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Weaving the framework of the UN Sustainable
Development Goals into the guiding principles for
The Pledge for a Better World, the Sales Network
has set out to reimagine and reshape the future.

The goals are to address some of the key challenges
that we all face as individuals and as companies:
Diversity & Inclusion, Ethics and Environment.
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WORKING TOWARDS
A BETTER FUTURE



1. Taking Action Today

2. Aligning values for a common goal

3. Commercial activities as drivers for change
4. The three pillars of change

5. Empowering individuals

6. Building the ecosystem




ion today
As privaté companies we
role to’play in creating a be
world/forour children. We. te
act now! There are only 8 years
to achieve the UN SDGs.




Brands have to be able to leverage their know-how to push
governments into accelerating their pol Gs and to be more
progressive as we do not have too much time left to achieve the goals.
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2. Aligning values for a common goal
We all have a different understanding
of the ‘goal for a better world’ but we
need to be aligned to make a difference.



The answer o the
world?"
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standards.
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Our daily comme

support a more sus\alnable llfest

access to many touch points that have
influence on customers’ behaviours. We need to
use them as drivers of change. We can use our
brands to meet the goals set for a better world.
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4. The three pillars of change
I. Our planet's future needs
Il. Customers' expectations from brands and
IIl. Governmental regulations and standards

operations ar indiferent evea i her nderstanding of ustainable

usiness objecives and sustainabe development gals.

butby
leading sustainabe business
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Gecarbanizing,dring enery aficient pactices and recing wa

i g o b b rom ol nd o il st Woss
1 purpose are he one tht are rowingth fstes

that brangs with a stor

‘environmental but also a socal aspect, by drving brand equity and growing sales.

K01t And we wilsen i impact more ging orward




our intentions into commitment ‘We need to
encourage our employees and partners to {
become change makers and empowet the

to realise their full potential as individual#
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towards building an ecosystem

6. Building the ecosystem
Everything is connected to one an er
We cannot talk about a Better W
without leading the conversatlo /

W need ook at every business decisio from ,..um;\mm
approach tocreate sustainable success nd long-lasting mm

industry widechange and everyane moves at a s pace. Ths i key 1o

individual company. Large brands have influential p.nurwuwn\
overnments and NGOs an tis connection
conversations o expanding rojcts around S0Gs.
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Our Purpose

Join Us
For a Better World

The Sales Network Community was
established to bring together the sales.

coming together with the aim to lead the sales.
function; to transform, develop and strengthen
our capabilities while creating a positive
impact on the world,

Our focus is on:

« Sustainability in Sales Network

« Women in Sales Network

* Youth in Sales Network

« Ethical Business in Sales Network




Taking our first step in Turkey
with the vision to extend to all
global entities, our local
ecosystem is built on a network
of brand leaders.
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