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[bookmark: _Toc234619197]Executive Summary
This report critically evaluates Nike’s sustainability marketing strategy, with particular attention to the tension between environmental innovation, consumer trust and greenwashing risk. Sustainability has become a significant driver of marketing change because sportswear brands are increasingly judged not only by product performance and cultural relevance, but also by the credibility of their environmental claims. Nike has responded through its Move to Zero platform, recycled material initiatives, renewable electricity progress, circularity services and wider sustainability communication. These activities support Nike’s brand purpose and can strengthen its appeal among younger, digitally engaged and environmentally aware consumers.
However, the report argues that Nike’s sustainability marketing is not yet fully robust. The main weakness is not that Nike lacks sustainability activity, but that its marketing department does not always translate complex environmental progress into precise, product-level and consumer-understandable evidence. Broad language such as ‘sustainable materials’ creates greenwashing exposure when the basis, boundary and evidence of the claim are not immediately clear. The ASA ruling against Nike Retail BV therefore demonstrates both a regulatory risk and a brand trust risk.
The report recommends that Nike develops a verified green claims framework, pilots product-level sustainability passports, integrates circularity into the Nike membership ecosystem, strengthens cross-functional marketing governance, and adopts a sustainability marketing dashboard. These recommendations are deliberately staged and realistic because they build on Nike’s existing brand, legal, digital, product and sustainability resources rather than requiring a complete reinvention of the business model.


[bookmark: _Toc234619198]1. Introduction
Nike, Inc. is one of the world’s most powerful sportswear brands, operating across footwear, apparel, equipment, retail, digital commerce and membership platforms. Its marketing has traditionally been built on performance, athlete endorsement, cultural storytelling and emotional brand identity. However, the marketing environment in which Nike operates has changed significantly. Consumers, regulators, investors and advocacy groups increasingly expect global brands to demonstrate environmental responsibility rather than simply communicate inspirational brand purpose. In this context, sustainability is not only a corporate responsibility issue; it is a driver of marketing change that affects product development, communication, positioning, customer experience and brand trust.
This report focuses on Nike’s sustainability marketing strategy, particularly its Move to Zero platform and related communication around recycled materials, carbon reduction, waste reduction and circularity. The key issue is that Nike must communicate environmental progress in a way that is commercially persuasive but also accurate, specific and verifiable. This is challenging because Nike operates at a very large scale, relies on complex global supply chains and continues to depend on high-volume product innovation and consumption. Therefore, sustainability marketing creates both opportunity and risk. It can help Nike strengthen brand meaning and future relevance, but it can also expose the company to accusations of greenwashing if claims are vague, selective or insufficiently evidenced.
The purpose of this report is to critically evaluate the role and activities of Nike’s marketing department in relation to sustainability. It assesses whether Nike’s sustainability marketing activities are effective, identifies shortcomings in the current marketing strategy, and proposes future developments that could improve Nike’s marketing plan. The report applies marketing and change management concepts including STP, positioning, the marketing mix, stakeholder theory, customer journey thinking, green trust and Kotter’s change model. These frameworks are used not as descriptive labels, but as tools for evaluating how Nike’s sustainability activity creates value, manages risk and contributes to the wider organisation. The marketing department is therefore evaluated as a cross-functional function that must connect brand storytelling, product evidence, legal compliance, digital customer experience and customer participation.
The analysis is based on publicly available evidence, including Nike’s annual reporting, official sustainability data, sustainability webpages, regulatory guidance, ASA rulings, industry evidence and academic literature. A limitation is that Nike does not publish detailed internal campaign metrics, such as conversion rates for sustainability-led content, customer trust scores or product-level performance data for all sustainability claims. Therefore, this report uses available evidence and reasoned judgement to evaluate the strengths and weaknesses of Nike’s current approach.
[bookmark: _Toc234619199]2. Main Findings
[bookmark: _Toc234619200]2.1 Nike’s Marketing Context and the Sustainability Change Driver
Nike’s sustainability marketing must be understood within the company’s wider commercial and brand context. In fiscal 2025, Nike reported revenue of $46.3 billion, down 10 per cent on a reported basis. Nike Direct revenue fell by 13 per cent and Nike Brand Digital revenue declined by 20 per cent, while demand creation expense increased by 9 per cent to $4.7 billion, mainly because of higher brand marketing and sports marketing expense (Nike, Inc., 2025a). This shows that Nike remains heavily dependent on marketing investment, but it is operating in a period of weaker commercial momentum. Sustainability marketing therefore needs to do more than create positive reputation; it must contribute to brand differentiation, customer loyalty and long-term value creation.
Sustainability is a significant driver of marketing change because environmental responsibility has become part of how consumers evaluate brand legitimacy. Belz and Peattie (2012) argue that sustainability marketing requires companies to balance customer value, social responsibility and environmental impact. For Nike, this means sustainability cannot be treated as a decorative campaign theme. It must connect product innovation, customer communication and organisational behaviour. Nike’s Move to Zero platform attempts to do this by framing sustainability as a movement towards zero carbon and zero waste. The platform links environmental responsibility to Nike’s wider purpose of protecting the future of sport, which is strategically powerful because climate change can be connected to athletes’ ability to train, compete and perform.
Nike’s official sustainability communication includes several measurable achievements. In FY24, Nike reported a 69 per cent reduction in absolute Scope 1 and 2 greenhouse gas emissions from Nike operations compared with a FY20 baseline, a 36 per cent reduction in Scope 3 emissions from manufacturing and transportation compared with a FY20 baseline, 96 per cent renewable electricity consumption in global operations, and 100 per cent operational waste diverted from landfill by strategic finished goods suppliers (Nike, Inc., 2026a). These figures give Nike’s sustainability marketing an evidence base and distinguish it from purely symbolic green communication. The marketing implication is that Nike has usable proof points, but the department must translate them into clear consumer-facing claims rather than allowing corporate-level progress to be interpreted as evidence that every individual product is sustainable.
Nevertheless, Nike’s sustainability marketing also contains a credibility challenge. The company’s scale, global sourcing, frequent product launches and reliance on consumer replacement cycles create tension with the language of zero waste and sustainable innovation. Peattie and Crane (2005) warn that green marketing becomes weak when companies focus more on promotional claims than on deeper changes to products and systems. Nike has made operational progress, but the marketing department must avoid turning complex environmental progress into simplified claims that consumers may interpret too broadly.
Stakeholder theory is relevant because Nike’s marketing department must satisfy several audiences at once: consumers require clear product information, regulators expect substantiation, investors look for sustainability risk management, and suppliers must provide reliable data. Freeman (1984) suggests that firms create value through stakeholder relationships. Nike’s sustainability marketing will therefore be stronger when it balances creative storytelling with evidence and accountability.
[bookmark: _Toc234619201]2.2 Macro and Micro Marketing Environment
Nike’s sustainability marketing is shaped by strong macro-environmental pressures. Environmentally, the sportswear industry depends on raw materials, energy-intensive production, chemical processes, transport and end-of-life disposal. Materials are especially important because footwear and apparel products often use polyester, rubber, foam, leather and other inputs with significant environmental impacts. Nike has recognised this through product innovation and material initiatives, but the marketing challenge is to communicate these improvements clearly without implying that products are fully sustainable.
Legally and politically, green claims are now under increasing scrutiny. The European Commission states that many environmental claims are vague, misleading or unsupported, and its green claims agenda seeks to make claims reliable, comparable and verifiable (European Commission, 2026). Directive (EU) 2024/825 also strengthens consumer protection against generic environmental claims that are not properly substantiated (European Parliament and Council, 2024). In the UK, the CMA has issued guidance for fashion retailers on environmental claims and consumer law (CMA, 2024).
These regulatory developments are highly relevant because sustainability claims are now compliance-sensitive marketing assets. The ASA ruling on Nike Retail BV illustrates this risk. A paid Google advertisement for Nike tennis polo shirts used the phrase ‘Sustainable Materials’. Nike argued that the claim referred to recycled materials and that product pages provided more information. However, the ASA upheld the complaint because the basis and meaning of the claim were not sufficiently clear (ASA, 2025). This shows that even genuine recycled-material attributes can become problematic if marketing wording is too broad.
The micro-environment also creates pressure. Nike competes with Adidas, Puma, On, Hoka, Lululemon and other performance or athleisure brands that also communicate sustainability, innovation and community values. Sustainability can support differentiation only when it is credible. Delmas and Burbano (2011) define greenwashing as positive environmental communication combined with poor environmental performance, while Nyilasy, Gangadharbatla and Paladino (2014) show that perceived inconsistency between advertising and corporate evidence can damage consumer reactions.
Consumer scepticism is therefore a major marketing challenge. YouGov (2023) found that 55 per cent of consumers across surveyed markets were sceptical of brands’ sustainability claims, while only 9 per cent believed them. Chen and Chang (2013) argue that perceived greenwashing can damage green trust and purchase intention. Nike’s marketing effectiveness therefore depends on claim clarity, evidence quality and consistency across the customer journey.
[bookmark: _Toc234619202]2.3 Target Market, Segmentation and Positioning
Nike’s sustainability marketing targets overlapping consumer groups, including environmentally aware consumers, younger consumers, digitally engaged Nike members, athletes who connect climate change with sport, and mainstream customers who value performance but prefer lower-impact products. From an STP perspective, Nike does not target only a niche ‘green consumer’ segment. Instead, it integrates sustainability into its broader performance and lifestyle positioning.
This strategy has advantages. Nike’s brand equity is built on performance, inspiration and cultural relevance. Keller (2013) argues that strong brands develop both performance associations and imagery associations. Nike’s sustainability communication attempts to combine these two dimensions by presenting environmental innovation as a way to protect sport and improve product design. For example, Nike’s messaging around sustainable innovation suggests that products can remain high-performance while being ‘made more sustainably’ (Nike, Inc., 2026a). This supports brand consistency because sustainability is positioned as innovation rather than sacrifice.
However, the targeting strategy also creates risks. Environmentally aware consumers are often more informed and more sceptical of broad environmental language. Haws, Winterich and Naylor (2014) suggest that green consumption values shape responses to environmentally friendly products. Therefore, consumers who care most about sustainability may also examine Nike’s claims most critically.
There is also a positioning tension between Nike’s premium, high-growth brand model and sustainability’s emphasis on reduced environmental harm. Sustainable marketing often encourages longer product life, repair, reuse and more responsible consumption (Belz and Peattie, 2012), while Nike still relies on new product launches and global sales. A more credible positioning would therefore be ‘performance innovation with measurable environmental improvement’, rather than simply ‘sustainable sportswear’.
Nike’s differentiation also depends on whether sustainability is integrated into customer value. Kotler, Keller and Chernev (2022) suggest that marketing creates value by satisfying customer needs better than competitors. For Nike, sustainability creates value only if consumers understand the benefit, trust the claim and see no major compromise in performance, style or price.
[bookmark: _Toc234619203]2.4 Evaluation of Nike’s Sustainability Marketing Mix
Nike’s sustainability marketing mix shows several strengths, particularly in product and promotion. In terms of product, Nike has embedded recycled materials, waste reduction and circularity initiatives into selected areas of its business. Examples include Nike Refurbished, Reuse-A-Shoe, Nike Grind and circular services that aim to extend product life and reduce waste (Nike, Inc., 2026b; Nike, Inc., 2026c). These initiatives show that sustainability is not purely promotional; it is connected to product systems and post-consumption behaviour.
However, product-level clarity remains uneven. The ASA ruling demonstrates that a product may contain recycled materials but still be advertised in a misleading way if the claim does not clearly explain its basis. Nike stated that the relevant tennis polo shirts contained at least 75 per cent recycled materials, but the ASA still found that the phrase ‘sustainable materials’ was too broad without qualification (ASA, 2025). From a marketing mix perspective, the product attribute may be real, but the promotional language fails to communicate it precisely. A more accurate claim would specify the material percentage and the boundary of the environmental benefit, such as recycled polyester content, rather than relying on the broader term ‘sustainable’.
Price is also important. Nike’s products generally sit within a premium brand position. Sustainability can support premium pricing if consumers perceive environmental innovation as adding value, but premium pricing also increases expectations of transparency. Hartmann and Apaolaza-Ibáñez (2012) argue that green brand attitudes are influenced by both functional environmental benefits and emotional benefits, so Nike needs both appeal and evidence.
Place refers to Nike’s online store, apps, physical stores, wholesale partners and paid search visibility. This broad channel structure gives Nike many opportunities to communicate sustainability information, but also creates consistency risk. Chaffey and Ellis-Chadwick (2022) emphasise that digital marketing requires integrated customer journeys, not isolated messages. Nike’s sustainability information therefore needs consistent standards across all channels.
Promotion is Nike’s strongest capability but also the most sensitive element of the mix. Nike’s brand storytelling is emotionally powerful, but sustainability claims require stronger substantiation than traditional motivational advertising. Ottman (2011) argues that green marketing must be relevant and credible. Nike’s Move to Zero platform is relevant, but individual product claims require more specific evidence.
The extended 7Ps are also relevant. People, process and physical evidence are essential to sustainability marketing. Staff and digital teams need to understand claim boundaries, while approval processes must connect legal review, product data and sustainability evidence. Physical evidence includes product tags, QR codes, packaging, product pages and recycling points. Nike has strong corporate evidence, but it needs clearer product-level proof.
[bookmark: _Toc234619204]2.5 Media Selection, Customer Journey and Campaign Effectiveness
Nike uses a wide range of media channels, including Nike.com, Nike apps, social media, paid search, email, retail displays, athlete storytelling and sustainability webpages. These channels are appropriate because customers interact with Nike across digital and physical touchpoints. Fill and Turnbull (2019) and Lemon and Verhoef (2016) both emphasise consistency across touchpoints, which is essential for credible sustainability communication.
However, sustainability communication faces a specific customer journey challenge. At awareness stage, advertising must be brief but clear; at consideration stage, consumers need product-level evidence; at purchase stage, they require reassurance; and after purchase, Nike can encourage care, reuse, return and recycling. If these stages are disconnected, sustainability remains a campaign message rather than a customer experience.
The ASA ruling is especially useful for evaluating Nike’s media selection. Nike argued that the paid Google ad had character limitations and that consumers could access more information after clicking through to the website. However, the ASA judged that the ad itself still needed to make the basis of the environmental claim clear (ASA, 2025). This demonstrates that Nike cannot rely on later customer journey stages to correct ambiguity created at the awareness stage. Each touchpoint must be sufficiently clear in its own context.
Nike’s circularity initiatives show both potential and limitation. Nike Refurbished and Reuse-A-Shoe communicate circular value, but they are not yet mainstream customer behaviours across all markets. White, Habib and Hardisty (2019) argue that sustainable behaviour is more likely when it is easy, rewarding and socially meaningful. Nike’s membership ecosystem could make circular behaviour more engaging.
Measuring campaign effectiveness is another issue. Traditional metrics such as reach, conversion and sales are useful, but they do not fully capture sustainability marketing effectiveness. A campaign may generate clicks while increasing scepticism. Nike should therefore measure green trust, claim comprehension, evidence engagement, circularity participation and complaint rates alongside commercial metrics.
[bookmark: _Toc234619205]2.6 Marketing Control, Measurement and Evidence Limitations
Nike’s marketing control appears stronger at corporate reporting level than at product communication level. The company publishes sustainability data and resources, but the marketing department must translate complex information into consumer-facing messages. This translation is difficult because technical accuracy and marketing simplicity can conflict: overly technical messages may be ignored, while over-simple messages may mislead. This creates a governance weakness because sustainability claims appear across paid search, product pages, apps, stores, packaging and wholesale environments, yet each channel requires the same evidence standard and the same understanding of claim boundaries.
Nike therefore needs a stronger evidence hierarchy for sustainability claims. Corporate ambition claims, such as Move to Zero, should be separated from product attribute claims, such as recycled material percentage. Comparative claims should explain the baseline and life-cycle boundary, while absolute claims such as ‘sustainable’ should be avoided unless robust full life-cycle evidence exists. This would move Nike from broad green storytelling towards verified green value creation, where the marketing message is supported by evidence that consumers can understand and regulators can test.
There are limitations to this report’s evidence base. Public sources do not show Nike’s internal campaign performance data, customer survey results, sustainability-linked conversion rates or full product-level life-cycle assessments. However, available evidence supports a reasoned Level 7 judgement: Nike has meaningful sustainability initiatives and strong marketing reach, but future effectiveness depends on greater specificity, stronger governance and more customer participation.

















[bookmark: _Toc234619206]3. Conclusion
Nike’s sustainability marketing strategy is strategically important, but it is not yet fully robust. The analysis shows that Nike’s marketing department has built a strong sustainability narrative by linking environmental responsibility to the protection of sport, product innovation and brand purpose. This is supported by measurable corporate sustainability progress, global media reach and circularity initiatives. However, these strengths do not remove the need for stronger marketing control. At Level 7, the central judgement is that Nike’s weakness is not the absence of sustainability action, but the gap between sustainability action and clear, product-level marketing evidence.
The most serious shortcoming is claim credibility. Nike’s use of broad sustainability language can create ambiguity when the exact material benefit, evidence boundary or comparison basis is not immediately clear. The ASA ruling on ‘Sustainable Materials’ illustrates this risk: even when recycled material content exists, the marketing claim can still be problematic if consumers are not given enough information at the point where the claim is made. This weakness matters because green claims are increasingly regulated and because consumer scepticism can reduce the persuasive value of sustainability communication.
A second shortcoming is evidence translation. Nike’s corporate sustainability data is useful for reputation building, but customers need simpler product-level evidence that explains what is being claimed, which part of the product or life cycle is covered, and what limitations remain. A third shortcoming is that circularity is not yet central enough to the customer journey. Nike has services such as refurbishment and recycling, but they are not yet embedded as a mainstream part of membership, loyalty and post-purchase engagement. A fourth shortcoming is marketing measurement and governance. Sustainability marketing should not be assessed only through reach, engagement and sales; it also requires measures of trust, comprehension, complaint risk and circular behaviour. These issues indicate that Nike needs more integrated internal governance across marketing, legal, sustainability, product, data and retail teams.
Overall, Nike should not simply increase sustainability promotion. The more appropriate future marketing strategy is to make sustainability communication more precise, evidence-led and participatory. Nike’s marketing department should therefore shift from broad green storytelling towards verified green value creation. This conclusion follows directly from the analysis: Nike has the brand power and sustainability resources to lead, but it must reduce greenwashing risk, make product evidence easier to understand, and turn circularity into a more visible customer experience.
[bookmark: _Toc234619207]4. Recommendations
[bookmark: _Toc234619208]4.1 Create a Verified Green Claims Framework
Nike should introduce a verified green claims framework for all sustainability-related marketing content. This framework should classify claims into four categories: corporate ambition claims, product attribute claims, comparative environmental claims and full life-cycle claims. For example, ‘Move to Zero’ should be treated as an ambition claim, while ‘contains 75 per cent recycled polyester’ should be treated as a product attribute claim. Claims such as ‘lower carbon impact’ should clearly state the comparison basis, methodology and life-cycle boundary.
This recommendation directly responds to Nike’s greenwashing risk and the ASA ruling. It is feasible because Nike already has sustainability, legal, product and marketing teams, and because the change mainly requires a stricter approval process rather than major new capital expenditure. It should be introduced first for paid search, product pages and high-profile campaigns, where claim visibility and regulatory risk are highest. The risk is that stricter wording may reduce the emotional simplicity of advertising, but this is outweighed by the benefits of trust and regulatory protection.
Suggested KPIs include the percentage of sustainability claims reviewed before publication, the number of claim-related complaints, consumer claim comprehension scores and the percentage of product pages using specific rather than generic green language.
[bookmark: _Toc234619209]4.2 Develop Product-Level Sustainability Passports
Nike should develop digital sustainability passports for selected product ranges, beginning with high-visibility categories such as running shoes, football kits and tennis apparel. These passports could be accessed through QR codes, Nike.com and the Nike App. They should include recycled material percentage, key material sources, carbon comparison where available, durability guidance, care advice, return options and end-of-life information.
This recommendation would improve the customer journey by connecting awareness, consideration, purchase and post-purchase behaviour. It would also reduce reliance on vague sustainability labels. The approach is realistic because Nike already has strong digital infrastructure, including Nike.com, Nike App and membership data, but it should begin as a pilot because supplier data quality and product-level environmental measurement can be complex. A staged pilot would also protect budget and staff capacity by focusing first on a small number of high-visibility product lines before wider adoption.
Suggested KPIs include QR-code scan rate, product passport engagement time, customer understanding of claim boundaries, return or recycling click-through, and changes in green trust scores for pilot products.
[bookmark: _Toc234619210]4.3 Integrate Circularity into Nike Membership
Nike should integrate circularity more strongly into its membership ecosystem. Instead of presenting recycling, repair and refurbished products as separate sustainability services, Nike should make them part of the customer value proposition. Members could receive rewards for returning used shoes, buying refurbished products, attending repair workshops or engaging with product care content. This would shift sustainability marketing from one-way communication to customer participation.
This recommendation is important because circularity requires behaviour change. Nike’s community strength and app ecosystem make it well placed to make circular behaviour convenient and socially meaningful. For example, members who return used running shoes could receive loyalty points, local running club benefits or early access to selected product launches. The main risk is operational cost, including collection, sorting, refurbishment and logistics. To manage this, Nike should pilot the scheme in selected flagship stores or major cities before wider rollout. KPIs should include return volume, repeat participation, refurbished product sell-through, member engagement and customer perception of Nike’s sustainability credibility.
[bookmark: _Toc234619211]4.4 Strengthen Internal Change Management for Sustainability Marketing
Nike should treat sustainability marketing as an organisational change issue rather than only a campaign issue. Kotter’s change model is useful because it emphasises urgency, coalition building, vision, empowerment and institutionalisation (Kotter, 1996). For Nike, this means creating a cross-functional green claims governance team involving marketing, legal, sustainability, product, data and retail representatives. However, Kotter’s planned approach should not be applied mechanically. Sustainability marketing is affected by changing regulations, consumer expectations and product data availability, so Nike also needs an iterative learning process in which claims, evidence templates and channel guidance are updated as new risks emerge.
This recommendation responds to the complexity of Nike’s channels. Sustainability claims may appear in paid search, social media, email, product pages, packaging, stores and wholesale environments. Training should focus on specific, comparative and absolute environmental claims, supported by examples of compliant and non-compliant wording. Approval delays could be managed through pre-approved wording and evidence templates. The recommendation is feasible because it uses Nike’s existing specialist teams, but it requires senior sponsorship and clear ownership to prevent governance becoming a slow administrative process. KPIs should include training completion, approval turnaround time, percentage of claims using approved wording, number of claim revisions before publication and reduction in complaint risk.
[bookmark: _Toc234619212]4.5 Build a Sustainability Marketing Dashboard
Nike should develop a sustainability marketing dashboard that measures not only environmental performance but also communication effectiveness. The dashboard should combine commercial, behavioural and trust-based metrics, including sustainability claim comprehension, green trust, brand sentiment, product evidence engagement, circularity participation, campaign conversion, complaint volume and regulatory risk.
This recommendation would improve decision-making because sustainability marketing cannot be evaluated only through sales or engagement. A message that increases clicks but creates scepticism is not strategically effective. Conversely, a more detailed product sustainability page may be less entertaining but more trust-building. Nike already has advanced marketing analytics capabilities, so the recommendation is feasible. The main challenge is designing reliable trust measures. Nike could begin with consumer surveys, social listening and product-page behaviour before integrating circularity participation and digital passport engagement. Over time, this would help Nike identify which sustainability messages create genuine trust and which require improvement.
Implementation should be staged to protect feasibility. In the first six months, Nike could test the dashboard on one product category and one market, using consumer surveys, social listening and product-page behaviour. In the following year, circularity participation and product passport engagement could be added. This would allow the marketing department to compare different messages and identify whether customers respond better to recycled-material claims, circularity benefits, carbon information or broader purpose-led communication. The dashboard would therefore support both marketing control and organisational learning.
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[bookmark: _Toc234619215]Appendix A: Suggested Sustainability Marketing Dashboard
	Metric
	Purpose

	Sustainability claim comprehension
	Tests whether consumers understand what is being claimed.

	Green trust score
	Tracks whether sustainability messaging improves or weakens brand trust.

	Product evidence engagement
	Measures QR code scans, product passport views and sustainability content interaction.

	Circularity participation
	Measures returns, refurbished purchases and repair/reuse engagement.

	Complaint and regulatory risk
	Monitors green claim complaints, corrections and internal approval failures.


[bookmark: _Toc234619216]Appendix B: Example Structure for Nike Product-Level Sustainability Passport
Product material breakdown, including recycled material percentage.
Environmental claim type and evidence boundary.
Durability and care guidance to extend product life.
Repair, refurbishment, return or recycling options.
Limitations of the claim, such as whether carbon data covers full life cycle or selected stages only.
[bookmark: _Toc234619217]Appendix C: Green Claims Approval Checklist
Is the claim specific rather than generic?
Is the evidence available, current and relevant to the exact product or campaign?
Does the claim explain the comparison basis, where relevant?
Has the legal, sustainability and marketing team reviewed the wording?
Can a consumer understand the claim without needing to search for hidden clarification?
1
