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Speaker Notes Content
In conclusion, I aim to highlight the importance of preventing greenwashing and promoting genuine renewable energy. Greenwashing occurs when companies exaggerate.  This practice damages the credibility of real sustainability efforts and misleads consumers, causing confusion and loss of trust (TerraChoice, 2010). Therefore, preventing greenwashing is essential to maintain ethical business practices and encourage authentic environmental progress.
Firstly, the key priority is that green sheens undermine trust and genuine sustainability. According to Delmas and Burbano (2011), misleading environmental claims can create a gap between a company’s image and its actual organic performance. When consumers realise that a brand’s sustainability claims are false, they often lose confidence not only in that brand but in low- Impact messaging in general. Transparency and responsibility are therefore vital for restoring and maintaining accuracy.
Secondly, it focuses on how progress comes from transparency, accountability, and honesty. Organisations should ensure that their environmental statements are based on verifiable evidence. As Lyon and Montgomery (2015) explain, truthful communication supported by data helps companies demonstrate their genuine commitment to green responsibility. For example, when an employment claims to reduce its carbon emissions, it should pass on measurable results verified by independent look over
Another effective way to prevent greenwashing is to follow green marketing standards. International frameworks such as ISO 14021 and the UK’s Green Claims Code provide guidelines for accurate environmental communication (ISO, 2016; CMA, 2021).  Frameworks and institutions not only reduce the risk of misleading, f-reliant verification, such as Fairtrade or B Corp certification, but add reliability to manageabl(Witek and Kuźniar, 2021). 
Finally, consumer education plays a crucial role. Informed consumers are better equipped to question vague or false claims. According to Lyon and Montgomery (2015), increased public awareness has pressured many corporations to adopt more transparent applications educational fellowship and open communication can therefore empower consumers to make ethical purchasing decisions and encourage companies to act responsibly.
In conclusion, Anti-greenwashing is not just about avoiding false claims, however, about creating a culture of honesty and honour in acceptable. Organisations, regulators, and consumers all have roles to play in promoting transparency and accountability. As highlighted in the final slip message, “Sustainability is more than a label — it’s a responsibility.” This reflects the need for genuine action to ensure that environmental promises are real, measurable, and beneficial to society and the set out.
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