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turnover of  
the UK print 
industry / p04

The amount of energy used 
to produce paper and paper 
packaging that comes from 

renewable sources / p07

The amount of countries that 
signed the ‘Glasgow Leaders’ 
Declaration on Forest and 
Land Use’ at COP26 / p11

The amount of tons of 
carbon removed from the 
atmosphere every year by 
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readers that experience 
a lift in happiness after 
reading a magazine / p13

The percentage of UK 
consumers that bought 

a print book in 2020, 
compared to just 20% that 

bought an e-book / p14

“ Greenwashing is the new climate denial. 
We need to be honest and truthful to make 
these commitments a reality” 
LAURENCE TUBIANA, FORMER FRENCH CHIEF CLIMATE DIPLOMAT  P11
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Two Sides would like to 
give a warm welcome to 
these new members...
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A new study by Royal Mail 
MarketReach and Warc shows that 
almost half of Generation Z trust 
mail ads and 42% have searched 
for a brand online after receiving a 
piece of direct mail. Titled ‘Driving 
Eff ectiveness Through Direct 
Mail’, the report fi nds that 20% of 
15-24 year-olds made a purchase 
off  the back of a mail ad, while 84% 
scanned a QR code, which led them 
to interact with a brand online.

“There is a perception that Gen  

Z don’t respond to mail, which 
means they don’t get sent any,” 
says Phil Ricketts, Wholesale 
Commercial Director at Royal Mail 
MarketReach. “This creates a huge 
opportunity for engagement.”

The study chimes with other 
reports that suggests direct mail 
is enjoying a resurgence, fi nding 
that 70% of consumers have been 
driven to an online activity by 
direct mail, with 35% of campaigns 
that use direct mail recording an 

ROI benefi t, compared to the UK 
average of 23%.

“There has been a marked shift 
in retailers using mail marketing 
because of the decline of high 
streets,” says Phil. “Brands now 
need to leverage more direct forms 
of marketing.”
—
To fi nd out more about the 
MarketReach study, go to www.
marketreach.co.uk/resource/
direct-mail-eff ectiveness 

MAIL BOOSTS 
GENERATION Z TRUST 
AND ACTION

The Competition and Markets 
Authority (CMA) has launched the 
‘Green Claims Code’, which aims to 
help businesses understand how to 
communicate their green credentials 
while reducing the risk of misleading 
consumers through marketing and 
advertising. The Code outlines 
six key principles designed to help 
businesses comply with the law, 
including ‘Claims must be truthful 
and accurate’ and ‘Claims must 
consider the full life cycle of 
the product or service’. 

“More people than ever are 

®

www.twosides.info

FIND OUT MORE
Two Sides is a not-for-profi t 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, fi nishing, publishing, 
printing, envelopes and postal operators.
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Making a physical impact in a digital world
unleash the magic of mail
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S P O N S O R E D  B Y

Sponsored by

considering the environmental 
impact of a product before parting 
with their hard-earned money,” said 
Andrea Coscelli, Chief Executive 
of the CMA. “We’re concerned that 
too many businesses are falsely 
taking credit for being green, while 
genuinely eco-friendly fi rms don’t 
get the recognition they deserve.”

The Green Claims Code is 
welcomed by Two Sides, which 
has been challenging companies 
and brands making misleading 
environmental claims since 2010. 
In its eleven-year history, the 
Anti-Greenwashing Campaign 
has resulted in 170 UK and 448 
European service providers 
removing or amending their 
greenwash statements. 
—
For more information about the Two Sides 
Anti-Greenwashing Campaign, go to 
www.twosides.info/anti-greenwash 
—
For more about the Green Claims Code, 
go to www.greenclaims.campaign.gov.uk 
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POWER 
OF 
PRINT 
2021

the 2021 two sides Power of Print 
Seminar was once again a virtual 
event. However, while face-to-face 
interaction was limited, it did mean 
that many more people from more 
countries were able to attend – over 
730 delegates from as far away as 
the US, Singapore and Australia. 
What they enjoyed was nine industry 
experts talking openly about the 
print industry, its place in modern 
marketing and the future challenges 
of climate change. 

A DIVERSE INDUSTRY WITH  
REAL STRENGTH
The morning session began with 
Charles Jarrold, the CEO of BPIF, 
who outlined the current state 
of the print industry and how it’s 
coped with the challenges of the 
past 18 months. The key finding 
for the industry is that while it 
was still suffering the effects of 
repeated lockdowns 12 months 
ago, experiencing a 20% drop in 
turnover, it’s now 20-25% up year on 
year. Business confidence is on the 

rise, and output and orders are both 
increasing. With a £12.6bn turnover 
and over 105,000 people employed, 
print is still a huge industry for the 
UK, with a strong mix of small, 
medium and large companies helping 
it to remain resilient in the face of 
enormous challenges. 

“The sector has had to deal with a 
lot,” said Charles, “but the sector has 
dealt with it well.” 

MAKING MORE OF DIGITAL TECH
The subject of integrating technology 
with print is one that a number of 
speakers touched upon throughout 
the day. Sarah Burns, Head of Media 
Solutions at marketing agency 
Edit, and Karen Pierre, Marketing 
Manager at the RSPCA, teamed up 
to deliver a talk on how creating a 
seamless shift from offline to online 
is key to a successful campaign. 

Using data from JICMAIL, They 
examined recent audience data 
for direct mail, describing a 300% 
increase in online actions initiated 
by mail for the over-55 age group, 
before talking about the increasing 
number of 16-34 year olds engaging 
with mail – a consequence of recent 
Covid-19 lockdowns and the novelty 
of receiving something physical 
through the post. 

Of course, the key to effective 
marketing, whether in print or 
online, is having the right data, and 
Daniel Dunn, founder of direct mail 
agency Paperplanes explored how the 
print industry could make a lot more 
of the data it holds. 

“Marketing managers are 
currently considering methods 
other than digital to reach their 
customers,” he said. “Online privacy 
regulation could change the entire 
industry, so there’s an opportunity 
for mail to use the data held by 
companies to target consumers and 
make a real difference to sales.”

THE IMPORTANCE OF TRUST
The role of newspapers over the past 
18 months has become more and 
more important, not only in providing 
a trusted source of news, but also 
vital health information about 
protection from Covid-19 and the 
vaccination rollout. Owen Meredith, 
CEO of the News Media Association 
(NMA) outlined the benefits of the 
UK’s newspaper industry, from the 

The eleventh Two Sides Power of Print 
Seminar was a day of information and insight, 
a summing up of the past, present and future 
of the print, paper and packaging industry
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impact of a well-crafted front cover 
to providing the ideal environment 
for eff ective advertising. 

“In a crowded digital world 
where competition for eyeballs 
and attention is intense,” he said, 
“print provides a trusted, focused 
environment which grabs the 
reader’s attention.”

One of the highlights of the 2020 
Seminar was the highly respected 
economist Andrea Boltho, who 
returned to update his analysis 
of the global fi nancial situation. 
The Emeritus Fellow of Magdalen 
College, Oxford and director of 
Oxford Economics was a little more 
upbeat this year, detailing the world’s 
business recovery and expansion, but 
also striking a few cautionary notes. 

While expansion is continuing and 
pent-up savings could raise demand 
for goods, there are undoubtedly 

Seminar, the presentation by 
Jonathan Porritt, co-founder of 
Forum for the Future and eminent 
sustainability campaigner, took on a 
particular resonance. He explained 
the importance of keeping global 
warming below two degrees before 
talking about the worldwide paper 
sector and the “sustainable biomass” 
it relies upon. 

Sceptical about government 
and business planting campaigns 
such as the various ‘Trillion Trees’ 
initiatives, he does however believe 
that print and paper can be a highly 
sustainable industry. 

“I feel very positive about the 
inherent sustainability of the print 
and paper industry,” said Jonathan, 
who had been a forester himself, 
planting 70 acres of land in New 
Zealand. “But this has taken a long 
time to arrive at this point in Europe, 

experience is being transformed by 
paper and card, with supermarkets 
such as M&S making sustainable 
choices  by swapping their signs from 
foam PVC to cardboard. 

Alongside the brands themselves, 
the display manufacturers and 
distributors are also playing their 
part, off ering a wide choice of 
sustainable materials and providing 
clients with the information to 
help them make decisions on which 
materials to use. “It’s all about 
transparency and connecting 
with sustainability,” he explained. 
“Helping clients understand 
what happens during the print, 
distribution and recycling stages 
means they can make an informed 
choice when it comes to materials.”
— 
Speaker videos can be found at www.
twosides.info/power-of-print-2021

From left to 
right_Charles 
Jarrold, Sarah Burns, 
Daniel Dunn, Owen 
Meredith, Andrea 
Boltho, Jonathan 
Porritt, Steve Lister

shortages because of shipping 
problems and price increases in 
commodities such as oil and gas. 

Looking at the longer term, Andrea 
predicted that an ageing global 
population is likely to reduce growth 
because of lower labour supply and 
raise interest rates.

THE VALUE OF SUSTAINABILITY
With COP26 happening at the 
same time as the Power of Print 

and countries such as Indonesia will 
be more diffi  cult.”

RETAIL THERAPY
Last of the speakers was Steve Lister, 
a retail sustainability strategist, who 
provided a fascinating overview of 
how the retail sector is using print 
in new and exciting ways. As well as 
detailing a number of case studies 
of how retail brands use paper, 
he highlighted how the in-store 

“ IN A CROWDED DIGITAL WORLD WHERE 
COMPETITION FOR EYEBALLS AND ATTENTION 
IS INTENSE, PRINT PROVIDES A TRUSTED, 
FOCUSED ENVIRONMENT WHICH GRABS 
THE READER’S ATTENTION”
OWEN MEREDITH, CEO OF THE NMA
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IT’S A BRAND NEW YEAR and Two 
Sides has been working hard to bring 
you the very latest facts and fi gures 
about the sustainability of print, 
paper and paper packaging. As well 
as campaigning to fi ght greenwash, 
promoting print, and commissioning 
research into the e� ectiveness and 
public perception of paper, Two 
Sides has been updating its existing 
resources to deliver the most up to 
date information. 

And remember, Two Sides 
members have all these resources 
personalised for their business with 
their company logo, helping to tell 
the great sustainable story of our 
industry and products to customers 
and consumers.

For more information, please email 
us at enquiries@twosides.info 

EXCLUSIVE 
TWO SIDES 
RESOURCES
TO DOWNLOAD

One of the most popular Two 
Sides resources, the Myths & 
Facts booklet has been updated 
to take in the latest research, 
explaining in clear detail the 
many misconceptions about 
paper and its eff ect on the 
environment. Whether it’s 
the fact that European forests 

grew by an area bigger than 
Switzerland between 2005 and 
2020, or a total of 56 million 
tonnes of paper was collected 
and recycled in Europe in 2020, 
representing a recycling rate of 
74%, the booklet is packed with 
information. 

“The Myths & Facts booklet 

explains to brands, retailers 
and consumers nine powerful 
reasons that show just how 
sustainable paper products 
really are,” explains Jonathan 
Tame, Managing Director of 
Two Sides UK. “Two Sides 
members are encouraged to use 
these facts in their marketing 

communications to spread 
the reach of paper’s positive 
sustainable story.”
—
Download a copy of the new 
Myths and Facts booklet at 
www.twosides.info/uk/new-
print-and-paper-myths-and-
facts-booklet 

Print and Paper
Myths & Facts

www.twosides.info

Print, Paper and 
Paper Packaging 

have a great 
environmental 

story to tell

European Forests Have Been Growing By 
Over 1,500 Football Pitches Every Day

T H E  F A C T

T H E  M Y T H

European Forests 
Are Shrinking

1

Paper Production Consumes 
An Excessive Amount Of Water

T H E  M Y T H

Paper Production Is Dependent On Water, 
Yet Relatively Little Is Consumed

T H E  F A C T

11

NEW MYTHS 
AND FACTS 
BOOKLET
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With the explosion of 
e-commerce and brands 
becoming more aware 
of their environmental 
responsibilities, the use 
of paper and cardboard 
packaging has grown 
signifi cantly. Its strength, 
versatility and ability to 
be recycled make it highly 
sustainable and an essential 
component of the circular 
economy.

Titled Paper Packaging: The 
Natural Choice, the Two Sides 
booklet explains in clear 
detail the multiple benefi ts 
of paper and cardboard 
packaging, with plenty of 

facts and research from a 
range of organisations to 
prove its immense value. 

“The journey to a more 
sustainable future includes 
our packaging choices,” 
says Jonathan Tame. “Our 
new packaging booklet 
explains to brands, retailers 
and consumers the eight 
powerful reasons why 
paper-based packaging is 
the sustainable choice.”
—
Download a copy of the 
new Packaging Booklet 
at www.twosides.info/
paper-packaging-the-
natural-choice 

To help companies and 
consumers understand 
the various issues around 
print and paper, and its 
environmental and social 
value, Two Sides has created 
a series of ten Fact Sheets.

These easily downloadable 
documents clearly explain 
the details and facts around 
the most common areas of 
misunderstanding, ranging 
from the environmental 
impact of electronic 
communication to the 
sustainability of paper-based 
printed products, as well as 
tackling the vital role that 
print and paper plays in 

literacy and learning.
All the latest Two Sides 

activity is reported through 
our quarterly Campaign 
Update. Detailing everything 
from the latest greenwashing 
information to updates on 
the Love Paper campaign, the 
downloadable fi le provides 
an all-round view of Two 
Sides and its work. 
—
To download the Fact 
Sheets, go to www.
twosides.info/fact-sheets 
—
For the Campaign Update, 
go to www.twosides.info/
campaign-update

Paper Packaging 
The Natural Choice

www.twosides.info

Print, Paper and 
Paper Packaging 

have a great 
environmental 

story to tell

FACT SHEETS AND CAMPAIGN UPDATE

NEW PAPER PACKAGING BOOKLET

SHAREABLE CONTENT
Two Sides also produces a range of resources designed to be shared 
on social media. These resources include a series of mini videos and 
factographics – small, easily digestible facts that can be quickly posted 
on any platform or used as part of a presentation. The facts include: 

To download the factographics, go to www.twosides.info/factographics 

62% of the energy used to 
produce paper and paper 
packaging comes from 
renewable sources.

Over a single year
a mature tree will take up approximately 22kg of carbon dioxide from the atmosphere.  
—

83% of paper packaging is 
recycled in Europe. 
It’s the most recycled 
packaging material in 
the world. 

European forests
store almost 80 billion tonnes of carbon in their biomass.
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We gathered a panel of some of the leading figures in the paper, packaging, media and marketing 
industries to get their thoughts on what the next 12 months will bring for the print sector. What  
we found was across-the-board optimism based on an uptick in print activity, with brands from  
a vast range of sectors turning to print media and technology to reach new and existing audiences. 

despite the latest challenges 
with Covid, economies will open up 
further as we continue to emerge 
from the pandemic. That will help 
demand to recover, which is vital.  
On the other hand, the sector 
faces quite a challenging business 
environment with significant cost 
increases on paper and board, energy 
and transport, increased lead times 
on some critical inputs, and a much 
tighter labour market. Our sector is 
diverse, resilient and robust – it’ll 
continue to adapt and thrive, and 
many of these issues are driven by 

global imbalances which will even 
out, but they’re making life tough, 
and will into 2022.

Within the sector, the overall 
trends will continue – the shift to 
emphasise quality and creativity, 
and more targeted and focused 
use of print, hand in hand with 
other channels and so on.  The 
environmental focus will be 
stronger than ever – a very good 
thing, and we’ll be working hard 
both to support the sector on that 
and to ensure that our industry 
continues to be a great place to be.

“ OUR SECTOR IS 
DIVERSE, RESILIENT 
AND ROBUST”

the future success of the media industry is in focused 
audiences and verticals – specialist publishers that serve 
specific interests are perfectly positioned to capitalise 
on this trend. This means specialist publishers will 
increasingly become the public’s first port of call for trusted 
information. Whilst most publishers operate across 
multi-platforms, the printed product remains central to 
many publishers’ identity, and leveraging the trust that 
print inspires is central to our industry’s future. Making 
a success of this opportunity will be dependent on the 
symbiosis between three key pillars: People, Product and 
Audience. Publishers will need the right people to create 
and market innovative new products, whilst an unerring 
focus on audience needs will ensure that these products  
are an indispensable element of consumers’ daily lives.

“ LEVERAGING THE TRUST THAT 
PRINT INSPIRES IS CENTRAL 
TO OUR INDUSTRY’S FUTURE” 

CHARLES JERROLD 
CHIEF EXECUTIVE, BRITISH PRINTING 
INDUSTRIES FEDERATION (BPIF) 

SAJEEDA MERALI  
CEO, THE PROFESSIONAL  
PUBLISHERS ASSOCIATION (PPA)  

CONFIDENCE/ 
OPTIMISM/ 
RESILIENCE/
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following cop26, 
governments are 
increasingly committed 
to reducing carbon 
emissions and addressing 
climate change. This will 
bring more scrutiny on 
our sector, forest use and 
the sustainability of our 
products.

Two Sides will 
be developing 
argumentations beyond 
just the growth of forests, 
defining the tangible 
benefits of biodiversity, 
ecosystems, water, plus 
carbon sequestration and 
storage. That includes 
economic sustainability, 
livelihoods and wellbeing.

We can expect instances 

of greenwash to increase, 
as companies see this 
as an opportunity to 
push customers to go 
paperless with misleading 
environmental statements.

Our research shows that 
by tackling greenwashing, 
Two Sides has preserved 
£11.2 million of value 
for the UK paper, print 
and mail sector. Left 
unchallenged, it threatens 
the further loss of €337 
million of value in Europe. 

Our Love Paper 
campaign will also 
continue to reach millions 
of consumers every month 
to tell the great sustainable 
story of our products 
(www.lovepaper.org).

“ BY TACKLING GREENWASHING, 
TWO SIDES HAS PRESERVED  
£11.2 MILLION OF VALUE FOR  
THE UK PRINT SECTOR” 

in 2022, we anticipate the green 
transition will accelerate as 
packaging moves to highly circular 
and sustainable fibre-based options 
– recent research has demonstrated 
how consumers are becoming 
increasingly concerned about their 
impact on the environment, with 
plastic packaging becoming public 
enemy number one. 

Legislators are responding to 
this with plastic packaging bans 
pending in France and Spain for 
fruit and vegetables. Consumers 
are demanding more sustainable 

packaging formats, with the fibre 
packaging sector well placed to 
satisfy this demand. It is currently 
the most recycled type of packaging 
across Europe with aspirations, via 
the work of the 4evergreen Alliance, 
to take the recycling rate to 90% by 
2030. With forests in Europe growing 
by the equivalent of 1,500 football 
pitches per day and absorbing 13% 
of the EU’s total greenhouse gas 
emissions, fibre packaging can 
expect to see further growth as the 
transition from alternate packaging 
formats continues.  

“ THE GREEN TRANSITION WILL ACCELERATE 
AS PACKAGING MOVES TO HIGHLY CIRCULAR 
AND SUSTAINABLE FIBRE-BASED OPTIONS” what we’ve seen in the 

last six months is growth 
in all applications of mail, 
and we expect that will 
continue. There’s no doubt 
that mail drives significant 
financial outcomes for 
brands, so it’s no surprise 
that we have seen a lot of 
new brands enter the mail 
channel for the first time, 
many of which are digital-
led businesses looking for 
ways to grow by using mail 
to expand their reach. 

Looking ahead, we see 
growth in a number of core 
areas. One of these is the 
increase in technology 
use in mail or linkage 
to mail to drive optimal 

end-customer experience. 
These applications 
can be anything from 
the humble QR code, 
which experienced a 
major resurgence last 
year, to a broader range 
of enablers such as AR 
and voice technology. 
2022 will also see an 
increase in the adoption 
and usage of marketing 
automation platforms for 
mail campaign planning. 
The fact that brands can 
plan and analyse mail 
activity means they can 
benefit from synchronising 
their media much better, 
providing an improved 
engagement journey.

“ 2022 WILL SEE AN INCREASE 
IN THE ADOPTION AND USAGE 
OF MARKETING AUTOMATION 
PLATFORMS FOR MAIL” 

we’re seeing a new dawn for many commercial print 
applications, with evidence of growth across direct 
mail, premium publications and targeted customer 
communications. This is being driven by the rise in 
digital fatigue among consumers in the wake of 18  
months of social restrictions, together with changing 
behaviours and rising e-commerce volumes. 

Brands need to cut through with audiences, 
and technological advances in data mining, print 
personalisation and automation are enabling new 
levels of agility, sophistication and performance from 
print within multi-channel campaigns. To seize these 
opportunities, PSPs need to elevate their customer 
conversations to be more consultative and creative,  
using their production expertise to make print count.

This means asking questions to understand the purpose 
of print, championing value over volume, and suggesting 
ways to measure print’s contribution, while putting in 
place seamless file-to-finish processes. Print businesses 
that take this proactive approach can achieve profitable 
growth and fundamentally alter the dynamic of their 
relationship with marketing buyers.

“ TECHNOLOGICAL ADVANCES IN DATA 
MINING, PRINT PERSONALISATION 
AND AUTOMATION ARE ENABLING NEW 
LEVELS OF AGILITY” 

JONATHAN TAME 
MANAGING DIRECTOR  
TWO SIDES

MIKE TURNER 
MANAGING DIRECTOR, EUROPEAN 
CARTON MAKERS ASSOCIATION

MATHEW FAULKNER 
EMEA MARKETING PROFESSIONAL PRINT 
CANON EUROPE

PHILIP RICKETTS 
WHOLESALE COMMERCIAL DIRECTOR  
ROYAL MAIL MARKETREACH
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As we begin the first few weeks of 
2022, many people will be more than 
happy to forget everything that’s 
happened over the past 12 months. 
Whether it’s the ongoing march 
of Covid and its many knock-on 
effects, the Government’s handling 
of the pandemic, or even England’s 
woeful Ashes loss, 2021 won’t be 
remembered with much fondness. 

One bright spot was predicted to 
be the COP26 climate conference 
in Glasgow, where world leaders, 
politicians, members of Royalty, 
CEOs, climate experts, negotiators, 
and activists came together to set 
new targets for cutting emissions 
from burning fossil fuels. 

But while the mood at the end 
certainly included frustration, it also 
featured celebration as a number 
of key declarations were made and 
procedures set in place that kept alive 
the possibility of achieving the 1.5°C 
limit on global warming agreed at  
the Paris climate summit of 2015. 

COP26 may have  
frustrated anyone looking 

for a dramatic reduction  
in carbon emissions, but 
there was still plenty to 

celebrate at the Glasgow 
climate conference

A BOLD OPENING STATEMENT 
On October 31, during the opening 
ceremony of COP26, the various 
dignitaries and civil servants 
assembled in Glasgow’s SEC were 
shown a film. The four-minute 
video titled ‘Earth to COP’ was 
comprised of a series of eyewitness 
footage of natural disasters around 
the world, from floods in Uganda to 
fires in Australia. The harrowing 
clips were briefly replaced by images 
of the beauty of the natural world, 
before returning to the scenes of 
destruction. 

Jump forward two weeks and 
the sense of cautious optimism 
that filled the arena was replaced 
by disappointment as last-minute 
negotiations over the phrasing 
of the Glasgow Pact resulted in 
the watering down of the phrase 
“phasing out” to “phasing down” coal. 
Overall, pledges to cut emissions fell 
short of what was required to limit 
temperatures to 1.5°C and, while 
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Glasgow’s  SEC Centre, 
the venue for COP26 

progress was made in some areas, 
many people felt it wasn’t enough.

FROM PESSIMISM TO OPTIMISM
Despite the general feeling of 
pessimism, there were more than 
a few positive outcomes during 
the conference. Deals were struck 
concerning methane, with 105 
countries pledging to significantly 
cut emissions of the powerful 
greenhouse gas, and green 
finance, with more than 450 banks 
controlling $130trn agreeing to back 
clean technology and move money 
away from industries that burn  
fossil fuels. 

Another positive outcome was 
the setting up of a greenwashing 
watchdog by the UN designed 
to name and shame companies 
that fail to deliver on their 
net-zero commitments. With 
businesses and politicians making 
increasingly ambitious claims to 
their eco-friendliness, experts 

are becoming concerned that 
these unsubstantiated claims will 
undermine the credibility of future 
climate pledges and events. 

“Greenwashing is the new climate 
denial,” said Laurence Tubiana, 
the former French Chief Climate 
diplomat who was instrumental in 
securing the 2015 Paris agreement. 
“We need to be honest and truthful to 
make these commitments a reality.”

DEFORESTATION DECLARATION 
Perhaps the most interesting 
deal was the ‘Glasgow Leaders’ 
Declaration on Forest and Land Use’. 
This historic declaration was signed 
by over 130 countries, among them 
China, the USA and, crucially, Brazil, 
and aims to halt and reverse global 
deforestation over the next decade. 
The deal includes £5.3bn of new 
private finance and £8.75bn of public 
funding for restoring degraded land, 
supporting indigenous communities, 
protecting forests and mitigating 

wildfire damage.
It’s estimated that deforestation 

accounts for almost a quarter of 
all greenhouse gas emissions, 
with forests largely cleared for 
agricultural purposes such as 
growing crops for palm oil, soy,  
and feeding cattle. 

According to the World Resources 
Institute (WRI), if tropical 
deforestation were a country, it would 
be the third largest emitter of carbon 
dioxide on Earth. More importantly, 
the world’s forests remove over 
7.6 billion tons of carbon from the 
atmosphere every year, which is 
roughly 20% of global emissions 
(Nature, 2021). 

“There is no path to net zero 
emissions without addressing 
tropical forests,” Julia Jones, a 
conservation scientist at Bangor 
University told National Geographic. 
“So, to have everyone come together 
and address this so early in the 
conference, with so many people  
at the table, is so important.”

ONTO 2022
While scientists and climate 
activists may be frustrated with the 
perceived lack of progress at COP26, 
the event has provided a platform to 
build upon when countries return to 
the negotiating table later this year 
to sharpen their resolutions and 
increase their vows to cut emissions. 

In April 2022, the 15th UN 
Biodiversity Summit will release 
new goals for protecting ecosystems, 
while in June, Sweden will host a 
UN  conference to mark the 50th 
anniversary of the first Earth 
summit. Then there will be COP27 
in November, which will be held in 
Sharm El-Sheikh in Egypt. This will 
be an opportunity for governments to 
make good on the various promises 
made in Glasgow and set in place 
clear policies for reducing the world’s 
reliance on fossil fuels. 

Until then, we should continue to 
shout about the sustainability of the 
print and paper industry, and its key 
role in the circular economy.  
— 
For more information about COP26  
and the resolutions made there, go to  
https://ukcop26.org

C O P 2 6

“ GREENWASHING 
IS THE NEW 
CLIMATE DENIAL. 
WE NEED  
TO BE HONEST 
AND TRUTHFUL  
TO MAKE THESE 
COMMITMENTS  
A REALITY” 

LAURENCE TUBIANA, 
FORMER FRENCH CHIEF  
CLIMATE DIPLOMAT 
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How have the past six months been 
for Encore?  
We’ve seen an increase in direct 
mail and our clients have been very 
active and busy. The packaging side 
of the business has also improved, 
with new customers looking for new 
suppliers because of supply chain 
issues, and there’s a clear demand 
for paper envelopes and paper-based 
packaging. 

Are your clients talking to you a lot 
about sustainability? 
Yes, it’s become more prominent than 
it’s ever been. The larger clients have 
always looked for sustainability, 
but we’re now seeing that desire 
across the board. We are seeing an 
increasing number of customers that 
are wanting to make responsible 
choices in their purchasing decisions.

What’s been the eff ect of greenwashing? 
The envelope industry has been 
slowly declining for a number of 

years, and part of the reason is 
greenwashing. It’s all about people’s 
perception of what the envelope is, 
and a lot of that perception is that it’s 
not a green product. Obviously that’s 
not the case.

What prompted the move to becoming 
a carbon balanced printer?
There are an increasing number 
of customers who want to make a 
responsible purchasing decision, as 
well as clients that are pushing to 
use carbon balanced paper. There’s 
also our own social responsibility 
and the fact that we are seeing the 
impact of climate change every 
day. So it’s about actually doing 
something, reducing our own impact, 
and spreading a sustainable message 
in the hope that it stops some of the 
erosion of our industry. 

Why is Encore a Two Sides member? 
Two Sides has always been a great 
organisation. They highlight and 

tackle many of the misleading claims 
about paper and print, as well as 
improving consumer perceptions 
of our products. It’s one thing us 
doing it within the industry, but we 
have a vested interest in tackling 
greenwashing and the hugely 
negative fi nancial impact it has on 
our sector. Two Sides promote not 
just the sustainability of paper and 
print, but also paper packaging, so it’s 
absolutely crucial that they exist.  

Are you optimistic for next year?
We are, yes. It obviously depends on 
Covid and what the Government does 
in terms of locking down the country. 
Covid has had its negatives and 
positives in terms of business. Where 
we saw a decline in direct mail, we 
saw an increase in transactional 
Covid-related mailings, including 
postal voting. For Encore, this 
year will be no di� erent in terms 
of managing our supply chain and 
accepting the uncertainty of Covid. 

As one of the earliest adopters of carbon balancing, Healeys are 
committed to supporting sustainable production. With a passion for 

excellence in production and service, we remain committed to this goal. 
Contact us to discuss your next carbon balanced print project.

...we don’t just talk the talk!
PRINTERS

healeys-printers.co.uk

As one of ten carbon balanced publication printers in the UK, Healeys are now committed 
to offsetting clients total print production. Our attention to detail and pursuit of perfection 
remain a constant intention. Contact us to discuss your next carbon balanced project.

...to us, it’s more than just print!

PRINTERS

healeys-printers.co.uk

As one of ten carbon balanced publication printers in the UK, Healeys are now committed 
to offsetting clients total print production. Our attention to detail and pursuit of perfection 
remain a constant intention. Contact us to discuss your next carbon balanced project.

...to us, it’s more than just print!

“ IT’S CRUCIAL THAT 
TWO SIDES EXISTS”

DAVID COOPER, MANAGING DIRECTOR of The Encore Group 
(Envelopes and Packaging), explains how the pandemic 
a� ected the company in 2021 and the e� ect of greenwashing.
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HEARST UK HAS REVEALED that the 
vast majority of readers feel more 
positive after reading its magazine 
content. The publisher of brands such 
as Esquire, ELLE, Harper’s Bazaar 
and Cosmopolitan, teamed up with 
Bournemouth University to measure 
individual interactions and how they 
a� ected positivity levels. One of the 
key fi ndings includes 82% of readers 
immediately experienced an uplift in 
positive feeling.

The latest report into how people consume 
their media around the world has found 
that print still dominates the book 
industry, with readers in all countries 
surveyed preferring ink on paper to pixels 
on screen. 

According to Statistica’s Advertising & 
Media Outlook, the popularity of e-books 
continues to trail printed books by a 
wide margin, with only 23% of Americans 
purchasing an e-book in 2020 compared 
to 45% who bought a printed book. In the 
UK, just 20% purchased an e-book, while 
almost 49% bought the print version. 
Across the world, Germans demonstrated 
the strongest preference, with 58% 

purchasing a print 
book compared 
to only 10% who 
purchased its 
electronic cousin. 

These fi gures 
suggest that 
e-books are a 
complementary 
product that should 
ultimately benefi t 
the publishing 
industry. People 
may grab an 
e-reader when 
they head to the 
beach or commute 
to work, but as 
far as the reading 
experience goes, 
there’s nothing like 
the real thing. 

A new study has found that cartonboard has a dramatically lower carbon footprint compared to other packaging 
materials, such as PP trays, PET trays and PVC blister packs. Carried out by the RISE (Research Institutes of 
Sweden) Bioeconomy unit for Pro Carton, the study found that its carbon footprint was up to 90% lower. 

The research went into the granular detail of the cradle-to-grave environmental performance of cartonboard 
in frozen food, ready meal, fast food and small electricals packaging, taking the entire lifecycle of packaging 
into account – from how it’s produced to processing and disposal. While cartonboard was found to have a total 
carbon footprint of 262 kgCO2e per tonne of material ready for conversion, other materials produced around 
ten times this amount. 

Tony Hitchin, Pro Carton General Manager, said the results “clearly show” that cartonboard packaging 
consistently scores better than the alternatives when considering the impact per 1,000 units.

HAPPY READERS MAKE 
HAPPY CUSTOMERS

CARTONBOARD HAS 90% SMALLER CARBON FOOTPRINT

PRINT BOOKS REMAIN MORE 
POPULAR THAN E-BOOKS

N E W S

82%  of readers immediately 
experienced an uplift in 
positive feeling. 

76%  felt higher levels of excitement 
and determination. 

73%  saw their happiness levels lift. 
83%  of positively uplifted people 

took immediate action. For 
example, talking to others or 
investigating further.   

Since being in a more positive mood 
improves a customer’s response 
levels to advertising, this has clear 
implications for brands. “The 
research shows that when in a 
positive state of mind, consumers 
have a greater interest in brands and 
advertising, which delivers tangible 
results in terms of engagement 
and purchasing behaviour,’ says 
Faye Turner, Head of Commercial 
Strategy & Insight at Hearst UK. 
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SUSTAINABLE COMMUNICATION
One of the more interesting pieces 
of print distributed at COP26 was 
a newspaper made using pulp 
from sustainable forests and ink 
grown from algae. Manufactured 
using wind-powered energy, ‘The 
EnvironMental Issue’ was an eight-
page special-edition newspaper 
created for the charity EpiCC 
(Epilepsy Climate Change) to raise 
awareness of the eff ects of climate 
change on human health, and 
featured articles by top scientists 
about the EpiCC campaign. Of 
course, since the paper industry is 
already one of the most sustainable 
industries in the world, with 
high recycling rates and use of 
renewable energy, you could argue 
that all print is sustainable, but the 
campaign’s use of print rather than 
digital is to be applauded. 

          FRESH
THINKING
14_WWW.TWOSIDES.INFO

From the Lego manifesto for a better 
world to grow-your-own tomato sauce, 
we bring you the world’s fi nest uses of 
the world’s greatest medium

ThePage_pp14-15_su.indd   2ThePage_pp14-15_su.indd   2 12/01/2022   11:3712/01/2022   11:37



I N S P I R A T I O N

THE PAGE_15

DEBT RELIEF BY INVITATION
The global Netflix hit Squid Game has 
inspired a debt-relief agency in the US 
to distribute business cards printed 
with the same three geometric shapes 
– a circle, triangle and square – as the 
show. In the show, the cards are an 
invitation for people in heavy debt 
to join the deadly game to win a huge 
amount of money. For the campaign, 
10,000 business cards for the startup 
Relief were distributed around high-
traffic areas in New York and Miami 
with the simple statement “There’s 
a better way to get out of debt”. 
Stephen Flynn, Creative Director at 
the company’s ad agency Wunder said: 
“We thought if we could strike with 
something quick enough and relevant 
to the situation, we could create a 
surprising brand interaction and start 
the conversation around debt.” 

GROW YOUR OWN
Tomato sauce fans have been spoilt lately with the range of Heinz 
Ketchup label innovations. First came an specially angled label 
that demonstrated the ideal angle the bottle should be poured at, 
then came the limited-edition bottles featuring a selection of Ed 
Sheeran tattoos. Now customers in Sao Paulo, Brazil are able to 
buy bottles with plantable labels. Designed to remind people of 
the main ingredient in ketchup, the labels are infused with tomato 
seeds that consumers are encouraged to plant and cultivate at home. 
“We noticed that many people still do not believe Heinz Ketchup is 
essentially made of tomato,” said Luana Sa, Brand Building Manager 
of Heinz Brazil. “With this action, we wish to show that our ketchup 
has this distinct flavor because we use tomato in the first place.”

THE TRUSTED SOCIAL MEDIA
The Post Office took great delight in the 
recent Facebook outage, in which the 
digital platforms Facebook, Instagram, 
Whatsapp and Messenger all went down 
for six hours. Not only did this prevent 
billions of people and businesses around 
the world from posting, but it resulted 
in Facebook losing an estimated $79m in 
revenue. Not wasting a moment, the Post 
Office launched a simple but powerful 
outdoor campaign with just two words, 
‘Social post’, but with the first word struck 
out. The campaign was designed to remind 
the public that there’s a way to keep in 
touch with friends and family that they 
can rely on. “While the world went into 
digital turmoil, Post Office did what it has 
always done: be the original social media 
network, connecting people day in day 
out in a human way,” said Jules Chalkley, 
Executive Creative Director of Ogilvy UK.

BUILD BACK BETTER
Lego distributed a handbook at the COP26 
conference offering “building instructions 
for a better world”. Touted by Lego as its 
most ambitious build to date, the handbook 
detailed 10 steps to tackle the climate 
crisis, including reduce pollution and waste, 
increase the focus on protecting nature, and 
educate people of all ages, with each step 
accompanied by Lego models. The steps are 
based on research and workshops conducted 
with more than 6,000 children aged eight to 
18 from around the world. 
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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
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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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