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GREEN CLAIMS:

A PRACTICAL GUIDE HOWTO
AVOID GREENWASHING

Environmental claims in marketing and product communication are under increasing regulatory and

consumer scrutiny in both the EU and Switzerland. The EU Consumer Empowering Directive and

the Green Claims Directive introduce stringent requirements for companies making environmental

claims, ensuring transparency and preventing greenwashing. In Switzerland, the new Article 3 lit. x of

the Unfair Competition Act (UCA) explicitly prohibits unsubstantiated climate-related statements.
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This article provides an overview of these regulations
and offers key recommendations for businesses to
remain compliant and competitive.

The growing importance of green claims

With the increasing focus on sustainability, busi-
nesses are eager to communicate their environmen-
tal efforts. However, misleading claims - often called
greenwashing - have led to stricter regulations aimed
at protecting consumers and ensuring fair compe-
tition. The latest EU and Swiss regulations provide
clear guidance on how companies can substantiate
their green claims and avoid penalties.

EU Consumer Empowering Directive:
transparency for the green transition

The EU Consumer Empowering Directive (ECGT
Directive 2024/825) is designed to protect consum-
ers from misleading environmental claims and en-
courage informed purchasing decisions.

Key elements include:

e Strengthening consumer rights by ensuring
access to reliable environmental information.

e Prohibiting vague or unverified green claims.

e Introducing a harmonized label displaying a
product’s commercial durability guarantee.

e Banning misleading sustainability labels unless
based on certification schemes or public au-
thority approvals.

*  Preventing companies from advertising legally
required environmental benefits as unique
selling points.

This directive amends the Unfair Commercial Prac-
tices Directive (UCPD) to expand the list of mislead-
ing business practices, focusing on environmental
and durability claims.

EU Green Claims Directive: setting the
standard for environmental communication

The Green Claims Directive builds upon the Con-
sumer Empowering Directive by providing more

specific rules for making environmental claims. The
directive ensures that consumers receive verifiable,
comparable, and reliable environmental information
on products.

Key requirements include:

1.  Scientific proof: companies must back up claims
with scientific evidence, including lifecycle
assessments and adherence to recognized en-
vironmental standards.

2. Transparency: green claims must be clear, de-
tailed, and accessible, with supporting evidence
provided via QR codes, labels, or product de-
scriptions.

3. Regulated environmental labels: labels must
comply with an approved EU list to avoid mis-
leading consumers.

4. Third-party verification: all claims and labels
must be reviewed by independent, accredited
verifiers.

The directive also prohibits claims based solely on
carbon offsetting, ensuring that companies cannot
market carbon neutrality unless it is achieved with-
in their own operations and supply chains.

Switzerland: new provisions against
greenwashing

Switzerland has aligned itself with the EU’s stricter
stance against greenwashing through Article 3 lit.
x of the Unfair Competition Act (UCA). This provi-
sion explicitly prohibits misleading climate-related
claims that cannot be backed by objective and veri-
fiable information.

Key aspects:

*  Appliesto qualitative statements (e.g., “sustain-
able”, “carbon neutral”), quantitative claims
(e.g., CO2 emissions data), and procedural claims
(e.g., sustainability measures taken).

*  Requires corporate sustainability reports and
marketing materials to provide credible sub-
stantiation.

»  Extends to financial products, service descrip-
tions, and corporate communications.

These stricter guidelines aim to ensure that sustain-
ability claims made in Switzerland are just as robust
as those in the EU.

Key recommendations for businesses

To remain compliant and competitive, businesses
should adopt a strategic approach to green claims
by following these best practices:

1. Enhance existing governance
* Include the greenwashing risk in existing poli-
cies and processes

Define roles and responsibilities around green-
washing risks

2. Strengthen scientific substantiation

¢ Uselifecycle assessments (LCA) or third-party
certifications to validate environmental claims.

¢ Keep detailed documentation to support every
claim made.

3. Enhance training

¢ Educate marketing, legal, and product teams
on the new regulatory requirements.

¢ Establish internal guidelines for green marketing.

4. Prepare for third-party verification

e Partner with accredited certifiers to ensure
compliance.

¢ Implement a system for periodic reviews and
updates of environmental claims.

5. Conduct risk-based internal review

e Identify high-risk areas and review related
marketing materials, product descriptions, and
corporate sustainability reports for potentially
misleading claims.

*  Remove or revise unsupported green claims.

6. Monitor regulatory developments

Stay updated on EU and Swiss regulatory changes.
Identify diverging requirements (e.g. EU and
US) and align green claims accordingly.

Conclusion

Green claims are a valuable marketing tool, but
companies must ensure they meet the strict new
regulatory standards in the EU and Switzerland.
By prioritizing transparency, scientific backing, and
compliance with third-party verification, business-
es can not only avoid penalties but also build trust
with consumers.

As sustainability continues to shape consumer
choices, companies that align with these evolving
regulations will gain a competitive advantage in the
market.
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