
�i �� There are no set definitions for green building terminol-
ogy. You can prevent misunderstandings with your cus-



Green building is generating a lot of well-deserved excite-

ment and NAHB shares in this enthusiasm.  This  enthusiasm 

should be tempered with caution, however. To avoid green 

building claims and liability green builders should follow 

good business practices.  While the process of incorporating 

environmental considerations into the home building proc-
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quickly, and as with any emerging field the potentiality 

exists that mistakes will be made and the unexpected will 

occur. Take proactive steps to reduce the risk that your 

green building project could become a major headache for 

you and your customer, ending in litigation. 

�i �� Inflated or unsubstantiated statements by your 

sales reps and employees, in your advertisement 

materials, or on your web site, such as non-

supportable claims of utility bill reductions or health 

benefits, could lead to unmet results, and even 

claims of fraud. Customers who develop unrealistic 

expectations based on these representations could 
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tices act for delivering less than the quality  prom-

ised. Suits under these acts typically allow treble 

damages and  recovery of attorneys' fees. Make 

plain that no specific level of comfort or savings has 

been promised or will necessarily be achieved be-

yond measurable claims.  Before making promises, 
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�i �� Claims of general or unsubstantiated environmental 

benefits are prohibited under federal law, and may 

subject you to an enforcement action by the Federal 

Trade Commission. Consult the FTC's "Green 

Guides" (Guides for the Use of Environmental Mar-

keting Claims), updated October 2012. The guides 

provide safe harbor advice on marketing.  

 

Marketing 
 

From NAHB (www.nahb.org) 

�i �� Builder Liability Materials 

�i �� “The Risks and Rewards of Green Building” 

�i �� “Builders Guide to Handling Mold Claims and 

Litigation” 

 

From BuilderBooks (www.builderbooks.com) 

�i �� Warranties for Builders and Remodelers, 2nd 
Edition 

�i �� Contracts and Liability for Builders and Re-
modelers, 5th Edition 

 

From FTC (www.ftc.gov/bcp/menus/business/
energy.shtm) 

�i �� Green Guides 

�i �� Complying with Environmental Marketing 
Guides 

 

www.nahbgreen.org  - For additional technical and educational 
services. 
 

This pamphlet was developed by the Building Product Issues Commit-
tee of the National Association of Home Builders.   

This pamphlet is not intended to be exhaustive and all-inclusive but 
merely a guide to some issues and practices that builders should 
consider when contemplating green building.  Satisfaction of all of the 
items set forth in this pamphlet is no assurance that the builder will 
not incur legal liability in any particular green project. 

NAHB expressly disclaims any responsibility for any damages arising 
from the use, application, or reliance on recommendations and infor-
mation contained herein.  This publication is not intended to provide 


