
How to build your strategy

 Your ESG 
journey



ESG factors have come to influence decision-
making at the highest levels, with impacts on 
investment decisions, the cost of borrowing, 
corporate reputations and more.

Failure to act responsibly could attract the 
attentions of regulators empowered to enforce  
a growing body of sustainability-focused 
policies. But ESG is not only about avoiding risk; 
a strategy can have many positive benefits. 

Many businesses find that sustainable practices 
save money, stimulate customer demand 
and engage staff, leading to better financial 
performance.

In this guide, we draw out some of the key 
findings from BGF’s ESG webinar series, in which 
a series of experts contributed their insights to 
help BGF portfolio businesses develop their  
ESG strategies. 

If you’re considering setting 
up or developing your 
environmental, social and 
governance (ESG) strategy, 
you’re not alone.

Foreword

Do you need help?

BGF is actively engaging with ESG experts as part of our Expertise 
On-Demand service and have assembled a number of technology-
focused platforms that offer solutions to challenges such as generating 
a carbon emission baseline and conducting a virtual emissions audit, 
all in a cost-effective way. Contact us for more details.

Get in touch
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ESG: not just  
a nice-to-have

Introduction



They include clothes retailer Seasalt, recipe box 
business Gousto and specialist manufacturer 
bf1systems, which are all quoted in this report.

That’s not to say that setting up an ESG strategy 
is easy or straightforward. Small to medium-sized 
businesses may not have the necessary expertise 
in-house, which is why it can be wise to call in 
external help. 

For companies in our portfolio, BGF is happy 
to assist with this. A strand of our Expertise-on-
Demand service specialises in ESG and works by 
connecting portfolio businesses with experts to 
work with them on an ad hoc or consultancy basis 
– many businesses have accessed help this way.

Clearly, climate change is a daunting challenge. But 
I am not one of the doom sayers who believe all is 
lost. Having attended COP26 in Glasgow in 2021, 
I found that the mood was a lot more optimistic 
than the siren voices beforehand intimated. Yes, net 
zero is a huge undertaking, but with determination, 
ingenuity and hard work, it can be achieved. An 
ESG strategy is the first step towards getting there.

This is partly a reaction to the growing reality of  
climate change, but also a response to the 
demands of customers, regulators and, 
increasingly, employees.

Talking to management teams across the BGF 
portfolio, it’s clear that many of them put in place 
ESG strategies after staff members asked the 
question, ‘What is our sustainability plan’? In other 
words, it was not something these businesses felt 
forced to do, but something they wanted to do, 
because their teams – particularly young staff, 
who have most at stake – took the initiative.

This is a great starting point for an ESG strategy. 
ESG should not be a box ticking exercise. The 
companies that have made real progress have 
done so because they are motivated to change  
for the better. I’m proud to say many BGF 
portfolio businesses are leaders when it comes  
to ESG and sustainability. 

In the 11 years since BGF was 
founded in 2011, ESG has shot up the 
corporate agenda to become a topic 
of crucial importance to businesses 
of all sizes.

Stephen Welton
Executive chairman, BGF

Introduction
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Achieving net zero will require 
change at an unprecedented 
pace. In the next 30 years, 
we have to transform our 
electric grid, start a low-carbon 
hydrogen industry from 
scratch, get carbon capture 
and storage up and running, roll 
out millions of electric vehicles, 
grow our offshore wind 
industry ten times over, convert 
millions of buildings to low 
carbon heating, transform our 
agriculture and diets – I could 
go on. It’s a big challenge, 
but we must see the net zero 
transition as as opportunity for 
those that can move fast. Now 
is the time to be brave and 
seize the opportunities that  
can enable growth.

Introduction

Julia King  
Baroness Brown  
of Cambridge

Chair, BGF’s Clean Growth  
Advisory Board
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Building your 
ESG Strategy



The first step towards building an ESG 
strategy requires grasping the material 
impacts that these factors could have on  
your company’s business model.

That means listening to your stakeholders, 
employees, customers and community. But don’t 
just be prepared to listen, be ready to calculate,  
that’s because:

You can’t manage what you  
don’t measure

To help determine your strategy, you need to 
understand the environmental impact of your 
business. The basis for mandatory greenhouse 
gas reporting in the UK are “scopes”. Scope 1 
primarily covers direct emissions, such as the 
ones directly from operations, while scope 2 
and 3 focus on indirect emissions. Consultancy 
Anthesis has put together a helpful guide. For 
many business, scope 3 emissions, which can 
be hard to quantify, may well be the largest. Tim 
Clare, director of Anthesis, describes scope 3 as 
“the big bit of the iceberg”.

Understand best practices  
and follow them

Although setting up an ESG strategy can be a 
big job, the good news is that you don’t need 
to invent your strategy from scratch. There are 
many resources available to draw on. The United 
Nations’ Sustainable Development Goals, for 

example, a set of 17 interlinked global ambitions, 
could help inspire your strategy. External 
reporting frameworks, meanwhile, can help you 
demonstrate your commitment to transparency. 
“It’s all about understanding what is best 
practice,” says Yvonne Ngo, ESG manager at 
Accsys, a BGF-backed listed business that 
makes sustainable wood products.

Being sustainable is not  
a USP any more

A word of caution, however. Despite what the 
board might wish, an ESG strategy by itself is 
unlikely to differentiate your business from the 
competition. You need to follow through on your 
ambitions and constantly seek ways to improve. 
Seasalt, a clothing retailer backed by BGF, has 
embedded ESG in its business model. The 
company applied itself to sustainability early, 
but that doesn’t mean it can rely on its ESG 
credentials to be a unique selling proposition 
(USP), says Adam Cotgreave, chief customer 
and sustainability officer. “The key word is 
innovation,” he says. “You’ve got to commit to 
looking for innovations in the market to make 
sure you’re always staying ahead of the curve.
You’ve got to be relentless.”

Building your ESG strategy

Adam Cotgreave 
Chief Customer & 
Sustainability Officer, Seasalt

Expert insights: Tim Clare 
Director,  
Anthesis

Yvonne Ngo  
ESG Manager, 
Accsys
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It’s all about 
understanding 
what is best 
practice.

What would extreme weather events mean for your business – 
your staff, your equipment, your communities? What would a 
carbon tax do to your bottom line?

Tim Clare
Director, Anthesis

Yvonne Ngo 
ESG Manager, Accsys

Building your ESG strategy

8



Unlocking the 
value of ESG 
certification



Unlocking the value of ESG certification

A useful way to formalise your ESG strategy  
is to seek certification by an independent body.  
B Corp Certification, which is verified by 
US-based non-profit B Lab, is one of several 
frameworks available.

Benchmark yourself using  
free online tools

Obtaining B Corp status requires completing a 
comprehensive online tool called the B Impact 
Assessment. It provides a holistic assessment of 
a company’s ESG impacts. Anyone can use this 
free tool without committing yourself to obtaining 
certification. “I work with many companies 
who use it as a benchmarking tool,” says Kate 
Chapman, freelance sustainability consultant. 
“It’s completely private to you until you hit the 
submit button. It’s a really useful way to help 
you understand how you stack up against other 
companies of your size in the UK or globally.”

Be prepared to get your  
house in order

It could take a few months to get through a 
serious certification, such as B Corp standard. 
Before embarking on certification, you should 
check you have the resources for it, and that you 
are ready to make the necessary changes. There 
are lots of questions asked about disclosures, 
tax, employee tribunals, trading standards issues, 
whether you are involved in sales of animal 
products, bottled water. Bear in mind that there 

are risks involved if you are not completely 
transparent. The more you shout about your 
credentials and what you’re doing, the more you 
have to follow through. Jeremy Cohen, partner at 
strategic advisory firm Blurred, says: “The great 
thing about certification such as B Corp is that it 
forces an organisation to go through a journey, 
where they have to start applying the ESG lens to 
everything they do.”

There could be many positive effects

Recipe box service Gousto, which is part of the 
BGF portfolio, attained B Corp status in 2021. 
Hugh Lewis, head of proposition strategy, says 
the certification hasn’t changed the company’s 
approach to business but has helped to engage 
employees and attract new talent and customers. 
He has also noticed a snowball effect with 
suppliers, with companies in the supply chain 
seeking B Corp status after Gousto. Perhaps the 
most valuable impact could be from investors. 
Danone, for example, borrowed 2 billion euros 
from a syndicate of banks with a lower interest 
rate predicated on the company maintaining 
its B Corp status. “Becoming certified holds us 
accountable to our commitment to grow in the 
right way for people and planet,” says Lewis.

Kate Chapman 
Freelance Sustainability 
Consultant

Expert insights: Jeremy Cohen 
Partner,  
Blurred

Hugh Lewis  
Head of Proposition, 
Gousto
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The great thing about 
certification is that it 
forces an organisation 
to go through a 
journey, where they 
have to start applying 
the ESG lens to 
everything they do.

Becoming certified holds us accountable to our 
commitment to grow in the right way for people 
and planet.

Hugh Lewis
Head of Proposition, Gousto

Jeremy Cohen 
Partner, Blurred

Unlocking the value of ESG certification
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Climate 
adaptation



Climate adaptation

The depressing truth about climate change 
is that significant warming effects are almost 
inevitable, despite our best efforts. That’s why 
it is important to:

Accept that we need both  
mitigation and adaptation

Mitigation means making the impact of climate 
change less severe by reducing the emission 
of greenhouse gases into the atmosphere. 
Adaptation means adjusting to the current and 
future effects of climate change. 

We need both, because, even if nations keep 
to the Paris emissions targets, the globe will 
experience significant warming of between 
1.5 and 2 degrees, with huge implications for 
the climate, weather, sea levels and much else 
besides. “If your boat springs a leak, you want to 
start bailing it out (adaptation) as well as trying to 
plug the hole (mitigation),” says Stephanie Wray, 
director, RSK Consulting. 

Adaptation is commercially sensible

The Scout Motto, “be prepared”, is as important 
for businesses as for Scouts. A failure to adapt 
to a changing climate could be financially 
disastrous, not only because of the physical 
effects but because complying with climate 
change policy is expected to become more 
costly over time. In the EU, the price of carbon 
allowances hit a record high of more than €90 
in December 2021, for example. However, 

businesses must base their behaviour on data, 
not on wishful thinking. “It’s better to say nothing 
than to say something that is unsupported by 
evidence,” says Hugo Kimber, founder director of 
Carbon Responsible.

Go after what you can  
improve quickest

Adaptation and mitigation can take many forms. 
How can a business decide which to aim for 
first? BGF portfolio business bf1systems, which 
makes parts for high performance cars, called 
in an external specialist to examine its carbon 
footprint. “We realised electricity usage would 
be our lowest hanging fruit,” says Paul Dance, 
production director. “We always go after what 
we can improve the quickest, so our team put 
together a business case to install solar panels at 
our site in Diss, Norfolk.”

The business has also used sustainable materials 
to manufacture a new steering wheel – and been 
rewarded with higher-than-forecasted orders. 
After a year, bf1systems became carbon net-zero 
certified, and in 2021, it achieved ‘beyond net 
zero’ certification, meaning it offsets more 
emissions that it uses. Ultimately, the business 
predicts its solar panels will save more than 
£300,000 in energy costs.

Stephanie Wray 
Director,  
RSK Consulting

Expert insights: Hugo Kimber 
Founding Director, 
Carbon Responsible

Paul Dance 
Production Director, 
bf1systems
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The global 
greenhouse gas 
emissions already 
released and planned 
mean that by 2050, 
London will have a 
climate more like 
Barcelona.

We listened to the voice of our employees. From talking to them, 
it was obvious they were interested in what our environmental 
credentials were and what we could do. It’s become clear that 
it’s important to our customers too.

Paul Dance
Production Director, bf1systems

Stephanie Wray 
Director, RSK Consulting

Climate adaptation
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supply chain



Building a greener supply chain

Your ESG strategy will need to encompass the 
businesses and organisations in your supply chain 
if it is to have a serious impact. Depending on the 
nature of your business, this may be a significant 
challenge. As a rule, you should:

Pick suppliers carefully and  
help them improve

You may rely on many suppliers, and many of 
them may be offshore. Before onboarding a 
new supplier, you should engage with them 
about crucial topics such as working conditions 
and environmental impact. Helen Ford, head of 
sustainability at clothing retailer Seasalt, says this 
engagement should continue after onboarding 
by monitoring and managing the supplier’s 
performance, and perhaps investing in them to 
help bring them to a necessary standard. 

Encourage innovation across  
your supply chain

It’s crucial to share insights with both suppliers 
and customers. It’s only by identifying a 
problem that improvements can be made. 
Fulfilmentcrowd is a BGF-backed logistics and 
tech company that provides fulfilment services 
for e-commerce businesses. The company poses 
a question to the retailers that use its service: 
If you only sell online, why use full-colour 

packaging with plastic built-in to the package, 
when you could make a virtue of switching 
to a sustainable, shippable package with less 
wasted materials? Lee Thompson, managing 
director, says some companies have taken this 
encouragement to heart and worked it back 
through their supply chain. “We can’t deliver on 
our objectives unless our customers are aligned,” 
he says. “It’s a shared journey.”

Don’t wait for your suppliers to 
change, take action

You may operate in an industry with complex 
supply chains. You may be supplied by very large 
corporations with little appetite for change. 
Don’t let it stop you. Pharmacy2U, an online 
chemist backed by BGF, delivers medicines 
to people’s homes all across the UK – ideally, 
through their letterbox. Unfortunately, medicine 
packs typically don’t fit through the average 
letterbox, so the company repacks many of its 
pills into smaller boxes. It’s a strategy that makes 
commercial and sustainability sense by reducing 
the cost and waste generated. 

Helen Ford 
Head of Sustainability,  
Seasalt

Expert insights: Lee Thompson 
Managing Director,  
Fulfilmentcrowd

Gary Dannatt 
Chief Operating Officer, 
Pharmacy2U
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Everyone would like more 
factories to be onshore 
here in the UK, but sadly 
they aren’t available at 
scale here at the moment. 
That’s why we have to be 
responsible in choosing 
to engage with offshore 
manufacturing.

Gary Dannat
Chief operating officer, Pharmacy2U

Helen Ford 
Head of Sustainability, Seasalt

We’ve obsessed long and hard about how to make things smaller so 
that they take up less space in delivery and you’re not shipping air 
around the country. We’ve found that the best way to do things is  
to just get on and do it ourselves.

Building a greener supply chain
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Building an inclusive and diverse company

Businesses are run by people. Good businesses are run by 
a diverse mix of people with different life experiences and 
complementary skills who function together as an effective 
team. That’s the theory, but how do you put it into practice?

It starts with building trust 

Many businesses believe they are welcoming 
to all, but the facts say otherwise. A business 
in which most staff have the same ethnicity, 
the same gender and the same educational 
background, for example, is unlikely to offer 
a space in which everyone can thrive. To 
understand how diverse – or not – a business 
is, managers need to survey their staff, but 
that requires workers to be comfortable in 
disclosing sometimes personal information to 
their employer. “A huge blocker to organisations 
understanding what’s happening is that their 
people don’t feel they can disclose in a safe way,” 
says David Whitfield, co-founder of HR Data Hub. 
“We always say you should do a census, find out 
their true selves, but only after a period of trust 
building. After that, you can do the analysis and 
set meaningful targets on the back of that.” 

Pay attention to hidden biases

To make tangible improvements on measures of 
diversity and inclusion, it is often necessary to 
confront hidden biases. Roger Philby is founder of 
The Chemistry Group, a business that joined the 
BGF portfolio in 2020. He asks his clients to take 
a hard look at how they recruit. Placing a high 
value on a candidate’s “network” can be a subtle 

way to reinforce homogeneity, for example, as it 
tends to limit the talent pool to a relatively small 
group of industry insiders, to the detriment of 
those with different backgrounds. Businesses 
should not fill an empty role with a body double 
of the last person to have it. A candidate who 
can fit neatly into a company’s culture may be 
less valuable, in the long run, than someone who 
can enrich that culture with a new perspective.

Recognise the business benefits of 
inclusion

It’s important that diversity and inclusion 
efforts should not be mere “virtue signalling”. 
An organisation has to confront structural and 
systemic issues if it is to make real progress. 
This process may feel uncomfortable, but 
the benefits should outweigh the discomfort. 
Diverse teams are good at problem solving. 
They may better reflect your customer base 
and therefore help you understand your market 
better. “It’s not just about hiring diverse teams 
because it’s ‘the right thing to do’,” says Roger 
Philby of The Chemistry Group. “The data 
says that hiring people who have different life 
experiences to you will improve the quality of 
discourse in your business, which improves 
outcomes for customers.”

Helen Ford 
Co-founder,  
HR Data Hub

Expert insights: Lee Thompson 
Founder,  
The Chemistry Group
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It’s not just about hiring diverse 
teams because it’s ‘the right thing 
to do’. The data says that hiring 
people who have different  
life experiences to you will  
improve the quality of  
discourse in your business,  
which improves outcomes  
for customers.

David Whitfield 
HR, Data Hub

Roger Philby 
Founder of BGF portfolio business, 
The Chemistry Group

A huge blocker to organisations understanding what’s happening is 
that their people don’t feel they can disclose in a safe way. We always 
say you should do a census, find out their true selves, but only after 
a period of trust building. After that, you can do the analysis and set 
meaningful targets on the back of that.

Building an inclusive and diverse company
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Building strong boards and effective governance

If diversity of background is important in a workforce, then 
diversity of experience is important in a board. Put simply, a 
board exists to advise, reinforce and sometimes challenge the 
decision-making of the company’s management team. It is a 
pillar of good governance.

Successful businesses take care to construct their 
board thoughtfully, with the right balance of skills 
and expertise, so they can perform their duties to 
the best of their abilities.

Well-organised boards create value 
in the business

Boards are most effective when they are well-
organised. They might be given high-quality 
board packs, in advance of meetings, containing 
all the information they need to make good 
decisions. Well-planned agendas and a clear 
decision-making protocol can help the board 
can track its progress. Ultimately, good planning 
makes the difference between a board that 
merely goes through the motions, and one that 
offers valuable support to the business – helping 
to raise the enterprise value. “People sometimes 
talk about governance as a legal or compliance 
issue,” says Sara Parker, head of UK and business 
development, BoardClic. “We try to make board 
effectiveness a value driver.”

Effective boards communicate 
effectively

To do its job well, a board has to be able to have 
frank, honest conversations with one another. 
That starts with board composition. Does the 

board include the right balance of experience, 
skills and communication styles? Are the roles 
defined so that each member understands what 
they are contributing? “The culture should be 
honest and open, and ideally this will be based 
on strong relationships that exist outside the 
boardroom,” says Cate Paulson, head of the 
Talent Network at BGF. “You want there to be 
a deep level of trust, so that any constructive 
challenge is understood to be in the best 
interests of the business.”

Reviews are crucial

Regular board effectiveness reviews can help 
highlight any problems that may be preventing 
the board from functioning as it should. Board 
members generally share a passion in the 
business, but sometimes obstacles arise, from 
clashing personalities to disagreements around 
succession planning. A well-managed review 
can give the chance for members to speak 
openly, and in confidence, setting up the board 
to move forward effectively. “Really effective 
boards don’t have the same debate every 
meeting,” says Cate Poulson. “They are a group 
who communicate effectively, whose challenge 
is valuable for the management team, who are 
passionate about what the business is doing.”

Expert insights: Cate Poulson 
Head of Talent Network,  
BGF

Sara Parker 
Head of UK & Business Development,  
BoardClic
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Really effective boards 
don’t have the same debate 
every meeting. They are a 
group who communicate 
effectively, whose 
challenge is valuable for the 
management team, who 
are passionate about what 
the business is doing.

Sara Parker 
Head of UK & Business Development,  
BoardClic

Cate Paulson 
Head of Talent Network, 
BGF

People sometimes talk about governance as a legal or 
compliance issue. We try to make board effectiveness 
a value driver.

Building strong boards and effective governance
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Cybersecurity: Risk and opportunities

Technology has fundamentally changed the way that almost all 
businesses operate, but the benefits provided by cloud computing, 
mobile technology and other digital tools have made companies 
vulnerable. The motives of hackers are varied; they may wish to 
extort money from you, damage your ability to operate, or simply to 
embarrass you. Businesses must defend themselves against attack. 
The failure to do so could lead analysts and potential buyers to write 
down the value of your business. 

Be transparent: set up a cyber policy

The reality, for many businesses, is that 
cyberattacks are a matter of when not if. The 
money that criminal gangs can make from 
ransomware attacks, for example, is simply too 
appealing to ignore. Rather than claiming to be 
invulnerable, businesses should aspire to be 
transparent. “What customers want is an element 
of honesty,” says Ed Bartlett, CEO of Hicomply, 
an information security business that joined the 
BGF portfolio in 2021.. “My advice to a CEO 
would be to demonstrate that you’re on the 
road to improving your cyber posture and give 
examples. A simple cyber policy covering issues 
such as encryption, access control and how you 
train and onboard staff is a good start. They want 
to see you’ve embedded the policies into your 
organisation and you can evidence it.”

Be responsible – and agile

Cyber threats are complex and ever-evolving, 
which means a well-defended business must 
constantly adapt and upgrade its cyber posture. It 
is not enough to discuss cybersecurity matters as 
infrequently as once a month. Instead, individuals 

within the business should be tasked with 
overseeing resilience plans, disaster recovery and 
other measures, and reporting regularly to the 
board. Businesses should consider certification, 
too. In the UK, the government-backed Cyber 
Essentials scheme is a good place to start, while 
the global ISO 27001 standard is a good target 
for big businesses. External help can be valuable. 
“Have a trusted adviser,” says Rob Demain, CEO 
and founder, e2e-assure, a cybersecurity business 
that received BGF investment in 2021. “You need 
lawyers for legal stuff, you need cyber specialists 
for cyber stuff. The key thing is to be prepared.”

Recognise that cybersecurity 
is linked to value

The total global cost of cybercrime is expected 
to exceed $10 trillion by 2025, according to 
Cybersecurity Ventures. With such huge sums 
involved, it is no surprise that cybersecurity is on 
the minds of investors or potential buyers of your 
business. Prepare to have the acquisition value 
chipped if your investment in cybersecurity is 
demonstrably lacking. “A potential acquirer will want 
to expose any gaps,” says Ed Bartlett. “A good cyber 
posture can protect the value of the business.”

Expert insights: Ed Bartlett 
CEO,  
Hicomply

Rob Demain 
CEO & Founder 
e2e-assure
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What customers want is 
an element of honesty. My 
advice to a CEO would be 
to demonstrate that you’re 
on the road to improving 
your cyber posture and 
give examples.

Rob Demain 
CEO & Founder,  
e2e-assure

Ed Bartlett 
CEO, Hicomply

Have a trusted adviser. You need lawyers for legal stuff, 
you need cyber specialists for cyber stuff. The key thing 
is to be prepared.

Cybersecurity: Risk and opportunities
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The impact of net zero regulations on businesses

With every year that passes, fears grow for the future of the climate 
and the planet. Legislators around the world – but especially in the 
UK and the European Union – are responding with laws and taxes 
designed to compel businesses and individuals to reduce their 
greenhouse gas emissions.

This is a governance issue. Even small businesses that 
fail to take seriously their obligations under climate 
law risk incurring costs, both financial, legal and 
reputational. Perhaps the biggest cost is a missed 
opportunity for potential new markets and to make 
your business resilient

Understand the key organisations 
and bodies

The UK has pledged to achieve net zero greenhouse 
gas emissions by 2050 (Scotland is aiming to achieve 
the same by 2045). In the UK, the key legislation is 
the Climate Change Act and an important influence is 
the Committee on Climate Change, an independent 
body that advises the government on policies and 
targets. In Europe, the European Green Deal targets 
climate neutrality by 2050 and 55% reduction targets 
by 2030. Although the UK has left the European 
Union, climate change policy is not an area where the 
two sides are expected to diverge. “The UK has left 
the EU, but on environmental and climate reduction 
strategies and targets, the commitments are similar,” 
says Olivia Jamison, partner, CMS Lawyers. “There is 
a lot of interaction between both sides.”

Recognise that this is an urgent issue

The United Nations Framework Convention on 
Climate Change was established as long ago as 1992. 
The Paris Agreement, which established the target 
to limit global temperature rises to 1.5 degrees, was 
signed in 2015. However, there is a new urgency 
in climate law, thanks to increasingly stark reports 

from bodies such as the Intergovernmental Panel on 
Climate Change (IPCC), which warned in 2022 that 
the globe would warm by 3 degrees by 2030 unless 
drastic action is taken. “The difference now is the 
communication of climate science is mainstream,” 
says Jamison. “We’ve also had a gamechanger in the 
financial services sector in that ESG is no longer a 
nice-to-have, it’s becoming a mandatory requirement 
in certain aspects.”

Scan the horizon for laws and taxes 
that will hit you

Laws and taxes are beginning to affect business, 
including small to mid-sized enterprises (SMEs). If 
an SME is listed, it could potentially fall within the 
remit of the EU’s Corporate Sustainability Reporting 
Directive, for example. In the UK, SMEs that tender 
for UK government contracts worth over £5 million 
may be required to submit a carbon reduction plan. 
“If you don’t have that, you won’t be considered for 
the process,” says Jamison. Plastic is one of many 
materials that is attracting new taxes. The UK’s Plastic 
Packaging Tax came into force on 1 April 2022 and 
applies at a rate of £200 per tonne on any packaging 
with less than 30% recycled plastic manufactured or 
imported into the UK. “It’s a totally new tax, collected 
by HMRC,” says Jamison. “Across Europe, there 
are a number of other potential taxes in this area 
too. These additional costs are entry level starting 
points which will rachet up with time. There are 
various other existing taxes which will be potentially 
extended and passed through the supply chain.”

Expert insights: Olivia Jamison  
Partner 
CMS
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We’ve had a gamechanger in 
the financial services sector 
in that ESG is no longer a 
nice-to-have, it’s becoming 
a mandatory requirement in 
certain aspects.

Olivia Jamison 
Partner, CMS

The impact of net zero regulations on businesses

Looking to the future
For further insights into net zero and other topics, read BGF’s special 
report, ‘What Happens Next Matters’, a survey of the factors that 
will disrupt, reshape and reorganise the operating environment for 
UK businesses in the next ten years.

Get in touch
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manufacturing facilities, in your head office and in 
the offices and homes of your customers. 

That can be a frightening thought. However, at 
BGF we believe passionately that the correct 
response to climate change is not despair 
by action. Many companies in our portfolio 
are already taking positive steps to reduce 
their greenhouse gas emissions and become 
more sustainable. Crucially, they are also 
seeing tangible improvements in their financial 
performance as a result.

One of the advantages of being an investor in 
such a large group of companies – we have 
backed more than 450 to date – is that we get 
to compare a range of responses, and therefore 
come to an understanding of what works and 
what doesn’t. 

We hope you have found this guide to be useful. 
Clearly, it only scratches the surface of what is 
a complex topic that will affect businesses in 
different ways depending on their sector, their size 
and their business model. 

If there’s one thing I hope you take away from this 
guide, it’s this: climate change will impact each 
of us. Whether we are affected by an extreme 
weather event, by rising seas, or by the numerous 
knock-on effects on infrastructure, transport 
and the economy, this is an issue that businesses 
cannot ignore. The impacts of climate change will 
be felt in many places, in your supply chain, in your 
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Get in touch

Do you need help?
If you are interested in the topics raised, please contact us 
and we would be glad to share more resources to help you 
understand these issues.

Roshni Bandesha
Head of ESG & Sustainability, BGF
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My view is that an ESG  
strategy is most successful 
when it engages as wide a 
range of your stakeholders 
as possible. It should not be 
a strategy imposed from the 
top down, but developed in 
partnership with all your key 
stakeholders, starting with your 
employees but including your 
customers, your suppliers, your 
investors and everyone else 
you do business with.

As an investor that is 
committed to supporting the 
transition to net zero, BGF 
is always available to help 
portfolio companies become 
more sustainable. I look 
forward to working with you in 
the months and years ahead.
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