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OVERVIEW OF 2014 CR TRENDS
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The Lundquist CSR Online Awards Survey has 
been carried out since 2007 to track trends in 
the way experts in corporate responsibility 
(CR), sustainability professionals and other 
stakeholders engage with companies. It seeks 
to understand what information they value, 
what they think about online content in its 
various formats and how they use digital and 
social media channels for dialogue.

The survey is the basis for the Lundquist CSR 
Online Awards, a study of how well compa-
nies respond to user needs with their corpo-
rate websites and associated digital presence. 
Responses are used to further develop our 
evaluation methodology for measuring online 
CR communications. Rankings are compiled 
by Lundquist of Europe’s top 100 companies 
and top companies in Germany, Italy, Nordic 
Region and Switzerland.

About 350 highly qualified and experienced 
people responded to our latest survey (taking 
to over 1,600 the total since we initiated our 
research). We split respondents into two 
groups: “non-corporate” profiles that include 
experts and stakeholders who use corporate 
websites and “CR teams”, people who work in 
corporations.

The rise of social media

From turgid prose to effective, 
relevant communications

Feedback vs. Engagement

Add a seat at the table
Social media have now become legitimate channels for 
dialogue on CR and sustainability topics. LinkedIn and 
Facebook are the ones that are most popular.

Videos and infographics seem to be a company’s best 
investment. But in order to be effective they have to 
showcase material topics and tell both sides of the story 
bringing in the perspectives of multiple stakeholders. 

Stakeholder engagement: not as easy as it seems. Companies 
need to follow up on the feedback they receive, be unbiased, 
transparent and not superficial. 

Users are keen to engage on social media with companies. 
To capitalize on this opportunity companies need to post 
concrete and frequent content and engage in a two-way 
personal dialogue with users.



THE RISE OF

Non-corporate 

When asked how often people use social 
media channels for CR and sustainability 
purposes, both CR teams and Non-corporate 
respondents* stated that LinkedIn is their first 
choice, with 69% and 74% respectively.

*Data based on the respondents that confirmed their 
use of social media.

Our respondents’ most common activities on 
social media are: share news, follow experts, 
keep up-to-date with trends, comment on 
relevant topics

3 in 4 use 
social media for 
professional purposes

1 in 3
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1 in 5

engage with companies 
via LinkedIn

engage with companies 
via Facebook

Increase in the use 
of LinkedIn

How people want to be engaged 
by companies in the future

Use of main social networks for CR and sustainability

Social media: a legitimate 
engagement channel

SOCIAL MEDIA

*

*Non-corporate respondents

Data calculated on all CR teams and Non-corpo-
rate.

Non-corporate
CR teams

LinkedIn

Daily Weekly Monthly

Facebook

Twitter

YouTube

20%10% 30% 50% 70%0% 40% 60% 80%

Stakeholder panel/ group meeting
Email
Industry events, associations, etc.
Online survey
LinkedIn
One-on-one meeting
Facebook
Web chat/forum
Feedback form (e.g. on online report)
Twitter

1

3
2
3
4

6
7
8
9
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5

TOP 
10

Also in this case 
LinkedIn is the first 
choice among 
social media

2012 2014

+8%
CR teams +9%

Three selections allowed
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Who are users most likely to follow or 
engage with on social media*

* Figures refer to proportion indicating “likely” or “very likely” 
to follow or engage.

Company

CR Manager

Intl.
institution

Media outlet 
covering CR

Government
body

76%

44%

61%

57%

60%

54%

56%

CR Expert

NGO

Average interest on activities on company social media accounts 
on a scale of 1 to 5 (5= most interesting)

Case
studies

Giving 
updates on 
initiatives

Getting people 
involved in 
initiatives

Posting 
videos

Inviting
comments

Engaging with 
individual 

stakeholders

Joining 
discussion

Sharing 
others’ news

Engagement 
by company 
managers

Posting 
news

Quizzes 
and games

Answering 
stakeholder 
questions

3,86 3,85 3,8 3,79 3,71 3,313,7 3,67 3,46 3,39 3,33 3

ADD A SEAT AT THE TABLE

Another element that emerges is that 57% of respondents are interested in hearing from CR 
managers. Users want to engage in a more personal communication, talking with people and not 
anonymous entities. In light of this, social media seems even more the right platform to establish 
a two-way dialogue where all participants are equal, all seated at the same table.

Companies have great potential to engage users on social media, more than for example 
international institutions or government bodies. Of our respondents, 60% said they were 
“likely” or “very likely” to follow them.

To tap this potential, companies need to meet users’ expectations on social media content 
which has to be frequently posted, concrete and sharable. Users are expecting to see case 
studies, answers to stakeholders’ questions, videos, news, updates on initiatives.
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The survey suggests that making infographics and videos is great 
investment for online communications. They meet an appetite for 
information that is easy to find and absorb. Plus, they are highly 
sharable on a number of channels, including websites, blogs and 
social media.
But not all content is equal. What people are asking for is a focus on 
critical (“material”) topics. Instead of grand claims and general stra-
tegy overviews, people are interested in concrete examples from a 
variety of perspectives of how strategies are translated into action 
and evidence of how companies are addressing major environment 
and social impacts.

Non-corp. CR
teams

67% 76%

watch video
Non-corp. CR

teams

73% 76%

consult
infographics

56%
50%

39%
31% 30% 28%

23%

12%
6%

Top topics that users want to get from a CR or sustainability video

Videos and infographics on the rise

FROM TURGID PROSE TO EFFECTIVE, RELEVANT 
COMMUNICATIONS

See a case study or project in action

See examples of strategy 
in day-to-day business

Hear point of view of stakeholder(s)

Get expert opinion on company activities

Better understand broader
issues relevant to the company

Get a strategic overview from
company leadership

Get employee perspective on
CR/sustainability initiatives

Get a presentation from head
of CR/sustainability

I am not interested in video

Three selections allowed
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55% of our respondents want to see whether companies integrate the 
inputs received in the decision-making process.

GRI table with no “clickable” links to information

No possibility to download data in Excel

Too many formats and channels

Superficiality or brevity of information online compared with formal reports

Company presents itself only in a positive light ("self-promotional")

Difficulty in finding performance data (KPIs)

FEEDBACK vs. ENGAGEMENT

4
3,8

3,5 3,4 3,2 3
4

3

2

1

0

What frustrates users the most

Additional insights on people’s expectations

on a scale of 1 to 5 (5= most frustrating)

TOP 
3

Explanation of how engagement
influences decision-making

Data and statistics (customer/
employee surveys, etc.)

Summary of stakeholders’
points of view

1

3
2

3

Asking users’ opinion is not enough

In-depth information should be provided on both formal reports 
and corporate website.

Transparency is a key factor to generate engagement

Companies should not be superficial 

People are looking for unbiased perspectives from a variety of sources
On a corporate website, users want data on customer or employee 
surveys and an account of stakeholders’ points of view.

Self-promotional claims ranked as the first cause of frustration in 
our respondents.

Three selections allowed
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350 people from 44 countries responded to an online survey 
of 23 questions during November-May 2013/2014

Nationality Age CR experience Job profile

OUR RESPONDENTS

Mainland 
Europe

63%

17%

7%

8%

5%

UK & 
Ireland

Nordic
Region

USA &
Canada

Rest of 
the world

18-25

30%

11%10%

20%

27%

36-4526-35

46-55 55+

Less than
1 year

16%

17%
22%

19%

26%

3-5
years

1-2
years

6-10
years

10+
years

Non-corporate
Journalists; Analyst; Investors; CR / sustainability 
consultants; Communications consultants; University 
professors; Students; NGOs; Foundations; Consumer 
associations; Government bodies; Fundraisers; 
Researchers / think tank

Corporate responsibility managers / director;
CR communications / reporting manager; 
Corporate communications

35%

65%

Corporate



INTRO TO CSR RESEARCH

Our success as strategic consultants is grounded on a decade 
of research into excellence in online corporate communications 
at an international level. Our investment in this research 
activity has served to develop advanced methodologies for 
effective corporate communications and also to raise aware-
ness of the importance of digital channels. 

We have covered financial and institutional communications, 
employer branding, social media from a corporate perspective 
and, since 2008, online CSR communications.

Read more on: www.lundquist.it/csr

The current, sixth edition of the research has seen a major step forward 
in our approach to assessing companies’ online communications. 
We have reorganised our evaluation protocol into seven pillars to better 
reflect the main challenges of responding to stakeholder expectations 
in a digital-first world. Our new model provides greater flexibility in 
evaluating companies and assigns greater importance to critical areas 
such as user experience, engaging content and social media. 
It will therefore generate more actionable insights and best practice 
across a wide range of areas.

responses to expert
questionnaire over 6 years

European companies taken
into consideration

social media accounts mapped

pillars

edition

rankings (Europe, Germany, Italy, 
Nordic Region, Switzerland)
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ABOUT THE LUNDQUIST CSR ONLINE AWARDS

1. CONCRETE 2. EXHAUSTIVE

7 PILLARS OF CSR ONLINE AWARDS

5. SOCIAL 6. INTEGRATED 7. DISTINCTIVE

3. USER FRIENDLY 4. ONGOING

NEW APPROACH ADOPTED FOR 2014
KEY NUMBERS FOR THE 6TH EDITION

Providing a core set of environ-
mental, social and governance 
information, from policies and 
guidelines to data and targets.

Allowing users to see “under 
the bonnet” with more detailed 
disclosure (for example on 
stakeholder engagement and 
target achievement).

Using digital to tell an engaging, 
unique, story that focuses on 
the most important issues and 
shows what strategy means in 
day-to-day, concrete contexts 
through storytelling, video and 
visual communication.

Taking the CR message to 
stakeholders across the 
corporate website, for example 
as part of the presentation of 
the company and information 
aimed at investors, journalists 
or jobseekers.

Speedy and intuitive navigation, 
reporting formats, accessibility 
from mobile devices, search 
functionality as well as the user 
experience more generally.

Keeping stakeholders updated 
on a regular basis (through 
news, blogs, etc.) and remai-
ning open to feedback and 
comment.

Leveraging social media to 
listen, inform and engage both 
in generic corporate channels 
and in accounts specifically 
geared to audiences interested 
in CR or sustainability.

1,600
270
500

7
6th

5
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How we can help you in corporate responsibility

ABOUT LUNDQUIST
We help our clients plan and build successful corporate websites 
that respond to the most demanding corporate audiences. 
We have particular expertise in financial and non-financial reporting, corporate 
responsibility, employer branding, social media 
and digital storytelling.

These cross-cutting aspects hold true whenever companies 
and stakeholders come into contact over environmental, social 
and governance issues: reporting, communications and engagement. 
They have been part of our user-centric, digital-first approach for years.

Your strategic partner 

to guide 

your digital presence

Materiality, transparency and 
dialogue underpin success and 

failure in corporate responsibility. 

OUR POINT OF VIEW OUR METHOD

 

OUR ROLE
We undertake rigorous research because we believe online 
communications should be measurable and grounded in 
concrete methodologies, centred on the people who use 
corporate information. To do this, we guide companies in 
changing their mind-set and internal organisation in favour 
of transparency, accountability and engagement.

We adopt a tried-and-tested approach to our projects, 
dividing them into three phases: Measure | Manage | 
Change. In this way, we assist companies in re-defining 
their corporate presence on digital challenges. We 
accompany them in a process of evolution and change to 
better meet their communication challenges.

Lundquist is an authoritative partner in planning and managing 
digital partnerships, from assessing the online properties of a 
corporate ecosystem to defining strategies for best practice 
websites. Our expertise derives from our intimate knowledge 
of online corporate communications, built up through years of 
experience and the inter-disciplinary talents of our team.

LUNDQUIST

12+
70+

years experience

European companies 
as clients

Starter kit & “Report Zero”
Internal interviews
Sustainability context
Business case for corporate 
responsibility

GET STARTED
Architecture for online reporting & 
communications
Website strategy, structure & content
Social media for stakeholder engagement

GET DIGITAL
·

·
·

·

·
·

External perceptions
Materiality analysis
Content development & messaging
Content production & revision (report & 
website)

GET BETTER
·

·
·

·

Messaging and content development
Textual, visual and video storytelling
Communication plans for investors & 
media

GET YOUR MESSAGE ACROSS
·
·
·
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