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The National Advertising Division (NAD) of BBB National Programs provides independent self-
regulation and dispute resolution services, guiding the truthfulness of advertising across the
U.S. NAD reviews national advertising in all media and its decisions set consistent standards for
advertising truth and accuracy, delivering meaningful protection to consumers and leveling the
playing field for business.

NAD cases can be initiated through NAD’s independent monitoring of advertising claims or
through “challenges” to advertising claims filed by competitors, consumers, or public interest
groups. This digest includes excerpts from environmental claims cases since 2010. Each case
involves consideration of the claims made in the advertising and labeling and the supporting
evidence provided by the advertiser.

Compliance with NAD decisions is voluntary. Nevertheless, NAD enjoys a high rate of compliance.
Advertisers that either refuse to participate in the self-regulatory process or do not implement the
NAD recommendations are referred to appropriate government agencies such as the Federal Trade
Commission (FTC).

Chipotle Mexican Grill, Inc.

Advertising by Chipotle Mexican Grill
Case #7020 (February 2022)

In a case opened as part of NAD’s routine and ongoing monitoring program, NAD determined
that Chipotle Mexican Grill, Inc. provided a reasonable basis for the following claims related to its
sustainability practices:

¢ A Chipotle burrito “could make our farmers ... more organic ... less carbon emitting”;

e “Water Saved: We're sourcing from farms with sustainable agriculture practices that save more
water primarily through greywater reduction”;

“Improved Soil Health: Ingredients sourced from farms with sustainable agriculture practices,
like planting over crops, can improve soil health”; and

e “We commit to divert 50% of waste from landfills during 2020.”

However, NAD recommended that the advertiser modify the claim “Reduced Carbon Emissions:
From Farm to foil, we’re reducing greenhouse gas emissions by optimizing our supply chain,
compared to conventional ingredients” to make clear the parts of its supply chain that have
reduced carbon emissions.

NAD also recommended modification to claims related to the advertiser’s Real Foodprint
sustainability program, to clarify that the metrics shown in Chipotle’s mobile app, email receipts,
and account profiles are based on average sustainability assessment, not a consumer’s specific
purchase. The claims at issue were challenged by NAD as part of its independent routine
monitoring of truth and transparency in U.S. national advertising.

Claims Regarding Real Foodprint

Chipotle runs a sustainability program called Real Foodprint that aims to inform consumers about
how much more environmentally friendly each ingredient in their Chipotle meal is as compared to
“conventional” ingredients. For example, after consumers purchase food using Chipotle’s mobile
app, they have the opportunity to view the gallons of water saved, grams of less carbon in the
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atmosphere, square footage of improved soil health, and milligrams of less antibiotics used for
each ingredient.

NAD assessed two broad environmental claims related to Real Foodprint, which appear on the
Chipotle website:

e “With Real Foodprint, you’ll see how the Chipotle difference is real. From how ingredients are
raised, grown and cared for, Chipotle’s impact on real food and the planet starts at the source”;
and

“Foodprint calculates an average sustainability impact across each of our 53 real ingredients
based on our leading sourcing standards as compared to conventional ingredients.”

NAD found that these claims reasonably convey the message that Real Foodprint metrics are
specific to each customer’s order and show the precise impact reduction for the meal consumed.

In support of its Real Foodprint claims, the advertiser relied on analysis provided by HowGood, a
third-party SaaS data platform independent from Chipotle with a database on food and personal
care product sustainability. NAD concluded that although the HowGood analysis provided a
reasonable basis for the Real Foodprint claims, in certain contexts the claims communicate a level
of personalization beyond the support provided. Therefore, NAD recommended that the advertiser
modify its Real FoodPrint claims to clarify that the metrics shown in Chipotle’s mobile app, email
receipts, and account profiles are based on average sustainability assessment and not a consumer’s
specific purchase.

Aspirational Claim

NAD determined one of the messages reasonably conveyed by the claim that a Chipotle burrito
“could make our farmers ... more organic ... less carbon emitting” is a forward-looking aspirational
message that Chipotle is in fact engaged in genuine efforts towards these goals. Based on the
evidence in the record, NAD found that Chipotle has made significant efforts at achieving the goals
that its suppliers would be “more organic” and “less carbon emitting.” For example, Chipotle makes
large purchases of organic ingredients, which help bolster the market for organic food products

as a whole, and indicated its intent to continue to do so in the future. In addition, reducing carbon
emissions is a focus of the advertiser’s sustainability efforts, as shown for instance by the fact that
Chipotle sources a significant portion of the beef it uses from grass-fed, grass-finished animals,
which reduces carbon emissions when compared with animals raised on conventional farms. NAD
concluded that the advertiser provided support for these aspirational claims as communicated in the
context of the “Can A Burrito Change the World?” television commercial.

Specific Sustainability Claims
NAD determined that Chipotle provided a reasonable basis for the following claims:

e “Water Saved: We're sourcing from farms with sustainable agriculture practice that save more
water primarily through greywater reduction”;

“Improved Soil Health: Ingredients sourced from farms with sustainable agriculture practices,
like planting over crops, can improve soil health”; and

e “We commit to divert 50% of waste from landfills during 2020.”

NAD determined that one reasonable takeaway from the claim “Reduced Carbon Emissions: From
Farm to foil, we’re reducing greenhouse gas emissions by optimizing our supply chain, compared
to conventional ingredients” is that Chipotle is reducing greenhouse gas emissions throughout

its entire supply chain. However, the advertiser submitted no evidence of how far conventional
ingredients are typically transported, nor did it provide any evidence demonstrating that its
cooking processes, for example, have any reduced carbon emissions compared to any competitors.
Therefore, NAD concluded that the advertiser did not support the broad message reasonably
conveyed and recommended that the “farm to foil claim” be modified to make clear the parts of its
supply chain that have reduced carbon emissions.

Chipotle agreed to comply with NAD’s recommendations.
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PurposeBuilt Brands

Green Gobbler Drain Clog Dissolve
Case #6982 (January 2022)

NAD determined that the evidence in the record does not amount to a reasonable basis for

the claim that Green Gobbler Dissolver has “no harsh chemicals” and recommended that it be
discontinued. During the proceeding, the advertiser modified its “safe formulation” and “non-
corrosive” claims to limit the message to pipes and avoid conveying a broader safety message.
NAD concluded that the advertiser’s testing amounts to a reasonable basis for these modified pipe
safety claims. NAD found that while the listed active ingredients in Green Gobbler Dissolver may
be safer along certain metrics than ingredients in traditional drain openers, the evidence presented
does not reliably support a broad, comparative safety message that the product itself is “safer”
than the ingredients in competing products. Therefore, NAD recommended that the advertiser
discontinue its use of the term “safer” or modify the claim to indicate the relative safety of certain
ingredients for specific metrics.

NAD also cautioned the advertiser to avoid conveying unsubstantiated broader product safety
claims and presenting claims regarding the absence of sodium hydroxide in its product in a manner
which conveys the implied message that its product is “safer.”

NAD determined that the evidence in the record supports the advertiser’s “biodegradable” claim,
which was modified to ensure that “biodegradable” references the product contents and not the
package. NAD also found that the claim “Finally ... POWER meets Green” reasonably conveys a
general environmental benefit message that Green Gobbler Dissolver has achieved the unlikely
combination of a drain opener that is both sufficiently powerful to unclog drains and “green,” that
is, broadly environmentally friendly. Because the evidence in the record does not support such
broad environmental benefit messages, NAD recommended that the claim be discontinued.

The advertiser agreed to comply with NAD’s recommendations.

Everlane, Inc.

Everlane ReNew Clothing
Case #7019 (October 2021)

In a case opened against Everlane, Inc. (“Everlane”) as part of NAD’s independent routine
monitoring of truth and transparency in U.S. national advertising, NAD recommended that the
claim “Safer For The Environment: This product is dyed with bluesign®approved dyes, which are
safer for dyehouse workers and better for the environment,” be modified to explain that Bluesign
is an independent third-party certification designed to remove harmful chemicals from the
manufacturing process. In doing so, NAD noted that:

¢« Everlane’s adoption of Bluesign certification is at a nascent stage. At present, 12 percent of
Everlane’s mills (fabric suppliers) and 10 percent of its factories (finished goods suppliers) are
Bluesign-certified; and

This is a qualified environmental benefit claim which limits the safety benefit to use of bluesign-
approved dyes pursuant to this independent third-party standard designed to remove many
harmful chemicals from the manufacturing process.

Because the “Safer for the Environment” claim in context does not make clear that chemical safety
is one aspect of an environmental impact assessment, or that Everlane’s use of Bluesign is in a
nascent stage, NAD recommended that the claim be further qualified to note Bluesign’s limited
environmental impact on manufacturing practices and Everlane’s nascent incorporation of Bluesign
certification in its clothing line.

This and other claims which appeared on the advertiser’s website related to its ReNew line of clothing.
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Aspirational and Recycled Materials Claims

NAD determined that the “No New Plastic” claim is a qualified environmental benefit claim because
it is limited to a specific environmental benefit - removing all virgin plastic from its supply chain.
NAD noted that the advertiser’s webpage explains how far Everlane has come in achieving this
goal. As support for the “No New Plastic” and “Recycled Materials” claims, Everlane indicated

that it complies with GRS. GRS is a voluntary international standard that relies on well-established
international and regulatory guidance for what constitutes recycled content, including the Federal
Trade Commission’s (FTC) Guides for the Use of Environmental Marketing Claims and International
Organization of Standardization Standard (ISO) 14021 (for example, pre- or post-consumer waste).

GRS also has established stringent rules for third-party certification of chain of custody (or
traceability) of recycled materials, content claims, social and environmental production practices,
and chemical restrictions across manufacturing processes.

Claims Regarding the Number of Recycled Bottles

NAD determined that the advertiser provided a reasonable basis for the challenged claims as to
the number of recycled bottles used in the identified garments, as well as the number of bottles it
has recycled:

e “To date, we have recycled over nine million plastic bottles”;
e “The parka - 60 plastic bottles renewed”;

«  “The half zip -15 plastic bottles renewed”; and

¢ “The sweatshirt - 15 plastic bottles renewed.”

Everlane explained that its mills and yarn spinners work with plastic pellet producers to calculate
the quantity of plastic needed to produce a fixed amount of recycled polyester yarns. The mills
then use this information to calculate the amount of plastic used to create the finished fabric per
yard, based on the quantity of yarn needed. An industry standard (average) bottle size is used

to represent the “number of bottles” equivalent to the total plastics consumption. The mills then
quote the kilos of plastic as well as number of bottles per yard of each ReNew fabric sold to
Everlane.

To support the challenged claims, Everlane multiplied the quantities per yard of fabric by the
average garment yield, to arrive at the final bottle count per garment. Further, NAD noted that the
total number of bottles recycled is based on the number of garments Everlane has produced since
2018.

Finally, during the pendency of the proceeding, the advertiser permanently discontinued the claims:

* “Plastic is a really big problem, we use it constantly sometimes without even realizing. And
more is being made every day. What if we could take the plastic that is already here and turn it
into something meaningful ... Turns out we can. Introducing Renew. A collection of outerwear
made from discarded plastic bottles, about 3 million of them. ... Made to last for decades
instead of seconds. Its Outerwear with an outlook”; and

“INumber increasing quickly to the millions] plastic bottles made since you landed on this
page.” Therefore, NAD did not review these claims on the merits. NAD noted that it appreciated
Everlane’s demonstrated commitment to sustainability efforts and the comprehensive efforts it
has undertaken to ensure that its claims are supported.

Everlane agreed to comply with NAD’s recommendations.
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Georgia-Pacific Consumer Products LP

Quilted Northern Ultra Soft & Strong Bathroom Tissue
Case #7018 (September 2021)
NAD challenged various environmental benefit claims which appeared on the advertiser’s Quilted

Northern website and product packaging as part of its independent routine monitoring of truth
and transparency in U.S. national advertising.

BBB National Programs

Tree-Planting Claims
NAD determined that the advertiser provided a reasonable basis for the claims:

e “3trees planted for every tree used”; and
e “Our planis to plant 2 million new trees by the end of 2021.”

As support for its claim “3 trees planted for every tree used,” Georgia-Pacific demonstrated that it
accurately tracks the number of trees consumed throughout its manufacturing process and that it
can ensure that three trees are regrown for each tree used. Further, with regard to the aspirational
claim that “our plan is to plant 2 million new trees by the end of 2021,” NAD concluded that the
advertiser adequately demonstrated that it is committed to achieving its goal to “plant 2 million
trees” and that it has implemented a plan to do so. Energy-

Efficient-Manufacturing Claims
NAD determined that the advertiser provided a reasonable basis for the claims:

«  “[o]ver 90% of bath tissue’s environmental impact occurs in the manufacturing process”; and

e “Our proprietary, efficient manufacturing technology squeezes out more water from the paper
before drying. This saves 30% more water and uses 30% less energy.”

NAD found, however, that while these two highly technical claims are literally true, it is not
necessarily clear that the environmental benefit being touted relates to one specific step in the
manufacturing process. Therefore, NAD recommended that Georgia-Pacific modify these claims to
more clearly disclose that the 30% savings is limited to a portion of the manufacturing process and
not the total environmental impact of its product. Further, NAD determined that Georgia-Pacific’s
“Energy Efficient Manufacturing” claim, which communicates the message that its manufacturing
process uses less energy to perform the same function as competing processes, was substantiated.

Real-Life Energy and Water Savings Examples
NAD determined that the advertiser provided a reasonable basis for its real-life energy and water
savings examples:

e “If everyone in the U.S. who bought Premium 2-ply toilet paper switched to Quilted Northern
Ultra Soft & Strong for 1 year, we would save enough water to:

o Take over 7.5 million showers.
o Provide almost half of the United States’ population with a day’s worth of drinking water.
o Flush a toilet 25 million times”;

“If just one household switched to Quilted Northern Ultra Soft & Strong for a year, it would save
enough energy to:

- Watch 21 college football games.
- Microwave 104 bags of popcorn.

- Charge a smart phone battery every day for 5 years.”

bbbprograms.org
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NAD was satisfied that robust disclosures explaining the basis of the calculations made the claims
understandable to consumers. Further, NAD was sufficiently persuaded that reasonable consumers
would understand that the examples were illustrative and based on hypothetical usages and

would accurately get a sense of the scale of energy and water savings afforded consumers that
choose Quilted Northern Ultra Soft & Strong. However, NAD found that the advertising does not
make clear the savings resulting from switching to Quilted Northern would only accomplish each
example individually, as opposed to all the examples together. Therefore, NAD recommended

that Georgia-Pacific modify the presentation of the claims to avoid the unsupported message

that switching to Quilted Northern Ultra Soft & Strong would save enough water or energy to
accomplish all the savings in aggregate.

Sustainability Claims

NAD determined that the claim “Premium comfort made sustainably,” as it appears on both the
back of product packaging and on the advertiser’s Quilted Northern website, conveys a supported
message about specific environmental benefits provided by purchasing the product. However,
NAD recommended that the advertiser discontinue or modify the front of package claim by clearly
qualifying it so that consumers understand that “sustainably” is limited to the specific highlighted
environmental benefits (i.e., tree planting and energy efficiency). Regarding the claim “premium
design with the environment in mind” on the advertiser’s Quilted Northern homepage, NAD
determined that usage of a “learn more” hyperlink to a page containing information on the specific
environmental benefits of the product appropriately qualified this general benefit claim. However,
NAD recommended that the advertiser modify the label of its disclosure hyperlink to more clearly
indicate the nature of the information to be found by clicking on it. As for the instance of this claim
that appears in a banner at the top of the Quilted Northern Ultra Soft & Strong sub-brand page,
NAD was satisfied that the context in which the claim was presented - in close proximity to other
claims about the environmental benefits of the product - adequately qualified the claim. Finally,
during the pendency of the proceeding, the advertiser informed NAD that it would voluntarily
discontinue the claim “You don’t have to choose between comfort and sustainability. You can have
both.” Therefore, NAD did not review this claim on the merits.

Georgia-Pacific agreed to comply with NAD’s recommendations.

Butterball, LLC

BUTTERBALL Turkey Products
Case #6930 (August 2021

NAD determined that the advertiser provided a reasonable basis for:

¢« “All natural” claims on its website that include the clear and conspicuous disclosure “*all natural
means minimally processed and no artificial ingredients.”

General “humane” claims, when presented in close proximity to claims about or an
explanation of its American Humane Association Certification (“AH Certification”), including: o
“Commitment to animal care and well-being.”

“It is our responsibility to produce health, high-quality turkeys in a responsible way.”

“Animal Care and Well-Being is central to who we are as a company, and we are committed to
maintaining the health and well-being of our turkeys.”

“From our family farms to our processing facilities, we commit significant resources to
strengthen our already rigorous standards for animal care and well-being.”

The claim that it has a “Zero-tolerance policy against any form of animal mistreatment.”

Its vague, non-specific aspirational claims that it “recognizes” its “responsibility” to “preserve
the plant.”
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However, NAD recommended that Butterball discontinue:

¢ The claim “Farmers humanely raise our turkeys every day” or modify it so that it appears in
close proximity to the reference to Butterball’s AH Certification.

“Humane” claims that were couched in comparative, superlative or absolute terms, including: o
The best possible care for our turkeys.”

“Does Butterball Treat Its Turkeys Humanely? ... Absolutely!”
“Butterball continues to lead the turkey industry in animal care and well-being standards.”
“Industry-leading results.”

The claim “making good food in the most responsible and sustainable way” or modify it to
avoid conveying a broad environmental benefit message about its practices.

e The claim “Embracing Sustainable Practices Defines a Butterball Grower.”

During the proceeding, Butterball permanently discontinued the challenged headline claim
“Healthy, Natural Turkeys” and permanently modified the challenged “FARM TO FAMILY”

video. In reliance on the advertiser’s written representation that it has permanently modified
these challenged claims, NAD did not review these claims on their merits. NAD found that the
replacement headline claim “Hormone- & Steroid-Free Turkeys” no longer conveys a broad
“natural” message, but rather conveys a narrower, unchallenged message about hormones and
steroids. NAD agreed with both parties that the modified video properly limits the claims therein.

Further, the advertiser modified its website claim that Butterball Fresh and Frozen Whole
Turkeys are “all natural” by adding a clear and conspicuous disclosure that “all natural means
minimally processed and no artificial ingredients.” NAD noted that this limited claim identifies for
consumers that the term refers to what is in the product and the amount of processing involved.
NAD determined that the claim is substantiated and that such a claim does not convey a broader
message about the way the turkeys were raised or produced.

The challenger took issue with several “humane” claims that make general or non-specific claims
about Butterball’s animal welfare practice and which appear in close proximity to claims about

or an explanation of Butterball’s AH Certification. NAD determined that in the context that these
claims are presented, consumers will reasonably take away the message that the AH seal defines
what Butterball means when it claims its practices are “humane,” that is, that it meets standards
set by the third-party certifier. Further, NAD determined that Butterball provided evidence
demonstrating that AH is an independent third-party certifier with standards based on a scientific
understanding of humaneness and appropriate animal welfare practices.

NAD determined that Butterball provided a reasonable basis for “humane” claims made in the
context of the AH seal, including:

e “Commitment to animal care and well-being.”
«  “ltis our responsibility to produce health, high-quality turkeys in a responsible way.”

¢ “Animal Care and Well-Being is central to who we are as a company, and we are committed to
maintaining the health and well-being of our turkeys.”

“From our family farms to our processing facilities, we commit significant resources to
strengthen our already rigorous standards for animal care and well-being.”

NAD found, however, that one of Butterball’'s “humane” claims, appearing on the advertiser’s
“Stance on Antibiotics” page - “farmers humanely raise [Butterball’s] turkeys every day” - was
presented in a manner that is distant and removed from its AH Certification seal. Because
consumers could reasonably take away a broad, unsupported message about Butterball’'s animal
welfare practices, NAD recommended that the claim be discontinued or modified so that it appears
in close proximity to the reference to Butterball’s AH Certification.
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NAD determined that the advertiser’s claim that it has a “zero-tolerance policy against any form of
animal mistreatment” was substantiated because Butterball described its “zero tolerance” policy in
detail and demonstrated that such a policy is required for AH Certification.

NAD determined that the claims “the best possible care for our turkeys” and “Does Butterball Treat
Its Turkeys Humanely? ... Absolutely!” convey a level of humane treatment that is not limited to a
particular certification. NAD recommended that such claims be discontinued because the advertiser
did not submit any evidence that its current practices for the care of turkeys is the “best possible” or
that its practices are “Absolutely!” humane under all reasonable interpretations of that term.

Further, NAD found that the claims “Butterball continues to lead the turkey industry in animal care
and well-being standards” and “industry-leading results” convey the message that both Butterball’s
procedures and its actual treatment of turkeys is superior to that of the rest of the industry and
that it has the “most rigorous” animal welfare program among its competitors. NAD determined
that these claims were not substantiated and should be discontinued.

NAD determined that the advertiser’s animal welfare advertising, when presented in a manner that
defines humane as meeting AH standards, did not convey a series of alleged implied claims that
Butterball refrains from engaging in certain practices that consumers would find to be inhumane
(e.g., grinding up live birds or subjecting them to painful mutilations). In addition, NAD did not find
that the challenged advertising implies that Butterball’s turkeys are raised on small, family farms
where farmers provide individualized care for the animals.

NAD determined that when “sustainable” is used in connection with the phrase “the most
responsible and sustainable way” as an introduction to Butterball’s social responsibility report, it
could be understood by customers to mean that Butterball’s practices are optimized in relation to
their impact on the environment. Because the evidence in the record did not support that message,
NAD recommended that the advertiser discontinue this phrase or modify it to avoid conveying
such a general broad environmental benefit message about its practices.

NAD also recommended that the advertiser discontinue the claim “Embracing Sustainable
Practices Defines a Butterball Grower” because it conveys the unsupported message that its
farmers have widely implemented or “embraced” sustainable practices and made significant efforts
to reduce their impact on the environment, such that it “defines” the group.

Regarding the claim that Butterball “recognizes” its “responsibility” to “preserve the planet,” NAD
determined that the advertiser’s efforts to improve its impact on the environment were sufficient
to show that the vague, non-specific aspirations communicated by these challenged claims were
not illusory, and sufficiently supported.

NAD determined that Butterball’s advertising does not convey the challenged implied
environmental benefit claims that Butterball:

¢ Exceeds industry standards for environmental stewardship.

¢ Protects the environment in all aspects of its business.

¢ Farmers use environmentally friendly practices.

¢ Production practices are not harmful to the environment.

¢ Has not repeatedly violated federal environmental regulations.

¢ Has not been subject to any EPA enforcement actions.

¢« Does not presently have any outstanding compliance violations.

In its advertiser statement, while Butterball respectfully disagreed with certain of NAD’s findings
regarding its animal welfare and environmental benefit claims, Butterball stated that it “accepts
the NAD’s recommendations to discontinue the few claims that the NAD sustained and will comply
with the NAD’s guidance.”

© BBB National Programs, 2022. All Rights Reserved.



http://www.bbbnp.org

BBB National Programs

bbbprograms.org

NAD Environmental Digest
2022

Natural Diamond Council USA, Inc.

Mined & Man-made Diamonds
Case #6901 (April 2021)

Manufacturers of man-made diamonds such as Diamond Foundry rely on technological innovations
which allow diamonds to be created in a laboratory, rather than extracted from the earth.

Diamond Foundry challenged claims made by the Natural Diamond Council that carbon emissions
associated with LGDs are three times greater than those associated with mined diamonds. NAD
determined that the advertiser’s evidence was not sufficiently reliable to support its comparative
carbon emissions claims. Further, NAD was concerned that such claims conveyed a broader implied
message about the overall environmental benefits of mined diamonds versus man-made diamonds,
a message that was not supported. Therefore, NAD recommended that the advertiser discontinue
the implied claim that mined diamonds are better for the environment than man-made diamonds,
and express claims that:

e “..recent third-party research reveals that natural diamonds produce 3X less carbon emissions
per carat than lab-grown diamonds, equal only to the carbon emissions required to produce 3
iPhones . ...”;

“Estimated carbon emissions of laboratory created diamonds is 3 times more than natural
diamonds”; and

“While ‘modern diamond miners produce 160 KG of carbon emissions per carat of polished
diamond,” man-made diamonds produce 511 KG of carbon emissions per carat of polished
diamond.”

The advertiser agreed to comply with NAD’s recommendations.

One Home Brands, Inc. d/b/a Blueland

Blueland Cleaning Products
Case #6416 (September 2020)

NAD recommended that One Home Brands, Inc. d/b/a Blueland modify claims that its bottle

were 100% recyclable to clarify that, in the instances were a bottle fails, it is only recyclable
through Blueland’s take-back program. The challenger, The Clorox Company (Clorox), argued

that the recyclable claim was not supported because the bottles are made of acrylic, which is not
recyclable. Blueland advertised that “every piece of packaging - from our tablet wrapper, shipping
materials, our Forever Bottles (which aren’t intended for you to recycle) - is 100% recyclable.”
Because not all consumers have access to recycling centers that accept acrylic, Blueland takes

the bottles back from the consumer for free and pays to have the acrylic bottles recycled. NAD
determined that it was not clearly stated that Forever bottles are primarily recyclable through
Blueland’s take-back program. Reasonable consumers could understand the sentence “our
shipping materials, and our Forever Bottles (which aren’t intended for you to recycle) - are
recyclable” to the fact that the bottles are intended be used over-and-over again and not a
limitation on the availability of recycling facilities. Also, Blueland did not provide a reasonable basis
for a claim that its Forever bottles are “100% recyclable” because it was unclear of the percentage
of resin from its bottles that is actually reused by the recycler in manufacturing or assembling
another item. There was, however, a reasonable basis for the claim that the shipping materials were
recyclable since paper recycling is widely available in the United States.

NAD determined that Blueland provided a reasonable basis for claims that its tablet wrappers were
biodegradable and compostable. Blueland explained that the layers of the tablet wrappers include
biodegradable paper made from Forest Stewardship Counsel certified wood pulp, biodegradable
PLA film made from renewable plant starch, such as corn or sugarcane, a compostable

sealant layer, and a metal film lining. There was also documentation from the suppliers of the
biodegradable PLA film and the biobased metal film lining that the components will fully degrade
into nothing but water, biomass, and CO2. Further, Blueland stated that the metal film lining is fully
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compostable and submitted documentation from its supplier noting that the metal film can be
placed in both industrial and home composting environments.

NAD also recommended that Blueland modify the claim “better for your home and our planet” to
clearly indicate the specific environmental benefits of its packaging. The claim, “better for your
home and our planet” is an unqualified general environmental benefit claim. Although Blueland
provided evidence of the specific environmental benefits of its products, NAD was concerned
that the claim did not adequately identify those benefits for consumers, and thus, a reasonable
consumer could take away an overly broad message regarding the nature and extent of the
benefits provided by Blueland products. Even when read with the statement “earth-friendly
packaging,” a reasonable consumer could take away unintended and unsupported messages, such
as that Blueland bottles can be recycled through an established recycling program.

NAD further recommended that Blueland discontinue using the phrase “bad for germs, good for
earth” in its advertising or modify the claim to identify the specific ways in which its products

and packaging are “good for the earth.” The claim appeared in the subject line of a single email
Blueland sent to consumers who agreed to receive Blueland’s emails. The unqualified general
environmental benefit claim could reasonably convey the message that Blueland products have far-
reaching environmental benefits or that they have no negative environmental impact. An advertiser
should not overstate the proven environmental benefits of its products. In the absence of any
evidence in support of such a broad takeaway, NAD recommended that the “bad for germs, good
for earth” claim be discontinued or modified to identify the specific ways in which its products and
packaging are “good for the earth.”

Lastly, NAD determined that Blueland failed to support claims that its products cleaned “all
without harmful chemicals” and “we also don’t use traditional disinfecting ingredients (like chlorine
bleach or quaternary ammonium compounds) that may be harmful if ingested, so not great for
kitchen and dining surfaces.” Although it is literally true that Blueland products do not contain the
same alleged “harmful” chemicals as leading comparable brands, one of the messages reasonably
conveyed is that conventional brand cleaning products are less safe than Blueland’s product when
used as directed. There was no evidence that, when used as directed, Blueland’s product was
safer than Clorox, or that Clorox’s produc