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Q. Please rank the five SDGs that could represent a business opportunity for your company in the future (mean index score).

Q. From the list below, please rank the five SDGs that you consider most important to you (mean index score).
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(1-C5 = top 5 ranked SDGs for citizens
B1-B5 = top 5 ranked SDGs for business
Source: PwC SDG Engagement Survey 2015



Are
businesses
and citizens
on the same
wavelength?
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Q. Please rank the five SDGs that could represent a business opportunity for your company in the future (mean index score).

Q. From the list below, please rank the five SDGs that you consider most important to you (mean index score).
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Comparing New York, the state with the lowest
Ecological Footprint per capita, and Virginia, the state
with the highest, exposes striking differences.

The higher density of New York City, enables
efficiencies such as greater public transit use.

Housing comprises a larger portion of Virginia's
Ecological Footprint than New York's, in part, because

the average house in Virginia is larger than in New York.

Data: Global Footprint Network

Urban vs. Suburban

Food 17%

Personal Transport 27 %

Goods 17%

Services 28%

New York
4.20 gha/per person

Food 15%

Personal Transport 23%

Goods 14%

Services 19%

Virginia
8.08 gha/per person



U.S. lifestyle Footprint

Holiday flights & unknown water consumption

Ann's footprint, 36,100 kg/a,

60,000 is over 2 times the average
Chinese footprint
50,000 She eats meat every week and drinks 2
cups of coffee a day, usually organic. She
“ would like to cook more often with fresh
ingredients.
40,000
She shares a 80 m2 flat with her husband
and 2 children. Personally, she consumes
A 1,200 kWh of electricity/year, which is
nn 30.000 about one fourth of the American average.
Sustainability advisor ! She regrets not knowing her water
San Francisco consumption, as it is included in the rent.
Ann's car is her main means of transport.
B Food & nutrition 20,000 Although she aspires to drive less and cycle
more, driving is especially convenient to
The home move around with the kids. She travels at
least twice a year by plane to enjoy holidays:
' Household goods once in the country and once abroad
M Mobility 10,000
B Leisure She does not have a TV at home and
- spends most of her free time at the park
Others with her children
0
O | | | |
C5CP Ann's Footprint Sustainable Level
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THE GOOD LIFE

CAN THE LIFE WE ASPIRE TO
BE SUSTAINABLE?



CAN OUR AMBITIONS FOR THE GOOD LIFE
ALIGN WITH SUSTAINABLE BEHAVIOR?

ITIS
IMPORTANT
MY FAMILY

THINKS | AM
DOING WELL

48.5%

Source: Prosumer Report “Sharing Economy” 2014




1 WOULD BUY ECO-
FRIENDLY

PRODUCTS IF THEY WERE
LESS EXPENSIVE (AGREE)

20%

Source: Simmons OneView and 2014 Prosumer

HH OWNS:

FOUR WHEELERS h 13%

JET SKI/SEA- -I 1o
DOO/WAVERUNNER |

RIDING TRACTOR N 22%
XBOX/PLAYSTATION __ 56%
OWNS 3+ TVS -_ 58%
ROOM AIR CONDITIONER _— 23%
ROOM HUMIDIFIER -_ 17%
ROOM DEHUMIDIFIER -_ 13%
ROOM AIRCLEANER [l 3%
CARPET CLEANER -— 23%
ELECTRIC BROOM _- 6%
OUTDOOR GAS GRILL H_ 39%
SEWINGMACHINE TN 34%

PIANO/ORGAN F 13%




CONSUMPTION ISSTRONGLY ASSOCIATED WITH SUCCESS

mUS
Global

52

61
57 SIS 55
48
42 40
% I I

BUYING PRODUCTS ISA | RESPECT/ADMIRE PEOPLE |F PEOPLE CONSUME LESS, A HEALTHY ECONOMY
PATRIOTIC ACT, IT HELPS WHO HAVE ENOUGH IT WILL DESTROY JOBS REQUIRES A HIGH LEVEL OF

MY NATION'S ECONOMY  MONEY TO BUY WHATEVER CONSUMER SPENDING
THEY WANT

Source: Prosumer Report “Sharing Economy” 2014
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Livable Neighborhoods
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VISION

We all live in safe, vibrant, well-connected,
and healthy neighborhoods

PLAN

BTG

Average
Walk Score

By 2025, we will implement Vision Zero principles on
traffic safety

We will increase LA's average Walk Score to 75 by 2025




Housing & Development
° g PLAN

& | /s
VISION

We address LA's housing shortage, ensure that most new units
are accessible to high-quality transit, and close the gap
between incomes and rents.

2017 2025 2035
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We will start constructing 100,000 new housing units Reduce the number of
17,000 new units of by 2021, leading to 150,000 rent-burdened households
housing within 1,500 feet of : new housing units by 2025 by at least 15 percentage

transit by 2017 points by 2035



Concluding thoughts

e Sustainable cities Is a priority globally

e Butthe Good Life Is In conflict with that goal

» Behavior change Is hard; technology can help
e Focusing on happiness may hold promise

* Optimizing for Walk Score Is part of the answer
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