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l. INTRODUCTION

“We are but numbers, born to consume resources,” pondered Horace (Epistles 1:2:27) over two
thousand years ago. The growing world population, matched by unsustainable lifestyles, have
led to an unprecedented rate of consumption of the earth’s natural resources. By 2012, the
global population marked a new milestone: 7 billion people (UNDESA, 2015). The estimated
natural resources required to provide humanity with the goods and services at their current
lifestyle trends in 2012 was equivalent to 1.6 earths (Global Footprint Network, 2017). Although
Malthus’s (1798) and Erhlich’s (1968) predictions of a world starved for resources have not
become reality, the planet is living an epoch of unprecedented global environmental change

(Waters et al., 2016; Zalasiewicz, Williams, Haywood, & Ellis, 2011).

As scientists debate the definition and formal establishment of an Anthropocene Epoch
(Zalasiewicz et al., 2011), the consequences of the industrial revolution are being felt by all of
the earth’s natural systems. Tropical forest loss, ocean acidification, biodiversity loss,
atmospheric pollution, and surface temperatures have all exponentially increased in the last
fifty years (Rockstrom & Klum, 2015). The Millennium Ecosystems Assessment estimated that
60% of the world’s ecosystems are being degraded or used unsustainably to benefit human
well-being and economic growth (2005). To remain within planetary boundaries, humanity

needs to rethink and redesign its relationship with the environment.

The feat of harmonious human development and environmental conservation is not new. Over
the past half century, international declarations and reports have made global calls to action.
Most noticeably, in 1972, the Stockholm Declaration was the first substantial step forward,
outlining 26 principles “to inspire and guide the peoples of the world in the preservation and
enhancement of the human environment” (UNGA, 1972, p. 1). Building on this result, in 1987
the report of the World Commission on Environment and Development, titled Our Common
Future, called for the creation of a path towards sustainable development; a type of
“development that meets the needs of the present without compromising the ability of future

generations to meet their own needs" (Brundtland, 1987, p. 41) .



The conceptual groundwork for sustainable development laid out in Our Common Future
culminated in Agenda 21, a non-binding voluntary plan for action at the local, national, and
global levels to reduce the human impact on the environment (UNCED, 1993). Since the Earth
Summit in Rio de Janeiro, Brazil, in 1992, where Agenda 21 was adopted, global momentum for
action on sustainable development has been building up, though visible gaps and a need for

rapid scaling of initiatives with proven results remain (UNDESA, 2012).

The latest reaffirmation of Agenda 21 was the adoption of the 2030 Agenda for Sustainable
Development on 25 September 2015 by all 193 member states of the United Nations General
Assembly (UNGA) . The Agenda outlines 17 Sustainable Development Goals (SDGs) (see
Appendix 1) and constitutes a global action plan for people, planet, and prosperity that aims to
eradicate poverty, fight inequality and tackle climate change over the next 15 years (UNGA,

2015).

SDG 12, titled “responsible consumption and production”, aims to ensure the adoption of
sustainable consumption and production patterns (UNGA, 2015). SDG 12 is organized into
eleven targets that promotes both the need to manage natural resources efficiently and the

need to raise awareness about sustainable development and sustainable lifestyles.

Achieving SDG 12 targets is a responsibility shared across all sectors. From governments, to for
profits, and not-for-profit entities, there is a need to develop initiatives targeting SDG 12 at
different scales. Research shows that market-based, purpose-driven organizations can be a
vehicle that accelerates the achievement of the SDGs (Markman, Russo, Lumpkin, Jennings, &

Mair, 2016).

This research aims to explore the attainability of SDG 12 in Lima, Peru through the lens of
market-based, purpose-driven organizations. For this, two specific research objectives were
defined:

1. To analyze the perspective of founders of market-based, purpose-driven organizations

on the current state of sustainable consumption in Lima, Peru.



2. To compare the knowledge, attitude, and behavior of a group of followers of one of the
market-based, purpose-driven organizations and a control group of non-followers of

environmental organizations.

The subsequent sections of this paper will define sustainable consumption and market-based,
purpose-driven organizations; provide historical context on the international policy
developments pertaining to sustainable consumption and context on the research case study
location, Lima, Peru; present the framework for research design, data collection, and data
analysis; and present research results. Finally, the conclusion will provide insight into the
attainability of SDG 12 in an emerging economy context, highlighting the role of purpose-driven

organizations in the process.

Il. DEFINITIONS

[I.I. SUSTAINABLE CONSUMPTION

The 1994 Oslo Symposium defined sustainable consumption and production as “the use of
services and related products, which respond to basic needs and bring a better quality of life,
while minimizing the use of natural resources and toxic materials as well as the emissions of
waste and pollutants over the life cycle of the service or product so as not to jeopardize the

needs of further generations” (Norwegian Ministry of Environment, 1994).

While sustainable production considers the production processes and their impact on the
environment (cleaner production, eco-design, transport logistics, end-of-life collection,
component reuse or materials recycling), sustainable consumption focuses on consumer

attitudes and behavior and their impact on the environment (UNEP, 2002).

Consumption habits refer to how products and services are chosen, purchased, used, and, in
the case of products, disposed of. These are decisions based on lifestyles and value sets that
define people’s every day choices and practices (Van Beers, Grossi, Briiggeman, & Kiorboe,
2014). A sustainable lifestyle that contains sustainable consumption habits is defined as “a
cluster of habits and patterns of behavior embedded in a society and facilitated by institutions,

norms, and infrastructures that frame individual choice, in order to minimize the use of natural



resources and generation of wastes, while supporting fairness and prosperity for all” (Akenji &

Chen, 2016).

[1.1l. MARKET-BASED, PURPOSE-DRIVEN ORGANIZATIONS

Sustainable lifestyles expressed through sustainable consumption patterns are only possible if
sustainable products and services are available (WBCSD, 2011). Research in the field of
sustainability has generated greater awareness among organizations of all types to balance
environmental, societal, and economic needs, and hence to provide sustainable products and
services. This research focused on social enterprises because Markam et al. (2016) suggest that
social enterprises have more pro-active, ‘do-good’ paradigms that accelerate the adoption of

sustainable consumption habits than other types of for-profit entities.

Social enterprises are organization that not only seek to create value through profit, but also to
create value by addressing broader societal issues, such as poverty or climate change (Dees,
1998). The existence of entrepreneurship with a social conscience dates back to the 1960s and
1970s (Haigh, Walker, Bacq, & Kickul, 2015). Social entrepreneurship as a practice that creates
both social and economic value was popularized by global efforts aimed at providing resources
to social entrepreneurs, such as Bill Drayton’s Non-Governmental Organization (NGO), Ashoka
(1980), Jeff Skoll’s Skoll Foundation (1999), and Hilde Schwab’s Schwab Foundation for Social
Entrepreneurship (1998) (Martin & Osberg, 2007; Stephan, Patterson, Kelly, & Mair, 2016).

The rise in the practice of social entrepreneurship over the last two decades has resulted in
increased research in the field (Rey-Marti, Ribeiro-Soriano, & Palacios-Marqués, 2016). Even so,
the concept and scope of social enterprises have yet to be clearly defined (Belz & Binder, 2017;
Mair & Marti, 2006). Differing definitions of social enterprises address different revenue
structures: while some accept a more traditional for-profit revenue structure others consider
full reinvestment of profits the defining characteristic. Competing terms for enterprises creating
both social and economic value are hybrid companies, benefit companies or sustainable

ventures (Hollensbe, Wookey, Hickey, George, & Nichols, 2014).

Due to the lack of a universal definition, this research will use the terminology of market-based,

purpose-driven organizations when referring to enterprises that create both social and
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economic value. The term market-based clarifies that at least part of the organization’s revenue
structure is based on a commercial sales activity. This excludes organizations funded exclusively
through donations or memberships from our definition. The term purpose-driven specifies that
the organization primarily aims to address a social or environmental issue. This excludes

organizations focused solely on creating financial profit from our definition.

I1l. CONTEXT

[1l.I. A BRIEF HISTORY OF SUSTAINABLE CONSUMPTION IN THE INTERNATIONAL ARENA
Since the mid-1990s, global momentum has been building to shift the world towards more
sustainable modes of consumption and production. In 1992, Agenda 21 made a call to action
stating that, “... the major cause of the continued deterioration of the global environment is the
unsustainable pattern of consumption and production, particularly in industrialized countries,
which is a matter of great concern, aggravating poverty and imbalances” (UNCED, 1993, p. 18).
A decade later, the closing statement of the World Summit on Sustainable Development incited
countries to “... encourage and promote the development of a 10-year framework of programs
in support of regional and national initiatives to accelerate the shift towards sustainable
consumption and production to promote social and economic development within the carrying
capacity of ecosystems ...” (United Nations, 2002, p.162). To review the proposal for this 10-
year framework program (10YFP), an International Expert Meeting was held a year later in

Marrakech, Morocco.

The 2003 International Expert Meeting resulted in the launch of the Marrakech process. The
Marrakech process was a multi-stakeholder, bottom-up process with two objectives: to support
the implementation of sustainable consumption and production policies and projects at the
regional and national levels, and to contribute to the elaboration of the 10YFP on sustainable
consumption and production. This informal and voluntary process was spearheaded by
governments, regions, and stakeholders who looked to break the myth that sustainable
consumption is about consuming less, implying less economic activity. Instead they aimed to
show that it is about informed and smart choices and doing more with less, about reducing the

volume but not the value, hence supporting continued economic growth. The process resulted



in the elaboration of the 10YFP on sustainable consumption and production and its subsequent

adoption by UN member states at the Rio+20 conference in 2012 (Zacarias Farah, 2012).

The 10YFP program is “a global framework of action to enhance international cooperation to
accelerate the shift towards sustainable consumption and production in both developed and
developing countries” (UNEP, n.d.-b). The 10YFP has five specific objectives: 1) accelerate the
shift towards sustainable consumption and production, supporting regional and national
policies and initiatives, 2) contribute to resource efficiency and decoupling economic growth
from environmental degradation and resource use, 3) mainstream sustainable consumption
and production into sustainable development policies, 4) support capacity building and
facilitate access to financial and technical assistance for developing countries, and 5) enable all
stakeholders to share information and knowledge of sustainable consumption and production
tools (UNEP, n.d.-b). In 2015, the adoption of SDG 12 as a stand-alone goal on sustainable
consumption and production reinforced the 10YFP objectives, as the first target of SDG 12 calls

for the implementation of the 10YFP.

Using a multi-stakeholder approach, interested actors from government, private sector, civil
society, researchers, UN agencies, and other major groups from all countries can be involved in
the implementation of 10YFP activities. Actors are brought together under six different
umbrella programs that serve as open, collaborative, and inclusive platforms to work on a
specific subject in order to achieve the 10YFP objectives. The six programs are: sustainable
public procurement, consumer information, sustainable tourism, sustainable lifestyles and
education, sustainable buildings and construction, and sustainable food systems. A noticeable
result is the creation of a 10YFP trust-fund, currently operational, that supports sustainable

consumption and production initiatives (UNEP, n.d.-b).

The progress made at the intergovernmental level over the last two decades has led to a
proliferation of sustainable consumption initiatives at the national, regional, and global levels
across all sectors of society (World Economic Forum, 2013). The 10YFP sustainable consumption
and production initiative database alone has over 200 registered initiatives, varying from

regional policy strategies such as the European Commission’s EU eco label to help consumers



distinguish environmentally friendly products to local startups like Sweden’s Green Guide App
that aid consumers in making the conscious choice (SCP Clearinghouse, n.d.). Yet the rate of
change and the adoption of sustainable consumption habits worldwide is lagging (WBCSD,
2011). A leading cause for the lack of global systemic change is the mimicking of consumption
patterns of the affluent society by the growing middle class in emerging economies (WBCSD,

2008).

The urban middle-class is the largest consuming segment in industrialized countries and
increasingly in all regions of the world. It is expected to grow from 1.8 billion to 4.9 billion
between now and 2030 (Akenji & Chen, 2016). The demand of this global middle class could
grow from USD 21 trillion in 2009 to USD 56 trillion by 2030; the majority coming from youth in
Asia, Africa, and Latin America (Akenji & Chen, 2016). Achieving SDG 12 will therefore very
much rely on the ability to promote and adopt sustainable consumption habits in emerging

economies.

[1.11. RESEARCH CASE STUDY: SUSTAINABLE CONSUMPTION IN LIMA, PERU

Peru is an example of an emerging economy experiencing a change in consumer habits.
Economic growth rates in Peru have been among the highest in South America, averaging 6.3
percent from 2005 to 2014 (Rossini & Santos, 2015). The steady growth rate has led to a drop in
poverty rates and a growing middle class. Currently between 40 and 50 percent of the Peruvian
population can be considered middle class (Jaramillo & Zambrano, 2013). As Akenji & Chen
(2016) state, globally, consumption habits of the emerging middle class are influenced by the
North American and European “dream”, resulting in highly consumptive, unsustainable
lifestyles. Peru's growing middle-class shows this change in behavior, as increased economic
growth has led to increased purchasing power and hence increased consumption (Zapatel,

2012).

During the last ten years, in parallel to economic growth, environmental governance has been
strengthened in Peru. In 2008, the National Council of the Environment, established in 1994,
was converted into the Ministry of Environment (MINAM). This new environmental governance

structure made it possible to centralize environmental policies under one mission umbrella: to



promote the environmental sustainability of Peru by conserving, protecting, recuperating, and

safeguarding the environmental conditions, ecosystems, and natural resources of Peru.

Sustainable consumption is reflected within MINAM’s organizational structure at the level of
the general directorate for environmental education, awareness, and culture. The objective of
this directorate is to promote lifestyles that are compatible with the sustainable and
responsible use of natural biodiversity and culture (MINAM, n.d.). Campaigns that promote
sustainable consumption habits, such as “Peru Limpio” (Clean Peru), which focuses on
incentivizing reducing, reusing, and recycling, are regularly held by the directorate in

partnership with by MINAM’s communications department and (MINAM, 2016).

MINAM is also the focal point for 10YFP programs in Peru. While national progress reports on
meeting 10YFP sustainable consumption objectives are unavailable for Peru, Peruvian delegates
have demonstrated their commitment to 10 YGP objectives in regional activities. Most
noticeably, in 2013, the seventh Latin America and the Caribbean Regional Meeting on
Sustainable Consumption and Production was hosted by MINAM in Lima, and in 2014 the
Minister of Environment ratified the Decision on Sustainable Consumption and Production
agreed on during the nineteenth Meeting of the Forum Ministers of Environment for Latin

America and the Caribbean (UNEP, n.d.-a).

Beyond government initiatives, civil society movements have increasingly become promoters of
sustainable consumption in Peru. International NGO campaigns, such as World Wildlife Fund’s
Earth Hour first held in Peru in 2009, are gaining more visibility over time as well (WWF, n.d.).
Environmental citizenship is also increasingly being promoted through campaigns led by
market-based, purpose-driven organizations. The social entrepreneurship movement in Peru
has gained significant traction in the last few years, thanks to the positive economic conditions
and increased social and environmental awareness among citizens, especially youth (Farber,
Caballero, Prialé, Fuchs, 2015). Pioneers in the field, such as B-Green, Conservamos por
Naturaleza, and Life Out Of Plastic — L.O.0.P., have been organizing awareness campaigns on

sustainable consumption for the last five years.
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This research aims to explore the attainability of SDG 12 Lima, Peru through the lens of market-
based, purpose-driven organizations. Beyond this, the research also provides insights for public
practitioners of social innovation in Peru. The stable economic environment has allowed for
continuous emergence of market-based, purpose-driven organizations. Their role in shaping
entrepreneurship in Peru has been recognized by the Peruvian Ministry of Production, which in
October 2016 launched a working group on social innovation. Composed of eleven public and
private institutions actively involved in social entrepreneurship, the working group aims to
promote social innovation and entrepreneurship by designing relevant public policies
(Ministerio de la Produccion, 2016). This research can therefore inform the working group on
the perceived opportunities and barriers for achieving sustainable consumption as defined by
social entrepreneurs and on the experience of market-based, purpose-driven organizations in

influencing consumer behavior.

V. RESEARCH DESIGN

IV.I THEORETICAL FRAMEWORK: SDG 12

The research was guided by the SDGs (see Appendix 1). SDG 12 was chosen as a theoretical
framework as it relates specifically to sustainable production and consumption. Each SDG in the
2030 Agenda has specific sub-goals called targets. Every target has a respective indicator that
serves as a framework under which to evaluate goal achievement progress in comparison to the
March 2016 baseline. SDG 12 has twelve targets, which are listed in table 1 below. This
research focuses on SDG 12 targets 12.2, 12.5, and 12.8 (highlighted in green in table 1)
because their primary vehicle for implementation is organization-level initiatives, rather than
policy-level initiatives, and because they are relevant to all types of organizations, including
purpose market-based, purpose-driven organizations. Targets 12.3, 12.4, and 12.6 are
considered of moderate relevance because, even though they are also primarily implemented
by organizations, they are specific to an industry or type of organization. Target 12.a was also
considered of moderate relevance because it is not driven by market-based, purpose-driven
organizations, but may impact them. Targets of low relevance are purely achievable via policies

and are therefore not addressed in this research.
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Table 1 - Sustainable Development Goal 12 targets, vehicles for accomplishment, and relevance
to the research

TARGET ‘ VEHICULE ‘ RELEVANCE
Implement the 10-year framework of programs on
sustainable consumption and production, all countries
12.1 | taking action, with developed countries taking the lead, POLICY LOW
taking into account the development and capabilities of
developing countries.
122 By 2030, achieve the sustainable management and POLICY + HIGH
" | efficient use of natural resources ORGANIZATIONS
By 2030, halve per capita global food waste at the retail
and consumer levels and reduce food losses along POLICY +
12.3 . L . MODERATE
production and supply chains, including post-harvest ORGANIZATIONS
losses
By 2020, achieve the environmentally sound
management of chemicals and all wastes throughout
their life cycle, in accordance with agreed international POLICY +
12.4 - . . MODERATE
frameworks, and significantly reduce their release to air, | QRGANIZATIONS
water and soil in order to minimize their adverse
impacts on human health and the environment
POLICY +
125 By 2030, substantially reduce waste generation through HIGH
’ prevention, reduction, recycling and reuse ORGANIZATIONS +
EDUCATION
Encourage companies, especially large and transnational
X inabl .
12,6 | COMPanies, to adopt sustainable practicesand to ORGANIZATIONS MODERATE
integrate sustainability information into their reporting
cycle
Promote public procurement practices that are
12.7 | sustainable, in accordance with national policies and POLICY LOW
priorities
By 2030, ensure that people everywhere have the POLICY +
12.8 | relevant information and awareness for sustainable ORGANIZATIONS + HIGH
development and lifestyles in harmony with nature EDUCATION
12.a | Support developing countries to strengthen their POLICY + MODERATE
scientific and technological capacity to move towards ORGANIZATIONS
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more sustainable patterns of consumption and
production

Develop and implement tools to monitor sustainable
12.b | development impacts for sustainable tourism that POLICY LOW
creates jobs and promotes local culture and products

Rationalize inefficient fossil-fuel subsidies that
encourage wasteful consumption by removing market
distortions, in accordance with national circumstances,
including by restructuring taxation and phasing out
those harmful subsidies, where they exist, to reflect
their environmental impacts, taking fully into account
the specific needs and conditions of developing
countries and minimizing the possible adverse impacts
on their development in a manner that protects the
poor and the affected communities

12.c POLICY LOW

V.1l DESIGN CHOICE: CASE STUDY

The research uses a case-study approach, limiting the study geographically to Lima, Peru. Case
studies allow for a holistic understanding of an issue within a specific context (O’Leary, 2005).
Peru was chosen because, as discussed earlier, it is an example of an emerging economy in
Latin America that has experienced stable economic growth and shifts in consumer habits. Lima
was chosen because it is the capital of Peru and one third of the Peruvian population is based in
Lima. Limiting the study to Lima facilitates analysis to an urban context, yet remains

representative of Peru’s urban reality.

To respond to the first study objective (analyze the perspective of founders of market-based,
purpose-driven organizations on the current state of sustainable consumption in Lima, Peru),
the study focused on market-based, purpose-driven organizations. To gather data for this
objective, semi-structured in-depth interviews were held with founders of market-based,
purpose-driven organizations. Governmental organizations, non-governmental organizations,

or traditional corporations’ contributions to sustainable consumption were not explored.

For the second research objective (compare the knowledge, attitude, and behavior of a group
of followers of one of the market-based, purpose-driven organizations and a control group of
non-followers of environmental organizations) the study group were followers of L.0.0.P, one

13



Peruvian market-based, purpose-driven organization based in Lima, and a control group of
consumers. A knowledge, attitude, and behavior (KAB) survey was used to collect date for this

objective.

Figure 1 summarizes the research design. IRB approval was granted by the Duke University

Office for Research support for these data collection methods detailed below.

Figure 1: Summary of research design

Market-based, Purpose-Driven Consumer Survey:

Entrepreneur Interviews:

Comparative knowledge, attitude,
and behavior survey between a
group of followers of a social
enterprise (L.0.0.P.) and a control
group of non-followers of
environmental organizations.

In-depth interviews with n=10
entrepreneurs to identify drivers for
promoting sustainable consumption

and perceptions of sustainable

consumption in Peru.

IV.III DATA COLLECTION METHODS

IV.ILT INTERVIEWS

To identify the drivers for promoting sustainable consumption, semi-structured in-depth
interviews (see Appendix 2 for interview guide) were conduct with the founders of Lima-based,

Peruvian purpose-driven organizations that met a the following set of criteria:.

e Lima-based operations: the organization has an office in Lima and its primary target

market is in Lima,
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e Market-based, purpose-driven organizations: organizations that have a commercial
activity generating revenue and are also seeking to have a positive environmental

impact through their business model,

e Environmental focus: organizations that have specific goals towards environmental

improvement in their mission statements,
e Legally registered: registered organizations that have a tax identification number,

e Demonstrated results: the organization has had commercial operations for at least

twelve months.

A list of 26 organizations was provided by the “Climate Change Risks and Opportunities for B-
corps in Latin America” research group. The 26 organizations had been pre-selected for a three-
year study funded by the International Development Research Centre of Canada that aims to
generate knowledge at the intersection of climate change adaptation and mitigation, focusing
on the benefits of trying to address both challenges simultaneously, and to better understand
sustainable venturing in Latin America (IDRC, 2015). Considering the similarity in the research

objectives, this list was used as a starting point for organization selection.

From the list of 26 organizations, 12 were based in Lima. To ensure that no other Lima-based
organizations had been missed, winner lists from local social entrepreneurship prizes (Kunan,
Premio Protagonistas del Cambio, Innovate Peru) were also reviewed. No additional
organizations operating in Lima were identified. Of the twelve organizations, only ten met the
remaining selection criteria. One of the other two organizations did not have a commercial
activity generating revenue (it was in fact a small NGO operating on donations), and the second

did not have an environmental focus.
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Table 2 - Organizations meeting criteria for selection in research study

ENVIRONMENTAL FOCUS

TARGET MARKET-ACTIVITY
( IN TAX ID
MARKET AND PURPOSE
MISSION STATEMENT)
Services: Eco-efficiency
companies consulting services.
o.perating in To develop corporate
Lima. d h environmental marketing
B-Green Reduce the 20543241971
environmental and eco-efficiency
Campaigns: impact of strategies.
consumers in organizations and
Lima. consumers.
Receives used
Donors: produFts as.
donations, fixes
household and
companies in them, and re§ells To transform used objects
Lima. them to low income | jnto opportunities,
communities. biliti d vent
Recidar capabllities, and vVentures | 50392679341
o that promote the
Belnef|C|a|r|es: The formal sales development of
vulnerable mechanisms adopted | Vulnerable communities.
populations in . .
. aid in overcoming
Lima. .
the informal stolen
goods market.
Products and Sale of products
. made from recycled
services:
. PET and of corporate
companies .
L environmental
operating in volunteering To raise awareness about
L.0.0.P. Lima. services. plastic pollution in 20543092950
marine ecosystems.
C igns: . .
ampf':ngns Organizes public
Peruvian
awareness
consumers. .
campaigns
Second hand retail.
Lima general _ To sell and buy second
Las Traperas & Actively educates hand articles (clothing 20550169925
public customers on

environmental
valuing of reusing.

and accessories).
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Sale of clay
composting pots.

To contribute to the
mitigation of the
environmental impact

Li Li | i .
CIQ:T? ost |:1bz;1icgenera Actively educates caused by inadequate 20540278034
P P f:ustomers on organic solid waste
importance of management in
organics recycling Lima.Peru.
and composting.
Sale of products from
natural protected ) ]
areas in Lima health | To offer high quality,
food stores and bio- | 100% natural and organic
markets. products from natural
Lima general protected areas to people
Shiwi uincg _ who wish to eat healthy, 20543140946
P Actively educates aware of the sourcing of
CUStO_mer_S on their food and of their
contribution of reduced environmental
products to impact.
environmental
conservation.
Villa Maria del . .
. To bring reliable, safe, and
Triunfo and . . ..
Pamolona Compostable toilet sustainable sanitation to
X-Runner p service for low low-income urban 20555503955
families (low . -
. L income communities. | households that do not
income districts .
. have a toilet
of Lima)
To provide organic textile
. products to companies
Companies, Lima Sale of organic and institutions interested
RET panies, cotton product. B- . . 20545923844
& worldwide - in a socially and
Corp certified. .
environmentally
responsible production
To offer an integral
service that allows
Environmental organizations to
Libélula Companies, Lima | communication and incorporate an 50516020211

& Peru

sustainability
consulting services.

environmental
sustainability focus and a
climate change action
vision
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Sale of diverse

products from To give support to
SPDA — private conservation | yoluntary conservation
Conservamos | Peruvian citizens | areas. initiatives, promotin

e ‘P & 20109278034

por & organizations partnerships and actions
Naturaleza Organizes public that contribute to the

awareness care of nature.

campaigns

Founders of all ten identified organizations agreed to be interviewed. Interviews were recruited
by direct e-mailing to the organization’s founders. Email non-respondents (n=2) were contacted
additionally by telephone. At the beginning of each interview, interviewees were asked to sign
a research consent form (see Appendix 2) and were asked if they preferred to remain
anonymous or if personal and organizational identification could be used for research purposes.
All ten of the organizations allowed their full name and organization’s name to be identified in

the report.

Interviews were guided by a semi-structured interview guide (see Appendix 3) and lasted for 60
minutes on average. Eight interviews were held in-person and two over Skype because
interviewees were out of the country at the time of the interview. All interviews were held in
Spanish and were recorded using both a voice-recorder and through written notes taken by the
researcher. Interviews were not transcribed but a summary of notes highlighting key
statements were translated and written up in English digitally. Recordings facilitated notes
revision to increase the reliability of data and allowed for the extraction of verbatim quotes for

the summary. These interview summary sheets were fact-checked by the interviewees.
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IV.ILITKNOWLEDGE ATTITUDE BEHAVIOR SURVEY

To evaluate individual consumer knowledge, attitude, and behavior concerning sustainable
consumption of consumers in Peru, a cross-sectional on-line KAB survey was administered (see
Appendix 4 for the Spanish version) to followers of one of the market-based, purpose-driven
organizations, L.0.0.P., and a control-group of followers of an organization unrelated to

environmental issues.

Surveys are becoming increasingly popular amongst environmental psychologists to collect data
on individual values, attitudes, beliefs, and behavior in order to evaluate program effectiveness
(Hines, Kormos, & Marks, 2016). Although the cross-sectional nature of this research study’s
survey does not allow us to make causal inferences, it provides an insight into whether there is
a difference in sustainable consumption knowledge, attitude and behavior between the study
group and the control group. The aim of this research study’s KAB survey was to explore if
sustainable consumption habits in Lima, Peru differ between the study group, which is a group
of people exposed to sustainable consumption communications and activities, and those who
are not, hence informing the effectiveness of L.O.0.P. in shaping sustainable consumption

habits in Lima, Peru.

IV SURVEY DESIGN

The survey was designed in English using existing measures of environmental psychology to
increase survey reliability and validity. Maloney and Ward (1973) were among the first to
conceptualize that the environmental crisis was a crisis of maladaptive behavior, emphasizing
that the solution was not in technological approaches but in changing human behavior. To
understand such behavior, they developed a 128-item ecological attitude-knowledge scale,
later revised to a short form (Maloney, Ward, & Braucht, 1975). Maloney et al.’s tool is based
on four sub-scales (verbal-commitment, actual commitment, affect, and knowledge) and
reflects the structure of KAB surveys. KAB surveys are a research method based on the KAB
behavioral change model that conceptualizes behavior as a product of one’s attitude to an
issue, shaped by the knowledge one has of the issue. This methodology has frequently been

used in social psychology to explore health and environmental behavior.

19



The survey designed for this research was based on Maloney et al.’s short form ecological-scale.
For the behavior section, the two sub-scale sets of questions for verbal commitment and actual
commitment were grouped together. Statements were adapted for relevancy in a 215 century
context. For example, the original statement “I probably wouldn't go house to house to
distribute literature on the environment” was adapted to “I probably would not share
information on environmental issues on social media,” and the original statement “I subscribe
to ecological publications” was adapted to “l subscribe to environmental newsletters, like

environmental organization on social media, or read environment blogs.”

For the attitude section, the revised New Environmental Paradigm (NEP) scale statements were
used verbatim. NEP was chosen as a measure of environmental attitude because it is the most
widely used measure and is hence the most reliable (McIntyre & Milfont, 2016). Originally
developed in 1978 and updated in 2000, the NEP scale measures “ecological worldview”
(Dunlap, Van Liere, Mertig, & Jones, 2000). According to Dunlap et al. (2000) ecological
worldview is composed of five facets: the reality of limits to growth, anti-anthropocentrism, the
fragility of nature’s balance, rejection of exemptionalism, and the possibility of an eco-crisis.
The resulting score makes it possible to evaluate to which degree respondents see themselves

as part of nature rather than a superior independent form.

To make the knowledge section relevant to the current sustainable development context, the
Sustainable Literacy Test (SULITEST) was used. The SULITEST was chosen because it was
designed for a global audience aiming specifically at evaluating knowledge on sustainable
development. According to the developers “sustainable literacy is the knowledge, skills, and
mindsets that compel an individual to become more deeply committed to building a sustainable
future and allow him or her to make informed and effective decisions to this end.” (SULITEST,
n.d.). The SULITEST also considers itself as actively contributing to the SDGs. The test is
therefore aligned to the study objectives. Nevertheless, the complete test is lengthy, taking up
to 30 minutes to complete. Therefore, for this study, eleven questions relating directly to the
environment and consumer issues were extracted from the SULITEST. Minor adaptations were
made to shorten question length. An additional question on plastic pollution was added as a

test of L.O.0.P. follower knowledge on the primary issue it addresses: plastic pollution.
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Basic demographic questions were added at the beginning of the survey. The final survey was
translated by the researcher to Spanish. The Spanish version was pre-tested and validated by
five native Spanish speakers. The final version of the Spanish survey was uploaded to Qualtrics

for administration. The average survey response time was estimated at fifteen minutes.

IV.IILILI SURVEY STUDY GROUPS

Life Out Of Plastic (L.0.0.P.) followers were chosen as the study group because L.O.0.P. is one
of Lima’s pioneer market-based, purpose-driven organizations dedicated to promoting
sustainable consumption (see table 2, year established column). Founded in 2011, L.O.O.P. is a
women-led social enterprise that cares for oceans by inspiring businesses and consumers to
purchase products that promote a conscious lifestyle. It aims to create a self-financed
movement that takes action on plastic pollution, promoting marine ecosystem conservation.
L.0.0.P. seeks to promote sustainable consumption by creating platforms for knowledge
exchange and organizing awareness campaigns that aim to generate a change in attitude and
behavior. L.O.0O.P. finances these activities through the sale of sustainable products and
offering corporate sustainability services to institutions. The L.O.0.P. model has been
recognized internationally as an innovative social initiative for waste reduction and recycling
and ocean conservation, receiving a variety of awards for social entrepreneurs and

environmental conservation projects.

In addition, L.0.0.P. was chosen because the researcher is the founder and thus has a high level
of familiarity with the organization’s mission and its followers. L.O.0.P. has good reason to
believe it has inspired its followers to live more sustainably but has never evaluated this
assumption. L.O.O.P. followers are therefore a good source for respondents to evaluate the
impact of a market-based, purpose-driven organization on Lima consumers. The familiarity with

the organization also facilitated access to its database.

The control group were respondents that were unaffiliated with L.O.O.P. To reach this group,
the survey was sent to members of a health-affiliated volunteer group, Kuramé. Kuramé is a
youth volunteer group that creates and manages projects designed to mitigate the negative

effects of hospital stays, aiding in the holistic recuperation of patients. Although Kuramé is a
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socially aware organization, environment and sustainability are not at all part of its strategy.
Therefore, the overlap in respondents between the two groups was predicted to be minimal

because of the organizations’ different social impact focuses.

Kuramé was chosen as a control group because of its youth orientation and large volunteer
database. Similarly to L.O.0.P., Kuramé targets university students and young professionals.
While some other organizations seeking to give support to patients in hospitals exist in Lima,
they are usually limited to a group of volunteers of specific characteristics, for example clowns
or homemakers. Kuramé volunteers are diverse. In addition, the researcher and the Kuramé
founder both belong to the Global Shapers Community, an initiative of the World Economic
Forum that brings together young people with high leadership potential between the ages of 20

and 30. This professional affiliation facilitates contact and access to the Kuramé database.

The study and control groups were contacted via the organizations’ Facebook pages and list-
servs. The study group size was of n=30,000 and the control group size of n=35,000. For a
n=50,000 sample size population, Rae & Parker (2014) recommend sample size of at least 166
for a 99% confidence level at a 10% error margin. Similarly, for n=20,000, the minimum
recommended sample size at the same confidence level and error margin is 165. Therefore, the
target sample size for both groups in this study was 166. The survey was opened for two weeks,
resulting in enough respondents for the study group but only 20% of the required sample size

for the control group.

To increase the number of control group respondents, five additional members of the Global
Shapers Community with over 1,500 friends on Facebook, and who do not work in an
organization with an environmental focus or a sustainability department, were asked to share
the Kuramé post of the survey on their personal Facebook pages. The multiple sharing of the
same post made it possible to increase the post audience reach on social media. After an

additional two weeks of running the survey, the sample size was also met for the control group.
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IV.IV DATA ANALYSIS
IV.IV.I INTERVIEW DATA

Interview data was analyzed using both deductive and inductive methods. Deductive analysis

was guided by a mind-map of probable themes that was built before interviewing to facilitate

coding (see figure 2).

Figure 2 - Pre-interview themes mind-map

MOTIVATIONS:
Passion Importance: high
Life-experience Attainability: medium
"Something-no-right” feeling
ORGANIZATIONAL ACHIEVING
MISSION & VISION: DETAILS SDG 12 Drivers for change:

communications

purpose-drive
global tendency

resolve social or environmental issue

Tools for change:
IMPACT: ) =
regulatory policies
Basic qualitative indicators quiatory p
(eg. no. people reached)

Actively contributing: inherent to mission

CONTRIBUTION TO SC
Communication: explicit and implicit

Inductive analysis made it possible to add additional themes that emerged during the
interviews to the original mind-map (see figure 3). Summary interview sheets served as the

primary tool for coding data by highlighting themes and color coding analytical thoughts.
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Figure 3 - Interview themes mind-map. New themes italicized

MOTIVATIONS:
Passion
Life-experience IMPORTANCE: high
"Something-not-right” feeling ATTAINABILITY: medium
Unsatisfied with management education discourse ORGANIZATIONAL ACHIEVING )
DETAILS SDG 12 DRIVER FOR CHANGE:
MISSION & VISION: Communications
Purpose-driven Global tendency
Resalve social or environmental issue Healthy lifestyles movement
Disruptive and transformationa
TOOLS FOR CHANGE:
IMPACT: HPgL”a[Ol‘.\u‘ F'O‘ Cles

Influancing nonuiar rle modale
Basic qualitative indicators Infiuencing popular role models

(eq. no. people reached)
CONTRIBUTION:
Actively contributing
Inhierent fo mission

CONTRIBUTION TO SC COMMUNICATION:
Explicit and implicit
5C not an element for vulnerable populations

IV.IV.Il SURVEY DATA

Survey data was collected through Qualtrics and exported in csv format into Excel for analysis.
A total of n=586 people completed the survey. To filter valid responses, the survey asked what
the permanent place of residence was. All respondents who did not live at least six months of
the year in Lima were removed from the data set. The total number of valid respondents was

n=411.

To filter responses into study and control groups, the survey asked to rank L.O.0.P., the nine
other market-based, purpose-driven organizations participating in the study, and Kuramé into
the following categories: | have never heard of [organization name]; | have heard of
[organization name], but do not follow it on social media and have never participated in an
event or volunteered; | have heard of [organization name], follow it on social media, but have
never participated in an event or volunteered; | have heard of [organization name], follow it on
social media, and have participated in an event or volunteered. To be counted in the study
group, respondents had selected one of the two following categories: | have heard of L.O.0.P,
follow it on social media but have never participated in an event or volunteered; | have heard of
L.0.0.P, follow it on social media and have participated in an event or volunteered. The total
study group size was of n=226. To be counted in the control group, respondents had to have

never heard of L.O.0.P. or have heard of L.O.O.P. but not follow it on social media or have ever
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participated in one of their events or volunteered. The total control group size was of n=185. Of
the control group n=106 had either heard of Kuramé, followed it on social media but had not
participated in an event or volunteered, or had heard of Kuramé, followed it on social media
and had participated in an event or volunteered. To further validate the control group,
familiarity with the other nine market-based, purpose-driven environmental organizations
participating was also reviewed. Familiarity with other organizations was consistent with
respondent familiarity of L.O.O.P. Only 4% of control group respondents had heard of, followed,
but had not participated in an event or volunteered from one of the other organizations, and
only 1% had hear of, followed, and had participated in an event or volunteered for one of the

other organizations.

To allow for comparative analysis, responses for each of the knowledge, attitude, and behavior
sections were scored. For the knowledge section, each valid response received a score of 1 and
invalid responses a score of 0. For the attitude and behavior sections that had Likert-scale
responses, positively keyed questions were scored according to the following format: strongly
disagree = 1, disagree = 2, neutral = 3, agree = 4, and strongly agree = 5. To control for biases,
half of the statements were negatively keyed in the survey design. Negatively keyed questions
were assigned reversed scores (strongly disagree = 5 to strongly agree = 1). Scores were

summed and averaged, assigning a percentage value to each of the sections.

Cross-sectional tables where then built for total KAB scores comparing the study and control
group along the variables of gender, age, highest level of completed education, employment

status, and nationality.

V. RESULTS

V.I INTERVIEWS
Results were grouped into three areas of analysis: organizational details, contribution to
sustainable consumption, and attainability of SDG 12. The following paragraphs organize results

into the three primary branches of the mind-map in figure 3 above.
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V.I.I ORGANIZATIONAL DETAILS
Organizational details and motivations for founding were asked of founders to understand if
the promotion of sustainable consumption was driven by exposure to specific factors in the
local context. Appendix 5 summarizes organizational details. The data shows that organizations
form partnerships amongst themselves in order to strengthen their impact and hence promote
sustainable consumption more effectively in Lima, Peru. For example, Conservamos Por
Naturaleza and Shiwi have partnered in order to provide customers with a broader array of
products from natural protected areas. Conservamos por Naturaleza benefits from Shiwi’s
weekly participation in markets and Shiwi benefits from Cosnervamos por Naturaleza’s wide
reach on social media. In this manner, the message of both companies reaches a wider
audience, giving customers more examples of sustainable consumption alternatives.

“We’ve build a two year project together. There’s so few of us that rather than compete

for the same 10% of the market, we can unify under one message and reach a broader

audience.” — Sofia, Shiwi.

“We want to serve as a platform that empowers others. This will make the whole
movement more resilient to the backlash from the traditional form of consumption and
create a new common culture of sustainable consumption.” — Bruno, Conservamos por

Naturaleza

SDG 12 target 12.8 highlights the importance of knowledge for adopting sustainable lifestyles.
Results showed that seven of the ten founders had lived a transformational experience abroad

that had pushed them to return to Peru to become involved in a purpose-driven organization.

“After quitting investment banking in New York, | did a permaculture and bio-
construction internship in Chile. Here | realized there were alternative modes of living,
modes of life harmonious with the rhythms of the earth. | saw composting was of

fundamental importance.” — Jean Pierre, Lima Compost

“When | was studying in Cambridge, | experienced the birth of the transition networks

and de-growth movement. In Peru | was accustomed to extinguishing fires, in the United
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Kingdom | realized environmentalism could also be about inspiring change.” — Bruno,

Conservamos Por Naturaleza

For three of the founders (RET, X-Runner, and Recidar) the exposure to sustainable
consumption was not direct, but resulted from the dissent of the discourse they were exposed

to during their management education:

“I was disconcerted how students didn’t question things. They just accepted that this is

what business is like without seeing the need to re-invent it.” — Isabel, X-Runner

“I wanted to build my dream, a dream of creating equal opportunities. Not just work for

others inside the current system.” — Boris, Recidar

“Management school was all about managing profit. But why does it have to be only

about profit? What about making fair and equitable business?” — Carlos Segama, RET

All of the organizations’ missions aimed to create social value and explicitly or implicitly
addressed sustainable consumption (see table 2 for the list of missions). An explicit mission
statement is for example Las Traperas which aims to buy and sell second-hand articles. An
implicit mission statement is for example X-Runner that aims to bring reliable, safe, and
sustainable sanitation to low-income urban households that do not have a toilet. A theme that
emerged throughout the interviews was the vision to be disruptive and transformational in

their field.

“Humans devour nature for easy money in this economic environment. | want to show
that you can make money with limited resources, not just economic resources, but

human, and natural resources as well.” — Sofia, Shiwi

“In the future, | see us as a municipal solution, not an individual service. As more people
start composting we will create the societal pressure to demand adequate organic waste

management solutions from our municipalities.” — Jean-Pierre, Lima Compost
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V.I.II CONTRIBUTION TO SUSTAINABLE CONSUMPTION
After being read the definition of sustainable consumption, all interviewees agreed that

sustainable consumption was inherent to their mission.

“Each of my products educates the consumer on sustainable agricultural practices and

hence converts them into sustainable consumers.” — Carlos, RET

“Of course we work on sustainable consumption. Our bins are made of clay, support
local artisans. Organic waste makes up 50% of household waste. Implementing our bins
in people’s homes and teaching them how to compost diverts waste from landfills and

creates compost to enrich soils.” — Jean-Pierre, Lima Compost

Founders where then asked if they considered they were contributing directly to one of the
SDG 12 targets being used as a framework for this research. All contributed to at least one of

the three targets. Table 3 summarizes each organization’s contribution.

Table 3 - Organization's contribution to meeting SDG 12 targets

12.2. By 2030, 12.5. By 2030, 12.8. By 2030, ensure that
achieve the substantially reduce people everywhere have the
sustainable waste generation relevant information and
management and through prevention, awareness for sustainable
efficient use of reduction, recycling, development and lifestyles in
natural resources. and reuse. harmony with nature.

B-Green

Recidar

L.0.0.P.

Las Traperas

Lima Compost

Shiwi

X-Runner

RET

Libélula

SPDA —
Conservamos por
Naturaleza
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Although all of the interviewees were aware of the SDGs, only two had identified SDG 12’s

relevance to their work and none had used SDG12 directly in their communication strategies.

“SDG 12 is L.O.0.P. On the one hand we make products from upcycled PET and on the
other we organize awareness campaigns that aim to inspire sustainable consumption

habits amongst Limefios.” — Nadia Balducci, L.O.O.P.

“I had never thought about SDG 12 and our work, | guess | should go over Agenda 2030
and how our work ties into every one of the goals. | just don’t have the time to think how

we fit into the greater macro scheme of things.” — Borris, Recidar

Shiwi, Las Traperas, L.0.0.P., B-Green, Conservamos por Naturaleza, all used sustainable
consumption and lifestyles as a central part of their communications strategies, emphasizing

how their work serves as a vehicle for behavior change.

Interestingly, for Recidar and X-Runner, sustainable consumption was not part of their
communication to their beneficiaries. Unlike the other organizations, their target markets are
low-income vulnerable populations. Both considered that using the sustainable consumption
discourse was a step beyond their current messaging strategy which focuses on quality of life
improvement. Both did, however, use sustainable consumption as part of their communication

strategy to funders.

V.ILIIACHIEVING SDG12 IN LIMA, PERU

To explore the feasibility of achieving of SDG 12, founders were asked two ranking questions
and were also asked to explain their reasoning for each of the rankings. First they were asked to
rank the importance of promoting SDG 12 in the context of an emerging economy such as Lima,

Peru. Second, to rank the likelihood of achieving SDG 12 targets in Lima, Peru.

All ten founders enthusiastically agreed that it was important or highly important to promote

sustainable consumption in Lima.
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“Sustainable consumption is not only about the environment, it is also about redefining
our economic system. We have the opportunity to do things “right” and not the “wrong”
way. In developed countries it’s harder to instill sustainable consumption because they
need to make larger structural and organizational changes. Here we are still building
these habits and infrastructures to support them. It will cost us less to be proactive now

rather than to have to fix things in the future.” — Micaela, B-Green

“Emerging economies are in a state of development, it’s all about growing and being
better off. Developing and growing generates waste, especially here in Latin America
were consumerism is very strong. Factoring in poverty and bottom of the pyramid, it
could be said that unsustainable consumption is in fact a large scale crime. Unless we
begin demonstrating to businesses and policymakers there are alternative models to this

growth, the world is going to go down the drain.” —Isabel, X-Runner

When it came to the likelihood of meeting SDG 12 targets by 2030, all ranked attainability low.

Two ranked it at 3, five ranked it at 2, two ranked it at 1, and one ranked it at 0. All the

responses had variations of the same explanation for the low ranking: the lack of political will

and effective governance make it difficult to believe in a paradigm shift.

“Consumption is a cultural paradigm. Change will not come around rapidly. While | hate
to think this because it saddens and demotivates me, the reality is that change will
happen in a scale of fifty years. If there is no political will, there won’t be positive
legislation. Only the generation that is currently between 8 to 13 years old is growing up

in new paradigmes, free of toxic ideals.” — Bruno, Conservamos Por Naturaleza

“Ha! We are lightyears away from those targets. There are laws we don’t follow,
recycling systems that don’t work. Hoping bans will be implemented is wishful thinking.
If it doesn’t make them rich, they don’t care. We are a country ruled by corruption.” -

Paola, Las Traperas

The more hopeful responses placed their hope on the impact of information technology, the

internet of things, and citizen action to accelerate the speed of change:
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“We need laws. But until those come, innovations in companies and communications are

what we need to accelerate change.” — Micaela, B-Green

“Collective citizen action can have a much greater impact than we estimate. At the end
of the day it all depends on the context and the people. If the people come together and
use the internet to their advantage, consumption habits could shift very rapidly.” — Sofia,

Shiwi.

When asked if they had perceived a change in behavior towards more sustainable consumption

habits in Lima, all ten founders commented that they had noticed a positive change since

founding their organization. The drivers mentioned for this change were a global tendency of

environmental awareness, the rapid development of information technology and the increasing

use of social media, and the healthy lifestyles movement.

“l used to share something [concerning sustainable consumption] on Facebook five years
ago and no one would like it. Now I share it and | have dozens of people liking and

commenting on it.” — Micaela Venancio, B-Green.

“You can see [behavior] changing. There are more and more health food stores and in
different districts. There used to be only one bio-market, now there’s at least ten. People
who go to these places are more aware, they see their friend using a reusable bag and

start doing the same.” — Jean-Pierre Botto, Lima Compost

The need for more regulatory policies and policies that facilitate the innovation ecosystem was

mentioned by all interviewees as a tool for change. An interesting theme that emerged was the

need to change the behavior of role models, noticeably Peruvian “stars” of prime-time national

television.

“Imagine Mario Hart promoting brazil nuts from a natural protected area as a protein

source rather than having him pump steroids on TV.” — Sofia Rubio, Shiwi
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V.1l KAB SURVEY
Of the 411 survey respondents, 95% were Peruvians and 5% foreigners. Results, though, are

skewed to a woman’s perspective as 84% of respondents were women and only 16% were men.

Of the respondents, 81% were of 18-34 years of age, 18% of 35-49 years of age, and 1% of 50-
64 years of age. This result is a reflection of both L.0.0.P.’s and Kuramé’s target audiences.
Both organizations primarily target youth. In addition, the primary tool for sharing the
anonymous survey link was Facebook. Respondent ages is consistent with the demography

most active on social media.

All respondents had at least completed secondary school. For 18% of respondents, a high-
school diploma was their highest degree. 28% of respondents held a technical degree and 42%
a Bachelor’s degree. 12% had achieved a Master’s degree. This is consistent with Lima’s
education completion statistics: in 2015 88.1% of 20-24 years olds in Lima had completed high
school and 85.8% of 25 to 34 year olds (MINEDU, n.d.).

Employment varied amongst study participants: 30% students, 44% working full-time, 14%

working part-time, 4% home makers, and 6% unemployed.

The mean percentage score for knowledge, attitude, and behavior between the study group of
L.0.0.P. followers and the control group of non-followers are summarized in table 4. The
sample size reached for both groups allows for the interpretation of results at a 99% level of
confidence, hence the results are 99% unlikely due to chance, though results may vary by the

confidence interval of +/- 10%.

Significance was tested using the t-test (see table 4). Attitude results are not statistically
significant (t=1.711, p=0.0880), therefore no conclusion can be reached regarding the
difference between the study groups’ attitude. Knowledge (t=4.654, p<0.00001) and behavior
(t=6.744, p<0.0001) results are statistically different, therefore results are different between

the two study groups.
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Table 4 - Percentage scores

KNOWLEDGE ATTITUDE BEHAVIOR

STUDY
(n=226)

CONTROL
(n=185)

4.654 6.744

< 0.00001 =0.0880 < 0.0001

Analyzing for statistical difference within the responses for the knowledge sections, results
showed that responses to three of the eleven knowledge questions were statistically different
(see table 5). The three questions and multiple choice options (corrected response is bolded)

were:

1. The concept of Social Responsibility is defined as:

a. The responsibility of an organization vis-a-vis the impacts of its decisions and
activities on society and the environment, resulting in ethical and transparent
behavior that contributes to sustainable development.

b. The responsibility of an organization to share information with its stakeholders
on matters of common interest in relation to social and economic policies.

c. The responsibility of an organization in relation to the consequences of its
activities on climate change, which is reflected in an environmental management
strategy.

d. The responsibility of an organization to treat its employees in a non-
discriminatory manner (physical appearance, social and ethnic origins, state of
health, etc.).

2. What is the most widely used definition of sustainable development?
a. A form of development that respects the environment.
b. A form of development that finds a balance between environmental, social, and
economic issues.
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c. Aform of development that contribute to reducing poverty in Southern
countries.

d. A form of development that meets the needs of the present without
compromising the ability of future generations to meet their own needs.

3. Which of the following statements is NOT a correct description of Fair Trade?

a. Fair Trade means paying wages from the developed world in the developing
countries.

b. Fair Trade is a tangible contribution to the fight against poverty, climate change
and the economic crisis.

c. Fair Trade defines a trade partnership based on dialogue, transparency, respect
and fairness in international trade.

d. Fair Trade means changing practices in the supply chain, from production to the
sale of the product.

Results show that the difference in knowledge is most in question regarding definitions related

to sustainability concepts.

Table 5 - Percentage scores statistically different knowledge questions

CONTROL

CORRECT W CORRECT m

Social Responsibility is

defined as:

Which is the following
statements about fair

trade is FALSE

Which is the most used
definition of sustainable

development

Analyzing for statistical difference within the responses for the behavior sections, results
showed that responses to seven of the twenty behavior items were statistically different (see
table 6). Results show that there is a difference in all aspects of behavior, from seeking

information to purchasing choices and community activism.
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Table 6 - Percentage scores statistically different behavior items

| swov | @ cNROL | | |

AGREEE NEUTRAL | DISAGREE | AGREE | NEUTRAL | DISAGREE t p
I have never bought a
product because it had a 9% 15% 76% 16% 26% 58% 3.46 -
lower environmental 0.0006
impact
| keep track of my mayor's _
record on environmental 39% 36% 25% 27% 32% 41% 2.69 -
issues 0.0075
I have contacted
environmental 0 0 0 0 0 o <
organizations to see how | 65% 17% 18% 43% 23% 34% 4.68 0.0001
can help
I don't make a special
effort to buy products that
are organic, made of 0 0 0 0 0 o <
recycled materials, carbon 14% 17% 69% 28% 28% a4% 459 0.0001
neutral, or produced
locally
I have participated in
events or conferences o 0 0 0 0 o <
specifically concerned 74% 10% 16% 47% 22% 32% >-03 0.0001
with environmental issues
| have switched the type <
of product | use for 81% 12% 7% 54% 25% 21% 5.82 0.0001
environmental reasons '
| follow environmental
organizations on social
media, read 0 0 0 0 o o <
environmental blogs, or 88% 8% 4% >6% 20% 24% /.34 0.0001
subscribe to an
environmental publication

VI. DISCUSSION

The adoption of sustainable consumption patterns worldwide will contribute to the reduction
of global environmental degradation. Cities in emerging economies like Lima, Peru play an
important role in shaping consumption practices of an emerging middle class. Research results
show that market-based, purpose-driven organizations are actively contributing to the
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attainability of SDG 12 in Lima, Peru but also that challenges, primarily at the governance level,

remain.

As the organizational missions in table 2 and the contributions to achieving SDG 12 targets in
table 3 show, market-based, purpose-driven organizations in Lima work directly on solving
issues related to sustainable consumption. Organizational details in Appendix 5 show that they
are all small organizations led by millennials. Though the list of organizations interviewed for
this study was limited to ten, it can be expected that new organizations will arise in Lima
contributing to sustainable consumption in the coming years as more millennials enter the
workforce. The creation of the working group on social innovation at the Ministry of Production
is an evidence that the public sector has noticed a need to catalyse the efforts led by market-

based, purpose-driven organizations due to their contributions to sustainable development.

Founders of market-based, purpose-driven organizations consider it important to achieve
SDG12 and have observed an adoption of sustainable consumption habits over the last five
years. They identified three drivers for the adoption of sustainable consumption habits in Lima:
new communications technologies such as social media, the global heightened awareness of

environmental issues, and the healthy lifestyles movement.

The listed drivers emphasize the importance of the internet and social media to democratize
information and also suggest the role of experience in adopting consumption habits. The
healthy lifestyles movement is a global trend that the consumer can tangibly experience locally,
for example by buying organic cold-pressed juice. This initial exposure to a sustainable lifestyle
focused on personal care can then expand into other areas of one’s life. A challenge for
sustainable consumption in Lima will be the transitioning from health motivations for

sustainable consumption to environmental motivations.

While the sustainable consumption movement is seemingly budding in Peru, founders of
market-based, purpose-driven organizations were also quick to underline that policy tools are
needed to speed up change and meet SDG 12 targets. To achieve targets like SDG 12 target
12.5 (substantially reduce waste generation through prevention, reduction, recycling, and

reuse), regulatory tools are indispensable. Market-based, purpose-driven organizations can
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contribute by providing the products and services needed for waste recycling and reuse, and by
informing on prevention and reduction. Large scale prevention and reduction, however, will be
difficult to achieve without regulatory bans on certain materials such as single-use disposable

plastics.

The consumer knowledge, attitude, behavior survey results reinforce the perception that
market-based, purpose-driven organizations are contributing to the attainability of SDG 12 as
differences in knowledge and behaviour were statistically significant between the two study
groups. Followers had a higher understanding of definitions of concepts related to sustainable
development, were more actively involved in passively informing themselves on sustainability
and actively engaging in environmental activities, and had adopted sustainable consumptions
habits. Nevertheless, the differences observed could be due to previous knowledge on

sustainability and a predisposition and interest in the subject.

Survey results show that patterns that would have been expected from an industrialized are
also present in an emerging economy context. Though Lima is just one city, and the majority of
respondents were women and millennials, this could suggest that the adoption of sustainable
consumption is happening in parallel to economic development, indicative leap-frogging
unsustainable consumption habits. Further research is needed to determine the scale and rate
of adoption of sustainable consumption habits across emerging economies and comparatively

to industrialized countries to draw a clear conclusion.

Overall, this research has shown that market-based, purpose-driven organizations are
contributing to the attainability of SDG 12 in Lima, Peru to a certain degree. Moreover, these
organizations are sparks igniting a movement and webbing a network of people that are
working towards proposing an alternative mode of living through sustainable consumption. For
these grass-roots efforts to reach scale and truly transform consumption, they will require
changes in the regulatory and legislature, accompanied by strong communications campaigns.
Though SDG 12 targets will probably not be met by 2030 in Lima, sustainable consumption as

movement is beginning to consolidate in Lima, Peru.
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APPENDIX 2: INTERVIEW CONSENT FORM
INFORMED CONSENT FORM

Title of research study:

Sustainable Consumption in Lima, Peru: An exploratory study on drivers of sustainable

consumption in Lima, Peru

Form objective:
This consent form is a request for participation in a research study led by Irene Hofmeijer, a
graduate student at the Nicholas School of Environment at Duke University under the

supervision of her advisor, Dr. Charlotte Clark.

Reasons for the study:

The aim of this study is to explore the current state of sustainable consumption in Lima, Peru.
The research has two specific objectives: 1) to identify the drivers of purpose-driven Peruvian
entrepreneurs for promoting sustainable consumption; and 2) to evaluate individual consumer

knowledge, attitude, and behavior on sustainable consumption.

What you will be asked to do:

To respond to the first research objective, | will be interviewing founders of purpose-driven
organizations active in Lima, Peru. If you agree to participate in the study, | will ask you general
guestions about your organization, the motivations for founding the organization, and your

views and perceptions on sustainable consumption in Lima, Peru.

Interviews will be done in person or over Skype. The duration will be between 60 to 90 minutes.
To be able to listen actively during our conversation, | would like to audio record the interview
in order to have access to your answers and thoughts afterwards for analysis. At the beginning
of the interview, | will ask for audio recording permission verbally. Interview recordings and
notes will be kept for twelve months and will be destroyed after this time. Only | will have

access to the audio recording and notes.
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Participation is voluntary and you can withdraw at any time. The level of detail provided for
each question is determined by each participant and you may choose to skip any question you

do not want to answer for any reason.

Confidentiality:

If you chose to participate, your responses will be used to inform a Master’s Project and journal
articles that may be submitted for publication. | would like to use your name and attribute
guotations to you in the paper. However, if you do not feel comfortable with your name being
used, | can also refer solely to your organization. If you do not feel comfortable being identified
either by your name or the name of your organization that is okay. Instead, we will refer to your
or your organization in general terms, such as “entrepreneur” or “local business”. Throughout
the interview process, please feel free to mention if you would like to keep any part of our

conversation off the record.

Benefits and risks:
There are no anticipated benefits or potential risks of harms to individuals who choose to

participate in this research.

Questions:
Please do not hesitate in contacting me now if you have any questions before we begin or after

the research. You can reach me by email at irene.hofmeijer@duke.edu or by cellphone at +51

987-708-710. If you would like to speak with someone other than myself, you can contact my

advisor, Dr. Charlotte Clark, via email at cclark@duke.edu. If you have any questions regarding

your rights as a participant in a research study, you can contact Duke University’s Campus

Institutional Review Board office via email at campusirb@duke.edu.

Consent:

If you agree to participate in this research study, please sign below:

Signature:

Name (printed):

Date:
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Release form:
Please mark your initial request regarding the use of your name and/or organization’s name.

Please check all that apply.

O Itis OK for information provided by me to be identified by my name in the research
paper.

0 It is OK for the information provided by me to be identified by my organization’s name
in the research papers.

O I do not want my name to be identified in the research paper.
[ I do not want my organization’s name to be identified in the research paper.
Signature:

Name (printed):

Date:
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APPENDIX 3: SEMI-STRUCTURED INTERVIEW GUIDE

The aim of the interview guide is to develop a basic understanding of purpose-driven
organization founders’ motivations for creating their organization, their perspective on
sustainable consumption in Peru, their understanding and communication of Sustainable
Development Goal 12 (SDG 12), and their views on the importance and achievement of SDG 12
in Peru. The information obtained will complement literature review and survey results. The

guide aims to create a degree of structure for posterior results analysis.
Introduce project

We will begin by briefly introducing the research aims and objectives, highlighting that this
research is for academic purposes and that results will also contribute to the development of

the “Climate Change risks and opportunities for B-corps in Latin America” study.
PART 1: General organization information (5-10min)
Begin by recording the following basic information:
Organization name
Year founded
Number of founders and ages at founding
Number of full-time employees
Number of part-time employees
Number of volunteers and type of volunteer involvement
B-Corp certified / intention to certify
Other certifications
Network memberships
Partnerships

2016 total revenue before tax
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PART 2: Organizational details and motivations for founding (10-20min)

1. Your organization’s website states your mission to be [state mission on website]. Is this

correct? What is your long-term (5 to 10 year) vision?
2. What motivated you to found a purpose-driven organization?

3. Do you measure your social and/or environmental impact? If yes, what indicators do

you use? Is there an important result you would like to highlight?

PART 3: Sustainable consumption in Peru and SDG 12 (45-60min)

1. Sustainable consumptions is defined as the use of services and related products, which
respond to basic needs and bring a better quality of life while minimizing the use of
natural resources and toxic materials as well as the emissions of waste and pollutants
over the life cycle of the service or product so as not to jeopardize the needs of further
generations. Do you consider that your organization is actively promoting sustainable

consumption? If yes, why and how?

2. Since founding your organization, have you observed a shift in the consumption
patterns of your stakeholders in Lima? How have consumption patterns changed? What

do you think are the drivers for this change?

3. In September 2015, the United Nations declared 17 sustainable development goals.
Goal 12 seeks to ensure sustainable consumption and production patterns. Four targets

are particularly relevant to this research study:

e Target 12.2: By 2030, achieve the sustainable management and efficient use of

natural resources.
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e Target 12.5: By 2030, substantially reduce waste generation through prevention,

reduction, recycling and reuse.

e Target 12.8: By 2030, ensure that people everywhere have the relevant
information and awareness for sustainable development and lifestyles in

harmony with nature.

e Target 12.a: Support developing countries to strengthen their scientific and
technological capacity to move towards more sustainable patterns of

consumption and production.

Do you consider that your organization is contributing to the achievement of any of these

targets? If yes, why and how?

4. Have you directly or indirectly promoted sustainable consumption and/or SDG 12 before

in your organization’s communication strategy? If yes, how?

5. Onascale of 1to5, with 1 meaning unimportant and 5 meaning very important, do you
consider it important to promote SDG 12 in the context of an emerging economy like
Lima? Please explain your answer. If you are familiar with the Sustainable Development

Goals, please state what three goals you consider most important for Lima.

6. Onascale of 1to 5, with 1 meaning unlikely and 5 meaning very likely, do you think
Lima will be able to meet the SDG 12 targets mentioned in question 3? What tools do
you consider are needed at the policy, organizational, and consumer level to reach these

targets?

47



7. Please summarize three concrete actions that could be done at either the policy,
organizational, or consumer level that would contribute to the achievement of SDG 12

in Lima.

8. Would you like to make any additional comments regarding sustainable consumption in

Lima?
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APPENDIX 4: KAB SURVEY

OBJETIVO DEL FORMULARIO: Este formulario sirve para dar su consentimiento de participacién
en un proyecto de investigacion liderado por Irene Hofmeijer, alumna cursando una maestria
en gestion ambiental en la Nicholas School of Environment de Duke University, bajo la

supervision de su asesora, Dr. Charlotte Clark.

OBJETIVO DE LA INVESTIGACION: El objetivo de este proyecto de investigacién es explorar el

estado actual del consumo sostenible en Lima, Peru.

PARTICIPACION EN EL PROYECTO DE INVESTIGACION: La participacién involucra responder a
una encuesta en-linea de aproximadamente 20 minutos. Las preguntas se refieren a
informacién bdsica demografica, su actitud hacia algunos temas ambientales, y sus habitos de
consumo. La participaciéon es plenamente voluntaria y uno puede dejar de participar en el

estudio en cualquier momento y por cualquier razon.

BENEFICIOS Y RIESGOS: La investigacion no presenta ningun beneficio personal ni riesgo

aparente para los participantes.

PREGUNTAS Y CONTACTOS: Si tiene alguna pregunta acerca esta investigacion, puede en
cualquier momento contactar a Irene Hofmeijer via correo electrénico:

Irene.hofmeijer@duke.edu

CONFIDENCIALIDAD: En ningun momento se pedird su nombre. El correo electrénico o cuenta

de redes social mediante la cual accedid a esta encuesta no esta vinculada a sus respuestas.

CONSENTIMIENTO: Haciendo clic en el botdn aqui debajo, otorga su consentimiento de

participacién en la investigacién:

Q Consiento participar y deseo completar la encuesta. (1)
Q No deseo participar. (2)
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Q1 Esta pregunta es acerca su conocimiento de algunas organizaciones que son activos en Lima.

Marcar la mejor opcidn para cada una de las organizaciones listadas:

He escuchado de He escuchado de H hado d
ella, pero no la sigo ella y la sigo en < esc'uc aco de
. . ella, la sigo en redes
Nunca he en redes socialesy | redes sociales, pero sociales v he
escuchado de ella nunca he nunca he articipad i n Sus
(1) participado en sus participado en sus P |C|pnt(())se .
eventos o eventos o I evte iad ° ()
voluntariados (2) voluntariados (3) Volntarados
Life Out Of
Plastic - L.O.O.P. QO Q o) Q
(1)
Conservamos
por Naturaleza QO o) o) Q
(2)
B-Green (3) e QO Q o)
Recidar (4) o) Q Q Q
Las Traperas (5) e QO Q o)
Libélula (6) QO Q ®) Q
Lima Compost
Q Q Q Q
(7)
Shiwi (8) Q QO ©) Q
X-Runner (9) QO Q ®) Q
RET (10) o QO Q O
Kuramé (11) QO Q ®) Q
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Q2 Género:

o
o
o

Feminino (1)
Masculino (2)
Otro (3)

Q3 Edad:

o
QO
o
o

18-34 (1)
35-49 (2)
50-64 (3)
65 + (4)

Q4 Marcar el nivel mas alto de educacidn que ha cursado:

CO00000O0

Primaria - incompleta (1)
Primaria - completa (2)
Secundaria - incompleta (3)
Secundaria - completa (4)
Grado técnico (5)
Licenciatura (6)

Maestria (7)

Doctorado (8)

Q5 Marcar la opcidon que mejor describe su estado de empleo:

00000

Estudiante (1)

Empleado - tiempo completo (2)
Empleado - medio-tiempo (3)
Jubilado (4)

Ama de casa (5)

Desempleado (6)
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Q6 Nacionalidad (si tiene doble nacionalidad, indicar la mas representativa):

Q Peru (1)
Q Otra. Por favor especificar: (2)

Q7 Lugar principal de residencia (donde pasa mas de seis meses al aio):

Q En Lima, Peru (1)
Q En el Perd, pero no en Lima (2)
Q En el exterior (no en el Perd) (3)
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Q8 Por favor clasifique las siguientes declaraciones:
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Estamos alcanzado el limite de
personas que el planeta Tierra puede

apoyar. (1)

Los humanos tienen el derecho de
modificar el ambiente natural para

satisfacer sus necesidades. (2)

Cuando los humanos intervienen con
la naturaleza a menudo produce

consecuencias desastrosas. (3)

El ingenio humano va asegurar que
no hagamos el planeta Tierra

inhabitable. (4)

Los humanos estan seriamente

abusando del medio ambiente. (5)

El planeta Tierra tiene muchos
recursos naturales si es que

aprendemos como desarrollarlos. (6)

Las plantas y los animales tienen
tanto derecho como los humanos a

existir. (7)

El equilibrio de la naturaleza es
suficientemente fuerte para lidiar
con el impacto de las naciones

industriales modernas. (8)

Estoy

Estoy

total : Estoy de Estoy Estoy en totalmente
do a mende acuerdo neutral desacuerdo en
e a(c;)er o 2) (3) (4) desacuerdo
(5)
0 Q Q Q Q
Q Q Q Q Q
®) Q Q o) Q
®) Q Q o) Q
Q Q Q Q Q
®) o) o) o) Q
0 o Q O O
0 o Q O O
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A pesar de nuestras habilidades
especiales, los humanos igual son
sujetos a las leyes de |la naturaleza.
(9)
La denominada "crisis-ecologica"
gue enfrenta la raza humana ha sido

muy exagerada. (10)

El planeta Tierra es una nave spacial
CON espacio y recursos muy

limitados. (11)

Los humanos no estaban destinados
a gobernar sobre el resto de la

naturaleza. (12)

El equilibrio de la naturaleza es muy

delicado y facilmente dafado. (13)

Eventualmente Los humanos
aprenderdn suficiente sobre la
naturaleza para poder controlarla.

(14)

Si las cosas continlan en su curso
actual, pronto viviremos una gran

catastrofe ecoldgica. (15)
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Q9 Por favor clasifique las siguientes declaraciones:
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Estoy neutral Estoy en Estoy
v y totalmente en

Estoy Estoy de
(3) desacuerdo (4) desacuerdo (5)

totalmente de
acuerdo (1) acuerdo (2)

Estaria dispuesto/a
usar un bolso de

compras

reutilizable para QO Q Q

reducir la

contaminacién

pldstica. (1)

Probablemente
nunca estaria
dispuesto/a

unirme a un grupo
o voluntariar para

una organizacién Q Q
gue se dedica
exclusivamente a
temas

ambientales. (2)

Estaria dispuesto/a
dejar de comprar
agua embotellada
en botellas de
pldstico no- o) o) o)
retornables para

reducir la

contaminacion

pldstica. (3)
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Estoy dispuesto/a
pagar un impuesto
sobre las bolsas
plasticas de un

solo uso. (4)

Estaria para nada
dispuesto/a hacer
un esfuerzo para
cuidar el medio
ambiente, eso es
un deber del

gobierno. (5)

Estaria dispuesto/a
donar mi sueldo de
un dia auna
organizacién que
se dedica al
cuidado medio

ambiental. (6)

Estaria dispuesto/a
a dejar de comprar
productos de
empresas
culpables de
contaminacién
ambiental, por
mas que pueda ser

inconveniente. (7)
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Estaria dispuesto/a
twittear a mi
congresista
semanalmente
sobre
problematicas

ambientales. (8)

Probablemente no
estaria dispuesto/a
compartir
informacién sobre
problematicas
ambientales en

redes sociales. (9)

No estaria
dispuesto/a pagar
un impuesto sobre
la basura, igual si

mejorara
considerablemente
la tasa de reciclaje

y por ende

redujera la

contaminacion.

(10)
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Nunca he
comprado un
producto porque
tiene un menor
impacto

ambiental. (11)

Me mantengo al
dia sobre lo que mi
alcalde hace para
abordar
problematicas

ambientales. (12)

Nunca le he escrito
o twitteado a mi
alcalde sobre
problematicas

ambientales. (13)

He contactado
organizaciones
ambientales para
averiguar como

puedo ayudar. (14)
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No hago un
esfuerzo especial
para comprar
productos
organicos, hechos
de materiales
reciclados,
carbono neutral, o
producidos

localmente. (15)

He participado de
eventos o
conferencias
dedicadas
especificamente a
temas

ambientales. (16)

He cambiado el

tipo de producto

que compro por
razones

ambientales. (17)

Nunca he
participado de una
limpieza de playa o

limpieza de un
ambiente natural.

(18)
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Nunca he atendido
una reunion
relacionada al QO QO 9 @) QO
medio ambiente.

(19)

Sigo
organizaciones
ambientales en

redes sociales, leo

blogs ambientales,
o estoy inscrito a
una publicacién

ambiental. (20)

Q10 éCual es la definicion mas usada de desarrollo sostenible?

Q Un tipo de desarrollo que respeta el medio ambiente. (1)

Q Un tipo de desarrollo que busca un equilibrio entre problematicas ambientales, sociales, y
econdmicas. (2)

Un tipo de desarrollo que contribuye a reducir la pobreza en paises del hemisferio Sur. (3)
Un tipo de desarrollo que satisface las necesidades de la generacion presente, sin
comprometer la capacidad de las generaciones futuras de satisfacer sus propias

© 0

necesidades. (4)
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Q11 Reducir las emisiones de gases a efecto invernadero para evitar los peores impactos del
cambio climatico costaria aproximadamente el 1% de Producto Bruto Interno (PBI) mundial

anualmente. ¢Cual es el costo estimado del cambio climatico cada afio si no actuamos?

Q El cambio climatico no tiene ninguna influencia sobre el PBI. (1)
Q Aproximadamente lo mismo, 1% del PBI - mundial. (2)

QO Menos del 5% del PBI - mundial. (3)

Q Entre el 5% y 20% del PBI - mundial. (4)

Q12 De las siguiente declaraciones, tres son relacionadas al modelo LINEAL, basado en
produccién y consumo, y solo uno es relacionado a la economia CIRCULAR. ¢Cual de las

siguientes declaraciones es relacionada a la economia CIRCULAR?

QO El objetivo de este modelo es producir bienes y servicios mientras se limita el consumo y
desperdicio de materias primas, agua, y energia. (1)

QO Este modelo aumenta la exposicidon de la empresa a riesgos en la cadena de suministro
(fluctuaciones en el precio de los recursos o interrupciones en la oferta), riesgos
ambientales, y riesgos de salud. (2)

Q En este modelo, los bienes son hecho de materias primas, vendidos, y dispuestos o
incinerados como desechos. (3)

Q Este modelo podria llevar al agotamiento de materiales vitales para la industria en los
préoximos 5 a 50 afios. (4)

Q13 ¢Cual actividad humana utiliza la mayor parte de los recursos de agua dulce renovables en

todo el mundo?

Q Industrias (1)

O Municipalidades (incluyendo el uso domestico) (2)

Q Agricultura (3)

Q El agua que se evapora de lagos artificiales o de los reservorios de la represas (4)
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Q14 Segun las estimaciones y proyecciones, ¢cual es la poblacion humana estimada en el

planeta Tierra para el afio 20507

Q Aproximadamente 11.7 billones de personas (1)
QO Aproximadamente 9.7 billones de personas (2)
Q Aproximadamente 7.7 billones de personas (3)
Q Aproximadamente 6.7 billones de personas (4)

Q15 ¢Cual de las siguientes declaraciones NO es correcta sobre comercio justo?

Q El comercio justo significa pagar sueldos de paises desarrollados en paises en desarrollo. (1)

QO El comercio justo es una contribucion tangible a la lucha contra la pobreza, el cambio
climatico, y crisis econdmica. (2)

Q El comercio justo define un acuerdo de asociacion comercial basada en el dialogo, la
transparencia, respecto y equidad en el comercio internacional. (3)

Q El comercio justo significa cambiar las practicas en la cadena de suministro, desde la
produccién a la venta de los productos. (4)

Q16 La Huella Ecoldgica es una método de medicién para evaluar si el planeta podra seguir

apoyando las demandas de la humanidad. De las siguientes declaraciones, écual es FALSA?

Q El dia de "sobrepaso de la tierra" indica la fecha cuando la humanidad ha acabado con el
presupuesto ecoldgico del planeta para el afio. En el aiio 2000 era a inicios de octubre y en
el 2015 el 13 de agosto. (1)

Q El escenario moderado de las Naciones Unidas sugiere que si las tendencias actuales de
consumo y crecimiento poblacional continuan, para el 2030 la humanidad necesitara dos
planetas para alcanzar sus necesidades. (2)

QO Sitodo la gente en el mundo tendria la Huella del 2010 del residente promedio de las
naciones con la Huella Ecélogica mas alta per capita, la humanidad requeriria 4 a 5 planetas.
(3)

Q Hoy, todos los paises del mundo usan mas recursos de los que son disponibles de una
manera renovable dentro de sus fronteras. (4)
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Q17 El concepto de Responsabilidad Social se define como:

Q Laresponsabilidad de una organizacién vis-a-vis el impacto de sus decisiones y actividades
en la sociedad y el medio ambiente, resultando en un comportamiento ético y transparente
que contribuye al desarrollo sostenible. (1)

QO Laresponsabilidad de una organizacidon de compartir informacidn con sus actores claves
sobre temas de interés comun en relacién a sus politicas sociales y econdmicas. (2)

Q Laresponsabilidad de una organizacién en relacidn a las consecuencias de sus actividades
sobre el cambio climatico, lo cual estd reflejado en una estrategia de gestion ambiental. (3)

Q Laresponsabilidad de una organizacion de tratar sus empleados de una manera no-
discriminatoria (apariencia fisica, origenes sociales y étnicos, estado de salud, etc.) (4)

Q18 éQue es la "lista roja" de la Union Internacional para la Conservacion de la Naturaleza

(UICN)?

Q Lalista de paises con peor impacto ambiental (1)

QO Lalista de plantas y fabricas con los niveles mas altos de contaminacion (2)
Q Lalista de paises con la menos areas de conservacion (3)

QO Lalista de especies amenazadas en peligro de extincién (4)

Q19 Para realizar la compra de necesidades como los viveres, ropa, y productos de belleza, la

mejor manera de apoyar una economia sostenible y local es comprar de:

Q Supermercados grandes que emplean muchos trabajadores de la comunidad local (e.g.
Plaza Vea, Vivanda, Wong, Metro) (1)

Q Tiendas onlines (e.g. Wong online, OLX) (2)

Q Tiendas y mercados que venden productos locales (e.g. bioferias, mercados, Flora & Fauna)
(3)

Q Tiendas al por mayor (e.g. Makro) (4)
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Q20 ¢Cual de las siguientes declaraciones sobre la contaminacién plasticas es VERDAD?

Q La contaminacion plastica no es una problematica porque todos los tipos de plastico se
reciclan. (1)

Q La contaminacion plastica es una problematica porque el plastico nunca desaparece y se
accumula en los océanos y se desintegra en microparticulas que afectan la cadena
alimenticia marina. (2)

Q La contaminacion plastica es una problematica por el impacto que tiene en el ecosistema
marino pero ya hemos desarrollado soluciones tecnolégicas para resolverla. (3)

Q La contaminacion plastica es una problematica porque los animales marinos se enredan o
ingieren pldsticos que estan en lo océanos, pero no es un riesgo para la salud humana. (4)
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APPENDIX 5: ORGANIZATIONAL DETAILS

VEAR AGE # FULL # PART # VOLUNTEERS | CERTIFICATIONS | NETWORK PARTNERSHIPS
ORG. EST. FOUNDERS | TIME- TIME- & TYPE OF MEMBERSHIP
EMPLOYEES | EMPLOYEES | INVOLVEMENT S
27, 38 2 2 N/A NONE — NONE Verder, Al
interested in B- dedo, L.O.O.P.,
Corps cambia.pe,
B-Green 2012 Banco
Alimentos, Peru
Green Building
Council
17, 20, 20 15 2 N/A NONE - VIVA, Yunnus | Various donors
Recidar 5012 interested in B- and Youth,
Corps Kunan,
Emprende UP
22 3 2 2 for regular NONE - Plastic B-Green, RET,
admin, interested in B- Pollution Shiwi, Alto
thousands for Corps Coalition, Peru,
L.0.0.P. 2011 ) . .
campaigns Youth Action | Ruwasunchis
NET, Global
Shapers
38, 30 5 3 N/A NONE - e-100, Wayra, | N/A
Las Traperas | 2010 interested in B- Start-up Peru
Corps
Lima 2013 33 0 4 Occasional for N/A N/A Conservamos

Compost

events

por Naturaleza




24 3 1 yearly as an NONE — Global Conservamos
intern for admin | interested in B- | Shapers, por Naturaleza
support Corps and Kunan, Inova

Shiwi 2011 rainforest Madre de
alliance Dios,
producers
associations

27,28 18 20-25: support B-Corps Sanitation Toilet provider

service network, and multiple
X-Runner 2012 promotion Agora universities
Partnerships,
Kunan, NeSST
22 2 N/A B-Corps, would NONE L.0.0.P,,
look consider Conservamos
RET 2012 . .
additional textile por Naturaleza,
certifications Museo a mano
30 40 N/A B-Corps certified | Multiple N/A
Libélula 2007 climate
change
networks
SPDA — 29 5 Thousands for NONE - IUCN,CDKN, L.0.0.P., Shiwi
Conservamos 5012 campaigns interested in B- | Ashoka,
por Corps Global
Naturaleza Shapers




