GRUNECKER

SREEN CLAIMS

SDER NEW EU RULES

WHAT BUSINESSES NEED TO KNOW NOW




OVERVIEW

WHAT IS THE ISSUE?

Over the years, many companies have promoted their
products using environmental claims such as “green”,
“eco-friendly” or “climate neutral” as part of their ESG
and advertising activities. However, these claims have
often been vague, difficult to verify, or misleading - a
practice commonly known as greenwashing.

To address this and strengthen consumer trust, the
European Union is introducing stricter rules on envi-
ronmental marketing and sustainability-related claims.
These rules have also been adapted to German Law.
The regulations will come into force on September
27,2026.

WHAT THIS MEANS FOR
ENTREPRENEURS:

The new law brings pitfalls and challenges, espe-
cially in view of advertising aimed at consumers. Use
of marketing statements, labels and trademarks that
were previously acceptable may soon be restricted
or even prohibited.

Businesses must reassess how they communicate
sustainability to remain compliant. In a worst-case
scenario, entrepreneurs would face an immediate
cessation of use of their marketing materials and
even their products, and may be forced to recall them.
Additionally, they may be confronted with high legal
costs and fines.

WHAT IS CHANGING?

The EU has introduced significantly stricter rules
through the Directive (EU) 2024/825 Empowering
Consumers for the Green Transition Directive that
came into force on March 26, 2024 and had to be trans-
posed into national law by March 27, 2026. The new
rules will apply as of September 27, 2026. Germany
has adopted the Directive and implemented these
rules in the German Unfair Competition Act (“UWG"),
which will come into force on September 27, 2026.



BROAD DEFINITION OF
"ENVIRONMENTAL CLAIMS'

The definition covers almost all marketing
statements, including:

—> claims and advertising texts
— images, symbols, and labels
— product names and trademarks
— logos and visual elements

PROHIBITION OF GENERAL
ENVIRONMENTAL CLAIMS

n o

Use of general claims such as “green”, “eco-
friendly”, “carbon neutral”, “biodegradable”,
“bio-based” or “energy-efficient” is prohibited
unless clearly specified and substantiated as

locally sourced (a link to a website is not sufficient).

STRICT RULES FOR LABELS

Sustainability labels are only allowed if based on
certified systems or established by public author-
ities. They must also be accessible to everyone
and compliance with the requirements must be
monitored.

KEY CHANGES
AT A GLANCE

NO MISLEADING SCOPE

Claims must reflect the actual scope - environmen-
tal statements about entire products or businesses
are prohibited if they only relate to specific aspects.

NO OFFSET-BASED
NEUTRALITY CLAIMS

Claims like “climate neutral” based solely on car-
bon offsetting are no longer permitted.

FUTURE-ORIENTED
ENVIRONMENTAL CLAIMS

Statements such as “Net Zero” are only permitted
if supported by a concrete, realistic, and verifiable
implementation plan, along with regular progress
documentation supervised by an external expert.
This implementation plan must be publicly accessi-
ble, e.g. via a QR-Code and/or a URL on the product.

NEW INFORMATION
OBLIGATIONS

The forthcoming obligations include transpar-
ency on:

—> durability and reparability
—> spare parts and operating materials
— software updates and digital interfaces



HOW SHOULD COMPANIES
RESPOND?

A proposed one-year sell-off period is currently under
discussion, although its incorporation at this late
stage seems very unlikely. Businesses should there-
fore act now to ensure timely compliance prior to
September 2026.

Product labelling and packaging pose the biggest risk,
as products with misleading claims can no longer be
distributed and may even be recalled. In Germany,
such claims can be enforced by a preliminary injunc-
tion, which may be granted within days, without a
hearing and subject to the provision of a bond. Con-
sumer protection associations, but also competitors,
are entitled to sue.

Furthermore, even the use of long-established trade-
marks may be prohibited.

RECOMMENDED ACTIONS:

— Review all packaging, branding
and marketing materials

—> Remove or revise non-compliant
claims

—> Use stickers or labels to correct
existing products and packaging
where necessary

— Provide additional information at
the point of sale

— Implement internal compliance
checks for future campaigns

ACT EARLY — REDUCE LEGAL RISK
AND PROTECT YOUR BRAND.

HOW CAN WE SUPPORT
YOU?

We are here to help you adapt quickly and effectively
with our 2-step approach.

It begins with a structured review that classifies risks
into red, yellow, and green flags, helping you efficiently
prioritize compliance risk.

The second step involves a comprehensive review of
the identified risks, combining a detailed assessment
of legal and compliance implications with the devel-
opment of practical, tailored mitigation measures that
are aligned with business realities, including time,
cost, and available resources.

We support you in turning these new requirements
into action. Get in touch to learn more.

UTE STEPHANI
stephani@grunecker.de

DR. HOLGER GAUSS
gauss@grunecker.de
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