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Introduction 

As signatories of The Anti - Greenwash Charter, we are committed to upholding good 

standards of responsible marketing practice. The purpose of this policy is to define the 

standards we adopt throughout our organisation to ensure green claims made about 

our p roducts/ services are fair and substantiated.  

This policy applies to all the forms of marketing and advertising we use, including 

television, radio, online marketing (including social media and influencer marketing), 

direct marketing, shopper marketing, packaging, events, trade/sales and other 

profess ional promotions and communications.  

In addition to this policy, all marketing and communications must at all times comply with 

the relevant local laws and regulations.  

 

Our standards 

We commit to the standards of communication set out in The Anti - Greenwash Charter , 

which are as follows:  

 

Transparency  

We commit to clear communication of what sustainability benefit our product or service 

offers and don’t conceal or omit information.  

Accountability  

We substantiate our sustainability claims with accurate, and regularly evaluated empirical 

evidence. We commit to sharing facts, figures and statements that can be checked.  

Fairness  

We commit to using fair, clear and unambiguous language when providing comparisons 

with other products or organisations.  

Honesty  

We ensure we make specific statements about our organisation’s sustainability efforts 

and that our actions match those promises.  

 

                                        

https://antigreenwashcharter.com/
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Our practices  

We implement the following practices and procedures to ensure we uphold our 

standards:  

• Clearly define the green terms we use  

• Set standards for authentic and accurate visual representation  

• Outline a clear editorial process  

• Clarify our approach to evidence and testing  

• Detail the training we provide our employees  

• Introduce our escalation procedure  

• Share our approach to customer education  

• Explain how we support partners and collaborators  

• Commit to regular reviews and effective governance  

 

Definitions 

We define all the key ‘green’ term , acronyms and simplify the scientific concepts that 

form the language of sustainability  to ensure our claims are clear and transparent:  

 

Carbon footprint  

A measure of carbon dioxide emissions from products, manufacturing, business 

operations, etc.   

 

Carbon negative  

Absorption and removal of carbon dioxide is greater than the amount of carbon dioxide 

that is being emitted; better for the environment than being carbon neutral.  

 

Carbon neutral  

Carbon neutrality refers to a situation where the company achieves a balance between 

the quantity of GHG emissions it produces and the amount of carbon it  removes. The 

concept is important, but can be regarded as controversial, because carbon removal 

technologies are largely unproven at scale and nature - based solutions like tree planting 

require long - term management that is not always provided or guaranteed by the offset 

schemes that tend to feature in carbon neutral approaches. Best practice is therefore t o 

work to Net Zero, focusing on dramatic carbon emissions reductions and relying less 

upon offsets.  

 

Closed loop  

Sustainable supply chains that reuse raw materials, conserving natural resources and 

diverting waste from landfills; sometimes referred to as “circular economy.”  
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CO2e  

Carbon dioxide equivalent is a term for describing different greenhouse gases in a 

common unit . For any quantity and type of greenhouse gas, CO2e signifies the amount 

of CO2 which would have the equivalent global warming impact . 

 

EPD  

Environmental Product Declarations report objective third party - verified data about a 

product’s environmental impact across its life cycle.  

 

ESG  

Environmental, social and governance assesses an organization’s practices and 

performance based on sustainability and ethics. Some investors use ESG criteria in 

evaluating opportunities.  

 

G reenhouse G ases  

Greenhouse gases (GHGs) are gases that trap heat in the atmosphere, contributing to 

the greenhouse effect, resulting in increases in average global temperature. The main 

greenhouse gases include carbon dioxide, methane, nitrous oxide, ozone, CFCs 

(chlorofl uorocarbons), HFCs (hydrofluorocarbons) and water vapour. Each has a 

different greenhouse warming potential (GWP).  

 

Greenwashing  

A marketing tactic used to make misleading claims about the environmental benefits of a 

product or service . 

  

ISO  

The International Organization for Standardization is an independent, non - governmental 

organization that develops standards to support innovation and provide solutions to 

global challenges. ISO certification verifies adherence to best practices.  

 

LCA  

Life cycle assessments provide the foundation for an EPD, evaluating a product’s 

environmental impact over its entire life cycle: material extraction, manufacturing, usage 

and end of life.  

 

Net zero  

Net Zero describes a state where greenhouse gas (GHG) emissions produced are 

balanced by those removed from the atmosphere. Net Zero emphasises the need for 

significant reductions in emissions across all scopes, with any residual emissions being 

neutralise d through carbon removal.  

 

Off - gassing  

Off - gassing is the release of chemicals from new products into the air. Often found with 

new mattresses and carpets, these chemicals can cause allergic reactions in humans. 

Our products have very low emissions and achieve the highest ratings for indoor air  

quality.  



 

6 

 

 

Phthalates  

Chemicals used to make plastics more durable. Our products are certified “phthalate -

free,” meaning they are free from ortho - phthalates that can affect human health. Our 

products do not contain the plasticizer DEHP/DOP.  

 

The products do contain a different group of phthalates, terephthalates, which have not 

been found to affect human health.  

 

Post - consumer recycled content  

Material from products at the end of their life cycle that otherwise would go to a landfill.  

 

Post - industrial recycled content  

Material that’s recycled after the manufacturing process but before being used. It can 

come from trimmings, byproducts or defective items produced during manufacturing.  

 

PVC  

Polyvinyl chloride is the primary raw material in luxury vinyl flooring. Its exceptional 

durability makes PVC the most widely used polymer in building and construction, but it 

also is used in medical products such as dialysis tubing and heart -  and lung - byp ass 

tubing.   

 

Renewable energy  

Renewable energy is generated from sources that never run out, like sun, wind, water/ 

tides and geothermal heat. These sources are more sustainable because they are 

inherently cleaner and don’t release greenhouse gases. However, they are not impact -

free, a s the technology and infrastructure needed to produce them have their own 

environmental impacts.  

 

Science - based targets  

Science based targets are a formal way for a company to define emissions reduction 

targets. They focus on the quantity of emissions that need to be reduced to meet the 

targets set out in the Paris Climate Agreement. This is to limit global warming to 

1.5°C/34.7°F. The process is administered by the Science Based Targets Initiative (SBTi).  

 

Scopes 1, 2 & 3 (Carbon accounting)  

Carbon scopes provide a way of categorising different types of company emissions. 

Scope 1 -  sources the organisation owns or controls directly –  for example from petrol 

in vehicle fleets, or oil in boilers. Scope 2 –  emissions the organisation causes indir ectly 

–  for example from energy purchased for heating and lighting. Scope 3 -  emissions the 

organisation causes indirectly but is responsible for –  for example goods and services 

purchased from third parties (these include all the scopes of the companies p urchased 

from). Typically, Scope 3 contributes the vast majority of a company’s emissions footprint.  
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Sustainability  

The integration of environmental, social and economic concerns to create healthy, 

diverse and resilient products and communities for generations to come.  

VOCs  
Volatile organic compounds (VOCs) are emitted as gases that can affect indoor air 
quality. Annually, our factories are audited, and our products tested by an independent 
3rd party to maintain our stringent air quality standards. All our flooring products achieve 
Eurofins Indoor Air Comfort (Gold) certification.  

If you come across a term you don’t understand and can’t find it on this list, please email 

Dale Diamond  at dale.diamond@karndean.co.uk  for clarification.  

 

Use of images and colour 

In our commitment to transparent and honest communication regarding our 

sustainability efforts, we recognise the powerful impact of visual representation in 

shaping perceptions. Therefore, we uphold the following principles related to the use of 

imagery an d colours in our marketing materials:  

Authentic Imagery  

We commit to using genuine and representative images of our products, services, and 

initiatives, avoiding the use of stock photos that may mislead or give an exaggerated 

impression of our green efforts.  

Avoidance of Greenwashing through Colours  

The use of green or earth tones in marketing materials can evoke feelings of 

environmental friendliness. We ensure that such colours are used responsibly and are 

not misleading. If a product or service is represented with green colours, it must have 

substa ntiated green credentials to back up such representation.  

Highlighting Actual Efforts  

When showcasing our sustainability roadmap  or initiatives  visually, we will only use 

images from actual initiatives we have undertaken, avoiding generic or unrelated 

imagery that may give a false sense of our environmental impact or efforts.  

Transparency in Photo Alteration  

Any alterations or edits to photos that may change the reality or context of our green 

initiatives will be clearly disclosed. This includes photoshopped elements, exaggerated 

effects, or other changes that might give a misleading impression.  

Cultural & Environmental Sensitivity  

We ensure that any imagery used respects the cultural, environmental, and socio -

economic context of the regions or communities depicted. This includes avoiding 

imagery that may be perceived as appropriating or misrepresenting cultural or 

environmental elem ents.  

Educative Infographics  

Where possible, we will use visual aids such as infographics to simplify and convey 

complex sustainability data or concepts. These visuals will always be based on 

mailto:dale.diamond@karndean.co.uk


 

8 

 

substantiated facts and will be designed in a manner that is easy to understand without 

misrepresenting the information.  

For any concerns or questions regarding the imagery and colours used in our marketing 

materials, or if you believe we are not adhering to the standards set out in this section, 

please contact  Laura Wedgbury  at laura.wedgbury@karndean.co.uk . We appreciate 

feedback and are dedicated to continuous improvement in our visual communications.  

 

Editorial processes  

 

All sustainability marketing materials and communications, including the Karndean 

Evolve Launch Pack with our glossary of terms, are housed in a shared folder accessible 

to all team members.  All files are named to include the approval date to easily identify 

outdated content . Content creation begins with referencing approved copy, terms, and 

images from this folder.  

Any sustainability content derived from approved copy undergoes a thorough review by 

the respective Marketing Manager for final approval.  

The development of new sustainability - focused marketing materials involves 

collaboration between our UK and/or Global Sustainability Lead and the Marketing Team 

from the briefing stage onwards. Once the content is agreed with the Sustainability  

Leads , it is then reviewed in  its final format to review the copy in context, in collaboration 

with feedback and approval from the  Marketing Director prior to publication . 

The sales team exclusively uses approved content from the Marketing Team and 

Sustainability Leads for their sales tools and presentations. This expectation is regularly 

reinforced during sales meetings to emphasise its importance.  

We actively encourage and reward staff members who raise questions or concerns 

regarding our green claims, fostering a culture of accountability and transparency 

around the business.  

 

Evidence and testing  

All claims that are made are independently verified. When making claims we will always 

refer to the certification we have received that is linked to the claim.  

 

Training  

Relevant  employees receive training on our Green Claims Policy and The Anti -

Greenwash Charter so they fully understand the issues and benefits. Alongside our 

Karndean Evolve Training: Climate Change  e- learning module to give colleagues the 

knowledge and expertise to  talk to customers about our sustainability approach and 

challenge any green claims made by colleagues that do not align to our approach.  

 

mailto:laura.wedgbury@karndean.co.uk
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Our Green Claims Policy is hosted on People First for colleagues to access whenever 

they need a refresher.  

 

Customer engagement 

We know our customers are invaluable in our fight against greenwashing, which is why 

we commit to answering any emails about our green claims within three working days. 

We regularly conduct user research to find out how our customers interpret our green 

cl aims to ensure that they are clearly understandable.  

 

If you have any questions or feedback on this policy or our green claims, please email  

Dale Diamond  at dale.diamond@karndean.co.uk  for clarification or alternatively submit 

any greenwashing concerns directly to The Anti - Greenwash Charter for independent 

review here . 

 

 

Customer education 

Our strategy for customer education involves creating content that informs customers 

about sustainability issues, including the environmental impact of our products life cycle 

and the key focus areas that make up our sustainability roadmap . This content is 

designed to be accessible and engaging, helping to raise awareness and understanding 

of key sustainability topics.  

 

Commercial  

We educate our commercial customers through a CPD or lunch & learn carried out by 

our Commercial Specification Managers. If you would like to book a Sustainability CPD 

or lunch & learn, please contact your Commercial Specification Manager or email 

commercial@karndean.co.uk .  

 

Retail  

We have a Karndean Evolve section on AdVantage for retailers to access our 

sustainability marketing materials, trai ning documents and our global sustainability 

report.  

 

Consumers  

Our sustainability approach is displayed in our consumer showroom in Evesham via a 

video to educate our customers shopping for Karndean in a simple and engaging way.  

 

We explain our approach to sustainability on our website and in our printed brochures.  

 

Distribution  

We have a sustainability section on our Palio Trade and Palio Express websites to host 

our global sustainability report, for customers to access.  

mailto:dale.diamond@karndean.co.uk
https://antigreenwashcharter.com/share-concern/
mailto:commercial@karndean.co.uk
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Partnerships and collaborations 

We are dedicated to promoting sustainability and responsible marketing practices across 

our network of manufacturers and partners.  

 

We actively engage with our partners to encourage alignment with our sustainability 

values and the principles outlined in this policy. This engagement involves referring The 

Anti- Greenwash Charter, whilst also sharing knowledge and resources to enhance the ir 

understanding and implementation of responsible marketing practices.  

 

We uphold transparency in all our partnerships. Clear communication about the 

sustainability efforts of our collaborators is essential. We inform our stakeholders about 

the sustainability credentials of our partners, reinforcing our commitment to upholding  

our sustainability goals and public commitments, and encouraging a broader adoption of 

responsible marketing practices.  

 

Regular reviews 

We carry out quarterly internal audits of our content and check all our references are 

up to date. During this audit, we also check for new developments in the industry that we 

can benchmark against.  

 

Being a signatory of The Anti - Greenwash Charter is a continuous process; as such, we 

review our marketing practices annually to ensure we are still compliant with any 

changes to the Charter.  

 

Governance of this policy 

Our Marketing Director is responsible for ensuring that our compliance with this Green 

Claims Policy is reviewed bi- annually . Any non - compliance with this policy will be 

brought to the attention of the Executive Management Board (EMB ), who will decide on 

further actions and whether the matter should be escalated further.  

 

Business area heads are responsible for establishing and following practices, instructions 

and operating models in line with the Green Claims Policy. The Marketing Team reviews 

and updates all our marketing policy guidelines.  

 

Before entering into new partnerships with third parties, such as suppliers, we share our 

Green Claims Policy with them to encourage adoption of similar standards.  

 

Independent reviews  

As a signatory of the Anti - Greenwash Charter, we actively endorse independent reviews 

to validate our Green Claims Policy practices & procedures. These periodic evaluations 

ensure our commitment to responsible marketing practice. We understand that any 

non - compliance could lead to a revocation of our certified signatory status.  
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Compliance review record  

 

Campaign name  Date of review  Certificate and report  

Sustainability datasheets  01/08/2024  
Compliance Certificate  
 
Full report  

 

 

 

file://///fileserver/Marketing/The%20Anti-Greenwash%20Charter%20-%20APPROVED%20CONTENT/Our%20Green%20Claims%20Policy/www.karndeancommercial.com/globalassets/karndean-commercial/downloads/pdfs-and-thumbnails/environmental/uk/other-sustainability-documents/karndean-designflooring-uk_compliance-certificate_antighreenwash-charter.pdf
file://///fileserver/Marketing/The%20Anti-Greenwash%20Charter%20-%20APPROVED%20CONTENT/Our%20Green%20Claims%20Policy/www.karndeancommercial.com/globalassets/karndean-commercial/downloads/pdfs-and-thumbnails/environmental/uk/other-sustainability-documents/karndean-designflooring-uk_campaign-review_full-report_antigreenwash-charter.pdf

