KEY HIGHLIGHTS FROM THE ACTIVITIES REPORT
●

Worldwide Mass Mobilization: On the Global Day of Action on 25 September 2017, which
commemorated the 2nd anniversary of the adoption of the SDGs, the UN SDG Action Campaign
mobilized 670 partner organizations from 380 cities in 116 countries, which organized over 1,000
local events and actions. 84 million people were reached through communications channels.

●

Fostering a global community: The Global Festival of Action for Sustainable Development is a
ground-breaking annual event which brings together the global community working to advocate for
and help deliver the SDGs. In March 2017, over 800 delegates from over 80 countries attended the
inaugural Festival, and participated in over 50 sessions and 60 live events.

●

Catalyzing National SDG Campaigns: The UN SDG Action Campaign’s SDG tools and initiatives are
currently being deployed in 53 countries (Africa and the Arab States: 12 countries, Asia and the
Pacific: 18 countries, Europe: 14 countries, the Americas and the Caribbean: 9 countries) by UN
Country Teams, national and local governments, civil society and the private sector.

●

SDG Global Tour: In 2016 and 2017, the Campaign convened over 50 SDG Action Hubs in 14
countries, to showcase people's voices and bring citizen-generated big data and storytelling assets to
decision-makers from Member States.

●

Launch of the Bonn Global Campaign Center: The Campaign launched the Global Campaign Center in
Bonn, which provides real-time cutting-edge advocacy support, big data expertise and analytics to
partners and Member States across the globe. The Campaign team is in place and the infrastructure is
now established to continue the Campaign’s efforts in expanding the global SDG movement.

●

Citizen Engagement for the 2030 Agenda: MY World 2030 is an adaptable platform for
citizen-generated data and engagement with the SDGs. 500,000 people from 170 countries have
shared their voices on MY World 2030.

●

Sharing human stories: The photo-narrative series Humans of MY World sheds light on the human
stories behind the SDGs. Since 2014, the Campaign has curated over 1,000 stories from over 50
countries. The stories have been featured in hundreds of exhibitions and campaigns, both online and
offline, at events throughout the
world. DEVELOPMENT GOALS
SUSTAINABLE

●

Using virtual reality to inspire and engage: Since 2015, the Campaign has implemented the United
Nations Virtual Reality (UNVR) initiative, which uses the power of immersive storytelling to inspire
viewers towards increased empathy, action and positive social change for the Sustainable
Development Goals. The Campaign has produced five films and helped launch many others to date. It
curated exhibitions with films from across the UN system to support the UN’s mission, bringing them
to decision makers and citizens through 100 VR viewings in 17 countries in 2016 and 2017.

●

Bringing together the best in social enterprise to crowdsource solutions for the SDGs: The Campaign
partnered with Influx Trust and the Office of the President of the General Assembly to host
simultaneous SDG hackathons around the world. In March 2017, 750 social innovators completed a 48
hour hackathon, organized simultaneously in 9 cities (Manama, Bali, Chandigarh, Geneva, Lagos,
Lisbon, London, New York and Rio de Janeiro) on 5 continents. The winning teams presented their
initiatives at the United Nations and on a new crowdfunding site.
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Under the given global conditions, i.e. a growing demand for affordable leather, which under the real
existing cost pressure allows only standardized cost-optimized and mass-produced goods, the leather
industry
in 2035 is dominated
homogeneous
„cheap“
mass products, which at the same time are
KEY HIGHLIGHTS
FROMbyTHE
ACTIVITIES
REPORT
linked to low requirements on functionality of the leather as well as on quality.

Worldwide Mass Mobilization: On the Global Day of Action on 25 September 2017, which
commemorated the 2nd anniversary of the adoption of the SDGs, the UN SDG Action Campaign
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mobilized 670 partner organizations from 380 cities in 116 countries, which organized over 1,000
local events and actions. 84 million people were reached through communications channels.
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●

SDG Global Tour: In 2016 and 2017, the Campaign convened over 50 SDG Action Hubs in 14
countries, to showcase people's voices and bring citizen-generated big data and storytelling assets to
decision-makers from Member States.

●

Launch of the Bonn Global Campaign Center: The Campaign launched the Global Campaign Center in
Bonn, which provides real-time cutting-edge advocacy support, big data expertise and analytics to
partners and Member States across the globe. The Campaign team is in place and the infrastructure is
now established to continue the Campaign’s efforts in expanding the global SDG movement.

●

Citizen Engagement for the 2030 Agenda: MY World 2030 is an adaptable platform for
citizen-generated data and engagement with the SDGs. 500,000 people from 170 countries have
Production under these conditions is still possible, since the societies in the purchasing countries do not
shared their voices on MY World 2030.
question mass consumption. The decisive factor in 2035 is a more or less uncritical consumer who
continues to focus primarily on price, trends and design. One aspect here is that the critical public has
● Sharing human stories: The photo-narrative series Humans of MY World sheds light on the human
become quieter, possibly because there are many other issues that claim their resources. Since there is no
stories behind the SDGs. Since 2014, the Campaign has curated over 1,000 stories from over 50
great pressure from the public to change conditions, production essentially continues as it was in 2019.
countries. The stories have been featured in hundreds of exhibitions and campaigns, both online and
offline, at events throughout the world.
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Using virtual reality to inspire and engage: Since 2015, the Campaign has implemented the United
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