Gartner
We rs

Gartner eq leaders like you with
indispensable insights, advice, and
P

r—

tools to hel u achieve your most
pressing objectives .



Enhance your webinar experience

L2 % 3

Ask a Download Share This
Question Attachments Webinar

RESTRICTED DISTRIBUTION Ga rtner
Gartner, Inc. and/or its affiliates. All rights reserved. ®



Generate Audience Support
Through Social Impact

Elizabeth Kilbride

Principal, Research

(in)

Matt Moorut
| Sr Principal Analyst

(in)

Dorian Cundick
VP, Advisory

RESTRICTED DISTRIBUTION Ga rtner
3 © 2021 Gartner, Inc. and/or its affilates. All rights reserved. ®


https://twitter.com/Gartner_inc
https://www.linkedin.com/company/gartner/
https://www.gartner.com/analyst/67271
https://www.linkedin.com/in/dorian-cundick-18512a6
https://www.gartner.com/analyst/89492
https://www.linkedin.com/in/matthewmoorut/
https://www.gartner.com/analyst/69553
https://www.linkedin.com/in/elizabeth-kilbride-a9703a8a/

Audiences Demand Action and Sincerity

Q: “Companies Have a Responsibility to Address
Social Issues Evenif it Might Hurt Their Profits”

Agreement by Geographic Area

100%
60%
50% 38%
0%
Urban Rural

n= 2,319 U.S. consumers
Source: 2020 Gartner Consumer Brand Engagement and Sentiment
Suney
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Percent of Audiences Who Check Whethera Company Supports
Causes They Care About

100%
62% 56%
50%
0%
Before Applying Before Purchasing
for a Job Products

n = 3,000 audience members
Source: 2021 Gartner Corporate Social Impact Survey
Note: Chart shows respondents who at least somewhat agree.
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Q: “Comparedto 5 Years Ago, | am More Willing to
Boycott Companies That Don’'t Do Social Good”

14%
Disagree

21%
Neither 65%
Agree nor Agree
Disagree

n = 3,000 audience members
Source: 2021 Gartner Corporate Social Impact Survey
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Percent of Audiences Who Check Whethera
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Percent of Audiences Who Engage in Anti-
Advocacy and Boycotts

By Perception of Company Exploiting Public Sentiment
100%
50%

50%

0%
Exploiting Public
Sentiment

Not Exploiting
Public Sentiment

n = 1,362 audience members
Source: 2021 Gartner Corporate Social Impact Survey
Note: Percentages show respondents in top quartile of Opposition.



Many Forms of Proactive Social Impact

Dimensions of Common Corporate Social Impact Activities

Higher

Potential
Polarization

Lower

Issue Advocacy
or Cause-Based Sustainable
Activism Operations
Equitable
Employer
Donations Policies
Products/
Services
! That Benefit
Donating Society
Nonprofit or Industry/
Community Technical
Partnerships Expertise
Ethical
Employee Production
Volunteerism Processes
or Fundraising
Lower Operating Implications

Higher

The average
organization
has publicly
committed to
eight of these
activities.

® Out of Scope for Today: Reacting to current events or audience criticism.

n = 52 corporate websites and social media feeds
Source: Gartner analysis of social impact activities on corporate websites and social media feeds (2021)
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Many Forms of Proactive Social Impact

Dimensions of Common Corporate Social Impact Activities

Higher
Issue Advocacy
or Cause-Based Sustainable
Activism Operations
Equitable
Employer
Donations Policies
Products/
Potential Services
Polarization ' That Benefit
Donating Society
Nonprofit or Industry/
Community Technical
Partnerships Expertise
Ethical
Employee Production
Volunteerism Processes
or Fundraising
Lower

Lower Operating Implications

Higher

U Reflection Prompt: What are is your top focus area?
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Connecting With Important Audiences

How Social Impact Activities Connect Audiences to the Organization

Organizational
Connection

| can identify

with and
support this
Company Audience

company.

Organizational Connection: when the audience identifies with a company, feels a personal connection, thinks of the
company as part of who they are, and shares in its successes.

Source: Gartner
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Connecting With Important Audiences

How Social Impact Activities Connect Audiences to the Organization

Authentic Commitment

What We Do

Company

Source: Gartner
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Expertise to make a
difference

Report measurable
progress

Willing to make financial
sacrifices

Don’'t bow to external
pressures

Organizational
Connection

| can identify

with and
support this
Audience

company.




Connecting With Important Audiences

How Social Impact Activities Connect Audiences to the Organization

Authentic Commitment

What We Do What We Say

» Expertise to make a * Open about
difference commitment

* Report measurable * Emphasize social
progress impact

Company + Willing to make financial + Transparent about

sacrifices reasons

* Don'’t bow to external * Honest about mistakes
pressures

Source: Gartner
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Organizational
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with and
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Audience

company.




Connecting With Important Audiences

How Social Impact Activities Connect Audiences to the Organization

Authentic Commitment

Organizational
Connection

What We Do What We Say | can identify
. with and

. E_xpert|se to make a * Open gbout support this
difference commitment company.

* Report measurable * Emphasize social
progress impact

Company + Willing to make financial + Transparent about Audience

sacrifices reasons

* Don'’t bow to external * Honest about mistakes
pressures

Representative Quotes from Communicators

“We need to walk the talk. You're
very susceptible to cancel culture
if you look like you are just being
performative.”

Leader, Services

Source: Gartner
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“It's about proactively telling your positive
story authentically, transparently, and
correctly — so that if a negative event
happens you have goodwill.”

Director, Defense

“There are shorter term rewards,
like talent attraction. But this is
really about connecting with
audiences for long-term health.”

Director, Banking




Connecting With Important Audiences

Prevalence of Authentic Commitment Indicators and Organizational Connection

Company

Authentic Commitment

What We Do

T

What We Say

T

73% of audiences say
the organization doesn’t
bow to external
pressures.

84% of audiences
see vocal, consistent
communication about
social impact.

Organizational
Connection

| can identify
with and
support this
company.

@

n = 3,000 audience members

Source: 2021 Gartner Corporate Social Impact Survey
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Only 30% of
audiences feel
connected to the
organization.




Our Research Process

Research Approach

Key Question:

What kind of social impact communication connects with audiences and generates supportive behaviors?

Literature Review

Synthesis of research on social
impact and audience
identification and commitment to
organizations.

Source: Gartner
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Qualitative Research

+ Deep-dive qualitative
interviews with 50+
communicators.

+ Analysis of 52 corporate
websites and social media
feeds.

Quantitative Survey

Global survey of 3,000 B2B and

B2C customers, employees,

and community activists about a
specific company’s social impact
activities.



Organizational Connection Builds Loyalty and Advocacy

Customers’ Purchase Likelihood
By Level of Connection

100%

50%

0%

86%

75%
Low High
Connection  Connection

Employees’ Intent to Stay

By Level of Connection

100%

50%

0%

51%

9%
Low High
Connection Connection

n = 739 customers; 319 employees; 1,389 audience members
Source: 2021 Gartner Corporate Social Impact Suney

Note: Percentages represent the proportion of respondents scoring in the top and bottom quartile of the organizational connectionindex
who reported completing a purchase from the company (left chart), or who also scored in the top quartile of intent to stay (middle chart) or
behavioral advocacy (right chart).
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Audiences’ Advocacy
By Level of Connection

100%

50%

0%

46%

9%
Low High
Connection Connection



Authentic Commitment Matters

Impact on Organizational Connection

100%

The company...

* Has expertise to make a difference
* Reports measurable progress

S0% « Is willing to make financial sacrifices
* Doesn’t bow to external pressures

* Is open about commitment

16% * Emphasizes social impact

* Is transparent about reasons

* Is honest about mistakes

<—

0%

Authentic Commitment

n = 3,000 audience members
Source: 2021 Gartner Corporate Social Impact Survey

Note: Multiple regression model with controls for respondent age, gender, region, education, income, employment, prosocial attitudes, stakeholder
group membership, perceived consistency of the company’s position, perceived favorability of the company’s actions, and product value. Bars
represent proportion of variance explained and do not total to 100% due to additional variance attributed to control variables.
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Personal Fulfillment Matters More

Impact on Organizational Connection

100%

The company’s social impact activities...

* Help me stay true to my values

* Help me affirm who | am

* Help me present as who | want to be

+ Make me feel less anxious

+ Make me feel better about the world

+ Make me feel like 've made good choices
+ Make me feel connected to peers

+ Make me feel like part of something bigger

55%

50%

16%

0%

Authentic Commitment Personal Fulfilment

n = 3,000 audience members
Source: 2021 Gartner Corporate Social Impact Suney

Note: Multiple regression model with controls for respondent age, gender, region, education, income, employment, prosocial attitudes, stakeholder
group membership, perceived consistency of the company’s position, perceived favorability of the company’s actions, and product value. Bars
represent proportion of variance explained and do not total to 100% due to additional variance attributed to control variables.
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Connecting With Important Audiences

How Social Impact Activities Connect Audiences to the Organization

Authentic Personal Organizational
Commitment Fulfillment Connection

| can identify
with and
. . support this
What We Do How Audiences Benefit company.
and Say From What We Do/Say
Company Audience

Source: Gartner

U Reflection Prompt: Why do you think personal fulfillment has greater impact than authentic
commitment?
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Authentic Commitment in Action

Authentic Commitment Approach
Volvo's Sustainability Microsite

VO LV O

Climate change is

E ULTIMATE SAFETY TEST .

We are part of the problem so we need to be part of the
solution.

+ Working towards climate neutrality

+ Fully electric by 2030

- A transformative online showroom

Source: Adapted from Volvo
(https:/AMww.volvocars.com/us/visustainability/the-ultimate-safety-test)
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Side by Side Comparison

Authentic Commitment Approach
Volvo's Sustainability Microsite

VO LV O

Climate change is

E ULTIMATE SAFETY TEST .

We are part of the problem so we need to be part of the
solution.

+ Working towards climate neutrality

+ Fully electric by 2030

- A transformative online showroom

Source: Adapted from Volvo
(https:/AMww.volvocars.com/us/visustainability/the-ultimate-safety-test)

Personal Fulfillment Approach
Chipotle’s Carbon Footprint Reduction Calculator

5:10 al T @
= o —
= y >
4 2021 IMPACT X
/
1 6/1 250 POINTS Your order makes a difference. See how Chipotle's real
/ ingredients reduce the impact on the planet compared
. / to conventional ingredients.

1,234 Points until your nex{ FREE en

Points can take 24-48 holrs to be ad

2021 IMPACT

|

I See how your Real Foodprint helps
1 to Cultivate a Better World
—

s Sl

FIND A CHIPOTLE \
for Delivery or Pickup \

PAYMENT METHODS \

Less Carbon in 556.2
the Atmosphere GRAMS
Supported 5.8
Organic Land SQ. FEET
Antibiotics 643.5
Avoided MILLIGRAMS
Gallons of 8.8
Water Saved GALLONS
Improved Soil 45.8
Health SQ. FEET

Source: Adapted from Chipotle

U Reflection Prompt: What do you like about these two examples?
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The Power of Transferring Credit for Social Impact

Environmental Pressures Contributing to
Audience Guiltand Powerlessness

Economic Political
Recession Polarization

COVID-19 Climate
Pandemic Change

There isn’t
much |
cando.

Jol@)

U

Audience

]

Recent environmental pressures have left
audiences feeling isolated and disempowered.

Source: Gartner
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The Power of Transferring Credit for Social Impact

Environmental Pressures Contributing to
Audience Guiltand Powerlessness

Economic Political
Recession Polarization

COVID-19 Climate
Pandemic Change

There isn’t
much |
cando.

Jol@)

U

Audience

]

Recent environmental pressures have left
audiences feeling isolated and disempowered.

Source: Gartner
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Social Impact Activities That Create
Personal Fulfillment

Help Local
Businesses

Engage in

Support Dialogue

Community

Reduce
Health ‘ ' Waste

Audience With Company

]

Personal fulfillment transfers the credit for social
impact from the company to the audience, which
makes them feel like active agents.




Implications for Messaging

Required Action to Take a Personal Fulfillment Approach to Messaging

Current Crafting Messages: Communicating about social impact activities with openness and

Activity transparency.

New . . How do we deliver personal fulfillment to important audiences?

Consideration

/F:equired Messages must emphasize how audiences contribute to and benefit from social impact.
ction

Source: Gartner
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Critical Components of Personal Fulfillment
Specific Audience Benefits With Corresponding Messaging Approaches

Audience Benefit Messaging Approach

llluminate Personal Values

Reduce tension between
values and behaviors
» Challenge narrow perspectives

— values and present a

Self-Image: | can affirm my {
consistent image.

Personal

Fulfillment

n =52 corporate websites and social media feeds
Source: Gartner analysis of social impact activities on corporate websites and social media feeds (2021)

25 ©2021 Gartner, Inc. and/or itsaffiliates. All rightsreserved. 748668



Critical Components of Personal Fulfillment
Specific Audience Benefits With Corresponding Messaging Approaches

Audience Benefit Messaging Approach

llluminate Personal Values

Reduce tension between
values and behaviors
Challenge narrow perspectives

—| values and present a

Self-lmage: | can affirm my {
consistent image.

Personal

Facilitate audience actions
Provide feedback on progress

Control: | feel capable and
secure in my environment. {

Fulfillment

n =52 corporate websites and social media feeds
Source: Gartner analysis of social impact activities on corporate websites and social media feeds (2021)
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Critical Components of Personal Fulfillment

Specific Audience Benefits With Corresponding Messaging Approaches

Audience Benefit Messaging Approach
llluminate Personal Values
Self-lmage: | can affirm my
— values and present a { * Reduce tension between
consistent image. values and behaviors
+ Challenge narrow perspectives

Personal . ) )
* Facilitate audience actions

* Provide feedback on progress

Control: | feel capable and {

. secure in my environment.
Fulfillment y

* Involve relatable peers
something bigger. « Convene natural peer groups

Belonging: | feel connected
— to others as part of {

n =52 corporate websites and social media feeds
Source: Gartner analysis of social impact activities on corporate websites and social media feeds (2021)
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Critical Components of Personal Fulfillment

Specific Audience Benefits With Corresponding Messaging Approaches

Personal

Fulfillment

Audience Benefit

Self-lmage: | can affirm my
values and present a
consistent image.

Control: | feel capable and
secure in my environment.

Messaging Approach

llluminate Personal Values

Reduce tension between
values and behaviors
Challenge narrow perspectives

Facilitate audience actions
Provide feedback on progress

Belonging: | feel connected
to others as part of
something bigger.

Involve relatable peers
Convene natural peer groups

n =52 corporate websites and social media feeds
Source: Gartner analysis of social impact activities on corporate websites and social media feeds (2021)

Only 4% of
organizations
use all three
messaging
approaches —
while 42% use
none.

= U Reflection Prompt: Which of these approaches do you think would work best for you?

28 ©2021 Gartner, Inc. and/oritsaffiliates. All rightsreserved. 748668




llluminate Personal Values

National Grid: Emphasize Values Alignment

Social Impact: “Bring Energy to Life,” by supporting and driving the transition to renewables.
Observed Approach: Reduce perceived tensions between the audience’s sustainability values and a desired behavior.

National Grid’s Talent Attraction Campaign
Video Stills From “The Job that Cant Wait”

Engineer

, ERINN SAPSFORD
|

I ——
“If you're looking for a career with “Fm proud to work for a company that’s
purpose that will help the country tackle invested a significant amount of money —
climate change, join us to do The Job and we're talking about billions of pounds,
That Can’t Wait.” connecting us — to allow us to exchange

clean energy between different countries.”

Source: Adapted from National Grid (https://careers.nationalgrid.com/job-cant-wait)
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llluminate Personal Values

Genetec: Challenge Simplistic Narratives

Social Impact: “Protect the Everyday” through community-driven solutions that enhance public safety, including a
social justice stance in relation to police reform.

Observed Approach: Challenge audiences to engage with nuanced perspectives on a complex issue.
Engage: AGenetec Podcast Episode on Police Reform

“We draw this distinction
between a ‘warrior’ officer
approach or a ‘guardian’ officer

“This ‘defunding’ question |
should push us collectively to ! i
do some hard thinking about ' |
how we want to use criminal ' approach, but that's not a i
law enforcement to deal with |1 dichotomy, it's really not an !
behavior like addiction, mental || either/or... If that's all an officer

I 1

I 1

Engagé. Engage - Episode 4 -
reneecpeis - "The Social Contract”

Engage: A Genetec podcast

Dec 2020 - 42 min

>

illness, homelessness.” is capable of being, then they

Laurie O. Robinson aren’t very good officers.”

Professor of
Criminology, Law and
Society

Seth Stoughton, Former
Police Officer and Law
Professor

Source: Adapted from Genetec N
(https://open.spotify.com/episode/24jr0 EFud mg PZX8 Mk8X gGi) \
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Knorr: Personalize Action Steps

Social Impact: Increase access to varied and plant-based foods that are nutritious and environmentally friendly.

Observed Approach: Customize action steps so that they are relevant and practical for target audiences’ context.

Knorr’s Educational Resources

How we make a little big difference:

e
’ ’ﬁ.ﬂ‘

Farming for more
flavour and less Protecting crops

the natural way

How you can make a little big difference:

Meat-free
dinners make a
tonight difference

15 planet-friendly
recipes to cook

Cooking Style Quiz and Recipe Recommendations

What best describes your skills in the kitchen?

e

L+l
I’'m a really confident P've got the basics down,
chef but could use some
inspiration

. 142
NN
I look for quick & easy | prefer takeout

solutions

Source: Adapted from Knorr
(https:/Avww.knorr.com/uk/our-purpose.html)

31 ©2021 Gartner, Inc. and/oritsaffiliates. All rightsreserved. 748668

Source: Adapted from Knorr

Hey There, Aspiring Foodie

RECIPES

PREP COOK
5-10 MIN 15-20 MIN

Let’s get cooking

You've got what it takes to whip up
something wonderful. We've selected a few
family favorites just for you.

Chicken & Garden Beefy Black Beans
Vegetables & Rice

(https:/AMww.knorr.com/us/en/find-your-cooking-style.html)



Trane Technologies: Crowdsource and Solve Challenges

Social Impact: “Redefining what’s possible,” through engagement in human and environmental impact activities.
Observed Approach: Crowdsource social impact ideas and action steps from the target audience.

13

Trane Technologies’“Operation Possible” Program Overview

¢

- OREREIOT Possible..-

3 & : y FLas - A .
Shal’ga persistent problem that humanity needs solved. %

Readothers' submissions.and’hélp build on the’h‘w.‘.

£
P S, P o

Submit Absurdity Browse Absurdities

Crowd-Sourcing Crowd-Solving > Prototyping and piloting
Phase 1 ~ Phase 2 Phase 3 Phase 4
Identify the Absurdity Propose Ideas Build out the ideas Execute
Submit your absurdity Submit your solution to Form a team and build out Begin project execution on
or vote and comment to the first absurdity the ideas selected ideas

give feedback to others

jo @ g

Top absurdities will be The top solution ideas Teams will be formed

categorized and will be selected by a around each of the top Pr’olectsrarg execut‘ed
S : . ] using agile innovation
selected utilizing team of cross-functional ideas, groups will be aporoach
employee feedback expert reviewers engaged in ideation and pp
validation
Source: Adapted from Trane Technologies _| Q /\ N -

TECHNOLOGIES
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Wood: Co-Create Content With Audiences

Social Impact: Find bold solutions to pressing issues by recognizing and welcoming diversity of thought.
Observed Approach: Co-create content with individuals who are personally impacted by ethnic & racial discrimination.

“We Belong Wall” and Story Submission Template

Inour We Belongwall below, our colleagues sharetheir
experiences, how it feels to be a partof our business,and
what belongingat Wood means to them.

Ifyou would liketo shareyour own story, please complete!

| this template and senditto the communications team.

FYY Y /‘\

2.

3.

4.

We Belong Story Submission Template
1.

What does inclusion and belonging at Wood
mean to you?

Has there been a time in your life when you
have not felt included?

What actions do you take to make others feel
included at Wood?

What do you need from colleagues/allies? How
can teammates support you to be your best?

N2 2 2 S\

Source: Adapted from Wood

(https:/Mmww.linkedin.com/posts/woodplc_teamwood-activity-6772150520711847936-TwOV/)
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Black History Month Campaign Video

wood.



Patagonia: Connect Like-Minded Peers

Social Impact: Focus on sustainability efforts and environmental activism.

Observed Approach: Connect community members with similar interests and environmental goals.

Patagonia’s Action Works Program

Connect with
Environmental
Groups

We're connecting individuals with Patagonia grantees, to
take action on the most pressing issues facing the world
today. Patagonia Action Works helps you discover events,
petitions and skilled volunteering opportunities in your

backyard and donate money to local causes. Act Now

Source: Adapted from Patagonia
(https:/Avww. patagonia.com/activism)
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Patagonia’s Action Works “Explore” Page

The Issues

These are the categories of grants we support. Which issues would you
like to get involved with?

/— =y N

All Issues Biodiversity ) (  Climate

\ s
g — —_—
[ Communities \l ( Land \) Water )
S N il /\

AN ot
ROHIFT -

- ~——— K.
CVAITL -2
\ Washington, DC

\ Power Shift
\ Network

\ Power Shift Network works
\ to mobilize the collective
\ power of young people to...

\ View & Support

Q Environmental groups nearby

WASHINGTON, DC

Green America

Green America seeks to
create a socially just and
environmentally...

(&

View & Support

Source: Adapted from Patagonia
(https:/Avww. patagonia.com/actionworks/#!/explore/home)




Key Takeaway for the Day

Move beyond demonstrating authentic commitmentto provide
personal fulfillment through your social impact activities.

Reflection Prompt: Whatis your key takeaway, and what is the first step you plan to take
coming out of this session?
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Ask your questions

9 Ask a question Attachments Rate this Details

Ask a question

Type your question here...

o

> [

RESTRICTED DISTRIBUTION Ga rtner
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The World’s Most Important Gathering
Gartner@ of CMOs and Marketing Executives ™

Aug 31— Sept 2, 2021 | Americas | Virtual

SYMPOSIUM Xpo.

A must-attend gathering offering CMOs and
senior marketing leaders an expanded
agenda of research, advice and shared
learning. Discover an essential view into R _
the technologies and trends that are Strategic advice foryour most challenging

_ _ i priorities including innovation, planning and
shaping modern marketing strategies.

Trusted insights, including marketing
benchmarks and best-in-class peerlearning

budgeting
_ Practical application through case studies and
gartner.com/us/marketing toolkits

GMLVIPSAVE
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https://www.gartner.com/en/conferences/na/marketing-symposium-us?utm_source=brighttalk&utm_medium=in-webinar&utm_campaign=RM_GB_2021_WB21_NPP_WB1_MARKETING-SYM-XPO-21

Save the date!
FREE Gartner for Marketers Webinar

Celebrating global excellence
in communications

The 2021 Gartner Communications Awards: Winning Projects and
Tips to Inspire

August 24,2021 | 10 a.m. ET

Register Now



https://www.gartner.com/en/webinars/4002137/the-2021-gartner-communications-awards-winning-projects-and-tips?utm_source=brighttalk&utm_medium=in-webinar&utm_campaign=RM_GB_2021_WB21_NPP_WB1_WEBINAR-PROMO

Discover how to maximize the impact of your marketing
efforts.

Gartner

Gartner.

Gartner for Marketers
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How to Protect
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Investments

by Connecting
Marketing Goals
to Business Value

Digital Marketing Strateqy 2021

Uncover emerging digital marketing
trends and actions you can take to drive
business outcomes.

Protect Your Marketing
Investments

Get the action plan to defend your
marketing investments.

Download Research

Learn how we can help you become a world-class marketing leader: Get to know Gartner for CMOs

Download Research
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