
1

A discussion paper  
prepared for the 
Carbon Communication 
Awareness Forum 

29 March 2011 



The authors would like to 
acknowledge the participants 
who have contributed to the 
contents of this paper, including 
the participants of the Carbon 
Communication Awareness Forum 
held in Melbourne in July 2010, 
and the representatives from 
the companies who attended an 
additional brainstorming  
workshop held in Sydney.

Presented by

Commissioned by the 
National Australia Bank

This discussion paper falls 
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Where have we been, where are we  
going and what are the key business 
drivers of a low carbon economy?
 
In July 2010, NAB and Greenbank hosted the Carbon 
Communication Awareness Forum. 

The Forum brought together an influential group of business 
and community leaders with the purpose of identifying the 
key business benefits of a transition to a low carbon economy. 
A Forum Summary Report has been produced and is listed in 
the reference section of this document. 
 
The Carbon Communication Awareness Forum discussed 
and identified business reasons for a move to a low carbon 
economy. These are summarised below:

ENERGY EFFICIENCY: 
Australian businesses that don’t implement energy 
efficiency are becoming less efficient over time compared 
to competitors overseas. In time, this may make Australian 
goods more expensive to produce.

JOB CREATION: 
The development of businesses and new products and 
services that can be sold domestically and overseas leads  
to new employment.

INVESTMENT CERTAINTY: 
Australia’s carbon policy is currently unclear. This uncertainty 
is leading to investment delays, particularly in the energy 
sector. This in turn, could ultimately lead to energy  
security issues.

INTERNATIONAL COMPETITIVENESS: 
There is the potential for countries moving to a low carbon 
economy to place cross taxes on products produced in ‘old 
economy’ countries. 

As participants in the Forum and specialists in sustainability 
communication, Republic of Everyone was commissioned 
by NAB to consider how the business benefits identified in 
the Carbon Communication Awareness Forum can be better 
communicated to create conversation within the business 
community and, ultimately, action. 

This paper represents Republic of Everyone’s views. It uses 
sources beyond discussions that took place at the Forum  
and is intended to be presented to the Forum. It does not 
purport to represent the views or policy of any individual 
Forum participant. 
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Refocusing the debate away from  
the risk of change toward the risk  
of inaction.

When talking to business leaders, the role of risk and  
reward needs to be considered.

At the moment the debate surrounding low carbon growth 
tends to present business leaders with the argument that they 
are missing an opportunity. It’s correct but it’s not working. 
Why not?

For one, it is reasonable to assume that many businesses see 
the opportunity as relatively high risk in the short term with 
uncertain returns in the future, especially given the political 
air of uncertainty. This is compounded by the perception that 
the opportunity is considered to be unproven in Australia. So, 
unlike new product launches, on which companies regularly 
accept short term losses in return for long term gains, 
investment in low carbon opportunities is simply not made.

In short, proven Return on Investment (ROI) is not seen to 
exist, so acting is seen as a risk. Not acting is seen as less 
risky. The debate dies and inaction wins the day.

What hasn’t been factored into this decision making process 
is the Cost of Inaction (COI) of not acting now. 

By failing to act, companies miss business opportunities, 
leaving themselves at risk of losing competitive advantage 
against companies that do act now. They risk not having 
management being able to understand and deal with future 
movements toward a low carbon economy and they expose 
themselves to the impacts of external factors such as higher 
energy prices. 

These are the risks that need to be factored into the cost 
benefit analysis. And when they are, it becomes clear that 
action is less risky than inaction. 

So, how does one create a shift in perception away from ROI 
and toward COI? Let us consider the numbers. 

THE COST OF INACTION  
ON CLIMATE CHANGE BY 
GOVERNMENTS & INDIVIDUALS 
COULD HIT 11 TRILLION POUNDS  
A YEAR BY 2100, OR SIX TO  
EIGHT PERCENT OF GLOBAL  
ECONOMIC OUTPUT.
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THE NUMBERS:

Delaying the introduction of a robust carbon policy has 
material implications for electricity price, which could result 
in household electricity prices increasing by between $3.97/
MWh and $8.60/MWh. These price rises would be the result 
of sub-optimal capital stock being deployed to maintain 
electricity generation security1.

The 2009 ATKearney’s2 Green Winners report showed 
that, during the global financial crisis, sustainability-focused 
companies outperformed their industry peers and were  
better protected against stock price erosion3. 

Analysts and insurers are increasingly finding that the 
physical impacts of climate change can cost businesses and 
communities in a material way: “Climate change is increasing 
the frequency and intensity of extreme weather, causing a 
sharp upswing in damages. In 2005, natural catastrophes 
caused US$220 billion worth of damage worldwide. In 
addition to property damages, there are losses of income 
for months or years after extreme weather events. The U.S. 
state of Louisiana, the area hardest hit by the extraordinary 
hurricanes of 2005, suffered a 15 percent loss of income for 
the post-hurricane months”4. 

1  Simshauser, P., Nelson, T. and Doan, T. (2010), “The Boomerang Paradox: 
how a nation’s wealth creates fuel poverty – and how to defuse the cycle”, AGL 
Applied Economic and Policy Research Working Paper No.17, Sydney.

2  Global Management Consultants

3  www.atkearney.com/images/global/pdf/Green_winners.pdf

4  http://ase.tufts.edu/gdae/Pubs/rp/Climate-CostsofInaction.pdf

A study commissioned by Friends of the Earth from the Global 
Development and Environment Institute of Tufts University 
in the United States has found that the cost of inaction on 
climate change by governments and individuals could hit 11 
trillion pounds a year by 2100, or six to eight percent of global 
economic output5.

The Cost of Inaction is that businesses risk missing 
new business opportunities and changes in consumer 
preference and demand. This in turn leads to them becoming 
increasingly inefficient and more vulnerable to rising  
input costs.

They also risk being unprepared for changes in the policy 
environment and being unprepared to manage new or 
increased risks resulting from climate change.

Looking at it in these terms, the risk or cost of inaction means 
that in the medium to long term Australian businesses could 
face significantly reduced profitability and international 
competitiveness.

In business, risk can be a powerful motivator*. In this  
case, it should be harnessed to help communicate the need 
for action.

*If you wish to understand the theory behind this thinking, consider the Nobel 
Prize winning work of Kahneman and Tversky who, theorised that humans tend 
to be risk adverse when they see an opportunity but risk seekers when they 
face a loss.

5  http://www.planetark.com/dailynewsstory.cfm/newsid/38485/story.htm

IN 2005, NATURAL CATASTROPHES 
CAUSED US$220 BILLION WORTH OF 
DAMAGE WORLDWIDE.
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The Carbon Communication Awareness Forum identified four 
business reasons why Australia should move toward a low 
carbon economy. 

This paper expands on those business reasons to create  
six key arguments with which to communicate those  
business reasons. 

The arguments can be employed separately or together to 
inspire action. 

And it should be noted that different arguments will appeal  
to different audiences and should be used accordingly. 

These key arguments can be summarised as:
 
 
IT’S NOT AN ENVIRONMENTAL ISSUE,  
IT’S A BUSINESS ISSUE.

 This is an overarching message, which refocuses the 
debate away from environmental and scientific issues 
toward business issues.

 EFFICIENCY IS WHAT’S 
AT STAKE

 As identified in the Forum, efficiency is key to 
Australia’s long term prosperity.

 IT’S AN INNOVATION 
 OPPORTUNITY
 Every change in the landscape provides leadership 

opportunities. And the bigger the change, the bigger 
the opportunity.

 INTERNATIONAL COMPETITIVENESS 
IS WHAT IS AT STAKE
The Forum determined that international 
competitiveness is a key outcome. This argument 
expands on that point.

 JOB CREATION IS 
A KEY BENEFIT
The Forum determined that job creation is a key 
outcome. This argument expands on that point.

 EMPLOYEE ENGAGEMENT 
IS A KEY OUTCOME

 An extension of the job creation argument, this 
section considers the role of a low carbon economy in 
attracting and retaining key employees.
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THE BUSINESS ARGUMENT

Carbon. It seems everyone has an opinion. Scientists, 
politicians, environmentalists, economists, journalists.  
No wonder things have become confusing.

In Cancun, speaking at a number of business forums, 
Christiana Figueres, the head of the UN’s climate secretariat, 
repeatedly challenged business to “step up to the plate 
and invest in low-carbon technologies”, suggesting that 
mainstream business had largely been missing in action 
and could provide a more proactive voice to support the 
implementation of climate policy both at a national and 
international level. These comments lead to an obvious 
question – why is business not more visible and proactive 
in its support for climate action and the transition to a low 
carbon economy?

When seen from a business viewpoint, it is soon realised 
that whatever beliefs are held about climate change, financial 
numbers are what drive business decisions. 

And, to date, not enough focus has been given to setting out 
the numbers that highlight the opportunities and benefits to 
be gained by taking immediate action to transition to a low 
carbon business model.

So, whatever your personal views about climate change, the 
business opportunities in moving to a low carbon economy 
remain. And that should drive business decision making.

JOHNSON AND JOHNSON HAS 
REDUCED ITS GREENHOUSE 
GAS EMISSIONS BY 12.7% OVER 
1990–2007, SAVING ON AVERAGE 
ABOUT $40 MILLION A YEAR.



6

THE NUMBERS:

There are a number of predictions of future growth in global 
green markets. For example, the ACTU forecasts global green 
markets are projected to double from US$1.4 trillion per year 
today to US$2.7 trillion by 20206. This varies from, but is still 
generally consistent with, the figure of $US2.2 trillion forecast 
by HSBC and mentioned elsewhere in this paper.

China invested US$34 billion into a low carbon/green energy 
smart grid in 2009 and now holds 50% market share of the 
solar energy industry7.

Additionally, in 2010, China overtook America as the world 
leader in wind power. China’s growth in installed wind power 
capacity has occurred over a very short period of time, from 
just 0.3GW in 2000 to 42.3GW by 2010, and now accounts 
for 22% of the world’s total wind power capacity8.

6  ACTU: http://www.actu.org.au/Images/Dynamic/
attachments/6211/Green_Gold%20_Rush_final.pdf

7  Reuters, 5 Mar 2010

8  The Economist (11/02/2011): www.economist.com

2010 proved a record year for green energy investment with 
venture capitalists, corporations and governments worldwide 
pouring US$243 billion into wind farms, solar power and 
other clean technologies. HSBC estimates that by 2020, the 
renewable energy technologies and electricity will be worth 
US$544 billion. This market trend is encouraging, because it 
begins to pre-adapt these economies to a new era9. 

Grow Me the Money, an Australian business program run by 
the Victorian Employers’ Chamber of Commerce and Industry 
(VECCI) and Environment Protection Authority Victoria (EPA 
Victoria), is able to show how small to medium Australian 
companies following simple and basic sustainable practices 
can save on average $7,000 by lowering their carbon footprint 
by 60 tonnes over a 12 month period10.

Manufacturer Johnson and Johnson has reduced its 
greenhouse gas emissions by 12.7% over 1990–2007, while 
growing its business by 300% in the past eight years, saving 
on average about $40 million a year11.

9  Statement by Christiana Figueres at the World Future Energy Summit 2011

10  Grow Me the Money: http://www.growmethemoney.com.au/SuccessStories

11  CERES: http://www.ceres.org/Document.Doc?id=397

POTENTIAL IP AREAS  
FOR AUSTRALIA INCLUDE:

BUILT ENVIRONMENT
ENGINEERING
PRODUCT DESIGN
FINANCIAL INDUSTRY
LOGISTICS
FORESTRY 
AGRICULTURE 
WATER

HSBC ESTIMATES
THAT BY 2020, THE RENEWABLE 
ENERGY TECHNOLOGIES AND 
ELECTRICITY WILL BE
WORTH US$544 BILLION.
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THE EFFICIENCY ARGUMENT

When the transition to a low carbon economy is discussed, 
the fundamental area of concern is energy production  
and use.

Reduce energy use and you can reduce carbon. Energy costs 
can also be reduced, and that’s smart business. 
Looking at it in these terms, if a business is not implementing 
energy efficiency, then it is supporting energy inefficiency. 
And that’s something no business should aim to be doing.

After all, profitable businesses are built on efficiency.
Consider this scenario: if Company A fails to create new 
efficiencies while Company B does, Company B’s costs will 
fall, so its products become more cost competitive. 

Company B then has two choices. It can undercut Company 
A in the market or it can maintain price parity and enjoy 
higher profit margins. Either way, Company B has created a 
significant market advantage.

The risk multiplies on a global scale. With international 
companies embracing new efficiencies, Australian companies 
not taking similar action can reduce their profitability and 
brand value and can become takeover targets or lose 
significant market share.

THE NUMBERS:

OneSteel expects to save 1/6th of total annual energy use as 
a result of implementing energy efficiency projects12.

The Nyrstar Port Pirie smelter has identified $5.5 million in 
annual savings as a result of its energy efficiency program.
Orica has identified over $1 million in savings per annum as 
a result of 13 energy efficiency projects at its mining services 
site in Newcastle12.

GE (US) saved US$12.8 million per year by updating the 
lighting in their plants to their own energy efficient bulbs 
and well as US$70 million overall through other efficiency 
measures13.

De Bortoli Wines has installed a low energy waste water 
treatment facility that has allowed them to reuse waste water 
for irrigation. In doing so, they have reduced their energy 
consumption for treating waste water by over 90%, a saving 
of approximately $200,000 a year in electricity costs14.

In its 11th Five Year Plan (2006-2010), China committed to 
reducing its energy consumption per unit of GDP by 20%.  
In doing so the government enforced the closure of 2,087 
outdated or energy intensive enterprises by September 201015.

China continues to move towards a low carbon economy, 
during its 12th Five Year Plan it is expected to announce 
policies that will nurture and develop seven new strategic 
industries16. Three of these industries, alternative fuel/energy 
saving cars, environmentally friendly technologies and 
alternative energy sources, will all facilitate the development 
of increased efficiencies through low carbon technologies.

12 www.ret.gov.au/energy/efficiency/eeo/resmaterial/casestudies/Pages/default.asp

13 Tandberg: http://www.tandberg.com/collateral/video_communication/
tandberg_environmental_survey_report.pdf

14 De Bortoli Wines (15/02/2011): www.debortoli.com.au

15 Meta Economics Consulting Group (2011), ‘The Cancun Climate 
Conference Outcomes and Implications of COP16’

16 China Daily (28/10/2010) www.chinadaily.com.cn

ONESTEEL EXPECTS TO  
SAVE  1/6TH OF TOTAL ANNUAL 
ENERGY USE AS A RESULT OF
IMPLEMENTING ENERGY 
EFFICIENCY PROJECTS.
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THE INNOVATION ARGUMENT 

Until the turn of the century, Sony held the market for portable 
sound devices via the Walkman, Discman and MiniDisc. Ten 
years later they are all but out of the game thanks to the mp3 
player. Apple acted on the opportunity, Sony did not. Apple 
enjoyed a return on investment, Sony suffered the cost of 
inaction.

This Cost of Inaction was Sony’s estrangement from what  
had previously been one of its famous markets. All through  
a failure to innovate. 

Similarly, at the turn of the millenium, Kodak all but owned 
the image development market. Ten years later it has been 
through two restructures. Its strategic mistake? Failure to act 
decisively on the digital market.

Like the mp3 player and digital camera, carbon is a  
game-changing market that affects all industries. 

The Cost of Inaction is not just the market that might be 
missed, it can mean a currently lucrative market goes missing. 

All of which proves that sustainability and the low carbon 
economy is an opportunity to innovate. 

And those who do not innovate ultimately fall by the wayside. 

THE NUMBERS:

Developed countries who have already embraced a low 
carbon economy have seen a 33% rise in green technology 
patents since ratifying Kyoto protocol17. Those countries that 
haven’t embraced the change to a low carbon economy 
haven’t seen such a significant change in the number of 
green technology patents.

IBM generated $500 million in new contract signings in two 
quarters from its Big Green initiative.

In 2005, GE committed to double its investment in innovation 
and technology. In its 2009 Ecoimagination annual report,  
GE reported that revenues from its portfolio of energy efficient 
and environmentally advantageous products and services 
surpassed US$18 billion, GHG intensity reduced by 39% 
compared to 2004 and GHG emissions from GE operations 
were 22% lower than the 2004 baseline. The revenue  
growth from Ecoimagination is close to two times the 
company average18.

At the 2011 Detroit Motor Show, Chinese car company BYD 
announced that it would start selling electric and hybrid cars 
in Australia by 2013. BYD stated that when they enter the 
Australian market they “will come only with new  
energy vehicles”19.

After spending $169,000 on upgrading their equipment, 
Austicks, an ice cream stick factory in Gladstone is now 
saving $83,000, 300 tonnes of CO2 and 340 tonnes of waste 
each year20.

17  American Progress: http://www.americanprogress.org/
issues/2010/03/pdf/out_of_running.pdf

18  http://ge.ecoimagination.com/report.html

19  Fairfax media (11/01/2011): www.news/drive.com.au

20  http://www.abc.net.au/greenatwork/SuccessStories/

IBM GENERATED 
$500 MILLION IN NEW 
CONTRACT SIGNINGS IN 
TWO QUARTERS FROM ITS 
BIG GREEN INITIATIVE.
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THE COMPETITIVENESS  
ARGUMENT

When it comes to a low carbon economy, nations and 
companies are either in the game or not.

As of writing, 32 countries are participating in emissions 
trading to introduce a carbon price into their economy21.
That’s 32 countries already playing in a carbon market,  
a move Australia has not yet made.

The leadership opportunity has gone. Those early to the  
game already have the practice they need to lead. What’s  
at stake now is how far behind Australia allows itself to fall.
The sooner Australia becomes involved in the low carbon 
economy, the sooner it can start to understand the issues 
involved and thus compete on a global scale.

21  Australian Government: Department of Climate Change and Energy Efficiency 
(15/02/2011), http://www.climatechange.gov.au; Austria, Belgium, Bulgaria, 
Cyprus, Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece, 
Hungary, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, 
Poland, Portugal, Romania, Slovakia, Slovenia, Spain, Sweden, United 
Kingdom, Norway, Iceland, Liechtenstein, Switzerland and New Zealand.

THE NUMBERS:

Germany is a market leader in low carbon technology 
innovation. The country has attracted significant foreign 
investment in solar energy generation and is now home 
to Q-cells, the world’s largest manufacturer of Photovoltaic 
Cells22.

Denmark’s early investment in low carbon technology has 
allowed it to significantly decrease its CO2-e emissions.  
Additionally Denmark’s low carbon technology is a marketable 
commodity. In 2008, Denmark was the leading exporter of 
energy technology in Europe, generating 66 Billion Krone 
(approximately US$13 billion) in energy technology exports for 
the year23.

22  American Progress; http://www.americanprogress.org/
issues/2010/03/pdf/out_of_running.pdf

23  Danish Energy Industries Federation

IN 2008 DENMARK WAS 
THE LEADING EXPORTER 
OF ENERGY TECHNOLOGY 
IN EUROPE, GENERATING 
APPROXIMATELY US$13 BILLION 
IN ENERGY TECHNOLOGY 
EXPORTS FOR THE YEAR.

AS OF WRITING, 32 COUNTRIES 
ARE PARTICIPATING IN 
EMISSIONS TRADING TO 
INTRODUCE A CARBON  
PRICE INTO THEIR ECONOMY.
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THE JOB CREATION ARGUMENT

Business is concerned with numbers. And total employment 
is one of the most fundamental numbers of all. 

However, when considering total employment figures the 
social reality of job creation and job loss must also be 
considered. On paper, if one person gains a job and one 
person loses a job then nothing has happened. However, that 
discounts the human cost of a job loss and the people who 
depend on that job. As such, any discussion around jobs 
needs to take these considerations into account.

Still, with this in mind, there is another fact to remember.  
That in a slowing industry, job loss cannot be prevented,  
it can only be slowed. 

And every time job losses are slowed in one industry, job 
creation may be slowed in the industry that supersedes it.
Job creation is one of the key outcomes of a move to a low 
carbon economy and in any economy new employment 
opportunities need to be constantly created. And the faster 
the move is allowed to happen, the more jobs are created. 

THE NUMBERS:

In Germany in 2008, there were 278,000 people employed 
in renewable energy jobs as opposed to 238,000 in 
conventional energy jobs24.

The USA Green Recovery Program estimates 2 million total 
jobs would be created by a move to a low carbon economy. 
This compares to a potential 1.7 million total jobs created 
through spending on household consumption or 542,000 
total jobs created through spending on the oil industry25.

A report by the Australian Conservation Foundation and the 
Australian Council of Trade Unions found that 770,000 more 
jobs would be created in Australia by 2030 by taking strong 
action now in moving towards a low carbon economy26.

The South Korean Government’s Green Growth Plan forecasts 
significant job creation, including 110,000 jobs created as a 
result of the government funding the construction of a 2.5GW 
wind farm in the Yellow Sea.

24  Global Climate Network (2009), ‘Low-Carbon Jobs in an Inter-Connected World’. 

25  David Kucrea (2009),’Green Economy and Green Jobs: Myth or Reality?’

26  ACTU & ACF, ‘Creating Jobs – Cutting Pollution: The 
roadmap for a cleaner, stronger economy’.

IN GERMANY IN 2008, THERE WERE 
278,000 PEOPLE EMPLOYED IN 
RENEWABLE ENERGY JOBS  
AS OPPOSED TO 238,000 IN  
CONVENTIONAL ENERGY JOBS.

770,000 MORE JOBS WOULD BE 
CREATED IN AUSTRALIA BY 2030 
BY TAKING STRONG ACTION NOW 
IN MOVING TOWARDS A LOW 
CARBON ECONOMY.
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THE EMPLOYEE ENGAGEMENT ARGUMENT

A company’s approach to sustainability, community and the 
environment has been shown to be a key driver of corporate 
reputation and employee engagement. 

And reputation doesn’t stop there. Customers, shareholders, 
the media and, in many cases, government, are key 
stakeholders too, all of whom are more positively disposed to 
companies with good reputations. 

Moving to a low carbon model, and communicating it clearly, 
can help build reputation while creating other efficiencies for 
business at the same time. 

THE NUMBERS:

In February 2008, Monster Recruitment research found27: 

An Ipsos MORI study found that 87% of Australian workers 
would be more inclined to work for ‘green’ companies28.

27  Monster Recruitment: www.monster.com

28  Tandberg (2007), ‘Corporate Environmental Behaviour 
and the Impact on Brand Values’.

80% OF JOB SEEKERS ARE 
INTERESTED IN JOBS THAT HAVE 
A POSITIVE IMPACT ON OUR 
PLANET

92% PREFER TO WORK FOR AN 
ENVIRONMENTALLY FRIENDLY 
ORGANISATION
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When you consider the arguments above, it becomes 
clear that there are many persuasive reasons to move to a 
low carbon economy and that it is likely each will appeal 
differently to different business audiences, depending on  
their needs. 

Still, when engaged in a debate like this, it is not enough to 
have six arguments. One must bring them together under one 
overarching message that can then be broken down in the 
various arguments presented, as required.

The one thing which joins all these arguments together is that 
each argument is backed up by numbers. And in business, 
nothing motivates like numbers. 

Fortunately, when the numbers are examined, it becomes 
evident that there are clear business benefits to moving to  
a low carbon economy. 

CONSIDER: 

‘HSBC forecasts the low carbon energy market will triple to 
US$2.2 trillion by 2020’29.

The South Korean government plans to inject 7 trillion won 
into funds to develop new and renewable energy sources. 
This investment of public monies is expected to leverage 
33 trillion won in private investment and give Korea an 
opportunity to be an exporter of renewable energy worth 
US$36.2 billion dollars by 201530.

In 2008/9 coal exports made up 5% of the Australian 
economy. That’s around $55 billion a year. In the same year, 
China invested US$34 billion into low carbon/green energy 
smart grid technology. It now holds 50% market share of the 
solar energy industry31.

29  HSBC (2010), ‘Global Climate Change’

30 Climate Spectator; http://www.climatespectator.com.au/
commentary/green-investment-going-east

 http://www.physorg.com/news/206163619-skorea-
unveils-huge-energy-investment.html

 http://www.dynamic-korea.com/news/view_news.php?main=KT
D&sub=&uid=201100333276&keyword=http://thebreakthrough.
org/blog/2010/11/tracking_a_rising_tiger_south.shtml

31  Reuters, Mar 5 2010

IF AUSTRALIA PUT A PRICE ON 
CARBON TOMORROW WE’D BE 
AROUND THE 33RD COUNTRY IN 
THE WORLD TO DO SO32

.

As you can see, numbers can summarise the argument.  
They also tell a story of opportunity should Australia choose to 
make the transition to a low carbon economy, and present the 
risk if Australia does not. 

As such, the recommended lead message is,  
‘The Numbers Tell the Story’.

It also presents an opportunity to formalise a structure in the 
way messages are communicated to business. Every time 
an argument is presented about transitioning to a low carbon 
economy, it must be supported with numbers.

After all, if an argument can’t be backed up and supported, 
then how can business be expected to believe the message?

The move to a low carbon economy is a business issue and, 
when talking to business, the numbers must tell the story.

32  Australian Government: Department of Climate Change and Energy Efficiency 
(15/02/2011), http://www.climatechange.gov.au; Austria, Belgium, Bulgaria, 
Cyprus, Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece, 
Hungary, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, 
Poland, Portugal, Romania, Slovakia, Slovenia, Spain, Sweden, United 
Kingdom, Norway, Iceland, Liechtenstein, Switzerland and New Zealand.
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This paper outlines a proposition for 
communicating the benefits of moving 
to a low carbon economy. At the same 
time, other parties have different opinions 
about the move.
As such, it is imperative that when others present their 
viewpoints, a counter argument is able to be clearly 
communicated and the debate kept balanced.

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Some may argue:

IT’S A COST

The counter argument is:

THE BEST PAYBACK PERIOD  
IN THE BUSINESS
When a company makes an investment, what is the average 
payback period? Three years? Five years? The return on 
energy efficiency investment can be around 18 months or 
less. When it is looked at in these terms, energy efficiency  
is not a cost, it’s a high yield investment. 

There are many case studies which prove these claims. 
Some of the best are to be found at www.ret.gov.au/ 
energy/efficiency/eeo/resmaterial/Pages/default.aspx

Some may argue:

AUSTRALIA CONTRIBUTES ONLY 
1.4% OF THE WORLD’S EMISSIONS 
SO WHY BOTHER?
The counter argument is:

IT’S NOT ABOUT EMISSIONS,  
IT’S ABOUT BUSINESS 
OPPORTUNITY.
True: Australia may only output 1.4% of the world’s emissions, 
but it is also only 1.7% of the world economy. And that doesn’t 
stop Australia aspiring to be a world leader and to influence in 
global economic decisions elsewhere.

To talk about scale of emissions is missing the argument. 
It’s not about emissions, it’s about business opportunity. 
And business opportunity requires thinking about strategic 
opportunities before the competition does. 
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Some may argue:

IT WILL DAMAGE THE  
ECONOMY

The counter argument is:

INACTION CAN BE MORE 
DANGEROUS THAN ACTION
32 of the world’s economies have already started taking  
part in emissions trading33 and many more, including ten 
states in the USA, have some other form of price on carbon.

They are currently gaining valuable experience in an area  
of competitiveness in which there is a clear global trend 
towards action. 

Surely then, the cost of inaction – that we lose a valuable 
opportunity to become more competitive on a global scale – 
is far more dangerous than the cost of action, which is a  
little upfront investment now?

33  Australian Government: Department of Climate Change and Energy Effeciency, 
http://www.climatechange.gov.au, February 15 2011; Austria, Belgium, Bulgaria, 
Cyprus, Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece, 
Hungary, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, 
Poland, Portugal, Romania, Slovakia, Slovenia, Spain, Sweden, United 
Kingdom, Norway, Iceland, Liechtenstein, Switzerland and New Zealand

Some may argue:

IT’S NOT AN AREA WHERE 
AUSTRALIA SHOULD SHOW 
LEADERSHIP
The counter argument is:

IT’S NOT ABOUT LEADERSHIP, 
IT’S ABOUT STAYING IN  
THE GAME.
Leadership is no longer the issue. The leadership position  
has already been taken. What is being debated here is  
how late Australia gets to the game. 

The question is no longer, ‘Will we be first?’  
It’s, ‘Will we be last?’
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Australian business has a choice: to take action now and join 
the new carbon economy or to continue to hold out and hope 
that Australia is somehow unaffected by the cost of inaction.

One is a strategy of innovation, job creation and risk 
mitigation, the other is a strategy of hold out and hope. 
When looked at in this way, it’s not a question of if but 
when. The numbers add up, yet the opportunities disappear 
each day that others, both countries and businesses, who 
have chosen leadership in this space gain understanding 
and expertise which can be used to open new markets and 
leverage for competitive advantage in the world.

If you would like to play a bigger role in the conversation, or 
simply stay up-to-date with our latest thinking, please contact 
us by email, carbonconversation@republicofeveryone.com

Alternatively you can

CIRCULATE THIS DOCUMENT OR 
SEND PEOPLE TO OUR WEBSITE TO 
DOWNLOAD IT 

SPREAD THE WORD BY VISITING 
BLOGS AND DISCUSSING THE 
ISSUES MENTIONED IN THIS 
DOCUMENT. 

CONTACT ONE OF THE COMPANIES 
WHO TOOK PART IN THE CARBON 
COMMUNICATION AWARENESS 
FORUM 
 
HELP EXPAND THIS PAPER BY 
SENDING YOUR THOUGHTS AND 
OPINIONS TO BE ADDED TO IT 
TO CARBONCONVERSATION@
REPUBLICOFEVERYONE.COM  

IN THE COMING MONTHS, THE CARBON 
COMMUNICATION AWARENESS FORUM AIMS TO 
SHARE THE IDEAS AND SUGGESTIONS IN THIS 
PAPER ABOUT REFRAMING COMMUNICATION 
ABOUT CARBON AND CLIMATE CHANGE TO 
A BROADER BUSINESS AUDIENCE TO INSPIRE 
DEBATE AND, ULTIMATELY, ACTION TO SUPPORT 
THE MOVE TO A LOW CARBON ECONOMY.
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