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CSR Storytelling

The benefits of CSR are plentiful. 

While a CSR program has a positive 

influence on the people, groups, or 

communities that are directly 

affected by the actions, it’s also 

becoming abundantly clear that CSR 

is a strong marketing and

branding play.
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Amazon’s COVID-19 ad campaign focuses on 
regular workers, like Oscar



What Makes a Good Story?

A good story is about something the audience decides is interesting or

important. A great story often does both by using storytelling to make important

news interesting. ~ American Press Institute

• The public is exceptionally diverse. Though people may share certain characteristics or beliefs, they 
have an untold variety of concerns and interests.

• Anything can be news. But not everything is newsworthy!

• Ask what makes your story unique or what problem are you solving in today’s climate. How does it 
stand out?

• A good story does more than inform or amplify. It adds value to the topic.
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Adding a Lens for Current Events
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Your CSR Storytelling Program
Strategy, Goals, Stakeholders, Channels and Measurement



Setting Goals: Using The Four Rs
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RELATIONSHIPS REVENUE REPUTATION RECRUITMENT



Foundational 
Elements
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1. Develop 
Your CSR 
Goals & 
Strategy

2. Build 
Your CSR 

Story 
Internally 

3. Build 
Your CSR 

Story 
Externally

4. 
Determine 
Marketing 
Channels



Audiences

Define your key stakeholders – Employees, board members, volunteers, 
partners, consumers, legislators, etc. 

● Why should your audience listen (or care)?

● How will it benefit your audience?

● Do you have facts and data points that are relevant?

● Do you have a spokesperson/expert available?

● How/where/what channels does the audience consume information?  
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Measuring Your Storytelling Impact
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Telling Your CSR Story
Leverage stakeholders to create and establish your storyline



Bringing Your Story to Life
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Examples of Storytelling
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Examples of Storytelling



Storytelling | Breakout groups
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Preparing for Your Story

● What is the “headline” you envision for your story?

● What are three key messages or main takeaways to share?

● What are your “proof points” for solving a problem? (data, research, 

case study)

● How can you bring it to life through a human angle to help 

audiences better understand your organization’s value/impact?
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Breakout Groups

Introduce yourself to the group and share!

QUESTIONS:

1. Share one successful storytelling example that you’ve done 

or one you’ve seen that stuck with you.

2. How could (or should) your brand change your messaging 

due to current events?

3. What new storytelling channels could (or should) you use?

4. How are you engaging partners to help tell your CSR story?

5. What has been keeping you up at night regarding 

storytelling during these times and how can the group help?

Report key findings when we come back at 12:55 p.m.!



Group Feedback



Final Tips

•Authenticity counts – so make sure your business practices align with 
your values and avoid greenwashing

• The most popular causes are those that are in the headlines

• Take a big picture view of CSR, and make sure your stakeholders know it 
(communicate often and don’t forget internal audiences!)

•Don’t just talk about your CSR efforts — MEASURE! Show your results and 
keep improving. (TIP: Determine measurements before your program begins and 

track throughout; then adjust programs as needed)
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Toolkit/Resources

• Porter Novelli Virtual Purpose Summit & COVID-
19 Tracker Study

• Edelman Brand Trust and the Coronavirus: 2020 
Edelman Trust Study

• Points of Light
• PRSA and CSR, https://www.prsa-

ncc.org/corporate-social-responsibility-
communications-framework-pr-practitioners

• Bcorporation.net (B Daily/Bthechange Media 
newsletter)

• SparkTheChangeColorado.org
• Good Magazine
• The CSR Group
• TriplePundit.com
• 3BL Media

https://www.porternovelli.com/intelligence/2020/05/14/virtually-experience-the-porter-novelli-purpose-summit/
https://www.porternovelli.com/intelligence/2020/04/14/porter-novelli-covid-19-tracker-insights-for-a-time-of-crisis/
https://www.edelman.com/sites/g/files/aatuss191/files/2020-03/2020%20Edelman%20Trust%20Barometer%20Brands%20and%20the%20Coronavirus.pdf
https://www.prsa-ncc.org/corporate-social-responsibility-communications-framework-pr-practitioners


Thank You!


