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How can we use this principle 
to advance environmental goals?
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(2)(2) Reciprocal benefits (Economic Reciprocal benefits (Economic 
cooperation)cooperation)
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But is there an even more But is there an even more impactfulimpactful
message that could be sent, knowing message that could be sent, knowing 
what we know about the consensuswhat we know about the consensus
principle?principle?
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