From My World to Our World
What the Sustainable Development
Goals Mean for Business

Foreword

We are at a turning point in history; a point when
massive, rapid change is needed for the sake of all
life on the planet. The Sustainable Development
Goals (SDGs) allow the next big step, from ‘my
world’ as a business to ‘our world’ as a planet and
global community. Those businesses that grasp
and embrace this by turning their attention and
resources to sustainable growth will be the ones that
thrive.
The world has come together to agree the
sustainable development agenda for the next 15
years. The Global Goals will herald a new era of
partnerships; the challenges to be addressed are
too complex for any one sector to solve on its own.
These partnerships will build upon today’s successes
and embrace the total value chain of a business
– 21st century partnerships are not just about
signing cheques. If business is to help to bring about
meaningful change, some of its most powerful assets
are to be found in its capacity to innovate, its people
and its supply chain.

Issues like inequality, the environment and health and
wellbeing apply to developed and developing countries
alike. The SDGs embody a shift away from aid as the
primary funding for development. Instead, they emphasise
trade and sustainable, inclusive economic development.
Sustainable development is now ‘business as usual’.
The SDGs are not just an opportunity but a challenge for
companies, for some a big one. They are also a challenge
for governments and NGOs. But whilst awareness of the
SDGs is high, the research in this report shows that not
all companies are clear on what action they can take to
address the goals. As the opportunities for innovation
and growth become clearer, that will change in the years
ahead. We hope that this report provides some tangible
examples of the actions that any business can take to
play their part in delivering the SDGs.
We know from working with our clients that many
companies are already doing fantastic work to advance
sustainability. We have no doubt that business, working
in partnership with others, can seize the opportunity to
solve the challenges facing the world in the next 15 years.

Amanda Jordan OBE
Co-founding Director Corporate Citizenship

Mike Tuffrey
Co-founding Director, Corporate Citizenship
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Executive Summary
WHAT ARE THE SDGs?
The Sustainable Development Goals (SDGs) are global
development goals, agreed by UN member states that
set the priorities for sustainable development through
to 2030.
For companies, they are the new, de-facto global
standard for businesses to design, measure and
account for their contribution to sustainable
development. Crucially, they provide the gateway for
any business to shift from thinking about their own
priorities (‘my world’) to global priorities (‘our world’).

THE SDGs
• Were developed in partnership between
government, non-profits and businesses
• Cover a broad scope of social, environmental and
economic challenges
• Are universal goals for all countries (both
developed and developing) and organisations
(public, private and third sector) to collaboratively
work towards

Our research shows that whilst awareness of the goals
is high amongst businesses, not all companies are clear
on what they can do about them. This may be because
the implications and the tangible actions that they can
take have not yet been spelt out clearly.
We believe that there are many significant business
opportunities for all companies to play a part in
delivering the Global Goals.
WHAT ARE THE OPPORTUNITIES FOR BUSINESS?
There is a clear business case for the SDGs:
• New revenues – The SDGs define a set of needs and
thus a market opportunity for innovative products
and services to address those needs. The SDGs are
designed to target both public and private investment
into the issues that matter..

• Enhanced license to operate – The SDGs will inform
future policy decisions and legislation in different
countries around the world. Those businesses that
are aligned with the SDGs are more likely to be aligned
with emerging policy priorities – potentially enhancing
their license to operate.
• Partnerships with other companies, governments
and NGOs – The SDGs will enable companies to
engage with, and benefit from, multi-stakeholder
partnerships around a shared set of global priorities.
Through these collaborations, companies can scale
up their impacts and build stronger relationships on
business-critical topics in the markets that matter.
NEXT STEPS FOR BUSINESSES
Businesses can capitalise on the opportunity to align
themselves with the SDGs and:
1. Assess the SDGs against company policies and practices
2. Use the SDGs to inform strategy development
3. Review the SDGs as part of target setting
4. Apply the SDGs to impact monitoring and
measurement
5. Consider the SDGs as part of reporting, such as an
SDG index
The SDGs offer a huge opportunity for businesses to
grow – profitably, sustainably and in a way that has
a positive impact on society. Over the next 15 years,
the pioneers will be those organisations that seize the
opportunity to innovate, strengthen their license to
operate and create measurable change in the areas
that matter for ‘our world’.
‘Everyone, no matter where they were born and
under what circumstances, deserves an equal
shot at a healthy, safe and fulfilling life. With these
ambitious new Global Goals, the world is setting out
to achieve just that – and to do so in our lifetime. I
look forward to all of us at Pearson being able to say
that we played our part in making that happen.’
John Fallon, CEO, Pearson PLC
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Introduction
From Millennium Development Goals (MDGs) to Sustainable Development Goals (SDGs)
WHAT DID THE MDGs ACHIEVE?
The MDGs (2000-2015) were a set of UN-initiated
goals that provided a focal point for government
policy and aid programmes
They provided a foundation from which governments
could anchor their policies and overseas aid
programmes to end poverty and to improve the lives
of the poorest people in the world. They also provided
a rallying point forNGOs to hold governments to
account.
A significant reduction in extreme poverty
but still much work to be done
There has been some significant progress against the
MDGs. For example, the target to halve the proportion
of people living in extreme poverty was achieved
five years ahead of the 2015 deadline. Despite this,
around 1 billion people still live on less than $1.25
a day1 and around 800 million people do not have
enough food to eat.2 Women are still fighting hard
for their rights, and millions still die in childbirth. The
SDGs are designed to build on the successes of the
MDGs and address the failures.
HOW ARE THE SDGs DIFFERENT FROM THE MDGs?
The SDGs are more comprehensive and multifaceted
There is a broad consensus that the MDGs were
too narrow. They did not consider the root causes
of poverty; overlooked gender inequality and did
not specifically address economic development.
The SDGs, in contrast, are more comprehensive in
scope, bringing together two frontiers: development
and climate. Unlike the MDGs, the SDGs specifically
call for the creation of decent jobs and sustainable
economic growth, areas in which business can play a
prominent role.

1
United Nations Development Programme. "Sustaining Human Progress: Reducing
Vulnerabilities and Building Resilience." Human Development Report, 2014. Web Accessed
September 17, 2015.
2
Food and Agriculture Organization of the United Nations. “The State of Food Insecurity in the
World” Meeting the 2015 international hunger targets: taking stock of uneven progress. Web
Accessed September 17, 2015.
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SDGs are universal goals for all countries –
developed and developing alike
In theory the MDGs applied to all countries. In reality,
they were considered targets for developing countries
to achieve, with finance coming from wealthier states.
In contrast, all countries – developed and developing
– will be expected to work towards achieving the SDGs
in order to bring benefits to all.
WHAT IS THE ROLE OF BUSINESS IN THE SDGs?
Global goals to frame government agendas and
policies for sustainable development
The SDGs are a new, universal set of goals, targets and
indicators for sustainable development. UN member
states will be expected to use the Global Goals to
frame their agendas and political policies over the
next 15 years. They call for worldwide, joint action
among governments, businesses, and NGOs to end
poverty, create a life of dignity and opportunity for all
and ensure the planet’s sustainability by 2030.
WHAT ROLE DID BUSINESS PLAY IN THE
DEVELOPMENT OF THE SDGs?
Business and Industry played a key part in the
development of the SDGs
‘Business and Industry’ was one of the nine Major
Groups that fed into the development of the SDGs.
Representatives from the Global Business Alliance,
the International Chamber of Commerce, the
American Chemical Council and the International
Council of Chemical Associations contributed to the
working group which developed the SDGs.

‘Through the influence of voluntary initiatives …
companies of all sizes, from all sectors and all parts
of the world, are recognizing the logic of responsible
practices and incorporating the principles of
sustainability into their practices and catalyzing
action in support of broader UN goals.’
Ban Ki-moon, UN Secretary General
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The Implications for Business
The SDGs set out the issues that the world has agreed are
global priorities. In the long-run, business cannot succeed
unless the world succeeds in meeting these aims. Issues
such as eliminating poverty, promoting peaceful societies
and addressing environmental degradation are the stable
context that companies need to succeed.
In addition to a favourable business context, the Global
Goals also provide a tangible framework for innovation.
Topics such as hunger, affordable energy, economic
growth, safe water and sanitation, infrastructure and
health are social needs but also business opportunities.
The commercial world has a huge market opportunity to
develop innovative products and services to address the
needs identified by the SDGs.
Companies like to follow the money. The SDGs are
intended to channel investment, by both the public
sector but also the private sector, towards shared
priorities. Aligning the company with global flows of
finance can make programmes more cost-effective
and impactful. By working together with others in
collaborative partnerships, businesses can achieve
greater impacts in business critical areas.
The SDGs are designed to shape national legislation and
government priorities. So businesses that are aligned
with the SDGs are more likely to be aligned with emerging
policy – this can potentially enhance license to operate
and improve reputation.

Taken together, we have never before had a global standard,
endorsed by the world’s governments, that resonates
with businesses, no matter where they are located or
what sector they operate in. This means that the SDGs
are set to become the new global benchmark against
which responsible and sustainable business may be
judged over the next 15 years. This is a unique opportunity
for businesses to align their programmes and corporate
purpose to the needs of society – and in so doing, grow the
business, reach new customers and markets, develop new
products and boost the bottom line.
‘Our world’ priorities can also help companies to
achieve their own goals. SDG 8, for example, talks about
promoting economic growth and productivity, and SDG
16 aims to ‘substantially reduce corruption and bribery in
all its forms’ – thus creating the right climate for business
success. They are a holistic set of goals designed to
benefit everybody – business included.
‘Huge shifts are taking place in the balance
between the traditional “sectors” as we know them
– in which businesses make profits, governments
provide public services and civil society works
towards social change. All these relationships
are changing; maybe even undergoing a process
of hybridisation… We cannot secure a sustainable
future for our planet without working together.’
Danny Sriskandarajah, Secretary General, Civicus

They are a holistic set of goals designed to
benefit everybody – business included.
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AWARENESS IS ALREADY HIGH IN BUSINESS,
BUT ACTION MAY NOT FOLLOW

WHAT BUSINESS CAN DO TO DELIVER
ON THE SDGs

Corporate Citizenship undertook a survey in August 2015
to ascertain how different companies around the world
were preparing for the launch of the SDGs. Over 200
people responded. Of those practitioners specifically
responsible for aspects of corporate responsibility/
sustainability within a corporation:

We believe that companies – working in partnership
with governments, other businesses and NGOs – have a
critical role to play in delivering the SDGs. For companies,
there is a clear business case: innovative new
opportunities for growth; enhancing license to operate;
and building relationships with stakeholders on businesscritical topics in the markets that matter to growth.

1

4

40 %
1

5

16 %

said that whilst they were
aware of the SDGs, they had
no current plans to do anything
about them

said they were currently
exploring the implications –
but not yet taking any action

said their company was
currently involved in a
collaboration on the
SDGs

said their organisation
was not currently aware of
the goals

Overall, these findings suggest that whilst many
companies know that the SDGs exist, they are not all
clear on what they can do about them. This may be
because the implications for companies are poorly
understood, and that the tangible actions that business
can take have not yet been spelt out clearly.

Collaboration is at the heart of the SDG design and
delivery. Indeed, the systemic change required to
achieve the goals won’t be possible without different
actors working in unison. Our survey suggests that
many companies are thinking this way: 67% of those
responsible for aspects of corporate responsibility/
sustainability within a company suggested their
organisation may look to partner with others on a shared
project as their contribution to the SDGs.
Being willing to be involved in the SDGs is one thing,
but taking steps to do so is another. There are several
actions any company can take, from raising awareness
and education through to alignment of the corporate
purpose with the Global Goals.

‘Businesses can certainly contribute to the
delivery of the SDGs, through day to day activity
that delivers shared value. Our strategy provides
overarching support for the SDGs, whilst individual
programmes, on empowerment for example,
directly contribute. There is potential to collaborate
with a wide range of actors to support delivery and
businesses can play a leading role, given their reach.
Diageo will continue to build on our original values,
to help deliver the SDGs and support sustainable
development and growth in the future.’
David Croft, Director of Global Sustainable
Development, Diageo
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1. ASSESS THE SDGs AGAINST COMPANY POLICIES AND PRACTICES
Companies should consider how their current policies, processes and programmes align with the SDGs
and identify any opportunities and gaps. When designing new corporate activities, the SDGs can be a useful
stimulus or checklist for inspiration.

47%

of practitioners in our survey say that their organisations may seek to benchmark the
SDGs against company policies and practices in the coming years.

2. USE THE SDGs TO INFORM STRATEGY DEVELOPMENT
Over the next 15 years, companies will be asked how their actions are contributing to the Global Goals. This will require
longer-term thinking outside the normal business planning cycles. The clear business opportunity from the goals
means that strategy development can usefully be informed with reference to the SDGs. Over the coming years, we
can expect to see some exciting examples of corporate leadership through businesses strategically addressing one
or more of the goals in their business planning.

57%

of practitioners say that their organisations may use the SDGs to inform strategy
development in the coming years.

3. REVIEW THE SDGs AS PART OF TARGET SETTING
As an external standard with high levels of buy-in from a range of international organisations, the SDGs are
the new benchmark for companies. As such, businesses reviewing programmes and setting targets should
consider how they can align the SDGs with their own priorities.

57%

of our survey of practitioners say that their organisations might use the SDGs to review or
set new targets for the organisation.

4. APPLY THE SDGs TO IMPACT MONITORING AND MEASUREMENT
Undertaking an impact assessment across the full value chain will enable companies to understand their
key social, economic and environmental impacts. It will enable them to understand what they are currently
contributing to the SDGs and to identify opportunities to do more. It will also provide valuable data to have
more meaningful dialogue with external stakeholders, develop a forward-looking plan, impact targets and
performance metrics that will enhance their positive impacts.

35%

of practitioners surveyed indicated that their organisations may apply the
SDGs to impact monitoring and measurement.

5. CONSIDER THE SDGs AS PART OF REPORTING, SUCH AS AN SDG INDEX
Reporting is the process of accounting for the company’s impacts and performance in a transparent way to
stakeholders. Given the rising interest in the SDGs, they will provide a standard against which more companies
will align their reporting, just as the MDG index (or GRI index) has been used by some to date.

29%
Page 5

of practitioners say that their organisations may use the SDGs as
part of reporting, such as an SDG index.
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‘We believe business has an essential part to
play in meeting these goals – indeed without it
the ambition is unlikely to be fully realised. With
this in mind, a willingness among all actors to
collaborate, innovate and be solutions-focused
is going to be essential.’
Jon Pender, Vice President, IP & Access & Global Health, GSK
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Business Opportunities
Corporate Citizenship published 17 blogs on the 17 goals in the 17
weeks leading up the SDGs. The following diagram illustrates just
some of the issues and implications that our experts identified. The
full blogs can be read online at www.corporate-citizenship.com

1
END POVERTY IN ALL ITS FORMS EVERYWHERE
There are 1.2 billion people living in extreme poverty today. Economic growth, led by business and supported by governments,
will drive the next leap forward in poverty eradication. Companies also need to think about: how growth is distributed and
shared; pay differentials between the top and bottom; who gets money up and down the extended value chain; how much
goes to governments in tax versus to shareholders in dividends; and whether developing countries get a fair deal.

2

3

4

5

END HUNGER, ACHIEVE FOOD
SECURITY AND IMPROVED NUTRITION
AND PROMOTE SUSTAINABLE
AGRICULTURE

ENSURE HEALTHY LIVES
AND PROMOTE WELL-BEING
FOR ALL AT ALL AGES

ENSURE INCLUSIVE AND EQUITABLE
QUALITY EDUCATION AND PROMOTE
LIFELONG LEARNING OPPORTUNITIES
FOR ALL

ACHIEVE GENDER EQUALITY
AND EMPOWER ALL WOMEN
AND GIRLS

Today, 795 million people are hungry; experts say
the number will grow as an additional 2 billion are
added to the global population by 2050. This is not
just a developing country problem – in 2013, 49.1
million Americans lived in food insecure households.
Companies can help with modern investment and
training so we have enough of the right food grown
sustainably.

Large unmet health needs are present in both
developing and developed nations. In addition,
significant health inequalities exist within nation states.
Businesses can align their operations, employee skills
and societal and community investments to address
key health challenges.

58 million children of primary school-age were still out of
school in 2012. That’s one in ten children that don’t get
a basic education. Businesses have an opportunity to
take a proactive role in education in order to develop the
future workforce, foster innovation, and generate stable
and prosperous societies.

Ranked joint 6th in our survey of the top SDGs in
which practitioners think their organisations can
make the biggest difference.

Ranked 4th in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.

The global economy would be much stronger if 50% of the
world had better access to financial services, higher salaries
to invest, healthier options, and more access to higher
education. Companies can take steps internally to empower
and advance women in the workplace such as paying equal
pay for equal work, expanding access to products and
services for women and increasing opportunities related to
gender inequality throughout the value chain.
Ranked 5th in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.

6

7

8

9

ENSURE AVAILABILITY AND
SUSTAINABLE MANAGEMENT OF
WATER AND SANITATION

ENSURE ACCESS TO AFFORDABLE,
RELIABLE AND SUSTAINABLE ENERGY
FOR ALL

PROMOTE SUSTAINED, INCLUSIVE AND
SUSTAINABLE ECONOMIC GROWTH,
FULL AND PRODUCTIVE EMPLOYMENT,
AND DECENT WORK FOR ALL

BUILD RESILIENT INFRASTRUCTURE,
PROMOTE INCLUSIVE AND
SUSTAINABLE INDUSTRIALISATION
AND FOSTER INNOVATION

748 million women, men and children lack access to an
improved source of drinking water. More than 1/3 of the
global population live without basic sanitation facilities.
Through targeted investment, businesses can address
some of the most challenging social issues related to
water and sanitation and to meet the needs of some
of the poorest communities, including developing
innovative new products and services.

1.3 billion people currently have no access to electricity
worldwide, 97% of who live in Sub-Saharan Africa and
developing Asia. Businesses have an opportunity to
develop pioneering products and services to meet the
sustainable energy market. A step-change in investment
is required – especially in Sub-Saharan Africa.

ILO figures put total unemployment at 202 million people,
rising to 215 million jobseekers by 2018. Companies
can grow through new products, services and business
models to tackle this SDG. That might include training
programmes and apprenticeships, and ensuring people
have a legacy of skills and knowledge transfer.
Ranked 1st in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.

Ranked joint 6th in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.
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There is currently a $1 trillion global shortfall on basic
infrastructure investment worldwide as compared to
what’s needed. Providing finance and technical expertise
for solutions to infrastructure problems could prove to
be big business in the years ahead – future growth will
depend on robust infrastructure.
Ranked 2nd in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.
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10

11

12

13

REDUCING INEQUALITY WITHIN
AND AMONG COUNTRIES

MAKE CITIES AND HUMAN
SETTLEMENTS INCLUSIVE, SAFE,
RESILIENT AND SUSTAINABLE

ENSURE SUSTAINABLE
CONSUMPTION AND PRODUCTION
PATTERNS

TAKE URGENT ACTION TO
COMBAT CLIMATE CHANGE
AND ITS IMPACTS

Income inequality is at its highest level for the past
half century. The average income of the richest 10% of
the population is about nine times that of the poorest
10% across the OECD. Training and skills development
increases productivity and reducing discriminatory
barriers that prevent women, minorities and the
socially disadvantaged from fully participating can
create a stronger economy that makes better use of
the underlying talents of all its members.

Almost half of the world’s population currently lives in cities, and
by 2050 that is projected to increase to over 70%. Businesses
have a huge opportunity to develop new technologies, products
and services to address the needs of cities, such as: safe and
affordable housing; sustainable public transport systems;
meeting people’s needs for energy and water; and, creating
a built environment that can minimize the impacts of natural
disasters and reducing the environmental impact of cities.
Ranked joint 6th in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.

Companies should focus their attention on sustainable
production to bring responsibly produced products
to market. Ethical brands and eco-labels may never
become mainstream as only a minority of shoppers
identify with these niches. But we don’t have to wait for
mass awareness to create a step change in sustainable
business – we just need enough people to be aware to
create a change in the market.

97% of climate scientists agree that climate-warming trends
over the past century are very likely due to human activities.
The risks facing businesses include climate change policy
risk, reputational risk and market risks. Lowering emissions is
a thing of the past. Becoming net positive looks set to be the
new aspiration.

14

15

16

17

PROTECT, RESTORE AND PROMOTE
SUSTAINABLE USE OF TERRESTRIAL
ECOSYSTEMS, SUSTAINABLY MANAGE
FORESTS, COMBAT DESERTIFICATION,
AND HALT AND REVERSE LAND DEGRADATION AND HALT BIODIVERSITY LOSS

PROMOTE PEACEFUL AND INCLUSIVE
SOCIETIES FOR SUSTAINABLE DEVELOPMENT, PROVIDE ACCESS TO JUSTICE
FOR ALL AND BUILD EFFECTIVE,
ACCOUNTABLE AND INCLUSIVE
INSTITUTIONS AT ALL LEVELS

STRENGTHEN THE MEANS OF
IMPLEMENTATION AND REVITALIZE
THE GLOBAL PARTNERSHIP FOR
SUSTAINABLE DEVELOPMENT

Between 2000 and 2010, about 13 million hectares of
forest were lost worldwide each year, mainly due to
the expansion of large-scale commercial agriculture.
Deforestation accounts for up to 15% of global emissions
– which already negatively impacts 1.5 billion people
globally. Companies can take a collective approach to
change industry standards and practices; map the supply
chain to reveal impacts; and put a financial value on the
environment.

Violent conflict and instability is disruptive to markets.
The UNGC reports that in 2014, global economic losses
due to violent conflict amounted to over US$9.8 trillion.
There is a strong business case for incorporating conflictsensitivity and robust governance mechanisms into
corporate strategies. Such frameworks and strategies
should consider corporate policies and commitments
as well as impacts and transparent communication on
progress.

CONSERVE AND SUSTAINABLY
USE THE OCEANS, SEAS AND MARINE
RESOURCES FOR SUSTAINABLE
DEVELOPMENT
The livelihoods of around 3 billion people around
the world depend on marine and coastal resources,
generating millions of jobs in industries as diverse as
tourism, fishing, shipping, and biotechnology. Efforts by a
single company can only have a very limited effect if they
are not matched by others. Companies should identify
which particular maritime issue is most material to their
organisation and focus on a specific solution.

The SDGs offer a huge opportunity for businesses
to grow – profitably, sustainably and in a way that
has a positive impact on society.
Page 9
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Ranked 3rd in our survey of the top SDGs in which
practitioners think their organisations can make the
biggest difference.

The SDGs have employment, economic development
and consumption issues at their core. The private sector
can be a full and active partner in their delivery. Goals
and aspirations are one thing – what is really important
is the implementation of change on the ground. Big
international companies are some of the world’s great
problem solvers. They can meet social challenges
through constructive partnerships with company
stakeholders and the wider society; this shares costs and
builds capacity in society.

Over the coming years, we can look forward to
some pioneering innovations from businesses
that step up to the challenge.
From my world to our world | 2015 | © Corporate Citizenship
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The Business Opportunity for Action
At the launch of the SDGs, the starting point for some
was to ask: what is all this going to cost? We know that
some businesses are wary. Stung by experience, large
companies can be seen as cash cows by governments
(and NGOs) seeking quick investments to solve
‘problems’.
But it is a mistake to disregard the Global Goals as some
type of burden for commerce. Instead, we see a huge
opportunity.

business has been at the table designing the goals and will
now be looked upon to help deliver them.
The SDGs will become a global standard that will be
impossible to ignore. Our research indicates that whilst
awareness is currently high, the specific actions that
business may take are less clear to practitioners. We
expect this to change in the years ahead.

In 1987, the U.N.’s Brundtland Commission gave us the
now ubiquitous definition of sustainable development
as that which ‘meets the needs of the present without
compromising the ability of future generations to meet
their own needs.’

The SDGs can provide a profitable framework for business
growth; growth that is sustainable and has a positive
impact on society. Over the coming years, we can look
forward to some pioneering innovations from businesses
that step up to the challenge. As the opportunities
emerge, we hope that many more companies will move
from thinking about ‘my world’ to ‘our world’.

Twenty eight years later, we finally have a globally-agreed
framework for what this means in practice. Crucially,

Corporate Citizenship is working with companies around
the world on the SDGs:

WHAT CAN BUSINESSES DO?

WHAT CAN BUSINESSES DO?

ASSESS AND UNDERSTAND WHERE THEY
CURRENTLY ARE AND HOW THEY CAN
ALIGN TO THE MOST MATERIAL SDGS

DEVELOP SPECIFIC STRATEGIES OR
PROGRAMMES TO ADDRESS THE 2030
‘STRETCH’ GOALS

WHAT CORPORATE CITIZENSHIP CAN DO TO HELP

WHAT CORPORATE CITIZENSHIP CAN DO TO HELP

Our proprietary assessment tool can help
companies better understand the implications
and opportunities presented by the SDGs.

For over 15 years, we’ve been helping our
clients to develop robust and enduring
sustainability strategies.

WHAT CAN BUSINESSES DO?

WHAT CAN BUSINESSES DO?

MEASURE IMPACT AND
COMMUNICATE PROGRESS

ENGAGE IN EFFECTIVE PARTNERSHIPS
AND WITH WIDER STAKEHOLDERS

WHAT CORPORATE CITIZENSHIP CAN DO TO HELP

WHAT CORPORATE CITIZENSHIP CAN DO TO HELP

Our Impact for Change service can help
companies to identify opportunities for
enhanced impact, collaboration, the
development of new business models as well
as reputation enhancement.

We have a comprehensive understanding of
effective partnerships, drawn from years of
experience and research and have developed
a process to analyse strategic partnerships
and their effectiveness.
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About Corporate Citizenship
Corporate Citizenship is a global business consultancy
specialising in sustainability and corporate responsibility.
The team uses expert insight and a simplified approach
to sustainability to deliver growth and long-term value
for business and society. With teams in London, New
York, San Francisco, Santiago and Singapore we work
with clients on both a local and global level, to achieve
their commitments to responsible business behaviours

and sustainable practices. We advise on a number
of areas including strategy, community, engagement,
environment, supply chain, socio-economic impacts,
reporting and assurance – helping clients to make the
smart choices that will enable them to survive and thrive
in an increasingly challenging business environment.
For further information about the report and our services,
please contact us at mail@corporate-citizenship.com

Website: www.corporate-citizenship.com
Twitter: @CCitizenship

San Francisco:
901 Mission Street
Suite 105
San Francisco, CA 94103
T: 1-415-416-9580
E: info@corporate-citizenship.com

London:
5th Floor, Holborn Gate
26 Southampton Buildings
London WC2A 1PQ
T: +44(0)20 7861 1616
E: mail@corporate-citizenship.com

New York:
241 Centre Street
4th Floor
New York, NY 10013
T: 1-212-226-3702
E: info@corporate-citizenship.com

Santiago:
Nueva Costanera
3698 Of. 203
Santiago, Chile
T: +56 (2) 2247 9008
E: mail@corporate-citizenship.com

Singapore:
3 Fusionopolis Place
03-54, Galaxis Work Lofts
Singapore 138523
T: +65 9858 0359
E: Singapore@corporate-citizenship.com

DISCLAIMER: Every possible effort has been made to ensure that the information contained in this publication is accurate at the time of going to press, and
the publishers and author cannot accept responsibility for any errors or omissions, however caused. No responsibility for loss or damage occasioned.
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