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INESCAPABLE TRUTH
The technical and economic  scientists have spoken;  IPCC:  anthropogenic influence is very likely; Stern: stabilization of greenhouse gas emissions is absolutely needed, achievable and affordable if timely addressed. National and international political circles are increasingly “talking”, and some are even  “walking” by  taking precautionary actions on the inescapable writings on the wall. Society  is waking up to the notion that climate change  will deeply affect  natural, environmental,  economic, social and behavioral aspects of all forms of life on our planet.  And, last but not least,  the business sector worldwide is realizing that “costing the earth” will be an increasingly relevant and dynamic factor to be addressed while doing business, and is to be embraced as part of its own “license to operate”, as a business opportunity and, even, as source of  competitive differentiation. However, real mainstreaming  throughout the big and small business sectors worldwide is only in the very early stages.  Broad-based business-thinking  and, even more important, -action on the Climate Challenge has become a  compelling defensive and/or offensive business case and value-proposition.
FUTURE IS NOW
The difference in momentum in 2006/7 compared to  1988 when the International Panel on Climate Change (IPCC) or to  1992 when the UN Framework Convention on Climate Change (UNFCCC) were created, is striking. And the pace, like the climate change itself, is accelerating. We all, in our different roles in society, start to realize that the Climate Challenge is necessitating a fundamental rethinking on how we are (un-)fit for a more resource-constraint (energy, water, clean atmosphere) in a more inclusive future world(with 8- 9bln people). In other words,  how to prepare ourselves and our planet for the risks and challenges ahead, but also how to individually and collectively realize the opportunities (such as innovation in technology and business models) related thereto. And, considering the current “fast  pace of the place” we should adopt a sense of urgency, lead by the notion that “ the Future is Now”:  the cost of inaction today is likely to result in dramatically higher costs for action in a later stage 
BROAD, LASTING IMPACTS
Addressing, or rather embracing this future reflects  sound business strategy, in particular as it will touch almost every part of society and hence, being an integral part of business itself, well beyond the energy-, transportation-, construction-, agricultural and financial sectors. It touches every country well beyond major countries  like US, EU, Japan, China, India,  Brazil, Russia, South Africa, Indonesia. It stretches beyond environmental issues: it is an integral part of the global, inclusive and fair development agenda. The impacts will be unevenly distributed among countries, peoples and businesses: there will be some who may benefit from it, but many more who will be negatively impacted. Adaptation and mitigation are both warranted. The challenge is how to minimize the negatives and costs  in particular for those who were not part of creating the problem, but also how to convert a problem into an opportunity for many. And we are, in a sense, all “conflicted” : losers with a “price” to pay and winners with a “prize” to earn as a direct result of climate change. We all need to take , defensively or offensively the Climate  Challenge seriously, to cooperate and to come to early, fair, consensual, effective actions. Global solidarity will get new meaning.
PRO-CLIMATE INTERVENTION
We cannot talk & walk alone in our competitive, yet also highly interdependent  world. So the challenge will be how to create the right “pro-climate” regulatory environment in every country  (as business cannot operate in a vacuum or with climate-adverse/-perverse governmental interventions): public policies and standards are required for  sectors such as power, transportation, construction, manufacturing;  carbon taxes; mandatory carbon footprint  reporting, R&D support.  Equally important are mandatory international agreements (post-Kyoto 2012).  No major country can afford anymore not to be part of such accords, and the signs today are more hopeful than a year ago. At the same time, and very importantly, companies should fully exploit  individually,  by sector, by country,  or in their supply-value-chain the potential  of efficient and effective “voluntary initiatives”, i.e. experimenting by adopting “best practices”,  thereby  ensuring their sustainable “license to operate”, maintain a desired level-playing field and/or create competitive differentiation and value. Such codes of conduct may at a later stage be converted into more mandatory  government interventions.
WAITING FOR OTHERS OR PROACTIVE LEADERSHIP?
The return on collaboration across all societal sectors will be high. But will this occur in an era of renewed multilateralism, of “glocalization” (recognizing that not everyone is benefitting from globalization), with diverging self-interests among countries and businesses? Is there sufficient shared concern or ambition? And are we taking our decisions on how to deal with our policies and investments on sound grounds/data. Don’t we need to urgently repair  “our broken economic compass”, by internalizing hitherto deemed external costs being off-loaded on society-at-large? And is there leadership with effective   “convening power”,  to “move & shake” towards  reconciliation of the diverse positions, in order to foster early, effective collective action? Or is everyone waiting for the other, with in particular the position of the US Administration a key one for many developing countries (and most likely also  business in those countries). And while some  are waiting, what can more advanced/enlightened  policy-makers and practicioners in governments and businesses do elsewhere to move on the inevitable agenda. Recently,  the State of California, the UK government and the EU at its recent Summit have taken commendable steps, while indeed quite a number of  business leaders are addressing the issue, respectively seizing the opportunity. Also the financial sector (banks, insurance companies, investment research & -funds, rating agencies, stock-/carbon- exchanges, auditing firms) is stepping up.
MAKING MARKETS FOR WORK FOR CLIMATE
Seriously addressing the Climate Challenge requires  a preparedness to publicly express a  vision & strategy, to make specific commitments, to set examples, to strengthen execution capability , to enhance public disclosure and to conduct pro-climate advocacy. And this relates to governments and business alike, as behavioral change in society-at-large, including by end-customers and investors, is of crucial importance. Leading voluntary initiatives by the business and  “making markets work for climate” (both the preferred solution over many forms of regulatory intervention) can’t function without a  consistent, enabling regulatory framework, but also not without an informed and engaged society. Being seen as an issue- and best practice- leader on the right issues (including climate) in one’s chosen markets  will offer business leaders undoubtedly significant brand-value in their relationship with clients, shareholders, employees (young professional talent in particular). 
SPACE FOR LEADERSHIP
The Climate Challenge as a global issue is affecting every part of society, so “thinking inclusive and big” is essential : the CDM/JI instruments under the Kyoto Protocol, as well as the EU carbon cap & trade system must be made more effective, extended (till at least 2030) and expanded (to include US, China, India and others), with more ambition. But much more is needed: national initiatives (including public-private) , sector- and/or value-chain initiatives, corporate targets. Energy-efficiency, development of new technologies,  pro-efficiency/-conservation/-emissions reduction, behavioral  change of some of our prevailing life-styles are contributing to  combining economic growth and stabilization of emission levels. Addressing the Climate Challenge offers space for value-creation for genuine leadership.  “Ecomagination” by GE is an example. And in the automotive sector the innovators have it all, at least until others have woken up to their new, inescapable  reality. Quite a number of international business associations (WBCSD in particular, but also in the  mining-, cement-,oil- sectors) have shown leadership.
2007 GLOBAL COMPACT LEADERS SUMMIT AT MIDPOINT
The CEO Summit of the UN Global Compact in July 2007 in Geneva, chaired by Secretay-General Ban Ki-Moon,  will be a unique opportunity to affirm the credible role of worldwide business as key part of the solution, as there is increasingly a convincing and sound business case to be made, for defensive and/or offensive reasons,  as also clearly apparent during the recent World Economic Forum in Davos. Moreover the Summit is the “midpoint” between the November 2006 Climate Convention in Nairobi and the follow-up convention in Bali end of 2007. 
BUSINESS AS ESSENTIAL AND CREDIBLE PART OF SOLUTION
 A profound paradigm shift in the way the business community is dealing with the environment and our future is under way: efficiency (energy, water, clean air), carbon management, conservation (forests, biodiversity) and fairness (human rights, inclusiveness, access to opportunity, no corruption) are becoming core in the space of business in  its relationship with its primary stakeholders: customers, employees, investors, society-at-large. The Summit should offer  the business sector to  gain more credibility with society-at-large to be an interested contributor to the solution of the Climate Challenge. And such is the essence:  doing the right business right and sustainably: being a trusted and “enabled” player by today’s and tomorrow’s chosen stakeholders. The value-proposition is compelling:  business is not making profit by itself, it is earning it off its stakeholders as part of society.
