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In order to effectively tackle the social challenges faced by the world and our region, 
especially in the times of COVID-19, we need reliable data. We decided to conduct and 
share the results of the first extensive research on philanthropy in CEE, free of charge, 
to facilitate the development of this strategic sphere in our region. We only have one 
decade left to accomplish the goals of the 2030 Agenda. 

The results of our study clearly show where we are today, serving as a reference point 
we have never had before. It should be treated as a starting point for further scientific, 
informational, educational, and philanthropic endeavors. Although we still have a lot of 
work ahead of us, I believe that our efforts will contribute to making CEE a philanthropy-
friendly region. 

I hope this report will be useful to everyone who wants to make a positive impact – 
individual and corporate philanthropists, policy makers, non-profit organizations, and 
others. I want to thank all the people and organizations that contributed to the final shape 
of the report we are now presenting to you. Cooperation always brings excellent results.

Finally, I would like to address organizations working in this field on philanthropically 
mature markets – Central & Eastern Europe is not ready to be left on its own. We need 
your guidance and support.

Anna Korzeniewska, Founder
Social Impact Alliance for Central & Eastern Europe

This report was created in extraordinary times – the fight against the COVID-19 
pandemic, which is redefining our behavior and expectations in many areas of everyday 
life. At Kantar we monitor the behavior of the citizens of many parts of the world each 
day. What appears to be one of the most important changes in the face of the current 
challenges, regardless of the latitude and longitude, is the growing social empathy. The 
months of isolation gave us time to reflect and observe the world around us. We help 
each other because we know that nobody should be left alone in such difficult times.

The main challenge we will soon face is transforming this social upheaval into lasting 
aid, needed to overcome the challenges the world is struggling with. The pandemic is 
just one of them. Not that long ago we were all talking about the ecological crisis, and for 
years we have been trying to eliminate poverty and social inequalities. These problems 
will not disappear if our efforts are focused solely on repairing the consequences of 
negligence. If the changes are to be permanent, we need to introduce strategic thinking 
into philanthropy, and our support needs to be carefully thought-out and consistent.

We believe that the knowledge included in this report will help develop specific 
solutions to popularize conscious and long-term social involvement in philanthropy and 
volunteering.

Konrad Siwiński, Managing Consultant
Kantar
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As part of the global community, CEE is now trying 
to meet the Sustainable Development Goals. We only 
have 10 years left for the implementation of the 2030 
Agenda for Sustainable Development, signed by 193 
members of the United Nations (UN), including CEE 
countries. Cooperation between governments, business, 
social organizations, and society is essential to make 
these efforts more effective. 

Increased involvement of private capital in advancing 
social progress also appears to be significant. This 
seems very likely, as the growing wealth of societies, 
economic progress, and the subsequent development 
of business will be reflected in larger funding devoted 
to philanthropy. All the more so because social and 
environmental risks and pressures are increasingly 

important factors in making purchase and investment 
decisions, which motivates businesses to actively 
participate in social development, primarily through 
corporate social responsibility (CSR) or environmental, 
social, and corporate governance (ESG).

On our road to success it will be crucial to make sure 
that the allocated funds work effectively for the benefit 
of social change – the resources at our disposal 
will always be limited in relation to the multitude of 
challenges the world faces. It is therefore important 
to move from reactive, emotion-based aid to strategic 
philanthropy, which maximizes lasting, long-term social 
impact.

Executive Summary
Since the fall of the Iron Curtain, the countries of Central and Eastern Europe (CEE) 
have made significant progress in economic and social development using their 
potential that remained deeply hidden for decades. Although it is something to be 
proud of, the countries of CEE are still facing immense social challenges – national, 
regional, and global in scope.

“Philanthropy in CEE 2020” – a study conducted 
by Social Impact Alliance for Central & Eastern Europe 
and Kantar, with previously unavailable scope and 
focus, estimated the philanthropic potential of the 
region among individual donors. It amounts to EUR 
3.3 billion, with approx. EUR 2 billion already donated 
today. This is still far from the scale of giving, seen in 
the most philanthropically mature markets in the world, 
like the USA, where, according to “Giving USA 2020”, 
individual donors devote EUR 276.5 billion (USD 309.66 
billion) to philanthropic purposes. Even after adjusting 
the data for population size (the surveyed market has 
only one-fifth of the US population), CEE citizens are 
currently giving at the level of 3.7% of the amounts 
donated by Americans.

Nearly half of CEE citizens (46%) donated 
to philanthropy last year, in most cases via bank transfer 
(51%). Currently the largest average payments are 
made by donors from the Czech Republic (approx. EUR 
150 EUR / CZK 3,900) and Slovakia (EUR 110). Smaller 
amounts are donated annually by Hungarians (approx. 
EUR 85 / FT 30,000) and Poles (approx. EUR 80 / PLN 
350). When comparing these amounts to the average 
monthly salaries of CEE citizens, we can see that they 
donate less than 1% of their annual earnings each 
year. Despite the small contributions, impact is very 
important for almost 70% of donors – being aware of 
the changes brought about by their actions.

https://givingusa.org/giving-usa-2020-charitable-giving-showed-solid-growth-climbing-to-449-64-billion-in-2019-one-of-the-highest-years-for-giving-on-record/
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It turns out that a similar percentage of men and women 
are involved in philanthropic activities, but the forms of 
support they choose are different. Men more frequently 
make regular donations and the average value of their 
contributions is 40% higher. Women are much more 
willing to choose alternative forms of support. They 
purchase products and services with part of the profit 
transferred to social purpose organizations, and their 
activity is affected by posts and fundraising campaigns 
on Facebook.

Volunteering is still a less popular form of support 
compared to financial donations, but it is already 
noticeable – with approx. one third of CEE citizens 
currently involved. Volunteering is most popular among 
young people, up to the age of 30 (38%), which suggests 
that in the future this form of support may further gain 
in importance. 14% of CEE citizens indicated that their 
employer allows them to volunteer during working hours. 
Among those who do not have this option, nearly 4 out of 
10 employees are expecting it and would like to devote 
2-3 hours a month to this purpose. Society also has high 
expectations regarding tax incentives for volunteering – 
two out of three respondents (62%) expect them.

Even though tax benefits on financial donations 
constitute a significant value and create an attractive 
incentive for donors, they are not very popular among 
CEE citizens. Less than half of the citizens in the region 
have even heard about it. What is more, being aware of 
tax incentives is not reflected in their actual use. Society 
currently believes that the level at which the existing tax 
incentive system actively encourages giving is low. 

CEE citizens have high expectations of businesses. 
As many as two-thirds expect companies to become 
increasingly involved in socially responsible initiatives 
(66%). The fact that 44% of the region’s citizens state 
that they are willing to pay more for products of socially 
responsible brands, while 36% consider CSR activities 
of companies as an incentive to purchase their products 
or services, may become an important stimulus for 
corporate donors.

According to CEE citizens, achieving the Sustainable 
Development Goals (SDGs) should be supported 
primarily by the public administration. However, 
when asked about who is actually supporting them, 
the respondents significantly less frequently pointed 
to governments, at the same time appreciating the role 
of social organizations, business, and individual donors. 
They consider the goals related to social well-being to be 
the most important and more frequently support them 
(both financially and by volunteering). Furthermore, the 
region overall considers the areas related to inequalities 
and development of societies to be of secondary 
importance.

The ongoing COVID-19 crisis helped CEE citizens 
realize the importance of their philanthropic 
involvement in society. 36% of CEE citizens confirmed 
that the pandemic changed their attitudes in relation 
to philanthropy. For approximately 15% it was 
a breakthrough moment to start giving, which they had 
never done before. Stimulating and maintaining their 
involvement should be a key goal guiding the public 
administration and social organizations. The social 
solidarity built during the pandemic can be a valuable 
basis for further action. On how to do that – please read 
the “Key recommendations” section.
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Key recommendations
For public administration
1. Create or modify a system of tax incentives 

for philanthropists 
A (tax) system which clearly shows the benefits 
of giving to the existing and prospective donors 
must be as simple, understandable, and visible as 
possible. It should encourage both new and mature 
philanthropic involvement through the use of 
various resources – money, time, knowledge.

2. Use tax incentives to support specific tasks or 
social areas relevant to the development of the 
country or region 
The incentives should be effectively tailored to each 
specific market and its core social development 
issues. This would help to ensure that the system 
of giving advances the interests of the region, its 
businesses, civil society and other entities. 

3. Introduce volunteering (including skills-based 
volunteering) to the catalog of tax incentives 
Tax incentives for individual donors and business 
are an opportunity to encourage and maximize the 
(time and intellectual) involvement of the society in 
solving social problems.

4. Create, support, and develop programs that 
support key SDGs for the country or region 
Sustainable development is important in every 
corner of the globe. Supporting and developing the 
SDGs, with particular emphasis on local priorities, 
brings us closer to achieving the Sustainable 
Development Goals set out in the 2030 Agenda.

5. Develop national or regional reporting rules for 
social purpose organizations 
Introducing uniform reporting principles will 
allow the assessment and comparison of the 
performance and resource management of 
nonprofits. It will also help implement performance 
standards and build transparency. 

6. Consider establishing an independent charity 
evaluator; collect and analyze data 
Objective comparison of the effectiveness of 
individual organizations, as well as the use of 
reliable data and verification of impact, is the key 
to increasing the efficiency of spending on social 
goals and maximizing the potential of the region.
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For business
1. Incorporate strategic philanthropy into your 

company strategy 
Treat it the same way you approach other areas of 
your business – strategically. 

2.  Ensure the integrity of your activities and 
communications 
The actions should be consistent with the 
company’s profile, inclusive, and fair to its key 
stakeholders – employees, consumers, customers, 
and the society in which it operates.

3. Define objectives and measure results, plan 
initiatives, choose partners carefully 
Philanthropy is about positive, lasting social 
change. The strategic planning of philanthropic 
activity, CSR, or activities in the area of sustainable 
development will bring systemic social changes 
and, at the same time, support the development of 
your business.

4. Search for alliances, establish intra- and cross-
sectoral strategic partnerships 
Social challenges are complex, it is impossible 
to solve them alone. Cooperation is time and cost 
effective. It will help you increase your long-term 
social impact. Join forces and create co-impact 
solutions.

5. Check the impact of your philanthropic actions 
on brand image and customer behavior 
Follow what is important to your customers, get 
involved, actively support and encourage them 
to help. Customers and consumers expect this from 
companies.

6. Introduce and develop volunteering, including 
skills-based volunteering 
Prepare dedicated programs and internal structures 
to implement employee volunteering in your 
company. Volunteering increases the satisfaction 
and commitment of your employees and provides 
an opportunity to acquire new skills, including 
teamwork.

7. Before you start your social activity, conduct 
a thorough market analysis 
A local, regional and global analysis will allow 
to make informed decisions that work both today as 
well as tomorrow. Use existing solutions, scale good 
and proven ideas. This will increase your efficiency 
– both in terms of impact and costs.

8. Remember that society is entering the next phase 
of philanthropic development 
Customers and consumers are starting to expect 
sustainable and strategic commitment from business, 
not just responses to crises. Society increasingly 
and more consciously thinks about philanthropy and 
giving. It expects the same from business.
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For social purpose organizations
1. Support your solutions with objective evaluation 

of the issue at stake  
Having a clear definition of the particular problem 
you are tackling (regional, local, or global),  backed 
by accurate and recent data or snapshots of public 
sentiment, will improve your visibility and potential 
for inter- and cross-sectoral partnerships as well as 
fundraising opportunities.  

2. Make sure to measure the social impact of your 
initiatives 
Donors are interested in the ‘effectiveness of the 
funds’ they give. By showing the achieved impact 
you will gain their interest and trust. You will 
become their partner, not a contractor.

3. Be transparent in reporting your activities 
Report the activity related to your goals and utilization 
of funding, include administrative and operational 
activities. Society accepts the fact that organizations 
use part of their funds for these purposes.

4. Communicate openly what your organization needs 
Financial resources are not always sufficient for 
effective operation. If your organization needs 
business support in the form of know-how or any 
other resources, state it openly. Educate others that 
there are different ways of helping.

5. Establish partnerships with other social purpose 
organizations focused on similar areas 
This will allow you to build or scale valuable 
solutions in a cost-effective way and increase the 
chance of achieving systemic changes. 

6. Effectively encourage donors to take part in 
initiatives aimed at achieving systemic changes 
Implementing systemic changes requires time, so 
divide your main goal into smaller ones.

7.  Promote tax incentives among donors and support 
them in preparing the required documentation 
Donors will be able to reinvest the funds obtained from 
the incentives into further philanthropic activities.
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For individual donors:
1. Understand and determine what you want 

to change in the surrounding reality 
Sometimes deciding what cause to support 
may be the hardest. It is important to make this 
decision consciously, whilst taking into account 
both empirical evidence as well as your interests. 
This approach increases the chance that your 
commitment will become a continuous effort rather 
than a one-off donation. 

2. Find organizations that work in the area you 
consider important 
Verify their reports, check their social impact, ask 
them what they consider important and what they 
are missing, and then tailor your support to their 
needs.

3. Remember that you can 
change the world for the 
better in various ways 
The fight against poverty 
and health problems is 
still very important today. 
There are, however, other 
areas where changes 
are required. The global 
SDGs may serve as an 
inspiration. Remember that 
apart from your money you 
can also share time, skills, 
or contacts. 

4. Take advantage of the 
volunteering opportunities 
offered by employers 
Talk to your employer 
about employee 
volunteering programs – 
more and more companies 
are offering their 
employees opportunities 
to become involved in 
such social activities, also 
during working hours. 

5. Do not act in ‘bursts’, mobilizing yourself only 
during crisis situations 
Whilst support during a crisis is crucial and not 
something to be discouraged, in order to achieve 
sustainable change it is important to balance 
rushed emotions with rational, strategic, and 
sustained action. Consciously and regularly support 
selected social goals however you can. Plan and 
verify the effects of your actions.

6. Take advantage of tax incentives  
Thanks to tax incentives you have more resources 
to continue giving – you can help even more.



Strategic Philanthropy 
and Impact

„
Money, time and knowledge are limited resources. If we learn to 

use them wisely, together we will change the world.

Anna Korzeniewska 
Founder of Social Impact Alliance for Central & Eastern Europe

11
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What is the so-called 
strategic philanthropy?
Strategic philanthropy is focused on the 
effective implementation of social goals, based 
on the assumption that the private capital involved 
in philanthropy is limited and thus should be used 
effectively. It draws on the best examples from the 
world of business and relies on ethical and thought-out 
actions executed in cooperation with proven partners. 
All strategic philanthropic undertakings are preceded 
by questions about their purpose, the way it’d be 

reached, and the ability to measure the effectiveness of 
the activities carried out.

Reactive giving, as a response to current needs, is 
referred to as charity. The goal of charity is to heal 
the effects, not the causes, providing an immediate 
effect, a response to an existing social problem. 
Strategic philanthropy is aimed at long-term solutions 
or systemic prevention of social problems. Both forms 
of philanthropy are indispensable for society. It is worth 
looking for a healthy balance between the two, gradually 
tilting the scales towards the latter.

How is charity different from strategic 
philanthropy?
This can be illustrated by the example of different reactions 
to an earthquake. Charity supports the victims of the 
disaster: provides them with shelter, food, and other 
resources necessary to survive the difficult times. Strategic 
philanthropists develop and finance architectural solutions 
that will ensure the safety of people living in endangered 
areas in the future. 

Inspired by Giving 2.0 the MOOC by LAAF and Stanford University

„
Strategic Philanthropy is about driving towards large scale change. It is trying to 

drive impact – from inputs to outcomes to – finally – impact [large-scale and lasting 
change]. Whereas philanthropy stops at the point of output or, for more sophisticated 

philanthropists, outcomes, strategic philanthropy strives to achieve large scale 
and lasting change through three levers: progress on the policy front, funding, and 

practice change to drive more systemic change.

Phyllis Kurlander Costanza 
Head UBS in society, CEO UBS Optimus Foundation



P h i l a n t h r o p y  i n  C E E  2 0 2 0 13

45%

44%

It is conscious and thought-out

39%

23%

The donor consciously chooses the 
organizations he or she helps

It is based on long-term goals

It involves measuring the effects of social 
activities (the so-called impact)

Select the statements that you think match the term STRATEGIC PHILANTROPY
N=2400

Strategic 
philanthropy as 
understood by CEE 
citizens
We suspect that for many CEE 
citizens the difference between 
strategic philanthropy and charity 
is not obvious. Most often they 
help others guided by emotions, 
responding to a specific situation, 
and trying to act “here and now” 
when their intervention is needed. 
This is how they learn and get 
to know the source of the problem. 
They also want to act effectively. 
The study carried out among the 
citizens of the CEE region shows 
that the effects of activities 
carried out by social purpose 
organizations as well as their 
clear and transparent reporting 
are extremely important to them. 
It is considered obvious that 
philanthropy should be thought-out 
(this expectation was expressed 
by 45% of respondents), based 
on a long-term strategy (39%), and 
conscious (44%). CEE citizens want 
philanthropy to bring lasting social 
changes.
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Who is a philanthropist?
The term “philanthropist” comes from the Greek 
word philánthropos, meaning loving humanity. 
A philanthropist is someone who helps others 
by donating their money and time, engaging their 
knowledge or experience. Sometimes they share their 
network of contacts or their own image to support 
philanthropic goals.

This word sounds very noble. Someone might even say 
that it sounds too noble to identify with it. Only one out 
of four people financially supporting social purpose 
organizations identifies with this term. The situation 

is different among active volunteers: one third of them 
consider themselves philanthropists. 

Most likely, when hearing about philanthropists, CEE 
citizens imagine individuals much richer than them, 
widely known from the media. Wealthy and influential 
people form a very important group of philanthropists, 
but anyone who decides to share their resources 
with others, within their capabilities, can become 
a philanthropist. The motivations, expectations, and 
goals of each donor are always personal, which is why 
there is no universal way of being a philanthropist. 
Donors can be found both in our immediate 
environment and on the front pages of newspapers.

Do you consider yourself a philanthropist?

Among those 
who donated 
funds in past 
12 month
N=1101

26% 29%
Among those 
involved in 
volunteering in 
past 12 month
N=787

The perceptions of the word “philanthropist” itself 
will probably change over time. Currently young 
people living in larger cities are more likely to identify 
with it. Observing the changes taking place in the 
world, e.g. the health or ecological crises, they are 

increasingly dissatisfied with the direction they are 
headed. They want to take matters into their own 
hands and participate in activities that can reverse the 
negative trends. They devote time and resources to the 
necessary actions and thus become philanthropists.

Do you consider yourself
a philanthropist?

18-30

31-40

41-50

51-60

31%
22%

24%
23%

Among those who donated funds or were involved 
in volunteering in past 12 months N=1398 It is possible to help others not only by 

donating your financial resources, but also 
by devoting time, sharing knowledge and 
experience, or lending contacts or image.
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What does impact mean?
Philanthropists can permanently change reality with 
their actions, but the financial resources they have at 
their disposal will never be sufficient in relation to the 
scale of challenges the world faces. This is why it is 
so important to make sure the resources are spent 
effectively and bring the expected effects, i.e. impact. 

Impact can be described as consequences of our 
activities, which can be both, positive and negative. 
Impact is determined primarily in the long term and 
includes permanent changes that affect the source of 
a problem. In strategic philanthropy impact is a key 
measure of effectiveness of the actions implemented. 
It also helps answer the questions of donors wondering 
if their involvement changes anything and whether the 
solutions they fund actually work.

Impact should be the basis for the selection of 
social purpose organizations we cooperate with 

as philanthropists, because when funds are given 
to entities capable of using them most effectively, the 
effectiveness of the entire social sector increases. 
Organizations which can maximize the social impact 
of every dollar they receive can present their impact 
to stand out from the rest and attract new donors.

The importance of impact is also recognized by CEE 
citizens. Almost 70% of donors believe it is very 
important to know what changes are brought about 
by your actions. Nobody wants to feel that the funds 
they donated or work they did was wasted. Transparent 
information on the results achieved by social purpose 
organizations is one of the most important factors that 
we consider when looking for initiatives to support. We 
should take into account both the positive and negative 
consequences of the activities undertaken, and the 
source of at least some of this knowledge should be 
those directly affected by the mentioned consequences.

To what extent is the so-called Social Impact important to you?

Among those who 
donated funds 

in past 12 months 
N=1101

It is worth emphasizing that in the future 
transparent information on the utilization of 
obtained funds and the measurability of effects 
may be even more important. Even today 
younger people (up to the age of 30) consider 
this to be slightly more important than in 
the case of older age groups. It is not only 
important to be convinced of the effectiveness 
of the implemented programs, but also to have 
access to measurable data illustrating this 
effectiveness.

3% 5%

23%

31%

38% 1 - not at all important

2

3

4

5 - very important

When funds are given to organizations 
capable of using them most effectively, 
the effectiveness of the entire social sector 
increases.
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Corporate philanthropy as an 
opportunity for faster changes
Business can help in many different ways, but corporate 
philanthropy, when implemented in a strategic way, can 
truly facilitate positive social changes. At the same time 
it promotes the harmonious development of its internal 
environment, increasing employee satisfaction, as well as 
the external environment – contributing to changes in the 
socio-economic context in which the company operates.

These are some of the reasons why business has 
a chance to enter the stage of strategic philanthropy 
faster than individual donors, setting a good example 
at the same time. Companies should look for styles of 
philanthropy that are in line with their corporate culture, 
and adequate to the resources they have available – 
financial, human, and know-how. They need to maintain 
cohesion between communication and actual actions 
with respect to their environment and employees, while 
implementing these actions in a consistent manner.

If philanthropy adequately reflects brand values and is 
embedded in the business goals of a company, it can 
successfully strengthen its competitiveness. This will 
also provide a unique value for consumers, employees, 
business partners, and investors. The influence of such 
activities on company image is also important, but it 
cannot be an end in itself.

„
The financial sector is the bloodstream of the economic system. Our role is to shape positive 
changes and create financial solutions conducive to sustainable development. The COVID-19 

pandemic has shown the fragility of many existing systems and confirmed that economic growth 
must go hand in hand with social development – improvement the quality of life and ecological 

progress. The role of the financial sector is to promote the economy of values, create conditions 
for clients to banking responsibly and respond to economic, social and environmental changes. 
Our role is also to promote and strengthen long-term and systematic philanthropy as integrated 

element of the company strategy.

Maria Krawczynska
CSR Bureau Director at BNP Paribas Poland, Board Member at BNP Paribas Foundation

expect companies 
to become 
increasingly 
involved in socially 
responsible 
initiatives

of the region’s 
citizens believe that 
a company’s CSR 
actions encourage 
the purchase of 
its products or 
services

36%
expect socially 
involved companies 
to act according 
to their profile

62% 66%40% 
expect their 
employers to 
devote 2-3 paid 
hours a month to 
volunteering
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Philanthropic Activity 
of Society

„
All societies have charitable traditions and expressions of 

community solidarity. As they develop more wealth, individuals 
are often moved to engage in larger-scale philanthropy, motivated 
by personal or family experiences. Regardless of its scale, giving 
is driven by an understanding that society as a whole is stronger 
when we help those in need. The SDGs can provide a framework 

for donors who wish to align their own giving with national or 
regional goals, in order to leverage their impact. 

Donzelina A. Barroso 
Director of Global Philanthropy, Rockefeller Philanthropy Advisors
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Scale of financial philanthropy in CEE countries
Over the past 12 months, 46% of the citizens of Poland, the Czech Republic, Slovakia, and Hungary donated some of 
their financial resources to social purpose organizations. 

In the last 12 month, have you donated funds to a SOCIAL PURPOSE ORGANIZATION?
YES (%)

CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

46% 51%
36% 40% 42%

The vast majority support these organizations 
financially with a moderate frequency: 41% do it once 
a year (Hungary: 52%), while 35% once a quarter. Only 
15% do it once a month or more often. Among those 
who donate their funds at least once a month, 65% 
declared it as a permanent form of support (same 
amounts, same organizations). Among those who 
donate less often, the percentage of regular payments is 

only 42%. Regularity of support is extremely important 
for social purpose organizations, as it gives them 
stability and helps plan their work better, resulting in 
more lasting effects. Today CEE citizens help primarily 
in crisis situations, mobilizing when other people are 
hurt. Meanwhile, permanent social change requires 
more systemic efforts.

18-30
N=634

39%

31-40
N=565

47%

41-50
N=489

51%

51-65
N=711

48%

Male
N=1142

44%

Female
N=1258

48%

< 1100 EUR
N=1928

46%

> 1100 EUR
N=289

60%

age gender income
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How often did you donate funds to SOCIAL PURPOSE ORGANIZATIONS?

Scale of 
philanthropy in 
CEE
The largest payments are 
currently made by donors 
from the Czech Republic 
(on average approx. EUR 
150/CZK 3900 per year) and 
from Slovakia (EUR 110). 
Smaller amounts are donated 
annually by Hungarians 
(approx. EUR 85/FT 30,000 
per year) and Poles (approx. 
EUR 80/PLN 350). It should 
be noted, however, that in 
Poland the percentage of 
donors is the highest, which 
may also result in a lower 
average amount of payments. 
Those who can only afford 
a small financial commitment 
also try to help.

More than 
once 
a month

Once 
a month

Once 
a quater

Once 
a year

3%

12%

35%

41%

2%

11%

40%

38%

3%

9%

26%

52%

3%

17%

30%

42%

1%

12%

25%

50%

Total CEE
N=1102

Poland
N=304

Hungary
N=213

Czech Republic
N=241

Slovakia
N=253

Less than 
once a year 9% 9% 10% 8% 12%

Country EUR

Poland approx. EUR 1.0 billion

Hungary approx. EUR 200 million

Slovakia approx. EUR 170 million

Czech Republic approx. EUR 410 million

CEE in total approx. EUR 1.8 billion

We calculated how much money CEE citizens donate 
to philanthropy
age 18-65
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Potential of philanthropy in CEE
Taking into account the above calculations, the average 
value of annual payments per citizen aged 18-65 
ranges from EUR 30 in Hungary to EUR 55 in the Czech 
Republic. The calculations also include individuals 
who are not currently financially supporting any social 
purpose organizations.

We also asked the citizens of the region what payments 
they could make. It turns out that their willingness 

to give is very significant. Many people who did not 
donate any money the previous year declare that they 
would be willing to do it. In order for this to happen, 
certain systemic problems must be resolved, such 
as the lack of knowledge about social purpose 
organizations, lack of awareness of the need to give, 
lack of tax incentives, etc.

If the declarations were turned into actual payments, the 
scale of philanthropy in CEE would increase to approx. 
EUR 3.3 billion.

Country current payments 
per donor

current payments 
per citizen

declared payments of 
donors and non-donors 

per citizen

Czech Republic EUR 150 / CZK 3900 EUR 55  / CZK 1,500 EUR 110 / CZK 3,000

Slovakia EUR 110 EUR 45 EUR 100

Hungary EUR 85 / FT 30,000 EUR 30 / FT 10,500 EUR 50 / FT 17,000

Poland EUR 80 / PLN 350 EUR 40 / PLN 180 EUR 75 / PLN 330

„
Giving USA is the longest running report on the sources and uses of philanthropic dollars in 

America, and has become a vital part of understanding and empowering philanthropy for the 
past 65 years in the U.S. Through its publication each year, we have witnessed the power such 
knowledge brings to policy makers, fundraisers, philanthropists and charitable organizations. 

We applaud the work of the Social Impact Alliance for Central & Eastern Europe to bring greater 
knowledge to bear in CEE as such knowledge is a vital part of advancing a culture of philanthropy 

and more effectively serving the needs of society.
 

Rick Dunham
 Immediate Past Chair, Giving USA Foundation
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What channels are used for giving?
The most popular method of donating funds to social 
purpose organizations is a one-time bank transfer 
(51%), then a charity SMS (37%), and donation cans 
(37%), popular primarily in Poland due to the annual 
fundraising organized by the Great Orchestra of 
Christmas Charity).

Less popular channels include fundraising on Facebook 
and specialist websites. It is worth emphasizing, 
however, that among people before the age of 40 
Facebook plays a more significant role; in this age group 
21% of respondents have already used this functionality.

In what form do you donate funds to SOCIAL PURPOSE ORGANIZATIONS?

A one-time bank transfer to 
the organization’s account

A charity SMS donation

A public fundraiser or 
a collection (putting money 
into a box)

Buying products or services 
with some % of the profit 
given to Social Purpose 
Organization

51%

37%

37%

27%

55%

38%

42%

24%

37%

31%

28%

29%

44%

34%

24%

34%

46%

43%

31%

6%

Total CEE
N=1101

Poland
N=304

Hungary
N=212

Czech Republic
N=241

Slovakia
N=251

A regular, periodic bank 
transfer to the organization’s 
account

Donate button on facebook

Crowdfunding / fundraising 
portals (e. g. siepomaga.pl, 
zrzutka.pl etc.)

18%

15%

12%

8%

12%

19%

14%

20%

8%

24%

5%

4%

12%

8%

6%
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What facilitates philanthropy and 
what constitutes a barrier?
The strongest motivation for helping others is 
following important values. For 51% of respondents 
the opportunity to support important goals was 
a significant impulse to donate to social purpose 
organizations. Almost half (49%) declared that they 
had started their philanthropic activity because they 
simply wanted to help others. These results were not 

unexpected, because helping enhances well-being, 
improves mood and satisfaction with life, and increases 
comfort.

When it comes to direct incentives, Facebook posts 
were mentioned most often (16%). A significant 
percentage of respondents, especially young people, 
started giving after seeing information about 
a fundraising campaign or a request for support on this 
social network.

What convinced you to start financially supporting SOCIAL PURPOSE 
ORGANIZATIONS? What was the impulse?

I wanted to support values 
which are important to me

I wanted to start helping

The situation in the country / 
in the world

A post on Facebook or other 
social media

51%

49%

19%

16%

44%

53%

17%

16%

70%

43%

23%

5%

49%

48%

24%

16%

52%

55%

22%

14%

Total CEE
N=1101

Poland
N=304

Hungary
N=212

Czech Republic
N=241

Slovakia
N=251

The situation in my close 
surroundings / family

The organization asked me 
for support

14%

14%

10%

14%

20%

9%

13%

8%

11%

11%

8%

8%

13%

10%

7%My family / friends asked 
me to

The COVID-19 pandemic 
started

The environmental crisis in 
the world

9%

9%

10%

12%

9%

5%

5%

5%

6%

6%
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When asked to specify the barriers for increasing their 
financial involvement in philanthropy, donors indicate 
the most mundane reason, i.e. lack of funds (65%). 
Negative previous experiences and lack of trust in social 
purpose organizations also discourage them from 
helping more actively, which results, among others, from 
insufficient information received in the past about the 
purpose on which their money was spent. The media 
undoubtedly play a significant role as well, as they 

publicize even minor abuses in the social sector and 
promote only the most spectacular successes.

Barriers for donors also include the lack of tax 
incentives and lack of knowledge and awareness 
on where to find key information and how to start 
giving. These problems, however, are relatively easy 
to solve at the level of public administration and social 
purpose organizations.

What prevents you from donating more funds to SOCIAL PURPOSE ORGANIZATIONS?

Philanthropy among men and 
women
A similar percentage of men and women are involved 
in philanthropic activities, but the form of support is 
different. Men more frequently make regular donations 
and the average value of their contributions is 40% 

higher. Women, on the other hand, are much more 
willing to become involved in alternative forms of 
support. Their activity is influenced by posts and 
fundraising campaigns on Facebook, but they are also 
eager to reach for products and services of companies 
that donate part of their profit to social purposes.

Lack of funds

Lack of tax incentives

I don’t trust 
SOCIAL PURPOSE 
ORGANIZATIONS

I had negative past 
experience with this 
type of activities

65%

12%

11%

10%

61%

10%

15%

11%

73%

9%

8%

8%

70%

14%

8%

13%

79%

9%

8%

8%

Total CEE
N=1101

Poland
N=304

Hungary
N=212

Czech Republic
N=241

Slovakia
N=251

I don’t know the 
organizations 10% 12% 11% 3% 7%
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Time Volunteering and 
Skills-Based Volunteering

„
According to the research of Klon/Jawor Association, the average 

number of volunteers involved in Social Purpose Organizations 
is decreasing. Especially now, in times of crisis, the need for 
volunteer work is greater than ever. In the first weeks of the 

pandemic, organizations struggled with insufficient access to 
volunteer work. At the same time, many people became involved 

outside the sector in self-organized, informal initiatives. The 
upcoming months will show whether this social mobilization 

related to the pandemic will turn out to be a crash course of civic 
engagement, and whether the organizations will develop this 

movement into a long-term activity.

Beata Charycka 
Klon-Jawor Association, ngo.pl
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Time volunteering and skills-
based volunteering
Philanthropy has many faces. Although it is mainly 
associated with donating money to noble goals, 
achieving lasting social impact requires us to consider 
sharing other resources, such as time, knowledge, skills, 
and even our own contacts and image. The resources 
need to be selected consciously, according to the 
adopted philanthropic strategy, individual capabilities, 
and planned level of involvement. 

Time volunteering, i.e. free and voluntary assistance 
in social projects, has the longest tradition. It may 
include various activities facilitating social change 
– not necessarily directly related to education, 
experience, or qualifications. When the support provided 
is substantive, we are talking about skills-based 
volunteering. It is gaining popularity, mainly due to its 
huge potential. Sharing knowledge and skills makes this 
type of volunteering unique, just like the actual support 
offered. Similarly, contacts or media image can also 
be the most beneficial resources to the recipients. It 
is worth paying attention to the potential of time and 
maximize its use.

An IT specialist supporting a child care 
home can volunteer 8 hours a month. 
It’s enough time to repaint the lobby 
(time volunteering) or set up a payment 
module on the facility’s website, enabling 
it to receive regular payments from 
donors (skills-based volunteering). An 
organization that uses the support of 
volunteers should consciously and wisely 
utilize the time they offer.

What does volunteering look like in CEE countries?
Volunteering is still a less popular form of help compared to donating money, but its scale is already noticeable. 33% 
of CEE citizens declared that they had been involved in unpaid social activities in the previous 12 months. This form 
is most popular in the Czech Republic, but the differences between the countries of the region are not as significant 
as in the case of monetary donations.

Have you been involved in volunteering in the last 12 months?
YES (%)

CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

33% 32% 31% 36% 34%
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Volunteering is most popular among young people, i.e. before the age of 30. In this group 38% of people are already 
helping, which suggests that in the future this form of support will gain in importance. Women and people with higher 
income are also more likely to become involved in volunteering.

Have you been involved in volunteering in the last 12 months?
YES (%)

CEE
N=2400

18-30
N=634

33%
38%

31-40
N=565

32%

41-50
N=489

33%

51-65
N=711

29%

Male
N=1142

30%

Female
N=1258

35%

< 1100 EUR
N=1928

32%

> 1100 EUR
N=289

42%

age gender income

„
Supporting Europe’s skills agenda with a renewed focus on the adult upskilling challenge is one 
of the most important priorities in Europe for us. We invest our strongest assets, including cash 
or technology solutions, but also the great talent of our employees, to drive greater inclusion and 

empowerment of people who do not have access to technology and the opportunities it offers 
and enables. We bridge the gaps within communities, engage in digital inclusion programs and 

collaborative partnerships. As Satya Nadella often underscores, we want to empower every 
person and every organization on the planet to achieve more.

Sylvie Laffarge 
Philanthropies Lead for Europe at  Microsoft
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Among those who are not currently active as 
volunteers, 33% declare that they will start such 
activity in the future. It is important to harness this 
great potential.

Volunteering is still something CEE citizens 
do sporadically. Most of them offer their help once 
a year (31%) or once a quarter (26%). The most 
active volunteers, working for others at least once 
a month, constitute about a quarter of the entire 
group. It is also worth noting that for as many 
as 64% of people already involved in this form of 
philanthropy, this activity is regular, which means that 
the help they provide is repetitive, predictable, and 
they willingly return to helping others. It is, therefore, 
important to increase the intensity and popularity of 
this form of activity. This can be done, among others, 
by introducing new tax incentives, which would have 
the greatest impact on the behavior of donors (see 
Chapter 10 for more details), as well as enabling 
employees to volunteer during working hours.

How often do you volunteer?

Total CEE
N=789

Poland
N=193

Hungary
N=188

Czech Republic
N=218

Slovakia
N=205

More than 
once 
a month

Once 
a month

Once 
a quater

Once 
a year

10%

13%

26%

31%

11%

16%

28%

27%

9%

12%

24%

40%

9%

8%

24%

36%

11%

7%

21%

33%

Less than 
once a year 20% 18% 15% 23% 28%
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What motivates CEE citizens 
to volunteer?
The most important impulse to volunteer was 
undoubtedly the willingness to help (56%). This 
motivation was mentioned more often than in the 
case of financial donations, which suggests that doing 
work gives people a greater sense of participating 
in change. In turn, the larger scale of support in the 

form of payments may mean that it is easier and 
more accessible. It can also mean that social purpose 
organizations receive what they ask for most frequently, 
i.e. money. 

Research shows that CEE citizens consider their work 
as a more valuable form of aid than donating money, 
but rarely indicate that they support the values they find 
important in this way (although this is the second most 
important impulse). 

What convinced you to get involved in volunteering? What was the impulse?

9%

9%

10%

13%

9%

17%

9%

6%

8%

7%

10%

14%

12%

6%

15%

11%

9%

10%

10%

16%

Total CEE
N=787

Poland
N=193

Hungary
N=187

Czech Republic
N=217

Slovakia
N=202

14%

15%

19%

13%

14%

21%

21%

16%

10%

12%

18%

21%

12%

18%

18%

23%

40%

24%

39%

22%

39%

20%

43%

20%

41%

56% 57% 70% 45% 49%I wanted to start helping

I wanted to support values 
which are important to me

The opportunity to share my 
knowledge / skills

The situation in my close 
surroundings / family

The situation in the country / 
in the world

I had this opportunity at 
work

A post on Facebook or 
other social media

The COVID-19 pandemic 
started

The organization asked me 
for support

My family / friends asked 
me to
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The main reason why CEE citizens do not increase their activity in the area of volunteering is the lack of time (61% 
of responses), but – as in the case of financial aid – the lack of tax incentives (10%), lack of knowledge about 
organizations (10%), negative past experiences (9%), and lack of trust are also important factors (8%).

What prevents you from getting more involved in volunteering?

Development of volunteering: from 
time to skills
Currently, the most popular form of volunteering is time 
volunteering. 78% of volunteers indicated that they were 
involved in activities outside their area of expertise, and 
just 33% worked in accordance with their experience 
and skills. It is important to offer help, regardless of 
whether we are sharing our time or knowledge – both 
forms of volunteering are needed. Social purpose 
organizations should make the society aware of the 
various forms of support and communicate what type 
of help they need most. The potential for change is 

there, the opportunity to share skills and knowledge 
was the motivating factor to start helping for 23% of 
current volunteers. For employees it is a chance to use 
their professional skills and experience to achieve social 
goals, which brings satisfaction and fulfillment. 

What is more, because of their small budgets, 
resulting from, among others, irregular payments, 
many organizations have insufficient or underqualified 
staff. Skills-based volunteering, especially carried out 
in a systematic way instead of isolated bursts, can 
realistically support organizations in their development 
and professionalization, and thus in achieving actual 
social impact in their areas of interest.

Lack of time

I don’t know the 
organizations

Lack of tax incentives

I had negative past 
experience with this 
type of activities

61%

10%

10%

9%

56%

10%

12%

10%

66%

18%

5%

11%

70%

7%

7%

5%

65%

12%

11%

9%

Total CEE
N=787

Poland
N=193

Hungary
N=187

Czech Republic
N=217

Slovakia
N=202

I don’t trust 
SOCIAL PURPOSE 
ORGANIZATIONS

8% 6% 5% 8% 8%

I don’t know how to 
do it 8% 10% 7% 5% 5%
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SDGs – Sustainable 
Development Goals

„
Modern philanthropy has long gone beyond charitable donations. 

Currently, the United Nations is co-creating such advanced concepts 
as sustainable financing, SDG implementation through trust funds, or 
working side by side with global initiatives, such as the Bill & Melinda 
Gates Foundation’s malaria program. CEE as a Region is still learning 

modern philanthropy. Learning it on the go  A new generation of business 
is emerging – one that wants to co-create green change, develop zero 
and low-carbon technologies, or counteract the water crisis. It gives 
us hope that business, with the support of an increasingly conscious 

society as well as local and national governments, will change the world 
for the better – for future generations.

Łukasz Kolano 
Co-Chair - UNGC Regional Network Council | Eastern Europe and Middle East 

Kamil Wyszkowski 
President of the Board, Global Compact Network Poland
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What are the SDGs and why are 
they important to CEE citizens?
In 2015, 193 members of the UN, including countries of 
Central and Eastern Europe, signed a unique agreement 
on sustainable development priorities, called the 2030 
Agenda for Sustainable Development, which includes 
17 Sustainable Development Goals (SDGs). The idea 
of sustainable development was based on maintaining 
balance between three aspects: economic, social, and 
environmental. There are five key dimensions at the 
center of the 2030 Agenda: people, prosperity, planet, 
partnership and peace. The implementation of all 17 
SDGs, common to the entire planet, is necessary in its 
every corner, including CEE.

In order for the vision outlined in the Agenda to become 
reality, everyone needs to take on the challenges of 
sustainable development – in private and professional 
life, in various forms and dimensions. The purpose is 
to enable all people to use their potential with dignity, 
in a healthy environment, and in accordance with the 
principle of equality. There are only 10 years left to fulfill 
the Agenda. 

Business also needs to be involved in these efforts. 
Both for pragmatic reasons, i.e. risk management, 
and in response to the expectations of stakeholders 
– customers, employees, business partners, and 
investors. Therefore, the Sustainable Development 
Goals have become a signpost for companies 
to integrate their business and social responsibility 

strategies in such a way as to ensure sustainable, 
systemic, long-term, committed, and positive social 
change. The SDGs may still seem daunting, big, 
and irrelevant to regional context. They need to be 
translated in terms of their local relevance and regional 
applicability. 

The Sustainable Development Goals 
are included in the 2030 Agenda for 
Sustainable Development, adopted 
on 25-27 September 2015 in New York 
during the UN Sustainable Development 
Summit. The agenda has 17 main goals 
with 169 specific targets. There are 
five key dimensions at the center of the 
2030 Agenda: people, prosperity, planet, 
partnership and peace.
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Importance / financial support / time support

Which goals are particularly important to you and should be supported as a priority?

Which goals have you financially supported in the last 12 months?

Which goals have you supported as a volunteer in the last 12 months?

58% 34% 23%

52% 30% 12%

60% 32% 32%

58% 35% 31%

66% 38% 16%

CEE 

CZ

HU

PL

SK

62% 33% 26%

60% 22% 30%

56% 39% 25%

55% 35% 22%

67% 28% 30%

58% 35% 25%

48% 39% 17%

58% 32% 31%

60% 34% 23%

64% 39% 22%

41% 14% 19%

44% 18% 21%

44% 17% 14%

38% 12% 19%

46% 18% 20%

28% 6% 7%

28% 8% 7%

30% 7% 9%

28% 4% 6%

27% 7% 2%

57% 11% 14%

44% 13% 13%

56% 13% 13%

68% 10% 14%

59% 14% 21%

42% 6% 7%

46% 4% 5%

51% 11% 9%

34% 6% 7%

41% 5% 6%

CEE 

CZ

HU

PL

SK

40% 4% 4%

34% 4% 6%

44% 8% 5%

45% 4% 4%

39% 4% 4%

15% 3% 3%

15% 3% 3%

11% 2% 3%

16% 2% 2%

14% 4% 4%

26% 7% 7%

17% 4% 7%

33% 13% 8%

27% 7% 6%

28% 4% 6%

19% 5% 8%

24% 3% 9%

22% 7% 12%

18% 6% 8%

18% 5% 6%

28% 3% 7%

27% 4% 5%

31% 4% 12%

27% 3% 6%

30% 4% 3%

50% 17% 19%

46% 16% 18%

50% 20% 21%

48% 16% 18%

65% 23% 28%

CEE 

CZ

HU

PL

SK

39% 10% 10%

35% 11% 15%

47% 16% 10%

36% 9% 9%

34% 7% 12%

37% 12% 18%

29% 12% 20%

41% 22% 20%

43% 10% 18%

36% 10% 14%

33% 6% 8%

32% 6% 7%

35% 8% 8%

32% 5% 8%

40% 6% 7%

8% 3% 4%

8% 1% 5%

9% 8% 8%

8% 3% 3%

9% 4% 6%

Which SDGs are most supported and considered most important?
We asked CEE citizens which of the SDGs they find important and whether and how they support their implementation.
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After analyzing the results, the SDGs were divided into two groups:

This category is dominated by topics relevant for the entire world, 
such as hunger, poverty, and health. Many organizations operate 
in these areas, and their media coverage arouses emotions and 
willingness to support others. 

Environmental protection has also gained in importance in recent 
years. Activity in this area is increasing, as people are directly 
experiencing climate change and becoming more and more 
concerned. Other significant SDGs from the environmental sphere 
are Life Below Water and Life On Land. CEE citizens listed them 
as slightly less important (probably due to their higher specificity 
compared to Climate Action), but a significant group of people 
declared direct support for their implementation in the form of 
volunteering (this applies especially to Life on land). Affordable 
and Clean Energy is also considered a climate-related SDG; 
research shows it is very important to CEE citizens, but due to its 
nature, they are not as actively involved in its implementation – 
neither financially nor at the level of volunteering.

Group 1: 
Areas related to social well-being

These goals are considered most important and frequently 
supported (both financially and with volunteering).

Group 2: 
Areas related to inequalities 
and development of societies

These goals are perceived by the society 
of CEE as less important, which also 
means that their implementation is 
considered less urgent. Increasing the 
accessibility and quality of education 
(41% of responses) and decent work and 
economic growth (40% of responses) 
stood out in this group, as they were 
listed as its most important and most 
supported goals. Education  and 
employment have a direct impact on 
the future of societies, so it is important 
that they are properly funded. Citizens 
of the surveyed countries are willing to 
volunteer in these areas and educate 
those who need them free of charge.

What do these differences in the assessment of the SDGs mean?
The fight against hunger or poverty will always be an object of interest among philanthropists, because to achieve 
higher aspirations, people first need to satisfy their most basic needs. This also means that philanthropy will keep 
evolving together with the wealth of CEE societies, and over time it will start including more and more non-essential 
needs.

Who should support the implementation of the SDGs?
According to CEE citizens, achieving the SDGs should be supported primarily by the public administration. When 
asked about who is actually supporting it, the respondents significantly less often mentioned governments, at the 
same time appreciating the role of social purpose organizations and individuals. This mainly concerns the key areas 
of aid, but also combating social inequalities. Business should operate primarily in the area of responsible production, 
consumption, and development, e.g. economic growth and decent work, while individuals and non-governmental 
organizations should pay special attention to equality (including gender). 

The area in which CEE citizens expect the greatest cross-sectoral synergy is environmental protection. They are 
aware of climate change and know that everyone is responsible for it. Acting shoulder-to-shoulder will bring the most 
significant benefits.
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Who is already supporting and who should?

State / public 
administration companies / business society / individuals Social Purpose 

Organizations

81% 37% 8% 6% 5% 27% 6% 30%

76% 36% 12% 9% 8% 24% 4% 31%

78% 46% 6% 10% 11% 25% 5% 20%

84% 65% 6% 6% 6% 18% 3% 10%

43% 25% 12% 7% 32% 35% 13% 34%

71% 49% 13% 16% 11% 17% 5% 19%

57% 43% 31% 30% 8% 16% 4% 11%

61% 40% 33% 40% 3% 13% 3% 7%

57% 38% 36% 46% 6% 10% 1% 6%

64% 40% 8% 6% 18% 23% 10% 31%

71% 48% 9% 14% 16% 26% 4% 12%

42% 26% 38% 34% 17% 27% 4% 13%

60% 32% 13% 10% 14% 20% 13% 37%

51% 25% 17% 15% 19% 20% 13% 40%

56% 34% 11% 9% 22% 26% 11% 31%

80% 53% 5% 8% 9% 20% 5% 19%

57% 35% 22% 27% 12% 20% 8% 18%

Who do you think primarily supports this area at present? Who should primarily support this field?
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Philanthropy and Business

„
Philanthropy and impact investment potentially bridge the gap between 
the need for capital to support social and environmental outcomes, with 

the drive for businesses to be ever more accountable for their legacy. 
Post-COVID world provides an opportunity that should not be wasted, for 
businesses to show their stakeholders the true nature of their purpose, 
values and culture. If companies operate with good governance as well 
as social and environmental responsibility, all stakeholders, including 

shareholders, benefit simultaneously. Non-financial indicators can 
separate good marketing from good practice.

Katie Hill and Pawel Nizinski 
B Lab Europe and Poland
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Strategic philanthropy 
in business
The concepts of CSR and 
sustainable development are 
constantly developing and expanding 
in scope. Currently they need 
to be considered in the context 
of business risk management 
(on a local, regional, and global 
scale), but also the potential benefits 
they bring, both social and business-
related – the latter including, for 
example, competitive advantage and 
higher brand awareness.

When the social involvement of 
a company adequately reflects the 
values of its brand, and the actions 
undertaken have a sufficiently long 
timeframe, they may bring about 
lasting, systemic social impact, but 
also increase the competitiveness of 
the enterprise on a given market. The 
pro-social activities conducted will 
also be appreciated by stakeholders 
(customers, consumers, employees, 
business partners, investors), who 
increasingly often expect businesses 
to become socially involved in the 
spirit of sustainable development. 
What is more, the social value of 
products and services is more 
and more frequently influencing 
purchase decisions, alongside the 
brand and price.

Philanthropy, when included in 
corporate social responsibility and 
sustainable development measures, 
and when implemented strategically, 
can successfully support the 
business objectives of companies.

Company stakeholders increasingly often 
expect social involvement to reflect the 
values of a given brand and exert actual 
social impact. These actions additionally 
enhance competitiveness, create a stable 
environment for employees, and contribute 
to business development.

Do societies expect socially responsible companies?
Definitely, which is confirmed by research results. Most CEE citizens consider it important that companies become 
more and more involved in socially responsible actions (66%), while almost half of the respondents think that 
business is responsible for solving the world’s problems. They also believe in a high agency of the actions undertaken 
by business. According to half of the respondents, business has a higher chance of overcoming social challenges 
than politicians or public administration. All this suggests that it is high time for the private sector to become involved 
in strategic philanthropy.
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I appreciate companies that 
run foundations to which 
they allocate part ot their 
profit

Companies’ activities 
should be coherent and the 
company should be fair to its 
employees and clients

It is important to me that 
more and more companies 
get involved in socially 
responsible activities

A socially commited 
company should act in 
accordance with its profile

Business is more likely 
to solve social problems 
than the government and 
politicians

I prefer to buy products 
and services from socialy 
committed brands

Large companies are 
responsible for tackling 
social issues

To what extent do you agree with the following statements?
I rather + definitely agree

Companies have 
a responsibility to act for 
the benefit of their local 
environment

I am willing to pay a little 
more for the products 
and services of socially 
responsible companies

„
Corporate philanthropy in Central and Eastern Europe has a dynamic but relatively short history of only 
30 years. There are already over 200 corporate foundations in Poland, which is the highest number in 
the region. However, the dynamics of establishing foundations by companies will decrease over time. 

The most determined companies have already established foundations, while the remaining ones 
need more encouragement. In order for the number of corporate foundations to approach the levels of 

Germany or France, i.e. double the current number, we need greater tax incentives.

Magdalena Pekacka 
Director of the Donors Forum

73%

70%

66%

62%

76%

70%

69%

61%

76%

76%

72%

69%

64%

65%

51%

57%

67%

67%

62%

61%

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

58%

50%

48%

54%

55%

56%

66%

47%

46%

63%

39%

29%

68%

35%

35%

45%

44%

47%

47%

52%

38%

36%

39%

37%

39%
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Philanthropic activity of business 
provides tangible benefits to all 
parties
36% of CEE citizens declare that they are more willing 
to buy products or services from companies involved in 
philanthropic activity. It is especially important for those 
who are themselves active in this area, because they 
want to feel that the brands are supporting what they 
consider important and needed. Moreover, 44% state 
that they could pay more for the products of socially 
responsible brands. These are just declarations, but 
the figures are still impressive, showing how important 
combining business with achieving higher goals is for 
CEE citizens.

Some companies carry out socially 
responsible activities (so-called CSR). 
How does this affect your interest in 
their products/services?

36% Total CEE 
N=2400

Rather + Definetly
encouraging

Think globally, act locally
Socially responsible companies should pay special attention to their immediate environment. Most people expect 
actions at the local and regional level, as this allows them to directly experience the support included in the business 
strategy. The trend of locality gained momentum during the COVID-19 pandemic. Consumers are more willing (or 
forced) to stay in their local communities, they choose products and services from their surroundings, and they are 
more inclined to trust brands that actively emphasize their locality with specific actions.

This does not mean that they reject nation-wide or even global actions. Each form of philanthropy is valuable 
and, as we already know, needs to be through-out, conscious, and effective. CEE citizens want to see the impact, 
and business may become a driving force for change, bringing mutual benefits. Society will acquire an ally in the 
transformation of the surrounding world, while companies will improve their image as well as gain consumer trust 
and support in the implementation of their business goals.

What scale of activities do you expect from socially responsible companies?

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

Local

Regional

Domestic

Global

45%

48%

39%

26%

46%

48%

41%

23%

51%

41%

27%

37%

38%

52%

43%

26%

39%

51%

41%

26%
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Honesty pays
The actions taken by companies have to be honest, 
authentic, and consistent with their business mission 
and strategy. 62% of CEE citizens believe that the 
support provided by companies should be compatible 
with their profile (e.g. a producer of toothpaste 
cooperating with a social purpose organization in 
diagnosing cavities among schoolchildren, free of 
charge). Social responsibility is an obligation which 
should be followed by companies on multiple levels. 
It is important that companies active in the area of 
philanthropy act responsibly towards their employees 
and business partners. Consumers may quickly lose 
trust in a company which does not treat its employees 
fairly and abuses its suppliers. 

In the context of environmental protection, we 
frequently hear about the so-called greenwashing, 
i.e. when companies want to appeal to consumers 
by undertaking apparent actions in the area of the 
“green change”. They try to position their products and 
services as environmentally friendly, at the same time 
failing to implement any strategic actions causing any 
real impact. Similar conduct was also visible in the 
context of COVID-19. It is important to remember that 
dishonest actions may bring business more harm than 
good.

One interesting and valuable idea to show customers 
and consumers the CSR actions undertaken is 
establishing a corporate foundation – this is 
appreciated by 75% of CEE citizens. It is not, however, 
a solution for all entrepreneurs, as it requires a company 
to establish a separate legal entity. Those who do not 
possess such capabilities can create Donor Advised 

Funds in social purpose organizations, join forces with 
other businesses in the form of Social Impact Funds, or 
support strategic areas with donations. It is important 
for philanthropic activity to be ethical and strategic – 
the form it takes is of secondary importance.

Role of business in the social 
activity of employees
14% of CEE citizens indicated that their employer 
allows them to volunteer during working hours. Among 
those who do not have this option, nearly 4 out of 10 
employees are expecting it and would like to devote 2-3 
hours a month to social work. 24% of respondents were 
not able to answer this question, which indicates that 
the awareness of this option is not high.

For 14% of people the activity of their employer in this 
area constitutes an impulse to start helping, but the 
role of the employer may be even more significant – 
by listing organizations which can effectively solve 
relevant social problems together with information 
on how to get involved and start sharing time and 
knowledge.

In order to encourage employers to enable their 
employees to volunteer during working hours, it would 
be necessary to consider the implementation of tax 
incentives for the companies which adopt this solution. 
Even though including volunteering in the catalog of 
personal income tax incentives is clearly expected 
by CEE societies (62%), estimating the value of this 
incentive may be problematic. In the case of incentives 
for employees, calculating the value of the time devoted 
to volunteering is simple.

expect companies 
to become 
increasingly 
involved in socially 
responsible 
initiatives

of the region’s 
citizens believe that 
a company’s CSR 
actions encourage 
the purchase of 
its products or 
services

36%
expect socially 
involved companies 
to act according 
to their profile

62% 66%40% 
expect their 
employers to 
devote 2-3 paid 
hours a month to 
volunteering
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Does your employer make it possible for you to volunteer during working hours?
Would you like to volunteer during your working hours?

Possibility of volunteering during working hours Willing to volunteer during working hours 
(if currently unable to use this option or 
unaware of it)

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

Total CEE
N=1492

Poland
N=372

Hungary
N=354

Czech Republic
N=404

Slovakia
N=358

39%

44%

27%

33%

32%

24%

14%
62%

24%

14%
62%

23%

18%
59%

23%

10%
67%

25%

15%
60%

Yes No I don’t know
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Philanthropy and Tax 
Incentives

„
I believe that the mechanism of tax incentives on donations should be 
developed with precisely defined social goals, set in accordance with 

the country’s social development strategy, which the government should 
favor in this way. Its preparation must be very careful from the legislative 

side and it must be strongly monitored.

prof. dr hab. Jerzy Hausner 
Economist, Politician, Member of the Monetary Policy Council in Poland

41



P h i l a n t h r o p y  i n  C E E  2 0 2 0 42

Philanthropy and tax incentives
Donation is just one of the tools used widely in philanthropy. Some countries offer tax incentives for individual and 
corporate donors. It can be assumed that they serve as a type of reward for supporting specific social actions.

Companies and individuals that care about effective use of resources also want to make sure that their actions, 
including philanthropy, bring about measurable effects. They should translate into long-term social development and 
social impact, supporting strategic and operational business goals in the case of companies, and bring measurable 
tax benefits to enable even more effective management of budgets in organizations and households. 

The financial resources saved in this way can also be donated to philanthropic goals. This is why a strategic approach 
to philanthropy is not just about the appropriate selection of goals for funding, but also the effective planning of 
philanthropic expenses, often in cooperation with professional tax advisors or, in the case of individuals, using free 
tools, such as the Calculator for Philanthropists for CEE countries. 

Income limits on tax-deductible donations Awareness and use of tax 
incentives 
Even though tax incentives on donations 
constitute a significant value for donors, 
they are not very popular among CEE 
citizens. Less than half of CEE citizens are 
even aware of such incentives. This index 
is not much higher among individuals 
who already supported organizations 
with donations – in this group 54% of 
respondents heard about this option. The 
highest awareness of this solution was 
reported in Hungary and Poland. 

What is more, being aware of tax incentives 
does not translate into their active use. 
In Poland only 40% of people aware of 
tax incentives actually used them (in the 
Czech Republic it was 18%, in Hungary 
8%, while in Slovakia 31%). These results 
could have been influenced by the fact 
that many CEE citizens incorrectly equate 
donations with the percentage of annual 
tax than can be transferred to philanthropic 
purposes by the state – this opportunity 
is given to individual donors in 2 out 
of 4 of the surveyed countries. This 
may be suggested, for instance, by the 
results collected in Slovakia, which has 
no incentive on donations, but whose 
government implemented a comprehensive 
mechanism for tax redistribution. Even 
though it is the governments who share 
a percentage of tax with social purpose 
organization, many individual donors 
perceive this as supporting social goals 
with their own financial resources.

PIT 6%
CIT 10%

PIT 0%
CIT 50%

PIT 0%
CIT 0%

PIT 15%
CIT 10%

https://ceeimpact.org/calculator/
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Have you heard of tax incentives available when supporting SOCIAL PURPOSE 
ORGANIZATIONS? Have you ever benefited from such a relief?

% who heard of tax incentives % who benefited (if heard of tax incentives)

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

Total CEE
N=1492

Poland
N=372

Hungary
N=354

Czech Republic
N=404

Slovakia
N=358

30%

40%

8%

18%

31%

44%

45%

52%

40%

31%
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Assessment of ideas for tax incentives

Since we are aware that the currently available government incentives 
for philanthropy may not be sufficient, we presented some alternative 
proposals to CEE citizens. We asked them how significantly a given 
incentive encourages them to provide higher support to social purpose 
organizations.

1.  Limited tax incentive 
Ability to deduct donations from the tax base. The maximum 
deduction is, for example, 6% of annual income.

2. Unlimited tax incentive 
Ability to deduct donations from the tax base without any limits.

3. Unlimited tax incentive with possible deduction 
of the surplus in subsequent years 
Ability to deduct donations from the tax base without any limits, with 
the option to deduct the surplus amount resulting from the value of 
donations in relation to annual income in subsequent years.

4. Tax incentive associated with a goal 
or organization 
Ability to deduct donations from the tax base in an amount 
dependent on the supported goal or organization.

5. Tax incentive for volunteering 
Ability to deduct from the tax base the amount equal in value to the 
time devoted to volunteering.

„
It is clear that tax incentives for individual and corporate 
donors in the Visegrad Group countries are implemented 

in such a way that it is quite difficult for taxpayers to 
determine, without a thorough analysis of the subject, which 
donations are subject to the incentives, what amounts can 

be deducted, and how this should be documented. It is 
important to think about a way of amending the regulations 

to make them more taxpayer-friendly.

Magdalena Sławińska-Rzemek 
Tax Advisor, Lawyer at V4 Group

Taking into account the abovementioned figures, it seems that donors do not fully utilize the potential of tax 
incentives. There may be many reasons for this. First of all, some individuals donate their funds in an informal, 
unstructured way, so they do not have the full documentation required to obtain a tax incentive. The incentives 
themselves are relatively complicated in the opinion of many citizens, and the related communication on the part of 
public institutions is also very limited. 
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The analyzed forms of tax 
incentives can be divided into two 
groups:

a ) Low level of encouragement:
The limited tax incentive and tax incentive associated 
with a goal or organization are the two forms whose 
level of encouragement to increase philanthropic 
activity was low. This may be explained by the low 
interest in similar tax incentives currently existing in 
CEE countries.

b) Significant level of encouragement:
Unlimited tax incentives were much more interesting 
to the respondents. What is also worth noting is that 
the ability to deduct the surplus amount in subsequent 
years does not constitute an additional incentive, 
which seems to suggest that taxpayers appreciate the 
simplicity of the incentives offered by the state. The 
advantage of unlimited incentives is that they enable 
the full use of the donors’ potential by appreciating their 
growing commitment.

Undoubtedly the most interesting observation was the 
huge interest in the incentive on volunteering. According 
to 6 out of 10 CEE citizens, it would encourage 
increased activity and involvement. Opinions differ 
depending on the country, demographics, and material 
situation. It should be underlined that this type of tax 

„
Tax incentives have played a hugely important 

role in encouraging investment in early-
stage, high-growth businesses. Similar tax 

schemes, designed to support social-oriented 
enterprises, could have a significant impact 

on increasing the pool of capital available. To 
catalyze the take-up – and impact – of such 
tax schemes, governments can attach time 

boundaries.

Dr Robyn Klingler-Vidra
Senior Lecturer at King’s College London

Total CEE Poland Hungary Czech 
Republic Slovakia

Tax incentive for volunteering 62% 64% 64% 57% 58%

Unlimited tax incentive 62% 63% 58% 63% 65%

Unlimited tax incentive with 
possible deduction of the surplus in 
subsequent years 

51% 54% 48% 46% 54%

Limited tax incentive 29% 30% 29% 30% 28%

Tax incentive associated with 
a goal or organization 27% 27% 31% 25% 26%

Would a given tax incentive encourage you to donate more?

incentive is currently not available in any of the surveyed 
countries. 

Time and energy should be devoted by all the interested 
parties to develop attractive solutions in the area of 
tax incentives, as the study revealed that this may 
significantly increase the philanthropic attractiveness of 
the societies of the region.
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Philanthropy and Social 
Purpose Organizations

„
In order to provide the greatest positive impact, business leaders can 

collaborate with partners from both government and non-profit sectors, 
as well as “partner” with their employees. We use the skills of our staff 
to professionalize nonprofits. We offer this support to purpose-driven 
organizations pro-bono (no costs involved) and low-bono (direct costs 
coverage). We believe that businesses are part of the society and need 

to act responsibly. Just as we expect responsibility from people, we 
should also be expecting it from businesses, especially  since larger 

entities can have a larger impact.

Wiktor Schmidt 
Executive Chairman & Co-founder of Netguru
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Attitude of philanthropists towards 
Social Purpose Organizations
Supporting philanthropists facilitates the development 
of a very important component of the social fabric, 
i.e. social purpose organizations. This includes 
associations, foundations, think tanks, and non-formal 
movements – entities of different categories operating 
not for profit, but for social benefit. They focus on the 
implementation of goals important for the society and 
satisfying its needs, both basic and higher-order, instead 
of concentrating on profiting from their operations. 
This is the main aspect that distinguishes them from 
business.

Similarly to companies, the strength of social purpose 
organizations lies in human potential, both of their 
founders and the increasingly wider group of members 

supporting them with their talents and passion. These 
organizations also hire staff, maintain offices, acquire 
funding, and compete for the attention of donors, just 
like companies compete for the attention of customers. 
Similarly to business, their effectiveness also varies – 
both in terms of their social impact and the acquisition 
and utilization of funding.

Donors should not follow only their emotions and 
intuition when choosing entities to support with their 
funds in the implementation of noble goals. They have 
the right to reliable, transparent, and easily comparable 
information concerning the actions undertaken 
by social purpose organization and the results they 
achieved. There are no established standards and easily 
accessible knowledge concerning these organizations 
presented in a donor-friendly way.

The notion of Social Purpose Organizations is very 
broad. It includes associations, foundations, think 
tanks, and non-formal movements, acting not for profit, 
but for social benefit and development, manifested 
through one or several selected primary social goals.

Social purpose organizations through the eyes CEE citizens
CEE citizens are aware that social purpose organizations are necessary to implement numerous important social 
activities. It is not possible for the public administration, business, or individuals to do everything on their own. 
This does not mean, however, that much is known about these organizations. Only 22% of CEE citizens were able 
to identify entities operating in an area they found important. What is more, only 45% of people would know where 
to look for information on selected social purpose organizations. The levels of knowledge, communication, and 
promotion of social purpose organizations are not sufficient.
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Would it be easy for you to identify SOCIAL PURPOSE ORGANIZATIONS that 
operate in your area of interest?

% who declare it would be easy for them to identify Social Purpose 
Organizations that operate in their area of interest

% who would know where to look for information about Social 
Purpose Organizations

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

45% 46% 43% 46% 44%

22% 21% 29% 18% 22%

Would you know where to look for information about SOCIAL PURPOSE 
ORGANIZATIONS operating in your area of interest?

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600
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Sources of knowledge concerning 
Social Purpose Organizations
Potential donors, facing the choice of a social purpose 
organization, begin their search in a web browser 
(72% of responses). They do not know any specialist 
websites, portals, or other places with information 
about the social sector. Then they reach for social 
media (44%), which are particularly relevant for 
younger people. The growing popularity of fundraising 
campaigns found there is simultaneously educating 

the public about social purpose organizations. 
Finally, individuals interested in philanthropy use 
specialist sources, such as websites run by the public 
administration, portals devoted to social purpose 
organizations, or government offices. In Poland the 
opinions of family members and friends also play an 
important role (29%). Many Poles consider their close 
ones to be a reliable source of information and they 
often follow their recommendations, which gives them 
confidence that the organization they support brings 
actual aid.

Where would you look for information on Social Purpose Organizations?

In an internet search 
engine

Social media

A public administration or 
government website

A specialised 
portal about social 
organizations

72%

44%

36%

35%

70%

47%

34%

37%

75%

42%

26%

34%

77%

36%

47%

32%

76%

41%

47%

28%

Total CEE
N=2400

Poland
N=304

Hungary
N=212

Czech Republic
N=241

Slovakia
N=251

The town hall or 
municipality office

Articles in the press, 
information in traditional 
media (radio, television)

Friends, family

25%

23%

22%

24%

22%

29%

22%

22%

20%

23%

18%

20%

24%

22%

15%
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What factors influence the choice 
of social purpose organizations 
to support?
In the face of the widespread lack of knowledge about 
social purpose organizations and the ability to search for 
it, it is especially important to understand what guides 
people in their choice of initiatives to support. The most 
important aspects are definitely related to the broadly 
understood mission (79% of responses) and scope of 
support/beneficiaries (78%). This is not surprising, as this 
information allows donors to establish if an organization 
is focused on an area they consider important.

Impact, i.e. effects of the actions undertaken by individual 
organizations, is only slightly less important (71%). 

However, there are no established standards in 
CEE countries. There is also a visible lack of tools 
to objectively assess organizations and the results of 
their activities. Such possibilities are provided by the so-
called charity evaluators, which focus on the verification 
of organization in terms of financial aspects; examples 
include Charity Navigator and Charity Watch operating 
on mature markets. The first tool is used to compare 
social purpose organizations for specific data, including 
financial information, which is reported and evaluated 
in accordance with specific guidelines and standards. 
Charity Watch, on the other hand, verifies and evaluates, 
among others, the utilization of funding collected for the 
organization’s statutory purposes and fundraising costs.

To what extent are particular aspects of a SOCIAL PURPOSE ORGANIZATION’S 
activity important to you? 
Rather + very important

The organization’s mission or goal

Beneficiaries; for whom or what the funds are 
raised

The effect of the organization’s activities; the 
so-called Impact

Sources of financing: where the funds for the 
organization’s activity come from

79%

77%

71%

68%

78%

76%

69%

68%

86%

81%

81%

68%

77%

79%

74%

67%

74%

77%

70%

67%

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech 
Republic
N=600

Slovakia
N=600

People behind the organization (the 
management board, program committee)

The ability to download a report 
on the organization’s activities (documents 
on the website, a summary with information 
on activities)

63%

61%

57%

62%

61%

62%

71%

69%

61%

62%

55%

41%

64%

61%

45%Experience; how long the organization has 
been in operation

The popularity of the organization; 
recognition 49% 52% 61% 33% 36%
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While awaiting the implementation of transparent indicators showing operational effectiveness, CEE citizens also 
express openness towards social organizations professionalizing their activity by devoting part of their funds 
to operational activities. 61% of CEE citizens accept the fact that such organizations cover the costs of employees’ 
salaries or office rent from donations. Poland has the highest level of acceptance for such approach (67%), but in 
other countries of the region it also exceeds 50%. Charity Navigator assigns the highest rating to organizations whose 
administrative costs constitute no more than 15% of their total revenues, and fundraising costs – a maximum of 10%.

To what extent do you agree with the following statement: 
I understand and accept that Social Purpose Organizations allocate part of their 
funds to employee salaries and administrative costs of running their activities
rather + definitely agree

CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

61%
67%

53% 50% 54%
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Influence of COVID-19 
on Philanthropic Activity

„
The COVID-19 pandemic made us aware of how strong the links 

between business and society are. The need to meet often divergent 
expectations of stakeholders has become an everyday reality. Reflecting 

on the overarching purpose of company operations, which is to unite 
stakeholders with a common value system and form the basis for 

all business decisions, can significantly increase company resilience. 
Some companies support their immediate environment through 

philanthropic actions, others choose the strategy of socially responsible 
investing. Undertaking strategic actions that respond to significant 

socio-economic challenges should constitute an integral part of 
responsible business management.

Rafał Rudzki 
Partner Associate at Sustainability Consulting Central Europe, Deloitte
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Influence of the pandemic 
on philanthropic activity
The COVID-19 pandemic has changed many areas of 
our daily lives – across both private and professional 
spheres. In crisis situations the desire to help tends 
to grow. Shopping for food to bring to senior citizens 
and equipping hospitals with personal protective 
equipment are just examples of such spontaneous 
actions.

36% of CEE citizens confirmed that the pandemic 
changed their behavior in the area of philanthropy. For 
approximately 15% it was a breakthrough moment 
to start helping others, even though they had never done 
that before. Most respondents changed the forms of 
their aid, primarily by devoting more time to supporting 
important goals and shifting their philanthropic activity 
to areas that needed ongoing support.

These circumstances, which forced many other 
activities to the background, awakened CEE citizens’ 

desire to help others and made them more inclined 
to become involved in areas they consider important. 
The crisis associated with the COVID-19 pandemic is 
a lesson for us all – we need to be prepared. It also 
showed the importance of strategic philanthropy, whose 
actions must be planned in advance, analyzing the 
situation and using the knowledge of social purpose 
organizations. When the world suddenly needed specific 
anti-crisis procedures, few were actually prepared.

39% 33%36% 28% 34%

Total CEE
N=2400

Poland
N=600

Hungary
N=600

Czech Republic
N=600

Slovakia
N=600

current pandemic 
affected my philanthropic 
activities (%)

I spend more time helping 
others

I changed the area of social 
activity

I started helping, I hadn’t
done it before

It donate more funds

49%

36%

15%

14%

51%

36%

13%

16%

45%

41%

14%

10%

43%

31%

24%

14%

45%

33%

20%

12%

Total CEE
N=853

Poland
N=231

Hungary
N=195

Czech Republic
N=170

Slovakia
N=206

Has the current pandemic affected your philantropic activities? 

What has changed?



P h i l a n t h r o p y  i n  C E E  2 0 2 0 54

Will CEE citizens continue giving 
once the pandemic is over?
Those who undertook additional philanthropic activities 
during the pandemic are not certain about their 
continuation. Almost half of them have not yet made 
a decision, but the majority are willing to continue 
supporting important areas.

The crisis helped CEE citizens realize that supporting 
others is extremely important. Maintaining public 
involvement should become a key goal of the public 
administration and social purpose organizations, as 
the recently developed social solidarity can constitute 
a valuable basis for further actions. During the 
COVID-19 pandemic, we became part of one global 
society, regardless of demographics. We need to use 
the motivation and energy this gave us.

Will these changes be permanent? Will you keep up your philanthropic activity after the 
pandemic ends?

Total CEE
N=853

Poland
N=231

Hungary
N=195

Czech Republic
N=170

Slovakia
N=206

Definitely yes

Rather yes

Hard to say

Rather not

8%

34%

46%

8%

8%

35%

46%

7%

12%

28%

51%

6%

5%

32%

44%

12%

10%

34%

39%

11%

Definitely not 4% 4% 3% 7% 6%
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Whom we serve
We support those who want to make a positive 
social impact on our region – businesses, 
individuals, social purpose organizations, 
governments, and others by providing research, 
education, tools and promotion. We also partner with 
corporate and individual philanthropists in creating 
and implementing strategic, systemic solutions.

Social Impact Alliance for 
Central & Eastern Europe®

Social Impact Alliance for Central & Eastern Europe is an international think tank 
whose mission is to create a philanthropy-friendly ecosystem in CEE. We want 
philanthropy to become more strategic and, most importantly, lead to real, lasting and 
systemic changes. We operate in Central and Eastern Europe (CEE), with particular 
emphasis on the Visegrad Group: the Czech Republic, Poland, Slovakia, and Hungary.

Our impact strategy
To treat causes, not the effects of social challenges. 
To use the resources effectively, in a business manner. 
To measure impact. Finally, to provide lasting, systemic 
change. It all allows us to place our impact strategy 
on a par with sustainable investing and impact 
investing. Although we do not provide financial return, 
we do mitigate future business risks and provide social 
return on investment (S-ROI).

Our board, team & experts
Anna Korzeniewska, Founder, Social Impact Alliance for CEE

Marcin Kuśmierz, CEO, home.pl 
Joanna Ossowska-Rodziewicz, CEO, SmartBee Club 
Wiktor Schmidt, Executive Chairman, Netguru 
Agnieszka Zielinska, Partner, Deloitte 
Klara Banaszewska, General Manager, Grayling Poland

Natalia Cieplinska, Lawyer 
Marta Kozielska, UK Consultant 
Kinga Podraza-Myszkowska, PR & Communication Expert 
Joanna Pydo, Advisor 
Katarzyna Radecka, Advisor 
Agnieszka Sawczuk, Philanthropy Advisor 
Ewelina Szczygielska, Financial Expert 
Krystyna Wilk-Koncewicz, Advisor 
Dominika Ziemkiewicz, Communication Expert

More about us:
https://ceeimpact.org

Our strategic goals
1. Promoting the idea of strategic 

philanthropy in Central & Eastern Europe

2. Providing reliable data through unique, 
credible research

3.  Delivering expert knowledge and tools for 
corporate and individual philanthropists

4. Creating strategic partnerships and 
solutions to tackle pressing social issues

5. Supporting business in strategic social 
involvement in CEE region

6. Developing tax incentives supporting 
philanthropy in the region

https://ceeimpact.org
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