I r..."a
..._f.. ¢ =N

g

¥

4
e
T

g

R g

PracticaISustainabiIityl

..witiv yow from theory to- practice

(7 N
&)

_(




N
(O
D
—
<
2,
-
O
O
LL

01

02

03

04

05

06

Introduction

What is Greenwashing?
Why Do They Do It?
Types of Greenwashing
Risks Of Greenwashing

Conclusion

WWW.PRACTICALSUSTAINABILITY.UK



INTRODUCTION

With growing concerns about the
climate crisis and the
Implementation of new regulations
by governments worldwide, it's no
surprise that sustainability has
become a major focus for
businesses.

While some companies have
genuinely improved their operations
for sustainability, others have not
demonstrated the same level of
commitment.
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Numerous companies have resorted
to GREENWASHING.
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WHAT IS
GREENWASHING?

Greenwashing is the practice of
misleadingly presenting a
company's products as
environmentally sustainable.

The term Is derived from
'‘whitewashing,' which means using
false information to cover up
wrongdoing or errors.

Organizations use greenwashing to
deceive consumers into believing
their products are more eco-
friendly than they actually are.
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WHY DO THEY DO IT?

Modern consumers value sustainability
and are willing to pay extra for products
with sustainable packaging.

However, 58% of companies admit to
greenwashing because it's cheaper to
pay fines than to implement genuine
sustainability programs.

Despite the focus on environmental
care, many companies take shortcuts to
benefit commercially from appearing
sustainable.
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DID YOU KNOW?

GREENWASHING CAN TAKE VARIOUS FORMS AND
THIS MAKES IT CHALLENGING FOR CONSUMERS
TO RECOGNIZE.
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TYPES OF
GREENWASHING
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GREEN LABELLING

Organizations frequently label their
products or services as 'green,’
'sustainable,’ or 'eco-friendly’ to
suggest adherence to explicit
standards, green practices, or
verifiable claims.

These ambiguous labels and

buzzwords are generally classified as
green labeling.
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MISLEADING OR
FALSE DATA

Besides making groundless

environmental assertions, organizations

often falsify data or fund research to
create deceptive information that
bolsters their reputation.

For example, a company may claim a

50% reduction in carbon emissions
when the actual decrease Is just 10%.
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GREENLIGHTING

Greenlighting refers to the practice of
leveraging communications and
marketing to highlight the eco-friendly
elements of a company's operations or
products.

This tactic serves to distract from the
less environmentally responsible
practices the company may be
Involved in.
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GREENHUSHING

Greenhushing refers to the practice
where companies intentionally
downplay, under-report, or conceal
their sustainability initiatives and data.

This behavior can stem from various
motives, such as avoiding scrutiny, fear
of being accused of greenwashing, or
lacking comprehensive sustainability
practices to disclose.
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GREENSHIFTING

Greenshifting Is a tactic used by
companies to shift the responsibility for
environmental impact onto consumers.

This approach is a type of
greenwashing, focusing on consumer
actions to solve sustainability
challenges, thereby diverting attention
from the company's own environmental
practices.
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GREENCROWDING

Greencrowding refers to the tactic
where companies band together to
obscure their environmentally
damaging practices. By operating
within a group, individual actions
become more difficult to identify and
critique.

This approach allows organizations to
share responsibility, reducing the
likelihood of public or regulatory
conseguences by blending into a
collective.
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DECEPTIVE IMAGERY

Sustainability is often symbolized by
Images of lush greenery; however,
some companies manipulate this
association to falsely portray
themselves as more eco-friendly.

This tactic creates a deceptive illusion
of environmental responsibility,
misleading consumers into believing
that a product or company is
environmentally sustainable when that
may not reflect reality.
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OFF SETTING

Companies often address emissions by
engaging in carbon-reducing initiatives
such as reforestation or funding
renewable energy projects.

Although carbon offsets can enhance a
company's public image and aid in
meeting regulatory requirements, doubts
persist about their genuine
environmental benefits.

Critics argue that these measures may
shift focus away from the ecological
harm caused by the companies' own
operations.
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CERTIFICATIONS

Certifications and standards are
essential for promoting sustainability
across sectors.

Some certifications, especially in the
built environment, have been criticized

o for focusing on embodied emissions
-

(from construction) rather than
operational emissions (from usage),
providing an incomplete view of a
building's environmental impact.
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RISKS OF
GREENWASHING
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The discovery of a company's engagement In
greenwashing can lead to severe damage to its
reputation. Trust and credibility, once compromised, are
difficult to restore.
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LEGAL AND
FINANCIAL RISK
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Companies found quilty of greenwashing may Iincur
substantial fines, face legal proceedings, and come under
greater scrutiny, resulting in financial losses and elevated

compliance expenses.

www.practicalsustainability.uk



CONSUMER
BACKLASH

Today's consumers are more environmentally conscious

and informed. If a company is exposed for greenwashing,

It can lead to boycotts, negative reviews, and a significant

drop in sales.
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EMPLOYEE 3

MORALE

Employees who value sustainability may feel disillusioned
working for a company that misrepresents Its
environmental practices, leading to decreased morale,
reduced productivity, and higher turnover rates.
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COMPETITIVE 3

DISADVANTAGE -

Companies that prioritize genuine sustainability
outperform those resorting to greenwashing in the long
run. Being exposed as a greenwasher can harm a
company's competitive edge, as consumers and partners
Increasingly value authentic environmental responsibllity.
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STALLING REAL -

PROGRESS

Greenwashing may hinder true progress towards
sustainability by creating an illusion of success. It can shift
focus and resources from authentic Initiatives aimed at
minimizing environmental impact.
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CONCLUSION

Greenwashing undermines genuine efforts
towards sustainabillity and misleads
consumers, with detrimental effects on both
the environment and the organization itself.

For businesses to truly contribute to
environmental well-being, they must embrace
authentic, verifiable sustainable practices.

This involves not just adhering to
environmental regulations, but going beyond
them to implement meaningful changes in
their operations.

Ultimately, the goal should be to create
lasting positive impacts on the environment
while fostering a culture of honesty and
responsibility.
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