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LACOSTE “SAVE OUR SPECIES”

AD CAMPAIGN
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LACOSTE “SAVE OUR SPECIES”

AD CAMPAIGN

DOES NOT RAISE AWARENESS 

ABOUT HOW MANY ANIMALS LEFT 



"What kind of advertising can be 
classified as successful 'green' ad?”

Enquiry
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System
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“As part of a three-year collaboration, 
IUCN Save Our Species and fashion brand 
Lacoste are joining forces to inspire 
support for threatened species.”

Lacoste has created a rating system that is applicable 
to all Tier 1 to 5 suppliers. With three levels of excel-
lence - “silver”, “Gold” and “Platinum” - reflecting the 
business and societal requirements of company.

100% of our cotton fiber 
will be produced by 
suppliers rated «Silver» 
or above;

100% of the 
manufacturing 
partners for our textile 
products will be rated 
«Silver» or above.

Following the campaign, a Call for 
Proposals opened for projects targeting 
any of the ten species. Three projects got 
awarded with the Lacoste funds: a project 
to protect the Critically Endangered 
Burmese Roofed Turtle, another to protect 
the Critically Endangered Mountain 
Chicken, and another one to protect 
the Critically Endangered North Atlantic 
Right Whale.

Sustainability

Supply Chain

Own Rating System

Funding Projects
Using information from the “2020 Sustain-
able Development Report” and the brand's 
website, I looked for subtle leaks between 
each system.

Leakages

It notes that Lacoste monitors four impacts 
(Non-renewable energy consumption, 
Greenhouse gas emissions, Water 
consumption, Eutrophication of water 
resources) across different stages of 
product development, implying variations 
in impact distribution throughout the 
process.

“Reducing the Environmental Impact per 
Product by 15%”

“OUR COMMITMENTS FOR COMMUNITIES BY 2025”



Design for Justice
The acclaimed Lacoste “Save Our Species” ad campaign received 
numerous accolades, yet it also faced significant public criticism. 
Despite the widespread sell-out of their polos, Lacoste faced 
allegations of "greenwashing," with ample evidence highlighting 
their detrimental environmental impact.



In response, we've developed a comprehensive checklist aimed 
at evaluating the integrity of "green" ad campaigns. Moreover, 
we aim to shed light on Lacoste's minimal positive contributions to 
the environment, especially considering their vast resources that 
could be used for significant environmental aid.

Through our analysis, we've identified numerous “leakages” & 
information gaps in Lacoste's processes, which often remain 
unnoticed by the public or lack awareness. Consequently, our 
visual representations are designed to advocate for justice, 
revealing the reality behind Lacoste's environmental initiatives 
and empowering individuals to make more informed choices.

Purpose
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Green 

Claims Code

Be truthful and accurate
Be clear and unambiguous
Not omit or hide important information
Only make fair and meaningful comparisons
Consider the full life cycle of the product
Be substantiated
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https://greenclaims.campaign.gov.uk/
GOV.UK

Green claims (sometimes called ‘environ-
mental claims’ or ‘eco-friendly claims’) 
are claims that show how a product, 
service, brand or business provides a 
benefit or is less harmful to the 
environment.



Many businesses use green claims to help 
market their products or services. They do 
this through a range of methods such as: 
statements, symbols, emblems, logos, 
graphics, colours and product brand 
names.

What are Green Claims?

https://greenclaims.campaign.gov.uk/


Green 

Claims Code

Checklist
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Goodwill
Measurable Impact

Non-Fictional
Emotional Connectivity

Collaboration
Motivation

Timeline

Rating

Criteria
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Analysis

Website

Goodwill

Measurable

Impact

TimelineMotivation
Emotional 


Connectivity

Non-Fictional Collaboration

30183022

552565 5102560 34 1103520

52075 2278

133550 2

I evaluated the content of the campaign 
website using our evaluation criteria. I 
highlighted areas in green where the 
information was clear and accurate after 
reading the text, and highlighted areas in 
red where the information was 
ambiguous or missing.

clear, accurate, and meets the evaluation criteria

somewhat clear but may be partially ambiguous or 
requires additional details

ambiguous or incomplete but some assumptions can be 
made

highly ambiguous or insufficient to make an evaluation

not necessary or not relevant
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Analysis

Advertise
I also found another advert from this 
campaign and analysed them using the 
same evaluation criteria. I checked the 
missing information against the timeline 
of the video and expressed it in terms of 
brightness: the closer to black, the more 
ambiguous or missing information. 

Goodwill

Measurable

Impact

Non-Fictional

Emotional

Connectivity

Collaboration

Motivation

Timeline
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LACOSTE “SAVE OUR SPECIES”

AD LOGOS (that spread more awareness)

VS
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LACOSTE “SAVE OUR SPECIES” AD CAMPAIGN - 

BARTER SYSTEM OF ANIMAL DERIVED GOODS ?
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COMPLEX INTER-RELATIONSHIPS OF SCALE 

BETWEEN PEOPLE, LAND & MATERIALS

 SHOPS LOCATION                                                                                                                   WORLD MAP    FACTORIES LOCATION                    WORLD MAP      

    SPECIES LOCATION                       WORLD MAP



GREEN FOR WHOM? Methods of ContextualisingMAGCD. Y1. U1.

LACOSTE “SAVE OUR SPECIES” 

(“SPECIES” being referred to the forced labour)
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886 FACTORIES IN 2023
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A LACOSTE FACTORY IN ARGENTINA
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EXPERIMENTING WITH THE GRAPHIC COMMUNICATION POTENTIAL 



GREEN FOR WHOM? Methods of ContextualisingMAGCD. Y1. U1.

DRAWING/HIGHLIGHTING THE ISSUE THROUGH EMBROIDERY
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And the ultimate ends of this 'higher understanding' are 
clear: 'Understanding people in order to be understood by 
them. Knowing how to speak to them in order to be heard 
by them. Knowing how to please them in order to interest 
them. In short, knowing how to sell them a product - your 
product. This is what we call "communication". (p. 169)



Baudrillard, J. 1970. The Consumer Society: Myths & Structures

Within the mechanisms of production and consumption, 
various marketing strategies are emerging to target 
new consumer groups. 

 These campaigns may conceal the 
underlying purpose of the campaign and stimulate the 
consumer's desire to consume.

Some of these strategies have 
superficial objectives that are in line with the trends of 
modern society.

By contributing to these systems, designers can either 
hide information or discover and reveal what they have 
hidden. 
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At the foreground instead are the social forces that enlist the work of designers to support private property, 
cope with chronic overproduction, or burnish spotless images for companies that, you know, definitely don’t 
exploit workers, defraud borrowers, or fuel climate change.



Chris Westcott. 2021. In CAPS LOCK, Ruben Pater Untangles the Relationship Between Graphic Design and Capitalism

Here, we must remember that the social role of designers 
is not simply to design to protect the private property of 
individuals or corporations. Instead, it is to increase 
access to information that is hidden throughout the 
entire process of a consumed product or service, and to 
lead to more sustainable consumption on a human and 
global scale.


