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Changes to the Regulatory Landscape 
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EU Green Claims Directive

UK ASA Green Claims 

US FTC Green Guides
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The Digital Markets, Competition and Consumers Act (DMCC)

April 6, 2025

DMCC – Giving the UK CMA power to penalise 
misleading claims

• CMA can issue provisional infringement notices based 
on suspicion alone without going to court

• Public

• Reputational damage, can demand changes

• Priorities in high impact sectors – food included in that 
sector

• Environmental messaging – same rigour and disclosure 
as legal and financial disclosures

• Retailers accountable for third party brand claims 
(conduct sufficient due diligence)
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Recent rulings 
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Misleading recycling and composability claims

Misleading plastic packaging claims

Vague claims of long-term sustainability target

False low emission claim

False representation of product being sustainable

Unverified carbon footprint claims

Unclear environmental claims
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Substantiation: 
evidence or empty

What regulators expect:
• Life Cycle Assessments 

(LCA)
• Third-party certifications 

(Rainforest Alliance, 
Fairtrade, etc.)

• Transparent, verifiable 
carbon accounting
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Compostable 
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Symbols and logos 
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Comparative claims
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Packaging and 
plastics: a 
minefield

“Compostable,” 
“biodegradable,” “100% 
recyclable” often 
misunderstood.

• Sustainable solutions, are 
they good enough? 

• More expensive

• Performance issues

• Demand for recycled 
materials exceeds the supply. 
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Carbon neutral & net zero narratives

Food and beverage brands – from bottled water to snack producers – are 
increasingly under scrutiny for “carbon neutral” claims that rely heavily 
on offsetting, such as tree-planting schemes, rather than reducing emissions at 
the source.
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Proof of burden is on 
the business

Regulatory shift: authorities are now urging food and drink 
companies to adopt specific, measurable emissions reduction 
pathways, rather than relying solely on offsets to justify sustainability 
claims.
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Avoiding 
greenwashing

Top tips for food & drink 
businesses:

• Be specific (“widely 
recyclable in the UK” > 
“100% recyclable”)

• Use independent 
certification, but don’t hide 
behind logos

• Train marketing, R&D, and 
regulatory teams together

• Keep claims under constant 
review – what’s compliant 
today may not be tomorrow

20



© Leatherhead Food Research 2025

Questions?
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For further information visit us at: leatherheadfood.com

Email: help@leatherheadfood.com

Follow us on LinkedIn: @leatherheadfoodresearch
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Some parts of a report of this nature are inevitably subjective and/or based on information obtained in good faith from 
third party sources. Where opinions are expressed, they are the opinions of the individual author and/or the relevant 
third party source and not those of Leatherhead Food Research. Furthermore, if new facts become available and/or 
the commercial or technological environment evolves, the relevance and applicability of opinions and conclusions in 
this report may be affected. Accordingly, while this report has been compiled in good faith, no representation or 
warranty, express or implied, is made by Leatherhead Food Research as to its completeness, accuracy or fairness. 
Except where limited by law, Leatherhead Food Research shall not be responsible for any actions taken or not taken 
as a result of any opinions and conclusions provided in this report and you agree to indemnify Leatherhead Food 
Research and/or its personnel against any liability resulting from the same.

Disclaimer
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