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What if your company values were not just initiatives, but strategic

brand assets — generating trust, reinforcing values and creating

measurable business impact?
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In today’s economy, core . To maximize
impact, these values must be translated into quantifiable brand assets that resonate with investors,

employees, and consumers alike.

This report explores the data-driven intersection of purpose and performance. We examine the specific
metrics that , offering a clear framework for measuring

engagement and calculating the ROI of social and environmental impact.

Gain access to designed to help organizations optimize
their communication for a new era of accountability and measurable value creation.
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Stakeholder Reach
Engagement
Sentiment Metrics
Network & Viral Effects
SDG Coverage

Brand Reputation

Brand Impact Quadrant

Key Findings
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> 20

Action Points
of organizations created ,

transforming their values into a dynamic & interactive dialogue.
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Organizations additionally communicated their Action Points with , leveraging
the reach of the organization's values.

Action Points

!
100%

Nearly (72%) were supported by additional touchpoints, reflecting the
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Digital touchpoints achieved nearly
analog touchpoints.

Digital Touchpoints

Source: planeed, Point of Actions, Snippets, Interaction Formats
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However,

than for digital
touchpoints.

(see also page 17)
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Stakeholders amplified the organizations share of values.

ETS
a share by stakeholders within
their own communities.

was
supported with Moments — a newly

introduced engagement feature — as a
proof of the execution of the measure.
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CSR-specific interactions are almost on par with the well-known “Like”, demonstrating the willingness of users to
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Source: planeed, Interaction Formats

The ‘Ratings’ have been very well accepted by all
users, providing highly valuable feedback for
companies upon stakeholder sentiment.

The ‘Moment’ is allowing users to document their
adopted CSR actions. It is a perfect reminder and
motivation boost for all stakeholders.
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Distribution of the Engagement Rate according to the
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The stakeholders attributed an average perceived impact of 74,11 (out of 100) to all documented
company values, indicating that the activities

Distribution of the Sentiment Rate according to the
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Company values reached an extended audience through stakeholders
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Stakeholders are more likely to share company values they have perceived via

. than
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Source: planeed, Point of Action, Snippet, Spread

Digital Touchpoints

The

2025

in which

stakeholders perceive the brand message is

clearly demonstrated.

(see also page 8)
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By incorporating , the organizations demonstrate their holistic approach
to creating a positive and lasting impact on society and the environment.
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The average Company Value Score (CVS) - representing the brand reputation - has been 49, with
. For 2025, the planeed benchmark was established at 105, with
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— e e e e M e M M e e e M E < M M e e M M M e M e 4 M M M e e e e e e

low

Source: planeed, Impact Score, Interaction Formats

high
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Organizations that excel in both image and reach of
values.

Organizations achieving significant image but lacking full
reach of values.

Organizations with strong reach but developing their
image of values.

Organizations at the start of their company values
journey.
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Brand messages perform best when audiences dare primed with values they
already relate to.

Effective brands move beyond ESG reporting and activate their communities as
part of the sustainability journey.

Corporate responsibility resonates most when it is experienced in actions, not
just communicated in statements.
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https://planeed.app/the-power-of-priming/
https://planeed.app/the-power-of-priming/
https://planeed.app/the-two-sides-of-sustainability/
https://planeed.app/redefining-impact-branding/
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Stakeholders expect active participation and dialogue, not one-way CSR
communication.

Understanding stakeholder sentiment in real time is becoming essential for
credible value communication.

Messages are strongest when people can see them, feel them, and pass
them on.
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