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Two Sides Q&A: 
 
Environmental Marketing Best Practices for Print and Paper 
 
What are the most widely accepted general principles for environmental marketing of any 
product or service?  
 

 Marketers must ensure that all reasonable interpretations of their claims are truthful, not 
misleading, and supported by a reasonable basis before they make the claims. See FTC 
Policy Statement Regarding Advertising Substantiation, 104 FTC 839 (1984). In the context 
of environmental marketing claims, a reasonable basis requires competent and reliable 
scientific evidence. Such evidence consists of tests, analyses, research, or studies that have 
been conducted and evaluated in an objective manner by qualified persons and are 
generally accepted in the profession to yield accurate and reliable results. Such evidence 
should be sufficient in quality and quantity based on standards generally accepted in the 
relevant scientific fields, when considered in light of the entire body of relevant and reliable 
scientific evidence, to substantiate that each of the marketing claims is true. 

 
Guides for the Use of Environmental Marketing Claims, U.S. Federal Trade Commission 

 

 A self-declared environmental claim shall be:  accurate and not misleading; substantiated 

and verified;  relevant to that particular product, and used only in an appropriate context or 

setting;  presented in a manner that clearly indicates whether the claim applies to the 

complete product, or only to a component part or packaging, or to an element of a service. 

Environmental labels and declarations -- Self-declared environmental claims (ISO 
14021:1999), International Organization for Standardization 

 
Are there environmental marketing best practices that apply specifically to the use of broad 
terms such as “green and “environmentally friendly?”  
 

 Marketers should not make broad, unqualified general environmental benefit claims like 
‘green’ or ‘eco-friendly.’ Broad claims are difficult to substantiate, if not impossible. 

Summary of the Green Guides 

http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.ftc.gov/os/2012/10/greenguides.pdf
http://www.ftc.gov/os/2012/10/greenguides.pdf
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
http://www.twosides.info:8080/content/rsPDF_268.pdf
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 It is deceptive to misrepresent, directly or by implication, that a product, package, or service 
offers a general environmental benefit.   Unqualified general environmental benefit claims 
are difficult to interpret and likely convey a wide range of meanings. In many cases, such 
claims likely convey that the product, package, or service has specific and far-reaching 
environmental benefits and may convey that the item or service has no negative 
environmental impact. Because it is highly unlikely that marketers can substantiate all 
reasonable interpretations of these claims, marketers should not make unqualified general 
environmental benefit claims. 

 
 Guides for the Use of Environmental Marketing Claims, U.S. Federal Trade Commission 

 

 A self-declared environmental claim shall be specific as to the environmental aspect or 
environmental improvement which is claimed.    An environmental claim that is vague or 
non-specific or which broadly implies that a product is environmentally beneficial or 
environmentally benign shall not be used.  It is therefore not possible to use terms like 
environmentally safe, environmentally friendly, non-polluting, green, nature friendly or 
ozone friendly. 

 
Environmental labels and declarations -- Self-declared environmental claims (ISO 
14021:1999), International Organization for Standardization 

 
Are there established best practices related to the overstatement of environmental benefits?  
 

 An environmental marketing claim should not be presented in a manner that overstates the 
environmental attribute or benefit, expressly or by implication. Marketers should avoid 
implications of significant environmental benefits if the benefit is in fact negligible. 

 
Guides for the Use of Environmental Marketing Claims, U.S. Federal Trade Commission 

 

 Self-declared environmental claims, including any explanatory statement, shall not, either 
directly or by implication, suggest an environmental improvement which does not exist, nor 
shall it exaggerate the environmental aspect of the product to which the claim relates. 

 
Environmental labels and declarations -- Self-declared environmental claims (ISO 
14021:1999), International Organization for Standardization  

 
 

http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14021%3a1999
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What are the rules related to recycled content and recyclable products? 
 

 Marketers should qualify recyclable claims when recycling facilities are not available to 
at least 60 percent of the consumers or communities where a product is sold.  

 If recycling facilities for a product are not available to at least 60 percent of consumers 
or communities, a marketer can state, “This product may not be recyclable in your 
area.” If recycling facilities for a product are available to only a few consumers, a 
marketer should use stronger qualifying language: “This product is recyclable only in 
the few communities that have appropriate recycl ing programs.” 

 The lower the level of access to appropriate facilities, the more a marketer should 
emphasize the limited availability of recycling for the product. 

 Marketers should make recycled content claims only for materials that have been 
recovered or diverted from the waste stream during the manufacturing process or after 
consumer use.  

 Marketers should qualify claims for products or packages made partly from recycled 
material – for example, “Made from 30% recycled material.”  

 
Summary of the Green Guides, U.S Federal Trade Commission. 

 

Where can I get an overview of rules related to statements about carbon offsets, 
certifications and renewable energy? 

 

 The FTC Summary of the Green Guides. 
 

Does the U.S. government ever take corrective action against companies that use misleading 

environmental marketing claims?  

 

 The FTC Guides for the Use of Environmental Marketing Claims represent administrative 
interpretations of laws administered by the Federal Trade Commission for the guidance of 
the public in conducting its affairs in conformity with legal requirements. These guides 
specifically address the application of Section 5 of the FTC Act to environmental advertising 
and marketing practices. They provide the basis for voluntary compliance with such laws by 
members of industry. Conduct inconsistent with the positions articulated in these guides 
may result in corrective action by the Commission under Section 5 if, after investigation, the 

http://www.twosides.info:8080/content/rsPDF_267.pdf
http://www.twosides.info:8080/content/rsPDF_267.pdf
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Commission has reason to believe that the behavior falls within the scope of conduct 
declared unlawful by the statute. 

 
Guides for the Use of Environmental Marketing Claims, U.S. Federal Trade Commission 

 
What are some of the facts that Two Sides is sharing to encourage companies to do their 
homework and end the use of unsubstantiated marketing claims about the environmental 
impacts of print and paper?  
 
1) Paper has a head start over many other products that surround us today.  It has unique 

environmental and social features that are hard to beat.  Paper is made from a renewable 
resource, is recyclable and, in fact, is recycled more than any other commodity in the United 
States. 

 
2) Sustainably managed forests are essential to the well-being of our planet and, at the same 

time, can produce paper.  The demand for paper gives landowners a financial incentive to 
keep lands forested instead of selling them for development.   Healthy, responsibly 
managed forests provide many ecosystem benefits including wildlife habitat, clean water 
and the absorption of carbon dioxide that contributes to climate change. 

 
3) The electronic alternatives to print and paper are not without impact. Print, paper and e-

media complement each other and have great synergies.  They can co-exist.  We should 
focus on which combination of the two has the least impact on the environment while best 
meeting our social and economic needs. 

 
Two Sides Myths and Facts, Two Sides U.S. 

 
Are there internationally recognized criteria for the use of environmental marketing claims 
and labels?  
 

 The International Organization for Standardization (ISO) has classified environmental claims 
into three categories – Type I, Type II and Type III - and has specified preferred principles 
and procedures for the use of each type.    

 
Type I: Eco-labels (ISO 14024:1999) are independently verified by a third party based on life 
cycle impacts (environmental performance according to predefined criteria and/or a set of 

http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://twosides.us/mythsandfacts
http://twosides.us/mythsandfacts
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14024%3A1999#.UKzgvob_1x4
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environmental attributes).    Familiar eco-labels 
used in the printing and paper industry include the 
following: 
 

 Labels from forest certification organizations 
such as the Sustainable Forestry Initiative® 
(SFI®), the Forest Stewardship Council™ (FSC®) 
and the Program for the Endorsement of 
Forest Certification (PEFC®) which verify that 
paper products are manufactured using fiber 
from responsibly managed forests. 

 The Ecologo® and EU Eco-label® which evaluate several criteria over the life-cycle of paper 
products, including performance of pulp and paper mills and greenhouse gas emissions. 

 Green-e which certifies companies for the use of renewable energy. 

 Energy Star, an eco-label awarded by the U.S. Environmental Protection Agency and U.S. 
Department of Energy to products based on energy efficiency. 

 
Type II: Self-declared environmental claims (ISO 14021:1999) are 
typically made by companies to promote the environmental 
aspects of a product or service and can be in the form of a 
declaration, a logo, an advertisement or other corporate 
marketing materials.  These claims are usually based on a single 
environmental attribute  without taking into account the environmental impact of a product’s 
entire life cycle, and without independent verification or certification by a third party.  
Marketing standards from ISO (and the U.S. Federal Trade Commission) require that self-
declared environmental claims are verifiable, accurate, specific and not misleading.   Familiar 
self-declared claims used in the print and paper industry include those that indicate a product is 
recyclable or contains recycled content.   
 
Type III:  Environmental impact labels (ISO 14025:2006) are used in only nine countries (not 
including the United States) and require exhaustive life cycle data sheets called environmental 
product declarations (EPD).   Environmental parameters are fixed by a qualified third party.  
Companies then compile and report environmental information and these data are 
independently verified. The environmental impacts are expressed in a way that makes it very 
easy to compare different products and sets of parameters.  Type III labels do not assess or 
weight the environmental performance of the products they describe.  This type of 
environmental label shows only the objective data; their evaluation is left to the buyer.  

http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
http://images.search.yahoo.com/images/view;_ylt=A0PDoQx0zGlQ1kYAgTSJzbkF;_ylu=X3oDMTBlMTQ4cGxyBHNlYwNzcgRzbGsDaW1n?back=http://images.search.yahoo.com/search/images?p=recycled+logo&ei=UTF-8&fr=my-myy&tab=organic&ri=58&w=500&h=493&imgurl=logodatabases.com/wp-content/uploads/2012/04/recycle-logo-500x493.gif&rurl=http://logodatabases.com/recycle-logo.html&size=17.5+KB&name=Recycle+Logo+|+Logo+Database&p=recycled+logo&oid=473ecb3a809467256fded5237ae5723c&fr2=&fr=my-myy&tt=Recycle+Logo+|+Logo+Database&b=31&ni=160&no=58&ts=&tab=organic&sigr=11ai75rl5&sigb=131vsolv5&sigi=12582absr&.crumb=Voylk0RzR6n
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Based on ISO and U.S. Federal Trade Commission guidelines, what are the do’s and don’ts for 
making self-declared environmental marketing claims?   
 
Self-declared environmental marketing claims should be: 
 
 accurate and not misleading; 
 

Example:  A paper product that contains 100% recycled content may be represented as 
recycled, but if a lesser percentage of content is recycled, that percentage should be 
specified. 

 
 substantiated and verified;  
 

Example:  A magazine that switches to a lightweight paper and claims to have a reduced 
carbon footprint as a result must have competent and reliable scientific evidence (tests, 
analyses, research or studies that have been conducted and evaluated in an objective 
manner by qualified persons) to substantiate this claim. 
 

 presented in a manner that clearly indicates whether the claim applies to the complete 
product or only to a component part or packaging, or to an element of a service; 

 
Example: A direct mail piece that says 100% recycled on the outside of the envelope is 
misleading if the envelope and its entire contents are not 100% recycled.  It the latter is 
true, this statement should be clarified or not used. 

 
 specific as to the environmental aspect or environmental improvement which is claimed;   

 
Example:  Claims that are vague or non-specific or which broadly implies that a product is 
environmentally beneficial or environmentally benign should not be used.  These include 
terms like green, environmentally friendly and environmentally safe. 

 

 presented in a manner which does not imply that the product is endorsed or certified by an 
independent third-party organization when it is not.   Certificates or official looking symbols 
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should be accompanied by information indicating on which standards they are based, who 
issued them and what certification procedure was used. 

 
Example: A company that internally creates its own official looking environmental on-
product logo must clearly indicate that the logo represents internal standards, not those of a 
third-party certification body, even if there is clear substantiation of the company’s internal 
processes to substantiate supporting criteria for the logo. 
 

 related to an environmental aspect that either exists or is likely to exist during the life of the 
product; 
 
Example:  It would be misleading to claim that no wood from tropical mahogany trees was 
used in the production of a certain paper product since such wood is never used in paper 
production. 
 

 relevant to the area where the product’s corresponding environmental impact occurs; 
 

Example:  Marketers should qualify compostable claims if the product can’t be composted 
at home safely or in a timely way.  Marketers also should qualify a claim that a product can 
be composted in a municipal or institutional facility if such facilities aren’t available to a 
substantial majority of consumers. 

 

 include a basis for comparison if it is compared with other products or with previous 
versions of the same product 

 
Example:  It would be wrong to claim that a product is now more energy efficient with no 
further specification. However, it would be acceptable to state that the product’s energy 
consumption is 20% lower than that of a previous version of the same product.  

 
Self-declared environmental marketing claims should not: 
 

 be misleading; 
 

Example:  It is misleading to claim that a paper product contains twice as much recycled 
content as before, if the original recycled content was very low. The difference should be 
given in absolute numbers, i.e. for an increase from 15% to 20% as an increase of 5%, and 
not a 50% increase.  
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 make broad, unqualified general environmental benefit claims like “green” or “eco-
friendly.”  Broad claims are difficult to substantiate, if not impossible; 

 
Example:  A claim that electronically delivered documents are more eco-friendly than 
documents printed on paper is deceptive unless there is competent and reliable scientific 
evidence (tests, analyses, research or studies that have been conducted and evaluated in an 
objective manner by qualified persons) to support such a claim. 

 

 exaggerate the significance of the product’s environmental impact related to the claim;  
 

Example:  A marketer states that its packaging is now “Greener than our previous 
packaging.” The packaging weighs 15% less than previous packaging, but it is not recyclable 
nor has it been improved in any other material respect. The claim is deceptive because 
reasonable consumers likely would interpret “Greener” in this context to mean that other 
significant environmental aspects of the packaging also are improved over previous 
packaging.  A claim stating “Greener than our previous packaging” accompanied by clear 
and prominent language such as, “We’ve reduced the weight of our packaging by 15%,” 
would not be deceptive, provided that reducing the packaging’s weight makes the product 
more environmentally beneficial overall and the advertisement’s context does not imply 
other deceptive claims. 

 

 Use natural objects (trees, the globe), unless there is a direct and verifiable link between the 
object and the benefit claimed. 

 
Example:  Using images of trees with a claim that electronic communications are more eco-
friendly could be misleading because it implies a direct and verifiable link between using 
electronic communications and saving trees/protecting forests.  

 
*For a PowerPoint (PDF) version of these self-declared environmental marketing do’s and 
don’ts, click here. 
 
*For more details and examples, see the following documents: 
 

 U.S. Federal Trade Commission, Environmental Claims – Summary of the Green Guides 

 U.S. Federal Trade Commission’s Guides for the Use of Environmental Marketing Claims    

 The International Organization for Standardization’s (ISO) Environmental labels and 

declarations -- Self-declared environmental claims (ISO 14021:1999).  

http://www.twosides.us/Content/facts/pdf_209.pdf
http://www.twosides.info:8080/content/rsPDF_267.pdf
http://www.twosides.info:8080/content/rsPDF_267.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_268.pdf
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
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Resources on environmental marketing best practices: 
 

 Guides for the Use of Environmental Marketing Claims, U.S. Federal Trade Commission 

 Environmental Claims – Summary of the Green Guides, U.S. Federal Trade Commission 

 Environmental Labels and Declarations -- Self-declared Environmental Claims (ISO 

14021:1999), International Organization for Standardization  

 The Seven Sins of Greenwashing 2010, Terra Choice 

 Paper Recycling Symbol Guidelines and Marketing Claims, American Forest and Paper 
Association 

 Environmental Claims: A Guide for Industry and Advertisers, Competition Bureau of Canada 

 CSR Europe’s Sustainable Marketing Guide, CSR Europe 

 Guide to Making a Good Environmental Claim, UK Department for Environment, Food and 
Rural Affairs (DEFRA) 

http://www.twosides.info:8080/content/rsPDF_268.pdf
http://www.twosides.info:8080/content/rsPDF_267.pdf
http://www.twosides.info:8080/content/rsPDF_267.pdf
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
http://webstore.ansi.org/RecordDetail.aspx?sku=ISO+14020+/+14021+/+14024+/+14025+-+Environmental+Labels+Package#.UKzg6Ib_1x4
http://www.twosides.info:8080/content/rsPDF_120.pdf
http://www.twosides.info:8080/content/rsPDF_200.pdf
http://www.twosides.info:8080/content/rsPDF_200.pdf
http://www.twosides.info:8080/content/rsPDF_280.pdf
http://www.twosides.info:8080/content/rsPDF_194.pdf
http://www.twosides.info:8080/content/rsPDF_279.pdf
http://www.twosides.info:8080/content/rsPDF_279.pdf

