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Article E1. Honest and truthful presentation  

Clauses Marketing communication should be so framed as not to abuse consumers’ concern for the 
environment, or exploit their possible lack of environmental knowledge.  

Marketing communication should not contain any statement or visual treatment likely to 
mislead consumers in any way about the environmental aspects or advantages of products, 
or about actions being taken by the marketer in favour of the environment. Overstatement 
of environmental attributes, such as highlighting a marginal improvement as a major gain, or 
use of statistics in a misleading way (“we have doubled the recycled content of our product” 
when there was only a small percentage to begin with) are examples. Marketing 
communications that refer to specific products or activities should not imply, without 
appropriate substantiation, that they extend to the whole performance of a company, group 
or industry.  

An environmental claim should be relevant to the particular product being promoted and 
relate only to aspects that already exist or are likely to be realised during the product’s life, 
including customary and usual disposal or reasonably foreseeable improper disposal. It 
should be clear to what the claim relates, e.g. the product, a specific ingredient of the 
product, or its packaging or a specific ingredient of the packaging. A pre-existing but 
previously undisclosed aspect should not be presented as new. Environmental claims 
should be up to date and should, where appropriate, be reassessed with regard to relevant 
developments.  

Vague or non-specific claims of environmental benefit, which may convey a range of 
meanings to consumers, should be made only if they are valid, without qualification, in all 
reasonably foreseeable circumstances. If this is not the case, general environmental claims 
should either be qualified or avoided. In particular, claims such as “environmentally friendly,” 
“ecologically safe,” “green,” “sustainable,” “carbon friendly” or any other claim implying that a 
product or an activity has no impact – or only a positive impact – on the environment, 
should not be used without qualification unless a very high standard of proof is available. As 
long as there are no definitive, generally accepted methods for measuring sustainability or 
confirming its accomplishment, no claim to have achieved it should be made.  

Qualifications should be clear, prominent and readily understandable; the qualification 
should appear in close proximity to the claim being qualified, to ensure that they are read 
together. There may be circumstances where it is appropriate to use a qualifier that refers a 
consumer to a website where accurate additional information may be obtained. This 
technique is particularly suitable for communicating about after-use disposal. For example, 
it is not possible to provide a complete list of areas where a product may be accepted for 
recycling on a product package. A claim such as “Recyclable in many communities, visit [URL] 
to check on facilities near you,” provides a means of advising consumers where to locate 
information on communities where a particular material or product is accepted for 
recycling.  


