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Introducing the
Climate Governance
INnitiative

Our missionis to mobilise corporate boards around the
world to accelerate the transition to net zero and build
climateresilience.

The Climate Governance Initiative works with a global network of board directors
across diverse sectors and industries. Our Chapters are active worldwide and
currently reach over 100,000 board directors.

Through this expanding network, we are working towards a future where all major
boards have climate capability. The Climate Governance Initiative promotes the
implementation of the World Economic Forum Principles for Effective Climate
Governance.

Huge progress has already been made in helping board members to steer their
organisations towards a sustainable future.

Ourongoingroleis to support our network in delivering further sustainability
imperatives and to engage a wider pool of board directors to move forward with
us on this journey. Behind all of our activities lies a single, driving question: “What if
every company had a climate target and a plan to meet it?”

The Climate Governance Initiative and Kantar, the world’s leading tech-enabled
marketing data and analytics company, have collaborated on this research to
understand the impact of the Initiative’s work through its global network, and how
board members around the world are empowered to deliver climate impact in their
organisations.

EMILY FARNWORTH JONATHAN HALL
Executive Director Managing Partner

Climate Governance Sustainable Transformation
Initiative Practice, Kantar
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https://learn.climate-governance.org/en/climate-in-the-boardroom/the-principles-for-effective-climate-governance
https://learn.climate-governance.org/en/climate-in-the-boardroom/the-principles-for-effective-climate-governance

The board opportunity to
iInfluence sustainability is
clear

Our study finds that, with regard to
sustainability, board directors feel they are
well positioned to have atangible impact on
their organisation’s direction.

In addition, 89% of board directors
surveyed believe itis part of theirrole to

influence theirboard on climate action. o

They use thisinfluence to help integrate 9 6 /() of board directors believe
climateinto the board’s business strategy, . : . ‘
as well as to mitigate risks. The climate theirboardis able toinfluence their
context also presents opportunities for
innovation and business growth.

To implement this well, however, the
vast majority (88%) of board directors
recognise that addressing climate
challenges requires new forms of
leadership from the boardroom.

Board motivations: board directors’ opinions Agree*
Climate requires new forms of thinking and leadership from the boardroom, the executive and the workforce 88%
Climate represents opportunity and innovation for business 84%

Therisk associated with greenwashingis felt keenly across the board. By greenwashing we mean making false or

misleading statements about the environmental benefits of a product or practice. 6%
Climate is driving new forms of collaboration and partnerships 75%
Climate will transform our business model over the longer term 69%
Climateis central to our policy agenda and government relations 56%
Climateis central to ourbusiness strategy today 55%
Climate s primarily a matter of regulation and compliance 38%

organisation’s direction on climate change.
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“We have our board of directors trained in the
ESG space because there are newrisk factors
that we are held liable for.”

Board Director, Singapore

We can see from the table on the previous
page that the climate challenge offers a
platformto introduce novel behaviours,
to develop new internal corporate
skillsand to leverage these for growth.
However, evolving thinking, adopting new
leadership, collaboration techniques and
setting up new partnerships and business
models are, by theirvery nature, new areas
formany.

There are several climate issues which
are high priorities for the board, but
where board members feel less able to
wieldinfluence: notably value chain and
product and services development.
Thisis exactly why the Climate
Governance Initiative exists: to help
bridge this gap, shape new skills

and to help smooth the transition to
sustainability-driven business models.

Size of gap between perceived issue importance x ability to influence:

Value chainengagement [N 25%

Products and services 25%

Industry engagement | EEGTNGEGEGNG 7

Skills, competencies _ 15%

and training
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Given the opportunities it offers, climate is seen
by boards as astrong and important priority

A significant majority of board directors (84%) say that
climate actionis a mid-high priority on theirboard’s agenda.

However, the challenge for many businesses remains in transforming this openness around sustainability into informed climate
action. To address the value-action gap, itis critical to provide support as businesses progress on their sustainability journeys.

How much s climate action seen as a priority by the board?

Low priority High priority
16% 27%

UK 6% UK 48% UK 46%

us 27% us 47% us 27%

Brazil 19% Brazil 63% Brazil 19%

Singapore 15% Singapore  59% Singapore  26%

Other 16% Other 69% Other 16%

“The existing construct of the board
lacks a certain degree of awareness
and understandingin the space, so
| should help educate and bridge

that.”
Board Director, UK

“Climateis fundamental to our
business plan, and | would not be an
effective board member if

| would not work closely with the
board on climate challenges,
opportunities and transition.”

Board Director,UK
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Engagement with
local Chapters drives
boardroom action on

sustainability

Amongst board directors who are a part of the
Climate Governance Initiative’s global network,
60% report that they are “highly engaged” with
theirlocal Chapter.

Additionally, self-reported engagementis even
higher (78%) for those who have been a member
forover ayear, demonstrating that Chapter
members find this anincreasingly beneficial and
rewarding relationship over time.

At amacrolevel, Chaptermembersreport three
overall benefit areas which theirlocal Chapter’s
tools, resources and events have enabled within
theirbusinesses.

Engaginginlocal Chapter’s tools, resources and
events helped board directors...

Agree*
Improve knowledge and
skills whenitcomesto 80%
climate
Increase awareness of

what's happeningin the
climate space

Build more confidence
when talking about climate
actioninthe boardroom

Board directorsreport the most
significantimpact of engaging with
Chapter content has been: firstly, to
improve theirknowledge of climate
issues, secondly to ensure that this

knowledge is kept up to date. Beyond
the benefits of the tangible materials

themselves, a the third benefitis to
offerinspiration and to motivate the

board directorsintheir efforts to effect

positive change.

Toimprove my knowledge and keep me
ahead of latest thinking

To have a trustworthy source
of relevant climate information

Tobeinspired tolead onclimate

from the boardroom

To gain policy and regulation updates

To help me engage and motivate board colleagues
to embed climateinto (business) strategy

Tobeinvolvedinacommunity
and peer network that supports me

To know that the information is from an unbiased or
not-for-profit organisation

Tobeinspired by newideas and torethink the
business growth opportunity

Which are the mostimportant when it comes to engagement with your Chapter?

I 72%
. 57%
I 51%
I 42%
. 10%
. 39%
I 33%

I 3%

‘Forme, the best part about the Initiative is having instant access to globally leading

materials, activities and programmes - this resonates with people in my position.”

Board Director, Singapore
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From providing
support, to measuring

impact

The main actions takenin the boardroom that have been driven by engagement with
the local Chapterinclude: staying up to date on the latest climate risks and regulatory
requirements (57%) and assessing the materiality of climate-related risks (39%,).

Actions takenin the boardroom assisted by engagement with the local Chapter

Remainedinformed on the latest climate-relevant
risks and regulatory requirements

Assessed the short-, medium-andlong-term
materiality of climate-relatedrisks

Met currentreporting and disclosure requirements,
including Scope 3 emissions and TCFD

Defined orincreased the organisation'slevel of
climate ambition

Enhanced the board and executives' overall climate
accountability

Created an opportunity to redefine andintegrate the
business strategy to deliver climate ambition

Incorporated climate-related measuresin executive
compensationandincentivisation

Setshort-termtargets for emissionsreduction

Changedthe board compositiontoincrease climate
capability and overallcommand of the subject

Other

57%

39%

28%

25%

25%

23%

20%

15%

3%

B 2

‘ChapterZero (the
Chapterin the UK) has
helped me share climate
news, environmental
webinars and live events
with board colleagues.”

Board Director, UK

Interms of impact, 44% of board directors report having taken actionin the
boardroom as a direct result of inspirational engagement with local Chapters.

Thisincreases to:

58%

when board directors have beenamember for

longer than one year.

Andto:

when board directors are highly engaged with

theirlocal Chapter.

‘I've foundit's very
useful to exchange
the challenges and
opportunitiesin
climate.”

Board Director, Brazil
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Influencing continuous climate
actioninbusinesses

Whenit comes to areas of focus for 2025, board members reported that they will prioritise strategy and business models
alongside oversight and reporting, in addition to other key focus areas pertaining to climate and sustainability.

The finding that board directors are focused on considering climate in the context of overall business strategy is particularly
significant, andis likely to be effective in making impactful change.

Key focus areas pertaining to climate and sustainability include:

Strategy and business models I 55%

Oversight andreporting 49%
Policy and compliance 38%
Value chain engagement 37%

Roles, responsibilities and accountability I 7%
Productsandservices I 5%
Skills, competencies and training I 3/ %
Culture I 52%
Industry engagement I 6%
Financial planning I 0%
Governmentengagement I 0%
Public sectorand civil society engagement I 18%
Incentives andremuneration I 17%
None of theabove M 3%
Other W 2%

Ourrole as the Climate Governance Initiative is
to continue to provide support in those key areas What can board members do?
that our members have identified as important
to them, and which can benefit from external
support.

Learn more and develop your climate knowledge by visiting the
Climate Governance Hub, ourkey resource hub forboard directors.

Visit the Climate Governance Initiative website https://climate-
governance.org/join-a-chapter/ to contact your local Chapter
and getinvolved.

Board membersreported that they particularly
appreciate in-depth guidelines and examples

for developing transition plans, case studies, and
tools andresources for building the business case
for sustainability.

Spread the word by sharing this report with your board and with
your LinkedIn network.

This valuable insight willinform the Climate
Governance Initiative’s work to empower board
directors to take action, with the right programme
of events, resources and tools.

Grow the network of climate-conscious business leaders by
bringing aboardroom colleague along to alocal Chapter event or
inviting them to a virtual event to kick start the conversation.

Our Strategic Action Areas:
- Support the network.

- Deliver effective climate governance content.

- Drive focused, impactful growth. o 8



About the Climate Governance Initiative

The Climate Governance Initiative is a non-profit dedicated to mobilising boards to accelerate the transition to net zero and
build climate resilience. We develop and support a global network that empowers and mobilises board directors on every
continent to take climate action by enhancing their knowledge and skills in climate governance. We are a rapidly growing
global network of Chapters, reaching more than 100,000 chairs, non-executive and independent directors.

About Kantar

Kantaris the world’s leading tech-enabled marketing data and analytics company and anindispensable brand partner to
the world’s top companies. We combine the most meaningful attitudinal and behavioural data with deep expertise and
advanced analytics to uncover how people think and act. We help clients understand what has happened and why and
how to shape the marketing strategies that shape their future. The Sustainable Transformation Practice operates at the
intersection of business, people and social & environmental issues.

Research methodology

Kantar conducted 24 in-depth Vision Interviews with board directors across a range of sectors in six countries: the UK, US,
Australia, Singapore, Germany, and Brazil between June and November 2024. Additionally, a quantitative impact survey
was carried out in the same six markets. In total, 242 board directors responded, of which 69 were Chairs. Data has been
weighted to ensure each market contributes equally to the overall figure, with a weighted base of 48 per country. This
prevents skewing and provides a more accurate global representation.

Key contacts

- Emily Hill, Director, Sustainable Transformation Practice, Kantar (emily.hill@kantar.com)

- Jonathan Hall, Managing Partner, Sustainable Transformation Practice, Kantar (jonathan.hall@kantar.com)

For more information please visit: https://climate-governance.org/
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