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The issue in 
numbers

The amount of people 
who check their 
smartphones within five 
minutes of waking up P13
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                                                                                    The amount of people that attended the 2018 Power of Print Seminar P04

3.6m

£263 million
40%

62% 72%
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paper that’s collected for 
recycling in Europe every year P06

60m
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S P O N S O R E D  B Y

Sponsored by

A new online video campaign has been 
launched to remind audiences of the value of 
print. The campaign, created by South African 
publisher AMP, is made up of three videos, 
each making an emotive case for print as a  
vital medium throughout a consumer’s life. 

Called Make Time for Print, the first video  
in the series invites the viewer to remember 
the first time they read a book, emphasising 

the feel of the paper and the world of characters ready to be discovered, while the second 
celebrates the unique relationship between reader and print publication using origami 
animation of palm trees and animals. Still in production, the 
third will focus on the link between paper and knowledge. 

“I see this campaign as a beautiful, evocative body of work 
that will remind people all over the globe to make time for 
themselves as well as for print,” explains Julia Raphaely, CEO 
of AMP. “We wanted to get consumers to fall in love with paper 
and print again, to feel that some things just can’t be replaced. 
The strategy was very simply to communicate that life without 
printed products would be hard to imagine.”
—
To view the videos, go to https://bit.ly/2RRozz0 

New campaign for print

The latest Ofcom report into 
how news is consumed in the UK 
has found that magazines are 
rated more favourably than any 
other news platform for quality, 
accuracy and trustworthiness. 

The report, titled News 
Consumption in the UK: 2018, 

Magazines the nation’s favourite news platform

A new report by the Direct 
Marketing Association has found 
that doordrop is enjoying a 
“new wave of interest”, with UK 
businesses currently spending 
£263m on it every year. The report 
also stated that 51% of all mail is 
read immediately, with 21% of all 
types of mail creating actions. 

“Unlike many other channels, 
doordrops are GDPR-compliant 
from the o� because they don’t 
require any personal information,” 
says Rachel Aldighieri, MD of the 
DMA. “We’re noticing a new wave 
of interest in the channel from 
client organisations and we are 
confident that this will continue.”

Door drop on the up

Two Sides would 
like to give a very 
warm welcome to 
the following new 
members 

looked at how adults and 12-15 
year-olds in the UK consume news 
across television, newspapers, 
radio, social media, other internet 
sources and magazines, and 
ranked magazines highest 
in being “important to me 
personally”, “high quality”, “oering 

a range of opinions”, and “helping 
me understand what’s going on 
in the world today”, as well as 
being “accurate”, “impartial” and 
“trustworthy”. As a comparison, 
social media gained the lowest 
marks for the same statements. 

In the same study, UK adults 
said they use an average of 6.7 
individual sources for news, 
meaning that magazines have to 
work even harder to capture and 
keep people’s attention. 
—
To read the Ofcom study, go to 
https://bit.ly/2LCpgMv 

                                                                                    The amount of people that attended the 2018 Power of Print Seminar P04

£263 million
40%

72%

25%

• Williams Lea Tag 
• Ashley House Printing Company
• Infigo So£ware  
• Jump Design and Print
• Newspaper Club  
• Xcaliba
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the 2018 power of print seminar brought 
together leading experts in the print, marketing 
and sustainability industries for a fascinating day 
of knowledge and opportunity. 

Inspiration, insight and optimism
There was a tangible atmosphere of optimism 
at the eighth Power of Print seminar. Held at 
the Stationers’ Hall in London, speakers from a 
number of industries came together not only 
in their support of print, but their sense of 
positivity and awareness of the opportunities 
for the medium as it moves forward in an 
increasingly complex media market. 

That awareness was eloquently put by 
Charles Jarrold, CEO of BPIF. “The industry is 
changing and our clients are changing,” he 
said. “The process of adaptation is key to 
realising exciting opportunities.”

According to Charles, those opportunities 
can be found in many areas of print – the book 
market, personalisation, data integration – but 
doordrop and mail were also cited as exciting 
areas for growth by Mark Davies, MD of Whistl 
Doordrop Media. “We need to turn the weapons 
back on and seize a huge opportunity to bring 
back digital spend into our channels,” he said 
in a rousing presentation. 

Key opportunities for print
A common theme among many speakers 
was the mismatch between the behaviours 

of marketers and consumers when it comes 
to the perceived engagement of di� erent 
channels. While marketers are pushing more 
and more of their budgets into online media, 
consumers are giving it less and less of their 
attention. Meanwhile, print has proven time 
and time again that it can not only attract 
attention but keep it. 

“There is an opportunity for print to shine 
in a digital world,” explained Dan Davey, CEO of 
Progressive Content. “Brands are realising that 
being digital-only can be extremely limiting.”

The sustainability issue
The ability of print to engage with the reader, 
o� ering a sense of trust and credibility, was 
echoed by Joe Waterton, Head of Philanthropy 
at Macmillan Cancer Support. Macmillan 
produce almost 200 di� erent print booklets, 
each one giving vital information to those 
living with cancer and their families, as well as 
providing a physical resource they can easily 
access and refer back to. “Print is authoritative 
and trusted,” said Joe. “Last year, over 3.6 
million people used our printed resources.”

As well as the credibility and engagement 

value of print, the issue of print’s sustainability 
was also raised. With single-use plastics an 
increasing problem across the world, the fact 
that print is a vital part of the circular economy 
presents another opportunity for sectors such 
as packaging. 

Kevin Vyse, the Sustainability Packaging 
Lead at M&S, urged the industry to continue 
to innovate in paper-based packaging in 
order to come up with even better solutions, 
while Trewin Restorick, CEO and Founder of 
environmental charity Hubbub, reminded 
the audience of the demand for sustainable 
solutions and the infl uence of young people 
in the area. 

A unique event
Now a regular event in the industry calendar, 
The Power of Print Seminar provides a unique 
opportunity for industry experts and business 
leaders to gain inspiration and knowledge, as 
well as remind themselves of the huge value 
print has. Whether it’s through the packed 
schedule of presentations or the valuable 
opportunities to network, the 2018 Seminar 
was a huge success. Here’s to next year.

“ Clients know that
print is powerful
and fosters deep
relationships with
consumers”
Katherine Punch,
August Media

“ Brands and
agencies are
very willing to
invest in print if 
you present a
compelling case”
Dan Davey,
Progressive
Content

“ The future of print 
is very much in
our hands. Keep
an eye on the
future to choose
the right path”
Rory Byrne,
Imagination
Europe
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How do you see the role of paper and card 
developing?
If science develops coatings that have oxygen and 
moisture barriers and are food-safe it’s going to 
open up so many opportunities for cartonboard. 
At the moment, the one thing we can’t compete 
with against plastics is their barrier properties, 
but people are working on it all the time. 

What’s the key to succeeding in packaging?
I’m not telling you our secrets! I think it’s very 
much about being responsive. You need to be 
technically sound in what you’re producing and 
how it’s going to be handled, as well as highly cost 
e� ective and honest in your business.

How important is sustainability to the success of cartonboard?
Very important. We have to get this message out to the general public in a better 
way so that people understand what paper-based packaging is all about. A good 
packaging item gets your product to the marketplace in a form that can be easily 
moved on and o�  the shelf, and is something the consumer is prepared to buy. There 
are so many benefi ts to cartonboard, which we need to keep reminding people about.
—
Two Sides have produced a new packaging facts booklet, which sets out seven powerful 
reasons why paper packaging is the natural choice for brands, retailers and consumers. 
To get your hands on a copy, please email enquiries@twosides.info
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What areas of packaging are Alexir currently 
developing?
Right now we’re working on the ovenable version 
of our Halopack. The Halopack is a gas-tight 
cardboard tray with a plastic liner that’s being 
developed to easily peel o�  once you’ve prepared 
and cooked your food. The plastic liner can then 
be put into your bin and the cardboard into the 
recycling. The packaging has gone from a tray 
made of 100% plastic to a product that’s got 
less than 10%. We’ve always got something in 
development, but that’s our main area of focus.

What are the key benefi ts to cardboard 
packaging? 
One of the main benefi ts is that it’s an ideal 
medium for print coverage and conveying 
messages to the consumer, as well as the fact that 
it’s fully recyclable and made from renewable 
resources in an environmentally friendly way. If 
you look at the way the board mills have invested, 
most of them are generating and creating their 
own energy, as well as recycling their water. And 
when that water goes back into the river, it’s even 
cleaner than it was when it came out. It’s a very 
e�  cient industry. 

“ There are so
many benefi ts 
to cartonboard”

robert davison, Chairman of 
the Alexir Partnership, on the 
latest trends in packaging and the 
sustainability of paper and card. 
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Brand new 
Two Sides 
fact sheet
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two sides have launched a brand 
new fact sheet all about paper recovery 
and recycling. The fourteenth in the series 
of fact sheets explores the subject of why 
recycling paper is the most e�  cient waste 
management option and explains the 
process of paper recovery and recycling. 

The issue of paper recycling is fi rmly at 
the top of the environmental agenda, with 
all industry sectors keen to become more 
sustainable and environmentally friendly. 
And since paper is one of the most recycled 
of all materials, it plays a central role in 
this new circular economy. Whether it’s 
packaging, marketing, publishing or any 
one of the many areas paper is a vital part 
of, recycling is now a top priority for all 
companies and individuals. 

Packed with facts and fi gures about the 
recycling industry, the fact sheet explores 
the current state of the European paper 
recycling industry and explains exactly 
how paper goes from the used material to 
a brand new product. It also explains the 
many environmental benefi ts of recycled 
paper, not just in creating new paper from 
old, but the lower amounts of energy 

required to create recycled paper when 
compared to virgin fi bre. 

“This latest Two Sides fact sheet o� ers 
a practical guide to paper recovery and 
recycling,” says Greg Selfe, UK Country 
Manager of Two Sides. “Along with the 
other Two Sides fact sheets, it’s ideal for 
companies and brands to get the truth 
about paper and the many benefi ts it has.”
—
To download the fact sheet, go to 
www.twosides.info/fact-sheets

PAPER RECOVERY & RECYCLING

www.twosides.info

Print and Paper
have a great

environmental 
story to tell

Over 72% of paper consumption in Europe is recycled, making it one of the most recycled of all materials. Most of this is 

utilised within the European paper industry where it is an essential raw material, particularly for packaging and newsprint. 

Recycling paper is the most eco-efficient waste management option and the use of recycled fibre complements the need for 

virgin wood fibre to meet societal demands for paper and board products.

Paper is one of the most recycled products.

The paper recycling process starts with you. After paper has 

been used and placed in a recycling bin it is collected along with 

other used paper products from businesses and households. 

More than 60 million tonnes of used paper are collected in 

Europe each year. The main sources of paper collection are 

50% from trade and industry, 40% from households, and 10% 

from offices.1

In Europe, the recycling rate of paper was 72.5% in 2016, 

calculated as the ratio of previously-made paper recycled 

for use as paper products again, compared to the total 

consumption of paper and board. Just under 85% is utilised 

within the European paper industry with the rest being 

exported.2 Because some paper products are retained for the 

long-term (for example books and archived documents), are 

otherwise disposed of after use (such as sanitary products) or 

are subsequently used for other purposes (such as insulation), 

the theoretical maximum recycling rate is 78%. Nevertheless, 

the organisations representing the paper recycling value chain 

have committed to achieving a rate close to this maximum – 

74% by 2020.3 In comparison, the European plastics industry 

has a recycling rate of 29.7%.4

Paper recycling is perceived by the 
public as being the most effective way to 
reduce environmental impacts of using 
paper. For the industry, recycled fibres are 
an indispensable source of raw materials, 
supporting industry’s resource efficiency.  
European Paper Recycling Council, 2017.

Paper for recycling is an essential raw material.

To maintain quality, it’s important that paper is collected 

separately from other materials. It can then be sorted and 

graded to determine the end uses it will be suitable for. Then, 

the recovered paper will be mixed with water so that the 

fibres can be recovered. During this process, contaminants 

are removed, the fibres cleaned and, if necessary, ink is 

removed. The resulting pulp may then be used to produce 

100% recycled paper, or mixed with virgin fibre depending on 

the quality characteristics required.5

Generally, recovered fibre is used to produce new paper of 

an equal or lower grade. For example, while it is possible 

to use fibre from recovered copy paper to make new copy 

paper it is more straightforward to use recovered office paper 

to produce household tissue. In many cases, recovered fibre 

is reused into the type of product from which it was recovered, 

such as packaging or newsprint.6

Paper for recycling is an essential raw material for the paper 

industry. In Europe, 47.8 million tonnes of it was used in 2016, 

equating to 46.2% of all raw materials. Packaging consumes 

the greatest proportion (70.4% of the total), followed by 

newsprint and other graphic papers (20.3%).7

Forest area amounts 
to 215 million 

hectares in Europe, 
accounting for 33% of 

the total land area

“ This latest Two Sides fact 
sheet o ers a practical 
guide to paper recovery 
and recycling. Along 
with the other Two Sides 
fact sheets, it’s ideal for 
companies and brands 
to get the truth about 
paper and the many 
benefi ts it has”

www.twosides.info

Print and Paper
have a great

environmental 
story to tell

Paper recycling is perceived by the 
public as being the most effective way to 
reduce environmental impacts of using 
paper. For the industry, recycled fibres are 
an indispensable source of raw materials, 
supporting industry’s resource efficiency.  
European Paper Recycling Council, 2017.

1. Over 72% of 
paper in Europe is 
recycled, making 
it one of the most 
recycled of all 
materials. 

2. The European 
paper recycling 
rate is on target 
to reach 74% 
by 2020 – close 
to the practical 
maximum!

3. More than 
60 million tonnes 
of used paper 
is collected for 
recycling in 
Europe every year.

4. The main 
sources of paper 
collection are 50% 
from trade and 
industry, 40% from 
households and 
10% from o�  ces.

5. Paper fi bre can 
be recycled up to 
seven times. 

TOP FIVE FACTS ABOUT PAPER RECYCLING

www.denmaur.com
www.revivepaper.com

Revive - Recycled Paper. Just the way you want it.
  Carbon Balanced with World Land Trust.
  Made from FSC®  recycled and FSC® certi� ed � bre.
  50%, 75% or 100% recycled � bre in Matt, Silk and O� set � nishes.
  Next day delivery across the UK. Get your free samples and swatches now.
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The power of personalisation
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one of the key trends for 2019 across all 
areas of marketing is personalisation. The ability 
to target individual customers using content 
that’s tailored just for them is a powerful tool 
for any marketer, and helped by improved data 
gathering and digital printing technology, plenty 
of them are taking advantage. 

In a survey of publishers around the world, 
38% said that content personalisation was their 
most important initiative for 2018 (Reuters, 
2018). In the direct mail world, personalising 
pieces of mail can yield an ROI of up to 25% 
more than a general marketing message (Romax, 
2018). With digital marketing now driven by data 
capture and brands targeting certain people with 
certain products at certain times, it’s clear that 
print is going in the same direction. 

“Personalisation is going to grow in 
importance, tailoring and targeting messages 
to customers in a way they fi nd interesting 
and relevant,” says Richard Cristofoli, MD of 
Beauty and Marketing at Debenhams, while 
Neil Kirby, Marketing Director of Bupa Global 
says: “Personalisation and customisation of the 
customer experience will continue in 2019.”

Personalised Two Sides resources
With that in mind, Two Sides have just launched 
a new service for its members, giving them the 
ability to personalise any of the many print and 
digital resources available to help promote the 
benefi ts of print and paper. 

Whether it’s the iconic Myths and Facts 
booklet, the Fact Sheets or Love Paper videos, 
you can now add your company name and logo, 
as well as images and text to give you an e� ective 
tool to use in your own communication activities. 

“Our members are constantly looking for 
new ways to provide their customers with the 

Two Sides launch an exciting new personalisation service for its members

www.denmaur.com
www.revivepaper.com

Revive - Recycled Paper. Just the way you want it.
  Carbon Balanced with World Land Trust.
  Made from FSC®  recycled and FSC® certi� ed � bre.
  50%, 75% or 100% recycled � bre in Matt, Silk and O� set � nishes.
  Next day delivery across the UK. Get your free samples and swatches now.

facts about print and the many 
benefi ts it has,” says Martyn 
Eustace, Chairman of Two 
Sides. “By personalising the 
Two Sides resources, they can 
do this with their own brand 
and content.” 

How to do it
For Two Sides members, accessing your 
personalised resources is simple. Just head to 
the new Member’s Area of the Two Sides website 
(www.twosides.info/login) and, if you have 
already supplied your company’s logo, many of 
your co-branded tools will already be available. 
—
To fi nd our more or to learn about how you could 
become a member of Two Sides, please email us at 
enquiries@twosides.info or call 01327 262 920. 

“ Personalisation is going 
to grow in importance, 
tailoring messages to 
customers in a way they fi nd 
interesting and relevant”
Richard Cristofoli 
Debenhams
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Happy
New Year!
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We gathered some of the biggest 
names in the print industry to talk 
about the prospects for print in 2019. 
Here’s what they had to say

a lot of what will happen this year in mail 
will depend on consumer confi dence and 

whether businesses are willing to put their money 
into marketing. Royal Mail are putting a lot of 
e� ort into promoting the power of mail and why it 
should be part of the marketing spend, and I very 
much hope the rest of the industry will do what it 
can. Those of us who are close to it know that mail 
is one of, if not the most e� ective means of 
communicating goods and services to people. As 
long as we can all hold on to that then we should be 
facing the future with some confi dence.
--
David Gold
Director of Public A� airs & Policy, Royal Mail

“ As a society we need to make 
some changes, and in the 
packaging arena we have 
that opportunity”
Tony Hitchin 
General Manager, Pro Carton

there’s a lot of 
uncertainty in the print 

industry right now, which 
means that some companies are 
postponing spending decisions. 
That said, while it’s as tough as 
ever, sector change is 
inevitable, so organisations 
need to think carefully about 
how they will thrive in the 
medium term.

The scope and scale of the 
sector means that you cannot 
draw simple conclusions. 
In some areas there’s a lot of 
hunkering down, in others 
there’s a great sense of 
optimism. For example, the 
market for physical books is 
growing and the packaging 
sector remains resilient, while 
commercial printers with a 
clear strategy backed up with 
investment are very positive. 
The nature of the sector is that 
it’s highly competitive and 
that’s increasingly meaning 
that there’s a need to add value 
beyond “putting ink on paper”, 
solving a client’s business 
challenges and helping them 
thrive. There’s a clear move 
towards the added values being 
created around print rather 
than wholly within print. 
--
Charles Jarrold
CEO, BPIF

am i optimistic about 
2019? The answer is 

defi nitely yes. We have a clear 
strategy that we believe in 
strongly and are following. 
Overall it’s about following and 
adjusting to the market trends, 
and always making sure you 
fi nd your role within the media 
mix. A couple of years ago 
people were worrying about 
how digitalisation might a� ect 
the print segment, but I believe 
it’s about embracing the change 
and fi nding your niche. 

For example, when the 
audiobook arrived, many 
thought it would disrupt the 
book industry, but now we see 
it as a complement to printed 
books. You need to discover 
how the di� erent media can 
co-exist and o� er a product that 
creates a unique experience for 
your audience.
--
André Skagervik
Director Marketing and 
Communications, 
Holmen Paper

Looking ahead (l-r): André Skagervik, Holmen Paper; Charles Jarrold, BPIF; David Gold, Royal Mail; Mark Davies, Whistl
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“ We’ve all got to 
change our ways
and fi nd di� erent 
paths to go down”
Simon Pilkington 
Director, Fedrigoni UK

there are a lot of 
positive things changing in 

the marketplace. At Whistl 
we’ve had positive gains and 
lots of new doordrop clients 
driven by GDPR and the data 
regulation changes. What gives 
me confi dence as we move into 
2019 is that we’re seeing really 
positive returns and response 
from doordrop. 

A big development in 2019 
will be partially addressed mail. 
This is a hybrid product, sitting 
between a doordrop and a 
one-to-one piece of direct mail. 
It allows you to deliver items 
to a much more granular unit 
of geography than doordrop, 
down to postcode level of 15 
households. The combination 
of partially addressed mail and 
doordrop will be a new print 
solution we can put before 
advertisers, which is great 
news. But ultimately it’s about 
holding your audience and 
measuring and accounting for 
your share of the response in 
the right way. 
--
Mark Davies
Managing Director, Whistl 

i think the positive 
movement towards 

paper-based packaging and 
cartons is great for our industry 
and great for the environment. 
As a society we need to make 
some changes and in the 
packaging arena we have that 
opportunity, so I say let’s take it. 
We’ve got to start by making 
sure that everybody 
understands the benefi ts that 
cartonboard and cartons o� er, 
make them understand that we 
need more paper-based 
products. Paper-based 
packaging is renewable, 
recyclable and biodegradable. 
It’s the ultimate example of 
the circular economy in action, 
and that’s what we need if 
we’re going to do something 
about the problems that we 
as a society have created in 
the last 50 years. 
--
Tony Hitchin
General Manager, Pro Carton

i’ve been in the industry over 30 
years and during the mid to late-2000s, 

the messages that were coming out from 
the print industry were very negative. 
But in the last few years I’ve seen a more 
positive message emerging. Printers are 
understanding the need to fi nd their specialist 
area and I see more collaboration between 
printers to utilise machine time availability, 
which feeds e«  ciency and profi ts. Overall, 
I believe the industry is going in a very 
good direction.
--
Simon Pilkington
Director, Fedrigoni UK

from both a Canon point of view and an 
industry point of view, we should be incredibly 

optimistic about 2019. Firstly, there’s defi nitely 
digital fatigue and brands are recognising that 
their audiences are increasingly concerned about 
data, security and screen time. The consequence 
of that is a real lack of penetration and results. 
Then there’s the fact that digital print technology 
continues to evolve and deliver incredible 
capabilities, which provides great opportunities 
and challenges people’s perceptions about print. 
The reality is that marketers and brands want 
results. They’ve done a lot of the spray-and-pay 
marketing and they now want real results, and 
print o� ers a unique ability to provoke senses and 
emotions. If you combine that with an injection of 
intelligence and insight from data, then you can 
provide marketers and brands with the chance to 
really amplify their results.
--
Mark Lawn
Customer Group Director, Canon Europe

in 2019, the importance 
of the circular economy, 

carbon reduction and the 
responsibility of individuals as 
well as corporations to 
minimise their environmental 
impact is fi rmly back on the 
agenda. With the groundswell 
of support for sustainable 
materials and processes, the 
environmental responsibility 
for all companies in all sectors 
is moving from a ‘tick box’ to 
real actions, compelling them 
to take full responsibility for 
their impact on the planet. 
Price is, unfortunately, still the 
key driver in most business 
relationships, but confi dence 
and trust in a supplier, 
supported by great service and 
the o� er of environmentally 
friendly products, will 
strengthen the bond in all 
business relationships. 
--
Martyn Eustace
Chairman, Two Sides

Looking ahead (l-r): André Skagervik, Holmen Paper; Charles Jarrold, BPIF; David Gold, Royal Mail; Mark Davies, Whistl
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www.duplointernational.com

EXPLODE  
YOUR SENSES
Experience what this image can really feel like.
Contact us at TPsensorycoating@duplointernational.com  
to request your free sample and �nd out more!

STAND OUT. EXCITE. UNCOVER NEW OPPORTUNITIES 
WITH THE DUPLO DUSENSE SENSORY COATER.

robin greenhalgh, 
chairman of Duplo 
International, on why 
the company supports 
the Two Sides campaign 
and the benefi ts they get 
from being a member. 

How long have you been involved 
with Two Sides?
At least 10 years, pretty much 
from the beginning. The way 
Two Sides raise the profi le of print, 
with a relatively small budget and 
team, to keep paper relevant and 
fi ght the print industry’s corner, 
deserves huge credit. 

What are the key benefi ts to 
membership?
The magazine is always a source 
of inspiration, as well as their work 
to stop greenwashing. Whenever 
I see a company saying things 
like ‘Don’t print this – think of 
the environment’ I tell Two Sides, 
who challenge them about the 
statement. I also use a lot of their 
resources that show that paper 
is a wonderful, recyclable CO2 

store, as well as facts such as 
1,500 football pitches of forests 
are planted every day in Europe. 
That’s where Two Sides have been 
fabulous, in giving those that 
are involved in the print industry 
the tools with which to remind 
people that paper is extremely 
environmentally friendly. 

What would you say is the value 
of print?
We all come to work with the core 
belief that we believe in the power 
of printed communication. One of 
our mantras is ‘Print is beautiful, 
timeless and engaging’, which we 
have printed on our walls. We’re 
involved in communication on 
paper, helping our customers 
make the most of it, make it 
attractive, relevant and exciting. 

Sure, the internet and social media 
are important but paper remains 
an important way of staying 
engaged with people.

How are Duplo improving that 
engagement?
I see our role as coming up with 
equipment that helps to keep 
print exciting and attractive, 
useful and engaging. We launched 
a 3D spot-UV embellishment 
machine about a year ago 
and we’re already up to 120 
units worldwide because our 
customers are going, ‘Yes, this 
helps us to make print more 
beautiful and engaging’. It’s all 
about colour and creating an 
experience with print so that 
receiving it becomes an event, 
making it memorable. 

“ The way 
Two Sides
raise the
profi le of print 
deserves
huge credit”

Robin Greenhalgh, 
the Chairman of  
Duplo International
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www.duplointernational.com

EXPLODE  
YOUR SENSES
Experience what this image can really feel like.
Contact us at TPsensorycoating@duplointernational.com  
to request your free sample and �nd out more!

STAND OUT. EXCITE. UNCOVER NEW OPPORTUNITIES 
WITH THE DUPLO DUSENSE SENSORY COATER.

we’re delighted to report that Martyn Eustace, 
Chairman of Two Sides and Print Power, has been 
named as one of PrintWeek’s Power 100, the trade 
magazine’s annual list of the biggest names in the 
UK printing industry. 

Now a Power 100 regular, Martyn was chosen for 
his tireless work in promoting the attractiveness and 
sustainability of print and paper, taking Two Sides and 
Print Power from a standing start to a valuable asset for 
the international paper industry.

As well as a place in the PrintWeek Power 100, which 
is decided by the magazine team, Martyn was also 
ranked Number 11 in the public vote, a list created from 
the nominations of over 4,800 PrintWeek readers. 

“I’m delighted to be named as one of the PrintWeek 
Power 100,” says Martyn. “To be included in such an 
impressive list is a fantastic honour and a testament to 
the amount of e� ort the team put into both campaigns.”

10-YEAR ANNIVERSARY 
FOR TWO SIDES 
The Two Sides campaign is now 
10 years old. Created by Martyn 
Eustace, the campaign to promote 
the sustainability of print and 
paper has gone from a small 
UK campaign group to a huge 
international organisation with 
o�  ces in 13 countries across 
fi ve continents. 

During those ten years, 
Two Sides has led the way in 
promoting the environmental 
value of print and paper, 
producing a wide range of 
print and digital resources 
for its members, giving them 
the information and materials 
to dispel the many myths 
surrounding the use of paper in 
communications and packaging, 
helping their businesses to thrive. 

Other achievements include: 
• Two Sides membership going 
from a handful of print businesses 
to over 200 companies spanning 
the full range of print services. 
• The Power of Print Seminar 
becoming an established must-
attend event in the print industry 
calendar, with over 200 people 
attending annually. 
• The Love Paper campaign 
appearing in over 50 di� erent 
magazine titles, reaching over 
30 million people per year. 
• A series of research studies 
examining people’s attitude 
towards print and its use within 
communications and media. 
• A global campaign to stop 
greenwashing – the use of 
misleading messages to 
encourage customers to switch 
from paper to digital bills and 
statements. So far, this has 
resulted in 353 international 
companies changing their 
anti-print messaging. 
• Two Sides Chairman Martyn 
Eustace being awarded The 
Paper Industry Gold Medal for 
his longstanding contribution 
to the paper industry. 

Here’s to the next ten years!
 

Two Sides chairman in 
PrintWeek Power 100

PRINT – TOP PUBLISHING 
TREND FOR 2019
Print has been named as a top 
publishing trend that will shape 
the next 12 months, according to 
one of the world’s leading media 
trade organisations. As well as an 
increase in consolidation of media 
companies and the development 
of Artifi cal Intelligence (AI), the 
Federation of International 
Periodic Publishers (FIPP) regard 
the reappraisal of print media as 
one of the major trends for 2019. 

Speaking at the FIPP Insider 
conference, James Hewes 
(pictured above), President and 
CEO of FIPP, said that consumers 
are starting to re-acknowledge 
the power of touch and feel in 
publications, while advertisers are 
starting to recognise their ability 
to stay in the home for longer and 
so maintain brand presence. He 
also talked about the impressive 
amount of innovation that’s going 
on in the print space, pointing 
to FIPP’s annual Innovation in 
Magazine Media report, which 
highlights the ways print media 
is adapting to the future.

“Magazines such as Private 
Eye, The Week and Monocle are 
unashamedly print focused, 
with no content being published 
online,” said Hewes. “This 
successfully forces readers 
to revisit the newsstand to be 
able to consume their excellent 
journalism.”

The amount of direct
mail that’s opened
JICMAIL, 2018

62%
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“ Print has to be
aware of competing
technologies
and make them
complementary”

It’s a date!
The latest events in the world of print, paper and packaging 

CMA ANNUAL SUMMIT
The Curzon Theatre, London
28 February 2019
The 2019 Content Marketing 
Association’s Annual Summit 
promises to look at how the 
content industry is adapting to 
new technology. The one-day 
event is likely to attract over 250 
delegates from the worlds of 
marketing, media and publishing, 
as well as a large number of 
brands keen to learn how to make 
their content marketing more 
e ective and engaging. 
www.events.the-cma.com/
pages/2019-summit

VISUAL MEDIA CONFERENCE 2019
Rose Bowl, Leeds
16 April 2019

now in its fifth year, the Visual Media 
Conference is a one-day event for printers, 
marketers and brand owners looking to join 
the dots between print and communications 
technology. Organised by Creative Digital 
Industries, a BPIF special interest group, 
this fascinating event has grown from 
a small, informal gathering to a huge 
conference attended by over 300 people. 
This year, sponsorship by drupa has been 
followed by wider support from European 
print and digital trade body Intergraf, whose 
international board will attend in 2019.

“The conference takes a broad look at 
the marketing and communications sector,” 
explains Robert McClements, President 

of Creative Digital Industries. “It aims to 
recognise the importance of print as a vital 
link in the communications chain and create 
a network of informed individuals who are 
at the core of the marketing sector.”

With an impressive line up of speakers 
from companies such as Nestlé, HP and 
Communisis, the conference not only 
showcases emerging technologies, but 
explains how they can be applied to give 
brands greater real-world e� ectiveness. 

“We’re creating an occasion where 
marketing and communications people, 
printers and designers can see examples of 
the latest technology and ask themselves, 
‘Is this something I should be using?’” says 
Robert. “We want to take delegates to a place 
that they may have heard of but not actually 
seen – the cutting edge of thinking.”

This year the theme is Innovation 
and Sustainability, which explores how 
businesses can be truly sustainable in all 
areas by having an innovative and creative 
mind-set. It will also explore the developing 
role of print and how the industry can adapt 
to an ever-changing world of technology. 

“Print has to be aware of competing 
technologies and make them 
complementary,” says Robert. “It also needs 
to reinforce its e� ectiveness as a medium 
in its own right through excellence, visual 
impact and tactile experience.”
For more information on VMC 2019, go to 
www.visualmediaconference.com

FESPA GLOBAL PRINT EXPO 2019
Messe Munich, Germany
14-17 May 2019
As Europe’s largest speciality 
print exhibition, taking in screen 
and digital wide format, textile 
and signage, this huge event will 
see industry people from all over 
the world descend on Munich 
for four days of print debate, 
discussion and trade. Check out 
the Showcase Theatre for the 
latest trends and insight, and 
the FESPA Awards for global print 
creativity and e ectiveness. 
www.fespaglobalprintexpo.com  

DMA PRINT WEBINAR
58VE, London
6 March 2019
The Direct Marketing Association 
run a number of high quality 
webinars for brands and 
marketers, covering every aspect 
of the DM industry. Titled Print Is 
Di� erent, this webinar will discuss 
the increase in popularity of print 
and explain how reintroducing 
print to a media mix can invigorate 
any marketing campaign. Free to 
DMA members, this is well worth a 
couple of hours of your time. 
www.dma.org.uk/event/print-is-
di� erent

PACKAGING INNOVATIONS 2019
NEC, Birmingham
27-28 February 2019
One of the top events in the 
packaging industry calendar, 
Packaging Innovations mixes 
expert seminars, networking 
opportunities and the chance 
to meet over 300 of the world’s 
top suppliers for two days of 
packaging inspiration. Whether 
you’re exhibiting, networking or 
simply visiting to discover the 
latest developments in packaging, 
this is one not to miss. 
www.easyfairs.com/PIUK 
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CHALLENGE ANTALIS.
Check out greenpaperconnection.com/en for more information on  
our eco-responsible products and services or submit your challenges  
to our Corporate Social Responsibility expert, Matthew Botfield.
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A resolution
to relax
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by now you should be a few weeks 
into your 2019 New Year’s resolutions. 
Congratulations if you’re sticking with 
them; try again next year if not. But one 
resolution that’s defi nitely worth sticking 
to is cutting down on your screen time. 

Among the thousands of faithful 
promises to go to the gym more or to the 
pub less, an increasing amount of people 
are deciding to take a break from their 
smartphones, giving themselves a ‘digital 
detox’ to focus on deeper, more meaningful 
interactions in the physical world.  

The average person now spends more 
than one day every week online, with one 
in fi ve adults spending up to 40 hours a 
week on a digital device. With 78% of the 
population owning a smartphone, Britons 
are so addicted to them that they will 
check them at least every 12 minutes – 40% 
checking it within fi ve minutes of waking 
up (Ofcom, 2018).  

Such an addiction to digital content 
brings a host of potential health issues, 
such as anxiety, depression, addiction, 
isolation and lack of self-esteem, while 
physical problems include neck strain, 
deteriorating vision and insomnia.

To investigate the scale of the problem, 
Two Sides commissioned a global survey 
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The digital detox is one of the 
best ways to feel healthier and 
happier in 2019. So put down 
that phone and reconnect with 
the physical world.

of UK consumers said 
they spend too much 
time on digital devices

47%

1. Track your use
Spend a couple of 
days monitoring 
your smartphone 
use with a free app 
such as Moment. 
It will tell you how 
long you spend 
looking at your 
screen and how 
many times you 
pick up your phone. 

2. Turn o�  all 
notifi cations
Stop all 
notifi cations, 
especially social 
media and email. If 
you’re able to, take 
your work email 
o�  your phone 
altogether, but 
warn colleagues 
you’ll be doing this. 

3. Out of sight, out 
of mind
Keep your phone in 
your pocket or in 
a bag at all times 
so that you’re not 

tempted to pick 
it up and start 
tapping. When at 
home, keep it in 
one place rather 
than carrying it 
around with you. 

4. Try leaving your 
phone at home
If you’re going out 
for a meal, a drink 
or to the cinema, 
don’t take your 
phone with you. 
Arrange a time 
to meet and be 
there – just like 
the old days. 

5. Read print
Use this as a 
chance to catch 
up with all that 
print reading 
you’ve been 
promising yourself. 
Magazines, news-
papers, books 
– give yourself the 
time to read deeply 
into a subject. 

FIVE STEPS TO A DIGITAL DETOX
that quizzed over 10,700 consumers about 
their attitudes to digital and print media. 
When asked if they were concerned that 
the overuse of electronic devices could 
be damaging to their health, 46% of UK 
consumers agreed, while 47% agreed that 
they spend too much time on digital devices.

With such alarming statistics, it’s little 
wonder that the desire to switch o�  is 
becoming more and more popular. Whether 
it’s parents worried about their children, 
children worried about their parents or 
simply individuals wanting to take back 
control of their lives, there’s never been a 
bigger backlash against digital media. 

The key to a successful detox, according 
to Tanya Goddin, founder of digital detox 
specialists Time To Log O� , is not to ban 
the phone altogether, but to take the time 
to understand how you use your phone and 
how you can cut down your screen time. 

“It’s about becoming aware of your own 
personal challenges around screens, gaining 
an understanding of what will help you 
overcome them and learning to live with 
technology in a way that’s healthy,” she says. 
“People are always amazed by how di� erent 
they feel after not being on their phones and 
that motivates them to keep going.”

The benefi ts to a successful digital detox 
are many: improved sleep, productivity and, 
more importantly, improved relationships 
and a better state of mind with less anxiety 
and stress. By disconnecting with your 
device and reconnecting with the physical 
world, you’ll feel healthier and happier. 
That’s one resolution worth making. 
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Mini-books inspired by a Dutch phenomenon,  
a New York newsstand selling nothing but fake news  

and a refreshing piece of drinks packaging all make the  
grade in this issue’s top print innovations

01_MINI BOOKS GO BIG
Inspired by the Dutch ‘flipback’ 
book or ‘dwarsligger’, multi-
million-selling author John 
Green has released four of his 
bestselling novels in a radical 
new miniature format. The format 
shrinks the full-length novels into 
books the size of a smartphone, 
with the reader having to flip the 
pages up rather than across. While 
dwarsliggers have been popular 
in the Netherlands for years, 
they’re relatively unknown outside 
the country, but are set to make a 
dramatic impact on the world of 
print books. “I haven’t seen a new 
book format that I thought was 
at all interesting,” says Green, the 
author of The Fault In Our Stars, 
“but I find this format really usable 
and super-portable.”

Fresh thinking

02_CHEERS!
This year’s Carton of the Year in the 
hotly contested Carton Excellence 
Awards combines elegance and 
invention, forming a clever way 
of transporting then enjoying the 
contents. Created by the Belgium-
based Van Genechten Packaging, 
the ‘6 Mini Moët pack’ was 
launched as the ideal way to share 
great moments with friends. 
Taking o� the lid using a tear-strip 
reveals six mini bottles of Moët 
champagne with six equally small 
flutes. Once opened, the box can 
even be used as an ice bucket, 
giving a real sense of luxury. “It 
was that jaw dropping moment 
when we li�ed the lid that stole 
the show,” said the judges. 

ThePage_pp14-15 v2.indd   2 08/01/2019   16:26



P R I N T P O W E R _15

05_START YOUR ENGINE
Readers of Departures, the magazine for American 
Express Platinum Card members, were treated to 
a unique print experience when they were sent an 
Audi key fob along with their December issue. The 
fob was designed to work with a special insert in the 
magazine promoting the launch of the 2019 Audi 
A8 model, highlighting the car’s luxury touches and 
“next-generation lighting”. The reader uses the fob 
to ‘unlock’ the advert, which activates a series of tiny 
lights that mimic the car’s tail lights. Loren Angelo,  
VP of marketing for Audi of America, says the goal was 
to not only create something eye-catching, but to 
interactively demonstrate the A8’s “lighting design  
in an entirely new and unique way.”

03_FAKE NEWS STAND
To highlight the problem of fake 
news being spread online, US 
magazine Columbia Journalism 
Review took over one of New 
York’s famous newsstands for 
a day. But instead of its racks 
filled with titles such as The Wall 
Street Journal and Time, there 
were rows of publications such 
as The Informationalist and 
The Weekly Journal. What these 
fictitious titles had in common 
was that they all contained fake 
news, with stories and headlines 
taken from the internet such 
as ‘Texas Now Recognised as 
Mexican State’. The aim was to 
bring the public’s attention to 
the dangers of misinformation 
spread online, with the insides 
of the publications giving the 
reader a guide on how to spot 
misinformation in the media.

04_CURIOSITY THRILLED THE CAT
Cat food brand Whiskas wanted 
to nurture the love between 
owners and their feline friends 
by creating the first picture book 
especially written for cats. The 
Most Curious Cat In The World 
contains 20 brightly coloured 
illustrations designed to get 
your cat’s attention, each one 
accompanied with a cat toy they 
can play with. Inspired by the 
true story of a cat called Whatif 
that escaped from its carrier on 
a flight to London, the book was 
developed to “awaken a cat’s 
natural curiosity” – and sell a load 
of cat food. 
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Become a member today and join our community of 
like-minded industry professionals:

• Exclusive networking and events

• Promotional tools and resources

•  Print ROI facts, figures and case studies

•  Market trends, news and updates

•  Access to exclusive sustainability know-how

•  Expert advice and support

At Two Sides we have one goal - to ensure that print 
remains one of the most powerful and sustainable 
forms of communication for generations to come.

Print and Paper have a great 
environmental story to tell

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

Lasting
impressions

To join, simply visit 
www.twosides.info/become-a-member
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