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MY STORY

FROM SAVING
NATURE TO
TRANSFORM PEOPLE
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Key

Carbon footprint * for absorbing emissions from fossil fuel burning and cement production
- Built-up land footprint for accommodating roads and buildings
- Fishing grounds footprint for wild and farmed seafood from oceans and freshwater
- Forest product footprint for fuel wood, pulp and timber

Grazing land footprint for meat, dairy, leather and wool

Cropland footprint for food, fibre, oil and feed crops, including rubber

= === World biocapacity



GEN Z AND
YOUNGER

UNCERTAIN ABOUT
FUTURE... AND
CLIMATE CHANGE




1, a stranger and
afraid
In a world | never
made

- A.E. Houseman



THE OPPORTUNITY

PROVIDE AGENCY TO
OWN PURPOSE THAT
LEADS TOWARDS
CHANGE AND HAPPINESS




Adapted from Images by
@emmyzen and Toroato Star
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FOR THE GOALS
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ECONOMIC GROWTH

N



BY WHAT MEANS
COULD YOU PROVIDE
1. PURPOSE

2. SENSE OF AGENCY

10 MINS GROUP DISCUSSION
10 MINS PLENARY



TOOLS - DIRECTION -
AGENCY - HOPE
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“...aspirational reason for being that is
grounded in humanity and inspires a
call to action. But this is also starting
to shift — to a broad, human-centered,
soclally-engaged conception of
purpose that seeks to create value for
multiple stakeholders.”

- 2018



"Build the best product,
cause no unnecessary
harm, use business to
inspire and implement
solutions to the
environmental crisis.

- Patagonia




