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Key Themes

Climate change is now a recognised risk to business and 
is increasingly included in risk management and other 
strategic processes

 › Recent trends in sustainable business indicate that 

climate change and sustainability action has become 

a strategic and operational necessity for the future 

prosperity of organisations.   

 › Increasing pressures from investors and shareholders 

are shaping corporate investment decisions.  In 

2015 36% percent of global institutional investors 

divested holdings of shares due to the risk of stranded 

assets while a further 27% indicated they are closely 

monitoring potential stranded asset risk from carbon 

exposed investment.

 › The recent legal opinion provided by Noel Hutley SC 

and Sebastian Hartford-Davis from the Centre for 

Policy Development has had a significant impact on 

the interpretation of the law which requires Australian 

Company directors to respond to climate change risks.  

 › The companies that go beyond the ‘head in the sand’ 

approach and take steps to reformulate climate change 

risk into opportunities will be more efficient, have lower 

costs, and provide greater value to stakeholders.

Consumer demand for sustainable products and services 
is growing worldwide

 › Consumers are increasing their awareness of the 

ethical credentials of organisations and in some 

cases, brands that are perceived to have a weak 

environmental reputation will be avoided.  

 › An organisation’s reputation for its commitment to 

sustainability is an intangible asset that can increase 

the value of a firm’s expected cash flows and/or reduce 

the variability of its cash flows. 

 › Research indicates that the income of businesses with 

good sustainability reputations has a higher valuation 

by the market in comparison with their counterparts.

 › Green industries continue to grow. Sectors in 

which there are increasing opportunities include 

green buildings and urban design, water efficiency 

and water markets, lower emissions technology, 

renewable energy, battery storage, electric vehicles, 

and the development of the Australian carbon market, 

including carbon farming. 

Opportunity

 › Improving energy efficiency performance can 

deliver marked profit increases.   A recent report 

by ClimateWorks Australia revealed that a third of 

companies analysed could increase profits by over 5% 

per year if they matched the performance of leaders 

in their sector.

 › Recent research in examining sustainable development 

goals indicate that climate change is a keystone goal, in 

that a focus on climate change will deliver outcomes for 

many of the other 16 sustainable development goals. 

 › The under 2-degree movement is a commitment by 

a growing number of sub-national governments and 

businesses to commit their jurisdiction or organisation 

to operating with zero carbon emissions by 2050. 

They commit through pledges, targets, and strategies 

to reduce emissions of their jurisdiction. Victoria’s 

TAKE2 Pledge is one such commitment.

 › Pledging is a leadership action and sends a signal 

to the business community that climate change is 

an important mission for business.  Businesses that 

have high-quality sustainability practices and climate 

change strategies are the ones which have higher 

levels of profit.  

 › The business community is an important voice in helping society to normalise concern and 

action on climate change. Furthermore, the general public has a high level of expectation and 

desire for businesses to act and lead on this.

 › There is a high level of concern about climate change in Victoria and businesses do not 

need to fear a lack of a social licence to engage on this issue. In fact, businesses who fail 

to acknowledge climate change in their social licence to operate, run the risk of reduced 

reputation and customer loyalty.   

 › There is now less risk and greater opportunity for business to take a leadership position on 

climate change. The myth that climate change mitigation and profitability are at odds is being 

busted by more and more businesses. 
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Opportunities exist for businesses in the shift to a low 

carbon economy in Victoria. 

Recent research by Sustainability Victoria provides 

‘local evidence’ of the world-wide consumer shift towards 

supporting more sustainable (ethical) brands and products. 

As well as growing consumer demand, several other 

drivers in the business environment are sending clear 

signals that businesses need to plan for and take action 

on climate change. 

International and local frameworks designed to guide 

businesses to take greater action on climate change, 

including the Victorian TAKE2 pledge program*, are rapidly 

gathering proponents and prominence among progressive 

business leaders.   

Over 600 Victorian businesses have pledged to TAKE2 and 

have each committed to the path of taking action of climate 

change. This report outlines the compelling case as to the 

reasons why. 

*TAKE2 is Victoria’s collective climate change pledge program. It enables all 
Victorians including state and local government, businesses, community, 
educational organisations and individuals to be part of Victoria’s action on 
climate change and pledge their commitment to take action.

“The fi rst myth is that there is a trade-off  

between choosing to do something that 

improves climate and your growth or your 

profi ts”

“Climate change is, in fact, the next century’s 

biggest fi nancial and business opportunity”

Anand Mahindra speaking at the World Economic 
Forum in Davos, 2018.

Introduction
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Climate change concern in Victoria

Sustainability Victoria research indicates a high level of 

concern in Victoria. 

Table 1 Concern for climate change in Victoria

48%
Believe that friends 

and family think 

climate change is an 

important issue

78%
Personally believe

that climate change 

needs urgent attention

17%
Always encourage 

others to adopt 

behaviours that help

tackle climate change 

Latent support for climate action

There is a high level of concern about climate change in 

Victoria but less than half of the respondents think others, 

their family and friends, are concerned about climate 

change. Additionally, only 17% of people ‘always’ encourage 

others to adopt behaviours that help tackle climate change. 

These fi ndings indicate that climate change is an important 

issue for the majority of people, but there is a perception 

that climate change is not important to others.

Concern about

Climate Change

Survey

response

Some level of concern about climate 

change
78%

Climate change is an issue that 

requires urgent action now.
78%

Concern related to future generations 75%

Concern related to state of the planet 48%

Concern about climate change is 

slightly higher in Melbourne than in the 

regions, 

81%

Concern is also higher among the 

under 40 age group
82%

Implications for business:  
Businesses can align with shifting attitudinal concerns 
and consumer demand for their products and services.

Leveraging business activity (and associated 
marketing) will work best if there is a focus on the 
need for urgent action, concern for future generations, 
the state of the planet and quality of life impacts of 
climate change. 

Implications for Business:  
Businesses do not need to fear a lack of a social 
licence to engage in climate change issues. In fact, 
these  fi ndings indicate opportunities for marketing 
climate-friendly products and engagement with 
stakeholders on the topic of climate change. 
 
The business community is an important voice in 
helping society to normalise concern and action on 
climate change.
 
Business leaders can help in this regard by 
promoting and demonstrating their commitment 
to action on climate change.  

Given the latent support for climate action, there is 
now less risk and greater opportunity for business 
to take a leadership position on climate change.

Climate change attitudes driving business action

Social research published by Sustainability Victoria indicates broad community acceptance 

of the fact that climate change is happening now and that human activity is contributing to 

this change. Public attitudes, perceptions and actions towards climate have been documented 

in the following reports. The fi ndings presented in the fi rst section of this report are drawn 

from these publications:

 › Victorians’ perceptions of climate change, 2017

 › Perceptions of Climate Change, Regional Reports, 2017 

 › Advanced Actions research, 2017
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Everyday actions for climate change 
in Victoria

Sustainability Victoria research indicates a high level 

(often/always) of action on climate change.

Table 2 Household behaviours and intentions in Victoria

Implications for businesses:   
Consumers are already undertaking or planning 
to undertake action on climate change and want 
to do more. There is strong interest across Victoria 
(metropolitan and regional) in renewable energy 
and emerging sustainable technologies. 

This represents a signifi cant opportunity for 
organisations with related goods and services.

Implications for Business:  
Business should not fear a backlash from customers 
who don’t believe in climate change. There is a very 
small percentage of people that are climate change 
deniers. 

75%
Limiting the amount 

of food they throw 

away.

74%
Buying household 

appliances that 

have good energy-

effi  ciency ratings.

71%
Want to do more 

to increase energy 

effi  ciency in their 

home 

66%
Actively limit 

energy used 

for heating and 

cooling 

71%
Interested in solar 

energy technology 

(solar panels and 

batteries)

Interested in purchasing 

clean energy for their 

household  76%

36%
Actively reduced

car use

91%
Victorians accept that humans 

have some involvement in the 

causation of climate change.

4%
There is no such thing 

as climate change

3%
Climate change is entirely 

due to natural processes

Victorians’ believe humans have 
contributed towards climate change 
Sustainability Victoria research indicates that the level 

of climate change denial is low across Victoria. 
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Business action on climate change
in Victoria

Sustainability Victoria research indicates a high level of 

expectation and desire for business action on climate 

change.

Table 3 Business action on climate change

Business Action on Climate Change
Survey 

response

People prefer to buy from a business that 

is taking action on climate change
73%

Individuals feel less motivated to partake 

in climate change actions when industry is 

not participating in sustainable activity also

54%

Willing to take action towards climate 

change
80%

Believe individual actions can make a 

diff erence 
82%

Business and industry should be taking 

action towards climate change, as 

well as governments, individuals, and 

environmental groups

95%

Sustainability consumer trends

Worldwide, demand for sustainable products and services 

is increasing.  Consumers are changing their purchase 

and consumption behaviours, in terms of electricity and 

water usage, and awareness of the ethical credentials 

of organisations, leading to avoidance, in some cases, of 

brands that are perceived to have a weak environmental 

reputation.  As such, there is potential for fi rms to innovate 

in order to capitalise on green market growth
[i]

. 

As Australian products are known for their high-quality 

standard, health, and sustainability, this has led to an 

increase in demand for these products internationally, 

particularly in countries such as China, opening new 

market channels for Australian companies such as 

Blackmores, Swisse, and Sanitarium.  

Findings in the Nielsen’s Global Sustainability Report  

indicate that the majority of sales in a number of product 

categories are made by companies using these dual 

claims, including baby food (85%), coff ee and tea (78% 

and 61%), and snacks (60%).  It is important for businesses 

to note that while sustainability messages alone may 

increase sales and/or increase the amount a consumer is 

willing to pay amongst ‘green consumers’, a business can 

appeal to a larger market by combining both product and 

environmental claims.

A meta-analysis of over 80 published and unpublished 

research papers across a large number of product 

categories aimed to understand diff erences in willingness 

to pay (WTP) for socially responsible products found that 

60% of respondents are willing to pay a positive premium. 

Importantly, the study found that WTP is greater for 

products where the socially responsible element benefi ts 

humans (e.g., labour practices) compared to those that 

benefi t the environment.

Implications for Business:  
Customers’ expectation of business commitment to 
climate change is high and increasing. 

Businesses who don’t acknowledge climate change in 
their social licence to operate run the risk of reduced 
reputation and customer loyalty.

The overwhelming majority of the population think that 
business is similar to other key groups in society and 
should be taking action on climate change.

Consumer expectations of business is driven by the 
high-level concern about climate change in Victoria as 
well as the positive changes in purchasing behaviour 
relating to climate change.

Implications for Business:  
Implications for both the Australian domestic and 
export business include increased market expansion 
opportunities. 

Sustainability claims, when coupled with product 
(social) benefi t claims, for example, supporting carbon 
off sets projects that provide indigenous employment, 
can lead to increased sales and market success.  

Climate change mitigation in business can be more 
eff ective if it links to social and environmentally 
responsible initiatives and programs. 
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Willingness to pay in Victoria

Sustainability Victoria surveyed the population of Victoria 

in 2017. The fi ndings demonstrate that people are more 

likely to pay extra for increased sustainability especially if 

it benefi ted their home. For example, 40% of respondents 

indicated they wanted their home to be as sustainable as 

possible even if it costs a bit more to do so. Furthermore, 

34% of people indicated they were neutral on the topic of 

paying extra for increased sustainability which indicates a 

large proportion of the population are undecided and may 

be willing to pay in the future. 

Climate change perceptions across 
Victoria

Where a person lives aff ects their concern about diff erent 

climate change impacts. Regional Victoria is diff erent 

to metropolitan Melbourne as summarised in the table 

below. For further information, see the regional reports 

on Sustainability Victoria’s website .  

http://www.sustainability.vic.gov.au/About-Us/Research/

Victorians-perceptions-of-climate-change/Victorians-

perceptions-of-Climate-Change-Regional-Reports

Table 4 Location and concern about climate change 
Implications for Business:  
Targeting people’s willingness to pay for sustainability 
should focus on their home and direct benefi ts to the 
citizen/consumer.

The potential demand for environmental products is 
high because of the large proportion of the population 
indicating a willingness to pay. Confi dence in this fi nding 
is increased when this is coupled with the documented 
high levels of concern for climate change impacts and 
the need for climate action.

Location Concern About Climate Change

Regional Cities 

and Rural Victoria

Severe bushfi res

Water shortage and drought

Concern about crop failures or 

declining agriculture

Inner-Middle 

Metropolitan

Air pollution

Coastal erosion

Implications for Business:  
Business opportunities that are associated with 
particular impacts or concerns should consider the 
location of their community/market. For example, 
customers in regional and rural areas are more 
concerned by climate change impacts related to the 
direct rural risks, whereas city dwellers are more 
concerned by the direct impact of pollution. Considering 
this in business strategy may be useful.
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New Markets and Jobs

There is an increase in the number of jobs and thus a 

growing market in green industries. In particular, the 

sectors in which there are increasing opportunities include 

green buildings and urban design, water effi  ciency and 

water markets, lower emissions technology, renewable 

energy, battery storage, electric vehicles, and the 

development of the Australian carbon market (including 

carbon farming). 

The main driving factors for this growth are:

 › Increasing energy prices

 › increased awareness will increase consumer and 

community pressure,

 › implementation of tighter environmental regulation,

 › the rollout of new Government economic incentives 

and packages,

 › improvement of business positions on environmental 

competitiveness and compliance,

 › developments in technology. 

Employee recruitment and retention

Involving employees in climate change and sustainability 

planning and implementation within organisations leads 

to a number of benefi ts:

1. There is strong evidence for employee engagement 

and participation to achieve successful carbon 

mitigation strategies in the workplace. (Markey, McIvor, 

& Wright, 2016).

2. Having progressive organisational climate change 

and sustainability value positions improves the ability 

to recruit and retain highly talented and motivated 

employees (Kashmanian et al., 2010; MacLean, 2010). 

3. There is a positive relationship between the 

sustainability/CSR policies and strategies of an 

organisation, and their economic outcomes and 

fi nancial performance (Wolf, 2012)

Meaningfulness in the workplace is positively related 

to worker self-identity, job satisfaction, organisational 

commitment, psychological well-being, institutional 

citizenship and resilience against burnout (Cheney et al., 

2010; Mitra & Buzzanell, 2017). Organisational commitment 

to climate change and sustainability is an important 

dimension of making workplaces meaningful.Implications for Business:  
New markets will open up and expansion of existing 
markets will occur in response to low carbon economic 
growth and a consumer shift towards more ethical 
consumption. Specifi c trends and opportunities are to 
be found in the sectors detailed above, and beyond as 
new technology progresses.

Implications for Business:  
Strategies that address climate change, sustainability 
initiatives and the governance of sustainability in an 
organisation should include staff  in the design and 
delivery of such actions. This increases the benefi ts 
to organisational culture, individual job satisfaction, 
and productivity.

Businesses should also acknowledge employees are 
key stakeholders driving action on climate change. 

Climate Change Business Trends

Climate change infl uences the context in which businesses operate. New trends have emerged 

in the past ten years that infl uence how the business community responds to fi nancial risk, 

their social licence to operate, changes in director and managerial responsibilities, and shifts 

in workplace culture. The following factors illustrate how businesses are responding

to climate change.
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Values alignment - increased 
productivity

An organisation’s reputation for its commitment to 

sustainability is an intangible asset that can increase the 

value of a fi rm’s expected cash fl ows and/or reduce the 

variability of its cash fl ows. Research indicates that the 

income of businesses with good sustainability reputations 

has a higher valuation by the market in comparison with 

their counterparts. (Lourenço, Callen, Branco, & Curto, 2014)

Business pledges and government  
commitments

There is a need for integrated and consistent energy and 

climate change policy in Australia. At the state government 

level, there is a declared leadership position on policies for 

climate change. The Victorian Government, the Queensland 

Government, the South Australian Government and the ACT 

Government signed a Climate Leadership Declaration in 

2017 which includes a commitment to help Australia meet 

its obligations under the Paris Agreement and to achieve 

net zero emissions in their jurisdictions by 2050. 

The Victorian Government has committed to renewable 

energy generation targets of 25 percent by 2020 and 40 

percent by 2025. These commitments refl ect the high 

levels of support for zero emissions by 2050 (79%) and 

Victoria’s renewable energy target (84%).

The Victorian Climate Change Act 2017 provides a legal 

framework for emissions reductions targets in Victoria. 

There are two important aspects of this act that will 

change how businesses operate:

 › Whole-of-government pledges focus on emissions 

reductions by government operations with targets 

and actions to meet those targets. 

 › Sector pledges to reduce emissions in line with 

quantifi able targets and actions (policies) to meet 

those targets. Sectors include stationary energy 

and transport, industrial processes and products, 

agriculture and waste. 

Such legislation provides supportive conditions for 

leadership in the business sector towards climate 

mitigation. Go to the TAKE2 website to see some of the 

businesses taking the lead and pledging a reduction in 

emissions.  

https://www.take2.vic.gov.au/pledge-directory/

Implications for Business:  
Alignment of core values, purpose and strategies with 
the implementation of quality climate change and 
sustainability strategies can increase a business’s 
fi nancial value.

Implications for Business:  
The Victorian Government has provided a policy 
environment in which businesses can be confi dent 
about planning for climate change action. The follow-
on eff ects of government legislation will mean that the 
operations and procurement activities of government 
will have implications for business. 

Businesses have opportunities to capitalise on 
Government incentives to achieve renewable energy 
targets.

Risks for business in adopting climate change 
mitigation strategies have reduced as a result of 
government commitments.
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Business risk and climate change

Climate change, decreasing resources and the transition 

to a greener economy are trends that are already being 

felt globally (World Economic Forum ).  Climate change 

is a risk to business and is increasingly included in risk 

management and other strategic processes. Businesses 

are very concerned with extremes of climate change 

impacts compared to slight deviations from the norm.  

The vast majority recognise risk from extreme weather 

and the secondary impacts of climate on the economy. 

They even acknowledge their impact in the short term 

but uncertainty about the nature and timing of the impacts 

ensures that BAU approaches predominate. The companies 

that go beyond the ‘head in the sand’ approach and take 

steps to address climate risks through reformulating risk 

into opportunities  will be: more effi  cient, have lower costs, 

and/or provide greater value to stakeholders. 

Table 5 Climate change impact and risk  

Company directors’ duties

The recent legal opinion provided by Noel Hutley SC 

and Sebastian Hartford-Davis from the Centre for 

Policy Development has had a signifi cant impact on 

the interpretation of the law which requires Australian 

Company directors to respond to climate change risks . 

The Australian Institute of Company Directors summarise 

the opinion:

 › “Climate change risks may be regarded as 

foreseeable by courts and relevant to a director’s 

duty of care and diligence to the extent that those 

risks intersect with the interests of the company 

(for example, by presenting corporate opportunity 

or risks to the company or its business model).

 › Directors are not legally restricted from taking 

into account climate change and related economic, 

environmental and social sustainability risks, where 

those risks are or may be material to the interests 

of the company.

 › Directors certainly can consider, and in some cases 

should consider, the impact of climate change risks 

on their business – and directors who fail to do so 

now could be found liable for breaching their duty 

of care and diligence in the future”. 

This opinion was also voiced by Geoff  Summerhayes, 

executive board member of Australian Prudential 

Regulation Authority (APRA), who said that climate 

change will to have material, fi nancial implications 

that should be carefully considered.

Implications for Business:  
Risk management for climate extremes is now 
commonplace in business. However, the risk of inaction 
on climate change mitigation is increasing in likelihood 
and consequence. Businesses failing to include climate 
mitigation action or impacts of carbon policy as a risk 
strategy are exposed to greater risk. 

Risk Type Climate Change Impact

Hazard Risk Damage to assets and people

Financial Risk

Insurance premium increases or not 

available.

Cost increases – energy, water

Operational Risk

Changing requirements for 

equipment and plant

Supply interruption

Changes in resource supply

Strategy Risk

Market shifts and reduced demand

Social change reduces realm of operation

Slow adoption of climate change action 

leads to compliance costs

Implications for Business:  
Company directors need to assess their fi duciary duty 
and take action related to climate change risk directly 
associated with their business operation.
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Investor pressure – stranded assets

There are increasing pressures from investors and 

shareholders that are shaping the investment decisions 

of corporations:

 › In 2015 EY reported that 36% percent of global 

institutional investors divested holdings of a 

company’s shares due to the risk of stranded assets.

 › Additional to divestment action, another 27% of 

respondents indicated they are closely monitoring 

potential stranded asset risk from carbon exposed 

investment. 

Increasingly, there is pressure from shareholders to 

reduce bank lending to fossil fuel investments and 

projects in Australia[ii][iii][iv].  In Australia, as a proportion 

of professionally-managed assets, there has been a large 

increase in the percentage of responsible investment.

Metrics
and Targets

Risk
Management

Strategy

Governance

Implications for Business:  
Adopting a governance framework to disclose climate-
related fi nancial risk will ensure businesses are ahead 
of compliance and or reduce business risks.

Carbon risk disclosure

The report from the Australian Senate Enquiry into Carbon 

Risk Disclosure  off ered a range of recommendations, in 

particular,  introducing legislation and regulations related 

to business, and disclosure of risk of investing in carbon-

intensive industries. 

The work by the Task Force on Climate-Related Financial 

Disclosures (TCFD) was instrumental in helping that inquiry 

reach its recommendations. The framework of the TCFD 

helps identify business-climate risks. This information 

helps investors and others understand how reporting 

organisations can assess climate-related risks and 

opportunities. 

There are four elements of a strategy for climate-related 

fi nancial disclosures (see Figure 1).

Figure 1 Elements of a strategy for climate-related 
fi nancial disclosures

Implications for Business:  
Business should be responsive to community values 
and attitudes and understand their social licence to 
operate. Shifts in responsible investment, shareholder 
activism, and protest movements are signals of a 
shift in society and culture to demanding a 
low carbon economy. 

2014 2016

16.6% 50.6%
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Eco-Effi  ciency technology and savings

Improving energy effi  ciency performance can deliver 

marked profi t increases. A recent report by ClimateWorks 

Australia revealed that a third of companies analysed could 

increase profi ts by over 5% per year if they matched the 

performance of leaders in their sector. 

Victoria’s Energy Effi  ciency and Productivity Strategy 

aim to improve energy effi  ciency and drive Victoria’s 

transition to an energy effi  cient and productive economy. 

There are opportunities for business in the following 

Victorian Government strategies and programs: In addition 

to the Victorian Government initiatives, there is a range 

of programs: 

 › The Victorian Energy Upgrades program

 › Boosting Business Productivity

 › Better Commercial Buildings

 › Unlocking innovative fi nancing

 ›  Energy productivity and skills pathways

 › Supporting home upgrades for Victorians most 

in need

 › Improving energy performance of rental properties

 › Victorian Residential Effi  ciency Scorecard

 › Energy effi  ciency ratings for residential properties

 › Beyond six-star homes

 › Working with industry to lift compliance

In addition to the Victorian Government initiatives, there is 

a range of programs available for business to engage with 

and guidelines to help decision making. For example, in 

late 2017 the City of Melbourne released their renewable 

energy procurement guide: a guide to buying off -site 

renewable electricity MREP).

Sustainability trends in organisations

Recent trends in sustainable business indicate that climate 

change and sustainability action has become a strategic 

and operational necessity for the future prosperity of 

organisations. The following trends are a summary of 

key climate change trends in business:

 ›  Impact of climate change is becoming a reality for 

citizens and business

 › There is growing consumer demand for sustainable 

and ethical consumption 

 › Sustainability reporting, senior management buy-in, 

and importance of external ratings are on the rise

 › Employees emerge as a key stakeholder group for 

sustainability programs and reporting including 

climate change

 › Governments look to business to limit climate change 

based on Paris Agreement targets

 › The implication of increasing scarcity of business 

resources and rising inequality in societies

Recent research in examining sustainable development 

goals indicate that climate change is a keystone goal, in 

that a focus on climate change will deliver outcomes for 

many of the other 16 sustainable development goals.

1Trends as indicated by Ernst and Young1 and Cambridge 

Institute for Sustainability Leadership1:

Implications for Business:  
Sustainability initiatives within businesses should 
recognise climate change to help achieve broader goals 
of sustainability. The benefi ts of a focus on climate 
change have broader outcomes for a business than 
simply reducing emissions.

Implications for Business:  
The fi rst step for any business in addressing climate 
change is to address the eco-effi  ciency of operations 
including energy effi  ciency. The cost savings for 
business are signifi cant and there are assistance 
schemes available for many diff erent sectors (See 
Victorian Government grants and assistance).



BUSINESS FOR CLIMATE ACTION

13

Under 2-degree climate programs

The under 2-degree movement is a commitment by 

a growing number of sub-national governments and 

businesses to commit their jurisdiction or organisation 

to operating with zero carbon emissions by 2050. They 

commit through pledges, targets, and strategies to reduce 

emissions of their jurisdiction. Victoria’s TAKE2 Pledge is 

one such commitment. The key initiatives in Australia are 

off ered in Table 9.

Table 6 Climate action programs related to ’under 2’

For a list of businesses that have pledged to reduce 

emissions under the Take 2 program see the SV website.

Conclusion

This report summaries the internal and external pressures 

facing businesses business and together they constitute a 

compelling business case for serious consideration action 

on climate change.

The main elements of a business case for climate change 

mitigation are:

1. There is increasing public concern about climate 

change and this provides a stronger social licence 

for a business to lead on climate change mitigation.

2. Increasing public concern about the impacts of climate 

change is translating into demand for climate-friendly 

products

3. Businesses can save money by mitigating climate 

change through adopting eco-effi  cient practices.

4. There are increasing fi nancial risks of including carbon 

pollution activities in the value chain of a business. 

Carbon risk is an increasing feature of business.

5. The expanded duty of company directors to account 

for climate change risk will translate into operational 

strategies addressing climate change mitigation. 

The TAKE2 program hosts round table events and other 

information sessions to discuss and initiate actions to 

address the challenges covered in this report.  

The TAKE2 network encourages, supports and inspires 

businesses to commit to leadership on climate change 

action.   

Collective actions help build momentum to achieve net 

zero emissions by 2050.

Climate Action Related to ’Under 2’

TAKE2 – Sustainability Victoria –emissions reduction 

pledge

Science-Based Targets – targeting business 

organisations

We Mean Business Climate Coalition

Implications for Business:  
Pledging is a leadership action and sends a signal to 
the business community that climate change is an 
important mission for business.
   
The myth that climate change mitigation and 
profi tability are at odds is being busted by more and 
more businesses. 

Businesses that have high-quality sustainability 
practices and climate change strategies are the ones 
which have higher levels of profi t.
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