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Connecting visionary companies with 
extraordinary young innovators to tackle 
humanity's greatest challenges.

We offer corporate leaders the opportunity to 
unlock fresh innovation, access future talent, 
and drive authentic change. 

Connect with our team today to understand how.
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About the Study
In a world where social and environmental challenges are growing in 
complexity and urgency, The Social Shift study provides a crucial window into 
the solution.

The Social Shift is the largest ever global study of its kind, involving over 2,500 
young leaders, innovators and entrepreneurs aged 18-35 across six continents 
and 122 countries. This pioneering research reveals how a new generation is 
leading the shift in business and society by creating fresh solutions to urgent 
social and environmental challenges. 

By uncovering these young visionaries' motivations, challenges, and needs, we 
offer corporate leaders an unprecedented opportunity to engage with and 
support the future of social innovation. The question isn't whether to engage 
with this transformation, but how.
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Executive Summary 
What happens when corporate experience meets youth 
innovation? A new model of collaboration is emerging that 
challenges traditional approaches to partnership and impact. 
Our groundbreaking study of over 2,500 young changemakers 
reveals not just a demographic shift in who drives social 
innovation, but a fundamental reimagining of how companies 
and young leaders can work together to accelerate change.

Meet Tomorrow's Partners

These aren't just enthusiastic youth – they 
represent a sophisticated new breed of 
innovator that defies expectations. With 
82% university educated and 88% 
bringing direct experience of the 
challenges they tackle, they combine 
capability with authentic insight in ways 
traditional partners rarely match. Most 
revealing? They're emerging from 
unexpected places. With 90% operating in 
emerging and developing markets and 
53% from marginalized communities, 
they're rewriting the geography of 
innovation while pioneering fresh 
approaches to persistent challenges.

Trust Through Partnership

Here's where it gets fascinating. At a time 
when youth trust in business reaches 
historic lows, these changemakers aren't 
just tolerating corporate engagement – 
they're actively seeking it. An 
overwhelming 80% view corporate 
involvement in environmental and social 
issues positively, with 60% seeing 
companies as "essential partners". This 
trust dividend peaks precisely where 
innovation potential is greatest, with 70% 
of young changemakers in Middle East & 
North Africa and 69% in Sub-Saharan 
Africa viewing companies as essential 
allies.
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Beyond the Funding Fallacy

While funding tops wishlists (for 84% of 
changemakers), the real story lies in how 
different types of support combine to 
drive impact. The most effective programs 
tend to combine personal connection with 
practical value, with mentorship and 
structured leadership programs 
significantly outperforming more 
transactional forms of support. However, 
young innovators seek sophisticated 
combinations of resources (money, 
technology, space), networks 
(distribution, exposure), and expertise 
(professional advice, team mentoring). 
This isn't about simple financial support – 
it's about building complete ecosystems 
that enable innovation to flourish.

The New Face of Corporate 
Volunteering

Traditional mentoring? That's just the 
beginning. Today's changemakers seek 
multifaceted volunteer engagement that 
combines strategic guidance with 
hands-on implementation. Professional 
expertise leads priorities (66%), but they 
also want hands-on support (47%), help 
reaching communities (47%) and 
improving products (45%). Most striking 
is how these needs evolve with experience, 
suggesting an opportunity for more 
strategic volunteer deployment.

Creating Two-Way Value

Here's the game-changer: these aren't just 
support-seeking youth – they're ready to 
deliver significant strategic value. An 
extraordinary 72% want to explore joint 
projects, while 64% offer access to their 
communities and networks. With 62% 
ready to advise on social impact 
initiatives, 60% willing to join youth 
advisory boards and 59% offering crucial 
market insights, they represent a powerful 
source of innovation intelligence and 
authentic community connection.

Breaking the Partnership Barriers

Yet despite this potential, structural 
challenges often limit impact. Complex 
approval processes (46%), unequal 
decision-making power (46%), and 
misaligned priorities and timelines (40%) 
emerge as key barriers. These friction 
points often peak where partnership 
potential is greatest, demanding 
fundamental rethink of how companies 
engage with young innovators.
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The Strategic Imperative 

For corporate leaders, engaging with these changemakers isn't optional – it's essential 
for future success. Success requires fundamental change in how companies approach 
partnership and innovation:

The evidence is compelling: we're witnessing the emergence of a new generation of 
changemakers who bring sophisticated capabilities, fresh perspectives, and deep 
community connection to persistent global challenges. For companies, the question isn't 
whether to engage with this transformation, but how to build partnerships that deliver 
genuine value for all parties. This white paper provides the roadmap.

• Build Trust First. Create a 
partnership foundation through 
consistent, practical engagement that 
demonstrates real commitment.

• Design Complete Support. Combine 
multiple support types - expertise, 
resources, networks - in integrated 
programs.

• Plan for Evolution. Build flexible 
support models that combine personal 
connection with practical value, and 
grow with young innovators' needs.

• Balance Power and Process. Design 
new partnership frameworks that 
balance necessary accountability with 
entrepreneurial agility.

• Build Regional Relevance. Develop 
approaches that recognize and build on 
regional strengths while leveraging 
global resources effectively.

• Recognize Mutual Value. Create 
frameworks that capture and leverage 
young innovator insights and 
capabilities.
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Introduction 
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What happens when corporate capability meets youth-led 
innovation? How can companies meaningfully engage with the 
rising generation of changemakers? The first white paper in The 
Social Shift Series, “The Power of Partnership” reveals how a 
new model of partnership is emerging that challenges everything 
we thought we knew about corporate-youth collaboration. 

Drawing on groundbreaking research 
from over 2,500 young leaders, 
innovators, and entrepreneurs aged 18-35 
across six continents and 122 countries, 
this white paper illuminates not just what 
young changemakers want from corporate 
partnership, but how they're 
fundamentally reimagining what 
collaboration can achieve. These 
changemakers represent more than just 
youth seeking support - they embody a 
new approach to partnership that 
combines company resources with fresh 
innovation models.

For corporate leaders, understanding this 
transformation isn't optional – it's 
essential for future success. In an era 
where traditional approaches to social 
and environmental challenges prove 
insufficient, young changemakers offer 
new models that combine digital fluency, 
community connection, and 
purpose-driven action. 
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The landscape of corporate-youth 
collaboration is evolving rapidly. 
Yesterday's models often relied on 
one-way support, traditional mentorship, 
and rigid program structures. Today's 
young innovators seek deeper 
engagement that creates genuine two-way 
value. They're leveraging corporate 
resources in unprecedented ways, 
building new partnership models that can 
scale rapidly and adapt in real-time. 

This paper provides an in-depth 
exploration of how corporations can 
effectively engage with young 
changemakers - their partnership 
preferences, support needs, and value 
creation potential. By understanding their 
approaches and aspirations, corporate 
leaders can better position themselves to:

• Engage with and support 
next-generation innovation

• Design more effective partnership 
mechanisms

• Access new sources of insight and talent

• Build authentic connections with 
purpose-driven leaders

• Create meaningful impact while 
advancing business objectives

Understanding and engaging with these 
emerging changemakers is essential for 
staying relevant and impactful in an 
increasingly complex world. 

The insights that follow paint a vivid 
picture of not just who these innovators 
are and what they need, but how to build 
partnerships that deliver genuine value 
for all parties.
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A New Era of 
Corporate-Youth 
Partnership
Two transformative forces are reshaping how social change 
happens. A rising generation of young innovators is pioneering 
fresh solutions to global challenges, while companies 
increasingly recognize that their future success depends on 
authentic social impact. As these forces converge, a powerful 
new model of partnership is emerging – one that combines 
company resources with youth-led innovation to drive 
meaningful change.
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The Dual Transformation
A seismic shift is underway in how 
business and social impact intersect. 
Global companies are moving beyond 
traditional Corporate Social 
Responsibility (CSR) to integrate 
environmental and social impact into 
their core strategies. 

Yet this corporate evolution meets 
another powerful force: the largest, most 
educated, and most socially conscious 
youth population in history. With 1.8 
billion people aged 15-29 globally  , young 
innovators aren't just participating in 
change – they're leading it. From climate 
action to social justice, youth-led 
movements are demonstrating 
unprecedented capacity to mobilize 
resources and drive impact.

The Business Imperative
The corporate sustainability landscape is 
evolving rapidly. While nearly all S&P 500 
companies now publish ESG reports , 
only a fraction report meaningful 
progress on social impact goals .

This intersection arrives at a crucial 
moment. Traditional approaches to 
mounting social and environmental 
challenges are proving insufficient. 
Neither companies nor young innovators 
can bridge this gap alone.

A New Era of Corporate-Youth PartnershipPower of Partnership
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Key Insight
The convergence of corporate 
sustainability commitments and 
youth-led innovation creates 
unprecedented opportunity. 
Companies gain access to 
authentic solutions and 
community insights, while young 
changemakers acquire resources 
and scale potential.

(1) United Nations, World Youth Report: Youth Social 
Entrepreneurship and the 2030 Agenda, 2022
(2) S&P, The Sustainability Yearbook 2024
(3) McKinsey, Global Survey on Environmental, Social, and 
Governance (ESG) 2023
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This gap between intention and impact 
reveals a crucial truth: traditional 
corporate approaches to social innovation 
often miss the mark. Top-down 
initiatives, developed far from affected 
communities, struggle to create lasting 
change. Companies increasingly 
recognize that authentic impact requires 
new models of engagement and 
innovation.

The Global Youth 
Movement
Meanwhile, youth-led social innovation 
accelerates. Young leaders launch twice as 
many social enterprises as their older 
counterparts , while there is rapidly 
growing participation in youth-led  
movements and campaigns globally.  

These movements bring distinct 
advantages:

• Digital-native approaches that scale 
rapidly

• Deep connection to affected 
communities

• Fresh perspectives on persistent 
challenges

• Networks that transcend traditional 
boundaries

Yet they also face significant constraints:

• Limited access to resources and 
infrastructure

• Barriers to institutional partnerships

• Challenges in scaling proven solutions

• Difficulty navigating corporate 
complexity

This convergence creates an 
extraordinary potential for impact. The 
question isn't whether companies and 
young changemakers should collaborate, 
but how to build partnerships that 
leverage their complementary strengths 
while navigating inherent challenges.
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Key Insight
The mismatch between corporate 
sustainability commitments and 
actual impact creates an innovation 
imperative. Companies must find 
new ways to drive authentic social 
change while delivering business 
value.

(4) Global Entrepreneurship Monitor
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Why Now? Forces Accelerating Change
The convergence of corporate sustainability and youth innovation arrives amid powerful 
forces reshaping how change happens.

The Post-Pandemic Reset

COVID-19 fundamentally altered 
expectations around corporate 
responsibility and social innovation, while 
also reinforcing the desire of young people 
to help drive positive change in their 
communities and around the world  .

The Climate Urgency

With the IPCC warning that this decade is 
critical for climate action , traditional 
approaches prove insufficient and 
companies face mounting pressure to 
accelerate decarbonization .

The Stakeholder Revolution

Traditional shareholder primacy is giving 
way to stakeholder capitalism, driving 
demand for authentic community 
engagement and social innovation  .

The Technology Enabler

Digital platforms demolish traditional 
barriers to collaboration, while cloud 
computing, blockchain and AI enable new 
models of transparent, scalable 
partnership.

The Talent Imperative

By the end of 2025, millennials and Gen Z 
will comprise 75% of the global workforce. 
Companies struggling to attract and retain 
talent increasingly recognize that 
authentic social impact isn't optional – it's 
essential for future success.

12

The Partnership Opportunity
When corporate resources meet youth innovation, both sides win:

• Companies gain authentic community insights and solutions

• Young leaders access resources and scaling infrastructure

• Communities benefit from more effective interventions

• Innovation accelerates through complementary capabilities

(5) Deloitte, Global Gen Z and Millennial Survey, 2021
(6) IPCC, Sixth Assessment Report 2023
(7) S&P, The Sustainability Yearbook 2024
(8) Deloitte, Global Boardroom Survey 2024
(9) World Economic Forum research, 2021

A New Era of Corporate-Youth PartnershipPower of Partnership
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This convergence of forces creates both 
opportunity and urgency. For 
corporations seeking authentic impact 
and young innovators driving change, the 
moment for meaningful partnership has 
arrived.

Traditional Models Fall Short

Current corporate approaches to youth 
engagement often miss the mark. Most 
programs emphasize one-directional

mentorship rather than true partnership, 
treating young leaders as beneficiaries 
rather than innovators. Corporate social 
impact initiatives rarely involve young 
leaders in design and decision-making.

The Resource-Innovation Gap

A stark mismatch exists between 
resources and innovation potential. While 
breakthrough social innovations 
predominantly emerge from young 
founder, their ventures receive only a 
fraction of corporate social investment. 
This misalignment means promising 
solutions often struggle to access the 
resources needed for scale, while 
corporate funding flows to less innovative 
but more established charitable programs.

Cultural Collision Points

Different operating models create natural 
friction points. Corporate quarterly 
reporting cycles clash with the longer 
timelines needed for meaningful social 
impact. Risk-averse company cultures 
often struggle to embrace the rapid 
experimentation favored by young 
innovators. Hierarchical corporate 
decision-making processes can impede 
the agile, networked approaches typical of 
youth-led ventures.

13
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Key Insight
• Digital tools enable new 

collaboration models

• Climate urgency demands rapid 
innovation

• Talent expectations drive 
corporate evolution

• Stakeholder capitalism creates 
partnership imperative

• Post-pandemic reset accelerates 
change

Current State: Promise 
and Friction
The landscape of corporate-youth 
engagement reveals both significant 
potential and persistent challenges.
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The Scale Challenge

Even successful partnerships face 
significant hurdles to growth. Most 
corporate-youth initiatives never expand 
beyond the pilot phase, while those that 
do scale often lose their authentic 
community connection. Technical 
infrastructure limitations particularly 
affect expansion in emerging markets, 
where many youth-led innovations 
originate.

We need a fundamental reimagining of 
how companies and young innovators 
collaborate. Rather than trying to fit youth 
innovation into traditional corporate 
models, success requires new approaches 
that combine the best of both worlds.

14
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Key Insight
Traditional corporate youth 
engagement emphasizes 
mentorship over partnership, 
missing opportunities for genuine 
collaboration and innovation. 
Successful partnerships require 
new models that bridge cultural 
and operational divides while 
preserving the strengths of both 
sides.

Strategic Imperative
For corporate leaders, engaging effectively 
with young changemakers isn't optional – 
it's essential for future success. Those who 
build authentic partnerships gain unique 
advantages:

• Access to breakthrough social 
innovation

• Authentic community engagement

• Future talent pipeline development

• New market insights and opportunities

The next decade will see youth-led 
innovation move from the periphery to 
the center of how social change happens. 

Companies that understand and 
effectively engage with these emerging 
leaders and their approaches will be best 
positioned to drive both business value 
and social impact in an increasingly 
complex world. 

The question isn't whether to engage with 
this transformation, but how. 

The following sections draw on 
groundbreaking research from over 2,500 
young leaders to reveal what makes 
corporate-youth partnerships work and 
how to build them effectively.
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Portrait of 
Tomorrow's Partners
Forget everything you thought you knew about corporate 
innovation and social impact. A transformation is underway that 
challenges conventional wisdom about who drives breakthrough 
solutions. Our research reveals a new generation of 
changemakers who combine sophisticated capabilities with deep 
community connection. This isn't just another youth movement 
– it's a fundamental shift in how change happens.

15
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A Geographic Revolution
The geography of social innovation is being dramatically rewritten. Our research reveals 
that the epicenter of youth-led innovation has shifted decisively to the Global South, 
challenging traditional assumptions about where companies should look for 
partnership.

Portrait of Tomorrow's PartnersPower of Partnership

The New Geography of Social Innovation: The Location of Young Changemakers

6%
8%

11%

7%
44%

24%

Sub-Saharan Africa: 44%               Asia Pacific: 24%.                   Middle East & North Africa: 11%

Europe: 8%                                        Latin America: 7%                 North America: 6%

Source: The Social Shift Survey 2024, N=2,508
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Most revealing is the concentration in 
emerging and developing markets, where 
90% of these young innovators operate. 
Even more significantly, nearly one-third 
(32%) are driving change from within the 
world's 45 Least Developed Countries – 
precisely where many of humanity's 
greatest challenges are most acute.

For companies, this geographic reality 
creates both opportunity and imperative. 
Traditional approaches that focus on 
established markets risk missing the very 
partners who could drive the most 
transformative impact.

Most striking is how these changemakers combine lived experience with strong 
capabilities. Nearly nine in ten have either experienced challenges directly or witnessed 
their impact in their communities. This creates a unique value proposition for corporate 
partners – authentic insight combined with implementation capability.

Key Insight
This geographic shift isn't just 
about demographics – it 
represents fundamental 
transformation in where 
breakthrough solutions emerge. 
For companies seeking authentic 
impact and innovation, this 
demands fundamental rethink of 
partnership strategy.

17

Beyond Traditional Partners
The profile of the next generation of changemakers defies conventional expectations. 
These aren't just enthusiastic and well-meaning youth – they represent an impressive 
new breed of innovator combining strong capabilities with deep community connection.

university educated Women from marginalized 
and underrepresented 

communities

with direct experience 
of the challenges they 

are tackling

82% 52% 53% 88%

Portrait of Tomorrow's PartnersPower of Partnership Contents



These aren't just educated idealists; although four-in-five do hold degrees. They 
demonstrate remarkable capabilities across crucial areas, including strong leadership 
and adaptability and sophisticated problem-solving.

Yet these changemakers approach partnership differently. Their strong capabilities 
combined with deep community connection means they seek genuine collaboration 
rather than simple support. They bring fresh perspectives on how change happens, often 
pioneering approaches that traditional partners might miss.

Core Changemaker Capabilities  (% Rating Skills as Advanced/Expert)

Leadership & Management: 70%

Social 
Innovation

Adaptability: 70%

Problem-solving: 69%

Source: The Social Shift Survey 2024, N=2,021
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Key Insight
This combination of capability and authenticity creates a genuine opportunity for 
corporate partners. Rather than choosing between community connection and 
execution ability, companies can access both through meaningful partnership.

Portrait of Tomorrow's PartnersPower of Partnership Contents



Click or Scan to 
Visit Full Profile

Aged 24    Kenya    Rethread
Charles founded ReThread Africa to 
transform agricultural waste into 
sustainable textiles, offering an 
alternative to fossil-fuel based 
synthetics in the fashion industry. His 
company converts water hyacinth and 
other agro-waste into biodegradable 
fabrics while creating revenue for local 
farmers and women's cooperatives. 
This innovative approach to 
sustainable fashion has earned global 
recognition.

Charles 
Oyamo
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Innovation in Action
These changemakers aren't just ideating – they're actively building solutions. Our 
research reveals a vibrant pipeline of youth-led ventures that challenges traditional 
assumptions about how social innovation develops and scales.

This distribution tells an important story. 
Two-thirds of ventures are in early stages 
where relatively modest support could 
catalyze significant growth. Yet these 
aren't just early experiments – they 
represent sophisticated approaches to 
pressing challenges.

Most revealing is how these ventures 
approach impact. They are creating 
integrated solutions that primarily:

• Address environmental issues (33%)

• Drive social progress (58%)

• Enable economic development (9%)

Here's where it gets fascinating. These 
aren't just digital-savvy youth - they're 
pioneering entirely new approaches to 
creating and scaling impact through 
technology. Our research shows that over 
half either use digital technologies for 
most tasks or couldn’t function without it, 
while a remarkable 42% are already 
leveraging Artificial Intelligence,  38% 
employing sophisticated data analytics, 
and 25% harnessing IoT technology for 
impact.

Concept Stage: 

27%
Validation: 

39%
Implementation: 

22%
Scaling: 

12%

Source: The Social Shift Survey 2024, N=2,508

Tomorrow's Solutions Today: Venture Stage

Portrait of Tomorrow's PartnersPower of Partnership Contents
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Key Takeaways for Corporate Leaders
• Geographic Reality: The decisive shift of innovation leadership to emerging 

markets creates both opportunity and imperative. Companies must reimagine where 
they look for partners and how they engage. 

• Pipeline Potential: The strong representation of early-stage ventures presents 
unique opportunities for corporate engagement. Rather than waiting for fully formed 
solutions, companies can help shape and scale promising innovations. 

• Capability and Connection: These changemakers combine strong capabilities with 
deep community connection in ways traditional partners rarely match. This offers 
companies unprecedented opportunity to access both authentic insight and 
implementation skill through a single partnership channel.

• Partnership Evolution: The sophisticated capabilities and approaches of these 
changemakers demand evolution in corporate engagement. Success requires moving 
beyond traditional beneficiary relationships to create genuine collaboration 
frameworks that leverage unique strengths of both partners.

Key Insight
For corporate partners, this venture landscape creates unique opportunities. 
Early engagement enables companies to help shape solutions while accessing 
fresh, scalable approaches to persistent societal challenges.

Portrait of Tomorrow's PartnersPower of Partnership Contents



A Strong Foundation 
of Trust
At a time when trust in business reaches historic lows among 
young people globally, our research reveals a striking 
counterpoint. Young changemakers don't just tolerate corporate 
engagement in ESG (Environmental, Social and Governance) 
issues – they actively seek it. This isn't blind faith in big business, 
but rather pragmatic recognition that combining corporate 
capabilities with youth-led innovation can accelerate impact.
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Trust Through Partnership
The context is crucial. Recent global studies paint a sobering picture of youth attitudes 
toward business, showing that trust in business as a force for good has steadily declined 
and is at a low    . Yet our research reveals a remarkably different perspective among 
young social innovators.

An overwhelming 80% of young 
changemakers view corporate 
involvement in ESG positively, with 60% 
seeing companies as "essential partners" 
in driving change. This isn't reluctant 
acceptance – it's enthusiastic recognition 
of partnership potential.

Source: The Social Shift Survey 2024, N=2,021
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Young Changemaker Views on Corporate Support for 
Social and Environmental Causes

Key Insight
While young people broadly 
express skepticism toward 
business, young changemakers see 
corporate partnership as crucial 
for scaling solutions. This suggests 
a unique opportunity for 
companies to rebuild trust through 
meaningful collaboration.

(10) Deloitte, Global Millennial and Gen Z Survey, 2019-2024

Very positive (“essential partners”): 60%
Somewhat positive (“helpful allies”): 20%
Neutral (“impact varies”): 15%
Somewhat negative 
(“contribute to problems”): 4%
Very negative (“obstacles to progress”): 1%
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A Strong Foundation of TrustPower of Partnership

Regional Perspectives 
This trust dividend isn't uniform. Our research reveals striking geographic patterns that 
offer important insights about where corporate partnerships find strongest support.

Trust in Corporate ESG Across Regions (% Rating Corporate Support for Social 
and Environmental Causes as “Very Positive”)

36%
44%

70%

52%
69%

51%

Sub-Saharan Africa: 69%               Asia Pacific: 51%                   Middle East & North Africa: 70%

Europe: 44%                                    Latin America: 52%                North America: 36%

Source: The Social Shift Survey 2024, N=2,021
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A Strong Foundation of TrustPower of Partnership

The highest levels of corporate trust come 
from regions traditionally underserved by 
corporate engagement. With 70% of 
MENA and 69% of Sub-Saharan African 
changemakers viewing companies very 
positively, as “essential partners”.

Most revealing is the strong endorsement 
from emerging markets, where 68% view 
companies as essential partners compared 
to just 35% in developed markets. This 
trust gap becomes even more significant 
considering that 90% of young 
changemakers operate from emerging or 
developing economies.

This suggests an opportunity to build 
trust through authentic engagement with 
young innovators in key growth markets.

Gender differences reveal additional 
nuances in how young leaders view 
corporations. Our research shows that 
young male leaders show somewhat higher 
strong positive sentiment (65%) compared 
to female leaders (56%), though overall 
positive views remain similar. 

Key Pattern
Trust in corporate partnership 
shows clear patterns: 

• Strongest in regions facing 
greatest challenges 

• Highest among those closest to 
community needs 

• More positive in emerging 
markets than developed ones

Key Pattern
The consistency of positive 
attitudes across age groups 
suggests that experience with 
social innovation reinforces rather 
than diminishes belief in corporate 
partnership potential.

Experience and Gender 
Shapes Trust
How do attitudes toward corporate 
engagement in ESG activities change with 
age and gender? Our data reveals 
fascinating patterns that challenge 
assumptions about youth skepticism.

Notably, the youngest changemakers 
(18-21 years) show the highest level of 
strong positive sentiment at 64%, 
suggesting early openness to the role of 
business as a force for good. This 
enthusiasm remains remarkably stable 
across age groups, with even the most 
experienced innovators (31-35) 
maintaining 61% strong positive views.
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A Strong Foundation of TrustPower of Partnership

Variations in Support
Overall endorsement and support for corporate ESG remains strong, with greatest 
variation evident across regions. 

These patterns suggest a need for nuanced engagement strategies that recognize and 
respond to varying perspectives while building on the generally strong foundation of 
trust across demographics.

60% Global Average 

60% Global Average 60% Global Average 

60% Global Average 

Regional Variation (35-70%)

Gender Variation (56-65%) Venture Stage Variation (57-63%)

Age Variation (58-64%)

Trust in Corporate ESG (% Rating Corporate Support for Social and 
Environmental Causes “Very Positive”)"

Source: The Social Shift Survey 2024, N=2,021

0%

0% 0%

0%25%

25% 25%

25%50%

50% 50%

50%75%

75% 75%

75%100%

100% 100%

100%
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A Strong Foundation of TrustPower of Partnership

Key Takeaways for Corporate Leaders
• The Trust Opportunity: With most young changemakers viewing corporate 

engagement in ESG issues positively, companies have unprecedented opportunity to 
get involved with next-generation innovation. This trust must be earned through 
authentic engagement that delivers real value. 

• The Market Imperative: Strongest enthusiasm comes from emerging markets 
where most social innovation is happening. Companies will need to fundamentally 
rethink partnership approaches to capitalize on this opportunity. 

• The Regional Reality: Significant variations in trust levels across regions demand 
locally-tailored engagement strategies - one-size-fits-all approaches risk missing 
crucial opportunities.

• The Demographic Dividend: Strong positive attitudes span gender and age 
groups, creating opportunity for diverse, long-term partnerships that grow with young 
leaders. 
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What Young 
Leaders Really Need
What truly drives youth-led innovation? While funding often 
dominates discussions, our research reveals a far more nuanced 
picture. Young changemakers seek sophisticated combinations 
of resources, networks, and expertise that work together to 
accelerate impact. This isn't about simple financial support – it's 
about building complete ecosystems that enable social 
innovation to flourish.
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What Young Leaders Really NeedPower of Partnership

Beyond Simple Support
The support priorities of young innovators challenge conventional wisdom. While 
funding unsurprisingly leads the list, at 84%, when young people are asked to select the 
types of corporate support that would most benefit their work, the real story lies in how 
different types of support combine to drive impact.

Source: The Social Shift Survey 2024, N=2,028

Types of Corporate Support Requested

Business training: 40%

Skilled volunteers: 40%

Technology access: 37%

Distribution channels: 31%

Office space/equipment: 30%

Media exposure: 35%

Networks and contacts: 51%

Legal support: 25%

Market research: 26%

Product development: 27%

Funding for projects: 84%
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This more complex approach to support 
reveals itself in fascinating patterns. 
Changemakers consistently prioritize 
resources that combine immediate value 
with long-term capability building. They 
seek not just funding, but funding plus 
expertise. Not just networks, but networks 
plus practical support.

Most revealing is how support needs 
cluster around three critical dimensions:

• Resources that provide foundation 
(funding, technology, space)

• Networks that enable reach (contacts, 
channels, exposure)

• Expertise that builds capability 
(volunteers, training, development)

This multi-dimensional view of support 
challenges traditional corporate 
engagement models. Rather than focusing 
solely on financial resources, successful 
support must address all three 
dimensions while recognizing how they 
interact and reinforce each other.

Key Insight
Young innovators don't just need 
money – they seek combinations 
of support that build capability 
while enabling scale. Success 
requires moving beyond simple 
funding to create integrated 
support ecosystems.

Types of Corporate 
Support Requested

What Young Leaders Really NeedPower of Partnership

Resources

Networks Expertise
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What Young Leaders Really NeedPower of Partnership

The Three Dimensions of Support
Resources that Scale

While corporate funding tops support priorities at 84%, the funding story shows distinct 
regional patterns, with its importance varying from 90% of young changemakers in 
Latin America to just 71% in Europe. 

When we talk about resources though, don’t just think “money”. A further 37% prioritize 
technology access, while 30% call for companies to help with office space or equipment. 

Networks that Enable

The demand for access to "networks" represents more than simple relationship building. 
Young innovators seek access that enables both scale and sustainability. There are a few 
main dimensions to this. 

Network needs show clear patterns. The desire for networks and contacts is greatest in 
Latin America. There is a strong focus on access to distribution channels in MENA 
(33%) and a strong emphasis on media exposure in North America (45%).

Types of “Network” Support Requested

51% 31% 35%
Networks and Contacts Distribution Channels Media Exposure

Source: The Social Shift Survey 2024, N=2,028
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What Young Leaders Really NeedPower of Partnership

Expertise that Transforms

The appetite for expertise - through 
skilled volunteers (40%), business 
training (40%) and help with product 
development (27%) - reveals how 
changemakers seek to build lasting 
capability.

Most striking is how expertise needs tend 
to cluster. In particular, young leaders in 
MENA show the highest demand for both 
business training (52%) and skilled 
volunteers (48%).

Winning 
Combinations
What transforms corporate support from 
simple assistance to a genuine catalyst for 
change? Our research reveals patterns in 
how different types of support combine to 
drive impact.

The most beneficial support packages 
combine elements across all three 
dimensions to help unlock founder 
potential and accelerate social 
innovations. For example:

• Funding for projects + capacity building 
training + media exposure

• Tech access + volunteer tech expertise + 
product distribution channels

• Office space + networks + help with 
product development

Key Insight
Successful support requires 
sophisticated combinations of 
resources, networks, and 
expertise. Single-dimension 
support, no matter how 
substantial, misses an opportunity 
for transformative impact.

Key Insight
The strongest impact comes not 
from individual support types but 
from combinations that build 
capability while enabling scale. 
Success requires moving beyond 
simple resource provision to 
create integrated support 
ecosystems.
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What Young Leaders Really NeedPower of Partnership

While the beneficial support patterns and combinations differ between regions, some 
clear principles emerge for effective support.

This suggests the need for a more sophisticated approach to support that recognizes 
regional variations, adopts an ecosystem perspective, and creates integrated impact.

1. Start with Foundation

• Begin with core funding 

• Build basic infrastructure

• Enable operational stability

2.  Add Capability

• Layer in expertise

• Build team skills

• Enhance systems

3.  Enable Scale & Reach

• Connect to networks

• Open distribution channels

• Support market access
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What Young Leaders Really NeedPower of Partnership

Key Takeaways for Corporate Leaders
• Move Beyond Basic Funding: While most changemakers seek funding, effective 

support combines financial resources with capability building and network access. 
Single-dimension support, no matter how substantial, misses the mark.

• Build Strategic Combinations: Success comes from understanding how different 
support types reinforce each other. This requires programs designed to combine 
complementary resources in ways that multiply impact. 

• Create Regional Relevance: Significant variations in support require 
locally-tailored approaches - support models that reflect regional priorities while 
leveraging global resources. Generic support packages are likely to underperform.

• Focus on Integration: The most effective support creates ecosystems rather than 
isolated interventions and require programs that integrate different types of support 
while enabling natural evolution. Success requires moving beyond traditional 
corporate giving to create genuine catalysts for change.  
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Support Programs 
That Work
What makes corporate sponsored or delivered support programs 
truly effective for young changemakers? Which approaches drive 
real impact and which miss the mark? Our research reveals 
fascinating patterns in program effectiveness that challenge 
what we know about how to support youth-led innovation. This 
isn't just about offering help – it's about designing support that 
genuinely accelerates impact.
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Support Programs That WorkPower of Partnership

The Effectiveness Picture
When it comes to support programs, not all approaches deliver equal value. Our 
research reveals important messages in what tends to work best.

These point to helpful differences, yet the headline figures mask important nuances. 
There is no single program template for a competition, incubator, network or 
mentorship - in fact, many programs contain multiple components. Each company 
sponsored or delivered program varies in context, features and effectiveness. 

Source: The Social Shift Survey 2024, N=2,141

Support Program Effectiveness (% Rating "Very Helpful")

0% 10% 60%20% 70%30% 80%40% 90%50% 100%

Competitions & Challenges: 41%

Leadership & Fellowship Programs: 60%

Online Learning Resources: 51%

Peer Support Networks: 49%

Mentorship: 62%

Networking Events: 54%

Startup Incubators & Accelerators: 49%

Key Insight
The most effective programs tend to combine personal connection with practical 
value. Mentorship and structured leadership programs significantly outperform 
more transactional forms of support.

Contents



37

Support Programs That WorkPower of Partnership

The Access Gap
Our research also suggests that not all forms of support are accessed equally. The data 
tells that a large minority of young changemakers are unsure or unable to access key 
forms of support.

While mentorship leads overall effectiveness ratings at 62%, nearly one in five 
changemakers (17%) are uniformed or unable to access such support. Similarly, 
leadership programs show strong impact (60% very helpful) but remain out of reach to 
22% of young leaders.

Unsure or Unable to Access Support

0% 10% 60%20% 70%30% 80%40% 90%50% 100%

Competitions & Challenges: 20%

Leadership & Fellowship Programs: 22%

Online Learning Resources: 9%

Peer Support Networks: 16%

Mentorship: 17%

Networking Events: 16%

Startup Incubators & Accelerators: 32%

Key Insight
Programs that combine structured support with personal guidance tend to 
deliver the strongest impact. Yet information and access remains a challenge, 
particularly for the most effective forms of support.

Source: The Social Shift Survey 2024, N=2,141
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Regional Success Stories
The geography of program effectiveness 
reveals striking patterns that challenge 
one-size-fits-all approaches to support.

Young changemakers in each region point 
to a differing mix of support programs 
that they find most useful, with either 
mentorship, leadership or networking 
proving most effective. 

However, this is where it gets interesting - 
Sub-Saharan Africa and MENA lead in 
positive program impact across almost all 
interventions, for example:

• Mentorship (55% and 58% very helpful 
respectively)

• Leadership programs (53% and 54% 
very helpful)

• Peer support networks (46% and 50% 
very helpful)

• Online learning (55% very helpful in 
both cases)

In contrast, North America and Europe 
show consistently lower impact ratings 
across almost all interventions, rating 
mentorship the most effective form of 
support by some margin. 

Also, our research finds that access to 
support programs varies somewhat across 
regions, although with no clear pattern 
evident. 

All of this points to the need for 
regionally-tailored approaches that 
recognize both local effectiveness patterns 
and access challenges. Programs that 
work well in one context may need 
significant adaptation to deliver value in 
others.

Key Insight
Regions in the Global South with 
greatest need tend to show the 
highest program effectiveness. This 
suggests support programs may be 
most valuable where alternative 
resources are scarce.
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Support Programs That WorkPower of Partnership

The Experience Effect
How does support program effectiveness evolve with changemaker experience? Our data 
reveals some interesting patterns in what works at different stages of the journey.

The Journey Pattern 

This evolution in program effectiveness 
suggests the need for support models that 
can flex and adapt as changemakers grow. 
Static programs and single support 
options risk missing crucial opportunities 
to deliver value at different stages of the 
journey.

Peak Impact (22-30 years): 

Mature Stage (31-35 years): 

• Need help accessing 
structured support 

• Most value from 
personalized guidance 

• Strong value in 
mentorship and structured 
programs

• Focus on specific skill gaps 
through online learning

• Highest overall 
program benefit 

• More selective 
program engagement

• Lowest impact reported 
across all program types

• Active network 
building

•  Strategic resource 
use

Key Insight
Program effectiveness isn't static - 
it evolves with changemaker 
experience. The most successful 
support models adapt their 
approach based on participant 
maturity.

Early Stage (18-21 years): 
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Click or Scan to 
Visit Full Profile

Aged 27    India    StandWeSpeak
Priyal founded StandWeSpeak, an 
AI-powered platform providing anonymous 
sexual health education and resources to 
young people in India where such topics 
remain taboo. Her venture addresses 
critical gaps in reproductive healthcare 
access by creating a digital ecosystem that 
empowers informed decision-making about 
bodies and relationships while working to 
reduce unsafe practices and stigma, 
particularly among marginalized youth.

Priyal 
Agrawal
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Support Programs That WorkPower of Partnership

Building Better Support 
What do young changemakers want changed in support programs? Our research reveals 
clear patterns in how current support can be strengthened to deliver greater impact.

Source: The Social Shift Survey 2024, N=2,147

How Can Support Programs Better Meet Your Needs?

Better follow-up after programs: 27%

Practical skills training: 42%

Support in multiple languages: 9%

Coordination among programs: 20%

Opportunities for peer learning: 30%

More accessible formats: 22%

More flexible eligibility: 26%

Longer-term support: 42%

Lower or no costs: 28%

Personalized guidance: 33%

Easier application processes: 21%

0% 10% 60%20% 70%30% 80%40% 90%50% 100%
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Support Programs That WorkPower of Partnership

Beyond Quick Fixes
Two priorities emerge clearly above all 
others: longer-term support and practical 
skills training, each cited by 42% of 
changemakers. This signals a crucial shift 
needed from short-term interventions to 
sustained development pathways.

Regional patterns reveal important 
variations though:

• MENA prioritizes longer-term support 
and practical skills training (both 47%)

• Europe emphasizes personalized 
guidance (47%) and longer-term 
support (46%)

• North America focuses on cost 
reduction (52%) and personalized 
guidance (45%)

• Sub-Saharan Africa seeks practical skills 
training (46%) and longer-term support 
(42%)

• Latin America values personalized 
guidance (46%) and cost reduction 
(42%)

Key Insight
Current support programs tend to 
fall short in three critical areas:

• Sustained Engagement: Need for 
longer-term, evolving support

• Practical Application: Focus on 
real-world skills and impact 

• Accessible Design: Removing 
barriers to participation 

Success requires addressing all 
three dimensions while adapting 
to regional contexts.

Key Insight
While longer-term support and 
practical training emerge as 
universal priorities, regional 
contexts significantly shape 
specific program improvement 
needs.
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Support Programs That WorkPower of Partnership

Making Programs Accessible
Beyond content improvements, structural barriers emerge as significant concerns.

Source: The Social Shift Survey 2024, N=2,147

Structural Barriers

Cost barriers Eligibility restrictions Format accessibility Application complexity

28% 26% 22% 21%

These accessibility challenges show distinct regional patterns, particularly acute in 
regions where support could drive greatest impact.
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Key Takeaways for Corporate Leaders
• Extend Access to Proven models: Programs that combine personal connection 

with practical value tend to outperform more transactional forms of support. There is 
an opportunity for companies to expand access to high-impact forms of support.

• Transform Program Timeframes: The strong demand for longer-term support 
signals a need to move beyond short-term interventions, and programs designed to 
create sustained pathways for growth and clear progression routes.       

• Prioritize Practical Impact: With many changemakers seeking better practical  
skills training, programs must shift from theoretical to applied  learning. This means 
opportunities for real-world application, immediate implementation, and measurable 
impact.    

• Personalize Support Pathways: The high demand for personalized guidance and 
peer learning suggests a need for flexible programs that adapt to individual needs 
while fostering community. 

• Address Structural Barriers: Cost, eligibility, and format barriers limit program 
impact. Success requires rethinking traditional restrictions and creating more 
inclusive access for young people.            

• Build Regional Relevance: Significant variations in regional needs demand 
locally-tailored program design. One-size-fits-all approaches consistently 
underperform. 

Contents



The New Face of 
Corporate Volunteering
What happens when corporate expertise meets youth 
innovation? While funding tops the wishlists of young 
innovators, our research reveals compelling demand for 
something equally valuable: meaningful volunteer engagement. 
This isn't about casual mentoring – it's about strategic 
deployment of corporate talent to accelerate youth-led social 
innovation.
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The New Face of Corporate VolunteeringPower of Partnership

The Volunteer Value Proposition
Young changemakers seek far more than traditional mentorship from corporate 
volunteers. They want deep, multifaceted engagement that combines professional 
expertise with practical support.

Professional expertise leads volunteer priorities, with two-thirds of changemakers 
seeking skilled advice. Yet the appetite for volunteer engagement spans strategic 
guidance to hands-on implementation.

  Source: The Social Shift Survey 2024, N=2,020

What Young Changemakers Want from Corporate Volunteers

Hands-on 
support for 
work

0%

25%

50%
47% 47%

66%
54%

45% 45%

75%

100%

Professional 
advice 
(marketing, 
finance, tech)

Mentoring for 
team

Support with 
campaigns/events

Help improving 
products/
services

Help reaching 
communities
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The New Face of Corporate VolunteeringPower of Partnership

Sub-Saharan Africa shows strongest 
appetite for structured guidance, with 
62% prioritizing team mentoring and 67% 
seeking professional advice. This suggests 
a particular opportunity for deep 
volunteer engagement in a region already 
showing strong trust in corporate 
partnership.

Other regions demonstrate different 
patterns and priorities:

• Asia Pacific shows highest demand for 
hands-on support (52%)

• Latin America prioritizes campaign 
assistance (51%)

• MENA prioritizes professional advice 
(69%) and team mentoring (57%)

• Europe shows the highest product 
improvement focus (52%)

• North America shows the lowest desire 
for professional advice, hands-on 
support, and help with product 
development.

The message is clear: volunteer support 
needs vary significantly by context. While 
professional expertise remains valuable 
universally, how that expertise best 
deploys shifts dramatically across regions.Regional Patterns of 

Volunteer Engagement
The geography of volunteer support needs 
reveals striking variations that challenge 
blunt approaches to corporate 
engagement.

The pattern is clear: effective volunteer 
engagement must go beyond traditional 
mentoring to create multiple touchpoints 
for corporate expertise to enhance 
youth-led innovation.

Key Insight
Young changemakers seek 
volunteer engagement across 
three dimensions: 

• Strategic (Professional advice 
and mentoring)     

• Operational (Hands-on support 
and product improvement)     

• Community (Campaign support 
and outreach)          

This multifaceted demand 
suggests opportunity for deeper, 
more strategic volunteer 
engagement. 
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The Volunteer Support JourneyThe Evolution of Support
How do volunteer support needs change 
as changemakers and their ventures 
mature? Our research reveals fascinating 
patterns in how volunteer engagement 
needs evolve with experience.

Early-career changemakers (18-21 years 
old) show distinct priorities:

• Strong focus on professional advice 
(64%)

• High value on team mentoring (56%)

• Community outreach emphasis (50%)

Yet the assistance they require shifts 
markedly with age and experience. 

• Hands-on volunteer support increases 
with age, rising from 42% among the 
youngest age bracket to 57% among 
those aged 31-35 years

• The demand for mentoring is inversely 
correlated, from 56% of 18-21 year olds 
requesting it, to 46% by the age of 31

This illustrates a story of engagement that 
deepens with experience. While 
early-stage changemakers value broad 
guidance, experienced innovators seek 
more targeted, intensive volunteer 
support.

The evolution in volunteer support needs 
suggests the opportunity for more 
sophisticated corporate volunteer 
engagement models that adapt as 
changemakers grow.

Early Stage 

Mid-journey

With Maturity

• Foundational guidance

• Broad mentoring support

• Community connection 

• Specialized expertise 

• Execution support

• Network expansion

• Strategic intervention

• Intensive operational help

• Targeted guidance
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Bridging the Gender Divide
Beyond age and region, our research reveals modest variation in how different 
changemakers engage with corporate volunteers.

Gender patterns reveal subtle but important variations in how corporate volunteer 
support is valued. While young male leaders show stronger preference for professional 
advice (68%) and mentoring (58%), female leaders place higher value on campaign 
support (48%) and hands-on assistance (48%).

  Source: The Social Shift Survey 2024, N=2,020

Volunteer Support Preferences by Gender

Professional 
advice

0%

25%

68% 63%
58%

50% 48% 46% 48%
44% 45%

47% 47%
41%50%

75%

100%

Event and 
campaign 
support

Hands-on 
support

Community 
outreach

Product 
improvement

Team 
mentoring 

Male Female
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Building Effective Engagement
So what makes volunteer support work? The research points to three critical principles 
for effective volunteer engagement.

These principles suggest a fundamental rethink of how companies deploy volunteer 
talent to support young innovators.

1. Strategic Matching

2. Depth of Engagement

3. Evolution Ready

• Align volunteer expertise with specific needs

• Consider regional and cultural context

• Match support type to stage

• Move beyond casual mentoring

• Create multiple touchpoints for support

• Build ongoing relationships

• Design for changing needs

• Enable support to grow as needs evolve

• Create clear pathways for progression
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Key Takeaways for Corporate Leaders
• Transform Volunteer Models: The strong demand for professional expertise 

coupled with hands-on support requires rethinking corporate volunteering, and 
implies the need to move beyond traditional mentoring to more sophisticated 
engagement models that combine strategic guidance with practical implementation.

• Create Regional Relevance: Significant variations in volunteer support needs 
require locally-tailored approaches to ensure that volunteer programs reflect regional 
priorities while leveraging global expertise.

• Build Evolution-Ready Support: As changemaker needs shift dramatically with 
experience, static volunteer models quickly lose relevance. This calls for more flexible 
engagement pathways that can adapt as needs evolve, maintaining value from early 
guidance through scaling support.

• Enable Deeper Engagement: The appetite for multiple forms of volunteer support 
suggests opportunity for more comprehensive engagement models that enable 
volunteers to support young innovators across different dimensions, from strategic 
guidance to operational implementation.

• Match Support to Stage: Early-stage emphasis on professional advice evolves to 
demand for hands-on support at scale. This requires volunteer programs that align 
type and intensity of support with venture maturity and changing leader needs.
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Creating Two-Way 
Value Through 
Partnership
While conventional wisdom might suggest a one-way flow of 
support from companies to young innovators, our research 
reveals something far more interesting. Young changemakers 
aren't just seeking corporate resources – they're ready to deliver 
significant strategic value in return. This isn't about charity or 
corporate social responsibility – it's about unlocking powerful 
new sources of innovation, insight, and impact.
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The Value Revolution
Young changemakers bring a remarkably sophisticated understanding of how they can 
contribute to corporate success. Far from seeking passive support, they offer compelling 
value propositions that align with key corporate strategic priorities.

What Young Changemakers Can Offer Corporations

Source: The Social Shift Survey 2024, N=2,027

Advising on social impact: 62%

Contributing to advocacy: 53%

Speaking at company events: 58%

Offering community/network access: 64%

Sharing youth/market insights: 59%

Informing product development: 37%

Joining youth advisory boards: 60%

Exploring partnerships/joint projects: 72%

0% 10% 60%20% 70%30% 80%40% 90%50% 100%
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This isn't just about good intentions. 
Young innovators offer multiple pathways 
to value creation:

• Strategic Collaboration: The 
overwhelming majority (72%) are ready 
to explore partnerships and joint 
projects, signaling appetite for deep, 
meaningful collaboration rather than 
superficial engagement.

• Community Connection: Nearly 
two-thirds (64%) offer access to their 
communities and networks – 
particularly valuable given that 90% 
operate in emerging or developing 
markets where traditional corporate 
reach may be limited.

• Innovation Insight: With 62% ready 
to advise on social impact initiatives 
and 59% offering youth/market 
insights, these changemakers represent 
a powerful source of innovation 
intelligence.

Most revealing is how these value 
propositions align with crucial corporate 
needs. From accessing future markets to 
driving innovation, young changemakers 
offer capabilities that directly address 
strategic imperatives.

Creating Two-Way Value Through PartnershipPower of Partnership

Regional Patterns of Value
The geography of value creation reveals 
fascinating patterns that challenge 
traditional partnership models. 

Different regions offer distinct but 
complementary opportunities for 
corporate engagement:

• Sub-Saharan Africa has the most 
widespread offer of community access 
(69%)

• North America and Europe focus on 
joint projects and product innovation

• MENA demonstrates most widespread 
interest in youth advisory boards (64%)

• Asia Pacific rates highest in relation to 
sharing insights on youth trends (62%)

• Latin America shows greatest appetite 
for advising on social impact initiatives 
(67%)

Most striking is how value propositions 
align with market context. Regions 
showing strongest trust and enthusiasm 
for corporate partnership also offer the 
richest mix of value creation 
opportunities. Emerging market 
changemakers offer particularly strong 
community access and impact insights, 
while developed market leaders bring 
stronger product development and 
innovation input.
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By mid-journey (22-30 years), value 
propositions deepen:

• Peak partnership readiness 

• Enhanced network access 

• Rich market intelligence 

Experienced changemakers (31-35 years) 
offer sophisticated value:

• Mature network access 

• Particular product innovation insights 

• Deep impact advisory expertise 

The implications are clear: effective 
corporate partnership requires 
understanding and leveraging these 
distinct regional value propositions. 
Success comes not from applying 
standard models, but from building 
engagement strategies that capitalize on 
unique regional strengths.

This evolution suggests an opportunity 
for corporations to build long-term 
engagement models that capture different 
types of value as changemaker capabilities 
mature.

The Evolution of Value
How do value creation opportunities 
evolve as changemakers gain experience? 
Our research offers some interesting 
insights.

Early-career changemakers (18-21 years 
old) show distinct value patterns:

• Strong youth advisory board potential 

• Fresh market insights 

• Opportunities for youth connection

Key Pattern
Value Creation Dynamics:

• Emerging Markets: Community 
access and impact insights

• Developing Markets: 
Partnership and advocacy

• Developed Markets: Innovation 
and product development

Key Pattern
Value Evolution Patterns:

• Early career strong on fresh 
insights

• Mid-journey leads in 
partnership readiness

• Experience brings strategic 
depth

• All stages offer unique value 
potential
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Building Value-Driven Partnerships
What makes partnerships genuinely deliver two-way value? Our research points to 
important implications for how to structure corporate-changemaker collaboration.

The strongest value creation emerges where changemaker capabilities align with 
corporate strategic priorities.

Strategic Collaboration

With most changemakers 
ready for joint projects, 
corporations can access:

• Market innovation

• Authentic local engagement

• Fresh approaches to impact

• New partnership models

Network Intelligence

Through offering 
community access, 
companies gain:

• Direct market insights

• Consumer connection

• Execution capability

• Local credibility

Innovation Pipeline

Changemaker advisory 
capacity creates 
opportunity for:

• Social impact innovation

• Product development input

• Market understanding

• Future scanning

Key Opportunities for Value

Yet capturing this value requires effective 
engagement models. For corporate 
leaders, this suggests a need to rethink 
how they approach youth partnership. 
Rather than asking what support to 
provide, the question becomes how to 
create sustainable value exchange that 
benefits both parties.

Key Insight
The strongest partnerships create 
frameworks for ongoing value 
exchange rather than one-off 
transactions. Success comes from 
building sustainable models that 
can capture and scale different 
forms of value over time.
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Key Takeaways for Corporate Leaders
• Unlock Strategic Value: Young changemakers offer multiple strategic assets - fresh 

market insights, community access, and innovation capability. Forms of partnership 
are required that intentionally capture this value.

• Build Regional Value Models: The distinct value patterns across regions demand 
locally-tailored approaches. This requires engagement frameworks that leverage 
unique regional strengths while enabling value capture at scale. Generic global models 
risk missing crucial opportunities.

• Enable Value Evolution: As changemaker capabilities mature from early insights to 
strategic partnership, value creation opportunities evolve. This suggests the need for 
long-term engagement models. 

• Create Sustainable Exchange: Success requires moving beyond traditional 
corporate-beneficiary relationships to create genuine value exchange, and requires 
structured pathways for ongoing collaboration that deliver mutual benefit.

• Match Value to Need: The diversity of value propositions – from community access 
to product innovation – creates opportunity for strategic matching. There is real 
potential to align changemaker capabilities with corporate priorities through more 
sophisticated engagement models involving intermediaries.

Creating Two-Way Value Through PartnershipPower of Partnership Contents



Navigating the 
Partnership Challenges
What really stops corporate-youth partnerships from reaching 
their potential? Despite strong appetite for collaboration on both 
sides, significant barriers often prevent these partnerships from 
delivering promised impact. Our research reveals a complex 
landscape of challenges that goes far beyond simple resource or 
knowledge gaps. Understanding these barriers – and how to 
overcome them – is crucial for unlocking the full potential of 
corporate-youth collaboration.
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Navigating the Partnership ChallengesPower of Partnership

The Challenge Landscape
The obstacles to effective partnership cluster around three critical dimensions: power, 
process, and priorities.

Most revealing is how structural 
challenges dominate. While resource 
constraints often dominate partnership 
discussions, the real barriers lie in how 
collaboration is structured and managed. 
Nearly half of changemakers cite complex 
approval processes (46%) and unequal 
decision-making power (46%) as primary 
obstacles.

What Holds Partnerships Back?

Complex approval processes: 46%

Cultural differences: 28%

Unequal decision-making power: 46%

Reputation risks: 17%

Resource strain: 19%

Lack of understanding: 29%

Pressure to change mission: 35%

Differing priorities/timelines: 40%

0% 10% 60%20% 70%30% 80%40% 90%50% 100%

Source: The Social Shift Survey 2024, N=2,017

Key Pattern
The most significant barriers to 
effective partnership aren't about 
resources or capabilities – they're 
about power, process, and 
alignment. 
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Unpacking the Challenges
The challenges outlined aren’t just 
administrative hurdles. They reflect 
fundamental tensions in how corporations 
and young innovators approach change, 
globally and across regions. 

The Process Problem

Complex approval processes (46%) create 
particular friction in regions where rapid 
innovation is crucial. Asia Pacific leads 
this concern at 52%, suggesting 
traditional corporate processes may be 
stifling precisely the agility that makes 
youth innovation valuable.

The Power Paradox

With 46% citing unequal decision-making 
as a barrier, this is a challenge widespread 
and evenly experienced across regions. All 
report high concerns about this power 
imbalance.

Mission Under Pressure

The fear of mission drift emerges as a 
critical concern. Over a third of 
changemakers (35%) worry about 
pressure to change their mission, with this 
concern most significant in North 
America (45%).

Timeline Tensions

Differing priorities and timelines create 
friction for 40% of potential partnerships. 
These frictions are most pronounced in 
Asia Pacific (45%) and Sub-Saharan 
Africa (43%). These aren't just scheduling 
issues. They reflect fundamental 
differences in how corporations and 
changemakers approach innovation.

Cultural Collision

The challenge of different working styles 
affects 28% of potential partnerships, but 
shows striking regional patterns. The 
issue is most pronounced in MENA (40% 
cite cultural differences) and least of an 
issue in the Global North (North America, 
17%; Europe, 15%).

This suggests a need for sophisticated 
approaches that can address multiple 
challenges simultaneously while 
maintaining partnership momentum.

Key Pattern
Most revealing is how these 
challenges intersect. Regions 
showing strongest appetite for 
partnership often face the most 
complex combination of barriers:

• Power dynamics most 
challenging where innovation 
potential highest

• Process friction greatest in 
fastest-moving markets

• Cultural gaps widest where local 
insight most valuable
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The Experience Effect
How do partnership challenges evolve as 
changemakers and their ventures mature? 
Our research reveals fascinating patterns 
in how barriers shift with experience:

• Concern about unequal power is highest 
for early-stage changemakers but 
declines steadily with age, from 49% of 
18-21 year olds to 36% of those aged 31 
and over

• Challenges relating to complex approval 
processes peak for mid-journey 
innovators (22-30 years, 47%)

• Concerns about potential reputational 
risks are highest among mature 
changemakers 31-35 years (22%)

• Priorities and timelines are a concern 
for all ages, but much less so for mature 
changemakers (31-35 years; 34%)

• Concerns relating to cultural 
differences, mission protection and a 
lack of understanding on the part of 
corporations, are issues across all age 
groups

This reflects deeper patterns in how 
partnerships mature, suggesting the need 
for partnership models that can adapt as 
both challenges and opportunities evolve.

Key Insight
Partnership challenges don't 
simply diminish with experience – 
they evolve:

• Power concerns highest early

• Process barriers peak 
mid-journey

• Strategic tensions emerge with 
maturity

• Cultural issues persist 
throughout
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Click or Scan to 
Visit Full Profile

Aged 27    France    Enereef
Young innovator Nico's Enereef technology 
transforms offshore wind turbines into 
artificial reefs, creating marine habitats 
that boost biodiversity while providing 
sustainable fishing opportunities. His 
integrated approach demonstrates how 
innovation can address environmental 
challenges and support coastal livelihoods 
simultaneously, turning potential 
resistance to green energy into active 
marine stewardship.

Nico 
Compain
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Building Better Partnerships
What transforms challenging partnerships into transformative ones? Our experience 
point to some important ways that successful corporate-youth collaborations navigate 
common barriers. Different challenges demand different solutions.

Rethinking Power 
Dynamics

• Share strategic control

• Enable joint decisions

• Protect autonomy

• Balance requirements

Process 
Innovation

• Streamline approvals 

• Flexible engagement 

• Clear decision-points 

• Rapid response models

Reimaging 
Corporate- 
Changemaker 
Partnerships

Protecting 
Purpose

• Safeguard identity

• Enable mutual value 

• Create clear boundaries

• Authentic collaboration

Aligning Timelines 
and Priorities

• Create shared milestones 

• Clear value exchange points

• Rapid experimentation

• Use adaptive planning 

Cultural 
Bridge-Building

• Shared working principles

• Cross-cultural training

• Regular communication 

• Joint team building

Key Insight
The most successful partnerships don't just manage challenges – they transform 
them into advantages. This requires moving beyond traditional 
corporate-beneficiary models to create genuine collaboration frameworks.
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Key Takeaways for Corporate Leaders
• Transform Power Dynamics: The widespread concern about unequal 

decision-making demands a rethink of partnership structures - we need to move 
beyond traditional corporate-beneficiary models to create genuine collaboration 
frameworks that share control while maintaining appropriate governance. 

• Streamline for Impact: Complex approval processes and timeline misalignment 
significantly limit partnership potential. This requires nimble engagement models that 
accelerate rather than impede collaboration, enabling the agility that makes youth 
innovation valuable.

• Protect Partner Purpose: Mission pressure concerns signal the need for authentic 
models of collaboration that safeguard changemaker identity while delivering 
corporate value. Clear boundaries and mutual respect drive strongest outcomes.

• Bridge Cultural Divides: Working style differences require engagement approaches 
that build shared understanding and create collaborative cultures, particularly in 
regions showing strongest partnership potential. Success comes from turning cultural 
differences into strategic advantages.

• Build Evolution-Ready Partnerships: As challenges evolve with experience - 
from early power concerns to later strategic alignment - static partnership models 
quickly become obsolete. Partnerships should be based on flexible frameworks that 
can grow with changemaker needs while maintaining consistent value creation.
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Strategic 
Implications
The evidence is compelling: a new model of corporate-youth collaboration 
is emerging that challenges traditional approaches to partnership and 
innovation.

Build Trust First 

Traditional corporate-beneficiary 
relationships no longer serve either party 
effectively. The next generation of 
changemakers seeks authentic 
collaboration that balances corporate 
capability with youth-led innovation. 
Companies must create a foundation of 
trust through consistent, practical 
engagement that demonstrates real 
commitment.

Design Complete Support 

The sophisticated needs of young 
innovators demand more than 
fragmented support programs. 
Companies must create integrated 
ecosystems that combine funding, 
expertise, and networks in ways that 
genuinely catalyze impact. This means 
moving beyond traditional corporate 
giving to build comprehensive support 
frameworks that enable innovation to 
flourish.

Plan for Evolution

Static engagement models quickly become 
obsolete as ventures and capabilities 
mature. Success requires creating flexible 
frameworks that can grow with young 
innovators while maintaining value for 
both parties. Companies must design 
support systems that adapt to changing 
needs while enabling consistent impact 
delivery.

Balance Power and Process 

Traditional corporate processes often 
stifle the very innovation they seek to 
support. Companies need new 
partnership frameworks that balance 
necessary accountability with 
entrepreneurial agility. This means 
fundamentally rethinking how 
corporations engage with young 
innovators, creating structures that 
enable rapid innovation while 
maintaining appropriate controls.

Contents



66

Build Regional Relevance 

The significant variations in support 
needs and partnership opportunities 
across regions demand sophisticated local 
engagement. Companies must develop 
approaches that recognize and build on 
regional strengths while leveraging global 
resources effectively. Simplistic 
one-size-fits-all models consistently miss 
crucial opportunities for impact.

The window of opportunity is clear. As young changemakers increasingly drive social 
innovation globally, companies that create sophisticated, impactful partnership models 
will be best positioned to capture both social and strategic value. 

Recognize Mutual Value

The next generation of corporate-youth 
partnership must deliver clear value to 
both parties. Companies need to move 
beyond traditional CSR approaches to 
create genuine collaboration frameworks 
that drive mutual growth. This means 
designing partnerships that combine 
corporate capability with youth 
innovation in ways that benefit all 
stakeholders.

Strategic ImplicationsPower of Partnership Contents
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Looking Ahead
What will corporate-youth collaboration look like in 2030 and beyond? As 
emerging technologies mature, market power shifts, and global challenges 
become more complex, several key trends will fundamentally reshape how 
companies engage with young changemakers.

The Stakeholder Partnership 

Over time, young innovators will move 
from program beneficiaries to essential 
corporate stakeholders. Traditional 
hierarchies give way to more fluid models 
where young leaders help shape strategy, 
drive product development, and influence 
corporate direction. This isn't about 
consultation – it's about a fundamental 
shift in how companies understand and 
create value.

The Market Intelligence 
Transformation 

Youth-led ventures will become critical 
sources of insight and innovation for 
emerging markets. Their deep community 
connection combined with innovative 
approaches provides companies with 
unprecedented market understanding. 
Rather than adapting existing solutions, 
companies will increasingly source 
innovation directly from young 
changemakers deeply embedded in these 
contexts. Reverse innovation is set to 
become the norm as solutions pioneered 
by youth ventures scale globally.
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The Authenticity Imperative 

Corporate-youth partnership will emerge 
as a crucial driver of trust and legitimacy 
in an increasingly purpose-driven world. 
Young changemakers increasingly become 
essential bridges between companies and 
communities, enabling authentic 
engagement that mere marketing cannot 
match. Success metrics evolve beyond 
traditional KPIs to capture deeper 
measures of authentic engagement and 
community value.

The Resource Flow Revolution 

Traditional corporate support models will 
give way to dynamic resource ecosystems 
enabled by digital platforms and AI. 
Support becomes more fluid, responsive, 
and effective, with new funding models 
emerging that better align with how 
young ventures actually develop and 
scale. Network-based approaches replace 
traditional bilateral relationships, 
enabling resources to flow more efficiently 
to where they can create greatest impact.

The Value Creation Evolution 

Partnership with young changemakers 
increasingly moves from corporate social 
responsibility to core strategy. Their 
unique combination of community 
connection, digital fluency, and innovative 
approaches becomes essential to 
corporate success.

The organizations that thrive will be those 
that recognize this isn't just about 
supporting youth – it's about accessing 
essential capabilities for future success. 
The question isn't whether to engage with 
this transformation, but how to do so 
effectively.

Looking AheadPower of Partnership Contents
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Be Part of The 
Social Shift
Social Shifters is an international charity that brings leading companies together with 
young leaders, innovators and entrepreneurs to tackle the world’s most pressing social 
and environmental issues in new ways. 

We serve as a vital bridge between leading companies and young changemakers, helping 
build effective partnerships that combine corporate capability with youth-led innovation 
to create breakthrough solutions.

We invite you to take the next step in supporting the future of corporate-youth 
partnership:

1. Pioneer New Partnership Models: Imagine partnership approaches as 
innovative as the changemakers themselves. Working together, we can design 
breakthrough partnerships that leverage corporate resources and youth innovation in 
new ways, creating meaningful impact aligned with your strategic objectives.

2. Build Partnership Ecosystems: Your organization holds expertise and resources 
that could transform a generation of innovators. Together, we can create signature 
programs that connect corporate capabilities with changemaker needs, combining 
strategic partnership with authentic community engagement.

3. Shape the Future of Corporate-Youth Collaboration: Your organization can 
help build the infrastructure that will support transformative partnership for decades 
to come. Let's discuss the potential for groundbreaking initiatives that advance 
practice, influence policy, and build inclusive partnership ecosystems.
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The opportunity to transform how companies engage with young changemakers 
is here. The question is, will your organization help lead this transformation?

Take the first step, connect with our team today to understand how. 

Email: partnerships@socialshifters.co

Website: www.socialshifters.co/partnerships

Your Next 
Partnership Matters.

mailto:partnership@socialshifters.co
https://www.socialshifters.co/become-a-partner/
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