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Is your brand at risk 
from climate change?
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The world’s first major study of 
brand value and climate change

Enlightened business people already know that it’s not just heavy
users of energy who are affected in a carbon-constrained world.
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When in 2003 the Carbon Trust invited large companies in the UK concerned 
about climate change and its impact on their businesses to come and work 
with us on Carbon Management, a broad range of companies responded.

These included supermarkets, food manufacturers and high street banks:
companies for whom climate change is not such an obvious issue.

What most of them had in common was a strong dependence on their consumer
perception or consumer-facing ‘brand’.

It’s clear that reputations and brands are at risk from climate change. 
But no one has attempted to quantify this — until now. That’s why the 
Carbon Trust commissioned Lippincott Mercer, a leading brand advisory firm, 
to undertake the world’s first study of this important subject.

While it is difficult to put hard values on intangible assets such as brands, persuasive
methodologies do exist. The report’s conclusions — that consumer attitudes are
approaching a ‘tipping point’ on the issue and that billions of pounds of brand value
are at risk — have, I believe, profound consequences for many sectors.

I hope you find this summary of our findings useful. For a copy of the full report
and to find how Carbon Management can help you position your company for the
low carbon economy, call us on 0800 085 2005.

Tom Delay
Chief Executive
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Climate Change: not yet a consumer issue

Are we near the tipping point?

CO2, the major driver of climate
change, is linked to transport, energy
use and many products we take for
granted. Meeting our target reductions
will require some major changes across
most or all aspects of the economy.

Climate change is not yet a significant
consumer issue. While two thirds of
Britons say they know ‘a great deal’ or 
‘a fair amount’ about the subject1, the
link between people’s actions and climate
change is not yet being widely made.

But will this change — and if so, how quickly? When the right conditions are in
place, behaviour can change or ‘tip’2 almost overnight, with potentially huge
consequences for businesses — and brands.

‘Tips’ in social and environmental issues happen when consumers both want to,
and are able to change the way they spend their money. In recent years there
have been some significant ‘tips’ where social and environmental concerns have
resulted in dramatic changes in consumer behaviour. 

Reduce
CO2 Emissions?

Climate change is now widely accepted as a fact, requiring
significant reductions in greenhouse gas emissions over coming
decades. Under Kyoto, the UK is legally bound to a 12.5%
reduction in these gases by 2008-12. Longer term, reductions 
of up to 60% are thought necessary.

1Source: MORI (May 2004, based on 1,004 British adults)
2See The Tipping Point, Malcolm Gladwell, Abacus, 2000
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How minds change: some recent examples

Organic food
Older first-time mothers’ health concerns drove the 
original ‘tip’ in the growth of organic food. Fears
over GM accelerated the growth in sales, which
have moved in close alignment with the number 
of media mentions. Consumers now expect

supermarkets to sell organic food.

Unleaded petrol
Parents concerned with lead levels in school

playgrounds were early adopters of cars that ran on
unleaded petrol. Viable technology was available but it
was a tax on 2 star and 3 star (freeing up pumps for
unleaded) that caused a tip in unleaded petrol sales.

Leaded petrol is no longer widely available.

Dolphin-friendly tuna
A video of dolphins being drowned in tuna nets,

leaked to the US press, drove demand for
dolphin-friendly tuna. All tuna sales are now

dolphin-friendly.

CFCs
With no feasible substitute when the problem
was first identified, strong press coverage
drove the first consumer moves away from
aerosol deodorants, etc. The switch tipped

when technology was available and regulation
was in place.
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Carbon will ‘tip’ between now and 2010

There are four ways in which climate change 
will become more visible to consumers.

Politics/current affairs
Political issues such as the international
tensions over post-Kyoto emissions
targets and the re-opening of the
nuclear debate are likely to increase
the intensity of exposure, driving
consumer interest and turning passive
awareness into passionate engagement.

Commercial anticipation
Companies anticipating demand and
legislation are already reviewing their
operations and sourcing of materials
and communicating a carbon-
responsible position. Such moves
explicitly make the link to consumers’
actions, offering consumers choices
without big compromises in lifestyle.

Severe weather
Although the full effects of climate
change may not be seen for some
decades, unpredictable events such as
droughts, hurricanes and flash floods
are becoming more frequent and
severe. Such weather is already linked 
to climate change by the press,
reinforcing the reality of change.

Regulatory impact
Regulations are already with us and
more are on the horizon. These include
‘cap and trade’ schemes for carbon
emissions and mechanisms to support
renewable energy. The results, from
potential increases in electricity prices
to more renewable power generation
projects, are likely to be fairly visible.
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2010: a changed business landscape?
One hundred thousand
northern Europeans died 
in the heat wave of 2008…

In UK Augusts
are wet; gale
force winds
common; heavy
snowfalls are
expected in
February…

California has
imposed permanent
water rationing…

Bangladesh is inundated by catastrophic
floods, though little media attention is paid
to this now regular occurrence… 

GDP growth remains strong...

Most of the
volume car
manufacturers
now offer
hybrid-fuel
cars...

The Thames Barrier
is being urgently
extended to protect
Canary Wharf after
floods caused £100
million of damage…

One in ten Cornish
homeowners are
no longer able to
get their homes
insured…

Energy labels are now in place in all
supermarkets, banks and shopping centres.
Energy certificates have been a mandatory
part of house sales since mid-2006…

International tension mounts as
emissions in the US, China and
India continue to increase…
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Almost £20bn at risk

The Carbon Trust10

What we found

The report’s findings focused on six sectors: airlines, oil & gas,
food & beverage production, food retail, telecommunications
and banking.

For each sector, it analysed:
• How important is brand value, and in
particular brand image?

• What is the operational exposure to
climate change, both in terms of direct
greenhouse gas emissions, and broader
areas of influence or exposure?

• How easily could a company
differentiate its products on the issue
of climate change? What alternatives
are available to consumers?

Airlines and Food and Beverages were found to have the highest
intangible value at risk (50% and 10% of market value respectively).
Oil and Gas, Retail, Banking and Telecommunications had much
lower exposure, at less than 2-3% of market value. Even this
small percentage however can still equate to several billions 
of pounds in quoted value alone.

If climate change becomes a consumer
issue, it is not just industrial sectors that
will have value at risk. Companies across
much of the economy will need to assess
their own exposure and understand the
lead time needed to address the issue
and take appropriate action.

Brand value at risk (£ bn)
Here we take the FTSE All Share
capitalisation for each sector and apply
the above report’s findings to those
values. Most other sectors are exposed
to consumer brand perception and
climate change issues. The report

provides a framework for analysis that
could easily be extrapolated to other
sectors.

In just these six sectors, there is almost
£20 billion of value at risk.

Sector 

Airlines

Food & Beverage Production

Oil and Gas

Banking

Telecomunications

Food Retail

Total Market Value

3.1

66.5

172.9

380.8

116.0

31.7

% at risk

50

10

2-2.5

1-2

1

<1

£ billion at risk

1.5

6.6

3.9

5.7

1.2

<0.4

£ billion, based on FTSE All share

Source: Brand value at Risk, The Carbon Trust (March 2005)



Our clients

Aggregate Industries. Ahlstrom. Airbus UK. Alcoa. Allied Distillers
Limited. Andrew Millar Ltd. Arjo Wiggins. Asda. Avecia. BAA. BAE
Systems. Bernard Matthews Ltd. Big Food Group. Bombardier
Aerospace. Brake Brothers. Brett Martin. BT Wholesale Property. C6
Solutions. Cadbury Trebor Bassett. Calsonic Kansei. Canary Wharf
Group. Cannons Health & Fitness Ltd. Celtic Manor Resort.
Cementitious Slag Makers Association. Center Parcs. Christian
Salvesen. Cleveland Potash Limited. Corus and Regal. Curtis Fine
Papers. Dale Farm. Devro. Dixons Group plc. Dow Corning. DSM
Nutritional Products (UK) Limited. Dungannon Meats Group. Flagship
Training Ltd. Ford Motor Company. Foyle Food Group. Freescale
Semiconductor UK Ltd. Gallaher Ltd. GlaxoSmithKline. H J Enthoven
& Sons. Hilton Group. HJ Heinz. Huhtamaki. Huntsman Tioxide.
Iggesund Paper Board Ltd. INCO Europe Ltd. Indesit Company.
Interbrew. International Rectifer. INVISTA Textiles (UK) Ltd. ITT
Industries. JCB. John Lewis Partnership. Kraft Foods. Lafarge
Cement UK. Land Securities. Legal & General. Leisure Connection.
Liberty International Plc. Marks & Spencer. MFI. Michelin Tyre Plc.
Montupet UK Ltd. Moy Park Ltd. MPP Holdings Ltd. M-real New
Thames Ltd. National Semiconductor UK Ltd. Norbord. O2. OI. PB
Gelatins. Polypipe. Pritchitts. Procter & Gamble. Prudential Property
Investment Managers Ltd. Queens Moat House. Quinn Glass. Rank
Hovis McDougal. Rexam Glass Barnsley Ltd. Rockwool. Rolls-Royce
plc. Royal Bank of Scotland. Sainsburys. Salt Union. Scottish Tanning
Industries Limited. Seagate Technology Media (Ireland). Shin-Etsu
Handotai Europe Ltd. Smith & Nephew. Smurfit. Solutia. Somerfield.
Spanboard. St Regis Paper Company Ltd. Starwood Hotels and
Resorts. Superglass. Tarmac Limited. Tencel Products Ltd. Thales.
Thames Water. The Boots Company. The Brick Business. The British
Land Company Plc. the Co-operative Group. The Polestar Group Ltd.
T-Mobile. Tower Colliery. TRW. TT Electronics. Tullis Russell
Papermakers. Tyrone Brick. UBS. Unilever UK Foods. USC Europe Ltd.
Vauxhall Motors Ltd. Vesuvius. Walkers. WBB Minerals Limited. Welsh
Water. Yorkshire Water. Zeon Chemicals.
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What does it mean?

Companies need to consider the
implications of being seen to address
climate change less effectively than
their competitors. This impacts your
reputation with consumers and corporate
customers; with NGOs; with staff; with
suppliers of finance; and with local,
national and international public bodies,
influencing anything from planning 
to access to natural resources.

In some sectors, the lead time for
action may be considerable.

Companies need to act now. Many
already are — across the page you’ll see
the names of some of Britain’s leading
companies1, who are using Carbon
Management to uncover real business
advantage. You can join them by calling
the Carbon Trust today.

For your copy of the full report or to
find out more about climate change 
and its strategic implications for your
business call the Carbon Trust on

With climate change set to become a more prominent issue, it is
not just industrial sectors (those exposed to the EU ETS or other
regulatory regimes) that will have value at risk.

0800 085 2005
carbonmanagement@thecarbontrust.co.uk
www.thecarbontrust.co.uk/bvr

1Source: Introducing Carbon Management, 
The Carbon Trust (Carbon Management list — April 2005)


