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About this guidance

These Zero Greenwashing Guidelines have been developed by the World
Federation of Advertisers (WFA) in accordance with the Paris Agreement
and the European Green Deal, to encourage best practices at all stages
of the marketing value chain.

The guidelines are adapted to Belgium as a member of the CommToZero
platform, an alliance of the biggest players in the marcom sector.

The goal is to promote more sustainable consumer behaviour, by
harnessing the power of marketing as a catalyst for positive change

both internally and with the consumer. Secondly, we want to create a
trusted marketing environment, where sustainability claims can be
easily substantiated so that consumers can trust the marketing messages
that reach them. And finally, we want to reduce the carbon emissions of
our industry.

The Zero Greenwashing guidelines are built around 6 principles

based on international standards for green claims. With these
guidelines, the coalition wants to train, inform, adapt and modernise the
marcom sector in order to prevent misleading environmental claims in
communication.
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What is the CommToZero initiative all about?

In the current climate crisis, we must all take responsibility, individually
and as a sector. Today, we see that communication plays a fundamental
role in ecological transition. CommToZero is an initiative that arose from
the idea that when we act together, the value chain of the communica-
tion sector is better equipped to face the climate crisis.

Based on this initiative, Belgian agencies, advertisers and media are
striving for a more sustainable communication.

How?

By developing the talent of organisations to set up climate actions, by
providing tools and advice to stakeholders.

By cultivating the power of communication to encourage consumers to
think about the environment as much as possible.

By supporting a trusted communication environment where environ-
mental claims can be easily substantiated so that consumers can make
informed decisions.

By creating a platform of and for the Belgian communication sector,
based on the two responsibilities it has as a sector to ensure the needs
of future generations are not compromised: zero carbon and zero green-
washing.

On the CommToZero platform, there is a calculator that all sector
members can use at their discretion to calculate the carbon footprint of
a communication campaign for the production and media sections.

The aim is to raise awareness and take action to reduce the carbon
emissions of marketing campaigns.

We also want to increase consumer confidence in commercial commu-
nication and fight greenwashing in environmental claims. Therefore, we
prepared this guide to inform and educate the industry on the use and
wording of environmental claims

comm
Zero
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Purpose of the guidance

The increased urgency for businesses to play their part in tackling
climate change and other environmental harm is reflected in national
and international legislation, and agreements on climate change, such

as the increased urgency for businesses to play their part in tackling
climate change and other environmental harm is reflected in national and
international legislation, and agreements on climate change, such

as the European Green deal signed by Belgium. Belgium also committed

,,,,,,, to take initiatives to reduce CO2
@ BT e okmaey  Recommeodsions  Regan Connaon Q-

emissions and become carbon neutral
National by 2050. Belgium also decided to
Energy and \ move towards renewable energy,
g(l)lznllflztg;:}an 2 / more energy-efficient buildings, etc.

Read more about the National Energy-

Climate Plan.

Experts across the world have emphasised that for net zero and other
climate-related targets to be met, the behaviour of both businesses

and consumers must change. Given the role that marketing
communications can play in influencing consumer behaviour, this
policy-making context is important to marketers making claims about the
environmental credentials of their businesses and products. If marketers
cannot back up the claims they make, they face real risk of enforcement
action by regulators and reputational damage to their brands and
businesses. Conversely, if marketers make accurate environmental
claims, supported by robust evidence, this contributes to
credibility and consumer trust, and, ultimately, to helping consumers
make choices that are less damaging to the environment.

With this context in mind, this guidance is built around six principles
designed to help marketers, agencies and others involved in the
production of marketing (referred to as "marketers” in this guidance)
avoid the common pitfalls that can lead to misleading environmental
claims (also known as “misleading green claims” or “greenwashing”).

Key legislation, self-regulatory codes and other relevant industry codes
(for example, Chapter D of the International Chamber of Commerce’s
Advertising and Marketing Communications Code, which deals with
environmental claims) have been reviewed and taken into consideration in
producing this guidance. Although the guidance is not legallybinding, if the
six principles are followed, it is likely that environmental claims will not be
misleading.

The six principles are illustrated with examples on how the relevant
regulatory authorities around the world examine different types of
environmental claims in the light of rules to prevent misleading
advertising. Marketers must always ensure that they comply with
all laws and rules set by regulators. Marketers should also consult an

expert to ensure compliance with laws and
EE] aH-

other rules, if necessary.

In Belgium, the JEP provides advice to help
Tﬁﬁ;VUUR ETHISCHE PRAKTUKEN comply with Belgian regulations. The form
INZAKE RECLAME for requesting advice is available on the

JEP website. More information on JEP later
in this brochure
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Environmental claims and greenwashing

What are environmental claims?

“Environmental claims” are any claims about the environmental attributes or impact of a
product or business, including claims that a product or business has no negative impact, a
positive impact, or a comparatively better impact on the environment. They can be based
on the composition of products, the way they have been manufactured or produced, the
way they can be disposed of and the reduction in energy or pollution which can be
expected from using them.

Environmental claims can be made in many ways, both express and implied, and include all
types of claims, information, symbols, images, logos, graphics, colours, and company,
product or brand names.

What are misleading environmental claims, and why are they a problem?

Misleading environmental claims are claims related to a business’s or product’s environmental
attributes or impact on the environment that are not properly substantiated or that contain
false information, omit important information, are exaggerated or are presented in an
unclear, ambiguous or inaccurate manner.

Given the global significance of climate change and environmental issues, consumers’
decisions to buy products are increasingly influenced by a desire to reduce environmental
harm or to have a positive impact on the environment. Environmental claims have become
more prevalent with this increased importance, and it is therefore vital that the audience of
marketing communications is given information on which they can rely, to make informed
decisions. It is also difficult for the audience to self-assess the accuracy of environmental
claims, and it therefore relies on the information provided to by marketers. It is therefore
essential that marketers hold robust evidence to support their claims before they make
them, and this is explained in more detail in Principle 2 (see Section 2).

Some common examples of environmental

claims are:

Sustainable or
Good for the
planet

Zero emissions
or Lower
emissions

Carbon neutral,
Climate neutral
or Net zero

Environmentally
friendly

s,

Use of images in
certain contexts

(for example trees,
rainforests, water, or
animals))

L

Use of the
colour green or
blue in certain
contexts

Recyclable or a
Mobius Strip symbol

(used to demonstrate that
a product is recyclable)

7

Green or
Greener

Plastic free
or other
“free of"” claims

Global guidance on environmental claims | 6



The 6 principles to avoid greenwashing in

1. Honesty

Claims must not be likely to mislead, and the
basis for them must be clear.

2. Evidence

Marketers must hold robust evidence for all claims
likely to be regarded as objective and capable of
substantiation.

3. Information

Marketing communications should must not omit
material information. In some cases, it is possible
to use alternative means to make the information
readily accessible.

commercial claims

4. Full lifecycle

Marketers must base general environmental
claims on the full lifecycle of their product or
business.

5. Comparisons

Products compared in marketing communications
must meet the same needs or be intended for the
same purpose.

6. Compliance

Marketers must include all information relating to
the environmental impact of advertised products
that is required by law or self-regulation codes
applied by the JEP.

This checklist is based on Chapter D of the ICC Code (https://www.jep.be/sites/default/files/rule_reccommendation/2018_icc_publicite_et_marketing_code_de_communications.pdf) and
on the « ICC Framework for responsible environmental marketing communications ».
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Global environmental principles Broad versus narrow claims: Broad, general or absolute claims have
Principle 1: Honesty greater potential to mislead. Claims like “environmentally friendly”,
“sustainable” or “green” suggest that a product or business has an
overall positive environmental impact, or no negative impact. Unless
marketers hold robust evidence, they should avoid such claims.

Claims must not be likely to mislead,

and the basis for them must be clear. Interpretation: Marketers should consider the audience’s likely
interpretation. Where a claim could be interpreted as absolute, or in

different ways, additional information is required. For example, a “carbon
neutral” claim based on offsetting is likely to need information that this is
the case.

Although understanding of environmental claims is increasing as they
become more common, marketers should not assume knowledge greater

Marketing communications must not include misleading claims, than is reasonable or likely, particularly if marketing communications are

imply anything inaccurate, or exaggerate, and marketers must hold untargeted.

substantiation for claims as they are likely to be understood by the

audience. Marketers should take account of the following. No impact claims: Marketing communications must not mislead by
highlighting the absence of an environmentally damaging ingredient if

Presentation: the overall presentation of marketing communications, it is not usually found in the product category or if the product contains

including words, symbols, and imagery, as well as missing information, another ingredient posing similar harm, or by suggesting that an

can all contribute to the audience being misled. environmental benefit resulting from a legal obligation is a distinctive

feature of a product.
Signs & symbols: Marketers should not use environmental signs and
symbols in a way that falsely suggests official approval or third-party
certification.

Substantiation: Environmental claims are likely to mislead if the

basis of claims is unclear. Further information may be necessary for the
audience to understand the basis of claims, and unqualified claims could
mislead if they omit this. See Principle 3.
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Safe Catch Tuna - USA, Internet (Amazon)

Does this Amazon ad for '100% Sustainably Caught
Tuna” from the US break the rules on green claims?

It claims...

e Lowest mercury canned tuna in the market -
The only brand to test every tuna for mercury.
Average mercury 25x lower than the FDA action
limit. 8x lower than the Albacore tuna (FDA)

e American pregnancy association official tuna -
Healthy food for athletes, kids and pregnant woman.
No precook processing. No added oil, water, broth or

fillers

e 100% Sustainably caught - Wild-caught tuna, dolphin safe, fully
traceable from catch to can.Monterey Bay Aquarium Seafood Watch
partner!

e Lean source of protein - Non-GMO, Whole 30, Paleo Certified, Kosher
and Gluten-Free. Hand cut, hand packed and slowly cooked in the tuna’s
natural juices to retain maximum Omega 3s and nutrients.

e Full refund guarantee - In the unlikely event you're not 100% happy
with your purchase, we’ll send you a free replacement or give your money

back, no questions asked.

To find out if this decision was upheld, click here.

MSC Cruises - Belgium (OOH)

A Belgian ad for MSC Cruises attracted a complaint from a consumer
who took issue with the company’s claim to be 100% carbonneutral.
She argued that it was unacceptable greenwashing but did the regulator
agree?

To find out if this decision was upheld, click here.

LA MER, ENCORE PLUS

IRRESISTIBLE

CROISIERES D’ETE

-50%

POUR LA
2t PERSONNE

1007
NEUTRE EN CARBONE *

MS \ DECOUVRIR LE
. PR N 5 MONDE EN GRAND
*Compensation des émissions carbone de la flotte SN 0 CNOISIERE

**0ffre soumise a conditions
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Global environmental principles

Principle 2 : Evidence

Marketers must hold robust evidence
for all claims likely to be regarded as

objective and capable of substantiation.

Most environmental claims are likely to be regarded as objective and
capable of objective substantiation. Marketers must therefore ensure that
they hold robust substantiation for all such claims, direct or implied, and
should bear in mind the following:

Substantiation: Substantiation must specifically relate to the type of
claim made. Absolute or general claims, especially when made without
clarification, will require a different type of evidence. For example, in
addition to their meaning being clear to the audience (see Principle 1),
claims like “environmentally friendly” or “green” will need a different type
of evidence than that needed for claims like “better for the environment”
or “greener”.

Evidence: Marketers must hold evidence before making claims and
should retain it for a reasonable time after making claims, so they can
provide it on request from regulators or others.

Evidence should be up-to-date (or not superseded by later evidence), and
follow current standards of accepted scientific methodology. Claims should
be reassessed and updated following any developments in evidence or
technology, or new products being made available or taken off the
market, which affect their accuracy.

Marketing communication containing specific environmental
commitments, even if aspirational and likely not to be met until many
years in the future (such as “net zero”, “carbon negative”, “climate
positive” claims) require the advertiser to demonstrate that it reasonably
has the capacity and methodological approach to achieve such

commitments in the specified timeframe.

Claims based on conflicting evidence are more likely to mislead. Where a
division of informed or scientific opinion exists, this should be made clear
to the audience, and in cases where evidence is inconclusive, or there is

significant disagreement on environmental impacts, the substantiation is
more likely to be considered insufficient without further clarification.

Independence feeds robustness: Independently assessed evidence is
likely to be more robust.
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EasyJet - France (Press Ad)

easyJet

NOUS NE DON;IONS PAS DE LEGON,
NOUS COMPENSONS NOS EMISSIONS

Easylet’s claim in a French press ad that it doesn’t “teach lessons,
we offset our emissions” and “From 2019 we are offsetting our
carbon emissions from the fuel used on all our flights by supporting
environmental projects” attracted a complaint.

To find out if this decision was upheld, click here.

Chipotle - USA (Broadcast, online)

[+ § @ repe feerer capotie comy vakues

8 sovw oroer catemive  mewaros ourvawes  NutRmon  (CTEERERD

Semete . MGLOVES

=
O T WBAGS M4
o In 2018, we began a pilot program
recycling our used plastic gloves

e " 5

of our waste from landfills into waste bags that we use in
during 2020. 43% of our very own restaurants,
DUR SUSTAINABILITY REPORT

Fast food brand Chipotle makes claims about the environmental impact
of its ingredients, how much food waste is diverted from landfill and how
staff waste such as gloves are managed. Are such claims justified? The
US’s NAD had to adjudicate.

To find out if this decision was upheld, click here.
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Global environmental principles

Principle 3 : Information

Marketing communications must not
ﬂ omit material information. Where time

or space is limited, marketers must use
alternativemeans to make qualifying
information readily accessible to the
audience and indicate where it can be
accessed.

Marketing communications can mislead because of what is not said, or
not said clearly. Marketers should take into account the following:

Clarification: Where specific factors contribute to understanding of
claims, or claims are only accurate in certain circumstances, information
about these should be included in the ad. The following are examples of
the types of claims which can mislead:

e claims that do not make clear if an advertised environmental
benefit only results from specific action or behavioural change;

e claims that refer to compliance with a standard, which do not give
the audience enough information to understand the standard;

e claims that a product can be recycled, which do not make clear any
limitations to this; or

e environmental signs or symbols that do not clearly indicate their
source and meaning.

Qualifications: Claims which are contradicted by qualifications can easily
mislead, and qualifications should therefore clarify, not contradict.

Qualifications must be prominent and close enough to claims to be

easily seen. If marketing communications are significantly limited by
time or space (for example, online banner ads), marketers should make
qualifying information easily available by other means (for example, via
a single click on a link). Claims should make clear how the audience can
access the information, and it should not contradict the claim. If time or
space limitations mean that claims are misleading without the qualifying
information, marketers should either consider using a different claim or a
different medium that is not time or space-limited.

Product-related claims: If a claim relates only to a specific part of a
product or business, the marketing communication should clarify this.
For example, if a “recyclable” claim relates only to the packaging of a

product.
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First Gas Group CalciTrio Naturel food supplement
- New Zealand (Television and YouTube) - Hungary (TV & Print)

N 3 : CalciTrio’ »
ensuring our gas is B Nt @

going zero carbon” IOO%TERMESZETES KALCIUM
az egészséges csontokért

granatalma

- ~kivonat
100%

természetes
kalcium

Firstgas Group
u

szélémag
kivonat
&=

2

.\ J -

An Audiovisual ad in New Zealand featured a controversial voiceover for .
Even the brand name of CalciTrio Naturell food supplement came under

scrutiny when Hungary’s regulator looked at its TV and print messages
claiming that the product ismade from '100% plant-based calcium’.

Firstgas Group. The claim that the company is ‘ensuring our gas is going
zero carbon’ attracted complaints arguing that this was not yet possible.
Were they right?

" . . .. . To find out if this decision was upheld, click here.
To find out if this decision was upheld, click here.
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Global environmental principles

Principle 4 : Full lifecycle

Marketers must base general
environmental claims on the full
lifecycle of their product or business,
unless the marketing communication
states otherwise, and must make clear
the limits of the lifecycle.

General claims must always relate to the full lifecycle of the product or
business, including, for example: component parts; production; use;
disposal; and waste or by-products. Marketers should take into account
the following:

Qualification level: Claims should not be unqualified unless marketers
hold evidence that the claim applies to the entire lifecycle of the product.
For example, absolute claims like “environmentally friendly” must only be
made if the advertiser can demonstrate that the product’s entire lifecycle
has no detrimental effect on the environment.

Specificity: If marketers cannot justify general claims, they must
clarify that claims relate only to part of a product’s lifecycle. However,
marketers must not mislead the audience by unduly emphasising the
positive impact of insignificant aspects, particularly where the overall
impact of the product’s lifecycle is negative.

The following examples illustrate this:

e A “zero emissions” claim about an electric vehicle may be
acceptable if the marketing communication clarifies that this relates
to emissions when driving only.

e Where farming methods used to produce a product provide an
environmental benefit over other farming methods, the marketing
communication must clarify that this relates to the farming method
only, as opposed to the whole product.

e If an advertiser has reduced plastic packaging for part of a product,
the ad must not imply an overall reduction in plastic for the
product.

Business-related claims: Marketers must not mislead the audience
about the environmental impact of their business. Claims must either
relate to the whole business or clarify that they relate only to specific
parts. Claims that focus on minor benefits of a business when the rest of
the business is harmful are more likely to mislead.
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Lavazza - France (Billboard poster)

LAVATLR
iVOIX DE LA TERRE!

s \ LA MEILLEURE NATURE DU CAFE.

re rey

/ AAATI tavRun

DECOUVREZ LES Pi E LA FONDATION LAVAZZA SUR LAVAZZAFR qQ ‘ qQ e Y
ARTE O 55 o caps S o 8157803858 s e o - 700 Bk Blbwret 2 @) =8 -

A visual in an ad for coffee brand Lavazza attracted a complaint to the

Jury for Advertising Ethics as it appeared to suggest that drinking the
brand would aid planet protection.

To find out if this decision was upheld, click here.

Quilted Northern Ultra Soft & Strong Bathroom
Tissue - USA (Product packaging, online)

Bathroom tissue brand Quilted

Northern makes claims on its QUILTED NORTHERN ULTRA SOFT & STRONG®
) , PREMUM DESIGN WITH THE ENVIRONMENT IN MIND
website and on packaging about

its practice of planting trees to

replace those used to make its

products. Were these claims
credible?

The Comfy Bath Tissue that Gives Back to the Environment

To find out if this decision
was upheld, click here.

Inga - France (Facebook post and video)

ings. Inga - zéro déchet Inga’s social media ads for
== Sponsorisé - Financé par EJRSC - inga its reusable paper towel
Lessule-tout réutilisable efficace et bon pour fa planéte @ products included a claim

3 x plus efficace qu'un torchon classique ()

that it is a “zero waste”
solution and “really good
for the planet”. Did the
regulator believe it?

To find out if this
decision was upheld,
click here.
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Global environmental principles

Principle 5 : Comparisons

0o Products compared in marketing
A communications must meet the same

needs or be intended for the same
purpose. The basis for comparisons
must be clear, and allow the audience
to make an informed decision about
the products compared.

Marketers often use comparisons, which include comparing their own
products against their competitors’ products or comparing ew versions
of their own products with previous versions. Comparative claims should
compare like with like, and the basis of the comparison should always be
clear to the audience. Marketers should take the following into account
when making comparisons:

Nature of comparison: Claims should make clear to the audience

what is being compared and how the comparison has been made. For
example, a claim of “"50% less plastic” should include information about
which parts of a product this applies to, and whether the comparison is
against the advertiser’s previous product, a competitor’s product or other
similar products on the market.

Claims should compare important and representative features or aspects
of the relevant product. Comparisons against insignificant aspects of
products have the potential to mislead, particularly if other aspects have
a significant environmental impact.

Claims should not omit or hide material information relevant to the
comparison and environmental benefits being compared should not be
exaggerated.

Substantiation: Claims should be capable of being substantiated by
evidence. In some jurisdictions (for example, the UK and the European
Union), claims about identifiable competitors or their products must
be capable of being verified by consumers, and marketers should set
out the relevant verification information in the ad, or signpost how the
information used to make that comparison can be checked.

Methodology: Claims should be based on the same methodology and
comparing the same aspects.

Superlative claims will require a more comprehensive evidence base than
comparative claims (for example, “the greenest airline” or “the lowest
CO2 emissions of all major airlines” versus “lower emissions than X
airline”).
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Beech-Nut Nutrition - USA (television, internet) Rock Gas Wellington
- New Zealand (Sponsored Facebook post)

ggass it nature’s

safest container

all 02-UK & a18%0 )
facebook Qo

Your feed Favourites Recent o

a What's on your mind?

© Reel Room @ Group

Stories Reels Rooms

=3
1

Beech-Nut Nutrition promoted its products via TV and online ads

in the US, claiming that “Glass is nature’s safest container” and

that “Glass is the ultimate in sustainability”. Rock Gas Wellington’s Facebook post states that “"LPG is a
fantastic fuel for heating and cooking and offers lower carbon

Find out if they were right to do so here. emissions than other energy options.” The ASA had to assess
whether this was true, what did they decide?

To find out if this decision was upheld, click here.
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Global environmental principles

Principle 6 : Compliance

Marketers must include all information

relating to the environmental impact of
advertised products that is required by
law, regulators or Codes to which they

are signatories.

The JEP deals with consumer complaints about the content of commercial
communications. In case of complaints, you will be contacted by the JEP
to make your point of view known.

However, the JEP also has a preventive function. If you have any

doubts about the ethical and/or legal aspects of your commercial
communication, you can call on the JEP before the publication of your
communication. This procedure is confidential and will not be published
on the JEP website. In this case, you can use this form to request advice.
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Take the test and assess whether your claim is “"greenwashing”

The following exercise will give you an indication of whether your claim is justified.
Answer the following questions with “yes” or “no” before making a claim.

Do I tell the whole story (i.e. my claim is not just about O vyes Does the claim compare comparable items? O vyes
one part of my product or activity)? O no O no
Does my claim present the environmental benefits O vyes Does the evidence reflect ‘real world’ conditions? O vyes
(or limited harms) of the product/activity as they actually O no O no
are (without exaggeration)?

Is my claim true and accurate in all cases and are the O yes
Does the claim relate to the whole product (not just a part O vyes exceptions (if any) perfectly clear? O no
of it) and reflect the whole life cycle of the product? O no

Can the terms I use be generally understood by all
Has the evidence been independently reviewed and is it up O vyes consumers and does my product/ service / brand / O vyes
to date? O no activity deserve these terms? O no

If you answered “no” to at least one question, you may want to re-evaluate your claim to avoid greenwashing.
For more information, see the CMA’s guide to environmental claims for goods and services.
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JEP

Created in 1974 by the Communication Center vzw, the “Jury d’Ethique
Publicitaire » / “Jury voor Ethische Praktijken inzake reclame”, better
known as JEP, is the self-disciplinary body of the Belgian advertising sector
whose mission is to ensure the correctness and fairness of advertising
messages towards the public.

The Communication Center is the professional organization that brings
together all the communication professions, i.e. advertisers, the media,
communication agencies and the digital sector.

It aims to achieve excellence in the operation of the JEP and continues its
investment in the strengthening and evolution of self-regulation. It there-
fore defends honest, truthful, and socially responsible advertising.

The JEP is composed in a parity and representative way, i.e. half of its
members are from civil society and the other half from the communication
sector. This guarantees the independence of its decisions. Acting on the
basis of complaints, the JEP is competent for the examination of adver-
tising content broadcast in the audiovisual and digital media, print media,
posters, folders and points of sale.

It bases its decisions on legislation and self-regulatory codes.

The JEP also has a preventive mission. Advertisers, agencies and even the
media can ask the JEP for advice before broadcasting their campaigns.

[E QENLv

Welkom bij de

JURY VOOR ETHISCHE PRAKTIJKEN
INZAKE RECLAME

Wij zijn het onafhankelijk zelfregulerend orgaan van de Belgische
reclamesector. Onze missie: een eerlijke, oprechte en maatschappelijk
verantwoorde reclame verzekeren. Bekijk hieronder ons
presentatiefilmpje!

© Meeroverons

Aknowledgments and sources

Credits: The Global Guidance on Environmental Claims is an
initiative of the WFA and was adapted for the Belgian market by
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Niveau EU: Unfair Commercial Practices Directive

CMA guidance on environmental claims on goods and services
ICC - International Chamber of Commerce

Régles existantes spécifiques a certains secteurs:

- Article 4.2.1 du Code DETIC

- Point 2 du Code Febiac

JEP - www.jep.be
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