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The climate commitment that stands out is C40 Cities’ Net-Zero by 2050, a
network-driven movement of nearly 100 of the world's leading cities focused on
confronting the climate crisis. This commitment is particularly inspiring because it
demonstrates the power of sub-national, localized action and peer-to-peer
collaboration in driving global change, often exceeding the ambition of national
governments.

The success of the C40 Cities commitment is fundamentally driven by bold,
visionary local political leadership and a collaborative, multi-stakeholder
governance model.

1. Visionary Mayors and Local Government

The Mayors of C40 cities are the primary drivers. They commit to the Paris
Agreement's most stringent goal—Ilimiting global warming to 1.5¢C—and
translating it into concrete, local policies. Their commitment provides the political
will and long-term vision needed for significant infrastructural and systemic change,
such as implementing low-emission zones, investing in renewable energy, and
promoting sustainable building standards.

2. Peer-to-Peer Knowledge Sharing

The C40 network itself is a core success factor. It facilitates peer-to-peer exchange
and shared learning, which is critical for overcoming common barriers like lack of
resources or technical know-how. Cities leverage the network to share best practices,
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lessons learned, and data-driven approaches, allowing them to accelerate action
without "reinventing the wheel."

C40 Cities engages and influences a wide range of actors across three main tiers:
local, national, and global.

Local Stakeholders (Crucial for Implementation):

o

Citizens and Community Groups: They are engaged through
participatory processes (e.g., citizen assemblies, public consultations)
to build widespread support and ensure that climate action plans are
inclusive and equitable.

Private Sector and Businesses: They are influenced through
municipal regulations, incentives, procurement policies (e.g., green
bonds, net-zero carbon building standards), and partnerships to drive
private investment and innovation in sustainable solutions.

Internal City Departments: They promote horizontal coordination
across city government (e.g., transport, planning, finance, waste
management) to integrate climate goals into all departmental budgets
and operations.

National and Regional Governments (Leveraging Authority):

o

C40 uses its collective voice to advocate for vertical integration,
pushing national and regional governments to remove legal or financial
barriers, provide greater fiscal autonomy, and align national policies
with city-level climate ambition.

Global Agenda (Amplifying Impact):

o

Through its leadership in global forums like COPs, C40 influences the
international climate agenda, positioning cities as essential
partners—the "doers, not the delayers"—and advocating for increased
direct climate finance for urban projects, especially in the Global South.



3/8|Page

C40 employs a blend of mechanisms to motivate and sustain ambitious action:

« Setting High Standards: The network requires member cities to adhere to
C40 Leadership Standards and develop a 1.50C aligned Climate Action
Plan. This formal commitment and accountability framework acts as a

powerful driver.

« Data and Evidence: They motivate action by providing data-driven
research that highlights the co-benefits of climate action beyond emissions
reduction, such as improved public health (via cleaner air), cost savings (via
energy efficiency), and economic growth (via green jobs). Demonstrating

tangible local benefits helps build public and political support.

« Peer Recognition and Competition: By highlighting city successes through
awards and case studies, the network uses a form of positive peer pressure

and recognition to encourage other cities to increase their ambition.

« Technical and Financial Support: C40 provides direct technical assistance
and helps cities develop "bankable" projects to unlock financing, transforming

ambitious ideas into feasible actions.

No large-scale commitment can succeed alone. C40 relies on key partnerships:

« Founding and Financial Partners: Bloomberg Philanthropies is a key
strategic partner providing foundational funding and a data-driven approach.
« Multilateral Organizations: Partnerships with organizations like the World
Bank, UN-Habitat, and the Global Covenant of Mayors (GCoM) integrate
city-level action into the broader global sustainable development framework.
+ Technical and Knowledge Partners: Collaborations with research
institutions, consultancies (like Arup), and non-profits (like WRI, ICLEI)
provide the sector-specific expertise and analytical tools necessary for

complex urban planning, risk assessment, and policy design.

« Private Sector: Partnerships with businesses are essential for mobilizing
investment in low-carbon infrastructure, green technology innovation, and

driving down the cost of sustainable solutions.
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Here is My Updated Theory of Change Chart with The Targets,

Madhupur

THEORY OF CHANGE: Bring fair trade to everyday life in

STRATEGIES

TARGETS

OUTCOMES

At least 10 influential
local shop store owners
whose participation can
set a local trend

Get at least 10 local
shops to sell fair trade
products every month

School Principals and 5-
8 Key Teachers who can
integrate fair trade
concepts into the
curriculum and organize
events

Reach 200 students and
teach them about the
importance of fair
trade and ethical
consumerism every
month

The Editor/Owner of the
main local newspaper or
community radio station
to secure regular space
for farmer stories

Share the stories of at
least 5 local farmers or
artisans with the local
audience to raise
awareness every month

5-6 trusted Community
Leaders/Elders (e.g.,
religious, political) who
can champion the
switch to fair trade

Encourage 50 families

to switch to buying fair
trade products in their
daily lives every month

The School’s Parent-
Teacher Association
(PTA) Head to secure
resources and volunteer
support for the annual
event

Hold at least one
school event promoting
fair trade and ethical
shopping practices this
year
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Here is what I hope to see from them,

Local Shop Owners:

Dedicate clearly visible and attractive shelf space to fair trade products,
actively recommend these items to customers by explaining the ethical
benefits, and commit to maintaining stock of at least three core fair trade
product lines (e.g., coffee, tea, chocolate) over the next year.

School Principals and Key Teachers:

Commit to integrating a 15-minute fair trade/ethical consumerism module
into a required social studies or ethics class syllabus, ensuring the materials
are relevant to student life and that all students are exposed to the concept at
least once per semester.

Local Newspaper or Radio Editor/Owner:

Commit to running a dedicated, monthly column or short-form segment
featuring the compelling stories of local farmers/artisans, specifically
highlighting how fair trade practices have positively impacted their lives and
the community.

Trusted Community Leaders/Elders:

Act as public ambassadors by visibly purchasing and promoting fair trade
products at community gatherings, social events, and religious functions,
using their influence to persuade at least five other families in their immediate
circle to make the switch monthly.

School’s Parent-Teacher Association (PTA) Head:

Approve and allocate a small, dedicated budget (or secure volunteer hours)
for event logistics and publicity to ensure high turnout for the annual school
event, making the event a key highlight in the school's yearly calendar.
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Starting with the Trusted Community Leaders/Elders is arguably the most
strategic initial move for this particular initiative.

The primary goal of the movement is not just to stock fair trade products, but to drive
a change in consumer behavior—encouraging families to switch their daily
purchasing habits. In a community like Madhupur, this type of deep, behavioral shift
relies more on trust and social influence than on product availability alone.

I. Credibility and Trust: The Community Leaders and Elders possess the
highest level of social capital. Their visible support and personal endorsement
for buying fair trade products act as a powerful form of social proof,
overcoming skepticism faster than any promotional campaign or school lesson
could.

2. Driving Demand: Once these leaders are on board and start promoting the
products by example, they immediately create demand. This demand then
gives the Local Shop Owners a compelling commercial reason to stock the
products, thereby making the subsequent engagement with shop owners much
easier and more effective.

3. Mobilizing Other Targets: Securing the commitment of a few influential
leaders first creates a powerful narrative that can be used to win over the other
targets:

o 1 can tell the Local Shop Owners that respected community figures
are asking for these products.

o I can tell the School PTA that this is an initiative supported by local
leaders.

In short, starting with the leaders ensures the initiative is socially embedded and
has a strong foundation of trust before I tackle the logistical and educational
components.
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Here is the simple visual connecting each target to my outcome,
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Targets

At least 10 influential
local shop store owners
whose participation can
set alocaltrend

School Principals and 5-8
Key Teachers who can
integrate fair trade concepts
into the curriculumand
organize events.

The Editor/Owner of the

main local newspaper or

community radio station

to secure regular space
for farmer stories

5-6 trusted Community
Leaders/Elders (e.g.,
religious, political) who
can champion the switch
to fair trade

The School’s Parent-Teacher
Association (PTA) Head to
secure resources and
volunteer support for the
annual event

Outcomes

Getatleast 10 local
shops to sell fair trade
products every month

Reach 200 students and
teach them about the
importance of fair trade
and ethical consumerism
every month

Share the stories of at least 5
local farmers or artisans with
the local audience to raise
awareness every month

Encourage 50 families to
switch to buying fair trade
products in their daily lives

every month

Hold at least one school
event promoting fair trade
and ethical shopping
practices this year.
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Here is my Instagram post about this,

https://www.instagram.com/p/DQWQdsbE816/?utm_source=ig_web_co

py_link&igsh=MzRIODBiNWFIZA==

Bringii I;,f Fair Trade 1o
Fveryday Life In Madhupur

Targets Outcomes

At least 10 influential
local shop store owners
whose participation can

et alocalivend products every month

School Principals and 5-8 Reach 200 students and
Key Teachers who can ) teach them about the
integrate fair trade concepts importance of fair trade
into the curriculum and and ethical consumerism
organize events. every month

The Editor/Owner of the

main local newspaper or

community radio station

to secure regular space
for farmer stories

Share the stories of at least 5
local farmers or artisans with
the local audience toraise
awareness every month

5-6 trusted Community
Leaders/Elders (e.g.,
religious, political) who
can champion the switch
to fair trade

Encourage 50 families to
switch to buying fair trade
products in their daily lives

every month

The School’s Parent-Teacher
Association (PTA) Head to
secure resources and
volunteer su‘)porl for the
annual event

Hold at least one school
event promoting fair trade
and ethical shopping
practices this year.

Here is My Updated Theory of Change Chart with The Targets,

THEORY OF CHANGE: Bring fair trade to everyday life in Madhupur

STRATEGIES TARGETS QUTCOMES

At least 10 influential local
shop store owners whose
participation can set a locall
trend

Get at least 10 local
shops to sell fair trade
products every month

School Principals and 5-8
Key Teachers who can
integrate fair trade
concepts into the
curriculum and organize

events

Reach 200 students and
teach them about the
importance of fair trade
and ethical
consumerism every
month

The Editor/Owner of the
main local newspaper or
community radio station te
secure regular space for

farmer stories

Share the stories of at
least 5 local farmers or
artisans with the local
audience to raise
awareness every month

5-6 trusted Community
Leaders/Elders (e.g,
religious, political) who can
champion the switch to fair

trade

Encourage 50 families

to switch to buying fair
trade products in their
daily lives every month

The School's Parent
Teacher Association (PTA)
Head to secure resources
and volunteer support for
the annual event

Hold at least one
school event promoting
fair trade and ethical
shopping practices this
year
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the_green_society bd My biggest insight from planning the
Madhupur Fair Trade initiative? | absolutely have to start with the
community’s most trusted voices to make this work.

I'm working to bring fair trade to everyday life in my town, and |
realized the biggest obstacle isn’t product cost—it’s changing
deep-seated habits. Selling fair trade goods is one thing, but
convincing 50 families a month to switch what they buy is another!

My Theory of Change taught me that | can't rely on product
visibility or classroom lessons alone. | must prioritize getting the
Trusted Community Leaders and Elders on board first. Why?
Because they hold the sodial influence and trust. If an Elder is visibly
buying and promoting fair trade coffee, skeptical families will follow
their example much faster than they would follow a flyer.

It’s a big goal, but I'm ready to roll up my sleeves and earn their
trust!!
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