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Episode 14: Corporate Social Responsibility

Overview: Greenwashing, or legitimate Corporate Social Responsibility? Dr. Hamish van der Ven

(McGill) helps us understand these concepts before walking us through two case studies.

Key Takeaways

Corporate Social Responsibility is a broad term that includes various sets of
responsibilities and actions taken up by corporations. It may include environmental,
social, and other changes to business practices.

Corporate greenwashing is when a company exaggerates or lies about their
environmental credentials or impact. Avoiding greenwashing requires corporations to
“avoid making sweeping generalizations” about their positive impact (Dr. van der Ven,
6:20-7:03).

While there are reasons to be skeptical about some corporate actions, there are also
opportunities for genuine social and ecological benefit from corporate action,
particularly since corporations play such a large role in global commerce. As Dr. van der
Ven cites, there are instances where “Coke is literally more important than the United
Nations” in terms of its reach and impact.

Discussion Questions

1.

3.

This episode suggests that what we view as greenwashing is affected by our
positionality. How does your own positionality shape what you interpret to be
greenwashing vs. genuine responsible eco-behaviour by corporations?

What do you think about the idea, articulated by Dr. van der Ven, that the level of
scrutiny an eco-label is likely to receive in the marketplace, and the company’s
motivations for change, are both important to determining whether the claims
associated with that label are likely to be credible?

What kinds of opportunities and challenges do large corporate actors hold for positive
ecological transformation?

Should it mainly be the role of the individual consumer to educate themselves about
corporate eco-action and greenwashing, or the responsibility of the state in regulating

sustainable corporate practices and false eco-advertising?
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Learn more about our Guest

Hamish van der Ven

https://hamishvanderven.com
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