
 

 

 

 

Responsible MarkeƟng and Public RelaƟons Principles 

 

1. Purpose 

This policy ensures that all markeƟng, adverƟsing, and public relaƟons acƟviƟes conducted by 
meetpat are honest, ethical, environmentally responsible, and respecƞul of customers, partners, and 
the public.  

Our mission is to deliver innovaƟve, safe drinking water soluƟons while contribuƟng to a sustainable 
impact for people and the planet.   We aim to promote safe, reliable drinking fountains while 
building long-term trust. 

 

2. Scope 

This policy applies to: 

 MarkeƟng, adverƟsing, and promoƟonal acƟviƟes 

 External communicaƟons, media relaƟons, and public statements 

 Digital communicaƟons, websites, and social media 

 Product claims, cerƟficaƟons, and sustainability disclosures 

 CommunicaƟons (including emails) by employees, contractors, and agencies acƟng on behalf 
of the company 

 

3. Core Principles 

3.1 Honesty and Accuracy 

 All markeƟng claims must be truthful, clear, and verifiable. 

 Product performance (e.g., filtraƟon, flow rate, durability, compliance) must be supported by 
tesƟng, cerƟficaƟons, or documented evidence. 

 We do not exaggerate benefits or omit important limitaƟons (such as maintenance 
requirements). 

 Errors or inaccuracies will be corrected promptly and transparently. 

3.2 Regulatory Compliance 

 MarkeƟng materials must comply with all applicable laws and standards, including: 

o Consumer protecƟon and adverƟsing laws 



 

 

o Health and safety regulaƟons 

o Accessibility standards (e.g., ADA where applicable) 

o Environmental and water-quality regulaƟons 

o Watermark labelling requirements (Australia)  

 Claims regarding compliance or cerƟficaƟon (e.g., Watermark, NSF, ADA, Reg4, ACS, BCorp) 
must be current and accurate. 

3.3 Responsible Health & Safety Messaging 

 We avoid fear-based or misleading messaging about water safety. 

 Health-related statements (e.g., hydraƟon benefits, water quality) must be general, factual, 
and not presented as medical advice. 

 We do not imply that our products cure or prevent illness. 

 Product limitaƟons, maintenance requirements, and appropriate use are communicated 
clearly. 

 

4. Environmental Responsibility 

 Environmental claims (e.g.  reduces plasƟc waste) must be specific and supportable. 

 CommunicaƟon of social and environmental commitments must be verifiable and current 
e.g. 1% for The Planet Statements/Claims 

 We communicate sustainability benefits responsibly, such as: 

o ReducƟon of single-use plasƟc boƩles 

o Water efficiency features 

o Product durability and repairability – modular system 

o Carbon offsets and its limitaƟon 

All such statements must reflect actual product characterisƟcs and documented pracƟces. 

 We do not engage in “greenwashing” or vague environmental claims. 

 

5. Fair CompeƟƟon 

 We market our products based on their own merits. 

 Product comparisons are factual, fair, and based on verifiable criteria. 

 We do not misrepresent compeƟtors or create misleading impressions of alternaƟve 
products. 

 



 

 

 

 

6. Inclusive and Accessible CommunicaƟon 

 MarkeƟng materials should reflect diversity. 

 MarkeƟng materials are developed with consideraƟon for accessibility and diverse user 
needs. 

 Language, images, and design should be respecƞul and non-discriminatory. 

 Where possible, content should be accessible (clear language, readable fonts, alt text for 
images, capƟons for videos). 

 All communicaƟons should be in line with the following guidance: 

o Oxfam Inclusive Language Guide 

o European Parliament Inclusive CommunicaƟon Guidelines 

 

7. Use of TesƟmonials and Endorsements  

 Customer tesƟmonials must be genuine and used with permission. 

 TesƟmonials must reflect typical user experiences unless clearly stated otherwise. 

 Any partnerships, sponsorships, or paid endorsements must be disclosed. 

 

8. Digital MarkeƟng & Social Media 

 Online content must follow the same ethical standards as tradiƟonal markeƟng. 

 We respect user privacy and comply with data protecƟon laws. 

 NegaƟve feedback or complaints are handled respecƞully and professionally, without 
harassment or deleƟon unless abusive or spam. 

 

9. Crisis CommunicaƟon & Issue Management 

 In the event of product safety issues, recalls, or compliance concerns, meetpat commits to: 

o Timely and accurate disclosure 

o Clear communicaƟon with customers, regulators, and stakeholders 

o CorrecƟve acƟons aligned with ISO 9001 conƟnuous improvement principles 

 

 



 

 

 

 

10. Media and Public RelaƟons 

 All public statements and media interacƟons must be accurate and approved by designated 
company representaƟves. 

 In the event of product issues, recalls, or safety concerns, we commit to Ɵmely, transparent, 
and responsible communicaƟon. 

 We correct errors when misinformaƟon is idenƟfied. 

 

11. Internal Review and Accountability 

 MarkeƟng materials should be reviewed internally for accuracy and compliance before 
publicaƟon. 

 Employees are encouraged to raise concerns about potenƟally misleading or unethical 
markeƟng. 

 ViolaƟons of this policy may result in correcƟve acƟon. 

 

12. ConƟnuous Improvement 

 This policy will be reviewed periodically to reflect changes in regulaƟons, industry standards, 
and best pracƟces. 

 Feedback from customers, partners, and employees is welcomed to improve our 
communicaƟons. 

 

Approved by: Nick Robinson  

meetpat Director 
 
EffecƟve Date: 5 January 2026 
Next Review Date: 5 January 2027 
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