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UN GLOBAL COMPACT: OVERVIEW

17,000+
businesses committed 
to the Ten Principles of 
the UN Global Compact

3,000+
non-business 

members

177
countries with UN 
Global Compact 

participants

60
Local Networks

100
million employees
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A TRANSFORMATIVE AGENDA 
To meet the needs of People & Planet

A FRAMEWORK 
for responsible business based on
UN declarations and conventions 
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“We cannot go on 

like this”
António Guterres, UN Secretary General 



6

Awareness

Public 
Consciousness

Social Media Transparency



Today, more brands now support 
the “make the world a better place” 
or to “leave the world better than 
we found it” idea.
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BRAND ACTIONS

● Take Responsibility

● Accountability

● Implement Transitional 
Shifts



SHIFT 1: 

From 

Environmental Sustainability 

To Sustainable Development
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+ +

1. CORPORATE SOCIAL 
RESPONSIBILITY (CSR)

2. ENVIRONMENT, SOCIAL, 
GOVERNANCE (ESG) STANDARDS

3. GREEN MARKETING

Businesses playing positive role in the 
community and considering the 

environment and social implications of 
business decisions

Embracing corporate policies 
that encourages brands to act 

responsibly

The promotion of 
environmentally friendly 
products, services and 

initiatives

INITIAL BRAND ADOPTIONS
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THE ROADMAP
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EXAMPLES

Unilever defines SDGs as 
“a once-in-a-lifetime 

opportunity” to promote 
sustainable growth that 

works for everyone



SHIFT 2: 

From Shareholder Economy

To Stakeholder Economy
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STAKEHOLDER ECONOMY:

● Investors

● Customers

● Communities

● Employees

● Partners

● Everyone
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The Great Outdoors

REI is helping its customers 

redefine outdoor life by 

implementing initiatives such as

● #OptOutside

● Cooperative Action Fund

● Path Ahead Ventures

● Wild Diversity



SHIFT 3: 

From Zero Impact

To Positive Impact
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Examples

Publishes progress reports 

annually highlighting achievements 

and future projections.

Morgan Stanley Impact Quotient 

provides clients with comprehensive 

framework on social and environmental 

impact preferences.



COMMUNICATING
SUSTAINABILITY
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THINK ABOUT SOCIETY CLIMB THE LADDER MAKE IT YOURS

+ +

Think about the impact your 
brand has on the society

Positive impact is the ability to 
provide unique functional, 

emotional and societal benefits

Make your desired impact 
related to your core business 

and brand identity

1 2 3
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DO, THEN SAY LEAVE A LEGACY MEASURE EVERYTHING

+ +

Celebrating your impact is the 
best way to celebrate your 

purpose

Aim to make a lasting and 
meaningful impact

Your impact must be 
measurable or try harder!

4 5 6



unitingbusiness.zone/v-es
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www.unglobalcompact.org

Find us on social media @globalcompact


