
Global Goals Award Entry 
 

End Poverty. Save the Planet. Fight injustice. How do you take world leaders to task with 
solving such massive, complex, and vitally important issues? How do you simplify such a plan 
so that every one of the world’s 7 billion people can understand it and take part?  
 

First, you call on the United Nations to draft the Sustainable Development Goals (SDGs). 
Then, you make the SDGs a global brand. Enter Trollbäck + Company, brought on board by 
Richard Curtis of Project Everyone to distill an ambitious geopolitical document and give each of 
its important goals a universal visual identity.  
 

The Sustainable Development Goals highlight distinct crises facing the planet and the 
population, and provide benchmarks for improvement through 2030. In their official capacity, the 
SDGs are daunting not only in the scope of their objectives, but in their accessibility. To create a 
global brand, Trollbäck + Company founder Jakob Trollbäck first had to sift through the dense 
language of the SDG document and identify the essence of each goal. His simplified copy 
created the framework for a collection of unique icons that transcend language, race, and 
geography:  
 

Imagine a world where there is NO POVERTY, and ZERO HUNGER. We have GOOD 
HEALTH AND WELL BEING, QUALITY EDUCATION, and full GENDER EQUALITY 
everywhere. There is CLEAN WATER AND SANITATION for everyone. AFFORDABLE 
AND CLEAN ENERGY has helped to create DECENT WORK AND ECONOMIC 
GROWTH. Our prosperity is fueled by investments in INDUSTRY, INNOVATION AND 
INFRASTRUCTURE and that has helped us to REDUCE INEQUALITIES. We live in 
SUSTAINABLE CITIES AND COMMUNITIES and RESPONSIBLE CONSUMPTION 
AND PRODUCTION is healing our planet.  
CLIMATE ACTION has capped the warming of the planet and we have flourishing LIFE 
BELOW WATER and abundant, diverse LIFE ON LAND.  
We enjoy PEACE AND JUSTICE through STRONG INSTITUTIONS and have built long 
term PARTNERSHIPS FOR THE GOALS. 

 
Obstacles to refining a comprehensive global brand were a constant, subjecting the 

entire process to intense rounds of revision. Nuances of language, color, and imagery all had to 
be considered; for example, an early design for “Zero Hunger” featured a fork, when in fact the 
majority of the world’s population doesn’t use them. Compelled to think beyond familiar Western 
symbolism, the final icons are clear, powerful, and optimistic. A bold palette of 17 colors -- one 
for each goal -  forms the circle that serves as the campaign’s logotype. 
 

 On September 25, 2015, the Global Goals for Sustainable Development were ratified by 
193 member states of the United Nations. In the weeks and months leading up to the signing, 
Trollbäck + Company’s branding began to appear on posters and signage advertising the Global 
Citizen Festival, headlined by Beyoncé, Ed Sheeran, Coldplay, and Pearl Jam. The icons were 



also projected on the United Nations’ headquarters in New York City in anticipation of the official 
launch. The experiential installation by Fifty Nine Productions was viewed by everyone from Mr. 
Curtis to UN Secretary-General Ban Ki-Moon and his Special Advisor on post-2015 
development planning, Amina J. Mohammed.  
 

With public awareness of the Global Goals continuing to spread via social media 
hashtags, celebrity endorsements, and other platforms, Trollbäck + Company’s branding 
maintains a global presence. It can be seen in a viral video by Stephen Hawking, on the jerseys 
of the Liverpool football club, and in the exhibition art of Liu Bolin, among others.  
 

Recently, Jakob Trollbäck has attended several prestigious, international events to 
speak about the design and implementation of the Global Goals. He presented “Visualizing the 
Global Goals” at Earth to Paris, which ran in conjunction with the historic 2015 Paris Climate 
Conference (COP21) in December. The conference brought together leaders from diverse 
sectors to brainstorm solutions for Goal 13: Climate Action. He also attended the 2016 World 
Economic Forum to forge Partnerships for the Goals (Goal 17), with special emphasis on 
gender equality. At both events, Mr. Trollbäck was joined by illustrious supporters of the Goals 
including U.S. Vice President Joe Biden, Drs. Jane Goodall and Sylvia Earle, former UN 
Secretary-General Kofi Annan, and UN Women Goodwill Ambassador Emma Watson.  
 

The Global Goals for Sustainable Development is an ongoing campaign meant to create 
meaningful change over the next fifteen years. Trollbäck + Company’s hope for this passion 
project is summarized in the following manifesto:  
 

We live in times of great uncertainty. 
Conflict, injustice and poverty surround us. Even the 
very planet we inhabit seems to threaten our survival.  
Our challenges are serious, but our history if full of  
inspiring moments when we have set our differences  
aside and worked for something bigger than each of us.  
This is one of those moments.  
If we take action, we can build a better world for every- 
body and leave a much brighter future for our children.  
With your help, we can be the first  
generation to defeat extreme poverty, the most deter- 
mined generation to tackle injustices, and the last gen- 
eration to be threatened by climate change.  
Together we can build a world that we will all be proud  
to live in.  
Join us. This is the time. This is the plan.  
Introducing the Global Goals for 2030.  
 



On behalf of everyone at Trollbäck + Company, we thank you for your consideration for this 
award and hope that you will join us in telling everyone about the #GlobalGoals. #TellEveryone  



D&AD Awards  
V.O. Script for Global Goals Case Study Film (1:58)  

Italics = option to omit / not read 
 
This is a time of great uncertainty. 
Conflict, injustice and poverty surround us. Even the 
very planet we inhabit seems to threaten our survival.  
Our challenges are serious, but our history is full of  
inspiring moments when we have set our differences  
aside and worked for something bigger than each of us.  
This is one of those moments.  
 
[Global Goals for 2030 logo]  
 
7 billion people.  
193 member states of the UN.  
17 goals.  
1 branding mission.  
 
How did we simplify a plan to solve the world’s biggest problems?  
 
Working with Richard Curtis and Project Everyone, we transformed the United Nations’ 
Sustainable Development Goals into a global brand by simplifying the daunting language of 
geopolitics and creating a universal language for change. Our icons transcend dialect, race, and 
geography; can be understood everywhere; and act as a framework for governments, 
corporations, and NGOs to engage every person on the planet.  
 
From the Great Lawn in Central Park --  
 
-- to the walls of the United Nations -- 
 
-- the headquarters of UNESCO -- 
 
-- and the streets of Davos --  
 
-- our logotype is rallying point, an enthusiastic symbol for change, and most of all, a colorful 
expression of hope.  
 
To date, the Global Goals have found their way into the hands of some of the world’s most 
lauded activists, politicians, and artists. And we’re just getting started.  
To date, the Global Goals have found their way into the hands of some of the world’s most 
lauded activists, politicians, and artists. And we’re just getting started.  


