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As the Global Compact 
enters its second  

decade, it is my hope 
that this Yearbook will 

be an inspiration to 
bring responsible  

business to true scale.

We are not asking you 
to do something  

different from your 
normal business; we 
are asking you to do 

your normal business 
differently.

Understanding global 
mega-trends is crucial. 

We live in times of 
multiple, evolving and 
mutually-reinforcing 

shifts.

““ “
António Guterres, 

UN Secretary-General 2017-
Ban Ki-moon,  

UN Secretary-General 2007-2016
Kofi Annan,  

UN Secretary-General 1997-2006
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The Global Goals Yearbook is a publication in support of the Sus-
tainable Development Goals (SDGs) and the advancement of cor-
porate sustainability globally. As a grassroots publication it offers 
proactive and in-depth information on key sustainability issues and 
promotes unique and comprehensive knowledge-exchange and 
learning in the spirit of the SDGs and the Ten Principles of the Glob-
al Compact.

The publication helps to advance transparency, promotes the shar-
ing of good practices, and, perhaps most significantly, gives a strong 
voice to the regional and global actors that are at the heart of the 
sustainability agenda.

Therefore, the Global Goals Yearbook includes good practice ex-
amples, positions, and opinions of both corporate and civil society 
participants, and it showcases different approaches for the imple-
mentation of the SDGs. In addition, a substantial editorial frame-
work under the direction of the macondo foundation and the inclu-
sion of an Editorial Board will highlight major sustainability trends 
and issues, thus placing the activities of Yearbook participants into 
a broader context.

Participation is open for all companies who commit themselves to 
the United Nations Sustainable Development Goals, whether they 
are participants of the Global Compact or any other UN initiative or 
not. True engagement is what matters.  

Since its launch in 2009, the Global Compact International Yearbook 
has emerged as perhaps the world’s most influential annual publi-
cation for corporate sustainability. The total circulation is 10,000 
printed and more than 400,000 digital copies. 

We cordially invite you to participate in the next edition of the  
yearbook! Don´t miss this unique opportunity to make a difference. 

Sincerely

 
Dr. Elmer Lenzen 
Publisher
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About us

Let us introduce ourselves

The Global Goals Yearbook is published under the auspices of  
the macondo foundation in cooperation with United Nations  
Publications. The books are not made for commercial intentions. 
macondo foundation is a non-profit organization founded by Marion 
& Elmer Lenzen, pioneers in corporate sustainability communica-
tion. We have been among the very first publishers worldwide to 
join the UN Global Compact and the Global Reporting Initiative. The 
macondo foundation support the following charitable purposes: the 
promotion of science and research; the promotion of art and culture; 
the promotion of nature conservation, environmental protection and 
coastal protection; the promotion of tolerance in all areas of soci-
ety and international exchange; the promotion of animal welfare; 
the promotion of development cooperation; the promotion of civic 
engagement. Why we do this? We understand it is not enough to 
show that sustainability works. You must help and build capacities 
to make it work.

How it all came to be …

It all started on the edge of the Johannesburg Earth Summit in 
2002. Then Secretary General Kofi Annnan made use of the summit 
to promote its vision of collective leadership for sustainable devel-
opment. It was the dawn and start time of what then became the 
broad global management trend towards Corporate Social Respon-
sibility. We here at macondo joined the UNGC in 2002 and started a 
German publication about the 10 principles in 2004. It was the first 
ever periodic on CSR within the UN.

Five years later the UN Global Compact was preparing its 10th an-
niversary. macondo again was at the top of the preparations and we 
contributed pro bono a huge exposition reviewing work and mile-
stones of the UNGC. The exhibition walls were displays in the vener-
able entrance of the UN Assembly Hall. At the same time the Global 
Compact International Yearbook started and was rebranded in 2018 
as Global Goals Yearbook to meet the new needs of the sustainable 
development debate. Over the years the yearbooks became a world 
leading publication on corporate sustainability.
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How it works

You can participate in the Yearbook as a content partner and spon-
sor (see “Financing model”). The number of participants is limited to 
a maximum of 50 per year. The Yearbook includes good-practice ex-
amples of your corporation thus showing precise ways to adopt the 
ten principles. Silver partners contribute a two-page good practice 
example, Gold partners add an in-depth report on their SDG-related 
activities with a fourpage good-practice example. Every case study 
includes pictures and your corporate logo. Of course all texts pass 
lectorship and the draft layouts are individually coordinated with 
you. In addition, a substantial editorial framework highlights major 
trends and issues, globally and regionally, placing your activities as 
forward-thinking company in a broader context.  

Outreach 

The Global Goals Yearbook is published in English to target a glob-
al audience, including Global Compact participants and relevant 
stakeholders. The total circulation is 10,000 printed copies and 
more than 400,000 downloads. Copies are distributed to UN organ-
izations, many Global Compact companies, local networks, relevant 
international NGOs, stakeholders, journalists, and analysts as well 
as to international book fairs and related conferences. Global Compact International Yearbook 2016 Global Compact International Yearbook 201696 97

Areas with weak health infrastructure  
 – mostly in developing countries – will 
be the least able to cope with the nega-
tive health effects of a fossil fuel-based 
energy system or the indirect effects of 
climate change on their communities 
without assistance in preparing for, and 
responding to, the impacts of climate 
change.

In this context, in addition to the mitiga-
tion efforts already being carried out by 
Sanofi and its commitment to reducing 
greenhouse gas emissions, Sanofi brings 
its value by raising awareness about 

the consequences of climate change on 
health and by providing health solutions 
for climate-sensitive diseases. 

Raising awareness about the 
impacts of climate change on health

Sanofi began addressing the climate 
change and health nexus a few years 
back. We set up an internal working 
group whose mission was to define the 
role that we should play on this issue  
 – as a global health leader, Sanofi has 
a responsibility to address the threats 
posed by climate change. We developed 
a dedicated advisory board with external 
experts from the climate and health 
fields. This enabled us to better under-
stand the stakes related to the impacts 
of climate change on health and identify 
areas in which we would have the great-
est added value. 

Our Chief Executive Officer, Olivier  
Brandicourt, embodies our commitment 
to tackle the impacts of climate change 

on health. In June 2015, he was one of  
the few CEOs from the pharmaceuti-
cal sector who signed a statement to 
support the publication of the Lancet 
Commission’s report on climate change 
and health. On November 27, 2015, on 
the eve of COP 21, Mr. Brandicourt pub-
lished an op-ed in the French newspaper  
Le Monde. This op-ed called for integrat-
ing health into the official negotiations 
of COP 21. It was translated into several 
languages and published in major news-
papers in Brazil, Germany, India, Spain, 
and the United States.

This strong commitment also material-
ized through our involvement in COP 21. 
We were the only pharmaceutical com-
pany to be an official partner of COP 21. 
We also organized a series of events in 
December in Paris to raise awareness 
about the impacts of climate change 
on health, including a roundtable with 
representatives from international or-
ganizations (WHO, UN Foundation) and 
a public conference with non-profit  

In its report published in June 2015, the 
Lancet Commission on health and climate 
change warned about the threat that cli-
mate change represents for health: “The 
effects of climate change are being felt 
today, and future projections represent an 
unacceptably high and potentially cata-
strophic risk to human health. The im-
plications of climate change for a global 
population of 9 billion people threatens 
to undermine the last half century of 
gains in development and global health.” 

There is therefore a need for the interna-
tional health community – public and 
private – to get mobilized to address this 
health challenge – and Sanofi is ready 
to play its part.

Climate change directly and indirectly 
affects social and environmental deter-
minants of health, such as clean air, safe 
drinking water, nutrition, etc. Although 
global warming may bring some localized 
benefits, such as fewer winter deaths in 
temperate climates and increases in food 

production in certain areas, the health 
effects of a changing climate are likely 
to be overwhelmingly negative. Climate 
change is expected to lead to increases in 
ill health in many regions, and especially 
in low-income countries. Direct effects 
include temperature-related illnesses and 
death during extreme weather events. 

Indirect impacts include the influence 
of climate on microbial populations, the 
distribution of vector-borne diseases, host 
resistance to infectious agents, food and 
water shortages, food-borne diseases, and 
the consequences on non-communicable 
diseases such as cardiovascular and res-
piratory diseases. 

PLAYING OUR PART IN 
ADDRESSING THE IMPACT OF 
CLIMATE CHANGE ON HEALTH

The year 2015 marked a turning point in the fight against climate change. The signing of the 
Paris Agreement during COP 21 in December marked an important step in the move toward 
limiting an increase in global temperatures. This agreement is not just a climate agreement;  
it is also a major health agreement. Indeed, as the World Health Organization (WHO) points out: 

“Between 2030 and 2050, climate change is expected to cause approximately 250,000 additional 
deaths per year, from malnutrition, malaria, and diarrhea to heat stress.” 

By Gregory Lamory, Sanofi

Sanofi Pasteur, Neuville-sur-Saône site
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Throughout the years, Athens Interna-
tional Airport S.A. (AIA) has consistently 
responded to growing sustainability chal-
lenges by practicing effective corporate 
governance and implementing adaptable 
and innovative entrepreneurial solu-
tions. AIA has effectively responded to 
emerging adversities and adjusted its 
strategy in order to continue delivering 
solid financial and non-financial value 
to its stakeholders.

AIA approaches corporate responsibil-
ity (CR) in an integrated way that aims 
at promoting the sustainability of all 
aspects of its operations and develop-
ment. CR is implemented as a struc-
tured governance system, embedding 
international best practices with respect 
to planning, implementing, measuring, 
and transparently reporting on its non-
financial performance. 

AIA’s Policy for Corporate Responsibility 
is deployed as a cross-departmental effort 
through a contemporary three-level CR 
governance structure: CR Strategy (Ma-
teriality Analysis and CR Action Plan), 
CR Integration (alignment with stand-
ards and reporting), CR Implementation

(embedding across AIA units and de-
partments).

In line with keeping the company’s com-
mitment to the United Nations Global 
Compact since 2008, AIA has adopted 
and upheld the related sustainability 
principles for human rights, labor re-
lations, environmental impacts, and 
anti-corruption. 

AIA has issued its Corporate Responsibility 
Report annually since 2003. The report 
conforms to contemporary international 
sustainability reporting guidelines such as 
the Global Reporting Initiative Standards 
(2016), including the GRI G4 “Airport Op-
erators Sector Disclosures,” for which AIA 
was a major contributor during a two-year 
international project. Furthermore, the 

CR report fulfills ongoing commitments 
made toward the United Nations Global 
Compact for Communication on Progress.

In order to maximize the added value of 
the CR reporting process, AIA engages in 
external assurance by an independent 
auditing firm for ensuring accuracy and 
completeness of disclosures as well as 
adherence to applicable standards. 

AIA’s materiality

The development and continuous updat-
ing of AIA’s CR strategy is based on the 
regular redefinition and prioritization 
of material issues, namely those with a 
significant impact on the company and 
its stakeholders. 

The Materiality Analysis is an essential 
corporate practice that identifies sustain-
ability priorities, structures the related CR 
Action Plan, determines the content of the 
CR report and constitutes the focus of the 
independent CR assurance processes. The 
Materiality Analysis incorporates the in-
put from airport community stakeholders 
with respect to their perceived influence 
on material issues.

Linking AIA’s business objectives with 
the SDGs

AIA acknowledges the SDGs and the  
United Nations’ Agenda 2030 for con-
tributing to the collective effort of ad-
dressing the world’s most pressing social, 
economic, and environmental challenges. 
We are fully aware that the SDG agenda 
cannot be realized without meaning-
ful engagement by the business sector. 
We are also mindful of our core SDG 
responsibilities and seek to ensure that 
our operations do not hinder this agenda 
and that we address our social and envi-
ronmental impacts in a coordinated and 
effective manner. 

Hence, the 17 Sustainable Development 
Goals can be directly correlated with 
business activities. This is also the case 
for AIA, as the company’s sustainability 
approach has a direct impact on most of 
the Goals. Specifically, for the material 
issues derived from AIA’s Materiality 
Analysis, the correlation is mapped in 
the figure below:

Engaging for the Goals

Our membership in business associations 
and our presence in various sustainability 
networking events enable us to demon-
strate our practices and share expertise. 
AIA is an active member of numerous 
sustainability-related associations, includ-
ing the local UN Global Compact Network. 

AIA recognizes that neither business nor 
government actions alone will be enough 
to deliver the transformation toward a 
sustainable future. We can only real-
ize our joint goals of long-term growth 
and shared prosperity by collaborating 
across society. For that matter, AIA has 
been particularly active in pursuing the 
critical SDG 17 by exerting its network-
ing leverage to revitalize cooperation 
for sustainable development. In that 
respect, AIA contributes to the discus-
sion of aligning the public and private 
sectors for a common approach to SDGs 
by hosting relevant roundtable discus-
sions (such as the discussion during the 
Athens Democracy Forum, organized 

by the NY Times in September 2016) 
and by joining the forum for addressing 
SDGs in the public sector (organized by 
the Greek Ministry of Foreign Affairs in 
May 2016). AIA also supports business 
conferences on the SDGs, such as the one 
organized jointly by CSR Hellas and the 
Greek Business Council for Sustainable 
Development in March 2017.

In conclusion

We at Athens International Airport be-
lieve that there is a strong argument for 
corporate responsibility and accountabil-
ity and for respecting globally recognized 
principles as part of our day-to-day opera-
tions. This belief is strengthened further 
when considering how our activities im-
pact the global sustainability agenda. By 
aligning our sustainability commitments 
with the “big picture,” we maintain our 
corporate reputation of being a prudent, 
respectful, and responsible operator that 
nurtures employee loyalty, secures our 
dependability with our business partners, 
and raises the public’s confidence in us.  

With a corporate goal to create sustainable value to all stakeholders by offering value-for-money 
services, AIA has implemented a successful development strategy in both its aeronautical and 
non-aeronautical sectors. With AIA’s operational success being based on stakeholder cooperation, 
the company operates in a socially and environmentally responsible way, providing stakeholders 
with an operating and working environment that meets the increasing demands regarding quality, 
safety, and security issues. 

AIA'S APPROACH TO 
CORPORATE RESPONSIBILITY: 
EMBEDDING THE SDGs

By Pakis Papademetriou, Athens International Airport
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Digital technologies are already changing 
our everyday lives. Internet connectiv-
ity enables a multitude of innovative 
products and services that bring forth 
opportunities and challenges alike. Bosch 
aims to contribute to actively shaping 
the transition to a connected world and 
harness its potential in the best possible 
manner. To this end, the company draws 
on its decades of expertise in the automo-
tive, energy, building, and industrial tech-
nology sectors. Today, Bosch is one of a 
handful of technology companies around 
the world that are capable of offering 
connected solutions from a single source. 

With its engines, household appliances, 
or heating systems, the company not only 
provides traditional hardware, but also 
offers its customers the very sensors and 
software that make the internet of things 
(IoT) possible. What is more, Bosch has 
launched its own cloud for IoT solutions 
that will soon also be available to its 
customers, and the company is consist-
ently expanding its portfolio of networked 
services with the aim of improving the 
quality of life of current and future gen-
erations. It is doing this in every sphere, 
from day-to-day life and road traffic to a 
climate-friendly energy supply.

Growth through integration

Creating the right service package for 
every product opens up myriad growth 
opportunities in every field of business. 
Of some 59,000 Bosch researchers work-
ing around the world, about a third are 
active in software development, and 
more than 3,000 focus their efforts 
on the internet of things. Since this 
dynamic market shows great promise 
for the future, Bosch has set up agile 
business units to respond to its fast-
changing requirements. For instance, 
at the beginning of 2016, the company 

created a subsidiary for smart home so-
lutions. As a leading full-range provider 
of innovative technologies, Bosch has 
secured its long-term growth while at 
the same time creating attractive jobs 
for highly qualified specialists. Here, too, 
connected products and services are the 
basis of the company’s activities. The 
following three examples illustrate how 
Bosch is contributing toward achieving 
major sustainability goals. 

Saving energy with smart homes

Bosch is working flat out to drive the de-
velopment of the smart connected house 
forward. By 2020, 230 million house-
holds around the world are expected to 
be equipped with smart building technol-
ogy – representing a market share of 
15 percent. With a smart home system, 
users can connect lighting, smoke detec-
tors, and household appliances to one 
another via a central control system, 
which they can then manage remotely 
using their smartphones or tablets. In 
the morning, a self-regulating heating 
thermostat ensures a comfortable room 
temperature while reducing energy con-
sumption at night or when homeowners 
are away. What is more, via the Home-
Com Pro web portal, Bosch technicians 
can connect directly to their customers’ 
heating systems to gain a quick overview 

of status, give advice in the event of a 
malfunction, or prevent unnecessarily 
high energy consumption.

Connected mobility: More comfort, 
less fuel consumption

Studies have shown that the search for 
a parking spot accounts for a third of 
urban traffic. Looking for parking is 
not only nerve-wracking, it also leads 
to higher fuel consumption. Against 
this backdrop, in 2016 Bosch launched 
a pilot project in metropolitan Stuttgart. 
To reduce road traffic and protect the 
environment, the company monitors 15 
park-and-ride facilities with sensors to 
assess whether parking spots are vacant 
or occupied. The data is then transmitted 
to the internet via the IoT cloud, where 
a map of free parking spots is created 
in real time. All information can be ac-
cessed via an app or the website of the 
Stuttgart public transit authority (VVS). 

Bosch is also currently working with 
partners to put another connected mobil-
ity concept into practice: With a digital 
mobility assistant, users can determine 
their optimal route with different modes 
of transport – including transfers to 
e-bikes, buses, and trains. The aim is to 
reduce traffic jams and CO

2 emissions 
and increase users’ willingness to leave 

their cars at home more often. With this 
joint project, the participating companies 
won the Baden-Württemberg Ministry of 
Transport and Infrastructure’s “moveBW” 
competition. 

Smart energy networks: Flexible use 
of wind and sun

Intelligent energy management is gain-
ing significance. The large power stations 
of the past are giving way to many smaller, 
decentralized facilities. Many of these 
use wind or solar power. The challenge 
lies in integrating these small power sta-
tions into the grid in such a manner that 
the power supply is consistently reliable 
regardless of weather fluctuations. Bosch 
has developed the technology required to 
do this, and networking plays a central 
role here as well. The company provides 
energy suppliers with software that can 
be used to create virtual power stations 
out of a combination of various power 
generation and storage facilities. 

Among other things, these examples 
clearly show that connected products and 
services help conserve finite resources 

– and thus also contribute to achieving 
important sustainability targets.

In a digitized environment, people, objects, and machines are connected to one another. These 
networks also open up new areas of application that promote sustainability. They make house-
hold appliances and vehicles more efficient, and make it easier to use renewable sources of 
energy reliably. Bosch is making an active contribution to shaping this development with 
innovative solutions in all of its business sectors. These allow value creation while at the same 
time conserving natural resources.

SUSTAINABLE NETWORKS 

By Bernhard Schwager, Bosch

THE BOSCH GROUP

The Bosch Group is a leading 
global supplier of technology and 
services. It employs roughly 
390,000 associates worldwide (as 
of December 31, 2016). Its opera-
tions are divided into four business 
sectors: Mobility Solutions, Indus-
trial Technology, Consumer Goods, 
and Energy and Building Technol-
ogy. The Bosch Group comprises 
Robert Bosch GmbH and its rough-
ly 450 subsidiaries and regional 
companies in some 60 countries.
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By Jennifer Dobarro Boyer, FEDA

For 2017, Andorra has set itself the ob-
jective of consolidating the country’s 
efforts to open up beyond its borders, 
renew the Andorran educational sys-
tem, and improve its communication 
infrastructure with the construction of 
a national heliport.

However, one major challenge that 
stands out within the environmental 
arena is the commitment to energy diver-

sification and sustainability. The major 
global challenges in this matter are also 
of concern to Andorra. Problems such as 
climatic change and global warming can 
have a direct impact in a country where 
the economy is very closely linked to 
snow and mountain tourism. 

In 2015, Andorra was one of the first 
countries to present its national contribu-
tion to the agreement to fight climatic 
change (COP21). In 2016 it was present at 
the signing of the New York Agreement, 

which envisages a 37 percent reduction 
in emissions up to 2030, and emissions 
neutrality by 2050.

In Andorra, the main sources of gas 
emissions with a greenhouse effect are 
transport and heating.

Andorra ranks second in the world for 
the number of electric cars

In transport matters, the country has a 
program in place to encourage the use 

of electric vehicles, with public monies  
covering up to 50 percent of the  
vehicle cost. The Principality now ranks 
second in the world for the number of  
electric cars, and in 2016 electric vehicles  
accounted for 6 percent of registrations. 
Andorra has achieved this feat in just a 
month and a half, when the initial tar-
get was to reach this level over a period 
of three years. This shows that citizens  
believe in this new mode of mobility.

FEDA will play a very important role 
in this change of mobility model by  
deploying a network of charging stations 
throughout the country. The network 
currently has eight charging points, each 
with two charging points, and it covers 
all of the country’s parishes. These charg-
ing points will provide extra support for 
domestic systems, and this deployment 
will continue in 2017. 

FEDA promotes the use of electric  
vehicles, subsidizing the first two hours at 
charging points on public roads as well as 
50 percent of the rental cost of domestic  
charges. Together with the Automobile  
Club of Andorra, it also organizes  

“Electric Mobility Days,” during which 
the public can try out various electric 
mobility solutions: vehicles, motorcycles, 
scooters, bicycles, and Segways.

In other mobility-related matters, FEDA 
wants to be a pioneer in the introduction 
of hydrogen-battery-powered vehicles in 
the Principality and in the production of 
local hydrogen through water electrolysis  
using photovoltaic solar energy. To make 
this implementation possible, a trans- 
Pyrenean project team has been created  
with the participation of Andorra,  
Catalonia, Aragon, and France. A hydrogen  

corridor will be created, and this will 
help to increase the network of European  
corridors using this technology. This 
corridor is formed by the three  
Pyrenean states, and specifically by the 
zones of Rodez, Albi, Pamiers, Andorra, 
Fraga, Tarragona, Huesca, and Zaragoza. 
These regions will have several hydrogen  
recharging stations with different technol-
ogies and 16 hydrogen-battery-powered 
vehicles to demonstrate their viability.

2016 – the year that the country’s 
first cogeneration plant commenced 
operations

Within the second area, heating, FEDA 
brought Andorra’s first cogeneration 
plant and heat network into operation 
under the FEDAECOTERM brand. In 
addition to producing electricity, the 
new infrastructure also supplies urban 
heating to major consumers in the town 
of Soldeu, and 70 percent of potential 
customers have been connected to the 
heat network since it started operating 
in December 2016. The fuel used to  
produce hot water and electricity is  
liquefied natural gas. This is the fossil  
fuel with the lowest environmental 
impact.

The plant represents the first cornerstone 
of the new national energy policy, which 
is aimed at increasing domestic produc-
tion and moving toward a more sustain-
able energy model that is less dependent 
on external suppliers. Accordingly, the 
objective of producing 30 percent of the 
energy that we consume, which was 
already established in Andorra’s White 
Paper on Energy, is now a little closer, 
thanks to this new plant. It will be able 
to increase the electricity produced in 
Andorra by more than 10 percent, which 
is the equivalent of approximately 2 per-
cent of overall electricity consumption.

Another similar project will soon see 
the light in the years to come. This is 
the Waste Treatment Plant of Andorra, 
situated in the capital, Andorra la Vella. 
The main aim of the project is to take 
advantage of the residual heat from the 

waste treatment plant by increasing 
its efficiency, currently 60 percent, to 
more than 80 percent, in order to heat 
water and distribute it through an urban 
heat network that will pass through a 
large area of the capital. This project 
will help to improve the value of waste 
treatment, and it will lead to a reduction 
in CO2 emissions, thanks to the fact that 
gasoil heating will be substituted by the 
residual heat generated at the center.

FEDA is leading a very ambitious 10-
year investment plan with the aim of 
encouraging domestic production and 
promoting renewable energies as well as 
making Andorra a more sustainable and 
competitive country through attractive 
energy costs. 

ANDORRA’S CHALLENGES: 
A MORE OPEN AND MORE 
COMPETITIVE COUNTRY

RELEVANT DATA 2016

Population of Andorra:  
73,105 inhabitants

Electrical energy demand:  
583.5 GWh

Electrical energy production:  
98.5 GWh (17% of demand)

Electrical network of  
705 km (83% underground)

33,559 FEDA customers

SAIDI:  
4.92 min
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Distribution 

The Global Goals Yearbook is distributed in cooperation with United 
Nations Publications (UNP), the source for more than 5,300 titles 
produced by the UN organization and its key agencies. In addition, 
UNP works with 90 sales agents in 61 countries to facilitate distri-
bution of all titles. Additionally, UNP operates bookshops at the UN 
Headquarters in New York and the UN office in Geneva. Every year, 
we attend key trade shows and conferences to promote our main 
titles and new releases.

Beside printed versions macondo foundation offers the digital  
edition of the yearbooks for free (PDF and eBook).

THE PLASTIC PLEDGE

Global Compact International Yearbook 2017 Global Compact International Yearbook 201764 65

  

 

1

DESIGN &
PRODUCTION

RECYCLING
Radically improved economics & quality

other material 
streams

CREATE AN EFFECTIVE 
AFTER-USE PLASTICS ECONOMY

3DECOUPLE PLASTICS FROM
FOSSIL FEEDSTOCKS 2DRASTICALLY REDUCE THE

LEAKAGE OF PLASTICS INTO
NATURAL SYSTEMS & OTHER
NEGATIVE EXTERNALITIES

leakage
energy recovery

ad and/or compostin
gUSE

REUSE

In January 2016, the World Economic Forum, the Ellen Mac-
Arthur Foundation and McKinsey & Company published the 
report The New Plastics Economy – Rethinking the future of plastics. 
It was produced as part of MainStream – a multi-industry, 
global initiative that aims to accelerate business-driven in-
novations and help scale the circular economy. For the first 
time, the report provided transparency on global plastics 
material flows and associated economics.

The New Plastics Economy offers a much-needed fundamen-
tal rethink for plastics and plastic packaging. It presents an 
ambitious target, enhancing system effectiveness to achieve 
better economic and environmental outcomes while continu-
ing to harness the many benefits of plastic packaging. This 
bold vision builds on and aligns with the principles of the 
circular economy, an economic model that is restorative and 
regenerative by design.  

A vision of a more effective system, in line  
with the principles of the circular economy

FORMAT DESIGN  $50 - $70 PER TONNE 
 
Examples include design choices relating to: labels; sleeves; inks and direct printing;  
glues; closures and closure liners; (silicone) valves, pumps, and triggers; attachments  
and tear-offs; and the form or shape of the packaging.

POLYMER CHOICE  $25 - $40 PER TONNE 
 
Replacing PVC in packaging applications with more common polymers would remove a 
source of contamination in the PET recycling process and thus positively impact the yield 
and recycled PET price.

PIGMENT CHOICE  $15 - $20 PER TONNE 
 
Coloring plastics using pigments reduces the value of the recycled materials. Therefore, 
moving a greater share of plastic packaging from colored or opaque materials to clear  
or light-colored translucent materials would create substantial value in the  
after-use system.

ADDITIVE CHOICE  AT LEAST $5 PER TONNE 
 
Certain additives used in plastic packaging have a negative impact on recycling, even 
though the precise extent is unclear. For example, PET bottle-to-bottle recyclers have 
reported discoloration of the recycled material due to certain additives, leading to an esti-
mated 30 percent decrease in revenues.

THE NEW PLASTICS ECONOMY AND ITS THREE AMBITIONS

Source (left and right): The New Plastics Economy – Rethinking the Future of Plastics

THE CASE FOR RETHINKING PLASTICS STARTS WITH PACKAGING…

Implementing four areas of packaging design changes could have a positive impact on recycling economics amounting 
to $95-$140 per tonne collected ($1.1 – $1.6 billion in OECD countries).

JAPAN
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JAPAN
The Sustainable Development Goals in

A critical aspect of the Sustainable Development Goals (SDGs) is to leave no one 
behind. Cooperation between governments and the private sector that goes beyond 

geographical borders is imperative for achieving this goal. The global mission to propel 
the world a step closer to achieving the SDGs is one that intermittently intertwines 

business and individuals from various walks of life. However, it seems Japan and her 
people are too shy to transmit such efforts to the world. As a leader in technological 
innovation – a critical driving force in achieving the SDGs – Japan has great potential 
to also be a leader in bringing the world together to move forward with this collective 

goal. Introducing pieces by the Japanese Ministry of Economy, Professor Jeffrey D. 
Sachs of Columbia University, and a joint report by IGES and GCNJ, this yearbook is 

the first attempt to offer an overview of the key players within Japan and the  
cross-country collaboration necessary for the country to grow into this role. 
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offers an opportunity for DiCaprio to combine his work as 
a major Hollywood artist with his longtime role as an envi-
ronmental philanthropist and activist. The 39-year-old actor 
credits former US vice president-turned-environmentalist Al 
Gore for sparking his interest in green issues. After meeting 
Gore at the White House, DiCaprio was stunned to learn how 
serious the mounting environmental threats to the Earth 
actually were.

“I’ve been blessed with a lot of fortune and ... it was really Al 
Gore who really got me interested in climate change. He talked 
to me for a long time about the subject and I was blown away. 
I’d never even heard anything about this. … But from that mo-
ment on, I decide to commit myself to environmental work and 
make it a major part of who I am and what my life is all about.”

In 2014, DiCaprio and Gore both attended the United Nations 
summit on climate change held in New York City. It was an 
unprecedented gathering of 120 world leaders and came amid 
urgent calls for action to put the planet on course toward re-
versing global warming. Hosted by UN Secretary-General Ban 
Ki-moon, the summit was the first high-level gathering since 
the 2009 Copenhagen conference on climate change, which 
ended in disarray. Both also participated in the UN Private 
Sector Forum, which was organized by the Global Compact 
together with UN partners.

Ban named DiCaprio as “Messenger of Peace” with a special 
focus on climate change, and the bearded movie star was 
deeply appreciative. More importantly, the 39-year-old actor 

gave a powerfully moving speech to the United Nations assem-
bly. One of the key passages of his address was the following:

“Every week, we’re seeing new and undeniable climate events, 
evidence that accelerated climate change is here now. We know 
that droughts are intensifying, our oceans are warming and 
acidifying, with methane plumes rising up from beneath the 
ocean floor. We are seeing extreme weather events, increased 
temperatures, and the West Antarctic and Greenland ice sheets 
melting at unprecedented rates, decades ahead of scientific 
projections. None of this is rhetoric, and none of it is hysteria. 
It is fact. The scientific community knows it, industry and 
governments know it, even the United States military knows it. 
The chief of the US Navy’s Pacific command, Admiral Samuel 
Locklear, recently said that climate change is our single great-
est security threat. The time to answer the greatest challenge 
of our existence on this planet is now. You can make history 
or be vilified by it.”

These stirring words are testimony to DiCaprio’s belief in the 
validity and importance of his environmental work. Here he 
explains how he became involved in environmental activism, 
what it means to him, and what it should mean to us. As yet 
one more sign of his eco-minded thinking, DiCaprio contrib-
uted $ 50,000 toward the making of the documentary film 52: 
The Search for the Loneliest Whale, produced by fellow Hollywood 
star Adrian Grenier (Entourage) and Joshua Zeman. That sum 
helped complete the Kickstarter fundraising goal, which will 
allow the documentary to be made and involves an oceanic 
expedition set to begin this fall. 

CSR in 2015Agenda

Leo, what can you say to people about how we should look at the issue 
of the environment and similar green causes?

DiCaprio: It’s staggering for me to see how we are wasting 
time when it comes to dealing with critical issues that are 
threatening our planet. People think that because we don’t 
have to face up to catastrophic threats today, that somehow 
the future will be OK. That’s a terrible and cynical kind of at-
titude, and we have to work together and take steps to protect 
our environment now, and not when it will be impossible to 
make a difference.

Aside from your work as an actor, you have become seriously involved 
in making and producing films on your own about environmental 
issues. How did that come about?

DiCaprio: It really started when I saw [the Al Gore documen-
tary] An Inconvenient Truth. It was the first time I really saw in 
my lifetime a documentary or a film affecting our culture and 
affecting a global conversation like never before.

Film is a very powerful medium. Al Gore explained the science 
for the first time, not necessarily in layman’s terms, but in a 
way that people really understood. … From that moment on 
I decided to get involved in a serious way because there was 
no way I could just do this part-time. It had to become a major 
part of who I am and how I saw my role in life.

That’s how I became heavily involved in being outspoken 
about it. You know, a lot of times the environment was way 
in the back of the newspaper in a small, little item. And then, 
that movie came out ... and suddenly it was a major issue that 
people were starting to debate and discuss, and I wanted to be 
part of the process and move the dialogue forward.

You also hosted and organized a record-breaking charity auction at 
Christie’s in April 2013, where you raised nearly $ 40 million. Do you 
count on your celebrity friends to take up the challenge?

DiCaprio: It’s amazing to see how many people are willing 
to get involved if you give them a little encouragement and 

INTERVIEW WITH LEONARDO DiCAPRIO

LEONARDO DiCAPRIO FOUNDATION

In 1998, Leonardo DiCaprio established his foundation 
with the mission of protecting the world’s last wild places. 
Since that time the Leonardo DiCaprio Foundation (LDF) 
has worked on some of the most pressing environmental 
issues of our day. LDF implements solutions that help 
restore balance to threatened ecosystems, ensuring the 
long-term health and well-being of all Earth’s inhabitants. 

Through grantmaking, public campaigns, and media initia-
tives, LDF brings attention and needed funding to four focus 
areas – protecting biodiversity, oceans conservation, wild-
lands conservation, and climate change. Several successful 
fundraising events have enabled LDF to scale-up our grant-
making strategy, successfully driving support for innovative 
and impactful conservation projects around the globe.

Leonardo’s website and social media platforms are also 
dedicated to inspiring the public to take action on key 
environmental issues. Growing in reach from just 500,000 

followers in 2007 to more than 25 million in 2015, Leon-
ardo’s fans have engaged on an array of issues protecting 
key species – sharks in California, tigers in Asia, elephants 
in Africa – and calling on world leaders to address climate 
change.

In acknowledgement of LDF’s impactful work over the 
last 15 years, Leonardo recently was designated as the 
United Nations Messenger of Peace for Climate Change 
and received the 2014 Clinton Global Citizen Award. In 
addition to founding LDF, Leonardo also serves on the 
board of several environmental organizations, including: 
World Wildlife Fund, Natural Resources Defense Council, 
National Geographic’s Pristine Seas, the funders’ collabo-
rative Oceans 5, and the International Fund for Animal 
Welfare.

 
Source and more information: leonardodicaprio.org
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CLIMATE CHANGE

representing 60 percent of global market capitalization make 
such disclosures through CDP. 

Why do they do so? Because environmental disclosure is a 
business opportunity, with bottom-line benefits such as sav-
ing an average of $1.2 million in interest on debt, attracting 
investment, improving valuations, and opening up a $5.5 
trillion market in low-carbon goods and services. Companies 
who show investors and owners that they take this issue seri-
ously and have a plan in place to tackle it will enjoy a lower 
cost of capital in the future against those that do not. The 
bottom line is that disclosing helps companies build resilient 
businesses – and these businesses make money from the 
opportunities in the low-carbon economy. 

Companies from every industry now include climate-related 
targets in their business strategies, incentivize their employees 
to meet them, and employ experts on their boards to deliver 
them. Many, though, like much of the energy sector, have 
work to do to align their businesses with the goals of the 
Paris Agreement. 

Investor perspective 

Investors, too, are waiting to capitalize on these opportunities. 
With trillions of dollars at risk, they know that limiting global 
temperature rise to well below 2°C is critical for safeguarding 
investment. They are focused on better understanding the tran-
sition’s winners and losers, and information is fundamental to 
their decisions. When CDP began 15 years ago, some investors 

responded that climate risk was simply not a major issue for 
them or their clients. Now, access to data and insights has 
fundamentally changed how investors understand natural 
capital risks in their portfolios. 

Investors representing assets worth more than $100 trillion 
now ask companies to disclose their management of climate, 
water, and deforestation risk. The biggest global index provid-
ers – including S&P and STOXX – today have low-carbon 
indices to drive investment to the sustainable companies of 
the present and the future. Using CDP data, Goldman Sachs 
has worked with the New York State Pension Fund – the third 
largest in the United States – to build a $2 billion low-carbon 
index, which is soon to be doubled to $4 billion. In July a col-
laboration between CDP and others launched the world’s first 
climate-impact rating for investment funds – Climetrics – 
assessing the low-carbon transition at the fund-level. 

We are at a critical point in the journey toward a thriving 
economy that works for people and the planet in the long term. 
Some of the most challenging work is behind us, and govern-
ments, cities, companies, and investors have the frameworks 
they need to take the next steps. However, there is still far to 
go, and it is vital that progress is not interrupted. As govern-
ments implement the Paris Agreement and global business 
seizes the opportunities of aligning with its low-carbon vision, 
CDP will track how far business delivers, giving investors the 
information they need to keep score. It is critical that all actors 
in this transition continue to implement and innovate – us-
ing all practical means, including effective carbon pricing, 
science-based targets, and scenario-planning – to ensure 
global momentum is continued. 

Company actions and practical climate management 

Companies and investors face a simple choice. Do they seize 
the opportunities from driving the transition to a low-carbon, 
sustainable global economy? Or do they take the risks – 
regulatory, technological, consumerist, and physical – that 
a business-as-usual approach brings? Facing unprecedented 
natural capital challenges such as climate change, deforesta-
tion, and water insecurity, companies must view disclosure as 
a vital first step toward managing and reducing their impacts. 
With the Paris Agreement and the SDGs, a new compass for 
business that measures, manages, and reduces climate-related 
risks has never been more important to the corporate world 
as it seeks to embrace the low-carbon transformation. 

For many companies, a fundamental shift is needed to meet 
these targets – and it may wholly change the way they do 
business. The leaders are already seizing the opportunities 
and are deep into practical climate management; more than 
560 companies have made nearly 1,000 proactive, public 
commitments to take climate action through the We Mean 
Business coalition. 

The world’s largest corporations, such as Nestlé and Google, are 
moving to 100 percent renewable power through the RE100 
initiative, a collaboration between CDP and The Climate Group. 
Fifty-four companies have publicly committed, by 2020, to 
removing commodity-driven deforestation from their supply 
chains. CDP’s Carbon Action initiative, in which investors 
engage high-emitting companies, has achieved a reduction of 

more than 500 million tons of CO2 – the equivalent to shut-
ting down 150 coal power stations – in one year. In addition, 
more than 280 major multinationals, including PepsiCo and 
Walmart, have committed to setting Science Based Targets 
(SBTs), that is, targets aligned with the Paris Agreement pledge 
to limit the global temperature rise to well below 2°C. 

Through this collaborative initiative between CDP, the UN 
Global Compact, WWF, and the World Resources Institute, 
leading companies’ engagement with SBTs shows the readiness 
and enthusiasm of the private sector about serious, targeted 
climate action. With Paris in force and the 2030 SDG targets 
looming, more companies must set ambitious targets aligned 
with science and show low-carbon leadership. CDP will con-
tinue to focus on driving consistent and tangible progress 
toward these goals. 

Prudent companies – well over 1,000 of them – are now us-
ing, or planning to use, an internal carbon price to prepare for 
a carbon-constrained future. These companies are using the 
tool to test business strategies against future scenarios, reveal 
hidden risks and opportunities, and to drive investment toward 
new low-carbon products and corporate goals. Momentum is 
rapidly growing. Carbon pricing will soon be the new norm 
across global markets, and this year CDP launched the first 
industry-led initiative aimed at defining the realistic carbon 
prices needed to meet the Paris Agreement. 

When CDP started engaging companies, climate disclosure was 
non-existent in capital markets. Fifteen years later, companies 

Paul Simpson, Chief Executive 

Officer, has been at the forefront 

of CDP’s expansion since its 

inception in 2000 and has led 

CDP from a climate-specific focus 

into other environmental areas.
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Approach
The 2030 Agenda counts in all countries in the world. Developing 
countries, emerging economies, and developed countries: Everyone 
must make a contribution. Our methodology takes this into account. 

At the heart of the agenda is an ambitious catalog of 17 Sustainable 
Development Goals (SDGs). The 17 SDGs take into account for the 
first time all three dimensions of sustainability – social, environmen-
tal, economic – equally. The UN speaks of the “5 Ps”: People, Planet, 
Prosperity, Peace, Partnership. (See UN Document “A/RES/70/1 - 
Transforming our world: the 2030 Agenda for Sustainable)

People, planet, prosperity, peace, and partnership are an excellent 
framework for the editorial presentation of the SDGs and for high-
lighting their holistic contexts in the Global Goals Yearbook. 

But how can the chosen topics be structured? How can appropri-
ate measures be identified? How can corporate best practices be 
continuously improved?

The well-known Deming circle provides 
answers: PDCA (plan-do-check-act) 
is an internationally recognized 
four-step management method 
used in business for the con-
trol and continuous improve-
ment of processes and prod-
ucts. PDCA forms the internal 
structure of the chapters.

Plan

PDCA
cycle

Check

D
oA

ct

THEMATIC PREVIEW

2018 Partnership:  
Private sector engagement is crucial 
for making the SDGs happen. But 
for all stakeholders it is still difficult 
to meet others expectations. Private 
public partnership therefore is under-
going a profound review and intense 
discussion.  

2019 Prosperity:  
United Nations High-level Political 
Forum on Sustainable Development 
is an annual meeting to review 
progress. In 2019 will be the first 
meeting at the level of Heads of State 
and Government under the auspices 
of the General Assembly after intro-
duction of the SDGs.

2020 Planet:  
The deadline for 21 of 169 SDG 
targets will end in 2020 - especially 
environmental targets  for oceans, 
biodiversity and climate change have 
to be reported.
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Financing Model

Business participants can support the edition in four ways: Silver, 
Gold, Platinum, and Logistics Partnership. Apply early to avoid miss-
ing out on this opportunity! 

 
 
 
Silver Partners contribute a two-page example for the key section 
“Good Practice”. They are named in the directory and receive 50 free 
copies. Cost: Euro 3,000 each

Gold Partnership includes the logo of your company on the front 
inside cover. Gold Partners contribute an in-depth report on their 
SDG-related activities with a four-page good-practice example plus 
a holistic microsite. They receive 200 free copies. As a Gold Partner, 
your company will be highlighted in all events related to this book. 
Cost: Euro 10,000 each

Platinum Partnership is the solution for strongly committed part-
ners: The logo of your organisation will be displayed on the front 
cover. In addition, you can contribute a greeting at the beginning 
and a four-page example for the important “Good Practice” section. 
Each Platinum Partner receives 500 free copies and will be high-
lighted in all media events related to this book. Platinum members 
become partners to jointly develop a policy paper on selected SDGS 
thus contributing to the global agenda setting within the SDG dis-
course. Cost: Euro 25,000

Global Logistics Partners are responsible for shipping the year-
books to partners and the international book trade. You can con-
tribute a four-page example for the important “Good Practice”  
section. Your company‘s logo will be displayed on the back cover, 
and you will receive 200 free copies. Costs: Shipping costs for all  
material related to the Global Goals Yearbook worth  
Euro 20,000.
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Partnership & Prices

GLOBAL LOGISTICS  
PARTNER

Two-page good-practice example

Naming on front inside cover

50 free copies (worth Euro 1,250)

Logo on front inside cover

Four-page good-practice example

Personal Microsite

200 free copies (worth Euro 5,000)

Naming on the website

Naming on all press releases

Logo on front cover

Exclusive preface (two pages)

Collaboration on Global Goals Expert Paper

Personal Microsite

Four-page good-practice example

500 free copies (worth Euro 12,500)

Exclusive naming on the website

Exclusive naming on all press releases

Logo on back cover

Four-page good-practice example

200 free copies (worth Euro 5,000)

Naming on the website

Cost: Euro 3,000 each Cost: Euro 10,000 each Cost: Euro 25,000 each

Cost: Shipping costs for all  
material related to the Global  
Goals Yearbook worth Euro 20,000.
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Timeline

Production phase April - June

JulyStart of global presentation and acquisition of partners

DecemberClosing preliminary participation

JanuaryApproval process and formal invitation to participants

MarchDeadline for your article

Mid-summerOfficial book release
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FAQ

Who can participate? 

Participation is open for all companies who commit themselves to 
the United Nations Sustainable Development Goals, whether they 
are participants of the Global Compact or any other UN initiative or 
not. True engagement is what matters. 

Who is going to read the book? 

Our experiences from previous editions are that many politicians, 
journalists, analysts and investors as well as representatives from 
NGOs and academics do read this book. The “Global Goals Yearbook” 
is published in English to target a global audience, including UNGC 
participants, relevant stakeholders and academics. The books are 
published in a limited edition – thus making them of enduring value. 

Is my sponsorship a donation to the macondo foundation? 

Contributions are not being collected on behalf of the macondo 
foundation, rather they are exclusively to fund the development of 
the Global Goals Yearbook. 

When do we have to pay our sponsorship? 

You may pay in advance, but you have to pay after publishing. The 
terms of payment are up to 60 days after receipt of invoice due net. 
In Germany add VAT. We draw your attention to the fact that VAT tax 
obligations are passing over to the recipiant of the invoice.
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Contact

Dr. Elmer Lenzen 
Fon: +49 - 251 - 200 782 -0 
E-Mail: lenzen@macondo.de

Postal Address 
macondo foundation gUG (haftungsbeschränkt) 
Dahlweg 87 
D - 48153 Muenster 
Germany

www.macondo-foundation.org 
www.globalgoals-yearbook.com


