


Webinar Procedures

The webinar is recorded and will be shared - in parts or entirely – with all consortium partners. 
By staying connected you agree to this. If you would not like to appear on the recording, please 
keep your camera and microphone off at all times.

Mute your 
microphone 

Disconnect 
video

When you are invited 
to speak, unmute mic 
and show video 
(if possible)

Raise your hand 
when you wish 
to speak

Type questions 
in the chat



Agenda

Introduction
Charlotte Denis, Textile 

ETP

Green Claims 
Directive: What It 

Means for Your 
Business

Sophia Engström, RISE

Q&A

Conclusion
Charlotte Denis, 

Textile ETP



Online animation activities play a pivotal role in sustaining the engagement of SMEs 
within the digital ecosystem. To stimulate interaction, the RegioGreenTex Community 

Talks promote the latest progresses and results of the project, and well as encouraging 
dialogue and knowledge sharing in the textile sector. 

The 'Going Green Trainings', a component of the RegioGreenTex Community Talks, 
offer advisory green support to SMEs in the textile sector, carefully tailored to address 

sustainability concerns. Led by experts from RISE, these webinars provide practical 
training across six distinct areas of sustainability.

The Going Green Trainings are part of WP4 (T4.2 Green advice/advisory support to SMEs) 
and are managed by RISE, with support from OVAM, Euramaterials, Citeve, Eurofins, Ateval, 

AEI Textils, CS-Pointex, NTT, EURATEX, and Textile ETP.



Green Claims Directive: 
What It Means for Your 
Business
Sophia Engström, RISE



Green Claims Directive
What it Means for Your Business



Sophia Engström
Business Development specialist



Purpose of Green Claims Directive

1. Role of Consumers in Accelerating the 
Green Transition. Aims to give the 
large scope 3 – that means us, more 
power to make the right sustainable 
choices

2. Fair and leveled market for companies

NO MORE GREENWASHING!



A Claim - As customer You shall 
be able to..

3.Verify

2. Compare

1. Trust



What’s happening?

❑ The ENVI and IMCO Committee (joint committees responsible) adopted their 
report on 14 February 2024, which was adopted by the Parliament plenary on 12 
March 2024.

❑ The Council adopted its general approach on 17 June 2024.

❑ 28 January 2025: first trilogue

❑ Following trilogues between EU institutions, the Directive is expected to enter into 
force and be transposed into national law by member states.

❑ Directive on Empowering Consumers for the Green Transition (ECGT):
❑ Parliament adopted the provisional agreement on the ECGT Directive. The directive 

entered into force on 27 March 2024, and member states have 24 months to 
transpose it into national law.

❑March 2026?

https://www.europarl.europa.eu/news/en/press-room/20240212IPR17624/greenwashing-how-eu-firms-can-validate-their-green-claims
https://www.europarl.europa.eu/news/en/press-room/20240212IPR17624/greenwashing-how-eu-firms-can-validate-their-green-claims
https://eur-lex.europa.eu/eli/dir/2024/825/oj
https://eur-lex.europa.eu/eli/dir/2024/825/oj
https://eur-lex.europa.eu/eli/dir/2024/825/oj


RISE



What else is happening?

Regulatory crackdown on greenwashing in the EU!

Regulators across Europe are increasing their scrutiny 
of greenwashing practices! 

Enforcing stricter transparency standards. For example, the European Securities and Markets Authority 
(ESMA) has issued guidelines requiring funds that use ESG or sustainability terms to allocate at least 
80% of their assets to investments that meet mandatory ESG objectives. These guidelines aim to 
increase transparency and prevent misleading claims in the financial sector.



Short on GCD and CSRD

• The EU Green Claims Directive, currently being negotiated between the Council of the European Union 

and the European Parliament, aims to combat greenwashing by ensuring that environmental claims made by companies are substantiated and 

communicated transparently. Once adopted, it will require companies to verify their environmental claims 
through independent verification, before they put it on the market. Promoting greater accountability 

and consumer confidence. 

• In contrast, the EU Corporate Sustainability Reporting Directive (CSRD) mandates that companies disclose detailed 
information on their environmental, social and governance (ESG) practices. 

• Both directives aim to improve corporate transparency and environmental responsibility.

• The Green Claims Directive aims to specifically target the accuracy of 
• environmental claims in marketing.

• The CSRD focuses on comprehensive sustainability reporting within corporate reporting. 

• These initiatives are changing the landscape of corporate sustainability marketing by imposing legal accountability for 
unsubstantiated claims.



Green Deal Green Claims
Green washing Green Hushing



Where do we stand as a society?
“If investment funds had been covered by the green claims directive most of them would be fined. 
It is so contradictory that investment funds can even be described as "promoting environmental and social objectives" when 
they at the same time undermine the very same objectives. But it is still legal according to European SFDR regulation.”
/Jacob König, Head of Fair Finance Guide
Source: The Swedish Investment Fund Association



• You must know your claim on a detailed 
level, it must be relevant, true and 
transparent

• You must be able to compare your claim,it
must be substantiated with evidence that 
allows comparison with other 
products/services

• Your company must submit your 
environmental marketing claims for 
verification before using them. 

How does GCD affect my company?



What to do?
• You must know your claim on a detailed level, it must be 

relevant, true and transparent
• Make this activity part of your strategy and marketing 

budget. Learn about how to make a true claim

• You must be able to compare your claim,it must be 
substantiated with evidence that allows comparison with 
other products/services

The more transparent you are, the more you gain

• Your company must submit your environmental 
marketing claims for verification before using them. 

This is already the law and should be part of every 
marketing budget



- Build trust with your stakeholders! - How?
- Getting to know your Value chain!
-Learn how to LCA (Life Cycle 

Assessment) no magic, but a bit of effort. 
There is help to get! 
- Effort rewards you with knowledge -

knowledge is power!
- Talk to stakeholders in your value chain
- Collaborate
- Test new practices
- Do research
- Innovate, look into new techniques

And remember; There is help to get! 

What more can I do?



How about the cost?

o To verify cost less if your claim is transparent and easy to verify.
The more complex your claim, more data, more evidence etc.

o Estimated cost for verification should be affordable

o Marketing costs already exist, plan as part of the marketing 
budget. 

o Penalties include exclusion from procurements, confiscation of 
revenues and a fine of 4% of the annual turnover



What is NOT ok to 
communicate?
Low carbon footprint, 
green, eco friendly
environmentally friendly, 
ocean friendly, concsious, 
CO2 neutral, 
lower carbon footprint
greener, 
better for nature..

Poll: No scientific evidence behind 40 % of claims 
(> 50 % vauge or misleading evidence)
230 labels in EU today! 
Distrust >70 %, even more in som countries

Distrust is a  huge risk for good and fair competition
on the market - for all Companies!



What is OK to 
communicate?

What do we need to do to make a claim on the market?

✓ Your claim must be material to your product- not just a fraction but a 
relevant part of product lifecycle, of total CO2 footprint  

✓ Your claim must be broad enough - not just a few impact categories in 
the LCA of your product

✓Verify and be transparent with your result

✓ Communicate the verified result made by a third party (RISE is already 
working on providing affordable services for this)

✓No ranking of your product compared to others is allowed.

Note: All this is already in Legislation ”Unfair practises directive”- new 
ammendment coming soon



Criticism & Risks
Criticism on GCD: 

- Overly focused on CO2 impact, missing other 
important impacts, such as social responsability

- To vauge, no clearly defined comparable measuring 
standards

- Lack of standardized testing, KPI etc. 

- Unclear how much secondary data is required?

- Companies can cherry pick methodology on how to 
substantiate your claim



Mitigating Risks
- Use and take the LCA approach when calculating your 

product data

- Use comparable standardized testing methods, same 
KPI etc.  

- Demand high quality data from your suppliers in  your 
value chain

- The EU ”Environmental footprint method” to 
substantiate your claim. Use best practices.



How about the fashion 
and Textile Industry?

Does the Industry pose more problems than 
others?

owe are more visible, well known brands, 
more exposed

oGlobal value chains that has a lot of social 
responsability issues

oNot always worst when it comes to our 
environmental practices

oA wide variety of labels has amplified the 
problem of green washing



What should the 
Industry do
oCreate better traceability; where is it 

woven, knitted, and dyed?

oCreate better knowledge of systems and 
value chains

oGlobal value chains that has a lot of social 
responsability issues, deal with them.

oA wide variety of labels has amplified the 
problem of green washing

oNot always worst on environmental 
practices, but a large industry creates large 
impact

oRespect Your Customer!



Thank You!
Be kind, always!

Sophia Engström
Business Development specialist
0706 - 275 743
Sophia.engstrom@ri.se



Q&A



Thank you
For more information about the RegioGreenTex Community Talks,
contact: charlotte.denis@textile-platform.eu

mailto:charlotte.denis@textile-platform.eu


Next webinar
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