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DEFINITIONS

Corporate social responsibility, often abbreviated as "CSR," 
is the sum total of a corporation’s initiatives to assess and take responsibility 
for the company's effect on environmental and social well-being. 

Many CSR tactics include activities like point-of-sale fundraising, direct-to-
consumer fundraising, sustainability efforts, employee engagement, 
sponsorship, vendor activation, in-kind donations, grants, co-branded 
marketing and more.
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THE EVOLUTION OF CSR
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2020 CSR TRENDS

Everything Or NothingCSR TRENDS

2020 AND BEYOND
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TREND 1:
FINALLY, AN ENTERPRISE ACTIVITY
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Finally, An Enterprise Activity

Brands with a purpose set on 
improving our quality of life 
outperform the stock market by 
120%.

Source: Interbrand’s Best Global Brands 2017

“Corporate social responsibility is a 
hard-edged business decision. Not 

because it is a nice thing to do or 
because people are forcing us to do 

it... because it is good for our 
business.”

Niall Fitzerald, Former CEO, Unilever
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PROVIDE ENTERPRISE VALUE

Listeners are 
overwhelmingly 
more willing to 

purchase 
products that 

support a 
cause  

Donations are 
the result of 

the emotional 
connections 
made with 
listeners

Listeners have 
positive 

feelings about 
clients who 

participate in 
radiothon  

Listeners feel 
positively 

about their 
local station 
supporting a 

cause 

Source: NuVooDoo Study January 2019
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Finally, An Enterprise Activity

Brands with a purpose set on 
improving our quality of life 
outperform the stock market by 
120%.

Source: Interbrand’s Best Global Brands 2017

TREND 2:
FEWER PARTNERSHIPS
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More than 1.5 million nonprofit 
organizations are registered in the U.S. 
This number includes public charities, 
private foundations, and other types of 
nonprofit organizations. 

“We’ll continue to see relationships 
become deeper and longer-lasting –
with companies focusing on a select 
group of cause issues – so that they 

can communicate a more defined 
impact.”

Suzanne Quigle
Director, Community Affairs, QVC

.

Fewer, More Multi-Faceted Partnerships
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TREND 3:
HOLISTIC AUTHENTICITY



15 Source: 2018 Retail Reputation Report

Holistic Authenticity
“In this ever-changing society, the most powerful 

and enduring brands are built from the heart. 
They are real and sustainable. Their foundations 

are stronger because they are built with the 
strength of the human spirit, not an ad campaign. 
The companies that are lasting are those that are 

authentic.”

Howard Schultz, 
Chief Executive Officer, Starbucks

86% of people say authenticity 
matters in deciding what brands 
they like and support.
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CREATE AUTHENTIC MOMENTS
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TREND 4:
BEYOND IMPACT



18 Source: Globe News Wire

“For instance, Root Capital has reached over 
600,000 small-scale farmers and over 3 

million individual household members since 
our founding in 1999, but what were the types 

and depths of the impact on each family?”

Mike McCreless 
Director of Strategy and Impact, Root Capital

From IMPACT to OUTCOMES

The market of Big Data 
analytics in healthcare could be 
worth $67.82 billion by 2025.
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TREND 4:
BEYOND IMPACT

TREND 5:
EMPLOYEE ACTIVISM



21 Source: Cone Communications Employee Engagement Study

“I definitely thought Google was a company 
that was holding itself to a higher moral 

standard. The last year or so, it’s just been 
shown to be untrue.”

Jon Cohen
28-year-old Google software engineer 

in New York

Beyond Employee Engagement

88% of employees feel their job 
is more fulfilling when they are 
provided opportunities to make 
a positive impact on social 
issues.



22



23

TREND 6:
CONTINUING THE SDG’s



24 Source: Globe News Wire

“Unilever is involved in the SDG agenda as we 
fundamentally believe these are challenges 

that need to be addressed for economies, 
businesses and society to function. We have 

hardwired sustainability into the heart of 
everything we do across the business. There is 

not just a moral imperative to be sustainable 
but a clear business case too.”

Paul  Polman
Chief  Executive Of f icer,  Uni lever

Continuing the Evolution of the SDG’s
1. No Poverty
2. Zero Hunger
3. Corporate Good Health and Well Being
4. Quality Education
5. Gender 
6. Clean Water and Sanitation
7. Affordable Energy and Clean Energy
8. Decent Work and Economic Growth 
9. Industry Innovation and Infrastructure
10.Reduced Inequalities
11.Sustainable Cities and Communities  
12.Responsible Production and Consumption
13.Climate Action 
14.Life Below Water
15.Life On Land
16.Peace, Justice and Strong 
17.Partnerships for the Goals

The UN 2030 
Sustainable 
Development Goals 
are a global call to 
action to end poverty, 
protect the planet and 
ensure that all people 
enjoy peace and 
prosperity. 
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THANK YOU
mcarlson@cmnhospitals.org

@Maureen_Carlson


