
Statistics you should know

Cause sponsorship is predicted to reach $2.14 billion in 2018, a projected increase of
4.4% over 2017. ESP Sponsorship Report

78% of those aged 18-24 are willing to spend more on a product or service that is
more ethicalthan a cheaper option. Spotlight on CSR

The majority of respondents have never researched the ethical standards of a
company before making a purchase. Of the 35% who have, the product categories they
were most likely to research were:  groceries (48%), personal care/cosmetics (46%), and
household goods (41%). Spotlight on CSR

Globally, nearly seven in 10 respondents among the general population worry about
fake news or false information being used as a weapon. Sixty-three percent agree that
the average person does not know how to distinguish good journalism from rumor, and
59% say that it is getting harder to tell if a piece of news was produced by a respected
media organization. 2018 Edelman Trust Barometer

Sixty-four percent agree that CEOs should take the lead on change rather than
waiting for government to impose it. Moreover, the believability of a business’ analysis of
an important social issue (46 percent) is nearly on par with that of a major news
organization (54 percent). 2018 Edelman Trust Barometer

Sixty-six percent of respondents say posts from brands rarely or never influence
their opinions on social issues. Rather, respondents believe brands are more effective
on social media when they announce donations to specific causes (39%) and encourage
followers to take specific steps to support causes (37%), such as participating in events
or making their own donations. Spout Social’s ‘Championing Change in the Age of Social
Media’ 2018 

Consumers say brands are most credible when an issue directly impacts their
customers (47%), employees (40%) and business operations (31%). Spout Social’s
‘Championing Change in the Age of Social Media’ 2018 

The Numbers

Cause sponsorship is predicted to reach $2.06 billion in 2017, a projected increase of
3.6% over 2016. IEG Sponsorship Report

Consumer Preference

33% of global consumers are now choosing to buy from brands they believe are
doing social or environmental good. Unilever Consumer Study

http://www.sponsorship.com/Report/2018/01/08/Signs-Point-To-Healthy-Sponsorship-Spending-In-201.aspx
https://www.mediapost.com/publications/article/316225/spotlight-on-csr-millennials-more-prone-to-punish.html
https://www.mediapost.com/publications/article/316225/spotlight-on-csr-millennials-more-prone-to-punish.html
http://cms.edelman.com/sites/default/files/2018-01/2018_Edelman_Trust_Barometer_Global_Report_Jan.PDF
http://cms.edelman.com/sites/default/files/2018-01/2018_Edelman_Trust_Barometer_Global_Report_Jan.PDF
https://sproutsocial.com/insights/data/championing-change-in-the-age-of-social-media/
https://sproutsocial.com/insights/data/championing-change-in-the-age-of-social-media/
http://www.causemarketingforum.com/site/c.bkLUKcOTLkK4E/b.6412299/apps/s/content.asp?ct=8965443
http://engageforgood.com/unilever-consumer-study-shows-third-consumers-prefer-brands-social-environmental-good/


51% of respondents sense that companies would like to help them live the life they
seek, but nearly 2/3 struggle to name brands that are actually doing something about
it. The Good Life (Sustainable Brands)

80% of consumers are loyal to businesses that help them to live the good life. The
Good Life (Sustainable Brands)

33% of Americans think a company’s reputation is just as important as the products it
makes AND have purchased a product more than once, because of this reason. MWWPR
calls these people “CorpSumers”. They walk the talk. MWW’s CorpSumer Research

67% of CorpSumers would rather pay the full price for a product that supports a cause
they believe in or reflects their personal values. MWW’s CorpSumer Research

63% of CorpSumers have switched from a company because they wanted to support
things that another company does, such as charitable donations or social causes. MWW’s
CorpSumer Research

51% of CorpSumers have stayed with a company whose products or services they
were not completely satisfied with because they wanted to support other things that the
company does. MWW’s CorpSumer Research

88% of CorpSumers are likely to share positive news or information about a company
either in person or on social media. MWW’s CorpSumer Research

78% of CorpSumers are likely to share negative news or information about a
company either in person or on social media. MWW’s CorpSumer Research

76% of CorpSumers have encouraged someone to buy a product or service mainly
because they wanted to support the company that makes the product. MWW’s
CorpSumer Research

74% of CorpSumers have encouraged someone to give up or try a product mainly
because of the company’s reputation. MWW’s CorpSumer Research 

Gen Z sees their wallets as the primary way to get engaged in CSR efforts, with nine-in-
10 (90%) saying they would buy a product with a social or environmental
benefit. 2017 Cone Gen Z CSR Study: How to Speak Z 

Economic Opportunity

An estimated $1.2 trillion opportunity exists for brands that make their sustainability
credentials clear. Of Unilever’s hundreds of brands, those such as Dove, Hellmann’s and
Ben & Jerry’s, that have integrated sustainability into both their purpose and
products delivered nearly half the company’s global growth in 2015. Collectively, they
are also growing 30% faster than the rest of the business.  Unilever Consumer Study

83% of companies that over-perform on revenue growth link everything they do to
brand purpose, as opposed to only 31% of under performers. Interbrand Best Global
Brands 2017

Point of Sale
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72% of consumers have donated to charity at the register and 65% of consumers felt
positively about the retailer after giving. Of the 28% who do not donate at the register,
44% say it was because they “don’t know anything about the cause”. Catalist’s
Revelations at the Register 

Employee Engagement

93% of employees surveyed want to work for a company that cares about them as
an individual; 51% won’t work for a company that doesn’t have strong social and
environmental commitments and 74% say their job is more fulfilling when they are
provided opportunities to make a positive impact at work. Cone Communications
Employee Engagement Study 

53% of adults & 60% of Millennials say it’s critical to work somewhere that aligns
with their purpose/values. The Good Life (Sustainable Brands)

82% of employees and executives have more confidence in companies with a strong
sense of purpose. Interbrand Best Global Brands 2017

64% of CorpSumers strongly agree that they would only work at a company if the
values of the company align with their own. MWW’s CorpSumer Research

More than 70 percent of respondents said it was imperative or very important to work
for an employer where mission and values align.  2017 Cone Gen Z CSR Study: How to
Speak Z 

Collaboration

According to London-based agency Radley Yeldar’s 2016 Fit for Purpose report (an
index of the 100 top purpose-focused global brands) 83% of top purpose brands are
showing strong collaboration across the board – from competitors to peers to start-
ups to employees to consumers.

Millennials

75% of millennials would take a pay cut to work for a socially responsible
company. 76% of Millennials consider a company’s social and environmental
commitments when deciding where to work and nearly two-thirds (64%) won’t take a job
if a potential employer doesn’t have strong corporate social responsibility (CSR)
practices. 88% say their job is more fulfilling when they are provided opportunities to
make a positive impact on social and environmental issues (vs. 74% U.S. average). 2016
Cone Communications Millennial Employee Engagement Study 

Brands As Activists

50% of global consumers are “belief-driven” buyers, willing to buy a brand, switch
from it or boycott it based on a brand’s stance on controversial or social issue. 2017
Edelman Earned Brand Study

80% of global consumers agree that business must play a role in addressing
societal issues.Edelman Trust Barometer
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People want businesses to help them live The Good Life, and a strong majority of 80%
say they are loyal to those who do. The Good Life (Sustainable Brands) 

78% want companies to address important social justice issues. 2017 Cone
Communications CSR Study

87% will purchase a product because a company advocated for an issue they cared
about and 76% will refuse to purchase a company’s products or services upon
learning it supported an issue contrary to their beliefs. 2017 Cone Communications CSR
Study

Brands with a purpose set on improving our quality of life outperform the stock market
by 120%. Interbrand Best Global Brands 2017

94% of Gen Z believe companies should help address social and environmental
issues (vs. 87% Millennial, 86% General Population) 2017 Cone Gen Z CSR Study: How
to Speak Z 
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