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PRIORITIES AND
PERSPECTIVES OF
THE GLOBAL CEO
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Attractiveness of Investing in the Gulf Region

Optimism for Technology and Al




METHODOLOGY

* Survey adapted from a questionnaire
previously administered by the Future
Investment Initiative (FlI).

* 10-minute online survey (mobile optimized)
* Survey was conducted in English only.
« Data collection October 4th - 11th, 2024.

* Sample was drawn from expert network
sample lists.

* Respondents were selected based on the
following criteria:

*« Company has a minimum of 10,000
employees.

* Respondents must have the title of
CEO.

* Final sample size: 100.
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EXPECTED IMPACT OF THE
U.S. ELECTION ON BUSINESS



An impactful election: 77% of CEOs say the U.S. election will
Impact their business strategy

4%
Too early to predict
5%

No impact anticipated

29%

Significant impact requiring
a major shift in strategy

14%

Minor impact with few
changes

Moderate impact with some
adjustments needed

RRRRRRRRRRRRRRRRRRRRR To what extent do you anticipate the 2024 U.S. Election will impact your organization's business strategy for the coming year? 5



7 7% of CEOs say the U.S. presidential election will impact
their 2025 business strategy; biggest changes expected on
Immigration and trade

Changes in immigration policy

Impact on international trade relations
Economic instability

Political polarization

Increased focus on data privacy

Geo-political instability

Increased pressure on sustainability standards
Threats against democracy

Changes in labor regulations

Heightened focus on corporate social responsibility
Tax reforms on corporations

Shifts in consumer sentiment and behavior
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@ In your view, what will be the most significant challenges or opportunities resulting from the 2024 U S. Election?



U.S. CEOs favor Trump while Global CEOs are split on who
will boost the global economy

GLOBAL MINUS U.S. CEOs

OVERALL

36% 35%

30%

Both
Equally
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nnnnnnnnnnnnnnnnnnnnn Which of the candidates in the U.S. Presidential election would be most likely to boost the global economy in 2025 if elected in November?
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Broadly aligned with consumers, CEOs rate inflation as the
Most important economic priority in their country.

Managing inflation

Boosting consumer confidence
Energy prices

Public infrastructure investment
International trade policy

Wage growth

Job creation

Tax reforms

Debt reduction, fiscal responsibility
Supply chain resilience

Affordable healthcare

Income inequality

Small business aid

Pension and social security reform

Affordable housing
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@ What do you think should be the most important economic priority inyour countryin 2025?



INVESTMENT IN THE GULF
REGION AND KSA



Both the Gulf Region and KSA are seen as attractive for
Investment although intensity of opinion is moderate.

GULF REGION KINGDOM OF SAUDI ARABIA

.

@® Attractive
@ Not attractive
No opinion

@ Attractive
Not attractive

No opinion

RRRRRRRRRRRRRRRRRRRRR ow would you describe the current investment environment in the Gulf region/ KSA?
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The future looks bright for the region and KSA as CEOs
expect iInvestment opportunities to improve.

85%

81%
17%
13% °
|
Improve Stay the same Decline

B Gulf Region Kingdom of Saudi Arabia

RRRRRRRRRRRRRRRRRRRRR Looking ahead three tofive years, do you think the investment opportunities in the Gulf Region / KSA will improve, be similar as they are today, or decline? 11



Access to emerging markets makes the Gulf Region an
appealing investment destination; KSA is particularly more

attractive than the rest of the region because of its high
consumer spending power.
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Environment Power
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ce in perceptions between the Gulf Region and Kingdom of Saudi Arabia

Larger

tors most contribute to the Gulf Region /KSA attractiveness as an investment destination?
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85% of CEOs are optimistic about innovation and
technology as a force for improving life quality
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serious epidemics and climate change in the coming being of citizens in your to address geopolitical economy in 2025. people's living conditions
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More Optimistic

s=» STAGWELL
- TRANSFORMING MARKETING Do you feel optimistic or pessimistic about each of the following?




Technology is seen as a facilitator of knowledge and
connections, as well as improving personal life.

Improved my access to news and knowledge

Increased convenience in everyday tasks
(eg., online shopping, banking, transportations)

Improved my family life
(e.g., communications with my family)

Improved my communication and interaction with others

Improved my access to job and business opportunities

Improved my access to healthcare
(e.g., better-adapted services, lower costs)

Improved my relations with public services
(e.g., requests for documents, appointments)

Improved my access to leisure activities
Increased my personal safety

Helped me adopt eco-friendly actions
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TRANSFORMING MARKETING @ In which of the following areas of your life has technological progress been most beneficial?
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CEOs see the need to address privacy/security and literacy
as well as cost to reduce barriers to technology adoption.

Privacy or security concerns _ 35%
Limited digital literacy _ 34%
Digital products or internet access costs _ 32%
Discrimination or bias in technology/software design _ 29%
Cultural/religious beliefs or practices _ 28%
Language barriers _ 23%
Lack of trust in technology companies _ 22%
Lack of interest _ 22%
Poor internet coverage or speed _ 18%
Lack of relevant content _ 13%
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TRANSFORMING MARKETING In your opinion, what are the main barriers that prevent certain individuals or groups (in terms of age, gender, social category, religious or ethnic minorities, etc) in your country fromn adopting digital technologies?
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CEO opinions align with other global studies that speak to
the importance of addressing mental health issues.

Mental health and well-being _ 56%
Financial stability and security _ 44%
Solid support from close relations _ 39%
Having a purpose in life, a sense of meaning _ 32%
Education and lifelong learning _ 26%
Satisfaction with job and career prospects _ 24%
Commitment to the community _ 23%

= STAGWELL

TRANSFORMING MARKETING @ Which of the following factors do you believe are the most important for a good life? 17



Questions? Contact
PR@stagwellglobal.com
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