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Introduction
This brochure presents a structured methodology to evaluate the 
credibility of social claims on consumer products, along with the 
key findings from its application to real market cases.
The full research report [1] provides the complete reference 
material list, methodological framework, detailed analysis, and 
conclusions.

Social claim definition
A social claim is “any message or representation, including text, 
pictorial, graphic or symbolic representation, in any form, 
including labels, brand names, company names or product 
names, in the context of a commercial communication, which 
states or indicates that a product, company or trader has a 
positive or non-negative social impact or is less damaging to 
indigenous or vulnerable sectors of population than other 
products or traders, respectively, or has improved their impact 
over time” [2].

Why is it important to talk about social claims?
In recent years, environmental communication has received 
growing attention, supported by an evolving regulatory 
framework aimed at increasing transparency and credibility. At 
the same time, social aspects are gaining visibility and formal 
recognition, including within the Empowering Consumers for the 
Green Transition Directive. This research focuses on 
strengthening the social dimension of sustainability 
communication, addressing an area that is increasingly relevant 
for companies, regulators, and consumers alike. The guiding 
research question is:

The answer to this research question is based on a 
comprehensive analysis of 150 social claims displayed on 
consumer products marketed in the Schengen area and the 
United Kingdom in 2025.

How can social claims communicated on products be systemically evaluated?



This project aims to develop a transparent, evidence-based 
framework for measuring the credibility and quality of socially 
responsible communication in consumer markets, with the 
purpose of supporting more informed choices by companies and 
consumers alike.

The methodology unfolds following seven main steps. It builds on 
international guidelines, drawing on UNEP’s Guidelines for 
Providing Product Sustainability Information [3] and the 
Methodological Sheets for Subcategories in Social Life Cycle 
Assessment (S-LCA) [4]. Temporal and geographical boundaries
are defined in order to start delineating the research framework.
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Methodology
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Structure
The case study collection phase involves gathering claims 
through in-store observations, company websites, and social 
media, resulting in the collection of 150 cases. Selection criteria
are then applied to include only claims that meet the EU 
definition of “social claim” [2] and fall within the relevant S-LCA 
impact categories [4].

Each claim is subsequently assigned to one or more stakeholder 
categories through a claim categorisation process. An inventory
is developed, compiling all available supporting information for 
each claim. The Social Hotspots Database (SHDB) helps identify 
product-specific social risks, ensuring the assessment is 
contextually relevant. The assessment method consists of 
applying the evaluation grid to each claim in a structured and 
replicable way, allowing for a systematic analysis.
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From core to aspirational parameters
Five core parameters—reliability, relevance, clarity, 
transparency, and accessibility—are mandatory, while five 
aspirational parameters—sustainability integration, behavioural 
impact, collaboration, multi-channel approach, and 
comparability—evaluate advanced aspects of communication 
quality.



Core parameters
Each of the 150 claims are assessed according to five core 
parameters identified in the UNEP guidelines [3]. These 
parameters represent the fundamental requirements for 
compliant social communication and are defined and explored in 
this brochure. The aspirational parameters and their related 
aspects are discussed in detail in the full research report.
The core parameters are:

Reliability assesses whether a claim 
is accurate, scientifically valid, and 
based on recognised methodologies. 
It must acknowledge limitations and 
use data from credible sources.

Relevance ensures that claims 
address the product’s main social 
impacts, avoid “burden shifting”, 
and disclose genuine benefits that 
go beyond legal requirements.Clarity evaluates the language 

used in claims with attention to 
general terms and requires explicit 
limitations to prevent ambiguity or 
misleading interpretations.

Transparency demands traceability of the 
claim’s basis, ensuring that supporting 
documentation and verification details are 
available upon request.

Accessibility considers the visibility 
and availability of information across 
the product, its packaging, and 
external supports (e.g. QR codes, 
websites), ensuring that the content is 
easily understandable and accessible 
to consumers.
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Results 

It’s one of the strongest-performing 
parameters, with 70% of the claims 
being correct. Claims tend to perform 
well when substantiated through 
recognised third-party certifications 
such as FSC, Fairtrade, Rainforest 
Alliance, OEKO-TEX, or B-Corp. 

It’s a notably weak parameter, since 
only 58% of claims prove to be relevant. 
Relevant claims exceed minimum legal 
requirements, reflecting an effort to 
communicate added value.

Only 54% of claims are clear. A little 
over half the claims are easy to read 
and generally understandable, but 
clarity lacks when claims don’t specify 
their limitations or boundaries. 

With only 53% of claims being 
transparent, this is the worst-
performing parameter. Transparent 
claims are predominantly those 
supported by third-party certification 
schemes.

73% of claims are accessible, this being 
the best performing parameter. Most 
claims provide information through 
multiple channels—websites, QR 
codes, or social media—or present 
clear visual cues.

Compliance results
Among the 150 analysed claims, the core parameters showing 
the highest level of compliance are reliability and accessibility.
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The main cause of failure lies in self-
declared claims lacking third-party 
verification or strong evidence.

The most common issue involves claims that fail to 
address the key social risks linked to the product or 
sector. Another recurring concern arises when 
statements emphasise a secondary positive feature 
while omitting more material risks.

Claims fail to disclose limitations, and use 
generic or ambiguous terminology (e.g., 
“ethical”, “responsible”, “sustainable”, 
“respectful”, “100% social”) without 
further explanation.

The main weakness is that claims aren’t traceable, 
providing no methodologies, sources, or criteria. 
This creates a sharp divide between self-declared 
claims and those supported by certifications, 
which tend to be significantly more transparent.

The links are often generic and fail to 
offer meaningful additional information. 
Moreover, logos- or graphic-based 
claims do not always meet the 
assessment criteria, as they are not 
accompanied by adequate explanations.

Non-compliance results
Over 70% of claims don’t meet all core parameters. The most 
critical areas are relevance, clarity, and transparency, which 
record the largest share of claims failing to meet the respective 
core criteria.
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Dos and Don’ts in social communication

Some practical tips for correct social communication: Practices to avoid:

7

Practical guide

Align social claims with appropriate certification 
schemes to strengthen credibility and ensure 
consistency. 

Focus on material social risks specific to the product and 
prioritise claims regarding those issues.

Review each claim carefully to ensure the subject is clear
and avoid ambiguous or misleading statements.

When using a certification, provide key details such as the 
certification number and verification body to allow 
traceability.

Ensure access to information through product, 
packaging and external materials. 

Reference unaccredited data.

Highlight well-known social issues to appeal to 
consumers while ignoring material risks specific to the 
company’s sector or product.

Use generic terms such as “ethical,” “responsible,” or 
“fair” without supporting evidence. Such terms obscure 
which social issue is being addressed and can be 
misleading.

Deny access to supporting documentation underpinning 
the claim.

Provide generic information. Links and QR codes often 
redirect to general webpages instead of directly 
substantiating the statement.
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About
2B has over 20 years of expertise in sustainability metrics, 
specialising in Life Cycle Thinking methodologies, including LCA, 
LCC, and S-LCA, ecodesign and environmental communication. 
Its mission is to facilitate and support sustainability pathways 
through a science-based approach.

This research was developed and conducted by 2B as part of its 
ongoing commitment to promote robust and correct 
sustainability communication. 
2B has structured a practical, science-based framework to 
contribute to a more reliable social communication. Through this 
work, 2B seeks to fill a research gap in social communication and 
to initiate a new conversation on the topic. 
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Disclaimer
This publication may be reproduced in whole or in part and in any 
form for educational or non-profit purposes without prior 
permission from the copyright holder, provided that full 
acknowledgement of the source is given. 2B would appreciate 
receiving a copy of any publication that uses this material as a 
source.
Illustrations contained in this publication may also be used by 
private individuals, provided that proper credit to 2B Srl is clearly 
indicated.
No use of this publication, including its illustrations, may be made 
for resale or for any other commercial purpose whatsoever 
without prior written permission from 2B Srl.
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