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GREENWASH
The explosion of eco-deception and the damage 

it’s doing to the paper and print industry

“Despair and hope”
Jonathon Porritt explains his 
clashing thoughts on climate change

Forever fashion
Find out why Cotton Traders has 
joined the Love Paper movement

Power of Print 2021
Full details of this year’s event with 
speaker line-up and how to book
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The weight of electronic waste 
donated by the Japanese people to 
make 5,000 Olympic medals / p03

The amount of print items 
Cotton Traders will carry  
the Love Paper logo on / p05

The date of the 
2021 Two Sides 
Power of Print 
Seminar / p06

The amount of views of 
greenwashing statements 
prevented by Two Sides 
engagement across Europe / p08

The percentage of UK 
respondents that say they 
regularly recycle / p13

The increase in print  
book sales in the first  
half of 2021 / p13

The percentage of forest 
fires that are deliberately 
started in the Patagonia 
region of Argentina  / p14

“ My hope is reinforced by a lot of new 
campaigning energy all around the 
world, in particular from young people” 
JONATHON PORRITT, FOUNDER DIRECTOR OF FORUM FOR THE FUTURE  P07

“ The materials 
produced by 
Two Sides are 
educational and 
easily accessible for 
the industry to use” 
CHRISTINE GEER, CHAIR OF  
THE STATIONERS’ COMPANY  
WARRANTS COMMITTEE  P03
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We are delighted to announce that 
The Stationers’ Company has awarded 
Two Sides the prestigious Stationers’ 
Warrant Crest for 2021. The Warrant 
Scheme recognises excellence within the 
communications and content industries, 
with the warrant seal indicating an 
organisation that meets the highest 
standards of excellence as assessed by  
a team of judges.

“We are pleased to award Two Sides with 
the Stationers’ Warrant Crest for their 
information-led campaign which promotes 
the sustainability of print, paper and paper 
packaging,” said Christine Geer, Chair of 
the Warrants Committee. “The materials 
produced by Two Sides are educational and 
easily accessible for the industry to use.”

Two Sides impressed the judges with 
their campaigning and educational 

TWO SIDES RECEIVES 
STATIONERS’ WARRANT

despite the lack of crowds, the controversy and the 
weather, this year’s Olympic Games was a triumph – not 
just for the athletes and home audiences, but for the many 
sustainability initiatives the host country set in place. 

Alongside a vast number of eco initiatives, including 
an extensive carbon offsetting programme, the extra 
electricity required to power the Games being 100% 
renewable, and the famous cardboard beds, all Olympic 
medals have been made using precious metals extracted 
from used electronics. 

The process started back in 2017, when Japan 
announced it would be gathering used electronics for the 
medals. Since then, the country gathered over 47,000 
tons of electronic waste, including over five million 
smartphones donated by the Japanese people. 

To make the required 5,000 medals for the Games, the 
organizing committee collected around 70 pounds of gold, 
7,700 pounds of silver, and 4,850 pounds of bronze. 

www.lovepaper.org

LOVE
PAPER

www.twosides.info

FIND OUT MORE
Two Sides is a not for profit, global initiative 
promoting the unique sustainable and 
attractive attributes of print, paper and paper 
packaging. Two Sides members span the 
entire print, paper and packaging value chain, 
including forestry, pulp, paper, packaging, 
inks and chemicals, finishing, publishing, 
printing, envelopes and postal operators. 

RECYCLED AND CARBON BALANCED
The Page is printed on Revive 100 Offset. 
Made from 100% recycled fibre, the  
carbon emissions have been balanced  
with World Land Trust.

100% RECYCLABLE
The Page is printed on 100% recyclable  
paper using vegetable-based inks by an  
ISO 14001-accredited printer.

THE PAGE
Published by Two Sides
www.twosides.info
Content by Soul Content
www.soulcontent.co.uk

FOR SOUL CONTENT
Editor Sam Upton
Design Ian Findlay

FOR TWO SIDES
Tandy Wakeford 
Ebony Hutt
Jonathan Tame
 
Two Sides UK 
iCon Centre, Eastern Way, Daventry, 
Northamptonshire, UK NN11 0QB
enquiries@twosides.info
+44 (0)1327 262 920
www.twosides.info

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

• Go Inspire
• Tradeprint (Distribution) 
• Solopress
• WL Coller
• Echo Direct Marketing Services
• Pepper Communications
• Systematic Print Management
• LDM 

OLYMPIC-SIZED SUSTAINABILITY

S P O N S O R E D  B Y

Sponsored by

programme, informing and educating 
consumers on the sustainability of print 
and paper-based products, as well the 
innovation demonstrated by the Trend 
Tracker survey. 

“We are honoured that our campaign 
and efforts have been recognised by this 
award,” said Jonathan Tame, Managing 
Director of Two Sides Europe. Being able  
to use the Stationers’ Warrant Crest in  
our communications will increase the 
reach and integrity of our message, and 
provide our members and partners with 
ever-increasing confidence in the work 
that we do for the industry.”
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COTTON TRADERS has joined Argos, Fat Face, Mencap, 
Oliver Bonas and Aspinal of London by signing up to 
Two Sides’ Love Paper initiative. The famous British 
clothing brand, who send over 20 million pieces of print 
mail every year, want to make sure their customers are 
aware of the sustainability of print and that it’s sourced 
from sustainably managed forests. 

“We hope that carrying the Love Paper logo will help 
to educate our customers about the environmental 
attributes of our print marketing and use of paper,” says 
Kathryn Colledge, Marketing and Production Manager 
of Cotton Traders. “Reassuring them that paper, as long 
as it is recycled and sustainably sourced, is a natural and 
truly sustainable material.”

Love Paper was launched in 2008 with 
the aim of improving perceptions and 
raising awareness of the sustainability 
and attractiveness of print, paper, 
and paper packaging. Since then it 
has grown to become a worldwide 
campaign that receives around €3m 
of advertising space every year from 
European newspaper and magazine 
publishers. 

Building on this success, the 
campaign is always seeking to 
expand, with more brands and 
companies encouraged to carry the 
logo on their print publications and 
communications, spreading the 
message about the environmental 
attributes of paper. 

“Combining the use of the logo on 
brand communications with adverts in 
newspapers and magazines increases 
the awareness and understanding of 
the campaign,” explains Ebony Hutt. 
“The more brands we can sign up then 
the more people will understand the 
sustainability benefi ts of paper 
and cardboard.”

ADD YOUR NAME TO THE LIST

✔	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

One of the most important 
elements of the campaign, the 
Love Paper logo demonstrates that 
an organisation uses natural and 
sustainable materials, with brands, 
retailers, printers, publishers and 
any user of paper able to explain the 
sustainability of paper by using it on 
their printed products and paper-
based packaging. 

“The Love Paper logo is a fantastic 
way to complement and enhance 
existing sustainability pledges 
and environmental labels by 
encapsulating them under a highly 
visible and consumer-friendly 
campaign,” says Ebony Hutt, 
Campaign Manager for Two Sides UK. 
“By aligning themselves with Love 
Paper, brands can tap into the wide-
reaching print and digital campaign.”

LET THE LOGO DO THE TALKING

To find out more about the Love Paper campaign and how to use the logo on your communications, go to www.lovepaper.org 

COTTON TRADERS 
NOW WEARING 
THE LOVE 
PAPER LOGO
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K AT H R Y N  C O L L E D G E ,  Marketing and Production 
Manager of Cotton Traders, explains why the clothing 
retailer chose to join the Love Paper initiative

What were Cotton Traders’ key reasons 
for supporting Love Paper? 
We wanted to highlight the 
sustainability of our print marketing 
and use of paper, particularly as 
mailed media is a very important 
channel within our marketing mix. 

How do you hope Cotton Traders will 
benefi t from the initiative? 
We hope that carrying the Love 
Paper logo will help to educate our 
customers about the environmental 
attributes of our print marketing. 
Reassuring them that paper, as 
long as it’s recycled and sustainably 
sourced, is a natural and truly 
sustainable material. 

Which print materials will carry the 
Love Paper logo? 
We will be using the Love Paper logo 
on all our customer mailings and 
other print media communications. 

For our mailings, the logo features 
on the outside of the paperwrap, 
alongside the recycle logo, and then 
on the back page of the catalogue. 
It also features on our one-piece 
DM mailers and postcards. We 
mail every week across the year, to 
mutually exclusive audiences, with 
a total of over 20 million items a year. 

How will it fi t with Cotton Traders’ 
other environmental work?
We have a wide range of 
sustainability initiatives, and the 
Love Paper logo will fi t perfectly. Our 
dispatch bags are all fully recyclable, 
and a couple of years ago, we moved 
from polywrap to paperwrap, saving 
65 tonnes of plastic. We have also 
partnered with a new energy-e�  cient 
‘green factory’ to produce sustainably 
sourced cotton that’s 100% organic 
and grown naturally without the use 
of synthetic chemicals. We also sell 

“ WE MAIL OVER
20 MILLION 
ITEMS A YEAR”

recycled cotton shirts and fl eeces 
made from recycled plastic bottles.

What advantages does paper have 
when it comes to sustainability? 
Paper can be recycled many times 
and is important for the circular 
economy and reuse of raw materials.

What would you say to other brands 
thinking about joining the Love Paper 
programme?
The logo promotes the environmental 
and sustainability awareness your 
company has, plus it’s a positive 
message for consumers at a time  
when many people associate 
negativity with paper-related 
marketing communications. 
—
For more information about Cotton 
Traders’ sustainability work, go to 
www.cottontraders.com/corporate-
social-responsibility.html 

✔	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

ITEMS A YEAR” Order online @ cottontraders.com    Phone 0844 844 1111
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Ella Stretch Cord Straight Leg Jeans £32
In stretchy cotton-rich cord, our Ella jeans  can be worn anytime, anywhere. In a straight leg shape, with concealed side waist elastication and 5 pocket western styling.

Machine Washable    98% Cotton  2% ElastaneLight Sand    Navy    Mineral    Grape
Sizes 8-24
27” (68.5cm) inside leg  AC15722 GAB29” (74cm) inside leg AC15723 GAB31” (79cm) inside leg AC15724 GAB

Sizes 8-22
33” (84cm) inside leg AC15725 GAB

Lila Stretch Cord Midi Skirt £33In our favourite fabric for the cooler months, this stretchy cotton-rich pull-on cord midi has an elasticated back waist for easy comfort, plus ‘70s-inspired patch pockets and an inverted front pleat for style. Length approx 27” (69cm).
Machine Washable    98% Cotton  2% ElastaneSizes 8-24    

Fuchsia    Light Sand    Navy    Mineral
AG10677 GAB
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we are delighted to announce the 
return of the Power of Print seminar, 
which will take place on Tuesday 2 
November, 2021. This unique virtual 
event will gather some of the best 
speakers in the print, packaging, 
sustainability and marketing 
industries for a day of expert opinion 
and analysis of what has been a 
tumultuous year in the industry. 

Organised by Two Sides and the 
BPIF, in partnership with Canon, 
Fedrigoni and Printweek, the 
Power of Print seminar is now in 
its 11th year, and celebrates this 
milestone with one of the best 
line-ups in its history. We welcome 
the environmental campaigner 
Jonathon Porritt, who will explain 
how we can pull ourselves out of the 
climate crisis, and Andrea Boltho, 
Director of Oxford Economics, who 
will give his predictions for the 
economic recovery. 

Other speakers include Owen 
Meredith, CEO of the News Media 
Association, Sarah Burns, Head 
of Media Solutions at Edit, Karen 
Pierre, Marketing Manager at 
RSPCA, Daniel Dunn, CEO of 
Paperplanes, and Charles Jarrold, 
CEO of BPIF, with more to be added. 

The Power of Print 2021 is one 
of the highlights in the print and 
sustainability calendar, and  
always offers a satisfying mix of 
knowledge and entertainment, 
explaining where we are now  
and the many opportunities just 
around the corner. 

POWER 
OF 
PRINT 
2021

For more details about the Power of Print 2021 seminar and to book your free place, go to www.powerofprint.info

POWER OF PRINT 
2021 SPEAKERS
Jonathon Porritt  
Founder Director  
of Forum for the Future 
—
Owen Meredith  
CEO of News Media 
Association 
—
Sarah Burns , Head of Media 
Solutions at Edit 
—
Karen Pierre, Marketing 
Manager at RSPCA 
—
Andrea Boltho  
Director of Oxford Economics 
—
Daniel Dunn  
CEO of Paperplanes 
—
Charles Jarrold  
CEO of BPIF 

What will you be talking about at 
the seminar? 
It will be a joint presentation 
with the RSPCA, which will 
be centred around the role and 
effectiveness of print for the 
charity, which has grown in 
significance since 2020. We 
will also go through some of 
our print innovations and how 
they work with digital. 

Do a lot of your other clients  
use print? 
Yes, and we’ve definitely 
noticed more and more 

people using it. Last year 
forced a lot of companies to 
look at alternative methods 
of reaching their customers, 
so we’ve got a lot of financial 
institutions and utility 
companies using print. Of our 
clients, 95% of them use print 
marketing for acquisition. 

What results are they achieving? 
Some of the best I’ve seen in 
the past 10 years! Charities are 
achieving positive ROIs after 
just one campaign, and we are 
reducing cost per acquisition 

for retailers by over 50%, 
all through data and the 
optimisation of print. 

How do you see the next year 
panning out for print media? 
Getting better and stronger. 
A lot of brands have explored 
print this last year with 
resounding success, and 
I can’t see that changing 
anytime soon. Plus, more 
flexible working means the 
home will still be a hub to 
reach people and cut through 
the digital noise. 

“ PRINT IS GETTING BETTER 
AND STRONGER” 
Sarah Burns, Head of Media  
Solutions at Edit, on the prospects  
for print in a post-pandemic world. 
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Jonathon Porritt  
will be speaking  

at the 2021  
Two Sides Power of 

Print seminar.  
For more information 
about Forum for the 

Future, go to  
www.forumforthe 

future.org
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what is or isn’t the right thing to do or 
consumers trying to work out what 
their personal responsibility looks 
like. So you regulate it at a national 
and international level. I wish he 
had said more of that while he was 
Director of the Bank of England 
but I’m very supportive of what he’s 
trying to do. 

Do you see print and paper having a key 
role in a more sustainable future?
Yes, I’ve always been very clear that 
there’s no reason why pulp and paper 
shouldn’t be a completely sustainable 
sector within the global economy and 
operate on completely sustainable 
terms within each country. Over 
the past 10 years we’ve seen very 
significant steps taken by a large 
number of companies involved 
in the industry to reduce their 
negative impact on the environment 
and increase the positive benefits 
that they can bring both to their 
customers and to the environment. 
For me there is no inherent 
contradiction between the pulp and 
paper industry and the pursuit of 
more sustainable wealth creation. 

You state on your website that you 
“can’t recall ever feeling the same 
intense combination of despair and 
hope!”. Can you explain?
Well, the first six months of 2021 
from a climate perspective has been 
absolutely shocking. We have seen 
more extreme weather events in 
these six months than ever before. 
The wildfires in California, the heat 
dome in British Columbia, the floods 
in Germany and China. Around the 
world we’ve seen the proliferation 
of really severe climate-induced 
weather impacts.

Then there are reasons to be 
hopeful about the power and 
opportunity of our human systems 
to respond to this change in our 
natural systems. There has been 
a huge amount of increased focus 
on the role of government. You can 
see more realisation on the part of 
politicians the world over that this 
isn’t something that can be deferred 
any longer. So the hope comes from 
the degrees by which things are 
beginning to change seriously, and 
for me that hope is reinforced by a 
lot of new campaigning energy all 
around the world, in particular from 
young people. 

What’s your main focus at the moment? 
My organisation, Forum for the 
Future, works with a huge number 
of companies in the UK and globally, 
and our role is to encourage them to 
set a more ambitious target for their 
decarbonisation strategies and join 
with others in trying to get the entire 
system to move further much faster. 

What progress have you seen over the 
past five years? 
There has been a huge take-up in 
interest around climate change over 
the last four or five years, but this 
isn’t a new thing for many leading 
companies. It’s something that they 
understand to be critical to their own 
success. So you can track back many 
years when they have mapped out 

j o n at h o n  p o r r i t t , 
Founder Director of Forum 
for the Future and legendary 
sustainability campaigner, on 
environmental responsibility, 
the role of print and paper, and 
his hopes for the future.

“ Real change can only come 
when governments combine 
forces more  
effectively to  
drive up  
standards”

different trajectories for reducing 
their own emissions and have now 
been implementing those action 
plans now for quite some time. For 
example, a company like Unilever 
has a track record of 10 years of 
engagement on climate change. 

What role do consumers play in putting 
pressure on companies to improve their 
carbon emissions? 
There will always be around 10-15% 
of consumers who are very keen to 
see companies play their part in the 
transition and another 20-25% who 
are supportive of what companies 
are doing. My own opinion is that 
consumers play only a relatively 
small part in terms of encouraging 
companies. Companies are much 
more concerned about what 
governments are doing, the way 
regulation is moving, what investors 
are saying. Consumers are important 
but not really the thing that causes 
boards to change their opinion. 

What will drive change? 
Real change can only come when 
governments combine forces more 
effectively to drive up standards. It 
was interesting to hear Mark Carney 
talk about this in a speech recently. 
He said sustainability has to be 
regulated, you cannot leave this to 
voluntary mechanisms, you can’t 
leave this to companies deciding 
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Greenwashing is on the increase, 
with companies still using misleading 
environmental statements to 
persuade you to go digital. If left 
unchallenged, the paper and print 
industry could lose millions

A QUESTION: When was the last time 
a business tried to encourage you to 
move from paper communications 
to digital? Perhaps it was a utility 
company talking about the 
environmental advantages of online 
technology, or a fi nancial institution 
stating their commitment to 
sustainability. Were you persuaded? 

If you were, you’re not alone. 
According to the latest Two Sides 
research, 58% of UK consumers 
agree that environmental arguments 
encourage them to switch from paper 
to digital bills and statements (rising 
to 62% for European consumers). 

Of course, how consumers receive 
their bills and statements – or any 
business communication for that 
matter – is entirely their choice. 
Online notifi cations and transactions 
suit many people who have grown 
used to interacting with companies 

58% 
OF UK 
CONSUMERS 
AGREE THAT 
ENVIRONMENTAL 
ARGUMENTS 
ENCOURAGE 
THEM TO SWITCH 
FROM PAPER TO 
DIGITAL BILLS 
AND STATEMENTS 

entirely through the digital medium. 
But there are a signifi cant number 
of people who prefer paper, and it’s 
estimated that 41% of UK and 44% 
of European consumers currently 
receive their bills and statements on 
paper through the post. 

The problem comes when those 
companies use misleading and 
unsupported environmental 
claims to persuade people that 
moving online will somehow help 
the environment. For example, 
“Go paperless, save trees and 
help save the planet” or “Go 
green, go paperless”. Not only do 
these statements contravene UK 
advertising regulations and breach 
the CAP Code and DEFRA rules, 
but they ignore the environmental 
impact of digital communications.

In short, this is greenwashing, and 
it’s increasing. 

Truth and consequences 
It won’t surprise you – or consumers 
in general – that the main reason for 
companies wanting to move their 
customers from physical to digital 
communications is fi nancial. There 
are other reasons, such as data 
gathering and operational e�  ciency, 
but it largely comes down to cost. 

But while companies may be 
patting themselves on the back 
every time someone is persuaded 
to click the ‘Digital-only’ box, 
their customers aren’t quite so 
pleased. Our research found that 
consumers overwhelmingly want 
the right to choose how they receive 
communications (digitally or 
printed) from organisations, with 
76% of UK consumers and 74% of 
Europeans wanting this choice 
(Two Sides/Toluna, 2021). And 
when greenwashing statements 

IDENTIFY
ENGAGE
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More than 170 UK 
and 450 European 

service providers have 
removed greenwashing 

statements as a result of 
Two Sides’ engagement

The campaign has 
stopped greenwash 

messages being seen 
over 209 million times 
each year in the UK and 

590 million times in 
Europe 

In the UK, the Anti-
Greenwash campaign 
has preserved £11.2m 
of paper, print and 
postage. In Europe 
it’s €44.7m

£22.4m of UK paper 
bills and statements 
and €337m of European 
paper bills and 
statements are at risk 
from greenwashing

are used, 67% of UK and 66% of 
European consumers believe that 
these organisations simply want to 
save costs. 

These may give a small 
amount of comfort to the print 
professional, but the problem of 
greenwashing remains. And where 
there is greenwashing there is 
misinformation – misinformation 
that has the potential to mislead 
and be spread, increasing the 
misconceptions about print and 
damaging the industry. 

The new Two Sides/Censuswide 
research examined and compared 
the intention to switch from paper to 
digital bills and statements between 
those who had seen greenwashing 
against those who had not. Alongside 
the majority of consumers (58% of 
UK, 62% of Europe) agreeing that 
environmental arguments encourage 
them to switch from paper to digital 
bills and statements, 4.1% of UK and 
4.3% of European consumers are 
likely to be persuaded to switch from 
paper to digital if they see greenwash. 
That may not sound like many, but 
it equates to an annual loss of 
£22.4 million of value in the UK and 
a huge €337 million in Europe. 

A decade of action 
So what can be done about 
greenwashing? For Two Sides, 
the answer is to identify instances 
of greenwash then engage the 
organisations to better inform them. 
Our Anti-Greenwashing Campaign 
has been challenging companies that 
have used misleading environmental 
claims since 2010 – that’s over a 
decade of action that’s resulted in 
more than 170 UK and 450 European 
service providers removing their 
greenwash statements. 

The campaign aims to investigate 
all instances of greenwashing and 
challenge the organisation behind 
them, pointing out the facts about the 
paper industry and the e� ect such 
claims can have on the sector. 

“Greenwashing is a serious issue 
for our sector and we have seen a 
worrying increase driven by current 
economic pressures”, says Two 
Sides Managing Director Jonathan 
Tame. “Because of the huge reach 
of some of these organisations, 
their unsubstantiated claims have 

a damaging e� ect on consumer 
perceptions of paper and threaten 
a sector that employs over a million 
people in more than 115,700 
businesses in the EU and UK.”

The value of Two Sides’ Anti-
Greenwashing Campaign can be 
seen in the amount of potential 
greenwashing statements that 
have been stopped. It’s estimated 
that the campaign has prevented 
greenwashing statements being 
seen over 209 million times each 
year in the UK and 590 million times 
in Europe, stopping millions of 
consumers from being misled about 
the environmental impact of print 
and paper. 

These fi gures can be taken further, 
with an estimated 550 tonnes of 
paper being preserved annually in the 
UK, with a value of £330,000. Add 
that to the annual value of preserved 
print (£1.3 million) and value of 
postage (£9.6 million), and you have 
a total bills and statements value of 
£11.2 million saved. In Europe, that 
fi gure goes up to €44.7 million. 

Your help needed
If not challenged, greenwash poses 
a signifi cant threat to the reputation 
of the print and paper industry and 
puts the volumes and value of the 
sustainable products produced in 
jeopardy. What we must all do is call 
out every instance of greenwashing 
and confront it, engaging with the 
business or organisation to make 
them aware of the impacts of such 
misleading statements. 

At Two Sides, we are successfully 
persuading companies to remove 
or change their messaging with a 
current success rate of 67% in the UK 
and 49% in Europe. We understand 
how to engage with these businesses 
and how to encourage them to 
change. All we need is for you to help 
us identify the organisations doing it. 
—
Two Sides will investigate and challenge 
any instance of greenwashing. If you see 
any examples, please send them to us at 
greenwash@twosides.info
—
For more information about the Two 
Sides Anti-Greenwashing Campaign, go 
to www.twosides.info/anti-greenwash
 
* All European fi gures include the UK

EMAIL FOOTERS TO 
BE PROUD OF
Instead of negative statements, 
how about these alternatives? 

TWO SIDES 
ANTI-GREENWASH 

CAMPAIGN 

Print and paper is renewable, 
sustainable and powerful.
If you print, please recycle.
—
Printed emails create a permanent 
and sustainable record, but please 
ensure all waste paper is recycled.
—
Responsibly Produced Print and 
Paper is Renewable, Recyclable, 
and Powerful.
For more information visit 
www.twosides.info
—
Yes, it’s ok to print your emails, 
but please recycle waste paper. 
—
Responsibly produced paper has 
unique environmental features. 
It’s highly recyclable and comes 
from a renewable resource.
If you print, please recycle.

A N T I - G R E E N W A S H I N G
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TEN YEARS 
TO TURN 
AROUND 
THE 
WORLD 
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The United Nations Decade of Restoration aims to protect 
and revive ecosystems around the world to reverse 
climate change and prevent the collapse of biodiversity. 
It’s a tough task, but one that simply has to be done

ON FRIDAY 1 MARCH, 2019, Lina Pohl, 
the Head of El Salvador’s Ministry 
of Environment, addressed the UN 
General Assembly in New York. As 
one of the driving forces behind the 
proposed UN Decade on Ecosystem 
Restoration (2021–2030), this was 
an important moment not only for 
Minister Pohl and her country, but 
for the entire world. 

“The impacts of ecosystem 
degradation greatly aff ect 
biodiversity, land productivity, and 
the economies of our countries,” 

PRINTERS
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As one of ten carbon balanced publication printers in the UK, Healeys are now committed 
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she said. “Ecosystem degradation 
leads to a loss of critical ecosystem 
services, adversely impacting the 
wellbeing of at least 3.2 billion people 
around the world and increasing 
their vulnerability to the eff ects 
of climate change. Reversing this 
reality is possible through actions in 
tune with nature.

“The establishment of the Decade 
will make it possible to create an 
enabling environment to facilitate 
and foster public awareness-
raising about the importance of 
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Restoration and other 
natural solutions can 
deliver one third of the 
mitigation needed by 
2030 to keep global 
warming below 2ºC. 
(Kapos et al, 2019)

Up to 700 million 
people are predicted 
to migrate because of 
land degradation and 
climate change by 2050. 
(IPBES, 2018)

Restoring 15% of 
converted lands 
in the right places 
could prevent 60% 
of projected species 
extinctions.  
(Strassburg et al, 2020)

Forests provide drinking 
water to one third of 
the world’s largest 
cities, and support 
80%, 75% and 68% of 
all amphibian, bird, 
and mammal species, 
respectively. (HLPE, 
2017; Vié, Hilton-Taylor 
and Stuart, 2009) 

“ WE ARE RAVAGING 
THE VERY 
ECOSYSTEMS 
THAT UNDERPIN 
OUR SOCIETIES, 
AND IN DOING 
SO, WE RISK 
DEPRIVING 
OURSELVES OF 
THE FOOD, WATER 
AND RESOURCES 
WE NEED TO 
SURVIVE” 
ANTÓNIO GUTERRES,  
UN SECRETARY-GENERAL 

having functional ecosystems to 
ensure human wellbeing, economic 
sustainability, and sustainable 
development.”

Moments later, the resolution was 
passed and 2021-2030 was officially 
declared the United Nations Decade 
of Restoration. 

Connect, empower and expand
The United Nations Decade of 
Restoration is a global ten-year 
strategy to connect and empower 
the millions of people, groups, 
organisations, NGOs, and charities 
to expand their work, while inspiring 
individuals to join an environmental 
initiative or start their own

This collective positive action 
across continents and countries 
not only aims to directly change 
the ecosystems around us, but 
demonstrate the importance of the 
environment and depth of feeling 
people have to governments and 
businesses so that policies can be 
changed and new legislations made. 

The environmental importance 
of the next ten years cannot be 
underestimated. There’s little 
doubt that the world’s ecosystems 
have taken a serious hit over the 

past century. Whether it’s forestry, 
wetlands, farmlands, rivers, 
oceans or cities, degradation from 
intensive farming, pollution, lack 
of green space, and a host of other 
unsustainable and harmful practices 
have resulted in a sharp increase in 
poverty, extinction, displacement, 
natural disaster, disease, climate 
change and a steep decline in 
biodiversity and wellbeing. 

“With humanity facing the 
triple environmental emergency of 
biodiversity loss, climate disruption 
and escalating pollution, now is the 
time to act,” said UN Secretary-
General António Guterres at the 
launch for the Decade. “We are 
reaching the point of no return for 
the planet. We are ravaging the 
very ecosystems that underpin our 
societies, and in doing so, we risk 
depriving ourselves of the food, water 
and resources we need to survive.” 

A culture of restoration
Scientists across the planet all 
agree that the next ten years are 
crucial in the fight to reverse climate 
change and avoid the loss of millions 
of animal and plant species. The 
phrase ‘tipping point’ has been used 

a lot, but once a certain amount of 
natural land, unpolluted riverways, 
biodiverse species and clean air is 
lost, it will be lost forever. 

The European paper industry is 
playing a key part in reversing this 
decline, with forests growing at a rate 
of 1,500 football pitches every day 
(FAO data, 2005-2020). The industry 
is also highly responsible when it 
comes to the environment: 92% of 
its raw materials are sourced in 
Europe and certified as sustainable, 
91% of the water it uses is returned 
in good condition, and it’s the world 
champion in recycling at a rate of 
72% (CEPI, 2021). It also promotes 
biodiversity, providing vital habitats 
for animal species and plant life.

The UN Decade of Restoration 
will not only help the organisations 
fighting to restore global ecosystems, 
but move people and companies 
to more sustainable practices. Its 
aims and long-term goals all make 
perfect sense, but it will take positive 
and lasting action on the part of 
governments and businesses around 
the world for it to have a lasting effect. 
Let’s hope they are listening. 
For more information, go to  
www.decadeonrestoration.org

WHY WE NEED THE 
UN DECADE OF 
RESTORATION

U N  D E C A D E  O F  R E S T O R A T I O N
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Midlands-based 
marketing company 

Go Inspire has become 
the latest member 

of Two Sides. CEO 
PAT R I C K  H E A D L E Y 

explains their decision. 

Welcome to Two Sides. What prompted 
the move to become members?  
We’ve measured and o� set our 
own carbon emissions across the 
Go Inspire Group, and joining 
the Two Sides movement has 
been long overdue. There’s a lot of 
miscommunication around print, 
with people still believing many 
misconceptions about paper. There 
are not many industries that have 
a 25-year business plan, which the 
paper industry has because that’s 
when they start planting trees. I 
really felt that Two Sides was putting 
that across extremely well and I just 
wanted to be part of it. 

How important is sustainability to your 
clients? 
Very important. Procurement has a 
large part to play in decision-making 
across all supply chains for large 
companies, and sustainability is now 
something that companies are judged 
by. So they look to their suppliers to 
help them with that promise, and 

UNLEASH 
SUSTAINABILITY 
As demand for fully recyclable products grows, we are supporting you 
with flexible and sustainable solutions for paper and card packaging.
 
Stand out. Make a difference. 
Discover new opportunities with on demand digital packaging. www.duplointernational.com

I think that’s very important. We 
deal with a lot of big brands and we 
only get that work because we tick a 
number of boxes, and sustainability 
is one of them.

What are you looking to get out of being 
a Two Sides member? 
Being able to carry their logo, to say 
that we subscribe to their values, 
and to get involved with their 
conferences and other activities is 
very important. It’s also important 
that I love what they are saying, 
and that they are a very worthwhile 
organisation. We hadn’t looked into 
the organisation enough before, but 
once we did, it was a no-brainer.

What have been the key changes in the 
print industry over the past 12 months?
There’s been a number of things 
happening. There’s been a lot of 
consolidation, with fewer companies 
around than there ever have been, 
and there’s been a lot of digital 
migration. On a positive note, print 

“ JOINING 
TWO SIDES 
HAS BEEN 
LONG 
OVERDUE” 

is an increasingly useful media tool 
for acquisition. Putting a tailored 
physical o� ering in front of somebody 
down a very under-utilised channel 
such as mail is really e� ective, and 
people are reading and acting upon it. 

What’s the secret to print’s resilience? 
Print is a penetrative and trusted 
media – it’s non-threatening. When 
you get a letter it’s the start of a 
relationship built on trust. You can’t 
click on a letter and catch a virus. 
I also believe that with the internet 
becoming a more dangerous place in 
terms of misinformation and fraud, 
mail has a sustained and trustworthy 
place in the overall marketing mix.  

How do you see its future?
We are starting to see that mail 
and door drop volumes will grow. I 
fi rmly believe that the ability to put 
printed communications into the 
hands of the public to allow them to 
make decisions and introduce new 
products is here to stay. 
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SEPTEMBER SEES the return of Recycle Week, 
the annual event that celebrates recycling 
across the UK, uniting retailers, brands, waste 
management companies, trade associations, 
governments and the media in promoting 
the act of recycling. Happening between 
September 20-26, Recycle Week is the UK’s 
largest national annual recycling campaign and 
now attracts commercial funding from a range 
of businesses and organisations, including 
Britvic, PepsiCo, Defra, Amazon, Coca-Cola, 
Waitrose and Danone. 

The organisers of Recycle Week, the Waste 
& Resources Action Programme (WRAP), 
have also released the results of their survey of 
recycling habits and behaviours, which found 
that 89% of UK respondents say they regularly 
recycle, with 56% saying they have recycled 
more in the past year. The research also found 
that UK citizens want more information 
about what they can and can’t recycle in their 
kerbside collection. Almost half (44%) say 

they are not satisfi ed with the clarity of this 
information.

One of the aims of this year’s Recycle Week 
will be to improve this information and build 
on the phenomenal success of last year’s 
event. In 2020, online activity across the week 
achieved 26 million digital impressions and an 
estimated reach of 185 million through PR and 
media activities. 

“We know that Recycle Week is something 
the public are extremely passionate about,” said 
Marcus Grover, CEO of WRAP. “It’s clear the 
public wants action on the environment and 
is keen to be part of the change needed – and 
that’s what Recycle Week is all about.”
For more information about Recycle Week, 
go to www.wrap.org.uk  

UNLEASH 
SUSTAINABILITY 
As demand for fully recyclable products grows, we are supporting you 
with flexible and sustainable solutions for paper and card packaging.
 
Stand out. Make a difference. 
Discover new opportunities with on demand digital packaging. www.duplointernational.com

One of the more unlikely winners of the 
pandemic has been the QR code. Used for 
everything from registering a Covid-19 
test to ordering a drink in a local bar, it 
off ers a simple way to give and receive data 
– as well as showing how well physical print 
can work with digital. A recent YouGov 
survey, found that 75% of people say they 
plan on using QR codes moving forward.

According to a poll of US consumers, 
three-quarters of adults said they would 
be willing to use more QR codes in the 
future, with that number rising to 82% 
among adults aged 18-44. 

“For the fi rst time, QR codes have a real 
purpose,” said Tamara Alesi, YouGov’s 
Sector Head of Media. “Now consumers 
are using QR codes in everyday life, to 
view menus, pay restaurant bills, get more 

information on 
home and car sales, 
and more.” 

Of course, the 
recent popularity 
of QR codes hasn’t 
escaped the notice 
of marketers, who 
have been trying 
to ignite a spark 
of interest in the 
tiny squares since 
their invention 
over 25 years ago. 
When printed on 
a piece of direct 
mail, door drop or 
even a poster, they 
off er a simple way 
to gather customer 
data – something 
that’s becoming 
more and more 
crucial. Indeed, 
in the last three 
months, 45% of 
US consumers 
have used a QR 
code related to 
a marketing, 
advertising or 
promotional off er. 

As the sales of print 
books continue to 
climb (up 18.5% in 
the fi rst six months 
of 2021), it seems 
that lovers of paper 
prefer diff erent 
types of book to 
those that read on 
a screen. According 
to data from British 
libraries, print 
readers favour 
thrillers, while 
literary titles and 
memoirs dominate 
the e-reader list.  

In the print 
section, eight of 
the top ten most 
borrowed print 
books are thrillers, 
with Lee Child’s 
Jack Reacher novel 
The Midnight Line 
at number one. 
US thriller author 
James Patterson 
is also the most 
borrowed print 
author for the 
13th year running. 
Meanwhile, Adam 
Kay’s This Is Going 
to Hurt and Sally 
Rooney’s Normal 
People dominate 
the ebook list. 

RECYCLE WEEK 
RETURNS TO THE UK

PRINT FANS 
PREFER 
DIFFERENT 
BOOKS TO 
DIGITAL

QR CODES ARE HERE TO STAY

N E W S
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This issue, we raise awareness of forest fires with the 
fireproof newspaper, feel the luxury of a wood fibre 
watch strap, and enjoy the sound of a paper speaker 

THE PAPER SURROUND SOUND SPEAKER
A group of scientists at the Institute for 
Print and Media Technology at Chemnitz 
University of Technology in Germany have 
developed a printable speaker made of paper. 
This remarkable breakthrough comes after a 
decade of research and involves two layers of 
plain paper printed with an conductive organic 
polymer. In between the sheets, a piezoelectric 
‘active layer’ causes vibrations through the 
paper, producing a very clear and loud sound. 
Not only are these paper speakers a lot less 
expensive than traditional speakers, but they 
can be printed on both sides in colour. “This 
means that low-cost infotainment solutions 
are now feasible in museums, at trade fairs 
and in the advertising industry,” says project 
leader Georg C Schmidt. 
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WASH DAY SUSTAINABILITY
Unilever, one of the world’s biggest FMCG 
companies, has made a strong move 
towards reducing the amount of single-
use plastic in its packaging by introducing 
paper bottles. The new bottles will firstly 
be used for its OMO laundry detergents in 
Brazil before being rolled out in Europe. 
According to the bottle makers, Pulpex, 
all wood pulp will be sustainably sourced, 
as well as being fully recyclable and 
compostable. “Innovating with alternative 
materials is a key part of our sustainable 
packaging strategy,” said Richard Slater, 
Unilever Chief R&D Officer, “and will play 
an important role in our commitment to 
halve our use of virgin plastic by 2025.”

THE FIREPROOF NEWSPAPER
The Argentinean ad agency Hoy Buenos 
Aires has created the world’s first 
fireproof newspaper to drive awareness 
of forest fires. Published to highlight 
the devastation of forest fires across 
the Patagonia region of Argentina – 95% 
of which are deliberately started using 
newspapers – the campaign also aims  
to raise funds and promote donations for 
the Firefighters Foundation of Argentina. 
“Our forests are burning, there’s no 
turning back and it takes many, many years 
to recover,” said Argentinean firefighter 
Captain Paula Mendez. 

SCANNABLE PACKAGING FOR THE VISUALLY IMPAIRED
For those with sight loss, navigating a supermarket and finding the right products can 
be a huge challenge, so Kellogg’s has added a scannable code to its cereal boxes to make 
them more accessible. The ‘Navilens’ code allows those with a smartphone to scan their 
environment and access relevant information, with users able to locate the codes from 
up to three metres away. So in a supermarket, someone with sight loss can walk up and 
down an aisle and quickly locate a specific item, as well as receive spoken information on 
ingredients and allergy warnings. 

WATCH STRAPS FOR THE ECO-CONSCIOUS
Luxury Swiss watchmaker IWC 
Schaffhausen has launched a new line in 
watch straps made from paper rather than 
leather. The TimberTex straps retain the 
same soft and supple texture of leather, 
but are made of 80% plant fibre sourced 
from FSC-certified trees. The straps 
themselves are manufactured in Italy 
using traditional papermaking techniques 
and coloured using natural plant dyes. 
In total, each strap goes through 60 
manufacturing stages, which results in 
a durable – and highly luxurious – strap 
that’s also water-resistant. 

I N S P I R A T I O N

ThePage_pp14-15.indd   3 03/09/2021   13:05



JOIN US AT THE 9TH POWER OF PRINT SEMINAR TO DISCOVER PRINT’S 

TREMENDOUS POWER TO BUILD BRANDS AND INFLUENCE OPINIONS.

 >10 INSPIRATIONAL SPEAKERS

 >INFORMATIVE DAY SEMINAR

 >SPECIAL EVENING DINNER

FOR SPEAKERS AND BOOKINGS, GO TO:

WWW.POWEROFPRINT.INFO

5TH NOVEMBER 2019  

STATIONERS’ HALL, LONDON

DISCOVER 
THE POWER  
OF PRINT.

BIT.LY/POP_SEM

@POWER_OF_PRINT

20% discount for Two Sides and BPIF members

www.twosides.info

Print and Paper
have a great

environmental 
story to tell

PoP Ad 2019.indd   123/08/2019   16:23:51

Become A Member Today!
Two Sides seeks to ensure that print, paper, and paper-based packaging 
remains an essential communication medium in today’s digital world and 
the preferred and sustainable way to pack and protect.

By becoming a member and joining our community 
of like-minded industry professionals, you will receive:

• Facts, primary research and information on the 
e� ectiveness and sustainability of print, paper and 
paper packaging.

• License to use the Two Sides and Love Paper 
branding and logo.

• Co-branding of all Two Sides resources, including our 
popular Myths and Facts booklet.

• Regular E-news and Campaign Updates with key 
results and successes. 

• The Page, an inspiring pro-print magazine published 
3 times per year.

• Expert advice and guidance.
• Events and networking opportunities, including our 

Power of Print seminar.

+44 (0)1327 262920 @TwoSidesUK

www.twosides.info @TwoSidesUK

enquiries@twosides.info /company/TwoSidesUK
www.twosides.info

Print and Paper
have a great

environmental 
story to tell

Want to join? Simply visit:
www.twosides.info/become-a-member
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