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All kinds of businesses and brands are starting to use the word ‘sustainable’ in their
marketing. Whether it’s a t-shirt made of ethical cotton, or an ‘eco’ car-companies are
increasingly eager to show their green credentials (=certificate). On the surface, this is
good news. The climate crisis is the biggest threat to our existence. So if companies are
pledging to reduce their carbon footprints, surely we should be celebrating?
Well, yes and no. We absolutely want to see meaningful engagement from companies
when it comes to the environment, but how can we tell the difference between real,
positive commitments to change and greenwashing?
 
Where did greenwashing come from?
The term arose in the 1980s after American environmentalist Jay Westervelt noted how
at a hotel he visited, there were signs asking guests to reuse their towels in order to
“save the environment.” Westervelt saw the huge amount of wastage he had
encountered throughout the rest of the hotel, where there were no obvious efforts
being made towards sustainability. Instead the hotel was simply trying to reduce costs
by not having to wash towels as much but were trying to market this cost-cutting
method as eco-friendly behaviour.
Nowadays, greenwashing is taken to mean two main things. It can be when companies -
sometimes politicians - try to hide or cover up their less-than-stellar (=alles andere als
herausragend) environmental impact with a grand, public gesture towards green
awareness. In an age of social media, these big PR campaigns are often criticized pretty
quickly.
But the other type of greenwashing can be a bit harder to spot and is far more insidious.
This is where companies and brands use words like ‘green’, ‘sustainable’, ‘eco-friendly’,
or ‘vegan’ simply as a marketing ploy (=Trick). And crucially - without any accountability
for their actions.
 
Being seen as ethical is profitabile
There’s no universally accepted definition of what terms like ‘sustainable’ actually mean.
This means big brands can market an article as ‘green’, often at a marked-up price,
without sticking to a clear definition of that term.
This is happening more and more because being socially conscious sells.  McKinsey
found  that Gen Z (people born roughly between 1995 and 2010) are more likely to
spend money on companies and brands that seem to be ethical. „More than any other
generation that came before, Generation Z is more prepared to open their wallets for a
brand that promotes causes about social impacts, such as climate, LGBTQ, racial or
social justice,“  says Sertac Yeltekin, the COO of Insitor Partners, a Singapore-based,
socially focused venture capital fund.
„This gives them power to shape the success or downfall of companies. They are aware
that they can drive this change.“ Companies, therefore, have a financial interest to
appear socially conscious. This has led to the similar phenomenon of ‘pinkwashing’,
where businesses push their public commitment to LGBTQ+ topics, usually around Pride
month (month in which people show their support for LGBTQ community) and often in
the form of a rainbow logo.
Norway’s Consumer Authority ruled last year that fast fashion brand H&M was under
investigation for its supposedly ethical ‘Conscious’ collection. “H&M are not being clear
or specific enough in explaining how the clothes in the Conscious collection are more
‘sustainable’ than other products they sell,” concluded the deputy director Bente Øverli.
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“As H&M are not giving the consumer precise information about why these clothes are
labelled Conscious, we conclude that consumers are being given the impression that
these products are more ‘sustainable’ than they actually are.”
Companies like H&M exploit the vagueness of green terms to both appear
environmentally conscious and sell more clothes. This is a problem, because fast fashion
is one of the biggest polluters on the planet, with more than £140 million worth of
clothing ending up in UK landfills every year.
New York-based zero-waste campaigner Lauren Singer runs Package Free, a company
which claims to have “kept hundreds of millions of pieces of trash out of landfills.” But as
TikToker and YouTuber Robert Tolppi highlights, there is no evidence of how these
figures come about (=entstehen). Package Free sells numerous ‘green’ products,
including a three-pack of condoms in a metal tin for $9, not including delivery. There
may be less plastic packaging involved, but shipping a metal tin containing just three
condoms is enormously wasteful. So while online shops like Package Free may appear
to be a greener option on the surface, the facts just don’t add up (=ergeben keinen Sinn).
What are the alternatives?
It can feel exhausting trying to check every eco-credentials a brand is pushing.
Fortunately, there are some brilliant online tools and search engines, such as Project
Cece, Ethical Made Easy and STAIY, which help do the hard work for you.
Bramley, for example, is a British skin and haircare brand with green values at the
center of its operation. The company is transparent about its journey to sustainability
and is innovative in its approach (=Herangehensweise). Everything Bramley sells is
refillable.
Another company doing sustainability differently is Roar Gill, a biodegradable alternative
to Nespresso coffee pods. As well as producing excellent coffee, the team at Roar Gill is
committed not just to carbon dioxide neutrality, but to continual improvement.
It may feel overwhelming as one individual trying to make a difference, but if consumers
keep putting pressure on businesses to be transparent around their practices, we will
continue to head in an authentically green direction.
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1 Circle the word on the right that matches the best to the word in bold on the left.

sus tain a ble (l. 1) high qua li ty - emis si on free - long- 
lasting

com pa nies are pled ging to re du ce their car bon 
foot prints (l. 5)

to com pe te - to re fu se - to try hard - to 
pro mi se

the vast amount of was ta ge he had en coun te -
red th roug hout the rest of the hotel (l. 12) to meet - to pay - to pro du ce

there were no ob vious eff orts being made to -
wards sus taina bi li ty (l. 13) mo vements - at tempts - in vest ment

the other type of green wa shing can be a bit har -
der to spot and is far more in si dious (l. 22) ste alt hy - hid den - in vi si ble

And cru cial ly - wit hout any ac coun ta bi li ty for 
their ac tions (l. 24)

de ci si ve ly - im portant ly - cross ing
 
fi nan cial los ses - re spon si bi li ty

big brands can mar ket an item as ‘green’, often at 
a marked- up price (l. 28)

re gu lar price - dis coun ted price - ex -
pen si ve price

being so cial ly con scious sells (l. 30) clu e less - aware - dan ge rous

This gives them power to shape the suc cess or 
down fall of com pa nies (l. 37) to form - to in flu ence - to pro du ce

H&M was under in ves ti ga ti on for its sup po sed ly 
ethi cal ‘Con scious’ collec tion (l. 44) suc cess ful - see min gly - su spi cious

Com pa nies like H&M ex ploit the va gue ness of 
green terms to both ap pear en vi ron men tal ly 
con scious, and sell more clo thes (l. 50)

to abuse - to ex pe ri ence - to ma ni pu la -
te
 
lack of cla ri ty - in vogue - am bi gu i ty

there is no evi den ce of how these fi gu res come 
about (l. 56)

re si dence - proof - gu a ran tee
 
form - num bers - weight

we will con ti nue to head in an au then ti cal ly 
green di rec tion (l. 74) to turn away - to go - to put pres su re
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2 Read the text and com ple te the table with the re le vant in for ma ti on in Ger man. Write 
notes (Stich punk te).

1. Grund wes halb Wes ter velt das 
Hotel nicht ge fällt, wel ches Gäs -
ten emp fiehlt die Hand tü cher 
wie der zu be nut zen.

2. Wel che Arten von green wa -
shing gibt es? Nen nen Sie zwei.

3. Pro ble me mit dem Be griff 
„nach hal tig“ und seine Fol gen. 
Nenne Sie zwei.

4. Ei gen schaf ten der jun gen 
Men schen (Gen Z) und Aus wir -
kun gen auf Un ter neh men. 
Nenne Sie zwei.

5. Grund, wes halb Un ter neh men 
In ter es se haben sozial-  und um -
welt freund lich auf zu tre ten?

6. Grün de wes halb H&M und 
Packa ge Free kri ti siert wer den. 
Nen nen Sie zwei.

7. Fak ten über die bri ti sche Haut- 
und Haar pfle ge mar ke Bramley. 
Nen nen Sie zwei.

Englisch  Seite 4/11



Angaben zu den Urhebern und Lizenzbedingungen der einzelnen Bestandteile dieses Dokuments finden Sie unter
https://www.tutory.de/entdecken/dokument/climate-change-reading-summary-vocs

Name: CLIMATE CHANGE (reading, summary, vocs) 09.01.2023

Ru an da macht‘s vor
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Wer auf dem Flug ha fen in Ru an das Haupt stadt Ki ga li an kommt, soll te bes ser keine Plas -
tik tü te dabei haben. Das wird im Flie ger durch ge sagt. Das ost afri ka ni sche Land hat die
Tüten be reits vor elf Jah ren ver bo ten. Es war nicht ein fach, das Ge setz da mals durch zu -
set zen, er in nert sich Rose Mu kan ko me je, die frü he re Vor sit zen de der Um welt schutz be -
hör de: "Jeder hat ge sagt, soll das ein Witz sein? Schließ lich nut zen alle auf der gan zen
Welt Plas tik."
 
Erst be lä chelt, wurde Ru an da dann schnell zum Vor rei ter. An de re ost afri ka ni sche Län -
der woll ten nach zie hen. Kenia ver such te sich mehr mals an einem Ver bot und führ te es
end gül tig vor zwei Jah ren ein: das strengs te Anti- Plastiktütengesetz der Welt. Wer die
Tüten wei ter hin ver treibt, muss mit hohen Geld stra fen oder bis zu vier Jah ren Ge fäng nis
rech nen.
 
Die Ge mü se ver käu fer ent lang der Stra ßen in der Haupt stadt Nai ro bi muss ten sich um -
stel len. "Wir haben nor ma ler wei se alles in eine Plas tik tü te ge packt", er klärt eine Obst -
ver käu fe rin. Die dün nen Tüten waren da nach über all. Am Stra ßen rand, in den Flüs sen
und sogar in den Bäu men. "Afri can Flow ers" - afri ka ni sche Blü ten - wurde der eher stin -
ken de als duf ten de Schmuck spöt tisch ge nannt. Jetzt wer den die Plas tik tü ten in der
Land schaft lang sam we ni ger. Aber es wird noch dau ern, bis sie ver schwin den, sagt Sam
Bar ratt von der Um welt be hör de der Ver ein ten Na ti o nen in Nai ro bi.
 
Ob durch das Tü ten ver bot der Plas tik ver brauch ins ge samt zu rück geht, steht auf einem
an de ren Blatt. Viele Su per märk te pa cken das Obst jetzt in Plas tik bo xen - eher ein Rück -
schritt. Doch die Po li tik dis ku tiert be reits über wei te re Ein schrän kun gen. Bar ratt hofft,
dass es dabei bald Fort schrit te gibt: "Wir müs sen jetzt auch gegen Plas tik fla schen vor ge -
hen. Po si tiv ist, dass die In dus trie an fängt zu ver ste hen, dass sie dafür ver ant wort lich ist.
Das ist nicht Anti- Plastik, son dern Anti- Plastik- Müll."
 
Auch in der Be völ ke rung setzt sich lang sam ein Um welt be wusst sein durch. Selbst die
Ge mü se ver käu fe rin nen haben sich mit dem Aus für Plas tik tü ten ab ge fun den und wi -
ckeln ihre Ware statt des sen in alte Zei tun gen, wie eine Ver käu fe rin be stä tigt: "Jetzt sieht
es hier sehr nett aus. Die Plas tik tü ten haben un se re ganze Um ge bung zer stört." Das
Ver bot zieht in Ost afri ka noch wei te re Krei se: Seit einem Vier tel jahr sind auch in Tan sa -
nia die Tüten ver bo ten.
/(333 Wör ter)/
Quel le: Antje Diek hans, ta ges schau.de, 06.09.2019

3 Sum ma ri se the text in Eng lish in no more than 200 words.
One point (BE) will be de duc ted for every 10 words that you are over the word limit. 
Count your words in groups of 10.
Hin weis:
Eine Über schrei tung von we ni ger als zehn Wör tern führt zu kei nem Abzug. (Bei spiel: 
209 Wör ter füh ren zu kei nem Abzug, ab 210 Wör tern wird eine Be wer tungs ein heit 
(BE) ab ge zo gen, ab 220 Wör tern wer den zwei BE ab ge zo gen).
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Fri end ly re min der: 
Bitte am Ende die 

Wör ter zäh len
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Tab. 1 — sum ma ry

 Kri te ri um Ge wich tung No ten punk te

In halt 40%  

Aus druck 20%  

Feh ler in dex 40%  

Sum ma ry

Tab. 1 — re a ding

BE BE max

 28

Re a ding + Vo ca bu la ry

Tab. 2 — Final grade

re a ding + vo ca bu la ry + sum ma ry

 x  +  x 

Wör ter (sum ma ry):

FI NA LE GRADE

Be wer tungs ska la

Pro zent <20
ab 
20

ab 
27

ab 
34

ab 
41

ab 
46

ab 
51

ab 
56

ab 
61

ab 
66

ab 
71

ab 
76

ab 
81

ab 
86

ab 
91

ab 
96

No ten -
punk te

00 01 02 03 04 05 06 07 08 09 10 11 12 13 14 15

Feh ler in di zes Fach Eng lisch

Feh ler in -
dex

> 
6,5

bis 
6,5

bis 
6,1

bis 
5,7

bis 
5,3

bis 
4,9

bis 
4,5

bis 
4,1

bis 
3,7

bis 
3,3

bis 
2,9

bis 
2,5

bis 
2,1

bis 
1,7

bis 
1,3

bis 
0,9

No ten -
punk te

00 01 02 03 04 05 06 07 08 09 10 11 12 13 14 15

Klas se:
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