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Positive proof of global warming.
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Figure 1: Proportion of the U.S. adult population in the Six Americas
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Yale Project on Climate Change and the George Mason University
Center for Climate Change Communication, 2008
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Figure 4: Who Should Act to Address Global Warming?

Do you think the following should be doing more or less to address global warming?

Should do Should do Doing the Should do Should do
muchmare  more rght amaunt  less much less

Corporati
?hnn::ingg 1% 32%

Citizens
Memsalves
U.S. Congress eIt 1% 20% R Th
Your state
legislators 16% % 0%
Your governor eI 46% 26% o 0%
Your local
government [REkpY 45% 2% % %
officials
N=2,164

Yale Project on Climate Change and the George Mason University
Center for Climate Change Communication, 2008
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Figure 14: Consumer Activism
(wer the past 12 manths, how many times have you done these things?

- Rewarded companies that are taking steps to reduce global warming
by buying their products.

- Punished companies that ane opposing steps to reduce global warming
by NOT buying their products.
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Figure 15: Activism Intentions
over the Next Twelve Months

1 Write letters, email,urphune?wemment officials to urge them
to take action to reduce global warming

Buy the products of companies that are taking steps
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Yale Project on Climate Change and the George Mason University
Center for Climate Change Communication, 2008
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Green Marketing - an oxymoron?

Marketing — encourages consumption

(Green - reduces consumption to:
- conserve resources
- reduce emissions
- minimize waste
- preserve the environment
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“Green marketing is about making (breakthrough)
green stuff seem normal — and not about
making normal stuff seem green.”

- John Grant, The Green Marketing Manifesto
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Goals of green marketing
- Increase market share for greener products

and businesses

 Facilitate greening companies

 Promote greener behaviors

Dix Henneke Consulting dixn@pacbell.net 714-998-8291



Greenwash

The act of misleading consumers regarding the environmental practices

of a company or the environmental benefits of a product or service.
- Greenpeace & Terrachoice
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OF GREEMWASHI NG

Environmental Claims in Consumer Markets

Summary Report: North America
April 2009
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http://www.goodhousekeeping.com/product-testing/seal-holders/green-good-housekeeping-seal-application-summary

TOYOTA KE™WWORDS

Qur Values Operations m Philanthropy Diversity

HZoME = EMMIRBOMMEMNT

SUSTAINABLE MOBILITY

Green, That's how we'd like the world ta be, As an environmental leader, Toyota does more than
reet industry standards - we seelk to raise therm. Along with our partners, we're working toward a
future where a wide range of innovative wehicle and fuel technologies and infrastructures
converge to create an economically vibrant, mobile society in harmony with the environment,

Based on The Toyaota Way, our environmental cormmitrment is a way of life, extending across all of
our operations and through the full life cycle of our products. Through our strategy of sustainable
rnability, we are developing and managing vehicles and technologies through their "life-cycle
assessment” footprint so that we deliver the right vehicle, at the right time.

We inwite you to explore the many aspects of our commitment to sustainable mobility. Wiew our
most recent environment report.

+ Hybrids =+ Innovation
-+ Operations =+ Partnerships
= Urban Design
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Authenticity & Transparency

e being actually and exactly what is
claimed

e characterized by visibility or accessibility
of iInformation especially concerning
business practices
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Communication advice

The Five Simple Rules of Green Marketing — Jacquelyn Ottman

Knowing what’s important to customers

Empowering them to feel they make a difference

1.
2
3. Being transparent
4 Maintaining quality
)

Carefully evaluating price concerns
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Communication advice

“Green Marketing Manifesto” — John Grant

Acknowledge the situation is new—explain why and how
Get the substance right—be concrete and transparent
Get your own people involved first

Report humbly on progress

Speak when asked questions

Set ambitious, tough standards that are hard to follow
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Let others tell the story
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Just being green Is not enough

People demand more...

CFL lightbulbs Save money, last longer
Hybrid cars Quiet ride, fewer fill-ups, status
Natural cleaners Safety, peace of mind

Home efficiency upgrade Comfort, savings.
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Why go green?

e INnCrease revenues

 Reduce expenses

o Attract and retain top talent
« Stay ahead of regulations

e Spark innovation

* The right thing to do
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