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Italian wine group warns wineries
to substantiate sustainability
claims

Guidance says labels and ads may face scrutiny if seals lack

certification or carbon neutrality rests on offsets

Thursday, November 12, 2026

Italian wineries are being warned to scrutinize the environmental language they use on

bottles, in advertising and across digital channels as regulators raise the bar for proof

behind sustainability claims.



Gambero Rosso reported that the legal service of Unione Italiana Vini, or UIV, has
reminded producers that environmental messages must be backed by evidence and
framed in a way that does not mislead consumers. According to the report, the rules
also bar the use of environmental seals that do not rest on independent certification,
and they reject carbon-neutrality claims when those claims are based on offsets rather

than direct, demonstrated reductions.

The warning goes to the heart of a marketing strategy that has become common in
wine. Producers increasingly present wines, vineyards and packaging as sustainable,
low impact or climate conscious. UIV’'s message is that such claims cannot be treated
as broad branding language. If a winery says or implies that a product delivers an

environmental benefit, it must be able to substantiate that statement.

That raises legal risk for wineries that rely on general green messaging without detailed
support. A label, website, social media post or promotional campaign that suggests a
wine is environmentally superior could draw scrutiny if the producer cannot show how
the claim was measured, verified and maintained. The same applies to symbols or
badges that may look like formal sustainability certifications but are not tied to an

independent body.

The issue is especially sensitive for carbon claims. According to the Gambero Rosso
report, UIV's legal guidance makes clear that companies should not present a wine or
winery as carbon neutral if that status is achieved only through compensation
measures. That position targets one of the most visible forms of environmental
marketing in food and beverage sales, where companies have often used offset

programs to support climate-related statements.

For the drinks industry, the warning could have immediate operational effects. Wine
companies may need to review packaging, back-label text, brochures, online stores and
social media content to limit the risk of penalties tied to misleading environmental
messaging. The same compliance pressure can extend to importers, distributors and

retailers if they repeat or amplify unsupported claims in their own marketing.



The UIV reminder also points to a wider shift in how environmental communication is
being assessed. It is no longer enough for a producer to point to a general sustainability
effort or a corporate commitment. Claims increasingly need to be specific, documented
and understandable to consumers. A vague statement can become a compliance
problem if it creates the impression of a certified or scientifically established benefit

that the company cannot prove.

For wineries, the challenge is practical as much as legal. Sustainability work may still be
real and significant, but the way it is described now matters as much as the work itself.
A producer that has reduced emissions, water use or chemical inputs may need to
present those results in a narrower and more verifiable form, rather than relying on

broad slogans that imply an overall environmental virtue.

The warning reported by Gambero Rosso is likely to be read closely across the sector
because it affects some of the most visible parts of wine marketing. Environmental
positioning has become a selling point in domestic and export markets, but the latest
guidance suggests that claims once seen as useful commercial language can now

create exposure if they are not independently supported and carefully worded.



