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•  Today’s •
Schedule

1.The three forms of greenwashing – vague, misleading, irrelevant. We'll
practice on real ads.

2.Social washing, Global South shaming, and the 'transparency trap'.
3.The new stuff – lawsuits, discovery, and why your general counsel now

outranks your head of sustainability.
4.Business saviorism and how to communicate with humility, not heroism.
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vaguevaguevague
claims

irrelevant claimsirrelevant claimsirrelevant claims

Irrelevance is a little trickier to notice.
They are backed up by evidence and
tell the truth to some extent but they

are unimportant for the environmental
performance of a product. Claims are
also irrelevant when they are true but
unhelpful to consumers trying to find
environmentally preferable products.

They make up a big part of green claims
and use wordings that don’t have a

legal definition. That makes them hard
to pin down and rather meaningless.
Because they create an impression of

environmentally friendly behavior
without actually supporting change.

• 3 forms of Claims to look out for•

A claim which is considered
misleading will depend on the

circumstances of each case, and
what misleads one group of

consumers may not necessarily
mislead others. A claim can be

misleading even if it is partly true.

  misleadingmisleading
• claims •• claims •

 misleading
• claims •
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•Vague, misleading, irrelevant? 
What are your thoughts?
45 Seconds
Use the chat!

Analyze the
following
claims
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•
Cotton is grown and watered in a variety of
methods
The differences of how cotton is grown around the
world are too big to generalize its water usage or
other environmental impacts such as CO2
reduction!
Cherry-picking “positive” aspects without negative
impacts will not be allowed under the EU GCD. 
Organic cotton is not “better” per se. 
It uses data based on the HIGG index (that the
Norwegian Consumer Authority found misleading
in 2022)

Analyze the
following claims
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Vague, misleading, irrelevant? 
What are your thoughts?

Analyze the
following claim
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does not adopt a “life-cycle” approach, it
only touches on one step of the entire
product life-cycle: the “crafting”.
compares Wranglers Indigood® denim with
“conventional” denim but it doesn’t provide
reliable data for such a comparison. What
data is this assumption based on?
Under EU GCD or the UK green claims code
claims are not allowed to use aggregate
scoring of the product's overall
environmental impact on biodiversity,
climate, water consumption, soil, etc.

Analyze the
following claim
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•Vague, misleading, irrelevant? 
What are your thoughts?

Analyze the
following claim
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•
shows specific environmental metrics such
as the lower CO2 emissions (or the illusion
of “capturing” CO2) without providing a
holistic view of the overall environmental
impact. This can create a skewed perception
of the sustainability of the synthetic fiber.
does not take all the significant
environmental aspects and impacts into
account to assess the environmental
performance. 
refers to recycled bottles as a sustainability
feature but this practice is widely discussed
in the industry as not favourable.

Analyze the
following claim
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••

Social Washing: refers to misleading information about the social responsibility of a
company's products or services.

other forms of washing

Diversity Washing: is when a company's external publicity is inconsistent with the actual
performance of diversity, equity, and inclusion (DEI).

Global South Shaming: means publicly criticizing or shaming countries from the Global
South for reasons such as human rights violations or underdevelopment.

Woke Washing: is marketing social justice topics to create a positive image without
taking meaningful action. (More popular since companies capitalize on purpose-driven
consumerism.)
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transparencytransparencytransparency

is justice
Brands payBrands pay
fair wages.fair wages.
Brands pay
fair wages.

Most brands do not own the factories
where their clothes are made. Instead,

they outsource their manufacturing.
So it’s the manufacturers paying

textile workers wages. Brands pay
prices for the products they buy from

supply chain partners.

While disclosing data on social
working conditions in supply chains

might have a positive effect on ethical
consumer perception, don’t confuse it

with accountability and justice. The
fundamental rules have not yet

changed, making it still difficult for
most workers to achieve justice

through sole transparency.

• let’s have a closer look at social washing•

Nope, it is not. Free trade within the
European Union is not to be

confused with fair trade. Because
there is widespread evidence that
working conditions in Europe lack

due diligence and security for
garment workers.

  • made in• made in
europe•europe•  

is a safe havenis a safe haven

 • made in
europe• 

is a safe haven
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Social Washing? Woke
Washing? Global South
Shaming? What are your
thoughts?

Analyze the
following ad
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Per definition Global South shaming refers to the practice of
unfairly denigrating or stigmatizing manufacturing practices
and locations in countries, particularly in the Global South,
while simultaneously promoting production in Western
nations as inherently superior. 
That’s what this ad by Orilabo Projects is doing and is
therefore a typical example of Global South shaming. 
It combines the terms “fair fashion” with “made in Portugal”
and frames production in Bangladesh with very low prices. 
Shames Bangladesh as a production country and positions
“Made in Portugal” as the “fair” alternative.

Analyze the following ad
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Social Washing? Woke
Washing? Global South
Shaming? What are your
thoughts?

Analyze the
following ad

•
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Makes a big stretch conceptually from plastic bottles
“warming the planet” to the supposedly better use case of
“plastic bottles warming you”.
Is highly misleading because using recycled PET from
bottles as material input DOES not directly contribute to
minimizing global warming. Taking plastic bottles out of a
working recycling system is highly criticized in the industry
as textile recycling is not nearly as efficient as PET recycling
(there’s currently only 1 % textile-to-textile recycling). 
Is not backed up with any scientific evidence. 
Exploits multiple crisis for a campaign that sells products
(that again are contributing to the crisis). In our opinion this
is highly unethical.

Analyze the following ad

15



••

Forget ESG scores. The

only honest metric is the

docket of a courtroom.
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greenwashinggreenwashinggreenwashing

class actions

supply chainsupply chain
transparencytransparency
supply chain

transparency

This is the quietest but most
consequential. Even cases
that haven't been decided
yet – discovery alone has

produced more transparency
than any voluntary report.

The pattern: brand
makes a claim. Claim is

false or unsubstantiated.
Discovery reveals

internal emails knew the
truth. 

• 3 types of cases redrawing the map•

This is workers suing,
not consumers. Parent

companies can no
longer hide behind

suppliers.

  human rightshuman rights
• due diligence •• due diligence •
 human rights

• due diligence •

17



The brands navigating this well have sustainability, legal and
communications aligned before the brief lands.

The new power center: 

Why General Counsel outranks Head of Sustainability

Sustainability knows what can be substantiated.
Legal knows what would survive a challenge.
Communications knows how to translate facts into credible copy.

When these three work together, you get more specific, not less – because specificity
backed by evidence is your best defense.
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••

A single question 

"If every word of this went

into evidence tomorrow,

would it help us or hurt us?”
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••

Have you heard of “business saviorism”?

Oh wait! Before we go...

Saviorism = Narratives that portray companies as the sole problem solvers, often combined with
paternalistic language (“We are saving the oceans”) and the invisibilisation of local actors.
“White saviourism” as a basic pattern

White saviourism: “We are bringing education to Africa” → Business saviourism: “We are saving the
oceans”.
Both narratives suggest one-sidedness (“saviours vs. those in need”) and obscure power structures.
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However, only 20 points out of 40 in the
B Corp Environment Assessment (2023
Impact Report). Focus on philantropic
growth vs. actual systemic change?

business saviorism

in action
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https://www.patagonia.com/our-footprint/
https://www.patagonia.com/our-footprint/


But: Plastic is only collected if you use
their bottles and, ideally, buy more of
them. Focus on growth vs. systemic
change?

business saviorism

in action
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https://oceanbottle.co/pages/ocean-impact


Sustainability
requires humility, not

heroes.

•  Real change  •   

happens when we
listen, learn and share

power – not when we
play the “savior”.
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•  principles •
to go with...

Instead of alarmism ('must act now') → 'needed now.'
 Instead of absolutism ('the only way') → 'strategies we can implement.'

 Instead of our mission → support efforts.
 Instead of 'why so much plastic' → 'understanding challenges.'

 Instead of 'multipliers' → 'lead the way.'
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We covered:

How to spot vague, misleading and irrelevant claims.
Why transparency isn't justice and Global South shaming is

coloniality in action.
The legal landscape that actually matters – lawsuits, discovery and

why your general counsel is now your best friend or your biggest risk.
And how to communicate with humility instead of heroism.
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questions?••
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