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Part 1 
About AEL
Advocacy



Website: aeladvocacy.ca
 Socials: @aeladvocacy 
 E-mail: admin@aeladvocacy.ca

AEL Advocacy is an intersectional animal and
environmental law organization dedicated to
advancing justice for animals, people, and the
planet.

Through bold advocacy, public legal education, and
law reform initiatives, we work to ensure that
animals and nature are protected and recognized as
essential to a just, thriving, and sustainable future.

About AEL Advocacy



Disclaimer: The information in this
presentation is not intended to be
legal advice. 



Part 2 
Introduction: 

The Issue





Surveys show that approximately:

of consumers seek out environmentally friendly food options

look for products labeled as humanely produced

70%

2/3



Part 3 
Understanding and

Identifying
Greenwashing and
Humanewashing



What is Greenwashing?
Greenwashing is the practice of making a misleading claim
about the environmental impact of a company's products
and operations.

Buzzwords like “regenerative grazing”, “low-carbon”, and
“sustainable” are often used to market animal products to
eco-conscious consumers.  

Humanewashing is the practice of making a misleading
claim about the treatment of animals or the conditions in
which they are born, raised, or killed.

Labels like “humanely raised,” “free-range,” and “ethically
sourced” are often used to market animal products — while
masking the reality of industrial farming practices.

What is Humanewashing?



Vague &
Unsubstantiated
Claims

Terms like "eco-friendly," "carbon-neutral,"
"biodegradable," "cage-free," and "humanely
raised" often lack proof, legal definitions, or
enforceable standards.

False
Certifications &
Labels

Fake or weak self-regulated labels that mimic
legitimate third-party certifications.

Irrelevant
Information

Marketing claims that distract from bigger issues
by emphasizing benefits that are standard across
all products in a category.

Hidden Trade-offs
Highlighting a minor environmental or welfare
benefit while concealing larger, more harmful
impacts elsewhere in the product’s lifecycle.

Misleading
Imagery

Use of green colours, leaves, or happy animals to
imply eco-friendliness or humane treatment
without factual backing.

Spotting Redflags: Common Tactics
Used to Mislead Consumers



Why Does It Matter?
Greenwashing and humanewashing:

Undermine consumer trust 
Make it difficult to distinguish between legitimate
and deceptive claims
Disadvantage businesses that genuinely adhere to
ethical and sustainable practices



Part 4 
The Legal

Framework



The Legal Framework
for Advertising in
Canada
1. The Canadian Code of Advertising Standards

Administered by Advertising Standards Canada
(“Ad Standards”), a self-regulatory industry body
Requires ads to be "accurate and clear"
Not legally enforceable



2. The Competition Act

Administered by the Competition Bureau, a
federal government agency
Prohibits “false or misleading” representations
and deceptive marketing practices
Contains both criminal and civil provisions 
In 2024, the Act was amended to include
specific provisions targeting greenwashing

Environmental product claims must be: 
Supported by adequate and proper
testing 

Business activity claims must be:
Based on verifiable evidence using an
internationally recognized
methodology

Reverse onus rule



Both the Competition Bureau and Ad
Standards consider the “general impression”
the ad conveys, as well as its literal meaning.



McDonald's Quarter
Pounder Billboard Ad



Keurig Canada’s
Coffee Pod Recycling
Claims



IN CANADA, CONSUMER
ACTION MATTERS NOW
MORE THAN EVER

In 2019, Ad Standards Canada eliminated the Special
Interest Group Complaint Procedure
Public interest organizations like AEL Advocacy now
face a $2,000 filing fee per complaint 
What this means: Individual consumers must step up
to challenge misleading claims



Part 5 
Our Report and

Consumer Action
Toolkit





Ready-to-use letter templates for contacting
companies and regulators

Step-by-step guide for filing complaints

Tips for identifying misleading claims

Key Toolkit Features





Sample List of 
Buzzwords





Guide to Filing a Complaint



Tips for Spreading
Awareness

Share your findings on social media
Leave reviews
Organize consumer campaigns to pressure
companies & regulators
Talk to friends and family about your concerns
Collective pressure can drive companies to align
their actions with their claims



Together, We Can Make a Difference.
Every complaint filed and misleading ad exposed brings us

closer to a transparent marketplace.

Download the resources and start taking action now:

Report  Toolkit



Thank you!
Website: aeladvocacy.ca
 Socials: @aeladvocacy 
 Phone: 613-550-3162
 E-mail: admin@aeladvocacy.caVisit our website:


