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PVBLIC Foundation is an in-kind grant making organization that harnesses the power of 
media and advertising assets to drive social change. Through partnerships with leading 
media companies, PVBLIC aggregates donated media and works strategically to pair 
media space with key non-profits at the local, national and global levels. PVBLIC in-kind 
media grants increase awareness around important causes and significantly expand the 
reach of their otherwise limited media budgets. 

The United Nations Office for Partnerships serves as a gateway for partnership 
opportunities with the United Nations family. It promotes new collaborations and 
alliances in furtherance of the Millennium Development Goals (MDGs) and provides 
support to new initiatives of the Secretary-General. Its leadership mission includes 
promoting new United Nations partnerships and alliances and engaging corporations, 
foundations and civil society to  achieve the MDGs.



NO ONE 
CAN DO 
EVERYTHING 
BUT EVERYONE
CAN DO 
SOMETHING.
Ban Ki-moon, Secretary General of the United Nations
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OVERALL SUMMARY OF SUMMIT & SESSIONS

PVBLIC Foundation is committed to coordinating the world’s most important media campaign in support of 

the United Nations’ Sustainable Development Goals coming into effect in September 2015. In order 

to ensure a successful, transformative, and universal outcome for the United Nations’ Post-2015 Agenda, 

global communications are necessary to inspire and mobilize worldwide action. The vision is to create 

awareness and mobilize support for the new goals amongst 7 billion+ people over the next 15 years. 

Therefore, PVBLIC hosted the Media for Social Impact Summit, bringing together over 350 leading media 

executives and senior UN representatives for a day of hands-on strategizing and creative development to 

kick-start these global efforts.

The Summit started with an introduction to the Post 2015 development agenda by United Nations officials, 

expressing the need for the United Nations to communicate this ambitious endeavor to the world. The 

opening plenaries also included presentations by leading media and advertising executives, highlighting 

examples of successful media campaigns for impact.

After the introduction to the main topics, attendees had an opportunity to attend one of the 11 roundtable 

sessions where the participating industry leaders together with UN representatives discussed various 

elements of the campaign including Social Media, Citizen Engagement, Youth. 

The key output can be summarized as follows:

1. REACH: Simplified Branding
• Unified branding for the campaign

• About everybody, not just the UN’s goals

• Make the goals personal and optimistic

• Culturally sensitive

2. ENGAGE: Create Actions
• Empower people

• Clear call to action

• People want to discover not be told

• Reach all - Engage corporations and grassroots

3. IMPACT: Generate Collaboration
• Long term on-going conversation

• Outline clear partnership opportunities

PVBLIC will use the recommendations from these sessions to build, together with the UN and the Summit 

attendees, the world’s most important media campaign.
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REACH

The initial step to marketing these goals is building a global brand. The branding needs to be clear that 

these goals and achieving these goals is not about the UN, it is about all of us, every community around the 

world. 

There are already NGO’s, governments and the private sector committed to working towards these 

goals, but what make the UN efforts unique is the universality and the idea that governments can 

include these goals in their long term plans. This is an opportunity to provide member states a 

platform to create policies.  In general, the message should be localized so people care. A global campaign 

has a lot of nuances because of cultural differences, which we must be mindful and aware of when creating 

the campaign so that it is relatable to local communities.  

We need to determine how to bring life and voice to the campaign issues. It was suggested that personal 

stories should be utilized, as people connect to stories.  We want to make invisible stories visible, and evoke 

empathy to motivate people to action. 

ENGAGE

The campaign should not only be the largest and most important global campaign, but awareness should 
also inspire activism among individuals. For citizens to engage, the campaign must create a belief that 

success is possible.

We must determine how to reach, engage, and compel over 7 billion people to take action, most of who are 

in the developing world.

It is important to understand whom we are targeting and how they consume information to ensure that we 

are utilizing the appropriate platforms. The target audience is people who don’t care about helping the world 

and getting them to care. There needs to be a top down and a bottom up approach; -a lot of people will do 

small things and a few people will do big things. 

The message needs to feel like it’s discovered, not impressed upon the audience by the UN. It should focus 

on the idea that the people of the world requested this change.

The best campaigns are conversations. We must develop communication strategies to inform people about 

successes so that they feel their efforts are worthwhile and they should continue. 

IMPACT

Partner companies should be asked to make a long-term commitment when it comes to support and 
sponsorship of the campaign.  All parties involved in the partnership eco-system: companies, creators of 

the campaign, the UN, and distributors (media) must ensure they are fully aligned and working off the same 

work book for the branding and rolling out the SDGs.It is important that the campaign is sustainable and 

does not dissipate, as it must last for the next fifteen years. 
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ROUNDTABLES SUMMARY

1. BRIDGING CLIMATE CHANGE & THE SDGS

Objectives of SDG Campaign

• Shift people’s perspectives on global humanitarian issues

• Create a campaign that allows for ownership by the end user

• Set realistic and achievable goals

Proposed Idea: “United Citizens”

• Goal: Align as many of our 7 billion fellow-citizens as possible under one of the 17 goals

• Build collaborative competitions among the 17 “teams”

• Create regular progress reports

2. PARTNERSHIPS

Creating umbrella categories

• Partners will look at goals and determine the areas where they can make a difference

(not everyone can do everything)

Branding

• Determine how to make each goal more memorable and attractive

Strategy

• Determine who are the audiences and identify influencers

• Utilize partners for their individual strengths

3. YOUTH ENGAGEMENT

With the upcoming United Nations Sustainable Development Goals, one of the fundamental goals is to get 

our future generations and the 1.8 billion youth involved to reach these goals successfully.

How do we break the UN language to appeal to youth?

• Present the goals as fun and stimulate competition

• Visuals and simple language

• Offer them the ability to be advocates of issues of their own interests

and encourage them to develop their own content

Universal Accessibility 

• Do not alienate low-income/rural area youth

• 2/3 of the world is neither online nor owns a smartphone

• Create a viral campaign that would mobilize children
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4. PR AND COMMUNICATIONS

How to Improve from Millennium Development Goals Efforts

• Work being done in advance to publicize the Sustainable Development Goals as soon as

they launch

• Ability to utilize modern social media

Unified Branding
• It was suggested that a partnership symbol be created that links the iconography of the

goals and the UN. The symbol would act as an approval seal and brand indicator for partners

• Need to bring life and voice to the issue

5. ELEMENTS OF A SUCCESSFUL CAMPAIGN

This session discussed the elements needed to create a successful and lasting global campaign including 

awareness, engagement, and means that will be utilized to measure success. 

Elements Needed

6. SOCIAL MEDIA AND MOBILE ENGAGEMENT

Highlighting the power of social engagement through hashtags, the group broke down the 17 SDGs into 

the distinct categories of “eliminating poverty” and “stopping climate change” with the implicit overarching 

bucket of “global citizenship.”

Creating a Social Movement
• In developing this campaign, it is less about the ideal strategy but rather about taking action

and using feedback to pivot and build based on what is effective and being responded to

• Initial Idea: “In My Lifetime” – potential to effectively reach, engage, and unify the world’s

population in accomplishment, compassion, and impact

• The statement of empowerment, #InMyLifetime, suggests this is the first time in history

eradication of social challenges is possible

• Grass-roots feel: The idea and education should start off with the big idea and overview of

the seventeen goals. Then people should be motivated to care about a particular or area

they can personally related to

• Global media partnerships can make the campaign far-reaching and sustainable

• Keep people engaged by creating an on-going conversation. Tell them what’s going on,

what progress has/hasn’t been made and which governments have responded
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7. CITIZEN ENGAGEMENT

Balanced Messaging

• Must ensure messaging conveys urgency in conjunction with a strategy for sustained engage

ment among global citizens

Making the 17 SDGs Simplified & Relatable

• Possibility to divide all 17 goals into 3 categories: end poverty, economic inclusion, and climate

change.

• Ask citizens to choose their cause and choose their own adventure.

• Frame messaging in terms of how it is beneficial to the individual

8. LATIN AMERICA

How the Campaign Should Look

• Incorporate visuals anyone on the planet can relate to (i.e soccer and music)

• Identify emotions that are basic to the human race

• Raise awareness with local governments to motivate citizens

Possibility for Failure

• High complexity (too many messages at once)

• Not inclusive or participatory

How to Reach the Latin American Community

• Bridge engagement between Latinos in the US and Latin America

• Address the top issues in the region- Education, Governance, and Health

• Relate to key cultural emotions of community and family

• Stephen Keppel (Univision News & Fusion) and Enrique Acevedo (Univision) came up with a

slogan for the Latin American ad campaign: Wealth, Education, Environment (WEE)

9. CELEBRITY AND INFLUENCER ENGAGEMENT

Celebrity Selection Process

• Must target local celebrities and heroes to engage people

• No one wants to go first- hone in on a few smart, willing, and able celebrities to go first

• Authenticity- target celebrities that are already passionate or tapped into the mission of the SDGs

• Suggestion to create an advisory council of celebrities

Call to Action 

• Emphasize actions build achievement (simple awareness does not accomplish anything)

• Must include everybody not just citizens from one socio-economic class or region of the world

• Utilize crowdsourcing as a means of amplifying storytelling and action

• Ensure we are not reinventing the wheel- local organizations that already exist working on

these issues should be at the core of the campaign
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10. CREATIVE MECHANISMS FOR SPONSORSHIPS AND FINANCING

This session focused on answering the questions of” How do you build a media campaign with value and 

associate companies with the 17 global goals for the 2030 initiative? How do you give companies a stake in 

the cause and brand equity associated with the goals?

Motivating Sponsors 

• Approach all types of businesses, including foundations and Fortune 500, and group

companies into sectors that can compete to be the best on reaching particular SDGs

• Emphasize that in adapting the goals companies’ brand equity would increase

• Dialogue is key- talk with companies about what they would want with the goals, meet with

companies and stakeholders and find out what would be feasible for them

Emphasizing Corporate Responsibility

• Each industry or sector should be assigned a cause. Then, that industry could be called out

to step up and respond to the need.

• Millennials want to feel good about what they buy, so emphasize that corporate partnership

would benefit the character of companies.

• Suggested campaign idea: “World Olympics” where countries and companies can compete

for social good.

Visibility 

• Use of icons as a form of recognized partnership

• Collaboration between UN and the media to publicize ground efforts and activities focused

on accomplishing goals

11. CORPORATE INTERNAL BUY-IN AND EMBEDDING SUSTAINABLE INFRASTRUCTURE
CAMPAIGNS INTO CORPORATIONS

Bridging the Gap between Public/Non-Profit and Private Sector

• Development of a business plan to align the UN’s goals with the private sector’s goals

• Need for committed brand allies to establish credibility and inspire participation from other
companies

• Quality vs Quantity Partnerships- Strategically targeting partners that will provide the most

efficient and impactful assistance

Financing Initiatives

• Finance Development Conference (July 11-12) will discuss how to finance these intiatives

• Inclusion of the Ad Council and media companies to fund PSAs

Sustaining Success

• Keep issues famous- issues and initiatives remain present in the media

• Corporates need to feel the success of implementing goals-supported by impact evaluation

and data
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During the summit, attendees from a wide range of leading media companies made commitments of their 

contributions to support PVBLIC, the Sustainable Development Goals, and the Most Important Campaign. 

PVBLIC Foundation will coordinate the commitments made to fit the needs of the campaign. 

COMMITMENTS

These brands represent a collection of some of the most powerful leaders in media, spanning the realms 

of broadcast news, public relations, advertising, and consumer products. Collectively, the brand value and 

consumer passion behind each of these partners possesses the power to influence social change and assist 

the United Nations in accomplishing the Sustainable Development Goals.






