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WIDENING THE SCOPE FOR CITY

CLIMATE ACTION
Simon Hansen e Director of Regions, C40



Cities are also major

Cities are engines Qf carbon emitters and
growth and innovation. vulnerable to climate
1 ° More than half the world’s change effects.

opulation live in cities.
PoR . * Cities represent 70% of global

» 85% of global GDP. CO2 emissions.

== « 98% of cities are vulnerable to
the impact of climate change.
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CITIES CAN
MAKE THE
DIFFERENCE.

Under 500 cities will be

responsible for 60% of

global economic growth
and 50% of GHG emission

growth between now and
2030.




The world’s leading
megacities working
together to tackle
climate change:

CITIES
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Two ways of measuring GHG emissions

City Region Country World
samdthasor AR
City Exports Gas Emission inventories
—)p OCCtOr-based
GHG inventory
(e.g. GPC)
Region
Consumption - based
Country e —— GHG inventory
(e.g. PAS 20700)
World Imports

merma o s bSi.
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Complementing current reporting standards

C40

CITIES
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Comparison of UK consumption-based ghg emissions with territorial ghg emissions from 1990 - 2008.
(Source: Wiedmann and Barrett, 2011)
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Portland, Oregon

9%‘.‘ 37% 54% ,v ': : SeCtOF-baSGd
| 4 .. inventory

= 7.5 mtCO2e

Consumption-
based inventory

= 15.8 mtCO2e

Total

- f = 17.3 mtCO2e
\) TOTAL EMISSIONS £ SECTOR-BASED INVENTORY | D CONSUMPTION-BASED INVENTORY

oy 17.3 MILLION METRIC TONS CO2e | 7.9 MILLION MT CO2e ) 15.8 MILLION MT CO2e

Source: Climate Action Plan, Portland (2015)
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Consumption-based emissions by sector

ca | S i
Afrc . Over 70% of emissions
southa west a5 [N N | from five categories:
southeast Asia | N . * Capital expenditure
Latin America | RN e B | e Utilities and rent
eastAsia [ . |  Public and private
europe | S o transport
North America | S N * Food and beverages
oceania [ - D  Government
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
W Capital ®m Utilities and housing
M Food, beverages and tobacco ™ Public transport
Private transport Government
Clothing, furnishings and household equipment Restaurants, hotels, recreation and culture
Communications i heal
C4o ® Miscellaneous goods and services : (E;:::t onendhealt
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Resluits

=

0.9 GtCO,e

GHG emissions from
exported goods and
services

CITIES

GHG emissions from GHG emissions from
household energy use, and imported goods and
consumption of goods and services

services produced in the city

* Total consumption - based GHG
emissions = 3.5 GtCO2e

* 60% increase on GPC emissions

 Traded component (imported
emissions) same order of magnitude
as GPC emissions

e 4 out 5 cities have higher
consumption-based GHG emissions
than GPC emissions

Sector-based GHG emissions (GPC) = 2.2 GtCO,e

‘ Consumption-based GHG emissions = 3.5 GtCO,e
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http://www.c40.org/
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Sustainable Lifestyles: Projects

Our Sustainable Lifestyles work is focused on reframing the traditional consumption and production challenge as a
systemic innovation and marketing opportunity for business to turn its significant resources towards. We are
supporting and driving members to make sustainable lifestyles both possible and desirable.

Making Sustainable Making Sustainable
Lifestyles possible Lifestyles Desirable
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Work Program at a Glance

THE VISION
Create a world that offers an improved and aspirational quality of life, but with a fraction of the impacts
—in short: A Good life 2.0, in which lifestyles are better rather than bigger.

THE CHALLENGE
Make sustainable living possible, and desirable.

THE KEY
Aspirations — we will only shift towards sustainable lifestyles if we succeed in making them aspirational.
But it's not just about marketing: we must also drive new innovation pathways.

THE GOAL
To help company “innovation engines” more effectively uncover, and create demand for, new
opportunities that offer customers aspirational, sustainable lifestyles.



Sustainable Lifestyles Better, not Less

Aspirations as our inspiration

Instead of identifying impacts
and suggesting fixes — think
about what people need and
want — what pressures are they
facing today, what aspirations do
they hold?

Offer them better.
Give companies an inspiring

shared vision that they can
work towards with partners.
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GOOD LIFE 2.0
ASPIRATIONS

VISION

WHAT THIS MEANS

For 8 Person's Life

T THIS MEANS

Practicaity

INNOVATION SPACES

WHAT M BE TRUE

ENABLERS

Guilt-free | Togetherness | Deeper connection with ourselves, others and our surroundings | Feel better, stronger | Smart
Less stress | More time to slow down and play | Experience of the world | Savings | "“In service" as much as “in charge™

Food = Nourish

mind. body and spiit for longovity and vaality

Camnect to
oursatves, others
and nature thvough
our food

Trust how sverything Have the
I8 grown, preduced | information 1o make
and deliversd |asy decisinns

Celebrate culture,
family and frends

Home 2s Springboard

to realize the full potential and promise of urban Ide

- What This Means, For a Person's Life

i i
Protect aganstthe | Care for body. { Aecharge the !
urban environment mind, sgint I urtan ecosystem

We understand the nourishyment we persanally need 1o e g, healthy Ives

Evaryons nas access 10 4 balancad giet at is affordable, sale, nesithy and tasty

Bedter iransparan gt Lo rmaks I sxsier 10 ucaver, plin Snd cremts mes's

faciltatng 1he purchase, preparation and dsposst of food

No

W Is wiasted
All the peogla imvalvad in getting Tood 1o us are provided with &

Mg wage and good warking canditions

Qur food i crusity-free and sustanably produced

| Producing +
g + Distrituting
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Cuntivate sell and
memorias with
family and ends

Ettortiossly Acoess safa, clean Enjay the
d=cover tran=t modes based experiance of Share the jounay
possbiibes on your neads and maving around with othars

near and far available time your world

What This Means, Practically

Yihether iUy an urban oo mcro-spartment o
farmnily home outside the nome S a safa haven for h
o place to nurture, grow, play, love, celebrate and croate lasting mamanes

ti-generabonal

It's an adaptabie, transformabie spaca that avoles with you

It's ¢o

ornecied 24/7 1o the endlass possibilities of wrtan e; home
oxdendds beyond a physicad place of resdence

It exists within The Wiban ecoaySTem IN SUPA-SMarn. Connectad Ntwoks
of ciean energy, WaRsH pupasing. local food. sanitation and transport

Qur haomes allow us 1o Iive POt JIST SMartar but wiser - in relaticnship
with aurselves, others, our ervironments and our beloved commaunities.

Specific Innovation Spaces

Backstage

Frontstage
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on

It ooty adds 1o our quality of ife - our ability 10 exprass owrselves,
10 axerciso, to distove

it's never “dead tima” ~ unless we want it 1o ba

How we move around is not just frea of hammful emissions;
¢ doesn't imvalve any dangerous or socaily damagng materials

Mobikty infrastructure s snart and efficient,
making use of availoble capacdy and spacs
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Zero waste | Ragenarative | Festient | Sade &securs | Within planetary boundanes | Incliaive & equtable | Fair lnbor standards & decant work

Palicies & incantives (fnancial & non-Snancal) | Shifting of status & promotng TGL 2.0 aspratane lifesty)
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Member Action




Member Action




P&G Ambitions 2030: Home of Future

Make Sustainable Irresistible’” in the Homes

of the Sbn+ Humans we serve every Day over the World
as Force for Good & Force for Growth, within Planetary Limit.

New Homes Retrofitted Homes
Laundry (room) of the ~ - Bl Tt

Future shoutders 19 T ' d\di T ..ﬂ
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HOME OF FUTURE

Home is 70%+ of the footprint, in the (hidden) form of hot water.
Waste Is the most visible impact to consumers.



Discussion

Clinton Moloney
Managing Director, PwC USA
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What is the most promising
action your company is taking
to make sustainable lifestyles
possible today?



Where is more collaboration
needed to make sustainable
lifestyles available in cities?



How might WBCSD support
that collaboration?



