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ESG communication, authenticity & trust
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(COMPUSTAT, 2010-2023)

HOW AUTHENTICITY IS FORMED

(BEHAVIORAL MECHANISM)
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WHAT PAYS OFF
(FINANCIAL PATTERNS BY PROFILE)
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2X2 ESCG COMMUNICATION TAXONOMY (SCOPE X SDG ALIGNMENT)

High SDG alignment
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Focused + misaligned
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HOW FIRMS COMMUNICATE (SHARES OF SAMPLE)

Mission style clusters

18% 7/'

22% —K

= Operational/stakeholder-focused
= Visionary / transformative
= HUMan - centered

60%

Geography
~173%

\F 15.5%
J—127%

J—82%
Leading countries
—_— UK = France
— Cermany — Sweden

= Transportation
= EXtractives &

Language specificity

29% — 71%

= Specialized / solution-oriented
= Generic / aspirational

Most represented sectors

~— 7%
10.4%

10.4%
J—104%

== Food & beverages
= |Nfrastructure

mineral processing

ESG scope in mission

30% 70%

= Broad ESC themes
= Targeted ESG themes
(aligned with core business)

Sample visibility

33.3%

15.3% —N\ /L 19.4%

== Corporate Knights Global 100
= TIME
== T Europe Climate Leaders

MATERIALITY, SDGs & MISSION-COMPLIANCE GCAP (KEY STATS)

Materiality topics disclosed
(SASB proxy)

5 6 7 8 9 10 1M 12 13
NUMBER OF TOPICS
2-13 topics; average 7.01 (SD 2.80)
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SDG-to-topic ratio

On average SDG mapping covers

0.414 ~40%
(SD 0.163) of material topics

SDGs disclosed via
materiality topics

o 1 2 3 4 5 6 7
NUMBER OF SDGS PER FIRM
average 2.93 per firm (SD 1.76; range 0-7)

Mission SDG coverage

Mean
0.044 ~45%
(SD 0.045) of firms show zero

mission coverage

Most frequent
SDGs disclosed
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Compliance SDG coverage

Mean only only
0.172 ) 2% at0) ~11%
(SD 0.103) show no

coverage gap





