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Opacity

Gee (2000) remarks that a “key feature of our “new times” is what he calls “the new 
opacity”. By opacity, is meant that, more and more today, the connection between the
practices in which one engages and their meaning is opaque or obscure. Practice and
meaning become more and more deeply dissociated. 

Gee gives a humorous, but telling example. He recently heard a talk about
transformed work practices at a non-governmental organisation that serves elderly
and dying people. This organization used be called “The Center for Peace for the
Elderly and Terminally Ill”. Today, it is called “Bright Water”. Under the former
name, the connection between practice and meaning was brutally clear. Under the
latter name, the connection is opaque.

Gee (2000) argues that there are three things that give rise to opacity in contemporary
workplaces and organizations: 

• design
• speculation
• risk.

Design

The modern industrial system replaced a craft system (based on the individual expert
craftsman doing the whole job his own home or workshop) with one in which jobs
were broken down into their component parts and done fast and efficiently by highly
specialised workers under the control of managers (who did none of the actual work
themselves) using equipment and facilities (the factories and production lines) owned
by the company owners and shareholders. Taylorism tried to make this industrial
system work rationally, efficiently and relatively fairly (if somewhat unevenly). The
rules of this system were clear to all: owners, managers, workers, unions. There was
little opacity between practice and meaning. 

With metacapitalism there are two seemingly contradictory tendencies, though they
are really the flip side of each other. At the low end there is an increasing
routinization and automation of work. Secretaries become data inputers. Jobs are
designed around “fool proof” machines. At the higher end, companies
“sociotechnically engineer work and other organizational practices as communities of
practice” (Gee, 2000). Such workplaces give the appearance of being work
‘communities’. They are seemingly designed “to encourage people to fully commit
themselves, feel empowered, design and redesign their own work practices, supervise
each other in teams, leverage their growing tacit knowledge of best practice for the
good of the company, gain ever new skills, and be “eager to stay and ready to leave”
as projects or markets change.” (Gee, 2000).

But these “work designs always leave it quite unclear whose interests are being
served, when, and where. Is the worker now a true partner, even a boss? Or is the
worker being manipulated in high-tech ways to do the organization’s bidding, fully
committed to the values and goals of an organization that he or she really does not get
to determine, critique, or even fully understand (because, for instance, there is often
one statement of goals and values for the worker and another for the investor)? Often,
there is no clear answer.” (Gee, 2000).
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Speculation

A second source of opacity is speculation. Though the new capitalism portrays itself
as committed to consumers (with whom it wants close relationships) and workers
(whom it needs to empower for commitment), its core value is to make the maximum
possible profits as fast as possible for its owners and shareholders. Otherwise, these
stockholders (many of them large mutual funds) will simply invest in another
company. This means businesses often engage in speculation which may benefit
investors in the short run, but hurt the company, its workers, and even its consumers
in the long run. The new capitalism “ensures that people furthest from the actual
work benefit most, even as those closest to the actual work are asked to design and
transform their own work practices and commit themselves heart and soul to the
business. Stockholder capitalism means, as well, that what a company actually
produces is less important than the company’s value in the market as something that
can be speculated on.” (Gee, 2000).

Risk

A third source of opacity in our “new times” is risk , which increases exponentially as
organisations and networks and the interconnections of global society become more
and more complex. The World Trade Centre attack and its consequences is an
example of the risks in the current world order. These risks are very difficult to
control. Increasingly companies, and particularly those who are presenting brand
images of themselves, try and avoid tying themselves down, whether it be to a
geographic locale or country or to a particular activity or product. 
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Advertising opacity

Andersen Consulting is/was a large multinational consulting firm with 425 000
employees, originally a subsidiary of Arthur Andersen auditors, which closed down
after it was found guilty of criminal charges relating to its auditing of the energy firm,
Enron. As the name suggested Andersen Consulting was a private, for profit
consulting firm. No opacity there. One knows what they are doing and why they are
doing it. 

Look at their website to get some sense of the multitude of things that they consult
about (http://www.accenture.com). 

In 2000 they decided to change the name, image and identity of their organisation to :
 

whatever that means precisely!

In a bid to seize the future, Andersen
Consulting redefines its field as accenture.

>     
Accenture

Consulting •  Technology • Outsourcing • Alliances • Venture Capital

You might say our name was one of the smaller things we changed

Here is another publicity puff from Patrick Boccard, the Communications Director of
the Paris headquarters of Cap Gemini Ernst & Young which used to be an accounting
firm!

The campaign captures in a visual way Cap Gemini Ernst & Young’s essential brand
equity of ‘entrepreneurial creativity’. It demonstrates that Cap Gemini Ernst & Young
has successfully distilled the brand essence of the newly merged company. The
campaign is a celebration of having defined the global offer which distinguishes Cap
Gemini Ernst & Young from its competitors. This campaign marks a new phase for Cap
Gemini Ernst & Young as it continues its aim of achieving global domination in
consultancy services.

Creative execution of the campaign was developed with a total campaign budget of
$30 million.
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And here is a more recent one the United Kingdom Detention Services (a commercial
firm that runs prisons):

We are pleased to announce that UKDS has been renamed Kalyx. The change has
happened simply because our success has led to the name UK Detention Services
(UKDS) being too restrictive for us. Since 1987, we have grown to manage four prisons,
an immigration removal centre and two post-release approved premises... 

Kalyx is derived from the botanical term calyx, which is the protective covering of a
flower bud. It is a symbolic representation of protection and care and it can also be
associated with growth of the individual and strength – all attributes for which we are
known and respected.

Green and other washes

The same sleight of hand that renders an organisation that once was clearly visible (in
what it was and did and what it had done, for better or worse) invisible or covered in a
non-transparent wash is seen in contemporary adverts for oil companies. 

Now oil companies, however indispensable we find them are, rightly, associated with
pollution, global warming, the dominance of the car and road lobbies (as against the
public transport lobby), ecological damage through oil spills, and third world
dictatorships whom they make deals with to get the oil (the Dutch firm Shell is
particularly notorious for its connections to the Nigerian military regime which
executed Nigerian poet and anti-Shell activist Ken Saro-Wina).

A protest by human rights and ecological activists against
Shell in the United Kingdom after the execution of Ken
Saro-Wina.

Now, it would be one thing for the oil companies to clean up their act as best they
could and such progress as they made could be monitored and praised. It is quite
another to start presenting themselves as something very different by erecting an
opaque facade through which it is impossible to see what they are.

A good example of this was a Shell newspaper advertisment in 2007 which depicted
an oil refinery with flowers in the chimneys with text alongside which stated that “We

4



use our waste CO2 to grow flowers.” The British Advertising Standards Authority
forced Shell to withdraw the advertisement because it implied that most or all the
emissions were being captured whereas in reality less than a third of one percent was
used to grow flowers! 

Two common forms of such camouflage are what are popularly known as Greenwash
and Bluewash:

• Greenwash makes a pretence of being ecologically concerned. 

• Bluewash tries to associate itself with human rights, poverty eradication and
global citizenship

In South Africa, two local varieties of Bluewash could be described as Empowerment
wash and Rainbow nation wash:

• Empowerment wash is used when firms want to make it appear that they are
empowering an ethnic minority (or in the case of South Africa, a black
majority) or disadvantaged group. 

• Rainbow nation wash is used by firms wanting to associate themselves with
racial transformation and harmony in South Africa.

Understandably, applying good looking washes like these is making advertising
agencies rich in South Africa.
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For example the Sunday Times Top Brands
survey of 2019 listed Eskom and Sasol
among the winners of the ‘Consumer
Green’ awards and Coca Cola, and South
African Breweries among the ‘Social
investment’ awards

An example of a name change to disguise
the link to a noxious activity, Philip Morris,
the largest cigarette vendor in the world,
and convicted of various forms of fraud and
misinformation related to the health risks of
smoking, changed its name to Altria. 

For some culture jamming on Green and Blue washes see the 2002 World Summit
Greenwash Academy Awards Programme appended. This summitv was held in
Johhanesburg.

Rainbow nation wash, the peculiarly South Africa form of Blue or Empowerment
wash, is used, possibly usefully and with good intentions (though with a commercial
agenda). However, unlike real fairy tales which usually address really important
psychological, social and ethical questions, these renditions of South Africa reality are
unreal. 

Noseweek has a bit of fun at the expense of bands (like the Spice Girls) and models
(like Naomi Campbell), both designed brands in their own right, who managed to
have photo opportunities with Nelson Mandela, presumably in the hope that some
Rainbow nation wash would adhere to themselves.
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Appendix

2002 World Summit Greenwash Academy
Awards Programme. August 23, 2002,
Johannesburg, South Africa.
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What Is Greenwash?
You've seen the ads. Lush green forests. Stunning birds of prey in flight. Humpback
whales breaching. Pristine streams glimmering in the sunlight. All photographed beauti-
fully and reproduced at great expense.

And all brought to you by major oil, chemical, nuclear and biotechnology companies. In
fact, it's often the world's most polluting corporations that have developed the most
sophisticated techniques to communicate their message of corporate environmental-
ism. Meanwhile, the climate is changing, communities are being devastated, forests
are disappearing, species are going extinct.

Oxford English Dictionary Definition: 
green*wash: (n) Disinformation disseminated by an organisation so as to present an environmentally responsible
public image. Derivatives greenwashing (n). Origin from green on the pattern of whitewash.

EarthSummit.biz Academy Definition:
green*wash: (gren-wôsh) –washers, –washing, -washed 1) The phenomenon of socially and environmentally
destructive corporations attempting to preserve and expand their markets by posing as friends of the environment
and leaders in the struggle to eradicate poverty. 2) Environmental whitewash. 3) Hogwash.

Bluewash
More recently, companies have been touting their commitment to humanitarian causes like poverty eradication, dis-
aster relief, human rights and sustainable development. Drawing on greenwash techniques, companies from indus-
tries like tobacco and mining tell heart warming, personal stories of how their money has helped make a difference.
The humanitarian-themed variant of greenwash is called "bluewash" —for the color of the United Nations flag.
Classic bluewash is the corporate association with the UN itself as the ultimate symbol of human rights.

At the Johannesburg Earth Summit both greenwash and bluewash will be on full display.

The Greenwash Academy Awards, aka Green Oscars, are given each year by the
EarthSummit.biz Academy. These prestigious awards recognize the achievements of
business and industry on sustainable development. 

At the World Summit in Johannesburg in August 2002, as at the Rio Earth Summit
ten years ago, business will be playing a leading role. Governments have invited com-
panies to be their partners in delivering sustainable development. We believe the
achievements of business speak for themselves. In the spirit of Johannesburg we have
developed the Green Oscars to show the world how hard business is working to achieve
sustainable development.

2002 World Summit
Greenwash Academy Awards Programme

–

v v

August 23, 2002
Johannesburg, South Africa

For more information about greenwash and the Green Oscar
companies, please visit:
www.foei.org • www.groundwork.org.za
www.corpwatch.org • www.earthsummit.biz
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Best Greenwash

And the Winner Is…

BP, for their Beyond Petroleum rebranding campaign, and their
"Oil is old news" ad.

Statement by BP:

We would like to thank the Rainforest Action Network of the U.S.,
for their role in making our rebranding possible. When they used
the campaign slogan, "Beyond Oil," they meant reducing depend-
ence on fossil fuels in favor of renewables. When we use Beyond
Petroleum, it seems to mean the same thing, but in fact we
include natural gas, which has the same impact on the climate as
oil. Co-optation of eco-lingo is one of the classic tricks of
Greenwash, and we think this is one of the all-time best examples. 

Look at our "Oil is old news" ad. Note the black woman. Using
diverse people is de rigeur in greenwash of course. Not that she's
the CEO of BP or anything. That's a white male, naturally, a
knighted one. The woman is a math teacher. What's that got to do
with us? Nothing at all.

We brag of investing $200 million in solar energy. Sounds like a lot to you maybe, but that's the price of a
single refinery, chemical plant, or golf resort. And the 200 mil is over six years. We probably spent more
just re-designing our new logo and advertising. When you spend more on advertising green investments
than the investments themselves, that's greenwash! Meanwhile we spent $26.8 billion to acquire Arco, and
spend billions more on oil exploration every year.

How do get away with it? Well, the stinging reality is that even at a paltry $200 million over six years, we're
one of the world's largest solar companies. Sad, but true. 

Carefully tailored messages are also a key to greenwash. So to all you environmentalists at WSSD we say,
"Oil is old news, Solar is the future." And to the rest of you, listen carefully: "Oil is past, present, and
future." 

Thank you.

Runners-Up:
Mining Corporations and the OECD Guidelines for Multinational Enterprises. The
Newmont Mining Corporation—the world's largest gold mining company—promotes the Toxics Release
Inventory in the Corporate Social Responsibility section of its website. TRI legislation gives Americans the
right to know what toxic chemicals are being released into the environment in which they live.But for Latin
America's largest gold mine—Minera Yanacocha in Peru—Newmont provides no such information.
Yanococha has been shrouded in controversy since its inception in 1993 with allegations of pollution of
dikes, ditches, rivers and other environmental contamination. The OECD Guidelines for Multinational
Enterprises have disclosure provisions, but they are voluntary. There is no enforcement mechanism, no
appeals process and no independent verification. They have been ignored. The Greenwash Academy con-
sidered Newmont's nomination, but did not award the Oscar because the OECD Guidelines are ignored BY
VIRTUALLY EVERY OTHER MAJOR MINING COMPANY AS WELL. Companies like BHP Billiton, Rio Tinto
and Placer Dome all participate in the OECD's invitation to double standards, and they are part of the quasi-
UN Partnerships Mining, Minerals and Sustainable Development (MMSD) initiative as well. MMSD pro-
motes dialogue and sustainability, as long as mining companies get to continue their destructive practices.

Best Greenwash

BP's Beyond Petroleum PR campaign is Beyond
Preposterous.
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Best Bluewash

And the Winner is…

Nestlé, for overcoming one of the worst corporate rep-
utations out there and daring to show its face at the
United Nations.

Statement by Nestlé:

Ladies and Gentlemen, we have had a difficult road to
this Oscar. With the damage to our image due to the
many boycotts of our company (the second round of boy-
cotts has been going for 14 years in 20 countries), it is harder for us than for others to enter into the fash-
ionable Type II Partnerships. We've tried hard to cover it up, but the truth is we still put infant and maternal
health at risk through aggressive promotion of breastmilk substitutes, in violation of the International Code
of Marketing of Breastmilk Substitutes, adopted by 190 countries.

But the former head of the International Chamber of Commerce is our former CEO, so we figured we could
work something out on this Global Compact. So our website leads the public to believe that we are part of
the Compact. And we got the ICC webpages to list our company's "best practice" study with a direct link
to the UN pages, implying we are UN-approved.

The UN neither confirms nor denies that we are their partners. We get to bluewash ourselves silly.

We have also implied that we work with the WHO, and we claim to follow the Code of Marketing of
Breastmilk Substitutes. It's not true of course, but then, that's the essence of bluewash.

Thank you.

Runners Up: Novartis and Aventis
Novartis and Aventis are two of the world's largest biotech companies. So their products, especially
genetically modified crops, are among the most controversial in the world. So it was no surprise that both
companies leapt at the chance to join the UN's Global Compact. By signing on to the Compact, they have
given the impression that their products have the UN's imprimatur. The UNDP has also given signs that it
officially endorses GMOs as part of sustainable development. Type II partnerships under the WSSD are
also likely to include biotech companies, including leading GE crop pushers. The Rio Agreements, as well
as the Global Compact, stress the precautionary approach. Novartis, Aventis and the other biotech compa-
nies are behaving in precisely the opposite manner, with tacit approval from the UN. The bluewash of trans-
genic agriculture—a veneer of UN approval—is replacing scientific and democratic evaluation of the com-
patibility of these crops with the goals of sustainability.

Novartis and Aventis are sponsors of the Council for Biotechnology Information. The name itself is classic
greenspeak, as it is neither a Council nor is it about information. In fact, this grouping of seven biotech
giants, which will spend about $250 million to promote transgenic foods, lobbies AGAINST providing  infor-
mation to consumers about bio-engineered foods.

Best Bluewash   

Blue*wash (n)

1. Allowing some of the largest and richest corpo-

rations to wrap themselves in the United Nations’

blue flag without requiring them to do anything
new. (New York Times)

2. Efforts by corporations to be perceived as part
of the world humanitarian community through vol-

untary association with the United Nations, with-

out provisions for accountability. (CorpWatch)
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Best Supporting UN Agency

And the winner is…

The Office of the Global Compact, for allowing corporations to ally with the UN without commit-
ting to following its principles.

Statement by UN Office of the Global Compact

We would like to thank the United States of America for pressuring us to become so business friendly that
we can support the finest bluewash global corporations have yet devised.

Many have asked, What is your secret? Today I will reveal it.

We took the voluntary initiatives of the ICC and WBCSD, adopted them for ourselves, and called it the
Global Compact, pretending that corporations had to promise something. Actually, all they have to do is say
they support the Compact principles—they don't have to follow them. Then they have to post a "best prac-
tice" case study on our website—similar to the ones they have been doing for ICC and WBCSD since Rio.
Sure we added some bells and whistles, like the Learning Forum and an Advisory Board with civil society
members. But with ICC as our main partner, we knew we had to stick to voluntary, piecemeal approaches.

What we offer the transnational corporations is unparalleled in the annals of greenwash. They get to almost
literally wrap themselves in the flag of the UN (actually they get to shake hands with the SG in front of the
flag), use something similar to the Global Compact image in their publications, proclaim themselves part of
the world humanitarian community, promote a case where social responsibility saved money anyway (it
does happen now and then; we just ignore the cases where the opposite is true), partner up with a UN
agency once or twice, and then continue business as usual (that's the business that's killing the planet,
according to UNEP, one of the main Compact agencies).

We're proud to say that global corporations are practically tripping over themselves to sign on. And we've
set the stage for the WSSD Type II partnerships that the Johannesburg meeting so desperately needs to
save face when they can't agree on anything substantial.

By the next Summit, we should have 10,000 partnerships with the private sector, and the world will be no
better off.

Runners Up
Runners Up include UNEP and UNDP. UNDP's most recent Human Development Report all but official-
ly endorsed genetically engineered crops as a sustainable development solution, even though the evidence
shows the opposite. UNEP is co-hosting—with the International Chamber of Commerce, a leading anti-envi-
ronment corporate lobby—the World Summit Awards for Sustainable Partnerships in Johannesburg. The win-
ners will include some of the most environmentally damaging corporations in the world.

Wait Till Next Year
Next year, the WSSD is the early favorite for this category, since its focus is on voluntary “Type II" partner-
ships with business. These partnerships afford business an extraordinary chance to wrap themselves in the
blue flag of the UN without making substantive commitments.

Governments could come to their senses and demand real changes at the Summit next week, which would
disqualify WSSD from the running for this Award.

Best Supporting UN Agency

Best Supporting Government

And the Winner is…

The United States, for representing corporate interests in environmental treaty negotiations

Statement by the United States:

We don't have to thank anyone for this Award—either you are for us getting it, or you are against us.

Best Supporting Government 
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Best Documentary Destruction

And the Winner Is…

Arthur Andersen, for excellence in shredding

Statement by Arthur Andersen:

We're sorry, our statement was inadvertently shredded.

Best Foreign Direct Investment

The Academy is making a special joint Award in this category. And the winners
are…

Unocal, Total and Premier, for the Yadana and Yetagun gas pipeline projects in Burma, and for
Unocal's role in the Business Humanitarian Forum.

Statement by Total on behalf of Total, Unocal and Premier:

I want to thank the military junta of Burma for forcing me to make this statement today. Our story is really
quite incroyable. As a U.S. federal judge said about Unocal, they "knew or should have known" that the
Burmese military “had committed, was committing and would continue to commit" acts such as rape, tor-
ture, murder, forced relocation and forced labor while providing security for our oil pipelines. Total execu-
tives saw forced labor first hand, and Premier knew all about the controversy, as their pipeline started after
ours. Many of you know that forced labor is widespread in Burma, and that the regime is notoriously brutal.
Most of you know that Aung San Suu Kyi has called for an economic boycott of her own country , which
we have ignored. But here's something you probably don't know: Our pipeline projects are completely
unnecessary! Thailand has an energy glut, and they are the sole customer for the natural gas we are pro-
ducing. And yet, we still present these pipelines as beneficial to the local population. Premier has headlined
a panel on corporate responsibility in the UK. 

Unocal sends its apologies to the Academy for being unable to attend. It's executives are busy preparing
for the lawsuit brought by Burmese villagers against them in California court.

They asked me to thank, on their behalf, the former UN High Commissioner on Refugees for co-Chairing
meetings of the Business Humanitarian Forum with Unocal executives. Kofi Annan even sent a welcome
message to this group, though it was an obvious front for Unocal image polishing. Without them, this
Award would not have been possible.

Best Make Up

And the Winner Is…

Enron, for, well, you know…

Statement by Enron

In 2001, we were the world's sixth largest corporation by revenue. How did we do it? We made it all up.

We would like to thank Arthur Andersen and Citigroup for their creative assistance.

Runner up
Asia Pacific Resources Limited (APRIL) is having a devastating environmental impact on
Indonesia, but makes up claims about the soundness of its wood supply. In fact, its supploy comes from
Indonesian rainforest.

Best Documentary Destruction 

Best Foreign Direct Investment

Best Make Up
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Best Picture

And the Winner Is…
Sasol, for “putting as much into the community as they do into petrol”.

Statement by Sasol:

We would like to thank the South African government for their subsidies and for the complete absence of
pollution control regulations which allow us to dump hundreds of thousands of tons of cancer causing
chemicals onto poor black communities in townships downwind of our plants.

We are a responsible and patriotic South African global chemical company. Now that we pay less tax we can
sponsor national sports teams and build national pride. Our government understands us. We could not be
socially responsible if we did not make such big profits. We could not make such big profits if South Africa had
enforceable pollution standards. So, we are being responsible when we say that the solution to pollution con-
trol is not to interfere with us, and to trust us. How else could we put more back into the community?

Runner Up
Eskom is South Africa's largest company, key members of Business Against Sustainable Development,
and their primary product is electricity from coal and nukes. Despite their decidedly climate-unfriendly busi-
ness, all usual business activities are presented as cleaner technology. This fits beautifully with the token
efforts toward sustainability and the very real mania for privatization, of which Eskom is such a prime exam-
ple. The free market means not only automatic sustainability, it means cutting off as many as 20,000 South
Africans per month in Soweto alone, for not paying their eletricity bills.

Unlike their ads, it ain't a pretty picture.

Best Director

And the winner is…

Lee Raymond of ExxonMobil, for deep greenwash (lobbying and bullying behind the scenes while
pretending to care for the public interest)

Statement by ExxonMobil:

Every Thursday, we buy prominent space on the op-ed page of the leftist New York Times to sound reason-
able, intelligent and caring. Meanwhile, no company has done more to undermine understanding of the sci-
ence of global warming. No company has done more lobbying to weaken the Kyoto Protocol, and no com-
pany produces more oil and gas than we do. When we have a problem like accusations of complicity with
violent repression in Aceh, Indonesia, or a human rights and environmental disaster like the Chad-
Cameroon pipeline, we ignore it. We're too big to be bothered with that. To be Best Director you have to
be tough, and we're tough.

Thuck you. I mean, Thank you.

Best Director

Best Picture
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Booby Prize

And the Winners Are:

Philip Morris and British American Tobacco, for not
convincing anybody despite spending hundreds of millions on PR.

Statement by Philip Morris:

We do everything. Meels on Wheels, battered women's shelters,
symphonic concerts. We have ads about old hungry people, about
battered women, that make even me cry. We pretend not to want
kids to smoke.

But no one believes us. They call us liars. Drug peddlers. They say
we deliberately sell an addictive product that kills people. That
we're no friends of women, nor of children.

Our millions in PR have gone for naught. We've fooled no one.
That's why we get the Greenwash Booby Prize.      

Booby Prize

Lifetime Achievement

And the winner is…

Shell, for outstanding greenwash for over a decade.

Statement by Shell:

Thank you for this great honor. When it
comes to Greenwash, we have been
there since the beginning. Already in 1991
we showed a photo of an adorable Asian
girl holding a globe with the caption
"Protected by Shell." And we placed that
ad in the magazine of Friends of the Earth
Hong Kong! Environment, development
and co-opting our adversaries message:
all there in that early ad.

Our commitment to greenwash has never
faltered. We believe we have spent more
on greenwash than any other company
(though naturally we will not give out fig-
ures). We published a whole magazine called Profits and Principles dedicated to the philosophy that we
don't have to sacrifice profits to be socially responsible. We imply that the PR fiascoes of the 1990's have
changed us, without ever admitting that there were any fiascoes, or that anything needed changing! In other
words, we didn't do anything wrong, and we'll never do it again.

Our ads have everything from exuberant green foliage to attractive blond actresses/geologists in Third
World villages. We're starting a Sustainability Institute at Rice University, our executives are founders of
WBCSD, BASD, the Global Compact, and have attended all the multi-stakeholder dialogues known to
humankind. Best of all, our greenwash is working! Most 'reasonable' people (i.e. newspaper editors, gov-
ernment policy wonks, pretty much everyone except green wackos who we can easily marginalize) think we
have changed.

We want to thank our PR companies and the UN for helping make this Award possible.

Lifetime Achievement

Philip Morris sponsors moving ads about
domestic violence. But Philip Morris could

care less about women and children.

Shell’s Greenwash is simply superb.

u



Shell at a glance:  
• World's 3rd largest oil company; operations in over 100 countries
• Supposed commitment to renewables but won't disclose amount of investments
• The burning of Shell-produced oil contributes some 2-3 per cent of global carbon emissions

Selected Infamous Controversies: Complicity with Nigerian military dictatorship in execution of
Ken Saro-Wiwa and other Ogoni activists; called on Nigerian mobile police to crackdown on Ogoni
protests; gas flaring and other double standards in Niger Delta; Brent Spar oil platform ocean dumping;
plans for exploration in a Pakistani National Park; claims to support precautionary principle while expand-
ing oil and gas exploration and production.
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Runner Up
Monsanto: One of Monsanto's websites says its mis-
sion is "abundant food and a healthy environment." It
says "all opinions should be heard" about transgenic
food. It has an online Biotech Knowledge Center.
Monsanto makes it seem that their very purpose is to
feed hungry children, and that bleeding heart liberals are
the ones that don't care about the poor. Monsanto has
pioneered Greenwash with a Guilt Trip.

But their devotion to "open" discussion came after the
PR and financial fiasco of introducing Roundup Ready
crops to Europe. Monsanto is firmly against access to
information about such crops, especially in the form of
labeling, and had no intention of informing their cus-
tomers that they were eating transgenic food  (as they
had kept it from the America public).

For tireless promotion of transgenic crops that just hap-
pen to use Monsanto's own Roundup herbicide as the
solution to world hunger, and for publicly promoting open
discussion of genetic engineering while lobbying against public information and labeling of genetically engi-
neered foods, Monsanto is the Lifetime Achievement Greenwash Runner-up.

Special McPartnership Award

Sponsored by McDonald’s

And the winner is…

UNICEF, for its partnership with McDonald’s. 

Thirty years ago, kids were the partners with Unicef, as they collected pennies for other children on
Halloween. Now, McDonald’s is Unicef’s partner, and you can pick up your Unicef penny box while eating a
Big Mac & soda. Is McDonald's food good for kids? Nevermind, Unicef needs their money.

McUnicef—"You Can’t Make This Stuff Up."

Special McPartnership Award

Monsanto claims that genetically engineered food will
feed the world, but there is already enough food to

feed everyone on the planet.
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