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to the 13th issue of The Page, the magazine produced by Two Sides to promote
the sustainability and value of print. This issue is packed with
fantastic content, from the results of our latest European
survey into what people really think about paper and cardboard
packaging, to news about how the print industry is coming
together to produce PPE equipment and fundraise for those
affected by coronavirus.
We also hear from Charles Jarrold, CEO of the BPIF, who
explains how the trade organisation has coped with a deluge of
questions and gives his long-term view for the industry, as well
06
as Phil Dodd, Managing Director of Healeys, who talks about
the importance of optimism in business.
Of course, there are also our regular sections such as ‘Fresh
Thinking’, a round-up of fantastic print case studies, which
this issue includes innovative new packaging for flowers and
a brand new accessory for the office lunch.
11
So wherever you are, whatever you are doing, take some time
to relax and read the latest about Two Sides and the medium it’s
working hard to promote. Please share this issue with friends,
colleagues and anyone else interested in the value of paper for
a sustainable world.
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Two Sides would
like to give a warm
welcome to these
new members...

• A Local Printer Ltd
• Advantage Digital Print Ltd
• Barrett Print for Schools
• Central Mailing Services
• Curtis Packaging
• Econoprint (UK) Ltd
• GH Cityprint

—
To become a subscriber to The Page and read previous issues, go to
www.twosides.info/the-page

• Kingsbury Press
• Papier
• Push
• The European Carton Makers Association (ECMA)
• The Private Postman Ltd
• Tico Mail Works Ltd

Sponsored by

SPONSORED BY
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Love Paper Creations

Laura

4,500

The amount of people
that have downloaded
Love Paper Creations

Two Sides have launched a series of resources to
help keep children entertained. Titled ‘Love Paper
Creations’, the collection of games, writing tasks and
activity sheets are designed to be printed at home
and will keep kids occupied for hours.
Free to download, the activity sheets include
paper crafts and origami, games, puzzles, drawing,
colouring and writing activities, with some of the
most popular pages being the ‘Thank You Key Workers’
and ‘We Love Key Workers’ colouring-in sheets.
“We have seen the country and communities pull
together over the last few weeks as the coronavirus
pandemic takes hold of the UK,” says Greg Selfe,
Country Manager for Two Sides UK. “We have all had
to adapt to being isolated and we wanted to take
the opportunity to help households switch off and
enjoy the simple pleasures of engaging with paper,
something we are passionate about.”
Since the resources were released at the start of
April, over 4,500 people have downloaded them, with
a 260% increase in web traffic to lovepaper.org, the
campaign website run by Two Sides. New activities
are being added all the time and all companies and
organisations in the print and paper industry are
encouraged to use and distribute these resources
via their own channels.

Bella

Eva

• To download Love Paper Creations, go to
www.lovepaper.org/creations
—
• When you complete an activity, we would love to
see your creations. Share them on Instagram,
Facebook and Twitter using the hashtag
#LovePaperCreations
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exam papers. One member
even does maps for pilots,
which are still in demand.

charles jarrold,
ceo of the BPIF, gives
his long-term view of
the Covid-19 situation
and explains how the
trade organisation has
helped its members

What do you think the print
industry is learning from
this situation?
One highlight for me is that on
the whole there seems to be
good relationships between
employers and staff. The key
to a good relationship is good
communications, listening to
people’s genuine concerns and
trying to address them, and
I’m seeing a lot of that. We are
also all using technology better.
I have a daily call with the
management team and despite
everyone being locked down,
our communications have
improved. We have become
much more aware of the need
to communicate much more
regularly, and communications
should be better in the future.

“The pressure on
businesses is more
and more intense”

How have the past few weeks
been for the BPIF?
Busy. Things have changed so
much and so quickly. The week
the lockdown was announced
it was a massive scramble
because there was so much
confusion about whether
companies could stay open,
who were essential workers,
and how the furlough scheme
worked. There was a lot of
misinformation out there,
which we worked hard to
correct. Now the pace of change
has slowed down, but the
pressure on businesses is more
and more intense, and that’s
something we’re talking about
with the government.
What have been your main
challenges?
A big challenge was getting
the information about the
furlough and job retention
scheme out to our members,

and answering their questions.
We launched a portal on our
website very quickly, putting all
the information together and
making sure people knew how
to approach that process as well
as they possibly could. Now
we’re having conversations
with our members and the
government about what
happens when we come to the
end of this process. There’s a
huge risk to businesses if the
financial help the government
has been giving comes to an end
too soon. All the redundancies
that had been avoided may start
to bite and some companies
may not be able to afford to

pay their staff, putting those
companies in jeopardy.
Are there any areas of the
industry that are doing well,
despite the difficulties?
The nature of our industry is
that it’s a big industry with
enormous variety in it. The
packaging sector has been
steady, but the overall level
of orders has decreased
significantly for general
commercial print. However,
we are finding that for
individual companies, one
aspect of their work might be
busy, such as supplying to a
hospital or printing books or

Do you think people are
appreciating print more?
A really interesting observation
is that when you consider
how the government has
communicated with every
household in the UK, how
have they done it? They have
used print. It shows that print
that’s timely, relevant and
engaging, posted through
your letterbox directly into
your home, will get your
attention – perhaps now
more so than ever.
—
For more information about
the BPIF and their support
for the print industry, go to
www.britishprint.com

EXPLODE
YOUR SENSES
Experience what this image can really feel like.
Contact us at TPsensorycoating@duplointernational.com
to request your free sample and find out more!
STAND OUT. EXCITE. UNCOVER NEW OPPORTUNITIES
WITH THE DUPLO DUSENSE SENSORY COATER.

www.duplointernational.com
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Print sector
steps up PPE
production
a large number of print and paper companies
have adapted their machines and processes to
manufacture vital PPE equipment for charities
and the NHS. Greetings card makers Windles has
converted their machines to produce medical
visors, with a large batch quickly ordered by
Gloucestershire Hospitals NHS Trust, while
materials donated by Antalis have been used
to produce 2,000 shields for London hospitals.
Elsewhere, Premier Paper in South Wales
has donated enough Viprint polypropylene
sheets to produce 10,000 visors for the NHS,
Speedscreen is producing PPE visors for local
hospitals, hospices and care homes, and Ricoh
has developed a 3D-printed face shield in under
24 hours. After testing at The Royal London
Hospital, the company ramped up its production
to 1,000 shields a week, with the potential to
increase that number to 40,000.
“Our site is set up to take a product from
concept to prototype to serial production,” said
Mark Dickin, Ricoh’s Additive Manufacturing
& Moulding Specialist told PrintWeek, “and that
is exactly what we have done.”

Memories are
made of print

Ricoh have launched ‘Printed
Memories,’ a brand new postcard
creation service that allows
people to send a message of
support to anyone in Europe.
Created in partnership with
Alzheimer’s Research, the online
tool is designed to help family
and friends stay in touch during
this time of social distancing
and self-isolation.
The service works by users

uploading a photo and personal
message onto the digital
Printed Memories platform via a
computer, smartphone or tablet.
The tool then converts the image
and message into a postcard,
which is sent directly to the
recipient. There’s a donation of
£1 required, but all proceeds go
to Alzheimer’s Research.
“Ricoh’s digital Printed
Memories postcard tool is

enabling people with dementia to
stay connected to their family and
friends,” the company says. “We
are working together to produce
a number of other awareness
campaigns, leveraging Ricoh’s
technologies and expertise.”
—
To find out more about Ricoh’s
Printed Memories initiative and
to send a postcard, go to
www.printed-memories.com

Two Sides

Campaign Update
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United Kingdom, Q1 2020

New Two Sides Campaign Update
Quarter 1 Highlights

Jonathan Tame

“

Managing Director,

Two Sides Europe
two sides has released a new update for
members and stakeholders. The objective is to
Two Sides
inform members of the organisation’s
activity
Welcome
to our first quarterly
Campaign
Update,
Campaign
Update
and provide the latest facts and figures
for the
our new
report to inform our valued members
United Kingdom, Q1 2020
and wider
first quarter of 2020, as well as updates
on itsstakeholders of the key successes from
Quarter 1 Highlights
across
Two Sides and Love Paper campaigns.
various campaigns. The report shows
thatthe
Two
10m+
Sides has been busier than ever, with
thewas
launch
2019
a fantastic year for Two Sides UK, with a
88%
of a brand new campaign, new members
record added,
number of Anti-Greenwash successes, the
13
new presence.
Love Paper campaign launched and dozens of £
and a stronger online and social media
£860k
new
members joined.
“2019 was a fantastic year for Two
Sides
177
UK, with a record number of Anti-Greenwash
12 By the
The momentum continued into Q1 of 2020.
27,000
end of March, the world began to look like
a very
successes, the new Love Paper campaign
250k
different
place. Whilst our team, like so many
others
launched, and dozens of new members,”
writes
the
industry, began to adjust to working from
Jonathan Tame, Managing Directorinof
Two
our efforts to deliver the campaigns and
Sides Europe, in the introduction tohome,
the report.
support our members remained resolute.
“Despite the challenges, the first quarter of 2020
Despite the
the first quarter of 2020
shaped up to be one of our most successful
to challenges,
Love Paper
shaped
up
to
be
one
of
our most successful to
date, with both the Anti-Greenwash and Love
Relaunch
date, with both the Anti-Greenwash
and Love Paper
Paper campaigns performing strongly.”

10m+

UK consumers reached

88%

Anti-Greenwash success rate

13

New members join Two Sides

Jonathan Tame
Managing Director,
Two Sides Europe

“

UK consumers reached

Welcome to our first quarterly Campaign Update,
our new report to inform our valued members
and wider stakeholders of the key successes from
across the Two Sides and Love Paper campaigns.

Anti-Greenwash success rate

2019 was a fantastic year for Two Sides UK, with a
record number of Anti-Greenwash successes, the
new Love Paper campaign launched and dozens of
new members joined.

New members join Two Sides

The momentum continued into Q1 of 2020. By the
end of March, the world began to look like a very
different place. Whilst our team, like so many others
in the industry, began to adjust to working from
home, our efforts to deliver the campaigns and
support our members remained resolute.

Ad space donated to Love Paper

Love Paper ads placed

Despite the challenges, the first quarter of 2020
shaped up to be one of our most successful to
date, with both the Anti-Greenwash and Love Paper
campaigns performing strongly.

£860k

Brands adopt Love Paper logo

The Two Sides website also experienced its 7th
consecutive quarter of website traffic growth.

Website visits

We were also extremely pleased to welcome 13 new
members to Two Sides in Q1, raising our total UK
membership to over 200 companies.

Twitter impressions

“

For all of us, the second quarter of this year will
be challenging. Two Sides, with the support of our
members, remains committed to promoting the
great sustainable story of print, paper and paperbased packaging.

LOVE

177

PAPER

www.twosides.info

www.lovepaper.org

12

The Love Paper campaign underwent an extensive
transformation for its relaunch in late 2019.

campaigns performing strongly.

Ad space donated to Love Paper

£

Love Paper ads placed

Brands adopt Love Paper logo

The new campaign features its own identity, logo,
newly-designed print ads, dedicated social channels
and an inspirational and informative consumer-focussed
website: www.lovepaper.org

The Two Sides website also experienced its 7
LOVE PAPER
quarter of website traffic growth.
Campaign Reach
One of the key highlights of Q1 was consecutive
the increase
10m+
We
were
also
extremely
pleased
to
welcome
13 new
in awareness of the Love Paper campaign.
£860k
177
members
to
Two
Sides
in
Q1,
raising
our
total
UK
Relaunched in late-2019, the campaign now
companies.
features its own identity, logo, new membership
print ads, to over 200Brands
Love Paper
For all of us, the second quarter of this year will
dedicated social channels, and an inspirational
be challenging. Two Sides, with the support of our
consumer-focused website, www.lovepaper.org
members,
The new series of redesigned print
ads remains committed to promoting the
great sustainable story of print, paper and paperhas been featured 177 times in 43 separate
based packaging.
publications, including the Daily Mail, Metro,
Evening Standard, Guardian, and The Economist,
reaching over 10 million people with a donated
Anti-Greenwash
Active Cases
ad value of over £860,000.
In addition, the Love Paper logo is now being
used by over a dozen brands on their print
marketing. A registered trademark of Two Sides,
122
7
88%
the Love Paper logo demonstrates a company’s
dedication to paper, its qualities and their
Communications
Traffic Growth
commitment to sustainability, and Two Sides are
250k
27,000
working hard to encourage more brands to use it.
th

In Q1 of 2020, Two Sides continued to build awareness of
the new campaign amongst publishers, members and
industry stakeholders.

“

VALUE OF AD
SPACE DONATED

NUMBER OF
ADS PLACED

27,000

Website visits

177 Love Paper ads featured across 43 publications in Q1
including Daily Mail, Metro, Evening Standard, Guardian,
The Economist, and dozens of popular consumer and
B2B magazines (Source: Nielsen).

UK CONSUMERS
REACHED

Thanks to the continued support of publishers, the Love
Paper ads reached at least 10 million readers in the first
quarter of 2020 (Source: PAMCo/ Newsworks).

250k

Twitter impressions

FatFace, the British clothing and accessory retailer, joined
over a dozen brands using the new and highly impactful
Love Paper logo on their printed marketing media.
The Love Paper logo, a registered trademark of Two
Sides, demonstrates a company’s dedication to paper,
its qualities and their commitment to sustainability.

Two Sides aims to get the mark on as many paper and
card products as possible, spreading the positive word of
paper to new and wider audiences.
The logo is free to use by
Two Sides members. Members can
use the logo and supporting Love
Paper assets (graphics, fact sheets,
videos and more) with clients to
add to their own value proposition.

To learn more about supporting the ads or using the logo, visit www.lovepaper.org/support or contact us

Since the Anti-Greenwash campaign started in
2010, over 120 of the UK’s largest corporations and
organisations have removed or changed misleading
environmental claims about print and paper.
In the first quarter of 2020, Two Sides engaged 8
organisations found to be using unsubstantiated
claims.

Two Sides continues to engage over 20 organisations
using unsubstantiated claims about paper.
• ASOS

• British Gas

• Docusign

• Booking.com

• BT

• Trainline

These companies will soon be referred to the ASA,
Trading Standards, or other relevant body, and publicised
via a Two Sides press release.

We are pleased to report that 7 of these
organisations, including Natwest, RAC, and Who
Gives a Crap (toilet paper), have already removed
or changed messages following productive
conversations with Two Sides.

UK GREENWASH
SUCCESSES
SINCE 2010

UK SUCCESSES IN
Q1 2020

Greenwash

Send any instances to greenwash@twosides.info

SUCCESS RATE IN
Q1 2020

The Two Sides UK website has experienced continuous
growth in traffic every quarter since Q1 2019. This has
been due to an increase in engaging content, more
frequent communications (across all channels) and SEO.

50,000

45,319

45,000
40,000

ANTI GREENWASH
The Two Sides Anti-Greenwash campaign
challenges brands and organisations who make
misleading claims about the environmental
benefits of receiving digital communications.
Since it started in 2010, over 120 of the UK’s
largest corporations and businesses have
removed or changed misleading environmental
claims about print and paper.
In the first quarter of 2020, Two Sides
engaged eight organisations found to be using
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unsubstantiated claims. Of those, seven of these
organisations, including Natwest and RAC have
already removed or changed messages following
LOVE
conversations with Two Sides.
PAPER
www.twosides.info
www.lovepaper.org
INTO Q2...
As we go further into 2020 and navigate one
of the most turbulent times in global business
history, Two Sides will continue its work in
promoting the sustainability of print, helping its
members, and challenging misconceptions about
the environmental impact of paper.
“For all of us, the second quarter of this year
will be challenging,” says Jonathan Tame. “Two
Sides, with the support of our members, remains
committed to promoting the great sustainable
story of print, paper and paper-based packaging.”

—

• To download the Two Sides Campaign Update,
go to www.twosides.info/campaign-update

“The first quarter of 2020 shaped up to be one of our
most successful to date, with both the Anti-Greenwash
and Love Paper campaigns performing strongly”
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The new Two Sides European Packaging study reveals why
consumers prefer paper/cardboard for its sustainability and
what retailers can learn from their packaging preferences

The full package
over the past few months, there have been
a number of products that have emerged as
essential. One of those products is paper/
cardboard packaging. With an increased demand
for home delivery and e-commerce, sustainable
packaging has become increasingly vital at a time
when consumer items and medical products
need to be shipped quickly and safely all around
the world.
But do people care what their packaging is
made of? Are they trying to increase their use
of recyclable packaging? And are they aware
of the sustainable benefits of paper/cardboard
packaging? Two Sides decided to find out.
Our survey said…
The Two Sides European Packaging Preferences
2020 study aims to explore and understand
consumer preferences, perceptions and
attitudes towards packaging. To find all this out,
the research company Toluna spoke to 5,900
consumers from nine European countries,
including Austria, Denmark, Finland, France,
Germany, Italy, Norway, Sweden and the UK.
What they discovered was that paper/
cardboard was by far the preferred packaging
material, chosen for its recyclable nature, lighter
weight, ease of opening and lower cost.
“Packaging was placed firmly on the agenda
for consumers after thought-provoking
documentaries such as David Attenborough’s
Blue Planet 2, which demonstrated the impact
our waste is having on the natural environment,”
says Jonathan Tame, Managing Director of Two
Sides. “Our survey shows consumers around
Europe recognise paper-based packaging’s
environmental qualities.”

“Our survey shows consumers
around Europe recognise
paper-based packaging’s
environmental qualities”

10 REASONS WHY
PAPER AND CARD ARE
IDEAL FOR PACKAGING
People prefer paper
In the survey, respondents were asked to choose
their preferred packaging material based on 15
environmental, practical and visual attributes.
They were given five different options: paper/
cardboard, glass, metal or plastic. In 10 out of the
15 attributes, paper/cardboard came out as the
clear winner, with glass coming first in four and
metal just one.
Going into the detail, 63% of people said
that paper/cardboard was the best for the
environment, a preference that was particularly
strong in Italy, Denmark and the UK. Tying into
this, 57% said that paper/cardboard was the
easiest material to recycle, an opinion again felt
strongly in the UK, as well as Austria, Sweden
and Norway.
Other popular attributes of paper/cardboard
was that it’s home-compostable (72%), lighter in
weight (62%), less expensive (54%), and easier
to open and close (41%). Safety, practicality,
simplicity of storage and an ability to display
better product information were also key
attributes for the material.

1. Better for the environment
63% of respondents said
paper/card was better for
the environment.
2. Easier to recycle
57% of respondents said
paper/card was easier to
recycle.
3. Home-compostable
72% of respondents said
paper/card was their
preferred choice for
home-composting.
4. Lighter in weight
62% of respondents said
paper/card was lighter.
5. Easier to open and close
41% of respondents said
paper/card was easier to
open and close.

E U R O P E A N P A C K A G I N G S U R V E Y_0 9

A set of cardboard packaging by
duo, a beauty and cosmetics brand

6. Less expensive
54% of respondents said
paper/card was less
expensive.
7. Easier to store
41% of respondents said
paper/card was easier to
store.
8. Safer to use
37% of respondents said
paper/card was safer to use.
9. More practical
40% of respondents said
paper/card was more
practical.
10. Shows better product
information
36% of respondents said
paper/card shows better
product information.

The business case
Throughout the survey, consumer attitudes
towards plastic were clear, with the material
only coming close to paper/cardboard in one
attribute: increased practicality. But overall,
70% of respondents stated that they are actively
taking steps to reduce their use of plastic
packaging, while 46% of respondents said that
they now buy more from retailers who are
removing plastic from their packaging.
These findings strongly reflect increasing
consumer awareness of how packaging is
impacting the planet, particularly its biodiversity
and wildlife, something that’s changing business
attitudes regarding their environmental policies
and use of plastic packaging. Companies know
they must be aware of consumer opinion of the
environment and react to it, otherwise they risk
losing them. In our survey, 44% of people said
they would be willing to spend more on a product
if it were packaged using sustainable materials,
while 48% would actually consider avoiding a
retailer if they knew they were not actively
trying to reduce their use of non-recyclable
plastic packaging.
“Consumers are becoming more aware of the
packaging choices for the items they buy, which
in turn is applying pressure on businesses –
particularly in retail,” says Two Sides’ Jonathan
Tame. “The culture of ‘make, use, dispose’ is
slowly changing.”

An undervalued resource
There’s little doubt that packaging made from
paper/cardboard is the clear winner when it
comes to consumer preference, particularly
when it comes to environmental impact.
But while the survey results show that most
consumers know that’s it’s recyclable, we wanted
to find out exactly how much they knew about its
recycling rates.
We asked our survey group what they
thought the recycling rate of paper/cardboard
packaging was, and almost all respondents
vastly underestimated the percentage. While
the majority considered paper/cardboard to be
the most recycled material, just 30% believed
the European recycling rate to be over 60%.
Given that the actual European recycling rate
of paper/cardboard is 85%1, this shows there
is still a significant number of consumers who
are unaware of the high recycling rate of paper/
cardboard packaging.
“This clearly shows that despite the
many positive developments in packaging
sustainability, some areas remain misunderstood,
particularly paper’s high recycling rate,” says
Jonathan Tame.
Packaging potential
For the paper/cardboard packaging industry,
there are many bright points in the report.
Consumers are more aware of the impact that
packaging is having on the environment, and
most are actively taking steps to reduce their use
of plastic packaging while understanding that
paper/cardboard is the more sustainable option.
There’s also an increasing level of pressure
on retailers to expand their use of sustainable
packaging, with many consumers actively
avoiding retailers that don’t have a policy
to reduce single-use packaging. But there’s
still some way to go in improving consumers’
environmental perception of paper/cardboard
packaging, indicating that there’s a lot of
potential expansion of the industry – a positive
thought in difficult times.
—
To read the full report, go to www.twosides.info/
packaging2020
European Environment Agency, 2019

1
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phil dodd, Managing
Director of Healeys,
explains how his
company is dealing
with lockdown and the
importance of optimism

“There will be something
after this, no matter
what business you’re in”
How are Healeys coping with the
coronavirus crisis?
The vast majority of our staff have
been furloughed but there are
a few people in. Today we have
some large-format production
– mainly signs telling people to
stay two metres apart – and we’re
here if our customers or suppliers
need anything. We have a set of
circumstances that were totally
unseen and we’ll do the best that
we can with the situation. It’s as
simple as that.

Are there any opportunities for
the industry?
If you’re a packaging printer or in
labelling then you’re doing OK. Just
up the road in Thetford we have
a small company that specialises
in working with the NHS. They’re
as busy as can be, so there are
pockets of opportunity. So I have
to be optimistic. I believe in the
people here and I believe in what
we do. There will be something
after this, no matter what
business you’re in.

Why did your company decide to
join Two Sides?
We were a very early supporter
of the Two Sides campaign as
sustainability and minimizing
our impact is a fundamental
part of the company ethos. We
have invested in the ISO 14001,
environmental management
system, are FSC-accredited, and
are one of 13 certified Carbon
Balanced Printers, having
measured and annually balanced
our own operational carbon
emissions, energy and transport
with World Land Trust.
Which aspects of Two Sides’ work
are particularly important?
When Two Sides decided to
tackle companies spreading
misinformation that digital had

a lower environnmental impact
than paper, we thought that was
well worth supporting. I don’t mind
companies trying to save money
on postage, but they should say
that’s what they’re doing, not ‘Save
a tree, don’t use paper’. I’ve got no
issue with people saving money,
but I’d prefer honesty around it.
How do you think people’s attitude
to print will change?
I think that we will see a lot fewer
printers on the other side because
a large section of the print
industry has been unsustainable
for a long time. When this is over,
budgets will be stretched, but I
think that print will become more
important and more valuable as a
communications medium since it
lasts longer than an email.

PRINTERS
PRINTERS

...to
...tous,
us,it’s
it’smore
morethan
thanjust
justprint!
print!
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carbonbalanced
balancedpublication
publicationprinters
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theUK,
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Healeysare
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13 carbon
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offsettingclients
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Newspapers deliver key messages
the government ran a coordinated coverwrap campaign across the leading national
and local newspapers to get its core message
across to as many people as possible. On April 17,
newspapers including The Times, The Sun, The
Daily Telegraph, the Guardian, the Daily Mail and
I, as well as a large number of regional titles such
as the Cornish Guardian and Bury Free Press, ran
full-page cover-wraps with the message: ‘Stay at
home for the NHS, your family, your neighbours,
your nation the world and life itself’.
The cover wraps are part of a three-month
advertising partnership, which will add a

branded content element to the ‘All in, all
together’ campaign, as well as more tailored
campaigns and messaging.
“Newspapers are the lifeblood of our
communities and we need them now more
than ever,” said the Chancellor of the Duchy of
Lancaster and Minister for the Cabinet Office
Michael Gove. “Their role as a trusted voice and
their ability to reach isolated communities is
especially vital at this time. With this campaign
we are both saving lives by providing essential
information to the public and supporting
cherished local institutions.”

31%

more people
are now reading
special-interest
magazine titles

GLOBAL PACKAGING
COMPETITION ANNOUNCED

Samsung and design magazine
Dezeen have teamed up to
launch a global competition
that challenges contestants to
design innovative new objects
for the home that can be made
by repurposing cardboard
packaging. The ‘Out of the Box’
competition is free to enter for
anyone over 18 in any country

around the world, and comes with
prize money totalling $20,000.
The competition is inspired
by Samsung’s Eco-Packaging
concept, which is part of the
company’s ongoing efforts
to make its business more
sustainable. Part of those efforts
is reducing waste by encouraging
customers to reuse cardboard
packaging by repurposing it into
practical household items.

Each Eco-Packaging cardboard
box is printed with a special dot
matrix pattern, which can be used
as a guide to create a range of
different objects for the home,
such as a coffee table, a magazine
rack, and even a cat house. So
grab a few cardboard boxes and
see what you can come up with.
—
For more information, go to
www.dezeen.com/outofthebox

SPECIALIST MAGAZINES
THRIVING

One consequence of the lockdown
is that people are rediscovering
the joy of hobbies. Whether it’s
baking, crafting or listening to
music, we’re all finding new or
forgotten ways to keep ourselves
entertained. All of which has led
to a spike in special-interest
magazine titles, with publishers
such as Bauer Media reporting
upticks in consumers reading
about their personal passions.
The study from Bauer stated
that 31% more people are
reading special-interest titles,
including 28% more music, film
and entertainment publications,
21% more TV listings titles and
14% more women’s lifestyle
magazines. Research from TI
Media also shows that 77% of
people say that hobbies and
passions are now more important.
“Passion-based content
alongside vast and trusted
expertise is something that
exudes from magazine editorial
teams across the UK,” writes Sue
Todd, Chief Executive of Magnetic,
in Campaign. “We have seen this
in the range of ways magazines
have evolved and adapted their
content to be as useful, relevant
and positive as possible.

“Passion-based content
alongside vast and
trusted expertise is
something that exudes
from magazine editorial
teams across the UK”
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It’s a date!

THE LATEST EVENTS IN
THE WORLD OF PRINT,
PAPER AND PACKAGING

POWER OF PRINT SEMINAR
Stationers’ Hall, London
3 November 2020
the date of the next Power
of Print Seminar has been
announced as Tues 3 November
2020. Taking place at the same
venue as previous years – the
iconic Stationers’ Hall in
London – the event attracts
over 200 print and media
professionals to listen to experts and thought leaders in the print,
media, marketing and environmental industries.
Now in its 10th year, the 2020 Power of Print Seminar will take
an in-depth look at how the print industry has adapted during the
previous six months, as well as the growth opportunities for print as
brands and organisations reinvent themselves in a post-coronavirus
world. In what is, and will continue to be, a turbulent time for the
industry, gaining insight and perspective is vital if we are to come out
stronger, with renewed purpose.
After the day-long Seminar, there will be a drinks reception and
three-course dinner attended by the leading names in the industry,
followed by an entertaining after-dinner speech by one of the print
and media industry’s top figures.
To keep up to date with the latest Power of Print seminar news, enter
your details at www.powerofprint.info/power-of-print-2020

PPA AWARDS

Online
30 June 2020
As the UK’s top consumer
magazine awards turns 40,
circumstances have forced the
event online. Scheduled to take
place at the Grosvenor House
Hotel in London, the PPA Awards
will still be a live show, with the
winners of the 22 categories
revealed in a live stream that

can be watched in the home, the
office, or wherever you may find
yourself. Registration details will
be available soon at the website
below, but what is assured is
that these awards will continue
to reward and celebrate the
very best in the UK magazine
sector, reflecting one of the most
creative areas of a thriving and
increasingly vital media industry.
https://ppaawards.co.uk

✔
✔
✔
✔
✔
✔

PRINTWEEK AWARDS

Grosvenor House, London
19 October 2020
As print industry events go, they
don’t get much bigger than the
PrintWeek Awards. This year there
will be even more interest than
usual given the unique set of
circumstances, and every print
company in the UK and beyond
will be looking to the awards as
a source of inspiration and hope
in difficult times. Independently
judged by more than 20 leading
print buyers and industry experts,
these awards are the most
credible in the print industry,
boosting morale amongst
staff and demonstrating to
existing and future customers
a company’s dedication to
excellence and quality.
www.printweekawards.com

UK PACKAGING AWARDS

Grosvenor House, London
21 October 2020
Scheduled to take place as
originally planned, the UK
Packaging Awards is now in

its 15th year, celebrating the
best packaging products and
achievements in the company of
the industry’s leading experts.
With over 300 entries split into
27 categories, from Best New
Concept Award to Sustainable
Retailer of the Year, there’s always
a huge amount of interest from
packaging companies and brands
keen to follow the latest thinking
and innovations in packaging. For
those who enter, picking up a UK
Packaging Award is both a source
of pride and a potential business
driver for years to come.
https://awards.packagingnews.
co.uk/packawards2020

SUSTAINABILITY IN
PACKAGING EUROPE

Barcelona, Spain
3-5 November
The annual Sustainability in
Packaging Europe offers three
days of learning, networking
and understanding the new
packaging landscape, along with
over 500 brand owners, retailers,
packaging professionals,
manufacturers, suppliers and
recyclers. With previous speakers
including representatives from
PepsiCo, GlaxoSmithKline, Unilever,
Dyson and KraftHeinz, there’s a
very high level of presentation
quality, as well as a unique
opportunity to discover how
the world’s biggest brands are
adapting to life after lockdown.
www.sustainability-inpackaging.com

Made from FSC Recycled certified fibre
Carbon Balanced via World Land Trust
Available in high white and natural finishes
Suitable for all print processes
Next day delivery across the UK
Swatches, samples and dummies available on request
www.denmaur.com
www.revivepaper.com
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Two Sides Paper Chain Challenge

two sides have launched a brand new initiative that aims to bring people
together to build the longest paper chain possible, allowing people to switch
off and connect through the medium of paper. The Paper Chain Challenge is
encouraging people to create their own paper chain then share their creation
with friends and family on social media.
All you need to do is build a paper chain just using paper – no tape or glue.
You can use any colour, any pattern, as long as it’s paper. We’ve even provided
a template you can download, print, colour in and build yourself. Once your
paper chain is ready, take a picture and share it on social media, encouraging
your contacts to build their own paper chain and carry on the challenge.
—
For more information on the Two Sides Paper Chain Challenge and to get involved,
go to www.lovepaper.org/paper-chain-challenge

ANTI-GREENWASH
CAMPAIGN UPDATE

The Two Sides Anti-Greenwash
campaign has been busier
than ever, with 131 companies
and organisations removing or
changing their messaging in 2019
following intervention from Two
Sides. This brings the total number
of companies to over 500 since
the campaign began in 2010.
Greenwashing is the practice
of making an unsubstantiated
or misleading claim about the
environmental benefits of a
product, service, technology
or company practice. Often
a company will be trying to
encourage their customers to
switch to their digital service by
using unfounded environmental

claims, which are both untrue and
potentially harmful to the print
and paper industry.
“Not only are these claims
in breach of advertising rules,
but they are hugely damaging
to an industry which has a solid
and continually improving
environmental record,” says
Jonathan Tame, Managing Director
of Two Sides Europe. “Far from
‘saving trees’, a healthy market for
forest products, such as paper,
encourages the long-term growth
of forests through sustainable
forest management.”
During 2019, Two Sides worked
with 30 UK organisations to
remove or amend their messages
about the impact of paper,
including Aviva,, Nationwide,

How to join the Paper Chain Challenge
1. Make your paper chain following the instructions
at www.lovepaper.org/paper-chain-challenge
2. Take a picture of your paper chain.
3. Share it on your Facebook Page using
#LovePaperCreations
4. Tag and follow @LovePaperUK
5. Tag your friends and challenge them to carry on
the paper chain.

NatWest and over a dozen
local councils. The most recent
organisation to be engaged is
the University of Gloucestershire,
which has ended the production
of printed prospectuses in favour
of digital-only versions. In its
announcement, the University
stated that its decision was
for reasons of sustainability,
fuelling the misconception that
digital communication has no
environmental impact.
“In dismissal of printed
prospectuses, I would expect

540

the University to support this
decision with a detailed life-cycle
assessment on the impacts of
both mediums,” a prospective
student told Two Sides. “Promoting
themselves as leaders on the
environment, the University
should demonstrate academic
rigour and not make sensational
statements which could be
considered greenwash.”
—
To find out more about the AntiGreenwash campaign, go to
www.twosides.info/anti-greenwash

The number of companies globally removing
misleading anti-paper statements thanks to
Two Sides intervention
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SCIENCE
CHALLENGE

CHALLENGE
CARDS

BALLOON
KEBABS

04

ENGINEERING
CHALLENGE

DESIGN
AND BUILD
A HELICOPTER

12

SCIENCE
CHALLENGE

19

HOW TO MAKE
A LAVA LAMP

44 engineering and science challenges
from the engineers at Dyson.

Please note that the activities contained here in are intended for children
ages seven and above. Adult supervision is recommended for all projects.

01_CARDBOARD CHALLENGES
With the closure of schools, parents around the world are desperately looking for online resources to homeschool their children. One company
that’s stepped up to help is Dyson, who have released a series of science and engineering experiments – many of which involve cardboard. With
detailed instructions and explanations on why they work, the 44 ‘Challenge Cards’ include building your own cardboard chair, making a periscope,
and designing a cardboard boat that floats. As well as being educational, these experiments and challenges make great use of the packaging
from the increase in home deliveries. For more information and to download the cards, go to
www.jamesdysonfoundation.com/resources/challenge-cards.html

Fresh thinking

02_PROTECTION PORTFOLIO
International packaging company
Smurfit Kappa has launched a
series of products designed
to help health workers, carers
and patients around the world
combat the coronavirus. Called
the ‘Design for Help’ portfolio, the
company has created a range of
temporary shelves, tables and
even beds made from corrugated

EXPERIMENTS WITH CARDBOARD, HEALTHCARE HELPERS,
WORLD-CLASS DESIGN, POSTABLE POSIES – TAKE A LOOK
AT THE FINEST INNOVATIONS IN PRINT

cardboard, as well as workplace
dividers used to protect people
working closely alongside each
other. These dividers have already
been put to use in the Hospital
Complex of Navarra in Spain,
where they separate patients’
beds for privacy and hygiene.

03_DO YOU WANT A SHIELD
WITH THAT?
One of China’s largest food
delivery companies is now
offering its customers a paper
‘shield’ to help protect them from
coronavirus. The online platform
Meituan says that the shield can
protect meals being eaten in
densely packed areas such as
office canteens or workspaces

from any water droplets that
could come from colleagues.
Currently delivered for free
to customers in Beijing and
Shanghai, the shield unfolds to
become a 20-inch “independent
space”. As China comes out of
lockdown, these shields could
be more and more common, with
eight restaurant chains already
trialling the paper devices.
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04_LETTERBOX LILIES
With the economic impact of
Covid-19 taking its toll on the high
street, retailers are having to
think of new and innovative ways
to get their products out to their
customers. Following a trend
already started by beauty brands
and even wine sellers, florists
are now packing their bouquets
in boxes small enough to fit
through an average letterbox.
Bloom & Wild will pack a series
of carefully selected buds into a
small, flat cardboard box so that
they’re ready to bloom when put
in water. All the recipient has to
do is arrange the stems and wait
– nothing to sign and no worries
about missing the delivery.

05_THE POWER OF GREAT DESIGN
The unprecedented nature of
the coronavirus pandemic is
forcing designers to rethink
traditional rules and processes.
The newspaper industry in
particular is pushing boundaries
in communicating the magnitude
of the crisis. A great example
is the New York Times, which
has been breaking its own rigid
design rules to get across the
facts in a dramatic but subtle
way. As well as spreading charts
across entire pages, its front
cover showing a graph of the rise
of unemployment in the US has
received widespread praise. With
the headline ‘Job Losses Soar; US
Virus Cases Top World’, the graph
extends into the entire sixth
column, making a powerful graph
even more powerful.

Lasting
impressions
At Two Sides we have one goal - to ensure that print
remains one of the most powerful and sustainable
forms of communication for generations to come.
Become a member today and join our community of
like-minded industry professionals:
• Exclusive networking and events
• Promotional tools and resources
• Print ROI facts, figures and case studies
• Market trends, news and updates
• Access to exclusive sustainability know-how
• Expert advice and support
To join, simply visit
www.twosides.info/become-a-member

Call +44 (0)1327 262920 Email enquiries@twosides.info
Visit www.twosides.info Tweet @TwoSidesUK

Print and Paper have a great
environmental story to tell

