJQJIQ 235 :a)losul l$Jj.o| 16200l aupell WljloUlg Usyg \oubulo
acaig JUilig Layel Lging \Lpaug wwalellg «aiblisasl geighll &)jggang salell olwg 1livg

100% J L{gLu.lD &gioll Cudll ggoao gady U 26 sl alac S i abo o

e Jsl Jain 5 Gl lguas JoI 5l 1530L paog JJol 2105 6 GuwlwIl ool iyl 9o Jol
phioo Log O_QJJ|UJ.cp.5|_p.5}.LJ|UJ|d.mJJDJ| ont il 29l s ol lglash il 52
sl bbbl aosls asillg Jolll j3md .l LngSLLqL,oupru.cJﬁupasu_Jluc_LgLonmlo
21ji losicg bbbl o 80% gai gllioy Cus o @il J5 go JoII Lo quilb JI glig gl

ow aliloo @slle 20gi Ug .G 15T 2515 lomaol “Jbig ynog luigailg djrgeiul dliyell a4looll
Jheiwllg ableill dJSJlulLouo.D(_nglaﬁuoun d.o:llaifxai

awoi j28Jl gag k_.,JgJJl clidl 32y UJ.“ aalicall

158 Lgloww gajjo 5> wls ags 19 9 aoall o
Ol> algs 17 o9 elJasg (55% b.ngJ.DJ) oluiw I

(53% bwng) UJ:)l buigio g| Hasio Jso

23 | .atbgain Ggaall U4 .Gallup, Inc. a4yl 2025 © il Ggas



yun Bl (it gl

g3l v aljLvl auuill &gioll dudll — slpo il aey il b LY
(aogico ab) bl o waill 13e @) pgu o ol wni Wlols Sl 45 2K ol gl
Joiwll @ wbleill @ asll @ Joll ®

06

[ ] ( X J Glootl
@ { ] 3 3 2 72 o0
]  J o 8 7 20 66 luuiigai]
@ { (] 4 5 26 66 &gl
[ ] { 4 6 25 65 ogilell
o  J  J 5 5 25 65 Loy
o { ] [ 4 5 27 64 aigll
{ { { _ J 5 7 24 64 Wiljis
o ) o 4 4 29 64 82aioll aiyell Oljlo I
@ { ( X J 8 5 25 63 cluudoll
@  J { = 3 7 28 62 2jlLb
@ ) o 3 3 32 62 alginll bygs
@ { { { 2 10 27 62 Ulguig
o ) ) 4 6 29 6 leyslogh
@ [ J @ 6 7 27 60 oyl
@ o () 4 3 33 60 djlpl
@ o { 4 5 31 60 Juilpuwl
@ { { A 3 7 31 59 onll
@ o ] 4 4 33 59 12i5
@ { o 5 5 32 58 Usy
@  J o O 4 0 29 57 sl
@ ® ( X J 2 5 36 57 Lwsiyo
® ® ) 3 8 32 57  oadallabll
@ o ( X J 4 7 33 56 aiblyaa)il g2ighll djjgges
@ { [ B J 4 9 32 55 Joalabul
 J ] [ 5 4 36 55  wollabill
e () ® 5 4 36 55  Whiw
@ { { o 4 4 27 55 Bypiawgs
@ o ( X J 3 6 36 55 Wbyl
@ ] { N J 2 6 37 55 clwygllg dwgdl
@ ] [ ) 7 5 34 55 820iall aslooll
@ L o O 5 n 29 54 i
@ ® o o 4 10 32 54 el
o  J { 8 10 28 53 I>ilgy
) ) ® 4 3 40 53 il
{ { (| B J 3 36 53 wgpolsll
o  J o O 3 10 34 53 9cgi
@ { o o 7 2 28 52 bilw]
@ o { X J 6 9 33 52 bedgy
) ) ) ) 3 3 33 5 0luisogill &jggos
® ® o o 5 12 32 51 jeolgsyl
) o ® O 1 2 38 50 Wi
o ( [ B J 9 38 49 usbuulo dgo
{ ] L ] [ I ) 5 10 36 49 wall
o ) o o 4 10 38 49 2l Jolw
L { o O 3 9 40 48 qulo sy
o o [ N 3 43 48 Wilog;
o o o0 4 41 47 USlogl
o o o O 4 n 38 47 Ot
® o0 4 45 46 bWl
L X o0 8 42 45 Uylaly
SR ) 0 7 9 39 44 ol
{ o O 6 2 4 4 ol

.dbgaan Jganll J4 .Gallup, Inc. a4pil 2025 © piill §gas | 24



wen Wsi gag «Joll cubuijl 8jg530J1 cilanl
Js Jaig (32%)&53"3u abuipall Gl éww
u:xLo.u 093_QJ| u_‘d Jasill U.LC Jolll &jjosll liall
Jlacl ol U._J_DJ' dﬂgl O 00 ol 65Lj g0
Jollly abuipo asp agio 52% 155 4isle Wbl 75
aaill abuijo aan pgio 36% 155 g0 0

Jadl e cal gl ilyn 40 il
dalall Uu:

agibliclg gl poc gu 8piblo aslc Wlis
o< ple Jauy sl Gay paell ge Bl Boig
155 G T a1 Ol §4)g w2615 o Jolll
Wbl ) Gw psll agilibis aijleo Joll
a0 57% .ole 299 18 g pojlaci aglyii guall

gualull ilyll awjll
&0l @iall wuus aaillg Joil) diuuill dioall

(aogiao ab]) bl o vl 1 @) paguy o Jool wani alalb Sl 45 oK oUl | Jlgsul

obidl J4y ahyipoll ailas]l Igybs o)l sl Dl ayui

aalll =—  Jolll —
60
57
52
50
40
36
32
30
20
75+ 65-74 55-64 45-54 30-44 18-29

L’JlJJ“ ol a0 L,OJLQ.” Gallup cllbiwl pe Ll g0o lgis pi ULJI ,quLo_JIg Ja3ll &0 lole 179 15 g p@JLa_cl o9l UJJJ| G5y bina| sleuiuwl i tabo o

Juay &ollell sgiuoll e i Gallup? ¢iang
bole 2"99 15 0w pojlacl aglii guall gl
LJLcl asjay Ulgiw 0D 29 p.ng.Dpd.LQJ Sl
PgLiueo Gligiuo ol psl J8les ge gapiaig
30 gw p@)]lo_cl 29140 oy CUJLQ_D LJ.Lququl .
Lob .yislo Lle 50 p@]lM' olui (o ol Ll 499
uglell thJ c_upl UJJ' Gallup LJlJJI L_Jj.ebl
g0 50% i _J.Lo_uﬁ| bl Ul cauigll 20
g0 Jrol lldo ainy pllell Gl slaicil) Gl jus
0 Jwill p3aj

alloo Ul aifloo Ul GO PgLon] 05 gl

o6lo pg.ol.oi wluidl Gl Sl ells cuw by 109:
ujo oc gy pgleay o Gull jU4 djjlao Jgbl
Ol Guidl s ellioy bodw . Jrsimol) plgl Ul go
Agi40y 6316 ge Call ] ageo lo sl alilo

blaiill 03 @olgiig .culjlall 5Ll Lo pgs @aigll
.Gallup lgipl sl Sl 20 poo)l Lo

gl e aluiod agiw Gliliwl JUs oo pllell &0 udWl gl 5o 98% (o 150 oluiwll buip Ll o lJbiniilg Jgoubs Ji5 11 gluiwll go Gollell Gallup clbiwl 9
https://www.gallup.com/analytics/318875/global-research.aspx :slogleall o ajo Sl cUbl) byl 8)Uj o1 -Jo)l waline pe daijleall alils guyléo plasiwl L_,JngI

Wylie, H. (2021). Landmark intergenerational poll shows young people are 50% more likely than older generations to believe the world is becoming a better place — yet 10
impatient for action on mounting crises [Press release]. UNICEF. https://www.unicef.org/eap/press-releases/children-and-young-people-headline-global-and-

25 \ .dbhgasn Gganll J4 .Gallup, Inc. a4l 2025 © piill Ggén

local-events-world-childrens-day


https://www.gallup.com/analytics/318875/global-research.aspx

3l 25a)ly Jodll gobuy U sl ol gu oo
6 yauine pgil Sle pgio 33% waing jaig)say
lileo gauiue) ogil e 9%q 61230

sl dpui 20y Joll Gl QUi Ul apli slayg
apss g 38% | 6100 6> ggiiues 3l
g 6% Jl 6lleo youiuey gyl bl

20 asllc 5939 I Jolll J| puib Ul dpwi glai)l
.6lileall golasil

o3 (33%) |Jl.u.1.u| bl }15| U o2, aaill
6 pgial uJJJl sl il LLOLD| |JgJ lgJ Ul 93w
8)@>j0 ol ugJuusu 26 Lj.o_Jl L_,l:: dioug a Ug_QJJ
1255 e300 uJJJl dlilgl Jio lolaj 8lileo 6o gl
Jodll gpisy boaic .els 209 .bao Jolll Sle dey
Ollaso gaiy wableill of jhsiwll | asls] aaill
(Il e 39%g 43% uiy) (sl 810 jajll
" 4%g 4% i) 8lileoll Gl3s0 (Hadii laiy
(el e

a0 el Gleg Joll Lplgng 20 6lileall prg
ujo auli 20 Jaj ngLo Lu..uu 6ol 6lleoll Ul

0 &b aissl d podl 1amg sl dl Glblisl oo
Al slileall yoii Cuo gheaiall J53Jl wls Jgall

009 Josl Jsiwo &8 Joll I shell olingg

Jao laail o pcl Lleg . pgilileo wareni oj
,o_|.u5 al> al élilendl 2ol Glo k_,mhqu 6lileall
|J.u.5 |_jJJLJ 6lleoll 9 openll aloliv Ul Joai cuo
lgiguiny UJJ.” w bl 8lo 90

Jroalill cilalislg dlatajll Gy ddilell

a0 agilo gc sl ll by sgiue Gallup Gudi
sl a3l Jios ol JI55 pgio callll JU5
aio blell dy3)l Jios laiy &idao 84> Iguwl aio
oLl 13m ciloys pusy Ay .didao 8lo Josl
320l Jupiils gwliso ) 15wl 10 Gl jeo oo
£g2Dg pu_oJ 3|J_0_” a0 wlby pJ "eojll UJ'JJ'
ol aebaiy UJ.“ ansjallq pluJJI 132 e GBI
sl Gallup Oinj .Wlgiw guod 2y l.gJJl |gJ.DJ
ogilog L_,,Lcl g| 7" 5 albll pgilo ggoldy UJJJ'
Sl ,JLcl g| "8" L_Jlg.UJJ o a2y ddudiuall
Pl ug01d) oo Lol .84m>10 8l (guines pgil
gl "4" 5 Olgiw guod a2y aludiuwallg ClJ.‘é)'jJ'

O O obl&ouguusup.gﬂul;ugm.mm dol
6lleo g| 6)@3j0 6o guusy U uJ:L“ ;ldgl Ul
2l 6 uga0l8y pgil Llc ggalnge

9

Awlpll aam jn ki
armlg adllec agag
dagal yall anaigu
aala aghgg ailin

ailn ya ()

.Cantril, H. (1965). The pattern of human concerns. Rutgers University Press 11

[thgann Fgiall U4 .Gallup, Inc. a4yl 2025 © pidll §gas | 26



. 57

. .

. .

B .

9 sl lgic Cay asp Aal

gl il awgjll
8l 539> pudig 6j95aall 830all Cilan gy dslsll
sUleoll 7M olad)l 71 jlsjl %

Jlyiiwl + aaill + Jodl

I

cahleill + aatll + Jndl

I

S

Jodl

Jniaagy y

=

100% J Ugluwo @gioll il 9000 g9y U 26 «wyelll allac J] 1B rabollo

84 > 209 &jarsg pllell o aiols] ylhog ypasll joc )

o el 1 o dlallc aon — Joll —agisls o ail] 2liy Loy buiyi Jolge Lgls ailin) anyss
Bauljiall bbb lllg am}ﬁdlulﬁszﬂlabuo OJLQLcluan:u;)p.glqu log aisls

27 | .abgain dgaall y4 .Gallup, Inc. a4yl 2025 © pirill Ggas



w

Ul awall

axnll aatall (Jua

lup, Inc. &4kl 2025 © piill Ggan | 28

.dbgasn Ggiall J4 .Gal



ieill dpig O
allddl naacyjul
A4 calielad L

il aalall nle
Jratwnllaalag

éuljiadl slga Ul Wlgiuo yoyai (Joell gl 0
LJ_CLLIQ.D_“ Bl b_o upill p3aillg ke aall G
oyi2ioll 65§0ll Jolgellg \as]l Jaaillg

6ol (e 623500 lbo uoagll Jooll adleioll
Sle Wl .clguw 35 Ll agigagsy guall slallg

6 syl Sljisdl 3o wolll goinell sl
203 yljio J4u Swluwenll gall wlicg slioll
awen allys il I sslall

29 \ .dbhgasn Ggaall J4 .Gallup, Inc. d4pil 2025 © piill Ggén




2l Gy &bl ygol &1Ly &y e lgigsy ol alill e oy 8)isioll yall B3 dgalgale

sl ay Ul SblibUI Judu ol go el Lle
coling a.ccw;u,oJl blib Ul Ge byl asgs Glo b
algall g| ojoc Jio ,JJ_QJl asubg el ggi e clu
Joll) alilgll uLLU:U.OJ' pudg - lguo Jiusy UJJ|
awlwll bl Ul S| upgpall ang Lle a_o.dlg
ainll asuBll b

ji2l bbbl 03e auli (o 8561 (4ol boaic

ogilo &9 L,Jle }ub Jolow pajlicl sl Jg_m.u
Ajlall U Lol4o A58llg apell g asllell jisy o

pogi  Juadl Juuw Sle :blibll 03a o 2ujoll
clais Ul go Uy oo l_oblsullg asillg Joll oilan

audll sl 9 UJbJ_” owb olj béo 630lg aany

pgizuby 658l gr00 ellioy U .ell gog .po239%)
0009 |3 .ay Ul apudl abuall bbbl oss

Ieja 918 olg Jaolg Tejo U] Jhuiny U sl Dl Gl
2l 358 Slodso go lago

Il 0 aohbell sp U_QJ_QJ.” ulall
|5] Lol 1356 Rrey UI aiboy Ug

bao dils 0 opAiai nail

aluail Llo —
aisy0l ahuilig 8)cling «ilban aiils

alpail allisl dayen . |

lByni J5 1256 g 201 asuiy U (sl gaduill
oo 858l Jrslg agigely (o Lle pudeii 88l
3l 3ol bl ety JSuin golosy guall
adpeo pgile cioy el @uéail oA . 0gigagdy
15lg .Lgiuld) pgewg o Lo J5 Jaug Ciblisul
Pl gopudy 26 ¢l 9 lqluiwo

0gials g0 sl adl oliag b of Gallup ¢isy cuil
JoIl wlise og gofll pe ple Jauin BU Jby
1 elbdllg Joill yosil JI alpo I pliag

Uleo jgo 1958 ul 6>l hoy Lob . Judiuoll
Glaoy psball JUb o Jolll jgeuill pjei o
s o pally . albiwll sja0 go oy el
a0 Jool ggduw Jisimall 3 slaicll go Joll
I5lg .aé18a5 Lle g9)als pgil sl Il jeiyg LI
6acluog Joll jgeuul jjei go 2Slall ghoi o)
221l oo idisimall gai @ubll @8 Gle gl
193l lagy opu¢ 20l pgéy )

pg.;i.o.; pgiols Sb aai joeidl S ol oling
luu| oo aail .asljiy winillg p@>gcg) clogll
uglmJI Sle ua)als sl aliluill OlsUsell
a5 yiinoll Wlam Il @185 9ai @llles 1isl JAuiy
Sl T.DJ' slpoll oling .639290 aaill UgﬂﬁJ Loaic
09Aiglg pgeo ygablel) agials Gl jgeull

0o Jheiwlll jeeidl J] ggaliay [wlg .eo10l)
(_,ocul::::l,ochl U0y pAul 20g) le p.gJJLo
aygd ail pusy ¢liloiyg a bl L_JLOgl

.thgann dganll J4 Gallup, Inc. a4pid 2025 © piiill ggas | 30



PRaRs blai pghi Uo 0169 pbeo clbg 65l
Lol .lgic yugeill pgigs blai pjsi o U ajhall
U922iud ,|Hlsuo Logi youiy p.gJLo clas il oLl
o Lle ells go U ggjdpg aadaill asnbll gc
aienbll pgitbé) g9y

6ol Sle ool Jl§_o JAuw 6oball woagu
ogigd blai Ll p.gJLsz_olg pgililo o sliwdl
saoll omjlauwl araib U.opfx.o.dl 20 CUJb.Q.”
5Ll Jsl e Japol) auwliall clBall 9
cliy Sle acluwi égall blei e 6a0i0ll 65U8)6
0 Lo (_J.D.O' i cla il adleg aolaimo lwjloo

clgw 20 Sle oguoilig 658l

cilall dayen WP

lgig%y o) 5] pguali blisl auli 656l yboy U
vgall alallo Tgl pguails ajass alps Ll
lo)laiiwlg ajhall agigs blai pgbi e yglas
olgoll pgo ¢l .Jles Jhuu pm)lgal ayoll

Qi g0 635 blas )] Jéaid Lglang il aiayb
63Ul 6316 BT 2idy ol yhoy 6)lgallg aoseall
. lgigiaiy Ul jaolll (o sanall éslaiwllg

blai pgia) 65lall 24020 .(lo 2316 209y U

Sl i) o:)b.oJI 9 :_Ldluulg wen blaig 696

s 5_)_09 3.ailinll 5gaollg ajbhéll pgialgo
Sl ol p.ng 6518)l a6iey boaic lbuall jghi

00 S Ju. Lolo.upg.gugJ_gsqLleoaLooLSb.o

plc yuibigog Gallup @) Gilinll $araidl gl Weiams ggo Jolil JIs Las

:608)l blai e pilall gualll

ajcl lnS aigd bldi dapen afldll (nle cgn
dalinll djnril Lokl capes o4 gl ailgal jBill
bliij amidjcen ga okl daléll jing o .al

alaaiul e amijaag .aapenll gr amiga

oo W o0

«.cuulinll Gagll na annlinll agall

Clifton, D. O., & Harter, J. K. (2003). Investing in strengths. In K. S. Cameron, J. E. Dutton, & R. E. Quinn (Eds.), Positive organizational 12

scholarship: Foundations of a new discipline. Berrett-Koehler.

Gallup, Inc. (2008). Strengths based leadership: Great leaders, teams, and why people follow. Simon and Schuster. 13

31 \ .dbhgasn Gganll J4 .Gallup, Inc. a4l 2025 © piill Ggén



J|93iJ| ,_C<3JJu.D p.CI” Sle 'Qbﬂl 6518l Jr 0 ad ,
Sle bl JUb go lelballg Gluubhéollg
:Oledgi deuw jlb| Lo WSl

slyo il

Tl 20 bulo)l aubgig Gilblall ey ]
i)l clisg wlasll Guenig ol Jolig

Guuod Sle agiacluog alysill pgbi 2
daaplg cledgi wani JUd (o ogilsl
.088129799 pgeIuig

ol
as8llg ablaulll JU5 o gusTl plgll 3
pasillg asillg
a5 )Lito Gub e 20501 Jolodl

Blg oy 0233y nido Jhuu Jlogleoll
loiwll) p513)1 slaiwll jlgh] 20
Slylall

Jooll candil sggall Jug pusdll 63Us
83220l &gl go (Hilaly s3I

S oeiillg . logleall o sadill paalll 6
"SlAsall o
clb il

oc aoguall Jooi JUs g0 @cburoll pjei
Pl clblg ol cl> Dl

jgall aiulhin dayen P

29> lilbial Grac pga) ggaoll salall eloi
ol 2219 .y abuipall Cileddillg 5300l (5alall
o0 aguailals il ayl slisy lo Ll 65l8)l el
Josl Igalsl ol pgile aljhall agiss blai Jils
oo Gledgill el oam 698l blai @ubi Jusl
.0®)Qd

ilebgill 03 o cjo ) sl bl ol
aoud pya8i Jio L‘é)ng.U (_gpl Sledgi Clia 34l
g| 6wl aule) g| &)Ll Jloc o9 o luwol
.logsall 9 aUgall auwloglall duwjlao

Lﬂ}ji aulja u}mbi
Cilnai Gallup lm_lpl
[jga 550 (D Al
d.las 360g Liahg
UI A11)ad1a1 g
Ugazm U0 aam dilall
Jall)gjarig waamll
ama.amiluwingn U4
diacinlapaggenly
allcaallaggasilg

[thgann Fgaall U5 .Gallup, Inc. a4yl 2025 © pidll Ggas | 32



1ol IGbuisl Jgo Gallup clwlys Gyls ulg
umel aoubidl 85181 (o sl Q&Sgﬂlal
62L8)l Jolili uo 5 JAuius eblal Lgil i
Jobio Goil Sacloi J4uiy guwsleio guyghio o

asaall 658l jghio (o Gl Sils JAsiug sl

solall ¢lyay ol aibel eblaill 15 adqig . agual
P Jhiy 1he @ibig Hhell Sbubl HEF
el JUb gog gusill g| ol ule uLogl o0
bl @uJ:u a0 6381 Ghoiuw p.g.ul.QJ' a_op_m
oagllaog sl Il wiblicl auli) alles) pgigs
asuidl ailedgil

818l lgagity Ll lSgLil 03 (o a9l J5lais
assgl lo 20 @9 JSuin ggroWl gglaubsill
opilo &0 |wbgg aulay) Jis11 858l o ggulill
ol Lo 15 sl 65450 sl plglls alogyl
2apas Jolglllg wlsllell clug .Jolll UJl ol Ul
sl illig 6aa)l (w aaill Sl QLLD_H Uuuul olbsy
L822I slpolll pghi Ul La5. p.ng:)g_oJ ol
nsaill jizg -@incwblwucu&auluﬁm

00 Jhaiwll jgeuil &clwoall dpwig (Sasill
azoladl JUs

C,m_oJl 5300l soball jg3ll Ge cliy

amigagdy (uall alpal ain (o daléll Uﬁ.n.l lnls
alnic Ul JUA o jlpaiullig -_ach.LIIg ddillg Jnll
cuuliiy oy lnduhig daypall amigd blai (nle

Adri (pa dalj . amjga aulhin cn

33 | .atgaan Ggaall Y4 .Gallup, Inc. a4yl 2025 © pitill dgin



anilall

.dbhgasn Gganll J4 .Gallup, Inc. a4pil 2025 © phill Ggén | 34



J_ué_ll agul aalall aslgy
uallg LAl gh

oo gc bl Py ool slo o9 |J.ub p_‘»_ll 6ol ybou
6o (ool pl.LLClg SIECYi] q.g:)lgo p.g.ug_a) g| ogiolo|
wbleillg asillg Jodl :aiwlnl wlen gqu i JUb go
oUiss)l las aaillg Jolll 3lo .larll oam gy gog .Jhéiwllg
2216 0 310l logic ciay il glikwlw ]

Jlo .aalle ulep ) )il wlenll oas ul o pcyl Sleg
iobiy wluill sa) Joll Sl ol .lgiw wlollizl s

up otiashill 8318l audlly ol soillg aadl L) pgoliol
o)l ga Dl 63181 glgil &ijlan pal asyay Joll I olis Ul juy
2ol 6l 0 vejiss

\

2l gc 358l jioy o ga jlAi LI

M9 warllw —

Joliuog «gHr0g lgﬁzwi Jlacl Jo

63la)l Sl Joc bbao slolll wblisl Jgo Gallup Sl Rt}
anglgibi culjghi 3.guu pJLc 590 ou.LoJ.moJlg bl
bl e 6j28ll alzmn_al aloji :|3J|j.LD LLOJLC LbJ'JJg ac)luio
6slallg . 5w Cudg L5| Ve _|.15| 63u22Jl Gb3ail cubJ.uJJlg

ogil)lio puon 9 Jl_j.O_U asyll Gblisb Ul Ggey uJJ.”
ol &9 LJJle J.ub Gl Ge 201l &lioy ggjpuw

35 | .atgain Ggaall Y4 .Gallup, Inc. a4yl 2025 © il Ggas




..w () I

.dthgann Gganll J4 .Gallup, Inc. a4pil 2025 © phill Ggin | 36



dgs]l .."I o :‘i

sl L_,Jg_uf:Jl ULLu.uJI clpl pi :gyaow go ol dawljall oda g202i
a0 cjad dnsuill sl angio plasiwl ai guo 9 .algy 25 o9
cuils el 13e slac] cusg 99 ana 70 9 Uleszll Gallup cllbiwl
2029 .70 JI Jgal 03 .J.Dl 00 aJ93 rvJ 6poqio (LULQJJ' Ll

05 sauwigpal Ul liluiw U1 Lgidouh L,J.“ 25 JI JgaJl 20 27 JI Jg3Jl 03
52 uEm' 3Jl oluiwll pogi Alg .alg> 52 go alilgi Gy e Jgooll

aalivo @2 30 6 sdlg>

Guitill Ygaal

Jo3Jl aails

Lilog olasisngill ajjagad ]

*gmngl HLSUI 192lg5U| * ooy DI
aiyell aslooll *1no *Wlpiawl
*apgsiull Jgalalall Oy
loshy o Lo
"uayolwgiz ol clupgllg diwgdl
*anginll bygs *lilall blgusig,
ils] eaigl i

Guulo dlo> “lassigai el
b ity s listjo

2Ll *Wiby| oauo Bl

e oLl a4

"Ly ol oL
Wt ol i
*53530)l d4laall sl o]
*3aaiall GLUgll sl Balug5
ol *Upoy olall Jolbw

*lalgy g2igdll &jggad

aiblyao)3l

syl as)liall e anie agiguisl] olife JUs go ol gos lgio A7 Gl JoIl Sl s * zabollo

37 | .atgain Ggaall Y4 .Gallup, Inc. a4yl 2025 © il Ggas




olb L_JJhLJ.D'IOOOngJ:onmmleJJg_b
lguo c_upl ,JlJl alg> 251 ;0 bl yiols

29l Lodw .aigio blai 4+ cu_lgpﬁJ_ll biluiw I
Ollleoll lgié Cuai Ul Jaall &0 ball ol
ball uvole LJ.cl_;Jg anuo blai 5+q 3% jw h.r:ou.u
Ul Oy sdisell clbal S aols| .ol puop J.UlJ
clp] Uil allas)l baailg aliwil aclo g
sl elbal Ggao o Ol

1ol Lo alisl J4 abuipoll alanll dliol Jasive

6acbuollg @alllg 85lesillg winll s ol ’|
ansallg Joellg cb3llg gloyllg pallg opallg
asojllg pcliillg 6gallg Jolllg ol2ilg
olollg jranillg 8)guitallg lallg >Lwyllg
aunillg alnllg @loallg doudllg dclauidlg
plainllg &5rllg anloyllg 6s54allg aclauillg
slgibllg ylioUlg

alilellg plainllg dagdlg alc)l :aadl 2
aubllg anljillg @arlg wblllg aslatllg
plpbllg &isgigallg aulbylllg dnnllg
oliallg aclg pUsUlg ylollg algguallg
6luaJl 65909 pusllg p@LéiJlg a.oi]lg

caagllg wjlalllg pilg pliyl seableill 3
angillg doeillg pyallg ableillg @o)llg
anilg cinillg aasjllg clgllg
aisilabllg gphumg

coagllg Jlisiwllg &llgguall :ldiwl 4
abgollg cbillg bumillg alsgigollg
rol.l:ﬁ.”g acBllg glabllg aiballg
ailojllg il blsillg aj5allg spliallg
' ablsllg alogllg

cilifell e .

oo)lacl 2l guelly aligrs) Ul blaoll cilos

O O :CUJ[JJ ulJJ &9 cloel uo_u_‘»Lo lolc 18

15 p,ajlo.cl gJJJ Islyo] aipasdidl blaall o
0gdil alpaddl olidell J5 ouoni aig ._uﬁLo lolc
slac] @i laiy «ibgll (sgiuoall Sle gl aliao
ol alion ggail alis Ul asyliwll cilije

Jio @bl anlbull aus il cuo go guiblgoll
aiolyeall ashiallg puleillg cloibll gqillg pasll
ool plbi pladiwl

Juealill ey Dl Alliayl agaai .2

a8 0TI JIgil ge Sl J5 dooy Cuby

las Clolgu] Jrol JSuiy cani Gilals i1l 55
l.gmlj.og ayjplai Ul aslll Sl "elilo &9 Lp_'mdl
wabii @i pi . lalieo ogHgg lgllaisl go BCYHI
" Jio wiljlic cuioni UJJ' SLbUI wway Ll
JJLO(SJJUJJJ.J 9 U:uu_Q.J 'qg "ajl6 2oqs U'g "5ol
0i lob Cl.gJLu.LDJl RYRY1 Ve La}ch ‘al g.Lle

ol &labioll e gl lg) izo U UJJ' SLbUI Sleyiwl
sl g| Alall capg aic acjlall g| apll als pe
Wlogleo lgoyasi pac Sl ihi Jolll Le olanll
bl golai s ge jauwl 269 .Julaill abls
.aJgaJl cuuwo 30%g 10 ¢ ool duwdy

e 2l 25lall adadl bl Juas a5 .els as
las . apuy)y ado 12 J] lgasinig Glaldll 45
Plaiwl Jlao Jusi alesl olly cuens

aylel) 539300l Clainil go Teay 63upall blaiill
oaasu.o dolyo 0 CLgJLuLLD.” blailll p0> o5

eld @895 289 .alold blajl CLSUJI Sl Jogill
Olegngoll asai L_J|93| 0o ujo plaaiwl

ulBag a.ggg.oJl L,.ch.l:).l:)_ll B Oljlwsiwlg

Jaliig b.uJLLLJl Jasw begi Tai aisuby Juloill

sl @l Bog cilarl) dsgianll Glamgill

Wlll 3 5tall oluiwl 6 ¢lylivll aws wang

alito padiuy 26 . JWlg .ail o psil Lyl
98lg wles)l wngl dilos Wblbno gib)bioll
langill Sle ey walido Jhuy lpuwei piy
aplll agill clpl Aig 2330l Gluullg do3éall
oeliboUl <83l Oljlusiwlg leggall d330k

Olegoao pllaiwl g Jaluo Jhiy agigall

blailll yo aliloo

.ithgann dganll J4 Gallup, Inc. a4pil 2025 © il ggan | 38



il 4 B34
Gallup

Sle Oluungallg 658l 6acbuod 6jguiallg il Gallup o343
ole 85 ¢ 151 3iai Lill lgips Jraug .5l 151l pgilldsiuw Jo
olojni Lo adiac asyeny Gallup giaii guwlgll Sollell lo)Lisilg
lgs @oaii pgilivglwg guiblgallg wllbllg utloleiallg umbgoJl

Ll Lo Pl awigo sl e

39 | .abgain Ggaall 5 .Gallup, Inc. a4yl - 0 © pirill Jgin



https://www.gallup.com/home.aspx

e I

! Al n L_p U -
@00MO @WorldGovSummit
ww.worldgovernmentssummit.org




	_Hlk185785453
	Executive Summary
	Introduction
	Section 1: 

Which Leaders Make the Biggest Difference in People’s Daily Lives?
	Section 2:

The Four Needs of Followers
	Section 3:

A Playbook for Good Leadership
	Conclusion
	Methodology
	_Hlk185785453
	الملخّص التّنفيذي
	مقدّمة
	القسم الأوّل: 

مَن القادة الّذين يحدثون الفرق الأكبر في حياة الأفراد اليوميّة؟
	القسم الثّاني:

الاحتياجات الأربعة للأفراد
	القسم الثّالث:

دليل القيادة الجيدة
	الخاتمة
	المنهجيّة

