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National Book Tokens competition / p04
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“ As the cost of living crisis deepens,  
UK households are more reliant on  
mail to deliver a vital connection  
between consumers and brands” 
IAN GIBBS, DIRECTOR OF DATA LEADERSHIP AND LEARNING AT JICMAIL / P03
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JICMAIL, the organisation 
dedicated to promoting mail 
through a recognised audience 
measurement system, has 
released its Q3 2022 results, 
which show signifi cant 
increases in mail engagement 
and e� ectiveness as the cost 
of living crisis deepens. 

Using data captured from 
1,000 UK households every 
month, the report reveals that 
consumers are more likely to 

put important mail on display 
in their homes than ever 
before, with appointments, 
loyalty reward statements, 
notifi cations and vouchers 
the most commonly displayed 
mail content.

Looking at the fi gures, a 
greater proportion of mail 
was read (74% of mail items), 
opened (65%), retained (45%), 
put on display (4%) and taken 
out of the home (3%) in the 
third quarter of 2022 than 
the same period last year. In 
addition, the average piece of 
business mail was interacted 
with 4.8 times, direct mail 
4.4 times and door drop 3.1 
times over a 28-day period. 

“As the cost of living crisis 
deepens, UK households are 

becoming more reliant on 
the mail channel to deliver 
a vital connection between 
consumers and brands,” said 
Ian Gibbs, Director of Data 
Leadership and Learning at 
JICMAIL. “Loyalty reward 
statements and vouchers 
and coupons take on new 
importance when consumers 
are looking to make their 
household budgets stretch 
further, while notifi cations 
and reminders about 
upcoming service renewals 
are being scrutinised more 
than ever before to ensure 
that the best deal can be had.”
—
To fi nd out more about JICMAIL 
and download the study, go to 
www.jicmail.org.uk 

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

Print Data Solutions
Inter-States Paper
Brightside Print & Design
Custodian
Visual Print and Design
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KPM Group
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The Advertising Standards Association (ASA) is calling for stricter regulation on the 
green claims made by brands after its research revealed that consumers fi nd the current 
terminology “challenging and diffi  cult to understand”. Commissioned following the ASA’s 
2021 Climate Change and the Environment project, the research focuses on consumer 
attitudes and understanding in ‘carbon neutral’ and ‘net zero’ ad claims, and shows that 
people are unaware of what off setting entails, think carbon neutrality implies absolute 
carbon reductions, and could feel misled when the role of off setting in achieving 
carbon neutral is explained to them.

“Our research shows that there is consumer confusion about the meanings and 
the evidence behind carbon neutral and net zero,” says Miles Lockwood, Director of 
Complaints and Investigations at the ASA. “It suggests there is a need for them to 
be simplifi ed and standardized. All of this signals that while the UK public buy into 
companies doing the right thing on the environment, they remain wary of greenwashing.”

The ASA is to share its fi ndings with the UK Government so it can consider the call for 
simpler, clearer and standardized defi nitions of carbon neutral and net zero claims. 
—
For more information, go to www.asa.org.uk 

CONSUMERS CONFUSED ABOUT CARBON CLAIMS

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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The Advertising Standards Association (ASA) is calling for stricter regulation on the 
green claims made by brands after its research revealed that consumers fi nd the current 
terminology “challenging and diffi  cult to understand”. Commissioned following the ASA’s 
2021 Climate Change and the Environment project, the research focuses on consumer 
attitudes and understanding in ‘carbon neutral’ and ‘net zero’ ad claims, and shows that 
people are unaware of what off setting entails, think carbon neutrality implies absolute 
carbon reductions, and could feel misled when the role of off setting in achieving 

“Our research shows that there is consumer confusion about the meanings and 
the evidence behind carbon neutral and net zero,” says Miles Lockwood, Director of 
Complaints and Investigations at the ASA. “It suggests there is a need for them to 
be simplifi ed and standardized. All of this signals that while the UK public buy into 
companies doing the right thing on the environment, they remain wary of greenwashing.”

The ASA is to share its fi ndings with the UK Government so it can consider the call for 
simpler, clearer and standardized defi nitions of carbon neutral and net zero claims. 
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THE LATEST LOVE PAPER competition 
has been branded a huge success 
after receiving over 29,000 entries 
and tripling the amount of people 
subscribing to the Love Paper 
newsletter. Organised in association 
with National Book Tokens, the 
competition gave away 200 National 
Book Tokens worth £50 each – that’s 
a whopping £10,000 in total. 

Running over eight months, 
from May to December 2022, the 
competition not only attracted a 
lot of attention from book lovers, 
but adverts for the competition 
also appeared in over 100 di� erent 
national magazines and newspaper 
titles, including The Times, The 
Guardian, The Telegraph, and the 
Evening Standard.

“We are overjoyed at the success 
of the National Book Tokens 
competition,” says Two Sides 
Campaign Manager Josh Birch. 
“Partnering with National Book 
Tokens was a brilliant fi t as we both 
play for the same team, supporting 
the reading of physical printed books. 
My contacts there have been nothing 
but friendly and supportive of the 
competition and the campaign.”

With the original aim of increasing 
awareness and engagement of 
the Love Paper campaign, the 
competition resulted in the 
campaign’s newsletter subscriber 

database more than tripling since the 
competition began, with social media 
interactions and click-though rates 
going “through the roof”.

“We also encouraged winners to 
share their winning news on social 
media, with photos of the book token 
or books they bought with it,” says 
Josh. “And National Book Tokens has 
promoted the competition in their 
newsletters, which go direct 
to schools and educational bodies.”
—
For more information about the 
Two Sides Love Paper campaign, 
go to www.lovepaper.org 
—
For more information about 
National Book Tokens, go to 
www.nationalbooktokens.com 

“ PARTNERING WITH “ PARTNERING WITH 
NATIONAL BOOK TOKENS NATIONAL BOOK TOKENS 
WAS A BRILLIANT FIT WAS A BRILLIANT FIT 
AS WE BOTH PLAY FOR THE AS WE BOTH PLAY FOR THE 
SAME TEAM, SUPPORTING SAME TEAM, SUPPORTING 
THE READING OF PHYSICAL THE READING OF PHYSICAL 
SAME TEAM, SUPPORTING 
THE READING OF PHYSICAL 
SAME TEAM, SUPPORTING SAME TEAM, SUPPORTING 
THE READING OF PHYSICAL 
SAME TEAM, SUPPORTING 

PRINTED BOOKS”PRINTED BOOKS”
JOSH BIRCH, TWO SIDES CAMPAIGN MANAGERJOSH BIRCH, TWO SIDES CAMPAIGN MANAGER

LOVE PAPER 
COMPETITION 
A RUNAWAY 
SUCCESS!
Almost 30,000 people enter our 
competition to win £10,000 of 
National Book Tokens 

The Love Paper National Book 
Tokens competition ran from 
May to December 2022
—
There has been over 29,000
entries to the competition
—
The competition advert appeared 
in over 100 diff erent magazines 
and newspaper titles
—
The amount of subscribers to 
the Love Paper newsletter 
has more than tripled since 
running the competition

Evening Standard
“We are overjoyed at the success 

of the National Book Tokens 
competition,” says Two Sides 
Campaign Manager Josh Birch. 
“Partnering with National Book 
Tokens was a brilliant fi t as we both 
play for the same team, supporting 
the reading of physical printed books. 
My contacts there have been nothing 
but friendly and supportive of the 
competition and the campaign.”

With the original aim of increasing 
awareness and engagement of 
the Love Paper campaign, the 
competition resulted in the 
campaign’s newsletter subscriber 

ThePage_pp04-05_v3.indd   2ThePage_pp04-05_v3.indd   2 11/01/2023   14:5211/01/2023   14:52



A N T I - G R E E N W A S H

THE PAGE_05

COMPANIES IN THE European 
Union will fi nd it tougher 
to greenwash under new 
rules aimed at improving 
the quality and consistency 
of environmental reporting. 
From 2024, the Corporate 
Sustainability Reporting 
Directive (CSRD) will require 
all market-listed EU-based 
companies to publish detailed 
information about how 
sustainability issues such 
as climate change impact 
their business and how their 
operations a� ect people and 
the planet. 

In total, almost 50,000 
companies are expected to be 
impacted by the CSRD, which 
accounts for three-quarters 
of business in the European 
Economic Area. As well as 
companies listed on regulated 
markets, companies with 
more than 250 employees, a 
turnover of over €40 million, 

and over €20m of total assets 
will also need to comply with 
the new rules.

This means that European 
companies will need to be 
much more detailed in their 
sustainability reporting, with 
science-based environmental 
targets and climate risk 
included in their annual 
reports. That information 
will need to be qualitative 
and quantitative, forward-
looking and retrospective, 
and based in the short, 
medium and long term. 

The new rules are welcomed 
by Two Sides, which has 
been tackling greenwash for 
over a decade to prevent the 
spread of misinformation so 
that consumers recognise 
the value of paper and its 
contribution to the circular 
economy. Since 2010, the 
organisation has contacted 
over 2,110 companies that 

have made misleading 
statements about paper in 
their communications. As a 
result, 970 of those companies 
have removed these 
misleading statements. 

“Greenwashing is a serious 
danger for our industry 
which, if left unchallenged, 
threatens the loss of €337m 
of value in Europe, £22.4m of 
which would be in the UK,” 
says Two Sides Managing 
Director Jonathan Tame. “So 
it’s vital that we engage with 
any greenwashing companies 
and have these misleading 
statements removed.”
—
For more details about our 
Anti-Greenwashing campaign, 
go to www.twosides.info/
anti-greenwash 
—
If you spot any instances of 
greenwash, please email 
greenwash@twosides.info 

2,110
The number of organisations that have been 
engaged by Two Sides after making misleading 
statements about paper since 2010

970
The number of organisations that have 
consequently removed these misleading 
statements from their communications

€337 million
The annual value of the European 
paper, print and mailing industry 
threatened by  greenwash

EU TIGHTENS 
RULES ON 
GREENWASHING

European companies will now have to include details 
of their sustainability work in their annual reports
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WITH STATIONERS’ HALL 
packed full of leading fi gures 
in the print, paper and 
packaging industry, there was 
a familiar feeling to this year’s 

Power of Print Seminar. Three years since 
the last physical event in 2019, delegates 
were not only delighted to be at an in-person 
event, but one that provided a rich line-up 
of speakers from senior agency owners 
to renowned economists. The day was an 
enlightening and engaging blend of how the 
print industry needs to develop to tackle the 
challenges of the current and future media 
landscapes, and the advantages it o� ers to 
brands and consumers. 

First, Charles Jarrold, Chief Executive of 
the British Printing Industries Federation 
(BPIF) was called upon to provide an 
assessment of the print market and what 
lies ahead for 2023. Despite industry 
turnover predicted to rise by 7.5% by next 
year, there are a number of concerns, namely 
infl ation, access to labour, wage pressures, 
and energy costs. On the plus side, the BPIF 
are seeing a lot more collaboration within 
the industry and the joining up of supply 
chains. “The sector has had to cope with 
a lot,” said Charles. “But it’s enormously 
diverse and highly resilient.”

THE RISE AND RISE OF MAIL
The next two speakers provided compelling 

POWER 
OF 
PRINT 
SEMINAR
2022

WITH STATIONERS’ HALL 

The Two Sides Power 
of Print Seminar 
returned to a physical 
event in 2022, and was 
an enthralling mix of 
inspirational speakers 
and valuable information

evidence for the consumer and brand 
benefi ts of mail. First, Amanda Gri�  ths, 
Head of Insight and Planning at Royal Mail 
Marketreach, began by posing the question: 
In a world that thinks almost entirely about 
digital, how do you prove that a piece of 
paper is a great media choice? 

The answer lies in proving that mail 
grabs the attention, engages the reader, and 
provokes action. Using a number of studies 
carried out during the pandemic, Amanda 
outlined the power that mail has, with one 
fi nding that 96% of all mail was engaged 
with during lockdown, up from 91% the year 
before (JICMAIL, 2020). Mail also has a key 
role to play in the cost-of-living crisis, with 
those who are struggling more likely to open 
and read mail than emails. 

Echoing the increase in popularity of 
print with brands, Ben Briggs, Managing 
Partner of digital marketing agency Join 
The Dots, spoke about the rise of doordrop 
use amongst brands. According to Whistl, 
2021 saw a 27% increase in the number of 
new brands entering the doordrop market, 
while the fi rst nine months of 2022 have 
seen 256 brands using the medium for the 
fi rst time. 

“The customer journey isn’t linear and 
is very dynamic,” he concluded. “Crucially, 
you need to have a measurement strategy 
that fl exes with it and measures all the 
touchpoints across online and o�  ine.”
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A VITAL PART OF THE PUBLISHING INDUSTRY
Following the break, Sajeeda Merali, CEO 
of the Professional Publishers Association 
(PPA), explained the role that trust plays 
in the success of magazines. With 84% of 
the UK population connecting with PPA 
member brands, contributing £3.7bn to the 
UK economy, this is clearly a vital sector, 
and the engagement magazines have with 
their audiences is an important factor in 
their success. Print magazines also remain 
a valuable part of a publisher’s business 
model, contributing £391m to the magazine 
sector in 2019.  

Discussing the role of digital in the future 
success of mail, Rowena Humby, co-founder 
and CEO of Starcount, outlined the data 
company’s new consumer classifi cation 
and how it can boost the success of a mail 
campaign. Titled ‘Bringing granular digital 
targeting to the mail channel’, Rowena’s 
presentation explained how the social 
media feeds of prospective customers can 
yield useful information that can be used 
to target customers based on their interests 
and behaviours. 

REALITY BITES
The afternoon session moved onto the 
weightier themes of sustainability and the 
environment, with a bit of global macro-
ecomonics thrown in. Mark Maslin, 
Professor of Earth System Science at UCL, 

opened the session with an alarming view 
of climate change and the e� ect it’s having – 
and will have – on the planet. 

With carbon dioxide levels currently at 
their highest level in over three million 
years, this is having a catastrophic impact 
on global temperatures. This, in turn, is 
a� ecting the amount of sea ice and snow 
cover (decreasing), plus ocean temperatures 
and sea level change (increasing). It’ll also 
come as no surprise to discover that global 
temperatures are now at their highest levels 
since records began, with 2016 and 2020 the 
warmest years to date. 

After Mark Maslin exited the stage, 
Andrea Boltho began his presentation with 
the words: “The previous speaker wasn’t 
gloomy. But I am.” The Director of Oxford 
Economics at Oxford University then 
proceeded to go through a presentation 
simply titled ‘Stagnation or Recession?’, 
explaining the triple-shock e� ects of Covid, 
infl ation and war. 

According to Professor Boltho, while we 
are not completely out of the woods with 
Covid (“There are still eight letters between 
omicron and omega”), infl ation is expected 
to decelerate over time and forecasts look 
relatively optimistic. Regarding the war 
in Ukraine, he predicts two immediate 
economic e� ects: a sharp infl ationary 
shock, mainly to energy and food prices, 
and a massive loss of confi dence, adding 
to the fears of recession. 

STAYING POSITIVE ABOUT PAPER
Steve Lister of HH Global began the fi nal 
session with a discussion about the future of 
sustainable packaging. Following a series of 
examples of communications and packaging 
with misleading sustainability messages, 
he then explored the confusion surrounding 
eco labels and recycling logos. 

According to Steve, the key to sustainable 
packaging is e� ective design, with 80% of 
the environmental impact determined at 
the early design stage. This includes using 
less material, designing with disposal in 
mind, designing for sustainable materials, 
and actively promoting sustainability. The 
future of sustainable packaging lies in the 
use of new materials such as silphie fi bre 
and ocean plastics. 

Finally, Jori Ringman, Director General 
of CEPI, took to the stage to explain the 
immense value of forests and the facts 

behind forest growth in Europe. Exploring 
the positive climate e� ects of the sector 
(forests are solely responsible for removing 
447 Mt of CO2 per year), Jori went on to 
explain how the e� orts of the forest sector 
result in a 20% reduction of the total amount 
of CO2 released in Europe every year – a 
percentage that has the potential to increase 
to 30% by 2030. 

PRIDE AND EXCITEMENT
This year’s Power of Print Seminar was an 
inspirational mix of good news and bad – an 
e� ective  refl ection of the current state of 
the industry and the wider world. While the 
economic outlook may be bleak (for the next 
couple of years at least), there is much to 
celebrate in print, paper and packaging, 
and many good reasons to look forward to 
a successful future. 

Whether it’s the natural sustainability 
of paper and its raw materials, its ability 
to engage with consumers and hold their 
attention, or the sheer practicality and 
versatility of the material, it has huge value 
in the eyes of consumers and brands. And 
that’s something to be both proud and 
excited about. 
—
For more information about the Power of Print 
Seminar and to listen to exclusive podcasts of 
the presentations, go to www.twosides.info/
power-of-print-2022 

“ THE CUSTOMER JOURNEY “ THE CUSTOMER JOURNEY 
ISN’T LINEAR AND IS VERY ISN’T LINEAR AND IS VERY 
DYNAMIC. CRUCIALLY, 
YOU NEED TO HAVE A 
DYNAMIC. CRUCIALLY, 
YOU NEED TO HAVE A 
DYNAMIC. CRUCIALLY, 

MEASUREMENT STRATEGY 
THAT FLEXES WITH IT 
AND MEASURES ALL THE 
TOUCHPOINTS ACROSS 
ONLINE AND OFFLINE”
BEN BRIGGS, MANAGING PARTNER OF JOIN THE DOTS
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The next 12 months will see plenty of opportunities for the print, paper and packaging industries, as well  
as an increased focus on sustainability. We gather a number of experts to make their predictions for 2023

predicting the next 
12 months remains as 
challenging as anticipating 
the events of the past few 
years! The uncertainty 
continues, and customers’ 
and manufacturers’ order 
books are the biggest concern. 

The country is tipping into recession, which clearly impacts 
demand. Coupled with the excess stocks in the supply chain arising 
from the shortages and extended lead times earlier in 2022, it means 
that the first quarter of 2023 will be a period of readjustment. 

Several economic forecasters are speculating that whilst 
this recession may be longer than usual, it will not be as deep as 
previous recessions. This should encourage printers to diversify 
and develop products and service offerings for niche areas. Many 
printing equipment and paper manufacturers like Fedrigoni have 
invested heavily in technical developments that allow printers 
and their clients to move into new areas. For example, fibre-based 
alternatives to plastic such as Paper Snap®.

My advice is to focus on speciality areas and products, providing 
clients with sustainable, inventive and fit-for-purpose products. 
Another example of innovation in paper and board is the 
development of RFID [Radio Frequency Identification] in print 
and packaging production. Today’s customers expect packaging to 
be smarter, personalised and reusable, and RFID has a role to play 
in helping the customer to interact with the packaging – from the 
outset to the point at which it is recycled. RFID technology doesn’t 
just benefit consumers, it benefits businesses too, helping with 
inventory management and tracking the progress of deliveries.

history and recession 
planning tell us that we must 
market our way out of economic 
uncertainty, to keep our eye on 
long-term goals rather than just 
focus on immediate issues, and 
that’s certainly the strategy 
of the Strategic Mailing 
Partnership (SMP). 

The past 12 months have 
been tough for the supply chain 
and I believe that we’ll see 
more companies accelerate 
plans to automate business 
processes such as workflows to 
improve efficiencies, maximise 
profitability and increase agility. 

I also think we’ll see more 
industry collaborations like 
Canon’s amazing Creatives 
Futures award run in 
partnership with The Drum, 

and our 35% increase in 
membership suggests that 
there’s an appetite for more 
working together, sharing 
learnings and best practice. 

Sustainability goals such 
as enabling high levels of 
packaging recyclability will 
continue to drive change across 
all our industries, but I expect 
our members will meet them 
with the same resilience and 
perseverance they have shown 
with other challenges. 

There’s little doubt that 2023 
is going to be tough, and many 
printers will have to diversify 
their services in order to 
survive. But it’s achievable if we 
all pull together to promote the 
work we are doing to help create 
an even better industry.

SIMON PILKINGTON/
UK DIRECTOR/
FEDRIGONI/

LUCY SWANSTON/
CHAIR/
STRATEGIC MAILING PARTNERSHIP/

INVESTMENT/ 
ADAPTATION/ 
OPTIMISM/
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two sides was founded 
in 2008 to tackle negative 
statements about our 
products and promote the 
unique sustainable and 
attractive attributes of 
print, paper and paper-
based packaging.

Today our activities are 
more important than ever, 
with our Anti-Greenwash 
campaign challenging 
companies such as British 
Gas that make misleading 
statements about the use 
of paper – for example, 
that going paperless will 
save the planet. The idea 
that a fossil fuel energy 
provider whose paper use 
is negligible compared to 
its overall environmental 
impact can make these 
statements without 
scrutiny is one that needs 
to be challenged. Just last 
month, BT withdrew the 
same statement following 
engagement by Two Sides.

With a tightening 
economy, companies will 
be looking to reduce their 
costs, and we are bracing 
ourselves in 2023 for an 

onslaught of sensational 
marketing statements to 
justify pushing customers 
online or reduce packaging. 
Imminent changes to the 
EU Packaging and Waste 
regulations will also see 
brands and retailers  
across Europe having 
to reduce their use of 
secondary packaging. 

Whilst calling these 
companies out, we also 
inform consumers about 
the positive messages 
of our products through 
our Love Paper initiative. 
Well-known brands such 
as Argos, Sainsburys, 
the RSPCA and Habitat 
are increasingly using 
Love Paper to tell the 
sustainable story of their 
paper use.

It is up to us, and together 
our industry must tell the 
true story of our products. 
Two Sides has the facts, 
messages and materials 
for the industry to use, so 
let 2023 be the year that 
people and companies fully 
understand the positive 
aspects of paper use. 

i feel that direct mail 
is the most penetrative 
marketing channel of 
all the channels, and 
it will remain so. The 
key question for 2023 is 
how do retailers remain 
popular, relevant and 
successful? Using print 
as a penetrative medium 
to get people to transact 
online is what it’s all about, 
because it’s the easiest  
way of doing it.

One of the challenges 
on the horizon is the fact 

that print is becoming an 
increasingly expensive 
medium. Whether you’re 
posting it, door-dropping 
it, or any one of the other 
ways of using print, the 
cost of paper and energy 
had a significant effect in 
2022, and will continue 
into 2023. As we’re now in 
a recession, it’s marketing 
spend that will be 
examined the closest. 

However, I do think 
that it’s an exciting time 
for print, as some of the 

older, more traditional 
advertising channels 
will triumph over the 
new digital forms. The 
fact that third-party 
cookies are now being 
abolished has really 
hit digital advertising. 
Also, advertising on the 
internet and social media 
is increasingly expensive. 
The cost of a digital 
campaign has gone up four-
fold in the last four years. 

The whole opportunity 
is in getting a new product 

in front of people who 
didn’t know they wanted 
that product, whether 
the information comes 
through the door, in a 
catalogue or online.  
That’s the reality. I see 
a lot of targeted digital 
ads that are absolutely 
wasted because the critical 
information is too late. 
Print has the ability to get 
information in people’s 
hands, in their own home, 
at the right time, which is  
a very powerful sales tool. 

it’s fitting that one of the words for 2022 was 
permacrisis, as it feels that dealing with exceptional 
circumstances has become the new normal. That said, 
our sector is nothing if not entrepreneurial and adaptable, 
and it’s continued its post-Covid bounce-back. Short-
term pressures abound, energy prices notably, and at 
the time of writing, we await news on the energy crisis 
support schemes. 

What really matters is what happens over the medium 
and long term, and we should be optimistic. Developments 
in existing and new technology are happening across 
the industry, and I’ve been impressed with the scale of 
investment throughout our supply chain.  

In a broad sector, there’s still huge opportunity in the use 
of print as an engaging channel, especially when targeted 
carefully. We’ll be working with partners throughout 
the supply chain to raise knowledge and understanding 
of how to use print as a brilliantly creative option. We’ll 
also continue our strong focus on print as a sustainable 
channel, building on the use of our Environmental 
Roadmap to support the sector in continuing to improve 
both efficiency and sustainability. And, of course, we will 

continue to develop and 
promote print as a great 
career option. The sector’s 
apprenticeship training 
schemes are outstanding, 
and we have National 
Apprentice Week in early 
February, which presents 
the perfect opportunity 
for us all to bang the drum 
about the print industry as 
a great place to be!

JONATHAN TAME/ 
MANAGING DIRECTOR/  
TWO SIDES/

PATRICK HEADLEY/
CEO/
GI SOLUTIONS/

CHARLES JARROLD/
CHIEF EXECUTIVE/
BRITISH PRINTING INDUSTRIES FEDERATION (BPIF)/

“ SUSTAINABILITY GOALS SUCH 
AS ENABLING HIGH LEVELS OF 
PACKAGING RECYCLABILITY WILL 
CONTINUE TO DRIVE CHANGE 
ACROSS ALL OUR INDUSTRIES” 
LUCY SWANSTON 
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The COP27 Climate Change and COP15 Biodiversity 
Conferences were only weeks apart, but seemed world’s 
apart in terms of outcome and success. We look at what 
was resolved and what it means for the environment

AT 3.30AM LOCAL TIME in Montreal 
on Monday 19 December, a historic 
deal was signed that aims to halt 
the destruction of nature and 
protect a signifi cant part of the 
planet. Negotiated over two weeks, 
the Kunming-Montreal Global 
Biodiversity Framework was 
signed by nearly 200 countries and 
includes targets to protect 30% of 
the planet for nature by the end of 
the decade, reform $500bn (£410bn) 
of environmentally damaging 
subsidies, and restore 30% of the 
planet’s degraded terrestrial, 
inland water, coastal and marine 
ecosystems.

Called the ‘30x30’ target, the 
aim is to achieve 30% biodiversity 
protection by 2030, with the deal 
widely regarded as a last chance for 
nature. The deal specifi es targets to 
prevent the loss of wildlife, plants 
and habitats around the world, as 
well as halting the extinction of 
species and restoring degraded 
ecosystems, such as wetlands that 

A TALE 
OF TWO 
COPS

“ WE WILL DO 
WHATEVER 
IT TAKES TO 
HAVE ZERO 
DEFORESTATION 
AND THE 
DEGRADATION 
OF OUR BIOMES”
LUIZ INÁCIO ‘LULA’ DA SILVA, PRESIDENT OF BRAZIL

“ WE NEED TO 
CHANGE THE 
RELATIONSHIP 
BETWEEN 
PEOPLE AND 
NATURE”
INGER ANDERSEN, EXECUTIVE DIRECTOR OF THE 
UN ENVIRONMENT PROGRAMME
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C U S T O M E R  E X P E R I E N C E

have dried out.
“We need to change the relationship 

between people and nature,” said 
Inger Andersen, the Executive 
Director of the UN environment 
programme. “And if we are honest, 
time is not on our side. We’ve backed 
nature into a corner and it’s time to 
ease the pressure. We also know it is 
a remarkable thing and nature is very 
forgiving. If we give it half a chance, 
it will bounce back. Let’s not pause 
for a second. Embrace the history we 
have made in Montreal and let’s get 
down to the business of delivering the 
framework.”

A DECADE OF CHANGE
Of course, historic deals are only 
successful if their outcomes deliver 
on their promise, and the COP15 
agreement will be judged on what 
happens in the next seven years. 
According to a report published 
by the UN in 2020, the world’s 
governments failed to meet a single 
target to stem the destruction of 
wildlife and ecosystems for the 
second decade in a row. 

The Global Biodiversity Outlook 
found that despite progress in some 
areas, natural habitats had continued 
to disappear, vast numbers of species 
remained threatened by extinction 
from human activities, and $500bn 
(£388bn) of environmentally 
damaging government subsidies had 
not been eliminated.

But with the COP15 agreement, 
there seems to be a renewed sense 
of optimism about halting the 
destruction of biodiversity and 
reversing climate change. Within 
the agreement, indigenous people 
are mentioned a number of times, 

highlighting the fact that they are the 
best groups to look after nature. 

Another part of the deal states that 
governments need to ensure that 
large and transnational companies 
disclose “their risks, dependencies 
and impacts on biodiversity”. 
According to report by the UN 
Environment Programme, around 
half of global GDP is dependent on the 
healthy functioning of the natural 
world, making biodiversity loss a 
signifi cant corporate risk. Cutting 
down this risk by engaging in more 
sustainable business practices will 
only help the environment and the 
world’s ecosystems.

GOOD COP, BAD COP
The excitement and relief 
experienced at COP15 was in marked 
contrast to the disappointment and 
concern of COP27 earlier in the 
year. After two weeks of negotiation, 
many delegates felt that the event 
was a failure in terms of reducing 
carbon dioxide, with many countries 
trying to pull out of the decision 
taken at COP26 in Glasgow to keep 
temperature increases to 1.5ºC, 
and the fi nal text regarded as weak, 
without any signifi cant progress 
made. 

“Our planet is still in the emergency 
room,” said António Guterres, 
Secretary General of the UN. “We 
need to drastically reduce emissions 
now – and this is an issue this COP 
did not address. The world still needs 
a giant leap on climate ambition.”

Amid the tension and 
disappointment of the fi nal deal, 
there were a few positive pieces of 
news at the conference. It was agreed 
by over 200 countries that a global 

fund for “loss and damage” was 
to be set up, which would provide 
much-needed fi nancial assistance to 
countries directly a� ected by climate 
disasters. Since many smaller 
countries had been seeking some 
form of assistance for over 30 years, 
this was seen as a victory, especially 
following Pakistan’s record fl oods in 
September. 

The other bright point was the 
appearance of new Brazilian 
president Luiz Inácio ‘Lula’ da

Silva, who addressed a crowd of 
supporters in between meeting the 
world’s most prominent leaders. 
As the crowd chanted “Olé, olé, 
olé, ola, Lula, Lula!”, the President 
outlined his vision for Brazil’s 
threatened rainforest. “There is 
no climate security for the world 
without a protected Amazon. We 
will do whatever it takes to have zero 
deforestation and the degradation of 
our biomes.”

HOPE AND OPTIMISM
While COP15 may have the more 
positive headlines, taken together, 
the two conferences provide a 
real sense of optimism for the 
environment and its biodiversity. 
There’s a lot more discussion 
to be had and a lot of hard work 
to be carried out if the world’s 
governments and businesses are 
to work together and achieve the 
agreements’ targets. But with 
scientists, activists and indigenous 
people having more of a voice at these 
events, and the public becoming 
more and more aware of nature’s 
increasing problems, there’s more 
hope that these targets will be 
achieved. 
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element makes some clients fearful, and 
swapping print for digital seems like an easy 
box-tick for ‘going paperless’.  Organisations 
rarely measure the impact on their bottom 
line that losing print can have, and getting 
in front  of customers in a physical way 
can make a real di� erence to a company’s 
success. I understand there’s a cost element, 
but many organisations don’t realise that 
print is a very sustainable industry. 

How do you persuade a client to stick with print?  
Print is still an incredibly powerful medium 
to use independently and add diversity to 
blended digital and o�  ine campaigns. No 
one can dispute the tactile connections 
that print can deliver.  Through our own 
insights and external studies, we know that 
direct mail has a considerably higher impact 
and, in many cases, higher ROI than email. 
We recently participated in The College 
Marketing Network’s annual conference 
and presented on the power of print. This 
was a great opportunity to highlight 
print’s green credentials, dispel the myths 
surrounding its environmental impact, and 
rea�  rm that print is the sustainable choice. 

Which facts were particularly powerful?
All of them! There are a lot of myths out 
there, so it can be really confusing when 
making decisions about the environmental 
impact of your print sourcing. That’s where 
we come in as a sourcing partner, and Two 
Sides are really supportive in helping us to 
educate our clients. 

How has Two Sides helped you with your 
other clients?
Two Sides’ campaign and resources are 
really useful in every scenario when 
supporting clients with their print 
requirements. Our entire client services 
team use Two Sides knowledge and assets 
to empower the environmental conversation 
around print and promote the credentials 
of paper, print and the industry as a whole. 
It’s great to have the evidence to back up 
the facts, and to use it to help our clients 
make better choices – that’s the end goal! 

How much do you think your clients are 
infl uenced by greenwash? 
With the growing focus on ESG and 
being visible and transparent, clients 
are mindful of making unsubstantiated 
environmental claims through fear of being 
seen as greenwashing, where this arises, 
our focus is to help client’s make better, 
more informed choices, to support their 
sustainability strategies and to enable 
them to have confi dence in the claims 
they are making.

“ORGANISATIONS RARELY 
MEASURE THE IMPACT ON 

THE BOTTOM 
LINE THAT 

LOSING PRINT 
CAN HAVE”
OLIVIA RAY, Client Services 
Director of PDS (Print Data 
Solutions Ltd), explains 
why companies need to 
examine the e� ects of 
swapping print for digital, 
and the long-term value 
of Two Sides resources

What does PDS off er?
We have fi ve pillars of service. Firstly 
there’s Create, which is our in-house 
design and artwork agency (agencypds). 
Then we have Source, which involves print 
and can be anything from small digital 
runs, wide format and large brochure runs 
to promotional merchandise, POS and 
packaging. Store and then Fulfi l is how we 
bring it all together to manage and deliver 
the logistics of stock and one-o�  bespoke 
campaigns and projects, all under one roof. 
And then underpinning all of these pillars 
is Enhance, our in-house tech platform, 
that provides visibility and transparency 
over stock management and print-on-
demand/web2print capabilities. Out of 
all of our service pillars, Source, largely 
made of print, remains a key component 
for our client’s marketing.  

Is there a lot of ignorance about the 
sustainability of print?   
Absolutely. I think the greenwashing 
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A NEW GUIDE FROM Royal Mail Marketreach 
explains the sustainable benefi ts of mail 
and how those benefi ts can be boosted by 
the right choice of materials and supplier. 
Titled ‘Using Mail More Sustainably’, the 
booklet takes the reader through the many 
reasons why consumers’ perception of a 
company’s environmental attitude can 
be critical to success before explaining 
the areas to consider when planning a 
sustainable mail campaign.  

From the type of paper and inks used for 
printing to ways to improve recycling, the 
guide o� ers a clear explanation of the key 
decisions mail users need to make across all 
areas of the process to improve a campaign’s 
sustainability, as well as reduce its cost. 

“Protecting the planet by improving 
sustainability must be a major priority,” 
explains Philip Ricketts, Wholesale 
Commercial Director at Royal Mail. “This 
guide provides genuine guidance for mail 
users, including practical insights on ways 
to take simple steps within the mailing 
sector to becoming more sustainable.”
—
To download the complete guide, go to 
www.marketreach.co.uk/resource/
using-mail-more-sustainably 

MAKING MAIL MORE 
SUSTAINABLE

N E W S

A study by the 
European Paper 
Packaging Alliance 
(EPPA) has found that 
single-use, paper-
based packaging is 
more sustainable than 
reusable packaging. 
The new lifecycle 
analysis study shows 
that recyclable, paper-
based packaging used 
in the food delivery 
and takeaway sector 
off ers a number of 
key environmental 

advantages over 
reusable systems 
across 12 ‘impact 
categories’, 
including climate 
change, freshwater 
consumption, and 
resource depletion. 

EPPA say that 
transporting food and 
beverage containers 
back to restaurants 
after use, together 
with washing 
and drying them 
hygienically, consumes 

more energy, water and 
resources. Switching to 
reusable alternatives 
would generate 48% 
more CO2-equivalent 
emissions, consume 
39% more freshwater, 
and demand 82% more 
mineral and resource 
extraction.
—
For more information 
on EPPA and its 
lifecycle analysis of 
food packaging, go to 
https://eppa-eu.org 

PAPER 
PACKAGING 
BEATS 
REUSABLES

11

A step-by-step guide

USING MAIL MORE 
SUSTAINABLY

3

Sustainability. It’s the word on everyone’s lips, and for good reason. 
We all understand major changes are needed to reduce CO2 emissions, 
our carbon footprint and impact on the environment. It means 
behaving differently, adopting new policies and practices, so that what 
we do today leads to a brighter future.

This guide, written in partnership with the Strategic Mailing Partnership (SMP), 
has been designed to help you consider the various opportunities to make your 
mail campaigns more sustainable. We’ll challenge some myths along the way and 
explain the various options, methods and materials available, to help reduce your 
business’s carbon footprint.

LOOK AFTER 
THE PLANET 
AND THE 
PLANET WILL 
LOOK AFTER US 

For more information on the SMP visit
www.thestrategicmailingpartnership.co.uk 4

Customers increasingly care about the environment and critically, base their purchase 
decisions on how carbon-friendly they perceive a business to be. From a commercial 
perspective, it’s not just about adapting to new legislation or being seen to be doing 
the right thing – authenticity really counts.

An independent study commissioned by SmartestEnergy revealed that people are increasingly 
favouring brands with a commitment to environmental sustainability*. The study showed that 
4 out of 5 people describe themselves as likely to choose a brand with a positive approach to 
environmental sustainability. This clearly demonstrates a development in attitudes towards 
companies’ approach to the environment.

Whatever business you’re in, the scale of the task involved may vary, but it’s worth remembering 
that when a customer is deciding between buying your product or your competitor’s, it may come 
down to who’s operating more sustainably.

Source: *SmartestEnergy ‘Sustainability Matters’ report 
www.smartestenergy.com/en_gb/info-hub/sustainability-matters-report

4 out of 5 people choose 
a brand with a positive 

approach to environmental 
sustainability

90% of people agree that 
it is vital that society 

becomes more 
energy-conscious

87% of customers want 
brands to act now 

to encourage future 
sustainability

90% 87%

CUSTOMERS 
AREN’T 
FOOLED

reduction in
carbon output by

2030
42%

https://healeys-printers.co.uk/environmental-2/
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The latest creative and e� ective uses 
of print, from a Christmas card with 
a serious message to an edible travel 
ticket with a calming ingredient

HIGH TIMES IN BERLIN
Berlin’s public transport operator BVG has come up with a novel way of helping its 
customers through the chaos of Christmas commuting – an edible ticket infused 
with hemp oil to keep travellers calm throughout the season. The campaign is 
designed to encourage Berliners to take the bus or the underground during the 
stressful Christmas period, and won a Gold award at this year’s Cannes Lions in 
the Travel/Leisure category.  

“An edible ticket infused with hemp oil for a calm ride is a fun use of the printed 
material,” says Jens Waernes, Cannes Lions Jury Member and MD Creation Scholz 
& Friends Group. “To quote Hunter S Thompson, ‘Buy the ticket, take the ride’.”
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KEEP COSY WITH CARDBOARD
With the world using more and 
more cardboard packaging for 
e-commerce, companies are 
looking at increasingly creative 
ways to recycle the cardboard into 
new materials. One company in 
the US is using it to produce cavity 
insulation for houses, making 
thousands of homes warmer 
and cutting down the costs and 
resources required to heat them. 
Based in Buff alo in the state of 
New York, CleanFiber produces 

cellulose insulation that can fi ll the cavities between walls and under roofs and 
fl oors. Cellulose insulation is traditionally made using newspapers, but with the 
decrease in newspaper circulation, the company turned to cardboard as a cheaper 
and more available material. Not only does cardboard produce less dust than 
the newspaper version, it takes less energy to produce than foam or fi berglass 
insulation, resulting in lower carbon emissions.

I N S P I R A T I O N

THE PAGE_15

BOOZE BUDDY
Finnish beer brand Karhu has come up with 
a handy device made of paper that quickly 
tests the level of alcohol in your system. 
Aimed at partygoers and festival fans, the 
single-use breathalyser just needs to be 
licked to get a reading between 0.02% and 
0.05%, indicating whether the user is safe 
to drive. Using technology developed by 
Finnish company Promilless and backed by 
the Technical Research Center of Finland, 
prototypes of the ‘Lickalyzer’ have been 
successfully tested at the country’s 
Solstice Festival. “Self-testing has become 
commonplace in the era of Covid,” says 
Tommi Vaskivuo, President of Promilless. 
“These wristbands make self-monitoring 
convenient and quick during festive times. 
We monitor our sleep, so why not do the 
same for our alcohol consumption?”

BOX CLEVER
Domino’s has started rolling out pizza boxes that answer the questions consumers 
have about whether the boxes are recyclable in their area, and if the grease left on 
the containers makes them unsuitable for recycling. The global pizza company has 
redesigned its boxes in the US, replacing the Domino’s logo with the words ‘Recycle 
This Pizza Box’ and adding a QR code that takes you to a website which will tell you the 
exact regulations in the consumer’s area. It follows a study by the pizza company’s 
box supplier, WestRock, which found that even the dirtiest boxes resulted in no loss of 
strength in the recycled paper made from the containers, and most used pizza boxes 
don’t actually have much grease in them, averaging just 1-2% of the weight. 

A CHRISTMAS CARD TO REMEMBER
Age UK Birmingham produced a Christmas card to draw 
attention to the eff ects of dementia, using disappearing 
ink to signify how the condition can destroy memories, as 
well as the lives of those who have it. Upon exposure to air, 
the ink gradually fades over time, changing the meaning 
of the image and highlighting the loneliness experienced 
by people living with dementia, as well as their families. 
All proceeds from the cards went towards supporting the 
charity’s work with older people living with dementia. 
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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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