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It’s hard to believe that this is our third year producing 

the WeHero Corporate Impact Report. For the last two 

years, our industry and WeHero have been challenged 

to come up with solutions to continue delivering corporate 

impact during a global pandemic. Before diving into our 

update, we thought it would be helpful to remind people 

why we produce this annual report. Our goal is to share 

the latest data and anecdotes with you, so that our broader 

corporate audience has a better understanding of the 

importance of Corporate Social Responsibility (CSR) and 

techniques used to deliver impact for the community as well 

as the company. Throughout the COVID-19 pandemic, it 

has been even more essential that we share best practices, 

so that all companies can pivot to find success in such 

challenging times. 

Both 2020 and 2021 have been some of the most 

challenging years we have all experienced. While the initial 

shock of the global pandemic had waned, 2021 continued 

to be plagued by a high number of COVID related deaths, 

even more than 2020. Global inequality increased as 

the developed world held a surplus of vaccines leaving  

developing countries fighting to get their hands on sufficient 

supply to protect their citizens. As the corporate world 

continues to determine the optimal way to move businesses 

forward, we see permanent culture shifts that will remain 

long after the  global pandemic. 

The shift to remote work seems nearly impossible to stop, as 

employees demand greater flexibility and companies shift 

their investment in real estate to technology to optimize 

our new working reality. At the end of 2021, we’ve seen 

some of the most traditional businesses out there change 

course dramatically and are allowing employees to 

work from home indefinitely. While this requires a shift 

in strategy, we ultimately believe it will promote greater 

impact across a larger number of local communities. 

This cultural shift due to the pandemic has left CSR 

professionals in a challenging position as they struggle 

to meet aggressive goals during times where forecasting 

and predicting future actions and outcomes can be 

nearly impossible! We were impressed to see CSR 

professionals overcome this challenge to deliver impact 

to the places that needed it the most this year. It was 

refreshing to see leading nonprofits take an active role in 

helping companies solve these challenges. As companies 

struggle with employee engagement, certain nonprofits 

2021 in Review
The shift to remote work 
seems nearly impossible 
to stop, as employees 
demand greater flexibility 
and companies shift their 
investment in real estate to 
technology to optimize our 
new working reality.
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developed unique hands-on and skills-based programs to ensure 

that employees could help drive change alongside their corporate 

donations. 

Due to the status-quo and improvements across the industry, 

we believe corporate impact increased in 2021. An increasing 

number of companies are understanding the importance of giving 

back within their overall mission. This shift, along with increasing 

corporate profits in 2021, is what we feel has led to a strong year 

of corporate impact. While we see positive momentum, we’re still a 

long way from where our industry wants to be!

It would be remiss to mention how grateful our team is to operate 

in our industry. There is a sense of camaraderie and support in this 

market, and we are constantly in awe of the assistance we receive 

from stakeholders as we all face continued challenges.

As companies struggle with 
employee engagement, 
certain nonprofits developed 
unique hands-on and skills-
based programs to ensure 
that employees could help 
drive change alongside their 
corporate donations.
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2022 Outlook
In each of our prior reports, we’ve been careful to caveat our 

outlook for the coming year. While we continue offering predictions 

to help practitioners forecast their work in the months ahead, we 

will say it again: predicting what is going to happen over the next 

12 months is, and will continue to be, a fool’s errand. In looking 

back at our previous  predictions, we’ve been correct on a number 

of fronts, but we’ve also missed major trends. We will continue to 

keep doing our best; but don’t expect to see us in a casino anytime 

soon! 

While a lot has changed over the last 18-24 months, we predict a 

continuation of similar trends over the next year. The shift to remote 

work is unlikely to change, as employees and companies realize 

the inefficiencies that come with commuting and in-person work. 

We expect further announcements around remote and hybrid work 

with companies relying on more frequent team offsites to build 

camaraderie. Because of the continuation of similar trends, we 

expect the CSR world to largely keep moving in the same direction, 

but in a more efficient manner. We’re excited about the level of 

support that will be felt across the board due to the advancements 

made in the industry. 

We believe that environmentalism will continue to gain traction 

and we expect increased CSR and Environment, Soical, and 

Governance (ESG) efforts being focused around supporting 

our environment. Our federal government is investing heavily 

in sustainability and we believe companies will do the same, as 

they understand the overall benefit for their business and our 
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environment. It’s not going to happen overnight, especially when it 

will require such significant supply chain transformation. However, 

in the next 5-10 years, employees and customers will drive the 

market in this direction. 

As multinational companies look for ways to unite their employees 

regardless of their location, we expect increased employee 

volunteering and engagement across office locations. While this 

poses challenges, we’re excited by the potential to support similar 

causes around the world and having cross-border employee 

overlap. This will drive a variety of benefits to companies in terms 

of employee happiness and collaboration. 

Finally, we’re starting to see smaller and mid-sized companies 

understand the importance of collecting and tracking data around 

their CSR efforts. We think this is a great sign and will improve 

overall outcomes for years to come. 

While a lot has changed this year, the data—and our fundamental 

belief in the importance of Employee Volunteering and Corporate 

Social Responsibility—has not changed. People want to buy from, 

and work for, businesses that give back to the community. We 

saw these trends continue in 2021 and our belief continues to be 

reinforced by powerful data:

• Employees who feel that their organizations are involved with 

and give back to their communities are up to 13x more likely to 

enjoy going to work.

• Nine out of ten employees feel that companies that sponsor 

volunteer activities cultivate better work environments.

Firms with high employee engagement see increased earnings per 

share over their peers; just a 1% change in engagement can drive 

significant fluctuation in revenue. 
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Why We Believe In  
Corporate Giving  
& Volunteering
We’re lucky that most in the CSR space are passionate supporters of nonprofits. However, over the years we’ve learned 

that just because our community believes in the mission of supporting worthwhile nonprofits, it doesn’t mean our leaders 

understand and appreciate the need to dedicate a portion of their budget to the cause. Thanks to many of the pioneering 

minds of CSR, we have great data over the past 20 years that consistently show how giving and volunteering makes 

businesses better.

Internal Benefits to Companies 

The quickest win from volunteering is an immediate 

increase in employee engagement and retention. This even 

happens before the event takes place, as employees often 

look forward to the impact they’re going to make. 

According to the Bureau of Labor Statistics, 25% of 

employees voluntarily left their job in 2021. I’m sure 

there’s not a single person reading this who hasn’t felt 

this pain over the last few years. We acknowledge that 

a portion of this turnover is healthy as you lose low 

performers, but it’s a massive issue when those leaving are 

top performers. Replacing these top performers can cause 

service disruptions and require a huge  amount of training 

of new employees. On average, replacing an employee 

costs 1/3 of their annual salary, and this number greatly 

increases for more senior and skilled workers. So what’s 

the key to reducing turnover? 

Based on the data, reducing overall turnover is directly 

related to employee engagement. According to PwC, 

employees who are committed to their organizations are 

87% less likely to resign than employees who consider 

themselves disengaged. Not only are engaged employees 

better for retention, Gallup concluded that “organizations 

The quickest win from volunteering is an immediate increase in  
employee engagement and retention.“
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Why We Believe In  
Corporate Giving  
& Volunteering

UnitedHealthcare found that 85% of volunteers noted 

developing friendships through their volunteer activities. 

In Cone’s 2021 survey of Gen Z, they found “94% of 

Gen Z now think companies should address pressing 

social and environmental issues.” 

Deloitte reported that “92% of surveyed corporate human resources executives agree that contributing business skills and 

expertise to a nonprofit can be an effective way to improve employees’ leadership and broader professional skill sets.”

Almost 85% of Millennials believe making a positive 

difference in the world is more important than 

professional recognition.

According to PwC, employees who are committed to their organizations are 87% less likely to resign than employees who 

consider themselves disengaged. 

On average, replacing an employee costs 1/3 of their 

annual salary, and this number greatly increases for 

more senior and skilled workers. 

33%

87%

85%94%

92%

85%
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that are the best in engaging their employees achieve 

Earnings Per Share growth that is more than four times that 

of their competitors. Compared with business units in the 

bottom quartile, those in the top quartile of engagement 

realize substantially better customer engagement, higher 

productivity, better retention, fewer accidents, and 21% 

higher profitability. Engaged workers also report better 

health outcomes.”

Employee Engagement is a nuanced concept, but 

corporate giving and volunteering is a core component 

in ensuring employees feel engaged with their company. 

There are a few key factors that drive our belief:

• Team Camaraderie: Volunteering as a team 

provides co-workers and bosses an opportunity to get 

to know each other outside of work tasks. In addition, 

everyone can be a leader when volunteering and we 

often find the best volunteers are some of the most 

junior employees! UnitedHealthcare found that 85% of 

volunteers noted developing friendships through their 

volunteer activities. 

• Makes Work Meaningful: Employees want to work 

for companies that prioritize giving back. If a company 

can strategically integrate volunteering and giving into 

their corporate mission and culture, employees are 

going to be more motivated. Apart from traditional 

volunteering, skills-based programs give employees 

a way to leverage their work skills for good, while 

providing an equal opportunity to learn a new skill. 

Deloitte reported that “92% of surveyed corporate 

human resources executives agree that contributing 

business skills and expertise to a nonprofit can be an 

effective way to improve employees’ leadership and 

broader professional skill sets.”

We can’t stress enough that employees no longer want a 

company to give back and volunteer; they demand it. In 

Cone’s 2021 survey of Gen Z, they found “94% of Gen Z 

now think companies should address pressing social and 

environmental issues.” We live in a world where every 

individual’s identity is partly tied to the companies they 

work for. If your company is working to save the world, 

you are working to save the world too. Almost 85% of 

Millennials believe making a positive difference in the 

world is more important than professional recognition.
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External Benefits
Brand Sentiment & Reputation

Brand Sentiment continues to be a driver for companies 

to invest in CSR and ESG related activities. While often 

not the first benefit that comes to mind, brand sentiment 

is one of many ways to understand how customers and 

employees are feeling about a company. IBM completed 

a study around brand sentiment, covering a cross-sector 

of finance, manufacturing, retail, and insurance industries. 

They discovered that a company cannot change negative 

perception by increasing the prominence of their CSR 

efforts, regardless of the language used. However, IBM’s 

analysis also found that CSR work had a significant impact 

in shifting the perception of individuals from a neutral 

to a positive view of the company.  This is parallel to the 

“undecided voter” issue—a political candidate likely 

won’t change the mind of supporters of their opponent, but 

may be able to sway those who have no or little opinion 

either way. 

The real advantage remains in getting people who do not 

think about a company at all to think about it positively. There 

is some evidence to suggest that writing about CSR efforts in 

a way that elicits emotion and sentiment can be a useful tool 

to get individuals to think about the company positively.

The figure below shows the evidence for the importance of 

promoting CSR work. On the left are the mentions about 

all company activities, with ranges for all 30 companies 

included in the study. On the right is a similar chart with 

only the CSR “mentions” included. There is a significant 

increase in positive sentiment and decrease in neutral 

sentiment. While there is also a promising decrease in 

negative sentiment, it is not quite as statistically significant 

as the decrease in neutral sentiment. 

It’s evident that there are strong correlations between 

brand sentiment, CSR, and ESG. We believe you very 

much get out what you put in, when it comes to driving 

positive sentiment. 

Neutral

Negative

Positive
Mentions About All Company Activities Only CSR Mentions

68.12%
(60.77-80.00%)

50.55%
(28.79-82.80%)

22.49%
(18.44-31.31%)

43.52%
(15.50-68.68%)

5.93%
(0.00-15.34%)

9.39%
(0.81-13.31%)
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Publicity & PR

We want to share what we believe to be the two most 

powerful drivers of sentiment and reputation of brands. 

The power of story - “We are, as a species, addicted to 

story. Even when the body goes to sleep, the mind stays up 

all night, telling itself stories.” 

— Jonathan Gottschall, 

 The Storytelling Animal: How Stories Make Us Human

Humans love stories! Why? When we hear a story that 

resonates with us, our levels of a hormone called oxytocin 

increase. This hormone increases positive feelings of trust, 

compassion, and empathy. It motivates us to work with 

others and positively influences our social behavior. 

Time and again, we see companies missing out on the 

power of storytelling. We see the same press releases, 

announcing the same social initiatives and goals. Don’t get 

us wrong, these initiatives are wonderful—but they are not 

“sticky”. They will not powerfully engage your employees 

or your customers. Your audience wants to see results and 

the best way to deliver that in an emotionally intelligent 

way is through storytelling. 

A company that does an excellent job of this is Airbnb. 

Rather than write at length about how Airbnb is investing 

in Diversity, Equity, and Inclusion (DE&I), Airbnb started 

telling stories about how DE&I is actually taking place 

for their employees and their customers. You can read an 

example of this story here. 

https://blog.atairbnb.com/vintage-boots-to-vintage-girlfriend-a-hostwithpride-story/
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So tip 1 - focus on storytelling! 

Beyond the press release - We believe that the 

most important part of CSR is actually doing the work; 

but, to get maximum impact from the work, it needs to 

be communicated effectively. Time and again we see 

companies issuing press releases (PR) or annual reports 

to convey their initiatives and results but these rarely 

get distributed or even read by the vast majority of their 

audience. As we look outside of the world of PR, here are 

solutions that we see working:

• Podcasts -  Companies are getting creative about 

how they spread the word about their social good. 

Joining podcasts to share their progress has been 

extremely successful. Not only is it a great medium 

for engaging customers, but it’s a fantastic avenue to 

keep employees updated with the progress. Employees 

don’t need another document to read, so give them 

something to listen to instead!

• Social Media - Social media has been and continues 

to be a successful medium for speaking to a company’s 

audience. Business to Consumer (B2C) companies 

have leaned heavily on apps like Instagram to 

convey their social impact stories. Business to Business 

(B2B) companies have made use of platforms such 

as LinkedIn, which is also useful for keeping current 

employees and potential hires updated on progress. 

• Blogs with SEO focused key cause areas - 

Companies are working to become domain experts 

on causes they are supporting. One of the ways they 

are doing this is by writing hyper-focused blogs on 

key cause areas. For example, Campbell’s is focusing 

its efforts on food insecurity. Through this focus and 

storytelling, when people search certain keywords 

pertaining to food insecurity, Campbells is surfacing. 

This also highlights the importance for CSR/ESG 

programs to stay focused and support only core 

causes that are important to the brand, employees, 

and customers. 

• In-product marketing - Meet your customers 

where they are! We highly recommend in-product 

marketing. What does this mean? Whether you sell 

a digital or physical product, make your company’s 

social impact work a part of the buying experience. 

This could be a message on your box about the impact 

your CSR program makes. This year we helped a B2B 

media company make social impact a major part of 

the buying experience. You can see that work here. 

This is one of the easiest and most successful ways 

of engaging your external audience and increasing 

conversions; 55% of consumers are willing to pay 

extra for products and services from companies that 

have dedicated social impact goals. 

https://www.resultsimagery.com/sustainability
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How Companies Are 
Reaching Their Goals 

New Volunteer Formats 
(Immersion) 

As corporate volunteering continues to grow and gain 

popularity, the need for new volunteer experiences is only 

increasing. This has led to substantial growth in the sector 

of skills-based / pro-bono volunteering, with 94% of 

millennial workers wanting to use their skills for social good 

(source: SHRM). It has also led to the emergence of new, 

curated volunteer experiences. Unique, high impact, hands-

on volunteer experiences are now being shipped across the 

globe to engage employees at scale and connect through 

more senses than just Zoom. We’ve seen the definition of 

volunteering expand over the past two year to include 

general acts of kindness to engage a greater number of 

employees who may not have as much free time. We are 

seeing exciting innovations with “immersive volunteering”. 

This volunteer experience relies on the storytelling and 

empathy aspects of the experience, to help volunteers 

“walk in their shoes”, of those they are impacting. This 

is inspiring, and enables employees to generate more 

long-term impact! An example of an immersive volunteer 

experience is Virtual COPE (Cost of Poverty Experience). 

You choose from one of fifty personas and are then faced 

with a variety of complex situations, challenged to make 

decisions about your finances, education, and other choices 

which those tackling poverty are faced with everyday. The 

experience is eye opening and really enables the volunteer 

to generate long term impact. As companies continue 

adapting to the ever increasing virtual world, new and 

innovative ways to volunteer are continuing to surface 

through nonprofits every day. We’re excited for the future 

of volunteering! 

The goal is to allow employees to walk in the shoes of someone outside 
their social sphere. Volunteering has been referred to as “empathy in 
motion” with more volunteer experiences now being classified as DE&I 
experiences.

“

https://www.shrm.org/resourcesandtools/hr-topics/behavioral-competencies/global-and-cultural-effectiveness/pages/millennial-impact.aspx
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Volunteering and DE&I 

Awareness and the importance around DE&I programs in 

companies continues to grow. We noticed a substantial 

increase in investments after the events of May 25, 2020 

with the death of George Floyd. Companies face a 

challenging task: How do we actively engage employees in 

DE&I activities? How do we generate empathy, knowledge, 

and impact in a safe and accessible way?

Volunteering has quickly become a catalyst and lever for 

DE&I related activities. Companies have been successfully 

including empathy and storytelling components from 

powerful nonprofits in their events. The goal is to allow 

employees to walk in the shoes of someone outside 

their social sphere. Volunteering has been referred to as 

“empathy in motion” with more volunteer experiences now 

being classified as DE&I experiences. We anticipate this 

trend to continue into 2022 and beyond, as we all work 

to understand the challenges of others and how long term 

movements and impact can be generated. We advise all 

CSR practitioners to start making empathy and storytelling 

a core aspect of their volunteer experiences.
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How Companies Can 
Start Creating Impact
One of the most common questions we get asked is how 

companies can start their own giving, volunteering, 

or CSR program. While starting a program may seem 

overwhelming, it’s the first step to improving your 

company and the greater community. Remember, anything 

you do is going to be a huge improvement on the past, 

so don’t be afraid to start small! As we help countless 

companies think through these strategies, we often start by 

covering a few important topics:

What causes should you support?

• Determining which causes you should focus on can 

feel overwhelming. Does your corporate mission 

naturally align with any specific cause areas? At the 

most extreme end, an example of this would be if 

you’re a company producing cigarettes you may want 

to focus on cancer related causes, or environmental 

causes due to your company’s paper consumption. 

This is an extreme example, but anything you do 

to align your corporate support to causes that are 

built into your employee’s mission will help drive 

engagement and results. 

• Aside from what aligns with your corporate mission, 

the easiest way to determine which causes to support 

is to just ask. We always recommend surveying 

employees and leaders to understand what causes 

they want to support through giving and volunteering. 

How do you want to support these causes?

• This question isn’t always the easiest to answer, 

especially when you’re just launching a program. We 

recommend creating five-year impact goals and then 

backing into how you want to launch programs over 

the coming years to meet those goals. We like to start 

by setting the basic fundamentals of various programs 

including corporate giving, corporate matching, 

volunteering, and reporting. Like most things, you’re 

not going to have advanced versions of these 

programs overnight. Setting the base is an important 

step in building a solid foundation for the program 

you want in the long-term. 

What is the best way to track your progress and 

impact?

• Like everything, what gets measured, gets managed! 

Setting and tracking the goals of your CSR program 

are crucial. Due to the diverse options for software 

and tools available in the market, we find this step is 

often the most overwhelming for many practitioners. 
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Depending on your ultimate goals, company size, 

and budget, it may make sense to use the advanced 

software vendors; however, for other companies, it 

may make more sense to track progress manually or 

use some of the more simple tracking software. 

• Even more important than how you track, it’s 

important to come up with a plan to communicate 

the work you’re doing in a transparent manner. 

Have you thought through branding and cadence 

of communication? Who do you want to have an 

understanding of your work, and how do you want 

them to hear about it? This becomes even more 

important for larger companies, as the competition for 

employee and customer time is intense. 
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Example of Impactful 
Projects from 2021

Volunteering 

At WeHero, we execute a variety of volunteer formats. 

One of our favorites has been the impact made through 

the Wine To Water program. Numerous companies have 

raised their hand in support, and we have engaged 

thousands of employee volunteers through the process. 

Our favorite aspect is the impact made through the 

program. Every employee volunteer builds a water filter 

that gives not one or two, but ten people clean water for 

ten years. To pile on the impact, that filter also eliminates 

18,000 single-use plastic bottles. How’s that for impact? 

The other aspect we love about this program is the 

empathy and storytelling from WeHero speakers and 

representatives from the nonprofit around the communities 

being impacted. Employees understand the “why” and are 

able to participate in the “how”. 

Skills-Based 

As companies evolve their volunteering programs, we’re 

seeing increased interest in skills-based volunteering. 

Through our work and by speaking to others within the 

industry, we’ve realized there are a few key benefits to 

skills-based volunteerism:

• It takes volunteering to the next level, as the projects 

are more meaningful. It maximizes impact by focusing 

on depth rather than breadth of volunteer efforts.

• It improves employee morale, as employees can 

leverage their work skills to make a difference in their 

local community. Employees feel more valued through 

this form of volunteerism.

• Like all pre-planned volunteerism, it increases the 

overall use of paid time off for volunteers. 

For companies who haven’t had experience with skills-

based volunteering, it can be hard to grasp what those 

projects look like and the true benefits. As we look back 

this year to the skills-based projects we supported, we 

thought it would be helpful to share an example of one of 

our favorites.

We worked with an investment firm to connect highly-

skilled financial investment advisors in New York with 

Roads to Success, a nonprofit in NYC that works with 

youth to empower them for their future.  We planned a 

four-hour career readiness workshop that took place at 

our client’s office, so students could have the opportunity 

to experience a professional business setting and small 

group discussions with business leaders.
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This client was interested in building this program to meet 

the following goals:

• Increase financial advisors’ involvement in the 

community

• Give back in areas where they felt like they could 

have the largest impact — financial education, job 

training, education, etc.

• Find a strong non-profit partner they could continue 

supporting after the event, through a financial 

donation and additional volunteering

The WeHero Team was able to construct this program over 

the course of a month to ensure that it was high-impact for 

both groups. The Roads to Success team was thrilled with 

the level of impact support from our client. 

CarbonHero: 

As companies begin understanding their impact on the 

environment, we’ve worked with our environmental team 

to leverage environmental data to help companies reduce 

their carbon emissions as much as possible and then offset 

their remaining footprint. While we have helped a number 

of companies become carbon neutral, we’ve also worked 

with a number of companies to offset the impact of a 

specific product. 

Currently, we’re working with a wine importer to 

investigate the carbon footprint of champagne produced 

in France that is sold and consumed in the United States. 

This wine importer wants to serve restaurant groups that 

are focused on environmentalism with a carbon neutral 

option for French Champagne. We love how consumers 

are voting with their dollars and the supply chain is 

reacting with sustainable efforts. 

Nonprofit Engaged

Volunteer Hours Value of Volunteer Hours

Based on the Independent Sector’s Current National Value of Volunteering

Roads to Success 

Students Impacted

Discovering What They Are 

Capable of Accomplishing

Volunteers Engaged

Helping Prepare Up-and-Coming 

Leaders for Their Future

2313

76 $2,067

1
Impact Summary
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Conclusion &  
The Bottom Line 
Our conviction in the importance of CSR has only strengthened over the past year. Trends are pointing to increasing 

importance of CSR in the coming years. We’re excited to see how the industry can continue to evolve and drive 

meaningful change for the world, as well as employees. While the data is already robust, we expect more empirical 

evidence to be released in the coming years that makes it impossible for certain companies to ignore the importance of 

CSR. Customers and employees will expect this type of corporate action which will drive even more change. 

Here’s to the future of social impact, and to everyone in this industry, working together to accelerate 

change.  



About WeHero
WeHero provides companies with solutions to accomplish their social mission through powerful giving and volunteer 

programs to create a better culture, a better brand, and a greater social impact. We live to help companies fulfill their 

potential by doing what we do best — creating, tailoring, and implementing giving and volunteer opportunities —  so 

companies can experience the internal, external, and financial benefits that come from designing and implementing these 

programs. This is our passion and we want to enable companies to do well by doing good. If you would like to learn 

more, please feel free to check out our website or reach out!

www.wehero.co


