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As the colder winter months approach, 

your boiler will become one of the hardest 

working appliances in your home. But is 

it also working hard at keeping harmful 

emissions low too? If it’s an Intergas boiler 

then the answer is ‘yes’. You may not be 

familiar with this Dutch manufacturer, 

but it’s a brand leader in the Netherlands, 

and punches way above its weight. First, 

over 20 years ago Intergas created the 

prototype for a game-changing boiler 

with design engineering that was simple, 

yet so advanced that today it remains 

at the cutting edge of boiler technology. 

Second, there are only four moving 

parts in the entire boiler and, with fewer 

parts, there’s less to go wrong. Third, 

the robust aluminium and copper heat 

exchanger (the heart of every boiler) is as reliable 

as they come, so won’t let you down. Fourth, 

it’s the only boiler in the UK which condenses 

all of the time in both heating and hot water 

modes, which keeps energy bills low. And fifth, the 

newest boilers from Intergas, the Xtreme and the 

Xclusive, only emit between 17.06-20.33 mg/kWh of 

nitrogen oxides (NOx), making them the lowest-NOx 

domestic boilers in the world. (NOx is a pollutant 

created when fossil fuels are burned, and prolonged 

exposure can irritate the airways; children and the 

elderly are at greatest risk.) 

The boiler with ultra-energy-efficiency built-in

If you’re looking for an economical boiler  
that will look after you, your family and  
the environment, it’s time to go Dutch;  
it’s time to call 01384 389064 or email  
marketing@intergasheating.co.uk

It is time for a new type of investment that benefits 

both you and the planet.  

Egni Co-op’s share offer is open for investment 

and we have already raised over £650k of our £750k 

target. They have secured the Feed-in Tariff (FiT) 

subsidy for rooftop solar panels on over 250 sites in 

Wales and is currently installing panels to generate 

a further 5,000kW. Egni Co-op’s sites include 

businesses, community centres and universities; 

golf, football and rugby clubs; a brewery; leisure 

centres; and schools. This will 

save the sites £8m over the next 

30 years and prevent 35,000 

tonnes of carbon emissions. 

The team behind this share 

offer have already successfully 

delivered 179kW of rooftop 

solar on seven sites during 

Egni Co-op’s first share offer 

in 2014 (www.egni.coop). Also 

developed was Awel Co-op 

(www.awel.coop), raising over 

Help to tackle climate change and make a return

Visit egni.coop or call 01639 830870 if you have any questions.

Egni is a bona fide cooperative registered with the Financial Conduct Authority No. 32008R. Past performance 
is not necessarily a guide to future performance. The value of investments can go down as well as up.

£3m from community shares, and built a 4.7MW 

community wind farm which was commissioned  

in January 2017. 

Together with their linked charity, Awel Aman 

Tawe, these initiatives have won multiple awards 

(see the share offer on their website for details or 

phone up for a hard copy). 

Research shows that 42% of British adults with 

investments want to “make money and make a 

difference”, with over one in three wanting at least 

a quarter of their investments to include green and 

ethical considerations. But it’s about more than just 

income – it’s also a way 

to help our community 

tackle global issues. 

Egni Co-op are inviting 

anyone across the UK 

over the age of 16 to 

invest from as little as 

£50 with a predicted 4% 

return on investment. 

With almost 75% of us now claiming to be 

passionate about sustainable living*, a drive 

already well underway in the takeaway coffee 

market, with more and more of us ditching 

the disposables for the reusables. But what’s 

happening on the supermarket shelves? Well, 

one retail coffee company has been causing 

quite the stir. 

Percol Coffee has achieved a world’s first with 

the launch of plastic-free packaging across its 

range of ground and beans – a pioneering move 

to combat the 100 million non-recyclable plastic 

packs used in the industry each year. 

Made from renewable resources such as  

plant fibres and eucalyptus wood pulp, the  

Percol packs are also fully home-compostable, 

meaning you can chuck them straight in with 

your food scraps. 

If you’re a coffee lover all about the  

beans, fear not – Percol’s new range doesn’t 

skimp on flavour. In fact, it’s 100% organic, 

Fairtrade certified, and made from single-origin 

Arabica beans. 

Percol spent decades investing in the farmers 

who grow their  delicious coffee, generation after 

generation. Percol Coffee’s next mission? To be 

the most sustainable coffee company. Plastic-

free. Carbon-neutral. Fairtrade-certified. Here’s to 

positive drinking.

The London-based 
company cleaning up 
the coffee industry

This is a cuppa that does good and tastes 
good too. So are you ready to take the 
plunge? Visit percol.co.uk

*Research commissioned by Percol and conducted by Censuswide, 
with 2,024 general respondents between 26/10/2018 and 29/10/2018. 

Unfortunately, that’s the bruising truth about 

climate change. The UN Intergovernmental 

Panel on Climate Change (IPCC) has said 

definitively that we now only have a dozen 

years to make a difference – a dozen years to 

make the changes needed to prevent climate 

change from taking an irrevocable grip on our 

planet and the life on it. 

From an individual point of view, our own 

part of the solution is entirely straightforward: 

it’s about changing how we heat our homes, 

how we get around, and what we eat. Energy, 

transport, and food – between them, those three 

areas account for around 80% of our personal 

carbon emissions. 

That’s why Ecotricity focuses on the frontiers 

of those three areas. As an individual, changing 

your energy supply is pretty much the simplest 

change you can make. Not everyone can make the 

jump to buy an electric car yet – though you can 

think more closely about how you travel and when 

you travel. Not everyone can immediately cut meat 

out of their diets – though reducing the amount you 

do eat is certainly a great first step.

Switching to a green energy supplier, however, 

takes only a few minutes. And in just a year, you 

could prevent over a tonne of CO2 from entering the 

atmosphere – that’s the equivalent of taking a car off 

the road for 5,000 miles. It would take over 500 trees 

one year to absorb that much CO2. We need your 

help to make the next 12 years count.

Are we really just 12 
years from climate  
catastrophe?

If you switch to Ecotricity for your energy, 
you’ll receive a FREE £50* (*£25 per 
fuel) voucher to spend with John Lewis. 
Just quote CHECKLIST when you join at 
ecotricity.co.uk

With the world crying out for 

sustainable alternatives to man-

made packaging materials, the 

winning of a 2018 Queen’s Award 

for Enterprise in Innovation 

by Staffordshire company 

Woolcool demonstrates the 

real credibility of using a natural, renewable 

packaging resource: sheeps’ wool. Conceived 

by founder and CEO Angela Morris in 2001, 

Woolcool is superior insulated packaging for 

transporting temperature-sensitive goods for the 

food and pharmaceutical sectors. 

Created by nature, driven by science

The company’s philosophy 

is based around the concept 

of Woolcool being ‘created 

by nature, driven by science’. 

As a result, more than £1m 

has been invested in 

research and development 

– supported by three rounds 

of Government funding via 

Innovate UK. 

Not only is wool renewable and sustainable,  

it is also a naturally superior insulator.  

Available in abundance as a by-product of 

rearing sheep, wool insulation is totally 

compostable and biodegradable, releasing 

valuable nitrates back into the soil. Independent 

tests show that Woolcool outperforms 

conventional insulated packaging on every level.

From farmer to pharma

In the last five years Woolcool has grown 

significantly, in line with the growth of the online 

food sector, supplying pioneering customers Abel & 

Cole, Fortnum & Mason and more recently Unilever 

Foods and John Lewis. Woolcool is now expanding 

into the global pharmaceutical sector, providing 

patented, sustainable packaging. 

Helping reduce waste

Thousands of tonnes of non-

biodegradable plastic packaging waste 

have been saved from landfill by UK 

customers switching to Woolcool. In 

2018 alone, Woolcool has prevented the 

equivalent of 75 Olympic-sized swimming 

pools full of polystyrene going to landfill.

Woolcool insulated packaging - flying the flag for 
natural materials

Visit woolcool.com, call 01785 262030 or 
email sales@woolcool.com

Exacompta – the eco-friendly stationery company
To know more about 
our Forever® range 
and environment 
strategies visit 
exacompta.com/eco

For over 40 years, Exacompta has been 

integrating ecology and sustainable 

development into its corporate strategy. 

Our Forever® range of filing and desktop 

accessories is the best example of the 

group’s environmental commitment, as 

the entire range is made from Blue Angel 

certified paper and plastic – some 60% of 

their products are from certified materials.

The ecoegg Laundry Egg is an environmentally 

friendly replacement for laundry detergent and 

fabric conditioner. It cleans and softens clothes 

without the use of harsh chemicals thanks to two 

types of mineral pellets that ionise the water and 

naturally lift away dirt without fading colours or 

leaving residue on clothing. Perfect for even the 

most delicate of skins, the ecoegg Laundry Egg 

is hypoallergenic and holds Allergy UK’s ‘Allergy 

Friendly Product’ award. 

Available in Fresh Linen, Spring Blossom and 

The eco-friendly  
laundry solution

Shop at at ecoegg.com or call 01622 535200 
to find out more.

Fragrance Free, the Laundry Egg is refillable, allowing 

you to say goodbye to single-use plastic detergent 

and softener bottles. In fact, if you normally put one 

wash on a day, you will save around 40* bottles of 

detergent and softener each year! 

You’ll also be helping to save tonnes of harsh 

chemicals from going down our drains and 

polluting our water systems each year.

Reduce food waste in the kitchen with perfectly pre-portioned meal kits

To find out more about 
HelloFresh’s approach to sustainability,  
visit hellofresh.co.uk/about/sustainability

The UK’s leading meal kit company, HelloFresh, 

is focused on reducing food waste by delivering 

the exact pre-portioned ingredients needed to 

cook chef-inspired recipes from scratch at home. 

Food waste is not only reduced in households 

but also in the supply chain by ordering accurate 

amounts of produce each week for customers’ 

recipes. The little food surplus at HelloFresh’s 

packing facility is given to those in need,  

through partnerships 

with food charities like  

The Felix Project. 

In addition, buying 

direct from local 

suppliers and delivering 

to customers cuts 

out wholesalers 

and supermarkets 

and reduces carbon 

emissions, making meal 

kits like HelloFresh 

more environmentally 

friendly when every  

step in the process – 

from farm to landfill –  

is taken into 

consideration. 

HelloFresh is a rolling weekly meal kit delivery 

service with no minimum term or commitment. You 

choose what goes in your box and 

when you want it and we’ll deliver 

all the fresh ingredients to your 

door.

You recycle, you buy local – but how is your 

pension helping the environment? In the past, 

the investment industry did not always make it 

easy to know where your money went. However 

Nutmeg socially responsible portfolios are 

designed to be both ethical and transparent – so 

you can see exactly where your money goes.

This is done by scoring investments based 

on based on data provided by MSCI, a leader in 

socially responsible research. If the investment 

is in a company, the team want to know the 

company’s carbon footprint, how it treats its 

workers and whether it has independent and 

female directors on its board.

Nutmeg’s socially responsible pots don’t 

invest in firms that make nuclear bombs 

or other controversial weapons. Tobacco, 

gambling and alcohol may also be excluded.

Many investors fear that “doing good” 

with their money means accepting a lower 

return but Netmeg disagrees. Socially 

responsible strategies have often outperformed 

conventional ones on a risk-adjusted basis 

(Source: Nutmeg calculations, Macrobond data 

on conventional and socially responsible MSCI 

indices, September 2007 to October 2018).

As of 1 November 2019, Nutmeg have opened 

more than 8,000 socially responsible pots, 

including stocks and shares ISAs and pensions. 

These pots are designed to be easy to use, 

transparent and low-cost.

Ever wondered what 
your pension is doing 
for the planet?

Why not open a socially responsible 
portfolio today at nutmeg.com or call  
020 3598 1515 for more information.

As with all investing, your capital is at risk. The 

value of your portfolio with Nutmeg can go down 

as well as up and you may get back less than you 

invest. Past performance is not a reliable indicator 

of future performance. Tax treatments apply.

Win a set of two designer CO2 neutral 
planters Worth £150! hurstmediacompany.co.uk/win/capieurope

Discover flowerpots with a CO2
 Neutral® 

label. Capi Europe produces designer flower 

pots in the Netherlands that tell a genuine 

climate story.

The Dutch company has been awarded  

the CO2 Neutral® company label for its 

climate-neutral production. Every flower  

pot from the Made in Holland collection  

will be provided with this quality mark, 

awarded by the independent association 

Vincotte, and is delighted with  

having achieved this important milestone. 

However, the company foresees even more 

opportunities to realise its sustainable vision. 

“This is only the beginning,” says owner 

Toine van de Ven. “There is good reason for 

our mission, ‘grow a greener life’, as we have 

a duty to look after our future generations.” Find out more at capi-europe.com

Read more online! Visit checklists.co.uk and follow     @checklistsocial

Commerce with a conscience – these environmentally-balanced businesses are run with 
strong principles, aiming to be good  for the soul and the planet too

Green and Ethical Checklist is an independent spread of advertorial from Hurst Media Company. While every care is taken in ensuring that the content is in compliance with the Advertising Standards Authority and The UK Code of Non-Broadcast Advertising and Direct & Promotional 
Marketing (CAP Codes), the publishers assume no responsibility in the effect rising therefrom, and readers are advised to seek professional advice before acting on any information.

ADVERTISEMENT ADVERTISEMENT

To advertise with Green and Ethical Checklist, please call Hurst Media Company on 0203 478 6017

The Green and Ethical Checklist is a full-
colour, tabloid sized double-page spread of 
advertorial content published in the Weekend 
section of The Times.

The Times readers have an average family 
income of £55,885. This wealthy readership 
believes it is worth paying extra for quality 
products and services. The Green and Ethical 
Checklist will therefore serve as an essential 
guide so that readers can lead a more 
ecologically aware lifestyle.

It showcases a high-quality selection of 
environmentally-friendly products and 
services ranging from fashion, food & drink, 
technology, charities and travel.

The Green and Ethical Checklist is the 
perfect shop window for brands and 
organisations to benefit from the robust 
editorial environment in The Times, and a 
readership which is highly sympathetic to  
the cause.

•	 Times readers are 25% more likely  
to mention ads when they talk  
about brands

•	 718,000 Times readers are interested 
in topics on the environment, natural 
world and countryside

•	 Times readers have 24 conversations 
about food and drink daily, 20% more 
than the average

•	 The Times is read for an average of  
54 minutes on a Saturday
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Competition upgrade

£7,500

£5,625

£3,750

£1,000

RATE CARD

•	 467,325 copies of The Times 
published on a Saturday

•	 1,077,000 average print 
Saturday readership

•	 Distributed UK wide
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CLICK HERE TO SEE THE COMPETITION MEDIA PACK

https://www.hurstmediacompany.co.uk/wp-content/uploads/2020/08/Competitions-published-with-the-national-press-and-Hurst-Media.pdf
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SUPPLYING CONTENT

DESIGN PROCESS
•	 Once all material is submitted according to specification,  

Hurst Media will layout your advertorial within the pre-approved 
house style of the publication.

•	 Supplied copy will by subedited by Hurst Media's editorial team. 
Spelling, grammar and punctuation will also be corrected to the 
house style.

•	 Layouts may vary depending on style of images and/or text supplied.

APPROVALS & AMENDMENTS
•	 Hurst Media will provide a PDF for client approval. 

•	 The client will have the option of two rounds of amendments  
before final approval is required. Please ensure any amendments are 
clear and concise.

•	 Approval is required within 48 hours.

•	 Please note that the newspaper must also approve all advertorials and 
they reserve the right to make changes or corrections to ensure copy 
passes their compliance standards.

IMAGE SPECIFICATIONS*

•	 CMYK images in JPEG, TIFF or PSD format. 

•	 All images are high resolution (at least 300dpi). 

•	 Please supply images at their original size and aspect ratio.  
We will crop images to an appropriate size when laying out  
your advertorial.

•	 Please do not supply images with any copy i.e. slogans on top. 

•	 We recommend supplying lifestyle images depicting your target 
audience, service or general message; or product shots.

COPY SPECIFICATIONS
•	 Total word count includes max. 10 words for headline and  

max. 20 words for a call to action.

•	 Hurst Media reserve the right to make changes, including 
grammatical changes and corrections to ensure supplied copy 
meets house style.

FILE TRANSFER WARNING: EMAIL ATTACHMENT LIMIT

Files less than 8mb (total attachment limit) can be emailed to 
production@hurstmediacompany.co.uk. Larger files can be sent to 
production@hurstmediacompany.co.uk via the free file sharing service 
wetransfer.com. Please clarify in your message your company name, 
publication, theme and on sale date as per your booking.

* �Image use subject to editorial discretion and may vary depending quality, size and layout. We cannot 
guarantee the quality of the final print for images supplied outside of these specifications. 

Bespoke advertorials (in which Hurst Media supplies the copy ONLY, and all images/logos are provided by the 
client) will be charged at a further 10%, or a one-off fee of £150, whichever is greater. 
 
Image sourcing conducted by Hurst Media on behalf of the client will be charged at a fee of £25. 


