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“It has real influence and trust”
WPP’s Aisling Ryan explains
why print is so important
11
54 million tonnes
Understand more about the
staggering amount of e-waste
13
Power of Print Seminar
Join the virtual conference and
discover the crucial role of print
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61%

The amount of consumers that expect
the brands they buy from to have clear
sustainability practices P03

£29

82%

The amount of business executives
that treat sustainability as a
long-term investment P07

87%

The amount of
new members
joining Two
Sides in the
second quarter
of 2020 P03

The cost of a member’s
ticket to the 2020 Two Sides
Power of Print Seminar
(non-member £39) P13

The issue in
numbers

The amount of people that are turning
to traditional media as a source of
Covid-19 information P07

72%
The European
paper recycling
rate in 2019 P11

54 million

19

The amount of Latin
American countries
the Two Sides
campaign is
now running in P11
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36%

The amount
of tonnes
of e-waste
thrown away
in 2019 P11

The reduction in carbon emissions
in the UK during the first four weeks
of lockdown P09
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FIND OUT MORE
The Page is a magazine produced
three times a year by Two Sides for
its members and the wider print
industry. The magazine explores
a number of topics around the
sustainability of paper and paper
packaging, and features a range
of inspiring stories that proves
the effectiveness of print as a
marketing channel.
—
THE PAGE
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LOVE

PAPER
www.twosides.info

www.lovepaper.org

Two Sides would
like to give a warm
welcome to these
new members...

PHYSICALLY
IRRESISTIBLE

INTRO // FOREWORD // PAPER // MAIL AT HOME // TECH // MAIL IN NUMBERS // MULTI-SENSORY // PERSONAL // SIMPLICITY // CONTACT

Mail isn’t just a treat for the eyes and fingers, it can engage
all five senses. You can make it smell using scented inks
and patches, play music, or even taste good, with edible
paper. The strawberries on these pages for example, could
leave your fingers smelling of Wimbledon when you touch
them, or taste as deliciously sweet as they look. This type of
multi-sensory explosion builds brand memory. Make sense?

“If you want to
really reach
someone,
write to them”

Marketing inspiration
from Royal Mail
royal mail marketreach have launched a brand new e-book
designed to inspire and educate marketers and brand owners
on the effectiveness of print. Titled ‘Physically Irresistible’,
the 32-page book gathers the thoughts of some of the leading
names in marketing and advertising on the power of print,
along with case studies from around the world and a series of
compelling facts about direct mail.
Opening with a combative article by Mark Ritson, the book
also includes thought pieces by Nicky Bullard, Chairwoman
and Chief Creative Officer Of MRM//McCann, Rory
Sutherland, Vice President of Ogilvy UK, and Robin Garton,
Executive Creative Director of Sky.
“If you want to really reach someone, write to them,” says
Robin. “Whether that’s your family, your friends, your clients
or your customers. And the better you write it, the better they’ll
read it. Because when something has been written, rewritten
and rewritten again, it is more likely to get read, reread and
reread again.
—
To download the e-book, go to www.marketreach.co.uk/resources/
power-of-physical

Robin Garton, Executive
Creative Director of Sky

1.

Sustainability a priority
for successful businesses
A survey by Smurfit Kappa has
found that consumers are
continuing to drive companies
to have clear sustainability
practices and values, with the
majority of businesses regarding
environmental responsibility as
an investment rather than a cost.
The Balancing Sustainability
and Profitability Survey talked
to 200 senior executives and

• PEFC
• Edit
• Penrose Group
• Compass Print Group
• The Practical Printer
• Stephens & George

SUSTAINABILITY
RESHAPES
THE BUSINESS
LANDSCAPE
FOR GOOD.

2.

3.

4. Conscious consumerism reframes the brand/customer dynamic

FIGURE 6.
Have you done any of the following things within the past six months?
Note: due to rounding, figures may not add up to 100%.

Recycled or repaired a product, rather than replacing it, even if it took more time, e�ort or money to do so
60%

15%

21% 4%

Purchased a product speci�cally because it had reuasble or biodegradable packaging
42%

13%

41% 4%

Swapped to a more locally produced product or service, even if it cost more to do so
37%

15%

Rejected a brand based on unsustainable packaging
32%

43%

13%

Made a formal complaint to a company regardng their sustainable business practices or packaging
19%

8%

Yes, always or often

Yes, as a one-o�

No

5%

50%

5%

68%

5%

Not applicable

FIGURE 7. In your opinion, who is most responsible for ensuring the following when it comes to sustainable products and practices?
Note: due to rounding, figures may not add up to 100%.

Setting and enforcing industry standards for sustainability

63%

Educating consumers of the long-term impacts of sustainable consumption
44%

19%

15%
8%

Covering additional costs associated with producing sustainable products and services
22%

40%

Ensuring shoppers are informed of sustainability factors at the point of purchase
18%

Global Report | May 2020

16

1,500 consumers in the UK, and
found that 61% of consumers
expect the brands they buy
from to have clear sustainability
practices. The research also
found that businesses are
taking sustainability seriously,
with 82% of executives treating
sustainability as a long-term
investment, 72% of businesses
seeing sustainability as a lasting
trend, and 83% describing
sustainability as an opportunity
to be exploited.
“Globally we have faced one

31%

10%

16%

8%

7%

6% 3% 5%
9%

10%

14% 4% 5%
34% 4% 5%

Government and/or regulatory bodies

Brands

Shoppers

Retailers

Public �gures and in�uencers

Lobbies and/or activist groups

Smurfit Kappa

of the biggest challenges to our
health and livelihoods in recent
months,” said Tony Smurfit,
Group Chief Executive of Smurfit
Kappa. “But climate change and
sustainability will remain the
existential challenge of our time.
People are realising that time is
running out to address the issue.
Sustainability must remain at
the heart of the global business
agenda as we look to the future.”
—
To find out more about the report,
go to www.smurfitkappa.com/uk
Sponsored by

SPONSORED BY
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Traditional media
the most used
source for
Covid-19 news
PAPER COATING FIGHTS
SPREAD OF CORONAVIRUS
STRAIN

Paper manufacturer James
Cropper has launched a paper
with an antimicrobial costing
that’s proven to be effective
against the feline form of
coronavirus. The technology,
already known to stop the spread
of pathogens such as MRSA and
E-coli, has been rigorously tested
and found to reduce the viability
of the strain of coronavirus by
over 95% in just two hours.
“Feline Coronavirus and
Covid-19 are members of the
Coronaviridae family of viruses,
which cause a broad spectrum
of animal and human disease,”
says Lesley Taylor, the Regulatory
Affairs Manager of Addmaster,
an additive specialist that
supplies the technology behind
the paper. “This group of viruses
are enveloped and rely on a
protective lipid coating, and are
amongst the easiest types of virus
to deactivate. Biomaster has yet
to be tested against Covid-19 on
product surfaces and currently
there is not yet a suitable method
validated for Covid-19, however
the result clearly demonstrates
the antiviral efficacy of silver ion
technology against a member of
the Coronaviridae family.”
This news follows research and
guidance from organisations such
as the World Health Organisation
(WHO), that states that there are
no known incidents of Covid-19
transmission from print surfaces,
adding further weight to the
argument that paper is one of
the safest communications and
packaging mediums in the world.

ThePage_pp04-05_su.indd 2

At a time when trustworthy news and information is
vital, traditional media sources such as newspapers
are both the most used and most important
source, a report by Ofcom has stated. Conducting
a survey amongst adult internet users, the UK’s
communications regulator found that nearly nine
out of ten (87%) turn to traditional media as a source
of Covid-19 information, with those using social
media decreasing from half (49%) at the start of the
lockdown to 37%.
Ofcom has been conducting studies looking into
how people consume news throughout the entire
pandemic, and found that over eight in ten people
(85%) were accessing news about Covid-19 at least
once a day in June – a figure that’s declined from 99%
in the first week of lockdown.

87%

The amount of people
that are turning to
traditional media as
a source of Covid-19
information
OFCOM, 2020

The regulator has also been looking into the issue
of misinformation during the past five months,
and found that almost one in three people have
come across false or misleading information about
Covid-19 in the first week of July (29%). This is down
from a peak of half of respondents in weeks three
and five. The report added that while people have
come across less misinformation over time, younger
people are more likely to see it compared to older
age groups.

—

For more information about the complete series
of Ofcom reports, go to www.ofcom.org.uk/
research-and-data/tv-radio-and-on-demand/
news-media/coronavirus-news-consumptionattitudes-behaviour

NIKE TURNS TO PAPER FOR LATEST CREATIVE CAMPAIGN

The latest Nike campaign is taking advantage of the paper colouring
craze, with Nike Japan creating a booklet that allows Japanese sneaker
fans to design their own footwear. The booklets have a series of blackand-white outlines of the latest Nike Air Max trainer, accompanied by
an AR app that superimposes an augmented reality model of the shoe
hovering over the page. As you physically colour in the book, the 3D
sneaker replicates the colour to show how your design will look.
Tim McDonell, Group Creative Director at AKQA, the agency behind
the campaign, said the idea was a way to bring quarantined people
together through collaboration. “The best creativity is often born out
of restriction,” he said.

27/08/2020 11:59
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What does The Corporate
Practice do?
Our goal is to be ‘agitators for
positive impact’, and we work
with businesses, governments,
NGOs and inter-governmental
organisations such as the UN
to help them accelerate and
maximise their sustainability
goals. We are trying to create a
more sustainable and inclusive
world, so we focus on the
reinvention of companies as
responsible social corporations
rather than a collection of
silos with CSR on the side.
What are the business
beneﬁts to effective
sustainability goals?
Many reports and studies have
shown that companies that
have strong Environmental,
Social and Government (ESG)
factors are outperforming those
that haven’t. There is a strong
body of ﬁnancial evidence and
investor data that indicates
that sustainability builds
resilience and future-proofs
your business. Sustainable
businesses, by their very nature,
are also more innovative. So
they are much more agile and
capable of coping with change,
risks and threats than legacy
businesses.
Will the success of
sustainability come from
business or government?
We talk about three areas that
are really important: business,
citizens and government.
Business has to take the
lead, and investor pressure
and employee activism are

aisling ryan, Managing Partner of The Corporate
Practice, part of WPP/Ogilvy Consulting, explains
the importance of paper in a circular economy

“Print has a trust
and an inﬂuence
that’s hugely
important”

increasing that shift. Citizens
are also important because
they can vote at the ballot
box or with their wallets to
choose the governments
or companies that
they want to govern
them or buy products
from. Finally, there’s
government, because
legislation and
regulation have a huge
part to play in the
environmental issue.
What are the big
developments in the
circular economy?
We are seeing an acceleration
in the amount of discussion
around circularity. However,
there’s an awful lot being done
that’s just tinkering around
the edges and just iterative
– performance optimisation
of the supply chain. What

✔
✔
✔
✔
✔
✔

we would love to see is much
more raising of ambition and
disruption, and thinking about
the moonshot that would
completely transform the
economy and genuinely make
it more circular. For example
an Israeli startup called REEP
are reinventing paper by
removing the ink of a printed
page, leaving it almost new
and ready to reuse. I would
consider that the high end
of innovation, a complete
reinvention.
How important is print
and paper in the circular
economy?
Paper deﬁnitely has a role to
play because people love
it. There’s an emotional
component to paper,
so from a behavioural
science perspective
it’s very important.
Print is very good at
reaching an audience.
For example, when
you’re trying to contact
business leaders or
those high inﬂuencers,
print is the most
successful way to reach
them. Also, a very large
percentage of the world’s
population don’t have access
to digital, and print has a
trust and an inﬂuence that’s
hugely important when
you’re talking about an
issue such as pubic health.
—

Aisling Ryan is one of the
speakers at the 2020 Power
of Print Seminar. For more
details, turn to page 13.

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
Q2 Campaign
Update
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Alternative bill formats | Help with a medical condition or disability | Help when you need it | My Account | Severn Trent Water

4

Alternative colour
paper

If you have dyslexia, it can help to have your bill printed on paper that is not white. Let us
know if you would like your bill written on an alternative colour of paper.

Anti-Greenwash

Two Sides

Campaign Update

4

New members join Two Sides

Ad space donated to Love Paper

£

Love Paper ads placed

70,000

30,000

120k

25,000

Twitter impressions

20,000
15,000

LOVE

PAPER

13,000
VIEWS OF
COVID-19
BLOG

46,988

E-NEWS
SUBSCRIBERS

5,000

www.lovepaper.org

2,500
DOWNLOADS OF
RESOURCES

11,000

10,000

www.twosides.info

TWITTER
IMPRESSIONS

34,744

35,000

45,319

40,000

11,000

50,000

Website visits

120k

WEBSITE VISITS

55,000

45,000

46,000

46,000

19,000

60,000
Love Paper Creation downloads

2/5

Digital Reach

The Two Sides UK website continues to experience
growth, with Q2 2020 being our most successful quarter
yet. Relevant, informative resources about Covid-19 and
paper significantly drove traffic in Q2. Additionally, the
Love Paper website began to gain traction due to the
launch of the ‘Creations’ campaign which resulted in
11,000 visitors in Q2.
65,000

5,000

https://www.stwater.co.uk/my-account/help-when-you-need-it/help-with-a-medical-condition-or-disability/alternative-bill-formats/

Traffic Growth

39,943

In the early stages of lock-down, we launched ‘Love
Paper Creations’, a suite of activity sheets which
can be downloaded and printed at home, allowing
children and households to ‘switch off’ and enjoy
some paper-based entertainment. Over 5,000 Love
Paper activity sheets have so far been downloaded.

Before

Paperless billing

“We are conscious of our overall environmental impact
and want to support our customers to reduce their
impact too. We do, however, appreciate environmental
impact is complex, and definitely don’t want our
communications to be misleading. We have therefore
been proactive in altering the phrasing of the wording
you highlighted on our website.” - Severn Trent

27,212

We are extremely pleased to welcome 4 new
members on board, keen to use our facts,
information and resources.

Successful Anti-Greenwash cases

172

UK GREENWASH
SUCCESSES
SINCE 2010

Send any instances to greenwash@twosides.info

9

£910k

UK SUCCESSES IN
Q2 2020

38,962

Despite the country being in lock-down and
disruption of day-to-day lives, demand for
information, including whether C-19 can be carried
and transmitted by printed products, has not abated
with continued growth in our website visitors.

130

25,253

As the industry adapts, along with the rest of the
world to the seismic changes that began in March,
promoting the sustainability and attractiveness of
print, paper and paper packaging is more important
than ever.

6

We want to reduce our impact on the environment, and part of that is to use less paper. If you
currently receive printed bills, you can now
switch to paperless billing (/my-account/go-paperless/). All you need to to is sign in to your
account and update your billing preferences. If you don't yet have an online account, that's ok,
you can sign up for an account (/content/stw/en/homepage/my-account/register/) at the
same time.

After

9

34,337

“

Welcome to our latest Campaign Update, the
report that informs our valued members and wider
stakeholders of the key successes from across the
Two Sides and Love Paper campaigns.

Other languages

We canin the quarter, a Two Sides member reported an
Early
translate our information into a variety of languages (/my-account/help-when-you-needunsubstantiated
claim being made by Severn Trent
it/help-with-understanding-your-bill/translation-services/)
, including Welsh, Bengali, Gujarati, Hindi, Punjabi, Urdu and Somali. We can provide a
Water.
After immediately writing to STW, we were
translation service to help you understand your bill. If you would like to speak to a translator,
please call usfor
on 03457
500 500.result.
pleased
a quick

Please contact us if you want to return to paper bills (/help-and-contact/contact-us/).

Quarter 2 Highlights

Managing Director,
Two Sides Europe

5

In Q2, 9 organisations changed or removed
misleading claims following engagement from Two
Sides. We are grateful for the cooperation of Certas
Energy, Southern Water, Severn Trent Water, Dŵr
Cymru Welsh Water and 5 local authorities.

United Kingdom, Q2 2020

Jonathan Tame

Success Story

Challenging organisations that make misleading
environmental claims about paper and print remains
hugely important.

24,160

LOVE PAPER
The Love Paper campaign is gaining awareness
across the UK, with the number of ads placed in
newspapers and magazines increasing, leading
to a boost in the amount of people reached. In Q2,
172 Love Paper ads were placed in 44 different
publications, including The Sun, The Times, Daily

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

JONATHAN TAME, MANAGING
DIRECTOR OF TWO SIDES EUROPE

22,039

PAPER PACKAGING SURVEY
Published in May, the Two Sides European
Packaging survey explores consumer
preferences, perceptions and attitudes towards
paper and cardboard packaging, asking 5,900
consumers from nine European countries about
their preferred material and the reasons behind
their choice. The survey found that for the vast
majority of people, paper/cardboard was by far
the number one choice.
Preferred for its recyclable nature, lighter
weight, ease of opening and lower cost,
cardboard was chosen over glass, metal and
plastic in 10 out of 15 categories. With 62%
stating that paper/cardboard is the best for the
environment, 57% saying that it’s the easiest
material to recycle, and 70% saying they are
actively taking steps to reduce their use of
plastic packaging, paper/cardboard is the clear
consumer choice.

ANTI-GREENWASH
One of Two Sides’ most important and successful
campaigns has been in countering misleading
environmental messages made by companies
and organisations keen to move their customers
to digital communications. In the second
quarter of 2020, the anti-greenwash campaign
changed or had misleading messages removed
from the communications of nine organisations
following engagement from Two Sides. Those
organisations include Certas Energy, Southern
Water, Severn Trent Water, Dŵr Cymru Welsh
Water and five local authorities.
“We are conscious of our overall
environmental impact and want to support our
customers to reduce their impact too,” stated
a spokesperson from Severn Trent Water.
“We do, however, appreciate environmental
impact is complex, and definitely don’t want
our communications to be misleading. We have
therefore been proactive in altering the
phrasing of the wording you highlighted on
our website.”

“Promoting the
sustainability and
attractiveness of
print, paper and
paper packaging
is more important
than ever”

“

two sides have published their second
Campaign Update, the publication that brings
members and stakeholders up to speed with the
latest developments in the various campaigns
the organisation is running. Bringing together all
the news from Q2 of 2020, this update features
the results of the Two Sides European Packaging
survey, as well as digital traffic figures and antigreenwash successes.
“As the industry adapts along with the
rest of the world to the seismic changes that
began in March, promoting the sustainability
and attractiveness of print, paper and paper
packaging is more important than ever,” says
Jonathan Tame, Managing Director of Two Sides
Europe in his introduction.

Express and The Daily Telegraph, as well as
a wide range of consumer and B2B magazines.
Using ad space worth over £910,000, those ads
reached a staggering 10 million people in just
three months.
The collection of downloadable ‘Love Paper
Creations’ also proved to be popular in Q2, with
parents keen to occupy their children before
schools started to reopen. The series of colouring
sheets, games and activities were downloaded
over 5,000 times, with the campaign reaching
over 70,000 people.

0

Q2
2019

Q3
2019

Q4
2019

Q1
2020

150
MENTIONS ON
TWITTER

Q2
2020

Two Sides Sessions

Two Sides Page Views

Love Paper Sessions

Love Paper Page Views
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misunderstood medium. In the past three
months alone, our Love Paper campaign
has reached over 10 million people through
adverts placed in national newspapers and
magazines, while our Love Paper Creations
series of activity sheets for children has
been downloaded over 5,000 times.

two sides members receive a great range of benefits,
from resources you can personalise to expert advice.
Discover how we can help your business

Feel the benefits
at a time when many companies are
carefully considering which organisations
to be a part of, Two Sides is bucking the
trend by attracting a number of new
members. In the past three months, six
companies have became new members of
the organisation, bringing the total amount
of Two Sides members up to 256.
Those members are made up of people,
companies and organisations from across
the entire graphic communications
industry, from printers to paper merchants.
What unites them is a love of paper and a
desire to promote the effectiveness and
sustainability values of print.
Since its launch in 2008, Two Sides

MEMBER BENEFITS
There are a wide range of
advantages to being a Two Sides
member. These include...
LATEST PRINT FACTS AND NEWS
We offer a vast range of
facts, primary research and
information on the sustainability
and attractiveness of print,
which you are free to use in your
own customer communications.

ThePage_pp06-07_su.indd 3

has been promoting the environmental
values of print and dispelling common
misconceptions by providing verifiable
information on why print, paper and and
paper-based packaging is an attractive,
practical and sustainable communications
medium. We support and advise our
members, giving them armfuls of resources
and facts about paper for their partner,
colleague and customer meetings, and
answer any questions they may have.
We also promote print to the wider
world, regularly speaking at conferences
and business events, as well as informing
the public about the power of print
and dispelling myths about this often

MYTHS AND FACTS BOOKLET
Regularly updated, our popular
Myths & Facts booklet debunks
the myths surrounding print and
the environment using the latest
facts and research.
—
SHAREABLE RESOURCES
We have a huge collection of
infographics, videos, social
media factoids and posters
about the sustainability and
attractiveness of print, all
available for you to use.

FACT OF THE MATTER
One of the key benefits of being a Two Sides
member are our resources. With access
to the very latest news and studies about
print and paper, as well as environmental
reports and case studies, we have a wealth
of resources available for our members to
use. Many members use our infographics,
videos, fact sheets and the always-popular
Myths & Facts booklet to inform their staff
and answer customer enquiries. These
resources can even be personalised with
your brand logo.
As a member you will receive The Page
magazine and quarterly update, as well
as discounted tickets for the Two Sides
Power of Print Seminar, an annual one-day
conference where print, paper, publishing
and environmental experts offer their
insights for a day of inspiration.
NEW MEMBER THOUGHTS
The last word should go to one of our new
members, marketing agency Edit, who
understand the importance of print and its
environmental value. “Two Sides promote
the sustainable story of print media and
will enhance our own sustainability story,”
says Sarah Burns, Edit’s Head of Media
Solutions. “We’re really looking forward
to working with them.”

PERSONALISATION
Most of our resources are
available to be personalised with
your own brand and logo for
customers and colleagues. Just
let us know what you need.
—
THE PAGE MAGAZINE
Free magazine published
three times a year that offers
the latest news about print
sustainability and effectiveness,
as well as inspirational case
studies and interviews with
key industry figures.

DIGITAL NEWSLETTERS
Regular e-newsletters
with updates on the various
campaigns and research
carried out by Two Sides.
—
EXPERT ADVICE
Our experts are always on hand
to offer support and advice on
all aspects of print, paper and
packaging.
—
For more information about
becoming a Two Sides member,
call us on +44 (0)1327 262 920 or
email enquiries@twosides.info

27/08/2020 11:51
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Seize
the
moment

among the many stark images of life under
lockdown, perhaps those that made the most
impact were the ones of deserted cities. Normally
thronging with people and traffic, famous streets
such as Las Ramblas in Barcelona, the ChampsÉlysées in Paris, and Fifth Avenue in New York
were deserted, the roads empty.
While lives and economies have undoutedly
suffered, plunging the vast majority of the world
into crisis, one of the few bright spots of the past
six months has been the effect the pandemic
has had on the environment. With no air, road,
sea or train travel, and businesses ground to a
halt, carbon emissions were immediately cut,
and scientists took the opportunity to assess the

Covid-19 has heightened people’s awareness of the environment and the damage
being done to it. If anything good is to come out of this crisis then it should be a
permanent change to our sustainability values and a new green economy

ThePage_pp08-09_su v2.indd 2
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Left: an image
of how London
could look if
designated a
traffic-free zone.
Right: a deserted
Las Ramblas in
Barcelona under
lockdown.

environmental change and give a glimpse of what
the world could be like without emissions.
“This is a giant, global environmental
experiment that has been done in a very
controlled way,” said Sally Ng, an atmospheric
scientist at Georgia Tech in the US. “We suddenly
turned the knob off very drastically and now
we’re very slowly turning it back on.”

IMAGE_©WATG

Time for change
What the scientists found very quickly was that
less emissions resulted in a sharp drop in air
pollution. According to NASA, levels of nitrogen
dioxide across eastern and central China were
10-30% lower than usual, while levels in northern
Italy, fell by around 40%.
In the UK, a report by Sia
Partners estimates that the
“As an industry, we’ve never
UK’s carbon emissions fell
by 36% in the first four weeks
been so committed to
of the lockdown compared
sustainability as we are now”
to 2018 (the most recent
official carbon emissions data
Claire Couet, Public Affairs &
collected). There was a 90%
Communications Director, Cepi
fall in carbon emissions from
the aviation sector, a 60% fall
from passenger vehicles and a 30% decline from
Britain’s energy system1.
Figures such as these, taken with an
increased awareness of the environment and
our responsibility towards it, has galvanised the
British public into wanting permanent changes
to the economy and environmental issues to be at
the heart of the recovery. A recent report found
that almost eight in ten said the measures taken
by the government to help the economic recovery
from Covid-19 should be deigned to help
reach net zero emissions and, as the lockdown
eases, 93% want government and employers to
encourage lifestyle changes to cut emissions2.
“There is a clear view that time is running out
on certain issues and therefore the urgency is
there,” says Steven Stoffer, Group Vice President
Development of Smurfit Kappa. “Covid is
echoing a certain mood in people’s minds that’s
different from the past, making people think
differently.”
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The green recovery
Many experts around the world are saying that
we are currently at a turning point, that this is
the time for politicians and businesses to seize
the moment to build a greener, more sustainable
future. Recently, over 200 businesses including
BT, IKEA, Kingfisher, Sky and Tesco signed a
letter to the UK Prime Minister Boris Johnson,
urging for an ambitious environmental and
low carbon agenda to be put at the heart of the
upcoming economic recovery3.
There also seems to be a willingness on
the political level to use the momentum and
accelerate sustainability initiatives, such as
The European Green Deal – the European
Commission’s roadmap of policies for their
climate agenda, which aims to make the EU
carbon-neutral by 2050.
“The EU policy makers have said that we are
in the middle of an awareness moment, that yes,
we can make change happen on climate,” says
Claire Couet, Public Affairs & Communications
Director of The Confederation of European
Paper Industries (Cepi). “If we can all stay at
home for three months, not use our cars or fly,
then we can also do that if we want to make a real
difference to the environment.”
The circular champions
Of course, paper will have a large part to play in
this new green economy. Its ability to be recycled
and reused several times over makes it one of
the world’s most sustainable materials, with
the majority of developed countries having an
established infrastructure in place to ensure
high recycling rates.
“As an industry, we have never been so
committed to sustainability as we are now,”
says Claire Couet. “We are the champions in
recycling, but we are also champions in how we
use the residues from trees to produce the raw
materials for paper. So we are circular in the way
we use trees, but also circular in the way we use
chemicals and water.”
Every day it seems another global company
is swapping their less sustainable packaging
material for paper or cardboard. The latest is
Coca-Cola, which plans to launch a cardboard
‘CanCollar’ later this year. Swapping the plastic
collar for cardboard will eliminate the use of over
11,000 tonnes of virgin plastic every year across
Western Europe.
It’s a small but significant step. If businesses
and governments can make permanent changes
then the planet and its people may just have a
chance at long-term survival.
—
Sia Partners, 2020, 2Climate Assembly UK, 2020, 3Aldersgate Group, 2020
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david gold, Royal Mail’s Public Affairs & Communications
Director, explains why paper statements remain important
and why marketers should continue to invest in mail

“Any marketer trying to compete
for people’s business should really
be looking at marketing by mail”
How has the pandemic
affected Royal Mail’s
business?
While many companies have
stopped sending marketing
mail, posties have said to me
that when they go and empty
a postbox, there are a lot
more letters, cards, notes and
messages being sent to people.
The online sale of stamps has
also gone up significantly.
What are you doing to
encourage the return of
marketing mail?
There are quite a few incentives
for account customers, which
are encouraging them to use
mail again. Marketreach has
also just launched a free e-book
called Physically Irresistible,
which uses facts and stats about
mail, plus a series of thought
pieces from top marketers,
explaining why mail is
such a powerful marketing
medium.

promotes a citizen’s right
to choose how they receive
bills and statements without
financial penalty. As people
are spending more online,
there’s a strong case for people
getting physical statements. I
believe it’s a lot harder to keep
track of where you’ve been
spending your money if you
don’t receive a paper statement.
It’s so easy to go online, log on,
buy something and you can’t
remember what the amount
should have been and whether
it appears correctly on your
statement. So I think it’s needed
now more than ever.

Are you also seeing an
increase in greenwashing?
Certainly, and thanks to Two
Sides we are aware of a lot of
greenwashing. Two Sides have
been fantastic, jumping on
organisations that overplay
the green argument about
going paperless, and with great
success. It’s notable how often,
as the result of very polite
but very firm engagement, a
company has backed down.
They haven’t stopped trying
to go paperless, but have at
least changed their argument,
which is great.
How can mail help businesses
get through this crisis and
come out stronger
There are vast amounts of
evidence that show that a
physical communication
received through the post is
more likely to be read, retained
and referred back to. So any
marketer that’s trying to
compete for people’s business
should really be looking at
marketing by mail. Something
that’s carefully designed,
targeted, lands on your doormat
and can be looked at in the
safety and comfort of your own
home is much more likely to
boost a business’s bottom line.
—

To download Physically
Irresistible, the Marketreach
e-book on the power of mail,
go to www.marketreach.co.uk/
resources/power-of-physical
—
To find out more about the Keep
Me Posted campaign, go to
www.keepmepostedeu.org

How important is the Keep
Me Posted campaign at
the moment?
Very important. The Keep
Me Posted campaign
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54 million tonnes
of e-waste
thrown away
in 2019
the world is throwing away a record-breaking
amount of electronics, making it the world’s
fastest-growing domestic waste stream. The
data comes from the Global E-Waste Monitor
2020, a new report from the United Nations,
which concludes that 53.6 million tonnes of
e-waste, from smartphones and computers to
refrigerators and air conditioners, was thrown
away around the world in 2019. That’s equivalent
to the weight of 350 cruise ships and 21% higher
than the global e-waste output five years ago.
Of that 53.6 million tonnes, only 17.4% was
collected and recycled. “What is most concerning
is not only the quantity of e-waste that is arising,
but also the fact that recycling technologies are
not keeping pace with the growing amount of
e-waste,” says Vanessa Forti, a program associate
with United Nations University and lead author
of the report. “That is the key message: the
recycling needs to improve.”
The lack of recycling means that the toxic

“What is most
concerning is not
only the quantity of
e-waste , but the fact
that recycling is not
keeping pace”

elements of e-waste increase the amount of
greenhouse gases in the environment. The report
estimates that 98 Mt of CO2 equivalents were
released into the atmosphere from discarded
fridges and air conditioners that were not
managed in an environmentally sound manner.
This is approximately 0.3% of global energyrelated emissions in 2019.
—
To read the Global E-Waste Monitor 2020 report,
go to www.globalewaste.org

TWO SIDES EXPANDS INTO
LATIN AMERICA

Two Sides’ global reach has been
widened further with the launch
of the campaign in Latin America.
The organisation has been
established in Brazil for many
years, but has just announced that
it will have a significant presence
in all 19 countries across Hispanic
Latin America, including Argentina,
El Salvador, Nicaragua, Colombia,
Venezuela, Ecuador and Chile.
The move comes with the
support of businesses that
are part of the Confederación
Latinoamericana de la Industria
Gráfica. Since its foundation in
1967, the Confederación has been
key to the success of graphic
print throughout Latin America.
“Disinformation about paper
and forestry brings great losses to
the paper sector and the printing
industry,” says Fabio Mortara, CEO
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of Two Sides Latin America. “For
this reason, an important part of
our work is to educate companies
to dispel myths and to bring true
information to the consumer,
which is now available in Spanish
for the entire region”.
“The expansion of the Two
Sides campaign throughout Latin
America is very important,” adds
Martyn Eustace, Chairman of Two

Sides. “We now have coverage
in over 30 countries across
the globe and will continue to
communicate the investments
the industry makes to minimise
and reduce the environmental
impact of its activities.”
—
For more information about
Two Sides America Latina, go
to www.al.twosides.info

EUROPEAN PAPER RECYCLING
RATE REACHES 72%

The European Paper Recycling
Council (EPRC) has reported
that the latest European paper
recycling rate has maintained
its high recycling numbers in
2019, increasing from 71.7%
in 2018 to 72%. The EPRC said
this rate was achieved due to
a stable utilisation of Paper for
Recycling (PfR) in the European
paper industry.
Since paper and board
consumption in Europe actually
decreased in 2019, this increase
is a significant indicator that the
sustainability message is getting
through and people are recycling
more paper and packaging.
“The increase to 72% shows
that paper recycling is not only
a promise, but is already today a
model for circularity and a strong
contributor to the European
Green Deal,” says Angelika Christ,
Chairwoman of the EPRC.
The European Paper Recycling
Council continues to monitor the
development of the European
Paper recycling rate and its
progress in 2019 towards the
set target of 74% by 2020.

—

For more information on
the EPRC and the European
paper recycling rate, go to
www.paperforrecycling.eu
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It’s a date!

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

SUSTAINABILITY IN
PACKAGING EUROPE 2020
Barcelona, Spain
3-5 November 2020

at the time of writing, the
organisers of this year’s
Sustainability in Packaging
Europe conference are optimistic
that the two-day event will go
ahead as planned. However,
alongside the in-person
conference there will be an
online streaming option for all
delegates unable to travel, as well as a solid contingency plan should the event not be able to go ahead.
It would be a great pity if it didn’t, because this year’s agenda has over 50 speakers lined up, including
senior experts from PepsiCo, Unilever, Tesco, Veolia, Henkel and The Body Shop, as well as workshops,
panel discussions and plenty of networking opportunities. The short- and long-term effects of Covid-19
will doubtless be debated at length, but subjects such as ‘Practical action plans to achieve sustainability
targets’ and ‘Strategies for increasing sustainability’ are also key features.
www.sustainability-in-packaging.com

PRIMA 2020

Online
22-23 September 2020
Europe’s top conference for the
pulp, paper, print and packaging
supply chains will this year
shift its speakers, Q&A sessions
and networking opportunities
online for two days. The lineup is impressive, with senior
figures such as Allan Dickner, Ikea
Packaging Development Manager,
Jay Gouliard, Vice President
Global Packaging at Mondelez
International, and Leela DilkesHoffman, Senior Research Analyst
at Ellen MacArthur Foundation,
topping the bill.
www.prima-paper.com

UK PACKAGING AWARDS

Grosvenor House, London
21 October 2020
The UK Packaging Awards 2020
are also due to take place as
scheduled, with the organisers
continually monitoring the
Covid-19 situation. For now, mark
it in the diary as one of the mustattend events of the year for
packaging professionals, with 27
categories celebrating everything
great packaging has to offer,

including business performance,
sustainability, innovation and
performance. With judges from
brands and retailers such as
Waitrose, Tesco, Marks & Spencer,
Premier Foods, Mars, Reckitt
Benckiser, Muller and Mondelez,
the competition will be fierce and
the night one to remember.
www.ukpackagingawards.co.uk

FESPA GLOBAL PRINT EXPO

Amsterdam, Netherlands
9-12 March 2021
Originally planned to take place
in Madrid in October 2020,
FESPA’s flagship event is now
due to take place in March 2021
in Amsterdam. Still co-locating

with the European Sign Expo and
Sportswear Pro events, FESPA
Global Print Expo remains Europe’s
largest international speciality
print exhibition, with hundreds of
exhibitors showcasing their latest
innovations and product launches
for the digital and screen
printing sectors. “Feedback
from the market indicates that,
having faced the considerable
commercial challenges of 2020,
our community will welcome
FESPA Global Print Expo in March
2021 as an important platform for
business recovery and forward
progress early next year,” states
FESPA CEO Neil Felton.
www.fespaglobalprintexpo.com

DRUPA 2021

Düsseldorf, Germany
20-30 April 2021
The world’s largest print exhibition
will return to Messe Düsseldorf
next year after it was postponed
from its planned June 2020
date due to concerns about
coronavirus. Aside from the date,
the main change is that the show
is to be shortened from 11 to nine
days, made as a result of exhibitor
requests due to the ongoing
travel restrictions. Even at nine
days, organisers are confident
that visitor numbers will be
comparable to the previous 2016
event, with over 1,500 exhibitors
already booked. Messe Düsseldorf
has stated that some of the halls
have been replanned due to a
new “Covid-secure hygiene and
infection protection concept”, but
that still leaves a mammoth hall
space of 140,000m2.
www.drupa.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.
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The Power of Print Seminar

3 NOVEMBER 2020
LONDON

THREE FOR TWO!

Tickets for the
2020 Power of Print
Seminar cost just £29
for members of
Two Sides and the
BPIF, and £39 for
non-members.
Three tickets can be
purchased for the
price of two.

Sponsors

“This year’s Power of Print
virtual seminar is a mustattend event for everyone
in the industry. Whether you
are a chief executive, sales
manager or apprentice,
there will be information
which will surely inform and
inspire after an immensely
challenging year”
Charles Jarrold, Chief
Executive of the BPIF

the 2020 two sides power of print seminar will be an online event. Celebrating its 10th
anniversary, the one-day conference has the same high calibre of speakers, insight and inspiration,
but now without the limits of capacity and geography.
Over the day, eight experts from the print, publishing and packaging industries will present their
thoughts on the crucial role paper has in a dramatically altered landscape, explaining what the future
holds for the medium and the part it will play in the increasingly important area of sustainability.
Broadcast live from Canon’s state-of-the-art facilities in their London offices, the event will have
the same look and feel of previous Power of Print Seminars, but with the added advantages of delegate
safety and no travel requirements.
—
The 10th Two Sides Power of Print Seminar will be held on Tuesday 3 November. For more
information and to book your place, go to www.powerofprint.info

The Speakers
CHARLES JARROLD
CHIEF EXECUTIVE, BPIF
Opening the Seminar, the Chief
Executive of BPIF will deliver
an overview of the entire print
industry, detailing how Covid-19
has affected all areas of the
market and what its long-term
effects are. With the latest facts
and figures, this will give you a
unique insight into the industry
and how it can become stronger
and more resilient.
MARK DAVIES
MANAGING DIRECTOR, WHISTL
With years of experience at the
heart of the door drop industry,
Mark Davies is perfectly placed
to provide key insights into the
sector and its many advantages.
The MD of one of the world’s
largest mail businesses will
examine the effect of Covid-19
on social media marketing and
how consumers have enlightened
a new generation of marketers
about print marketing.
SUE TODD
CEO, MAGNETIC
Magnetic promote the value of
magazine media to marketers,
helping advertisers make the
most of their magazine spend.
Sue will share the results of
Magnetic’s latest research
study into how advertisers can

use magazine media to build
stronger and more meaningful
connections with consumers.
DENISE TURNER
INSIGHT DIRECTOR, NEWSWORKS
As the marketing body for
newsbrands, Newsworks
champions the full range of
newspaper advertising through
events and research. Denise
will present Newsworks’ latest
research, which examines the
value of trusted news sources
in a world where fake news and
misinformation is on the rise.
DARRYL DANIELLI
EDITOR, PRINTWEEK
As the editor of the UK print
industry’s leading publication,
Darryl Danielli has an all-round
view of the paper, publishing and
packaging sectors, and will be
putting delegate questions to the
speakers after the morning and
afternoon sessions. Darryl will use
his extensive experience to probe
further and get vital information
out of the experts.
ANDREA BOLTHO
EMERITUS FELLOW MAGDALEN
COLLEGE, OXFORD UNIVERSITY
Andrea Boltho has had a long
and distinguished career in
economics. As well as being
Director of Oxford Economics,

he has been a consultant for many
of the world’s biggest financial
and business organisations,
including the World Bank, the OECD,
FIAT, Ericsson, IBM, KPMG, Pirelli,
Siemens and Stora Enso. He will
be discussing the European and
global economic outlook for the
next few years.
AISLING RYAN
MANAGING PARTNER,
THE CORPORATE PRACTICE,
WPP/OGILVY CONSULTING
Interviewed on p5, Aisling
Ryan specialises in providing
advisory services to corporate,
government and NGOs, and will
be talking about the global
importance of sustainability
and what companies can do to
maximise impact in their sector.

“Canon are extremely excited
to be part of a completely
virtual Power of Print seminar
for the first time in this special
event’s 10-year history. As an
industry, we need to be even
more agile, considering new
services and new approaches.
The seminar provides a
perfect platform for learning
and inspiration”
Mark Lawn, Director of
Professional Print Solutions,
Canon Europe

com
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Fresh thinking
WHISKY PACKAGED IN A
PAPER BOTTLE, A HAPPY
MEAL THAT CHEERS UP
SWEDISH GRANDPARENTS,
AND LUXURY PEN STORES
WITH HANDWRITTEN
NOTES – THE BEST USES
OF PAPER OVER THE
PAST FEW MONTHS

01_CHEERS!
Whisky brand Johnnie Walker will soon be poured from a paper bottle,
as its producers Diageo tighten up their environmental credentials.
Traditionally packaged in glass and plastic, the new bottle will be made
of sustainably-sourced and fully recyclable wood pulp, which is lighter
than glass, giving it a lower carbon footprint. Diageo will start rolling
out the new paper bottles in 2021, closely followed by a number of
Unilever and PepsiCo brands.

02_PRINT-YOUR-OWN FACEMASK
Concerned that enough people
weren’t wearing face masks,
The Times of India inserted a
protective filter between its
pages so that readers could
make their own mask. The
filter was accompanied by a
large advert that explained
why it was important to wear
a mask along with detailed
instructions on how to make
one. With the headline ‘Not
just a filter for truth. Consider
it as a filter for life too’, the
advert also warned against
the dangers of fake news.
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03_A VERY HAPPY MEAL
McDonald’s have been long-time
advocates of paper packaging,
but a recent campaign in Sweden
has seen them demonstrate
the value of print in making
an emotional connection. As
with every country that’s gone
through lockdown, grandparents
and the elderly have been
amongst the most affected,

unable to see their families and
especially their grandchildren.
McDonald’s decided to help by
setting up a special Happy Meal
area outside one of their Swedish
restaurants – a playhouse where
children were given paper to
write messages or draw pictures,
which would then be delivered
with a McDonald’s meal to their
grandparents.
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04_KEEP YOUR DISTANCE
Finnish newspaper Helsingin
Sanomat has demonstrated
how a print message can
translate into real-world
action with a front-page ad
that encourages and reminds
people to keep six feet
away from each other – the
recommended distance for
social interaction. The ad uses
an optical illusion to create a
message that can only be read
from six feet away and was
designed to correspond with an
easing of the Finnish lockdown.
“We wanted to let the kids
surprise their grandparents
with what they themselves
love most, along with a surprise
that we know the grandparents
would appreciate,” said Sofie
Lager, Senior Marketing Manager
at McDonald’s in Sweden. “We
hope the initiative has made
the lives of the grandparents
a little more enjoyable.”
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04_THE POWER OF THE WRITTEN WORD
Famous for their luxury pens, Montblanc have dedicated a number of their
store windows to essential workers with a series of handwritten messages
of support. The global project invited people to handwrite a note or letter
and post it on social media, with the best and most poignant printed out
and placed in the window of the nearest Montblanc store.
“Through the power of these handwritten words, our hope is that our
frontline and essential workers will feel our support and admiration as they
walk or drive by,” said Sylvain Costof, Brand President of Montblanc North
America. “This initiative allows communities where we operate to come
together and say thank you in a very personal way.”
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