ThecaseSolutionS.com

ot & thi manuFaciuring

Sin of Vagneness
ding THE GLAIM 1hen i3 kindda o
il credentials. smariingli. The phrase "all Sinof Lesser
B et e of Two Evils
e 3 e eisadiaauth dgaracei. uraman,
_‘f:'ﬁ;':;::";‘ﬁ; :“' Sin of the Hidden semeraiiey i errddo . AR
membar S0CE s Trade-off B e e gt 3
favasry 100 Thai foh LRRRRURY - butis net Imparane in 3 E l 3
il it uf greser. Paper the be pader ploourn. AVE 3 xam S C a
ammas P AL gt piesS or aomestl n
harvessed Foress, but the "

Tl Upuns oo clmime
shargee — fustralan

international greenwashing

Sin of False Labels

THE PROOUET trat, thmugh
ociry words or Ingms, brade.

Chevron Australia Arrowhead Water
"We Agree” Ecoshape Bottle

RECYCLED m:ﬁ;ﬂ;ﬁ:.nu,m, [y
PAPER
s Sin of
Irrelevance .
Sin ot Fibhing

THE CLAIM that
iy L i, bt i o
unripertan. *CFC. ¥
¢ Tra iscommondy ¢
Sin of No Proof st desgite he
Tagt that CF G ore: |
:;E;::Iﬂ\l‘fhnnlhb? L d by loew. l; v
v gty chiming 1o b Eneyy St

MM Exghs, Elairing various i o tfine ar ragistanect,

You R Youl e

O Tl Cirven T anEkaT

i

g

z

2
s -

(PFOHIO’(W ash: WaAhlﬂg, the ThecaseSolutions.com
‘World's Carsdoia Fango Beat, Key ISSue:
Greenwashing

- The act of misleading conSumers
- Vague terms, e.g. 'Natural’

- How to avoid the Seven Sins
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Summary of Case
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- Growing popularity of anything natural

- Profiling Green ConSumer
- Green coSmetics trends
- Chemicals in skincare and cosmetics
- Lack of regulation
- Seven SinS
- Natural Instinct Case

- One Group Case
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Key 1SSue:
GreenwaShing

- The act of misleading conSumers
- Vague terms, e.g. 'Natural’

- How to avoid the Seven Sins









LinksS to Theory and Concepts
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Segmentation

- Lifestyle
- Behaviour

Purchasing deciSionS baSed on
marketing rather than facts
- Product

- Price {
- Promotion
- Place S



