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EXECUTIVE SUMMARY 

Greenwashing has evolved. No longer 

confined to consumer packaging or 

overhyped corporate ads, it's now 

woven into ESG reports, cleantech 

sales decks, and renewable energy 

commitments Үoften with 

unintentional consequences.  

 

As sustainability becomes a strategic 

imperative for companies across 

industries, the risk of misaligned 

messaging and overstated claims has 

never been higher. 
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This white paper explores how 

itggpycujkpi"ocpkhguvu"kp"vqfc{Ҳu"

sustainable business landscape, 

particularly within B2B sectors like 

cleantech, renewable energy, and 

ESG consulting.  

 

We examine its roots, real-world 

examples, regulatory implications, 

andҮcriticallyҮhow organizations 

can build authentic, trust -based 

communication strategies that 

tguqpcvg"ykvj"vqfc{Ҳu"enkocvg-aware 

stakeholders.  

For professionals charged with communicating environmental impact Ү

marketers, sustainability leads, consultantsҮthis paper offers actionable 

guidance for navigating complexity with honesty, empathy, and clarity.  
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WHY GREENWASHING  

STILL MATTERS 

INTRODUCTION 

Greenwashing is often dismissed as a relic of early corporate marketing. 

Dwv"kp"4247."kvҲu"oqtg"rgtxcukxgҮand more consequentialҮthan ever. 

 

Today, greenwashing hides in selective disclosures, vague metrics, and 

ncpiwcig"vjcv"ukornkhkgu"uwuvckpcdknkv{"kpvq"uqwpfdkvgu0"Kv"kupҲv"lwuv"yjcv"

brands sayҮkvҲu"yjcv"vjg{"ngcxg"wpuckf0 

 

Trust is eroding. According to Edelman, 10 out of 13 industries are not 

vtwuvgf"vq"fq"yjcvҲu"tkijv"qp"enkocvg"cevkqp, and 71% of consumersҮ

and nearly 80% of Gen ZҮsay trust matters more now than ever when 

choosing brands .1 

 

B2B companies aren't immune.  Public distrust spills into markets, 

investment flows, partnerships, and regulation. In a trust economy, 

etgfkdknkv{"ku"gxgt{qpgҲu"dwukpguu0 

 

At Emotiva, we believe the most powerful sustainability stories are the 

ones grounded in truth. This paper explores how to build trust in a time 

when wordsҮand silenceҮboth carry weight.  

ҵ8:'"qh"W0U0"eqtrqtcvg"ngcfgtu"

admit to engaging in 

itggpycujkpi"rtcevkegu0Ҷ 
 

Ү Environmental Resources Management 

(ERM), 2024 
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The term greenwashing was coined in the 1980s by environmentalist Jay 

Yguvgtxgnf."chvgt"ykvpguukpi"c"jqvgnҲu"gpxktqpogpvcn"oguucikpi"vjcv"cumgf"

guests to reuse towelsҮwhile making no real environmental commitments 

elsewhere. It was a marketing maneuver dressed as planetary concern. 

From there, greenwashing evolved alongside public awareness. In the 1990s and 

early 2000s, brands like Chevron, Westinghouse, and BP leaned heavily into 

sustainability advertising while maintaining core business practices that 

contradicted their messaging. 3  

These efforts signaled environmental responsibility but  often lacked substanceҮ

a trend that came to define early corporate social responsibility (CSR) 

campaigns. 

By the 2010s, the rise of ESG (Environmental, Social, and Governance) investing 

introduced a new pressure point. Companies sought to attract climate -conscious 

capital and workforce talent by communicating sustainability credentials. Yet, in 

many cases, the rigor of impact did not keep pace with the rhetoric.  

Now, in 2025, greenwashing is no longer confined to feel-good consumer 

dtcpfkpi0"KvҲu"godgffgf"kp"jqy"hktou"fguetkdg"uwrrn{"ejckpu."qhhugvu."pgv-zero 

vctigvu."cpf"gokuukqpu"ueqrgu0"KvҲu"uwdvng."uvtcvgike."cpf"qhvgp"wpkpvgpvkqpcnҮbut 

no less risky. 

Click HERE or on 

the image to play 

this classic 

example of 

greenwashing.  

A BRIEF HISTORY OF 

GREENWASHING 

https://youtu.be/bReBO55XzZc
https://youtu.be/bReBO55XzZc
https://youtu.be/bReBO55XzZc
https://youtu.be/bReBO55XzZc
https://youtu.be/bReBO55XzZc
https://youtu.be/bReBO55XzZc


 

 

  

Vqfc{."itggpycujkpi"kupҲv"cnyc{u"c"dqnfhcegf"nkg0"Qhvgp."kvҲu"c"

carefully chosen silence, a selectively presented metric, or a feel -

iqqf"rjtcug"vjcv"ecpҲv"dg"kpfgrgpfgpvn{"xgtkhkgf0 

 

Some of the most common forms include:  

 

VAGUE OR UNDEFINED CLAIMS 

Vgtou"nkmg"ҵgeq-htkgpfn{.Ҷ"ҵitggp.Ҷ"

cpf"ҵuwuvckpcdngҶ"vjcv"ncem"vjktf-

party definitions or evidence.  

SELECTIVE TRANSPARENCY 

Only reporting on successful 

metrics or using convenient 

baselines to imply progress.  

 

MISALIGNED CERTIFICATIONS 

Wukpi"egtvkhkecvkqpu"vjcv"fqpҲv"eqxgt"

vjg"ueqrg"qh"c"eqorcp{Ҳu"cevwcn"

environmental claims or only 

applying to part of a product  line.  

 

VISUAL GREENWASHING 

Nature-heavy imagery, leafy 

designs, or symbols that imply 

environmental integrity without 

material proof.  

 

OFFSET DEPENDENCE 

Overstating climate impact by 

relying on carbon offsets without 

addressing root emissions or 

reduction efforts.  

 

In a B2B contextҮespecially in 

cleantech, ESG consulting, or 

renewable energyҮthese forms can 

appear in: 

¶ Sales presentations 

¶ Investor materials  

¶ Website copy 

¶ Impact reports  

And while some may be 

unintentional, the result is the same: 

trust erosion.  
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HOW GREENWASHING LOOKS IN 2025  

Common forms:  

¶ ҵ322'"engcp"gpgti{Ҷ"enckou"

with only partial sourcing  

¶ Buzzwords like eco-friendly or 

net-zero aligned without clarity  

¶ Carbon offsets used to mask, 

not reduce, emissions 

¶ Leafy visuals that distract from 

the actual impact  
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ҵItggpycujkpi"ku"gtqfkpi"vtwuvҮespecially 

in sustainability  oguucikpi0Ҷ 

 

Ү Edelman Trust Barometer 2023  

REGULATORY RISK 

The U.S. Federal Trade Commission 

(FTC) is in the process of updating its 

Green Guides, which govern 

environmental marketing claims. 

Meanwhile, the Securities and 

Exchange Commission (SEC) is 

applying pressure on ESG disclosures, 

cpf"vjg"GWҲu"Eqtrqtcvg"Uwuvckpcdknkv{"

Reporting Directive (CSRD) imposes 

even stricter standards. These shifts 

reflect a broader consensus: vague or 

exaggerated claims will no longer be 

tolerated. 

LEGAL EXPOSURE 

Greenwashing litigation is on the rise, 

particularly in financial services, 

consumer goods, and energy. Class-

action lawsuits and investor -led 

claims are targeting brands that 

overstate ESG performance, mislabel 

products, or fail to meet stated 

emissions t argets. 

YJCVҲU"CV"UVCMG<" 

RISKS AND CONSEQUENCES 

In 2025, itggpycujkpi"kupҲv"lwuv"c"rwdnke"tgncvkqpu"okuuvgrҮkvҲu"c"uvtcvgike"

liability. As public and investor scrutiny increases, and governments 

sharpen regulatory tools, the cost of perceived dishonesty is rising rapidly.  

 

REPUTATION DAMAGE 

In a digital world, skepticism 

travels fast. One misleading 

claimҮwhether on a product label 

or in an impact reportҮcan spark 

backlash that undermines years of 

brand equity. In the B2B space, 

this may mean eroded buyer trust, 

cancelled partnerships, or 

difficulty attracting investment.  

TRUST FATIGUE 

Widespread greenwashing dilutes 

public belief in all sustainability 

claims. When audiences feel 

vjg{Ҳxg"dggp"okungf"vqq"qhvgp."vjg{"

become numb. That loss of belief 

is hard to recoverҮand it affects 

every brand operating with 

integrity, too.  
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REAL-WORLD EXAMPLES 

Greenwashing is rarely intentional Үbut its impact 

is real. Here are examples of both pitfalls and best 

rtcevkegu"vjcv"fgoqpuvtcvg"yjcvҲu"cv"uvcmg0  

GREENWASHING PITFALLS 

Vjg"ҵengcp"fkgugnҶ"uecpfcn"ujqygf"

how technical deception can mask 

environmental harm, resulting in 

billions in fines and lost trust.  

Faced scrutiny for vague sustainability 

enckou"vjcv"ygtgpҲv"uwduvcpvkcvgf"qt"

clearly explained. 

VOLKSWAGEN 

J(OҲU"EQPUEKQWU"

COLLECTION  

BP  

Kvu"ҵDg{qpf"RgvtqngwoҶ"

rebrand was widely criticized 

as a distraction from its core 

fossil fuel business.  



  

BACKGROUND 

Gpxkxc"dtcpfgf"kvugnh"cu"vjg"yqtnfҲu"ngcfkpi"uwrrnkgt"qh"$ectdqp-neutral" 

wood pellets, helping utilities across Europe and Asia transition from fossil 

fuels. 

 

THE CLAIM 

The company promised carbon neutrality, forest stewardship, and 

alignment with global climate goals. Biomass, they said, was a bridge to a 

cleaner future. 

 

THE REALITY 

Independent studies exposed a harsher truth: GpxkxcҲu"qrgtcvkqpu"qhvgp"

produced higher lifecycle emissions than coal once transportation, 

processing, and land-use impacts were counted.  

 

Financial cracks deepened. By early  

2024, the company had lost investor  

confidenceҮand filed for bankruptcy.  

 

THE CONSEQUENCES 

һ"Nquv"eqpvtcevu"cpf"octmgv"vtwuv 

һ"Bankruptcy 

һ"Jgkijvgpgf"umgrvkekuo"vqyctf" 

biomass as a renewable energy source 

һ"Tgiwncvqt{"cpf"ogfkc"dcemncuj 

 

GpxkxcҲu"hcknwtg"ycupҲv"qrgtcvkqpcn"cnqpg0"Kv"ycu"pcttcvkxg"collapse.  

 

They broke not just environmental promises Үbut the market trust their 

business depended on. 

 

THE LESSON 

In climate communications, intent is not enough. Outcomes matter.  

Qxgtukornkhkgf"uwuvckpcdknkv{"enckou"fqpҲv"lwuv"fcocig"dtcpfu0"Vjg{"

dismantle entire business models.  

 

In an age of rising scrutiny, climate leaders must align story and impact Ү

or risk losing both.  

CASE STUDY 1:  WHEN THE STORY BREAKS Ү 

ENVIVA AND THE COST OF MISALIGNMENT 

"We have always believed that 

transparency and third-party validation 

are critical to building trust with our 

stakeholders." 

Ү GpxkxcҲu"4243 ESG Report 

"Burning wood pellets is not clean 

energy. Companies like Enviva have 

sold an illusion of sustainability that 

cannot withstand scrutiny." 

Ү Natural Resources Defense Council 

(NRDC) statement, 2023  
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