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“Do Nation has changed my life 
massively. It made me think about 

importance of our every day 
healthy and unhealthy habits, and 
how its important to give to other 

people my knowledge about 
saving our planet.”

Edite, MAD Seat Challenge

Runnners set off on Edinburgh's MAD Seat challenge - all raising support through environmental actions instead of cash. 
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Introduction

Thanks for reading our 2019 Impact Report. 
I hope that you are able to pull some useful 
insights from it, and that it inspires you to take 
action with us - and even better, to lead others 
around you to join in on the action. 

Our lives may be dominated by Covid-19 right 
now, but that doesn't mean that the climate 
and ecological emergencies have subsided. In 
fact, the current health and economic crisis only 
intensifies the urgent need for climate action.

A recap of our mission: 

Do Nation is here to help make sustainable living 
mainstream. We have three fundamental beliefs:

1. Small sustainable lifestyle changes don’t 
just cut carbon, they lead to happier, healthier, 
more productive lives - at home, at work and 
everywhere in between.

2. Even though it doesn’t always feel like it - small 
actions really do add up. When lots of us commit 
to taking action for the environment it sends a 
powerful message to businesses, government 
and other decision makers about our collective 
commitment to change.

3. Given the right conditions people can change. 
For the better, and for good.

Our online platform can be used by anyone – 
individuals, businesses, universities, community 
groups, and now schools – to inspire those 
around them to live happier, healthier, more 
sustainable lives. On Do Nation, you can either 
make a pledge or run a campaign to raise 
pledges, pledges to do things like cycling to 
work or wasting less food.

As well as helping individuals to change their 
behaviours, we aim to help companies to 
engage their employees and build support 
for more progressive climate action. Through 
leading pledge campaigns, we also help purpose 
driven people to develop and demonstrate 
key leadership skills, such as project planning, 
communications, and the art of persuasion. 

A bit of context:

We made some big changes to our pledge 
platform in 2019, although most of these 

changes were behind the scenes - preparing 
our processes and systems for strong growth 
through 2020 and beyond. 

While our key impact metric - number of pledges 
made - grew for the 8th consecutive year in 2019, 
because of our focus on process improvement 
the speed of growth was slower than it had 
been in previous years. But the effort is paying 
off already - it has put us in a strong position 
for continuing to scale our impact despite the 
havoc that  Covid-19 has unleashed on the world 
around us.

Community impact: 

We've always believed that community based 
groups can be a powerful driver of sustainable 
action if equipped with the right tools. In fact, that 
was one of the key conclusions of my Masters 
thesis which gave rise to Do Nation. 

So I was especially happy to introduce a 
"Donation of Do Nation" programme this year, 
offering a year's free subscription of Do Nation 
Pro, our most popular subscription service, to 
a charity or community group each quarter. We 
are currently piloting a "Do Nation for Schools" 
platform too. 

Climate emergency: 

In a bid to walk our talk, we set ourselves some 
bold new carbon reduction targets through 2019. 
Along with over 500 B Corps, we announced our 
Net Zero 2030 ambition at  COP25 in Madrid. We 
soon realised that this wasn't ambitious enough, 
and so went not 1 but 1,000 steps further... 

I introduce this in more detail on page 21.

I hope you enjoy reading our latest impact report, 
and that we can help you to inspire action (again) 
soon. 

Keep on Doing!

Hermione Taylor

Co-founder
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2019 impact in brief

4,329
people pledged

14,232
pledges were 
made 526

tonnes of waste

25.4 million
litres of water

794
tonnes of CO2

During 2019: Creating savings of:
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In 2019, through their simple 
everyday actions Do Nation users 

saved as much carbon as is emitted 
by growing, shipping, and selling

9,922,350
bananas
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Making pledges

What motivates people to pledge? 

92% of our users reported altruistic motives for 
pledging, such as wanting to fight climate change and 
support sustainability (71%) and wanting to support 
their organisation or friend’s campaign (57%). 

Only 2% said they were purely driven to pledge by 
social pressures - see below for full breakdown.

10% were motivated by the team competition. This 
may seem like a small number, however users 
who were motivated by competition on average 
speak to 27% more people about their pledge and 
sustainability, and as these users are often the team 
leaders, they play a disproportionately large role in 
the success of the programme.  

How many people pledge? 

Within organisation's campaigns, 49% of staff 
took part on average, although participation rates 
tended to be higher in smaller organisations (62% 
for companies with less than 100 employees; 
38% for those with more than 100 employees).

The average number of pledges received by 
each programme varies strongly depending on 
the organisation's subscription tier, as the chart 
to the right shows. Significantly more pledges 
made for programmes that included account 
management support from Do Nation (Plus & 
Enterprise).

How many pledges do people make?

The average number of pledges made by each 
user in 2019 was 3.3, and just over 13% of 2019's 
users came back to make more pledges at a later 
date - up from 7% in 2018.
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Changing behaviours

New habits or old?

One of the most consistent figures over the years 
has been the percentage of pledges that relate to 
new habits. For the majority (61%) of pledges made in 
2019, people were simply nudged to get on and do 
something that they’d been meaning to do for a while 
- thus helping them to close the notorious intention-
action gap. 

Only 7% hadn’t even realised that what they were 
doing had an impact on the environment, while 24% 
- slightly more than in previous years - were either 
already doing their pledged action or would have 
done it anyway. We've identified ways to try and 

reduce this number over the coming years, to ensure 
that we're really having an additional impact on the 
world.

Changing for good

46% of pledges made in 2019 were reported to 
have been successfully completed at least half 
of the time. Success was significantly higher on 
organisation’s internal facing campaigns, with 
Plus programmes seeing success rates of 57%. 

The breakdown of how users got on - and the 
extent to which they said they’d continue with 
their pledges - is illustrated in the chart below.
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How did you do? Will you continue?

"It started a huge increase in awareness of the amount of 
waste we generate as a family, helped me talk to them about 
something that is important to me and get them onside with 
my efforts of reducing, re-using and recycling"

Yani at Procter & Gamble
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Most popular pledges

2.
Fantastic unplastic

3.
Veg out

Declutter and donate unwanted clothes

Cut back on single use plastics

Make meat a treat

1. 
Clothes call
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Do Action popularity & impact

Popularity: 

Clothes call (to de-clutter and 
donate unwanted clothes) came 
out as the most popular Do 
Action again, with Fantastic 
unplastic close behind. Veg out 
(making meat a treat) crept back 
into the top 3 after dipping to 12th 
position in 2018. 

Success:

The most successful pledges were 
Get grounded (fly less), Mail out 
(reduce junk mail) and VC calling 
(use video conferencing more).

The least successful pledges 
were Run in (run to your 
destination), Pack it in (smoke 
less), Light the way (switch to 
LED lights), and, surprisingly, On 
yer bike (cycle to work). 

Climate impact:

The actions that saved the most 
carbon overall (calculated by 
adding together the annual 
carbon savings of all successful 
pledges) were Get grounded, 
Clothes call, and Lift share (to 
share unavoidable journeys), 
despite two of these having 
relatively few pledges made 
towards them. 
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Most successful pledges

2.
Mail out

3.
VC calling

Take one less flight

Reduce the junk mail you receive

Meetings without the travel

1. 
Get grounded
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“I took the train to the south of 
France and enjoyed the slower, 
more relaxed journey. "
Marion @ Pukka Herbs, pledged Get 
grounded

In addition to a donation to the charity of their choice and a hole lot of pride, the team completng the most pledges at 
Pukka Herbs receives this fantastic home made champions cup. :) 
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Biggest carbon savers

2.
Clothes call

3.
Lift share

Take one less flight

Declutter and donate unwanted clothes

Share unavoidable journeys

1. 
Get grounded
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The impact of pledges

The environmental impact of pledges is clear 
- almost all of our Do Actions have measurable 
carbon, water, or waste savings, as detailed on 
page 4 and below. 

Our impact isn't limited to the environment 
though; our users report many other benefits: 

62% improved their well-being,

45% saved money, and

37% felt healthier.

Obviously the benefits felt by an individual will 
be hugely dependent on which Do Actions they 

pledged to do. Someone pledging to cycle more 
may improve their health, well-being, and bank 
balance - whereas pledging to switch energy 
supplier is unlikely to improve anyone's health. 

Having experienced these positive impacts of 
their pledges, we believe users are more likely 
to be receptive to sustainability campaigns and 
actions in the future (see our Theory of Change 
on page 22).

Backing this up - 78% of users say their interest 
and awareness of sustainability has increased as 
a result of using Do Nation.

"I got a sense of pride from trying 
to do something that would have a 
positive impact on the world."
Karle at Unite Students
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Pride & community

Do Nation also has hugely positive indirect 
impacts on users and their communities, 
especially within workplace programmes. 

63% of workplace users increased their 
awareness of their organisation's sustainability 
initiatives as a result of their pledge, and 75% 
said they felt more proud of their organisation as 
a result.

67% of our users said they felt part of a community 
taking positive action together, which may well 
be why so many also report improved well-being. 

Within our professional programmes, the sense 
of community was strongest - perhaps because 
the pledge programme is often supplemented 
by internal events and communications.

On average, each user started 5.5 conversations 
about sustainability as a result of their pledges. 
These conversations could play a huge role 
in moving the sustainability agenda forward, 
bringing issues and ideas to the forefront - 
especially when within the workplace context.

"Using Do Nation 
demonstrated that we 
"walk the walk" rather 
than talk the talk" 
Joe @ Siemens Plc

1%

5%

4%

5%

33%

22%

27%

43%

41%

42%

20%

34%

25%

0% 20% 40% 60% 80% 100%

It made me more aware of what my organisation is doing to
tackle sustainability

It made me more proud that my organisation is involved in
tackling sustainability

I felt part of a community who were making a difference together

How did Do Nation impact your feeling of community, awareness, and pride?

Strongly disagree Disagree Neither agree nor disagree Agree Strongly agree



WeAreDoNation.com | @The_DoNation | 020 3773 9249 15

“It showed that the 
business is committed to 
helping us all make our 

own individual changes to 
better the environment - be 
that at home or at work. It 
brought us together as an 
organisation to be a force 

for good.”
Employee at Procter & 

Gamble
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The Global Goals

For several years we've been mapping out our 
Do Actions against the Sustainable Development 
Goals (SDGs). This enables us - and our clients - 
to see where we're having the most impact in 
relation to the SDGs. Almost all pledges on Do 
Nation contribute to SDGs 12 and 13 - those around 
Responsible Consumption and Climate Action. 

There are some notable gaps in our impact, due 
to the fact that the majority of Do Actions are 
required to have measurable carbon savings. Over 
the coming years we're looking to address this, 
widening out the range of metrics used and thus 
broadening the scope of actions listed on Do 
Nation.
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16. Peace

15. Land

14. Oceans

13. Climate

12. Consumption

11. Cities

10. Inequality

9. Infrastructure

8. Work

7. Energy

6. Water

5. Gender equality

4. Education

3. Health

2. Hunger

1. Poverty

Number of Pledges

Pledges made towards each of the SDGs in 2019

Pledges completed

Pledges made
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Case study: Commercial
"I enjoyed the challenge, 
it was good to be 
made aware of how 
everyday actions affect 
the environment and 
how only little changes 
can make a positive 
difference." 

"I simply enjoyed being 
a part of the team and 
"doing my bit" with 
some new ideas I hadn't 
thought of before."

Office supplies company, Commercial, recognises the 
importance of staff participating in it’s sustainability 
journey - particularly when it comes to hiring and 
retaining their most talented staff, and fast-tracking 
staff into senior management positions. 

As part of Commercial’s award-winning Change 
Champions programme, they decided to highlight the 
kinds of things staff can do both inside and outside 
of the business to start reducing their own carbon 
footprint. Do Nation fitted the bill perfectly.

Following a recent merger, one of Commercial’s 
other programme goals was to bring people from the 
old companies together, breaking down silos. They 
achieved this in two ways: firstly, their sustainability 
manager recruited a team of champions from across 
their Leeds, London, and Cheltenham offices to help 
lead the programme. Then, instead of basing their Do 
Nation teams on office or department, they decided to 
set teams by month-of-birth, bringing people together 
who wouldn’t otherwise get that opportunity.

To tie in with New Year’s resolutions, Commercial 
launched their programme in early January, with a series 
of emails and presentations in each of their offices. 
Reflecting the New Year theme, Do diet and Lose your 
bottle (to cut back on booze) were amongst the top 3 
pledges, with Smart drive (driving more efficiently) also 
creeping towards the top - a high impact action in a 
company like theirs with lots of inevitable road miles. 

69% 
of pledges were 

successfully completed

100% 
agreed that it helped them 

to feel part of a positive 
community

1,464 
items of clothes donated 

to charity through the 
Clothes call pledge
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Case study: University of Chester

The University of Chester have been using Do Nation 
to engage their staff in sustainability for six years now, 
embedding it within their Green Impact behaviour 
change programme and other environmental projects. 

In 2019, they wanted to really engage with students, 
helping them to think about their own behaviours and 
how they impact the University’s carbon reduction 
targets.

With support from the President and VP of their 
Students’ Union, they were able to create Do Nation 
leaderboards for societies and sports clubs, pitting 
them against each other to see which could raise and 
keep the most pledges - with the challenge earning 
points towards the SU’s Society of the Year award.

Green Chester updated the 5 priority Do Actions 
each month to reflect their wider initiatives, such as 
waste & recycling, health & well-being or travel. This 
gave them fresh content for their Instagram posts and 
monthly email newsletters. Students also contributed 
articles to the student magazine, sharing their pledge 
stories and tips. 

For Earth Day, Green Chester used Do Nation to create 
a 3 days, 3 pledges campaign, encouraging both 
students and staff to take action. Over the week, 320 
pledges were recorded, bringing Chester’s all time 
total to 3,148 – 60% of which have been successfully 
completed.

“A positive outcome of 
the programme this year 
is the number of students 
and staff that we've been 
able to engage with. In 
particular, students and 
staff that might not have 
been involved in many 
of our other initiatives or 
campaigns. These new 
connections are useful 
and we hope to maintain 
them.“ 

Tamara Hunt, Sustainability 
Officer
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Case study: Carrie & Sheri's 'Everest'
Carrie and Sheri are both suckers for a challenge, so in August 2019 they did something 
truly nuts: hiked up Chamonix’s infamously gruelling Vertical Kilometre – ten times. In 
one day.

Their goal was to achieve the same elevation gain as climbing Everest without even 
leaving their home town - a classic challenge known as 'Everesting'. They weren't just 
doing this for kicks though. 

Living in Chamonix, views of receding glaciers serve them with daily reminders of 
climate change, and with Sheri soon to set off on Exxpedition, an all female sailing 
voyage with a focus on ocean plastics, the challenges of plastics and our planet’s 
health were weighing heavily on their mind.

So they asked their friends and family to support them with a pledge for the planet.  
Through their Do Nation campaign page friends could support them with action instead 
of cash - by pledging to do things like using a reusable coffee cup, wasting less food, 
or avoiding single-use plastic packaging.

Together, they raised 76 pledges, inspiring action and conversations right around the 
world - in Canada, Scotland, Sweden, and France.

"We wanted to get people 
really fired up and encourage 

them to make simple, 
sustainable actions that 

could improve the health of 
our planet."

Sheri

Sheri and Carrie hiking the VK, with Mont Blanc behind
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“I love Do Nation as a way to 
engage employees on sustainability 
- we always have a great buzz for it 
at innocent, and I love sharing the 
idea with others."
Katie Leggett - innocent drinks

Photo courtsey of innocent drinks
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Doing our bit

Purpose and positive impact are deep within our 
DNA here at Do Nation, it’s the driving force of 
what we do. But it’s not only about the impact 
we have with our users; it’s also important in 
determining how we operate internally. 

We’re a tiny team, operating remotely from home 
offices and co-working spaces across England, 
Scotland, France and Austria. Despite our size, 
as a certified B Corp and social enterprise we 
see it as important to walk the talk and do our 
bit for our people, communities, and planet. Here 
are a few of the things we did in 2019.

1. Carbon reduction: we declared a climate 
emergency in early 2019, followed by announcing 
a target to be Net Zero by 2030, alongside over 
500 other B Corps at COP25 in Madrid. However, 
when we came to calculate our carbon footprint 
for 2019, we realised that we were already Net 
Zero, thanks to reducing and offsetting our very 
minimal emissions (see chart) of 1.89 tonnes CO2.

So we decided to raise the bar higher, and 
have now set ourselves a far bolder and more 
ambitious target: by 2030, for every 1 tonne of 
carbon that we emit ourselves, we’ll help our 
users to save 1,000 tonnes of carbon. 

This will require a 62% reduction in carbon 
intensity from a 2019 baseline of 2.65 tonnes 
emitted per 1,000 tonnes saved. Achieving this 
will depend mostly on systemic changes to web 

hosting solutions coupled with scaling our impact 
- i.e. helping significantly more people to adopt 
low-carbon habits. 

2. Donation of Do Nation: we recently started 
donating an annual subscription to Do Nation 
Pro to one community group or non-profit 
each quarter.  In 2019, recipients included The 
Regeneration magazine & MAD Seat, together 
raising 1,609 pledges. Find out more on how to 
apply here.

3. Employee volunteering: we offer two 
volunteering days to each employee every year. 
31% of volunteer hours were used in 2019, which 
were spent supporting the Chamonix Community 
Solar project, and helping to create B Lab UK's 
"How to Declare a Climate Emergency" playbook.

We're looking for more ways in which our team 
can add value to local volunteering projects over 
the coming year, aiming to increase to nearer 
100% of volunteer time used.

https://www.wearedonation.com/organisations/donation-of-do-nation/
https://www.wearedonation.com/organisations/donation-of-do-nation/
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Our theory of change

Organisations

Organisation signs up to Do Nation to help them 
to engage staff / students in sustainability.

Staff / students are motivated by: their desire 
to support their team and the organisation's 
programme.

1. Enabling Factors

Individuals

Someone decides to do a challenge (e.g. run a 
marathon)

They create a campaign page to encourage their 
friends to make a difference, through actions not 
cash

Friends are motivated by desire to support their 
challenge.

These are the pre-conditions that have to be in place 
in order for the chain of action to begin.

Step One 

Users make a pledge to try an 
action for two months

What we do:

1. Provide a menu of actions 
to choose from

2. Calculate the potential 
impact of their pledge - 
through carbon, water, and 
waste savings

3. Publically share their 
pledge

2. Platform Activity
These are the things that we do and the intermediate outcomes..

Step two 

They complete their pledge 
and confirm how they did

What we do:

1. Send reminder emails & a 
final impact survey

2. Adjust the actual impact 
according to how they got 
on

3. Display and report 
cumulative impact of their 
network’s pledges

Intermediate Outcomes 

They are then...

Encouraged by the short term 
nature

Nudged to get on & do 
something they’ve been 
meaning to do

Educated about different 
actions that they could take, & 
their impacts

Committed as their pledge is 
public to their network

Individual users

Experience the ease and direct personal 
benefits of doing the action, and form new, long-
term habits.

See how their actions can add up to make a big 
difference, and so feel inspired to take more 
actions.

Feels more legitimacy to encourage others to 
join in and advocate wider change.

Mindsets and attitude towards sustainability 
begin to shift.

3. Outcomes and Impact

Wider communities

A movement of newly inspired and informed 
sustainability ambassadors is born.

Sustainability is considered not only in personal 
decisions, but in important professional decisions.

Organisations have support from their employees 
and stakeholders to take bolder steps towards 
truly sustainable and regenerative business 
models.

These are the end goals that we’re working towards.
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1. User data
Captures outputs of pledges
Each time a pledge is made on the site, it is recorded and the potential impact (currently carbon, 
water & waste savings) is calculated automatically. At the end of the two month pledge period, we 
ask users to return and confirm how they got on, and whether they are going to continue with their 
pledge; the impact metrics are adjusted accordingly. 

Both this and the social nature of their pledge encourages honesty. We make the conservative 
assumption that if users do not return to confirm their pledge, they did not successfully complete 
their pledge. (2019, n = 14,232))

2. User survey
Explores wider benefits and outcomes of pledges
Once users have confirmed their pledge, they are invited to complete a short & simple online 
impact survey that digs a little deeper into the additional benefits of their pledge (such as health, 
wellbeing, financial savings, time) and whether it changed their awareness of and interest in 
sustainability. (2019, n = 189)

3. Case Studies

Increases understanding of the impact of Do Nation
We frequently interact with our users to build a deeper understanding of how Do Nation is working 
to shift attitudes and mind-sets towards sustainability, in both their personal and professional lives. 

How we measure impact

"I think you guys are doing an amazing job of 
raising awareness and making reducing our 
emissions fun (rather than something that's 
depressing or laborious)"
Chris - MAD Challenges
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