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COMPLAINT

l. Plaintiffs Catrice Sida and Kris Yerby (“Plaintiffs’), individually and on behalf of all
others similarly situated, as more fully described herein (the “Class” and/or “Class Members”),
bring this class action against Defendant Honest Company, Inc. (“Defendant” and/or “HCI”), and
allege the following based upon information and belief, unless otherwise expressly stated as based

upon personal knowledge.

I. INTRODUCTION

2. Synopsis. In an effort to increase profits and to obtain an unfair advantage over its
lawfully acting competitors, Defendant falsely and misleadingly labels certain of its Honest® brand
wipe products with the following claims: “PLANT-BASED WIPES” and “plant-based wipes,”
deliberately leading reasonable consumers, including Plaintiffs, to incorrectly believe that the
Products are composed of only water and plant-ingredients, which are ingredients that come from
plants and have not undergone substantial processing that materially alters the ingredient’s original
plant composition (hereinafter, ‘“Plant-Based Representations” and/or ‘“Challenged
Representations”). Stated differently, the Challenged Representations mislead reasonable
consumers into believing that the Products are only composed of water and plants, which, by
definition, are neither artificially created, nor synthesized, nor substantially processed. Defendant
reinforces the Challenged Representations on the Products’ packaging by repeatedly using them on
nearly all panels of the Products’ packaging, including the top, side, and bottom panels. Defendant
also repeats the Challenged Representations on the Products’ top, side, or bottom panels
immediately underneath an image of a plant (such as a leaf, aloe plant, or almond). Most of the
Products have background imagery covering their packaging that is readily or easily identified as
images of plants, like flowers, aloe, and almonds. Indeed, Defendant trademarked its company
logo—specifically, Defendant’s name, “THE HONEST CO.,” repeated in between two concentric
circles that surround an image of a butterfly whose wings resemble four leaves. This logo, or a
version that only includes the encircled leaf-butterfly, appear on every single Product’s packaging,
on all or nearly all sides of'its packaging. In this way, Defendant further perpetuates the false notion

that the Products are plant-based—meaning, the Products’ ingredients are solely made from plants

1
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with the singular exception of water. Fair and accurate depictions of examples of the Products’ front-
facing labels or packaging, from each of the two product lines (Plant-Based Baby Wipes and Plant-
Based Cleansing Wipes), are depicted below with the Challenged Representations circled in red.

(1) Honest® Plant-Based Baby Wipes (Classic) (72 Count) (Exhibit 1-2):

(see also Honest® Plant-Based Baby Wipes, Exhibit 1-1 to 1-6); and
2) Honest® Plant-Based Cleansing Wipes (Hydrate + Cleanse) (60 Count)
(Exhibit 1-7) and (Nourish + Cleanse) (60 Count) (Exhibit 1-8):

< I

(see also Honest® Plant-Based Cleansing Wipes, Exhibit 1-7 to 1-8).

2
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3. The Deception of the Challenged Representations. The Challenged
Representations have misled reasonable consumers, including Plaintiffs, into believing the Products
are plant-based—meaning the Products only contain ingredients that are water or ingredients that
either come from plants or are not subjected to substantial processing that materially alters the
ingredients’ original plant-based composition. However, contrary to the labeling, the Products
contain numerous ingredients that do not come from plants whatsoever, including artificial or
synthetic ingredients. In addition, the Products contain ingredients that, although they may have
been originally derived from raw plant materials, were subjected to substantial processing, such as
chemical modification or processing, that materially altered their original plant composition. Put
differently, certain ingredients originally derived from plants, like coconut or palm oil, are subjected
to substantial processing, like chemical modification, such that the resulting ingredients are vastly
and fundamentally different from their original form, composition, and chemical properties,
characteristics, or qualities. Through falsely, misleadingly, and deceptively labeling and advertising
the Products, Defendant sought to take advantage of consumers’ desire, perceived value, and
willingness to pay more for plant-based products as consumers view such products to be natural and
therefore healthier, safer, and more environmentally conservative than non-natural, non-plant-based
products. In this way, Defendant has charged consumers a premium for non-plant-based products
falsely advertised and warranted as “plant-based,” while cutting costs and reaping the financial
benefits of utilizing cheaper- and easier-to-procure ingredients that are not water and either do not
come from plants or were artificially created, synthesized, or subjected to substantial processing.
Defendant has done so at the expense of unwitting consumers, as well as Defendant’s lawfully
acting competitors, over whom Defendant maintains an unfair competitive advantage. Accordingly,
Defendant’s Plant-Based Representations are misleading and deceptive, and therefore unlawful.

4. Products. The Products at issue are Honest® brand wipes sold to consumers in the
United States that contain the Challenged Representations on the products’ labels and/or packaging,
regardless of their size or variations—such as wipe count or type of packaging (collectively referred
to herein and throughout this complaint as the “Products’), which include, but are not necessarily

limited to, the following product lines, products, and sizes or variations:

3
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a. (1) Honest® Plant-Based Baby Wipes, in all variations or packing types,

including:

1. Blue Ikat, in all sizes, including (a) 72 Count, (b) 288 Count, (c) 576 Count,
and (d) 720 Count (see Exhibit 1-1A to Exhibit 1-1D);

2. Classic, in all sizes, including (a) 72 Count, (b) 288 Count, (c) 576 Count,
and (d) 720 Count (see Exhibit 1-2A to Exhibit 1-2D);

3. Pattern Play, in all sizes, including (a) 10 Count, (b) 36 Count, (c) 72 Count,
(d) 288 Count, (¢) 576 Count, and (f) 720 Count (see Exhibit 1-3A to
Exhibit 1-3F);

4.  Rose Blossom, in all sizes, including (a) 72 Count, (b) 288 Count, (c) 576
Count, and (d) 720 Count (see Exhibit 1-4A to Exhibit 1-4D);

5. Rainbow, in all sizes, including (a) 72 Count, (b) 288 Count, (¢) 576 Count,
and (d) 720 Count (see Exhibit 1-5A to Exhibit 1-5D); and

6. Terrazzo, in all sizes, including (a) 36 Count (see Exhibit 1-6A)

(see Exhibit 1-1 to 1-6 [Product Images for Honest® Plant-Based Baby Wipes]); and
b. (2) Honest® Plant-Based Cleansing Wipes, in all variations or packing types,

including:

7. Hydrate + Cleanse, in all sizes, including (a) 60 Count, (b) 240 Count, (c)
480 Count, and (d) 600 Count (see Exhibit 1-7A to Exhibit 1-7D); and

8. Nourish + Cleanse, in all sizes, including (a) 60 Count, (b) 240 Count, (c)
480 Count, and (d) 600 Count (see Exhibit 1-8A to Exhibit 1-8D)

(see Exhibit 1-7 to 1-8 [Product Images for Honest® Plant-Based Hydrate + Cleanse Wipes]).

5. Primary Dual Objectives. Plaintiffs bring this action, individually and in a
representative capacity on behalf of those similarly situated consumers who purchased the Products
during the relevant Class Period (Class and/or Subclass defined infra), for dual primary objectives:
One, Plaintiffs seek, on Plaintiffs’ individual behalf and on behalf of the Class/Subclass, a monetary
recovery of the price premium Plaintiffs and consumers overpaid for Products that should, but fail

to, comport with the Challenged Representations (which may include, for example, damages,

4

CLASS ACTION COMPLAINT




Clarkson Law Firm, P.C. | 22525 Pacific Coast Highway | Malibu, CA 90265

10
11
12
13
14
15
16
17
18
19
20
21
2
23
24
25
26
27
28

Case 5:22-cv-04602 Document 1 Filed 08/10/22 Page 8 of 61

restitution, disgorgement, and/or any applicable penalties, fines, or punitive/exemplary damages)
solely to the extent that the causes of action pled herein permit such recovery. Two, Plaintiffs seek,
on their individual behalf and on behalf of the Class/Subclass, injunctive relief to stop Defendant’s
unlawful manufacture, marketing, and sale of the Products with the Challenged Representations to
avoid or mitigate the risk of deceiving the public into believing that the Products conform to the
Challenged Representations, by requiring Defendant to change its business practices, which may
include one or more of the following: removal or modification of the Challenged Representations
from the Products’ labels and/or packaging, removal or modification of the Challenged
Representations from the Products’ advertising, modification of the Product’s formulation be it a
change in ingredients or their sourcing and manufacturing processes, and/or discontinuance of the

Product’s manufacture, marketing, and/or sale.

I1. JURISDICTION

6. This Court has original jurisdiction over this action pursuant to the Class Action
Fairness Act of 2005, 28 U.S.C. § 1332(d), because the proposed Class consists of 100 or more
members; the amount in controversy exceeds $5,000,000, exclusive of costs and interest; and
minimal diversity exists. This Court also has supplemental jurisdiction over the state law claims
pursuant to 28 U.S.C. § 1367.

II1. VENUE

7. Venue is proper in this District under 28 U.S.C. § 1391 because a substantial part of
the events and omissions giving rise to Plaintiffs’ claims occurred in this District. Specifically, one
or more of the Plaintiffs purchased one or more Products in this District, and Defendant has
deliberately marketed, advertised, and sold the Products within this District using the Challenged
Representations.

/17
/17
/17
/17
/17
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A.
8.

Iv. PARTIES

Plaintiffs

Plaintiff Catrice Sida. The following is alleged based upon Plaintiff Catrice Sida’s

personal knowledge:

a.

b.

Residence. Plaintiff Sida is a resident of San Jose, California.

Purchase Details. Plaintiff Sida purchased Honest® Plant-Based Baby Wipes
(the “Sida Purchased Product”) at a Target store in or around San Jose,
California, in or around 2020 (see generally Exhibit 1-1-Exhibit 1-6 [Product
Images]).

Reliance on Challenged Representations. In making the purchase, Plaintiff Sida
read the Challenged Representations on the Product’s labels or packaging, leading
Plaintiff to believe that the Product was plant-based—i.e., the Product was
composed of water and only ingredients that come from plants, which are neither
artificial, synthetic, or highly processed.

No Actual Knowledge of Falsity. At the time of purchase, Plaintiff Sida did not
know that the Challenged Representations were false in that Plaintiff did not know
that the Product was not actually plant-based—i.e., Plaintiff did not know that the
Product was not composed entirely of water and plant ingredients, but instead
included ingredients that were not water and either did not come from plants at all
or were artificial, synthetic, and/or highly processed.

No Notice of Contradictions. Plaintiff Sida did not notice any disclaimer,
qualifier, or other explanatory statement or information on the Product’s labels or
packaging that contradicted the prominent Challenged Representations or
otherwise suggested that the Products were not, in fact, plant-based and therefore
did, in fact, contain ingredients that were not water, not plant, and/or were
artificial, synthetic, or highly processed.

Causation/Damages. Plaintiff Sida would not have purchased the Product, or
would not have paid as much for the Product, had Plaintiff known that it was not
plant-based—i.e., that the Product was not composed entirely of water and plant
ingredients, but instead contained ingredients that were not water and either did
not come from plants or were artificial, synthetic, and/or highly processed.

Desire to Repurchase. Plaintiff Sida continues to see the Products available for
purchase and desires to purchase them again if the Challenged Representations
were in fact true.

Lack of Personal Knowledge/Expertise to Determine Truth. Plaintiff Sida
does not personally know what ingredients are actually contained in the Products
or the methods used to make the Products (including sourcing and manufacturing
processes), and Plaintiff does not possess any specialized knowledge or general
familiarity with the Products’ ingredients or the methods typically used to obtain
or make such ingredients (including sourcing and manufacturing processes), such
that Plaintiff does not personally know and cannot determine whether the
Products’ ingredients: (a) come from plants or some other raw materials, (b) are
naturally harvested or artificially created or synthesized, or (c) have undergone
substantial processing that has materially altered the ingredients’ original plant-

6
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based composition; and, therefore, Plaintiff has no way of determining whether
the Challenged Representations on the Products are true.

Inability to Rely. Plaintiff Sida is, and continues to be, unable to rely on the truth
of the Challenged Representations on the Products’ labels.

0. Plaintiff Kris Yerby. The following is alleged based upon Plaintiff Kris Yerby’s

personal knowledge:

a.

b.

Residence. Plaintiff Yerby is a resident of El Cajon, California.

Purchase Details. Plaintiff Yerby purchased Honest® Baby Wipes (Pattern Play)
(576 Count) (the “Yerby Purchased Products”) for approximately $39.00 online
from a Target store in El Cajon, California, in or around the spring of 2021 (see,
Exhibit 1-3E [Product Images])

Reliance on Challenged Representations. In making the purchase, Plaintiff
Yerby read the Challenged Representations on the Product’s labels or packaging,
leading Plaintiff to believe that the Product was plant-based—i.e., the Product was
composed of water and only ingredients that come from plants, which are neither
artificial, synthetic, or highly processed.

No Actual Knowledge of Falsity. At the time of purchase, Plaintiff Yerby did not
know that the Challenged Representations were false in that Plaintiff did not know
that the Product was not actually plant-based—i.e., Plaintiff did not know that the
Product was not composed entirely of water and plant ingredients, but instead
included ingredients that were not water and either did not come from plants at all
or were artificial, synthetic, and/or highly processed.

No Notice of Contradictions. Plaintiff Yerby did not notice any disclaimer,
qualifier, or other explanatory statement or information on the Product’s labels or
packaging that contradicted the prominent Challenged Representations or
otherwise suggested that the Products were not, in fact, plant-based and therefore
did, in fact, contain ingredients that were not water, not plant, and/or were
artificial, synthetic, or highly processed.

Causation/Damages. Plaintiff Yerby would not have purchased the Product, or
would not have paid as much for the Product, had Plaintiff known that it was not
plant-based—i.e., that the Product was not composed entirely of water and plant
ingredients, but instead included ingredients that were not water and either did not
come from plants or were artificial, synthetic, and/or highly processed.

Desire to Repurchase. Plaintiff Yerby continues to see the Products available for
purchase and desires to purchase them again if the Challenged Representations
were in fact true.

Lack of Personal Knowledge/Expertise to Determine Truth. Plaintiff Yerby
does not personally know what ingredients are actually contained in the Products
or the methods used to make the Products (including sourcing and manufacturing
processes), and Plaintiff does not possess any specialized knowledge or general
familiarity with the Products’ ingredients or the methods typically used to obtain
or make such ingredients (including sourcing and manufacturing processes), such
that Plaintiff does not personally know and cannot determine whether the
Products’ ingredients: (a) come from plants or some other raw materials, (b) are
naturally harvested or artificially created or synthesized, or (c) have undergone
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substantial processing that has materially altered the ingredients’ original plant-
based composition; and, therefore, Plaintiff has no way of determining whether
the Challenged Representations on the Products are true.

i. Inability to Rely. Plaintiff Yerby is, and continues to be, unable to rely on the
truth of the Challenged Representations on the Products’ labels.

10. Plaintiffs’ Future Harm. Defendant continues to market and sell the Products with
the Challenged Representations. Plaintiffs would like to purchase the Products in the future if they
lived up to and conformed with the Challenged Representations. However, Plaintiffs are average
consumers who are not sophisticated in the chemistry, manufacturing, and formulation of personal
care products, such as the Products. Indeed, Plaintiffs do not have any personal knowledge regarding
the ingredients or the methods Defendant used to make them (including sourcing and manufacturing
processes). Thus, Plaintiffs cannot accurately differentiate between ingredients that come from
plants, as opposed to other raw materials, ingredients that are harvested from plants as opposed to
artificially created or synthesized, or ingredients that may have come from plants but were subjected
to substantial processing that materially altered their original plant composition. Since Plaintifts
want to purchase the Products again to obtain the benefits of the Challenged Representations—
despite the fact that the Products were once marred by false advertising or warranties—Plaintiffs
would likely and reasonably, but incorrectly, assume the Products are true to and conform with the
Challenged Representations on their labels, packaging, and Defendant’s advertisements, including
Defendant’s websites and social media platforms. Accordingly, Plaintiffs are at risk of reasonably,
but incorrectly, assuming that Defendant has fixed the Products such that Plaintiffs may buy them
again, believing they are no longer falsely advertised and warranted. In this regard, Plaintiffs are
currently and in the future deprived of the ability to rely on the Challenged Representations in
deciding to purchase the Products.

B. Defendant

11. Defendant Honest Company, Inc. (“Defendant”) is headquartered and/or maintains
a principal place of business in the State of California. Defendant was doing business in the State
of California at all relevant times, including the Class Period. Directly and through its agents,
Defendant has substantial contacts with and receives substantial benefits and income from and

through the State of California. In fact, Defendant designed the Products in the State of California.

8
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See, e.g., Exhibit 1-2B [Baby Wipes, Classic, 288 Ct., Back Label]. Defendant is one of the owners,
manufacturers, marketers, and/or distributors of the Products, and is one of the companies that
created, authorized, and controlled the use of the Challenged Representations to market the
Products. Defendant and its agents promoted, marketed, and sold the Products at issue throughout
the United States and, in particular, within this state and judicial district. The unfair, unlawful,
deceptive, and misleading Challenged Representations on the Products were prepared, authorized,
ratified, and/or approved by Defendant and its agents to deceive and mislead consumers in the State
of California and the United States into purchasing the Products.

V. FACTUAL ALLEGATIONS

A. Market and Regulatory Background

12.  Consumer Demand for Plant-Based Products. In recent years, consumers have
poured billions of dollars into the “plant-based” and “natural” personal care market.! Consumers
value plant-based products for numerous reasons, including perceived benetits of avoiding diseases,
attaining health and wellness, helping the environment, assisting local farmers, assisting factory
workers who would otherwise be exposed to synthetic and hazardous substances, and financially
supporting the companies that share these values.? In response to consumers’ desire for plant-based
or natural products, many companies, like Defendant, have scrambled to manufacture, market, and
sell purportedly “plant-based” products in an effort to gain market share. Unfortunately, rather than
creating the plant-based products consumers desire, Defendant has instead chosen to “greenwash”
the Products and market them through deceptive labeling and advertising (to wit, the Challenged
Representations) to convince consumers that the Products are plant-based when, in reality, they
contain numerous ingredients that are not water or plants.

13.  FTC Guidelines. In response to frequent and pervasive greenwashing, the United
States Federal Trade Commission (“FTC”) created the “Green Guides” to help companies avoid

making misleading and deceptive claims.? As relevant here, the FTC stated:

! See generally Plant-Based Personal Care Products, Eternal Spiral Books (Nov. 24, 2018),
https://eternalspiralbooks.com/plant-based-personal-care-products/ (last accessed July 6, 2022).
2 1d.

3 See generally 16 C.F.R. § 260 — Guides for the Use of Environmental Marketing Claims.
9
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Marketers, nevertheless, are responsible for substantiating consumers’
reasonable understanding of “biobased,” and other similar claims, such
as “plant-based,” in the context of their advertisements.

16 C.F.R. § 260 — Guides for the Use of Environmental Marketing Claims, p. 246, available at
https://www.ftc.gov/sites/default/files/attachments/press-releases/ftc-issues-revised-green-
guides/greenguidesstatement.pdf (emphasis added). Here, Defendant disregarded FTC guidelines
on “Plant-Based” claims, opting to manufacture the Products with ingredients that are neither water
nor plant, and at times entirely artificial, synthetic, or substantially processed. Thus, Defendant did
not fulfill its responsibility to “substantiat[e] consumers’ reasonable understanding of . . . ‘plant-
based’” advertising claims as reasonable consumers, such as Plaintiffs, reasonably believe that
“plant-based” Products only contain water or plant ingredients that have not undergone substantial

processing.

B. Defendant’s Brand Strategy and Marketing Campaign

14. Brand Strategy/Marketing Campaign. Defendant deliberately created and executed
a marketing campaign to distinguish the Honest® brand and The Honest Co. from their competitors,
as a brand and company that is transparent, honest, and trusted by consumers, and pursues safer,
environmentally conservative, and socially responsible goals. In furtherance of Defendant’s
marketed identity and mission, Defendant repeatedly characterizes its products as clean, sustainable,
and well-designed, emphasizing the Products purported “100% plant-based” attribute. Not only
does Defendant label the Products’ packaging with the Challenged Representations— ‘PLANT-
BASED WIPES” and/or “plant-based wipes”—but Defendant has also heavily advertised its
Products as being “plant-based” for the past ten years. As described below, Defendant maintains an
Honest® website, and several Honest® social media accounts—all designed to promote the brand
and the company’s identity and goals, as well as market the Products, in line with this corporate and
brand strategy, as “plant-based” to convince consumers that Defendant’s Honest® brand Products,
at issue here, are exclusively made from water and plants that are not artificial, synthetic, or
substantially processed, and therefore are safer and environmentally or socially responsible.
111
117

10
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15. Challenged Representations on Products’ Labels. Defendant falsely and
misleadingly labels the Products with the Challenged Representations: “PLANT-BASED WIPES”

and “plant-based wipes” as depicted below.
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The Challenged Representations on the Products’ packaging are conspicuous and designed to grab

the consumer’s attention.

Product Name. The Challenged Representations are incorporated into the
Product’s name and identification as a “wipe” (‘“Plant-Based Wipes”), such that
consumers will identify the Product according to this descriptive feature and
otherwise uses the Challenged Representations as part of its name. See Exhibit 1
[Product Images].

. Placement. The Challenged Representations are prominently placed on the center

of each Products’ primary display panel of the front label or packaging,
immediately underneath the Products’ brand name (“HONEST”), and wherever
applicable the Product’s distinguishing variation (“Hydrate + Cleanse” or
“Nourish + Cleanse”). See Exhibit 1 [Product Images].

Repetition. The Challenged Representations are repeatedly used on nearly all
sides or panels of the Product’s packaging, including the front, top, side, and back
panels. See Exhibit 1 [Product Images].

Sparsity. The Challenged Representations are not hidden in a sea of information;
rather, the front, side, and top display panels contain scant information about the
Products, largely limited to the brand name (Honest), identity of the product line
(e.g., Nourish and Cleanse), number of wipes (e.g., 60 wipes), and a few claims
about the Products’ attributes (e.g., Gentle + Durable and Made Without: Alcohol,
Parabens, Synthetic Fragrance, and Chlorine Processing). See Exhibit 1 [Product
Images].

Typeface. The Challenged Representations stand out from the scant information
contained on the front panel, prominently displayed with a bold and large
typeface, clear and legible font, and highly visible black letters that starkly
contrast with the Products’ background. See Exhibit 1 [Product Images].

Imagery. Defendant uses imagery to reinforce the Challenged Representations.
The Challenged Representations are repeated on the Products’ top, side, or bottom
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panels of their packaging, immediately underneath or alongside an image of a
plant, such as a leaf, aloe plant, or almond (as depicted below). See Exhibit 1
[Product Images]. Additionally, many of the Products have background imagery
covering their packaging that is readily or easily identified by consumers as
images of plants, like flowers, aloe, and almonds. See Exhibit 1-2 [Baby Wipes,
Classic] (flowers); Exhibit 1-4 [Baby Wipes, Rose Blossom] (flowers); Exhibit
1-7 [Cleansing Wipes, Hydrate] (aloe vera plants); Exhibit 1-8 [Cleansing Wipes,
Nourish] (almonds).

Trademarked Logo. Indeed, Defendant trademarked its company logo depicted

. below—specifically, Defendant’s name, “THE HONEST CO.,” repeated in

between two concentric circles that surround an image of a butterfly whose wings
resemble four leaves. This logo or a version that only includes the encircled leaf-
butterfly (depicted below) appear on every single Product’s packaging, on all or
nearly all sides of its packaging.

In this way, Defendant uses the Products’ name and the carefully designed labels and packaging,
including the Challenged Representations’ placement, repetition, and typeface, alongside the
sparsity of competing information and abundance of reinforcing imagery and trademarked logos, to
perpetuate the false notion that the Products are truly “plant-based.” The net-effect or net-impression
on consumers viewing the Products’ labels or packaging is that the Products contain only water and
ingredients that come from plants, which have not undergone such substantial processing that it
materially alters the ingredients’ original plant composition.

Honest Website. Defendant emphasizes the Products’ purported plant-based attribute

in its advertising of the Products, the Honest® brand, and The Honest Co., as part of its marketing
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campaign and brand strategy to identify Honest® Plant-Based Baby and Cleansing Wipes as “plant-

based.” Not only has Defendant named and labeled or packaged the Products with the Challenged

Representations, but Defendant engaged in a marketing campaign initiated long before and

continuing throughout the Class Period that focuses on selling safe and environmentally or socially

responsible products, in particular natural or plant-based products. Defendant’s marketing campaign

and brand strategy are evidenced by its www.honest.com website. For example:

a.

Home. On the homepage of its official website, Defendant showcases numerous
products with plants and plant-imagery, describing its products as safe for
consumers and the planet, and touting: “We care about people and the planet. We
make clean, sustainable, well-designed products that work.” Exhibit 2-a
[Homepage].

Honest Standard. On the Honest Standard webpage, Defendant describes the
importance of transparency with consumers through marketing that accurately
reflects the product’s attributes. Exhibit 2-b [The Honest Standard] (“We believe
you have a right to know what’s in your products and why, regardless of what
regulations require. We’re committed to providing access to information and
education that allows you to make the best choices for you and your family.”).
Defendant also describes its philosophy of incorporating natural materials, like
plants, to make safer and more environmentally responsible products, frequently
displayed alongside plant-imagery. /d. (“That’s why we err on the side of caution
when it comes to ingredient selection. . . . we do our best to be thoughtful and
diligent in avoiding chemicals of concern, because we think you would do the
same. . . . And for us, this means ever exploring and evolving to improve our use
of renewable resources—from plant-derived ingredients . . . to the amount of
recycled and/or recyclable material in our packaging.”).

Honest Purpose. Likewise, on the Honest Purpose webpage, Defendant tethers
its brand, company, and array of products as the safer and more responsible
consumers’ choice, explaining: “We’ve always believed small choices add up to
a big difference. Call it the Butterfly Effect. By Supporting Honest, you’re
showing support for organizations that share our values and amplify our impact,
making happy, healthy lives possible for more people everywhere.” Exhibit 2-¢
[The Honest Purpose].

Sustainability. Further, on the Sustainability webpage, Defendant touts that the
Honest brand cultivates a “clean conscious culture,” and that Defendant puts
people and the planet first by keeping it “real green.” Exhibit 2-d [Sustainability].

Natural Baby Products. On the Natural Baby Products webpage, Defendant
further emphasizes how important safe baby products are and that consumers
should trust the ingredients used in those products. Exhibit 2-e [Natural Baby
Products] (claiming “Safe baby products that work, powered by ingredients you
trust.””). Defendant highlights that “Natural Babies are Happy Babies” and that
Defendant “strive[s] to bring [consumers] naturally-derived, clean baby supplies
at affordable pricing, with plenty of options to choose from.” /d. Defendant claims
that its “natural baby products are made with simple, clean ingredients that
[consumers] can trust to be safe when coming in contact with [] precious new
bab[ies].” I1d.
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Wipes. On Defendant’s Wipes webpage, which displays all Honest® brand wipe-
products, Defendant once again claims that the Products are formulated with only
natural and plant-based ingredients that are safer and better for the environment,
boasting: “As every seasoned mama knows, water wipes for baby babies are useful
for just about everything, not just dirty bottoms. They can handle almost any spill
or mess. . . . Whatever you use them for, you should be able to trust that the
diaper wipes you use are safe and non-toxic. Honest Co to the rescue! We happen
to specialize in the safe and non-toxic baby wipe. . . . Make the switch to Honest
Baby Wipes where delicate skin is top of mind and nasty chemicals and parabens
are nowhere to be found in our formulas. . . . Whether you prefer baby dry wipes
or water wipes, rose blossom scent, or fragrance-free, you _can rest assured that
we use only natural, plant-based materials, and ingredients. . . . 1t’s our Honest
commitment to you and your little one—safe, non-toxic products you can rely
on.” Exhibit 2-f [ Wipes] (emphasis added).

. Newborn Essentials. On the Newborn Essentials webpage, Defendant proudly

brags that the Products are 100% plant-based. Exhibit 2-g [Newborn Essentials].

. Honest Plant-Based Baby Wipes. At the top of the Honest Plant-Based Baby

Wipes product line webpage, Defendant proclaims: “Clean up all of life’s messes
with our 100% plant-based baby wipes, made with over 99% water and gentle on
sensitive skin.” Exhibit 2-h [Honest Plant-Based Baby Wipes] (emphasis added).
In the details-section, Defendant reiterates that the wipes “contain more than 99%
water and zero harsh chemicals,” explaining that “Honest wet wipes are
thoughtfully designed and contain everything you need and nothing you don’t,”
and noting “you can trust that this product is safe. . .” Id. (emphasis added).

Honest Plant-Based Cleansing Wipes. Likewise, on the Honest Plant-Based
Cleansing Wipes product line webpage, Defendant provides scan details for the
products and instead describes them by emphasizing their natural and plant-based
feature: “Infused with . . . natural fragrance, our new 100% plant based wipes
clean effectively . . .” Exhibit 2-i [Honest Plant-Based Cleansing Wipes].

Blog Posts. Further, Defendant publishes various blog posts highlighting the
importance of the use of plant or natural ingredients in its products, specifically
Products at issue. Exhibit 2-j [New Year, New Babes, New Priorities] (“From
clean-conscious diapers that comfortably keep your lil’ babe dry + secure to baby
wipes made with plant-based ingredients that are gentle on them—we’ve put
together our lineup of safe, thoughtfully designed baby products you’ll want to
have at the top of your 2022 parenting agenda. . . . When it comes to our lil” babes
. ., we want the best—from clean, safe ingredients to reliable products that
work—and, of course, at the right price. . . . Ultra-durable and strong against
messy situations yet super gentle on baby’s sensitive skin, our 100% plant-based
cloth wipes are made from over 99% water and zero harsh ingredients like
parabens. Containing everything you need and nothing you don’t . . .”)
(emphasis added). Defendant recognizes the certain chemicals are hazardous to
health, particularly unborn babies and children. Exhibit 2-k [Fewer Toxins,
Healthier Babies] (“Diverse experts agree that before and after birth, expos
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