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Guide focusing on sustainability certification and labelling requirements of finished natural products in
the United States - covers all categories of natural products, namely cosmetics, herbal dietary
supplement, health food, and herbal drugs; provides a typology of labels used in the U.S. natural
products market and how they fit into a number of different regulatory frameworks; outlines the Fair
Packaging and Labeling Act requirements; explains how website content is regulated and highlights the
respective jurisdictions; provides information on the labelling requirements of private voluntary
certification schemes relevant to natural products.
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