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Summary  
 

n InfluenceMap's scoring system observed a flurry of pro-climate policy activity immediately 

prior to COP21 in Paris. The so-called "Paris effect" means that more than half of leading 

global industrial corporations companies appear to be now supporting progressive climate 

policy. 

 

n This comes as a result of pre COP21 activity such as policy support as part of the We 

Mean Business commitment campaign, the American Business Act on Climate Pledge, 

strong CEO messaging from the likes of Apple and Unilever and a letter signed by 

CEOs from the World Economic Forum with specific policy language in it. 

 

n Within the supportive companies, we identified true leaders who are supporting 

progressive climate policy in a consistent and determined manner. These include visionary 

company Unilever, electric utilities National Grid and Iberdrola and electric vehicle 

company Tesla all of whom appear to be "all in" for a 1.5C and low carbon future. 

 

n Additional support appears to be needed from the "silent leaders" within the technology, 

telecoms, healthcare and consumer goods. Companies like Cisco Systems and Vodafone 

appear to accept the post Paris agenda but do not exhibit consistent support for 

progressive climate policy in the manner that the true leaders do. 

 

n The laggards continue to be the fossil fuel sectors (ExxonMobil, BP) and certain energy 

intensive users (BASF, Dow Chemical) who while they may be exhibiting various degrees 

of public support for progressive climate policy continue to undermine the detailed 

implementation of legislation. 

 

 

 

 

 

 

 

http://www.wemeanbusinesscoalition.org/take-action
http://www.wemeanbusinesscoalition.org/take-action
https://www.whitehouse.gov/the-press-office/2015/10/19/fact-sheet-white-house-announces-commitments-american-business-act
http://influencemap.org/score/Apple-Q2-D6
http://influencemap.org/score/Unilever-Q2-D5
http://www.politicususa.com/2015/11/23/global-ceos-urge-world-leaders-paris-climate-action.html
http://www.politicususa.com/2015/11/23/global-ceos-urge-world-leaders-paris-climate-action.html
http://influencemap.org/company/Unilever-be41a93200d3068f15897ef51795038b
http://influencemap.org/company/National-Grid
http://influencemap.org/company/Iberdrola-a88bc60c58e2b3aa71b04be5271cc8c3
http://influencemap.org/company/Telsa-Motors
http://influencemap.org/company/Cisco-Systems
http://influencemap.org/company/Vodafone-Group
http://influencemap.org/company/Exxon-Mobil
http://influencemap.org/company/BP-94bc79de9cd9bff157e9d554618aaa09
http://influencemap.org/company/BASF-9c2526b336864ffb52b43107fe4296b5
http://influencemap.org/company/Dow-Chemical
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A tipping point in corporate attitudes to climate policy  
 

The "Paris effect" 

In our COP21 report of last month, we noted some surprising statistics that point to a growing 

trend of corporations specifically and positively calling for more progressive climate policy and 

regulations. 

n 53% of the global 100 industrial companies are now fully aligned with and supporting the 

level of greenhouse gas reductions the IPCC says we need to get to 2C and beyond. 

 

n More surprisingly 31% of the same group of companies are specifically calling for stronger 

regulatory action with regards to the carbon tax and emissions trading schemes that would 

put a price on carbon.   

 

Corporations don’t often ask to be regulated so in this respect COP21 appears to have triggered 

a significant change in corporate behavior. This "Paris effect" is apparent in changes in our 

monthly scoring of how supportive companies are of progressive climate regulations. We looked 

back at the leaders in our ranking over the last three months and saw that the scoring has 

indeed improved, with the average score rising from C+ to B within the top ten - a big jump in 

our scale which runs from A for active support through to F. The names remain roughly the 

same and they are almost exclusively from healthcare, consumer goods, IT and telecoms. 

These are sectors with nothing in particular to lose from stricter climate regulations but perhaps 

much to gain in the long-term in a world where climate related disruptions are minimized.   

 

See the changes in our top ten ranking at the end of this report.  

 

What has made the difference? 

So what specifically have these leaders been doing differently on their climate policy messaging 

in the last three months? Several notable developments have been captured in our system. 

 

n A number of companies, including Google and Apple, made commitments to the American 

Business Act on Climate Pledge that demonstrates the business community's support for a 

strong UN treaty and legislation such as the implementation of the US Clean Power Plan 

(CPP). 

 

http://influencemap.org/report/The-COP-21-Guide-to-Corporate-Climate-Lobbying
http://influencemap.org/score/Google-Q4-D2
http://influencemap.org/company/Apple-385f398538b2e6145dcb8afdc945c263
https://www.whitehouse.gov/the-press-office/2015/10/19/fact-sheet-white-house-announces-commitments-american-business-act
https://www.whitehouse.gov/the-press-office/2015/10/19/fact-sheet-white-house-announces-commitments-american-business-act
http://www.epa.gov/cleanpowerplan/clean-power-plan-existing-power-plants
http://www.epa.gov/cleanpowerplan/clean-power-plan-existing-power-plants
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n Other leading companies' CEOs, including Nestle and Deutsche Telekom, supported a 

letter sent by the World Economic Forum (WEF) to world leaders urging them to support a 

strong UN treaty, national measures that (either market mechanisms or legislation) put a 

price on carbon, and national and global science-based GHG emissions reductions targets. 

 

n Many leading CEOs, for example Apple's Tim Cook and Unilever's Paul Polman, have in 

the run up to Paris 2015 been outspoken advocates for more ambition and urgent action to 

respond to climate change. 

 

n Announcing his Mission Innovation project Bill Gates noted "we need increased 

government research" into the new energies of the future, similar to what was provided to 

and spurred the PC, internet and cell phone sectors globally.   

 

Nonetheless, 95% of all the companies in our rankings (including many in the performance grid 

representing the top of our rankings below) remain members of trade associations that we 

found are obstructing climate regulations in some way. According to CDP's 20151 survey on 

climate policy engagement, most companies deemed their biggest impact on policy to be 

through trade associations. There is therefore much work to be done in this area to close a 

potential misalignment gap. 

 

Leaders and laggards 

The process by which corporations engage with regulatory affairs is complex (hence our rather 

complex process to analyse this). This is particular true in climate policy where progressive 

climate regulations could benefit one part of a global company (e.g. the electric vehicle division 

of Nissan) while adding cost to another (e.g. its North American pick up truck business). This 

results in misalignment within the company between its official position and the actions and 

messaging from within the various parts, including misalignment between senior management 

messaging depending on context. Even so, we have devised a methodology by which we can 

score corporate engagement with climate policy according to how supportive they are and how 

involved they are.     

 

We measure support by a company's organization score where we assess evidence of its 

engagement with a range of climate policy issues from a range of data sources. Involvement is 

                                                        
1 A study of the policy engagement questions from the CDP 2015 climate change survey, 500 leading company 
responses analyzed. 

http://influencemap.org/score/Nestle-Q4-D5
http://influencemap.org/score/Deutsche-Telekom-Q4-D5
http://influencemap.org/score/Apple-Q2-D6
http://influencemap.org/score/Unilever-Q2-D5
http://mission-innovation.net
http://www.telegraph.co.uk/news/earth/paris-climate-change-conference/12024206/Paris-climate-change-conference-LIVE-world-leaders-meet-for-UN-talks.html
http://influencemap.org/page/Our-Methodology
http://influencemap.org/page/About#About-our-Scores
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measured by its engagement intensity which, as the name suggests, gauges the extent of the 

company's messaging and actions over the same issues and data sources, whether supportive 

or obstructive. Clearly a true corporate leader on climate policy will be both supportive and 

involved. We may categorize the companies in our survey in all four corners of the quadrant 

below. 

 

n True leaders: are both involved and supportive of progressive climate policy. Unilever 

leads as the most involved company in our survey and one of the most supportive. Others 

in this group are utilities National Grid and Iberdrola and electric vehicle company Tesla 

whose business models clearly benefit from stronger, faster climate regulations. 

 

n Silent leaders: are in the lower right quadrant that is crowded with companies from 

technology, telecoms, healthcare and consumer goods, all sectors which have no 

allegiance to fossil fuels but for whom strong support of climate regulations may not be a 

business priority. They exhibit support in some areas (e.g. Vodafone and Cisco Systems 

calling for strong GHG emissions targets) but do not appear to be consistently offering 

support for climate legislation. 

 

n Occasional laggards: are in the lower left and are characterised by companies neither 

benefiting nor losing out as a result of progressive climate regulations but some aspect of 

their business activities lends itself to obstructing climate policy. Media giants Comcast 

and 21st Century Fox propagate climate sceptic programming on their news channels 

while Japanese trading houses Mitsubishi and Mitsui are active in coal (a small part of 

their vast empires) which is reflected in their messaging to the Japanese government. 

 

n Active laggards: are the fossil fuel companies and those highly dependent on such fuels 

for their business. It is likely their businesses will need to radically change in the wake of 

highly progressive climate regulations and this is reflected in their active and obstructive 

engagement. ExxonMobil and Koch Industries are prominent among the energy suppliers 

BASF and Dow figure among the users of fossil fuels. 

 

 

 

 

 

http://influencemap.org/page/FAQ-d3a2138cf3d51805eb37465e345cfe76
http://influencemap.org/company/Unilever-be41a93200d3068f15897ef51795038b
http://influencemap.org/company/National-Grid
http://influencemap.org/company/Iberdrola-a88bc60c58e2b3aa71b04be5271cc8c3
http://influencemap.org/company/Telsa-Motors
http://influencemap.org/company/Vodafone-Group
http://influencemap.org/company/Cisco-Systems
http://influencemap.org/company/Comcast-ff0c1dd853828f5d921b6f44e4cc97a3
http://influencemap.org/company/21st-Century-Fox
http://influencemap.org/company/Mitsubishi-Corporation
http://influencemap.org/company/Mitsui-Co
http://influencemap.org/company/Exxon-Mobil
http://influencemap.org/company/Koch-Industries
http://influencemap.org/company/BASF-9c2526b336864ffb52b43107fe4296b5
http://influencemap.org/company/Dow-Chemical
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Where does your organization fit in this picture? 

  

 

 

 

 

 

Through looking at this performance grid, it is clear that to achieve consistent, positive support 

by business for climate legislation, companies needs to migrate to the upper right of the above 

graph, as indicated by the blue U-shaped arrow below. It is likely the easiest "wins" are for the 

silent leaders to be a little less silent and for the occasional laggards to sacrifice whatever 

marginal benefits they gain from obstructive behaviour and consider the wider reputational and 

potential business benefits of positive support for progressive climate policy.   

Increasing support for climate policy 

True leaders Active laggards 

Occasional laggards Silent leaders 
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Our corporate rankings before and after COP21 
 
The full details of each of company's engagement with climate policy globally are documented 

on our site within their profiles (follow the link on the company name). You can also see the 

relationships that the company has with the trade associations, which, in the case of the leaders, 

tends to lower their overall score as the trade bodies are likely to lag when it comes to 

encouraging progressive regulations. View our full top 100 ranking table here and find out what 

our scores mean here. Our rankings change dynamically so the current rankings may be 

different from the January 14th 2016 table below. 

 

TOP 10 – January 14th 2015 
 

Performance Band Organization 
Engagement 

Intensity 
Sector Region 

B+  Deutsche Telekom  15 Telecommunications  Europe  

B+  GlaxoSmithKline  20 Healthcare  Europe  

B+  Unilever  43 Consumer Staples  Europe  

B+  National Grid  32 Utilities  Europe  

B  Anheuser Busch InBev  9 Consumer Staples  Europe  

B-  Vodafone Group  12 Telecommunications  Europe  

B-  Apple  21 
Information 

Technology  
North America  

B-  Nestle 23 Consumer Staples  Europe  

B-  Vinci  16 Commercial Services  Europe  

B-  Google  18 
Information 

Technology  
North America  

 

 
 
 
 

http://influencemap.org/filter/List-of-Companies-and-Influencers
http://influencemap.org/page/About#About-our-Scores
http://influencemap.org/company/Deutsche-Telekom
http://influencemap.org/company/GlaxoSmithKline-98a322c9a334e18ed3426a42bccf37af
http://influencemap.org/company/Unilever-be41a93200d3068f15897ef51795038b
http://influencemap.org/company/National-Grid
http://influencemap.org/company/Anheuser-Busch-InBev
http://influencemap.org/company/Vodafone-Group
http://influencemap.org/company/Apple-385f398538b2e6145dcb8afdc945c263
http://influencemap.org/company/Nestle-ed1237ea9a806b4921ed6578c090c549
http://influencemap.org/company/Vinci-9ff469f0cfd2dd50a1c5b42997e17fe2
http://influencemap.org/company/Google-55106f7e39973bc5344cdf3b71aaed19
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TOP 10 - October 2015 
 

Performance Band  Organization  
Engagement 

Intensity 
Sector  Region  

B  Unilever  49 Consumer Staples  Europe  

B  Google  19 
Information 

Technology  
North America  

B-  GlaxoSmithKline  21 Healthcare  Europe  

B-  Deutsche Telekom  16 Telecommunications  Europe  

B-  Cisco Systems  21 
Information 

Technology  
North America  

B-  National Grid  34 Utilities  Europe  

C+  Vodafone Group  13 Telecommunications  Europe  

C+  Nestle  26 Consumer Staples  Europe  

C+  Anheuser Busch InBev  10 Consumer Staples  Europe  

C+  Vinci  18 Commercial Services Europe  

 
The three companies at the bottom of our rankings remain unchanged and with the same 

lagging score. 

 

F  Reliance Industries  9  Energy  Asia  

F  Phillips 66  14  Energy  North America  

F  Koch Industries  35  Energy  North America  

 

http://influencemap.org/company/Unilever-be41a93200d3068f15897ef51795038b
http://influencemap.org/company/Google-55106f7e39973bc5344cdf3b71aaed19
http://influencemap.org/company/GlaxoSmithKline-98a322c9a334e18ed3426a42bccf37af
http://influencemap.org/company/Deutsche-Telekom
http://influencemap.org/company/Cisco-Systems
http://influencemap.org/company/National-Grid
http://influencemap.org/company/Vodafone-Group
http://influencemap.org/company/Nestle-ed1237ea9a806b4921ed6578c090c549
http://influencemap.org/company/Anheuser-Busch-InBev
http://influencemap.org/company/Vinci-9ff469f0cfd2dd50a1c5b42997e17fe2
http://influencemap.org/company/Reliance-Industries
http://influencemap.org/company/Phillips-66
http://influencemap.org/company/Koch-Industries
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