
 

About Forest and Wood Products Australia 
FWPA aims to improve the competitiveness and sustainability of the Australian forest and wood products industry through innovation by 
investing in effective and relevant R&D and promotion of the industry’s products, services and values. FWPA undertakes industry-level 
activities where a collective approach delivers more effective and valuable commercial outcomes than individual action. We deliver services 
that support the industry’s capacity as a major exporter and mainstay of regional communities in many parts of Australia. 

15 October 2009 

ACCC – All Clear on Wood. Naturally Better.TM Advertising 

 

Forest and Wood Products Australia (FWPA) has welcomed the ACCC finding (9 October 2009) on Wood. 
Naturally Better.TM advertising.  

The ACCC found that no action needed to be taken in terms of the messages being advertised in the 
FWPA’s ‘Wood Naturally Better’ print advertising campaign (the WNB Campaign). 

“I’m pleased with the finding and I’m pleased with the strong role that the ACCC takes in relation to green 
washing claims,” said Forest and Wood Products Managing Director, Mr Ric Sinclair. 

The ACCC acknowledged that environmental claims made by businesses can be a powerful marketing tool 
and as such, need to be clear, accurate and not misleading, with businesses needing to substantiate their 
claims at all times. 

The complaint related specifically to the statement: 

Forestry is one of the most green-house-friendly sectors of the Australian economy. In fact, it was the 
only industry sector to be carbon positive in 2005. So increased use of wood in construction will assist 
Australia in off-setting its overall greenhouse gas emissions. 

Mr Sinclair added that all statements made within FWPA’s advertising are closely scrutinised to ensure they 
complied with the ACCC’s guidelines on green marketing (or green-washing).  

Mr Sinclair added:  

“FWPA has a strong science focus and there is plenty of supporting evidence for the important role that wood 
products can play in a carbon constrained economy. We endorse the notion that anyone stating things in advertising 
campaigns should be able to fully back them up,” Mr Sinclair concluded. 

“We will continue to look at ways we can make our messages clear, transparent and firmly supported by a broad 
body of science.” 
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