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Aaker, J. L. (1997). Dimensions of brand personality. Journal of marketing research, 34(3), 347-356.
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Biodegradable 

Biodegradable does not always mean better for 
the environment. Biodegradable just means 
that the product can decompose over time; but 
it doesn’t necessarily mean it will be quick or 
clean. 

Environmentally Friendly

This is one of the most damaging greenwashing 
terms. The term ‘environmentally friendly’ has 
almost no legal basis and can be claimed for 
even the weakest reasons. 

Locally grown/organic/sustainably sourced

There can be many social and environmental benefits to 
locally-grown food. It often involves fewer food miles, 
for example. But locally grown doesn’t necessarily mean 
better for the environment. It is possible to be locally 
grown and also produced in a way that harms the land 
and spews out greenhouse gases, such as growing non-
native species in environments that are wildly 
unsuitable. 

https://scienceline.org/2020/05/why-eating-local-isnt-always-best-for-the-environment/
https://scienceline.org/2020/05/why-eating-local-isnt-always-best-for-the-environment/
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https://www.zerosmart.co.uk/post/what-is-regenerative-agriculture
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https://youtu.be/2ZmDWNuxEDk

https://youtu.be/2ZmDWNuxEDk
https://youtu.be/2ZmDWNuxEDk
https://youtu.be/2ZmDWNuxEDk
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