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What you are now feeling is
one of the most emotionally
engaging forms of media
the world has ever created.
Its touch, sound, smell and
texture gives it a tactile
physicality that forms
a strong sensory bond
between paper and reader
Are you engaged yet?
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Print Power round tables
Print Power have partnered up with
leading marketing magazine The Drum
for a series of interviews and roundtable discussions about the value of print
media and its place in the marketing mix
both now and in the future. Attracting
leading figures such as Flora Kessler,
Strategy Partner at Carat UK, and
Véronique Louise, Global Branding and Media Director at Moet Hennessy, the debates
resulted in an absorbing look at the way marketers and advertisers currently view print.
A discussion into the disconnect between audiences’ love for print and its cut of the
marketing budget produced some fascinating insights. “Digital can produce cheap,
quick results,” said Helen Bazuaye, Global Editor in Chief of IKEA magazine. “But with
print, you choose to invest in it, you choose to sit down and pay attention. It feels more
deliberate, so the engagement is higher.” In the same debate, Flora Kessler argued: “You
can’t compare the reach of digital to the reach of print, because it just isn’t a contest. The
conversation that marketers need to be having is about objectives – what they want to
achieve from their campaign. That’s where print can make a difference.”
—
For more on the Print Power round tables, go to www.printpower.eu

There’s been a huge
amount of activity at Two
Sides, with a number of
new members. We’d like to
give a warm welcome to...

• Cousin
• Doxdirect
• Fidelity Design & Print
• Graphic Dealers
• Integra Business
Solutions
• Oxuniprint
• The Mailing Room (MK)
• Watermans Printers
• TriPartum

72%
The 2018
European paper
recycling rate

European Paper Recycling
Council, 2018

Pen and paper best for creatives
Despite the digital revolution,
pen and paper remain the best
way to record creative ideas.
This is according to a new report
by online file transfer website
WeTransfer, which asked 10,000 of
their creative users about their
ideas – when they get them, where
they get them, what inspires them,
and how they record them.
What they found was an
overwhelming preference for
paper, not only in finding the
inspiration for the ideas but for
writing them down. When asked
what inspires their best ideas,
45% said books and magazines,
which came joint top along with

‘Talking with friends’. Then, when
asked how they record those
ideas, 40% said ‘On pen and paper’
– more than double that said
‘On my computer’.
Pam Mueller , a renowned
social psychologist and
policy researcher at the Rand
Corporation, says this is because
we process material more deeply
when writing it down by hand.
“If creatives are writing by
hand, it’s giving them more of a
chance to process what they’re
putting down on the paper,” she
says. “People are just thinking
about it more –and more thinking
is better.”
Sponsored by

SPONSORED BY
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Rory Sutherland
confirmed for
the Power of Print
seminar

2,000 NEW JOBS FOR THE
PULP AND PAPER INDUSTRY
The latest report from the
Confederation of European
Paper Industries (CEPI) has
some encouraging news for the
European pulp and paper industry.
As well as producing 92.2 million
tonnes of paper and board, the
sector opened nine new mills and
created 2,000 more jobs with a
total increase in turnover of 3%.
This level of job creation hasn’t
been seen since the 1990s.
Exports of paper and board
products are also growing,
especially to North America, with
a total of 20.6 million tonnes
exported, which makes Europe
the number one exporting area
in the world. But while jobs and
exports are on the rise, CO2 levels
from the industry are going
down, with carbon emissions
steadily decreasing. This reflects
significant investments by
pulp and paper companies in
decarbonisation technologies
and increased energy efficiency.
Jori Ringman, CEPI Director
General, says: “Our 2018 Key
Statistic report demonstrates
once again that our industry
is fast-transforming, creating
jobs and believing in its capacity
to grow in Europe, putting
into practice a true circular
bioeconomy model.”

—

For more information on the
CEPI Key Statistics report, go to
www.cepi.org

Rory Sutherland, Vice Chairman of Ogilvy UK, author
and Spectator columnist, has been confirmed as
one of the key speakers at this year’s Power of
Print Seminar. The advertising legend specialises
in behavioural science and co-founded a highly
respected behavioural science unit at Ogilvy,
which creates psychological solutions to change
people’s behaviour.
With his presentation simply titled Can We Have
That In Writing? Rory will use his vast experience in
marketing, media and advertising to explain why
print is more trustworthy than digital media, in the
process giving an exclusive insight into the ways
the print industry can take advantage of paper’s
high trust value.
Taking place on Tuesday 5 November, 2019,
the Power of Print Seminar is now one of the most
popular print and sustainability events in the industry
calendar. With a full line-up of experts in the fields of

PRINT THRIVING ACCORDING
TO NEW REPORT
A new whitepaper by the
International Federation of the
Periodical Press (FIPP) and paper
producer UPM examines how
much value print adds to the
media industry, and concludes
that print as a medium is thriving.
The report, titled The Future
of Media, states that print is
a healthy part of publishers’
businesses, with 58% of
subscribers currently
describing themselves as
primarily print-oriented and
60-80% of publisher revenues
being generated from print.
Using examples ranging
from Bauer Media’s strategy
to create brand extensions
around a central print product
to the relatively steady print
subscription numbers of The
New York Times, the whitepaper
outlines a future where print and
digital media continue to thrive by

5 NOVEMBER 2019
LONDON

“As the way you find out how intelligent
people react to and comment on what’s
happening in the world, print’s value
hasn’t diminished”
Rory Sutherland, Vice Chairman
of Ogilvy UK
print, packaging, marketing, media, the environment,
advertising, and sustainability, as well as a drinks
reception and three-course dinner in the evening,
it promises to be a packed day of inspiration, insight
and entertainment.

—

For more information on the Power of Print Seminar,
turn to page 13. To book your place at the seminar,
go to www.powerofprint.info

THE FUTURE OF MEDIA
How digital-to-print revenue models continue to shape the industry

working alongside each other.
“Print’s resilience is being
driven by its ability to fit in with
and alongside a universe that
combines all platforms,” says
the whitepaper. “Successful
magazines have reinvented
themselves as brands that serve
their audience via a range of
channels, of which print is one.”

—

To download the whitepaper,
go to www.upmpaper.com/
campaign/fipp/future-of-media

92.2m
tonnes

The amount of pulp and
paper produced by the
European pulp and paper
industry in 2018
CEPI, 2019
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edwin goffard, COO of
Smurfit Kappa Corrugated
Europe, explains why the
international packaging
company created its Better
Planet Packaging initiative

“The initiative
has become
part of us”
What prompted Smurfit Kappa to start the
Better Planet Packaging initiative?
Smurfit Kappa has existed since the 1930s and we
have always been pushing hard for sustainability
in our agenda. But over the last couple of years,
consumers have started to become more aware
of single-use plastic in the environment and
plastic used in packaging. It seems absurd that
packaging can live on for three or four hundred
years for a consumer experience that lasts only
a few minutes. So, as there’s a lot more interest
in the sustainability agenda, we created Better
Planet Packaging and bundled all our efforts into
a single initiative.

What are the key elements of Better Planet Packaging?
The goal of BPP is to help make packaging waste extinct. There are a number of
key pillars to do this including education, design, innovation and partnerships.
For example, two key activities were the Design Challenge and the Innovation
Conference. There was a huge amount of interest in both activities and some
interesting ideas came out of the Design Challenge, such as thermal protection
for e-commerce shipment and pallet wrapping material that wasn’t plastic.
How popular was the conference?
We had over 350 customers join us to talk about Better Planet Packaging, and Steve
Backshall gave a speech on why nature needs our help. A lot of customers also came
up to us and said this is exactly what we they are trying to achieve, and asking what
we can do for them.
What do you personally get out of the
Better Planet Packaging initiative?
We don’t really consider it a project. The
initiative has become part of us. There’s a pride
that really resonates from everyone in the
organisation that we are helping the world move
towards a more sustainable future. Of course, we
can only add so much, but it’s clear that Better
Planet Packaging has resonated very well, not
only externally but internally.
—
For more information about Smurfit Kappa Better
Planet Packaging, go to www.smurfitkappa.com/
sustainability/better-planet-packaging

Why is paper and board ideal for sustainable
packaging?
First of all the fibre comes from a renewable
source then goes through the system in a very
circular way. Paper-based packaging has the
highest recycling rate of all packaging material,
as well as the advantage of being biodegradable.
If you had a piece of paper and were to drop it
in a forest it would actually disappear quicker
than a leaf. If a small amount of paper leaves
the recycling stream it’s not a disaster for the
environment because it will naturally biodegrade
within months.

At Latimer Trend we are committed to reducing our carbon
footprint, promoting sustainability and prioritising quality and
service by investing in new and pioneering technologies.

Perfecting Print Since 1889

MANAGEMENT
SYSTEMS

0063

Telephone 01752 201930

Email info@latimertrend.co.uk

www.latimertrend.co.uk
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Right to choose

Busting the Myths
A European study of consumer
perceptions and attitudes
towards print and paper

Print and Paper
have a great
environmental
story to tell
www.twosides.info

a new study commissioned
by Two Sides has found that
despite the majority of people
stating a preference for paper,
they still don’t understand its
effect on the environment.
Titled Busting The Myths,
the study asked over 6,000
people from across Europe a
series of questions about the
environmental impact of print,
as well as the medium they
preferred to read various
forms of media with. The
results not only revealed
a series of common
misconceptions about paper,
but they underlined the
enduring value paper and print
has in a society increasingly
dominated by digital media.

The shrinking forest myth

With the environment being
pushed towards the top of
almost every news outlet,
there’s a heightened sense
of awareness about the
environment and the damage
caused by deforestation and
the burning of fossil fuels. But
when it comes to paper, there’s
a significant gap between
assumption and fact.
One key finding was that

People prefer
print but
environmental
myths persist

60% of consumers believe
that European forest are
shrinking, when in fact,
European forests have been
growing by an area equivalent
to 1,500 football pitches every
day. Indeed, just 10% of the
French, Austrian, British,
Scandinavians, Germans and
Italians interviewed believe
that European forests have
actually been growing in size,
demonstrating the skepticism
people have about the positive
environmental impact of the
paper industry.

Recycling rate

Of course, one of the major
reasons paper is a sound
environmental choice for
media, communications and
packaging is its ability to be
recycled a number of times,
and it’s heartening to note that
Europeans perceive paper to
have the highest recycling
rate of all major materials.
However, only a fifth of those
surveyed believe the paper
recycling rate in Europe
exceeds 60%, while the true
figure is 72%, close to the
practical maximum recycling
rate of 78%.

THE MYTHS
• 59% of people believe
that European forest
are shrinking, when
European forests have
actually been growing
by 1,500 football
pitches every day.
• 33% believe paper is
a wasteful product,
when 72% of paper is
recycled in Europe.
• 63% believe only
recycled paper should
be used. However,
virgin fibre is essential
to European paper
production.
• 25% believe paper
production is a major
cause of global GHG
emissions, when
the pulp and paper
industry is the
biggest single
industrial user and
producer of renewable
energy in the EU.

The report also found that
companies are grossly overestimating their customers’
preference for digital
communications. As many
businesses try to persuade their
customers to ‘switch to digital’,
shifting them from paper to
emails and texts, a significant
number of people are opposing
the move, especially if they have
to pay for paper statements.
Overall, 78% of European
consumers believe they have
the right to choose how they
receive communications
(printed or electronically) from
financial organisations and
service providers. A further
62% believe they shouldn’t
be charged more for choosing
paper bills and statements.

Print preferred

There’s clearly a groundswell
of positive opinion about print,
a fact demonstrated by the
response to the question of
which format people prefer
to read. Given the choice of
reading books, magazines and
newspapers in print or digital,
print came out the resounding
winner, with 69% stating that
print is the most enjoyable way
to read books, 61% preferring
print for magazines, and 54%
choosing print for newspapers.
“It’s positive and not too
surprising to see that print
as a medium for reading and
communications still comes
out on top, with a clear majority
agreeing it to be the most
enjoyable way to read,” says
Jonathan Tame, Managing
Director of Two Sides. “The
prevailing environmental
myths about paper reaffirm the
vital need for the Two Sides
campaign to raise awareness
and directly tackle these
misconceptions.”
—
To download the Two Sides
study, go to www.twosides.info/
resources/research
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Anti-greenwash
campaign
gathers pace
the two sides anti-greenwash campaign
has now successfully challenged a total of 441
companies across the world. These companies
were encouraging their customers to switch
from print to electronic bills and statements,
with the incentive based on unfounded
environmental claims such as ‘Go Green –
Go Paperless’.
This year has already seen a lot of activity,
with Two Sides researching the communications
of 102 organisations. Of these, 69 were found to
be using unsubstantiated claims about print and
paper’s impact on the environment, with 38 so
far removing or changing their messaging after
being engaged by Two Sides.
These companies include Next, Aviva, Anglian

New Myths and
Facts booklet

Water and the AA.
“We are really pleased that our ongoing effort
is having such a significant effect on some of the
world’s largest and most influential companies
and organisations,” says Martyn Eustace,
Chairman of Two Sides. “But there’s no room
for complacency and there’s still a great deal of
work to do in tackling companies that continue
to mislead their customers.
—
To find out more about the ongoing work of the
Two Sides anti-greenwashing campaign, go to
www.twosides.info/anti-greenwash
—
Please let us know about any examples of
greenwashing at greenwash@twosides.info

The brand new version of the
Two Sides Myths and Facts
booklet has just been released.
Now into its tenth edition, the
hugely popular booklet contains
the very latest facts and figures
about print and paper, dispelling
a large number of common
misconceptions surrounding
the industry.
Tackling myths such as
‘European forests are shrinking’,
‘Paper is a wasteful product’ and
‘Paper is bad for the environment’,
the booklet is a highly useful tool
for anyone in the print industry
keen to set the record straight
about the sustainability and
environmental value of print and
paper. Many of our members
distribute copies to staff and
customers, as well as potential
new clients to promote the
benefits of print.

PERSONALISE YOUR OWN BOOKLET

Print & Paper

If you are a member of Two Sides, you can
now personalise your own Myths and Facts
booklet, adding your company name and
logo, as well as bespoke text and images to
give you a highly effective tool to use in your
own communication activities.

Myths & Facts

Print and Paper
have a great
environmental
story to tell
www.twosides.info

✔
✔
✔
✔
✔
✔

Please contact us to discuss how you can
personalise this hugely popular resource
by calling +44 (0)1327 262 920 or sending an
email to enquiries@twosides.info

Made from FSC Recycled certified fibre
Carbon Balanced via World Land Trust
Available in high white and natural finishes
Suitable for all print processes
Next day delivery across the UK
Swatches, samples and dummies available on request
www.denmaur.com
www.revivepaper.com
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Please touch

The ability of print to stimulate a number of key senses
gives brands and advertisers a powerful way to engage
their customers and cut through the marketing noise
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in 2015, american neuroscientist and
author Dr David Eagleman did a groundbreaking
experiment. In it, he took a number of people and
asked them to read three versions of a company
brochure. The first version was printed on highquality coated paper, the second on lower-grade
uncoated paper, while the third was online.
The study found that those who read on highquality paper understood and remembered the
content better than those who read on lowergrade paper or online, and were most likely to
recommend the company to friends. A week later,
people still preferred the company they read
about on the high-quality paper, with name recall
highest by a factor of 3:1.
“To touch a thing is to trigger a reaction:
as soon as we do, we begin to feel differently
about it,” explains Dr Eagleman in Sappi’s
fascinating report A Communicator’s Guide to
the Neuroscience of Touch. “We begin to feel
we own it, and research shows that makes us
value it more.”
Senses working overtime
It’s not just Dr Eagleman’s study that
demonstrates the power of paper to engage
the brain and increase the value of a product.
Since the 1990s, over 100 studies published
by neuroscientists, psychologists and other
researchers have explored how people interact
with paper. What they found was that people
read best on paper for three reasons: it makes
content easier to navigate, it facilitates better
mental ‘mapping’ of information, and it drains
fewer cognitive resources, improving the
retention of information. This is all because
paper is a physical, tangible medium that
engages our sense of touch.
The sense of touch is something we all

“We live in a world where we are
continuously bombarded by messages.
Print cuts through that noise and interacts
with the brain in a very different way”
Marine Kerivel-Brown, Marketing Director of Duplo

take for granted, but it’s a hugely powerful
bonding agent that’s used in a vast range of
silent social communication. Studies show
that people who are lightly touched by a waiter
in a restaurant leave bigger tips, while sports
teams who interact physically during matches
consistently win more games.
“Adding touch to a campaign can increase
its value by 24%,” says Marine Kerivel-Brown,
Marketing Director of Duplo. “We live in a world
where we are continuously bombarded by online,
video and audio messages. Print has the tactile
power to cut through that noise to interact with
the brain in a very different way.”
Beyond colour
While the physical texture of paper delivers
impressive levels of interaction and engagement
with the human brain, using print innovations
strengthens the bond, adding a powerful factor
of individuality and uniqueness. Those effects
range from relatively simple embossing and
debossing to complex material simulations
such as the feel of luxury leather, wood or even
car tyre tracks.
“There are some key applications where you
can translate the physical qualities of the end
product to the printed page,” explains Marine
Kerivel-Brown. “So the connection you establish
with your targeted customer runs much deeper
than just sending them a pretty picture.”
Of course, touch isn’t the only sense that can
be engaged by print. A number of successful print
campaigns have used the power of smell and even
taste to increase awareness of their brands and
keep them in the memory for longer.
Brands have long been adding scented inks
to their ads, with Liberty Mutual using a new
car smell for their recent print ads to promote
car insurance, while FIAT, JetBlue, Volkswagen
and Fanta have all created edible ads made from
potato or rice starch.
“Print is always evolving and customers
are becoming more and more demanding and
sophisticated,” says Marine. “If print is to
continue to thrive, it has to go beyond just
colour and really create an experience for the
end recipient.”
—
For more information about Duplo’s
work in the area of sensory print, go to
www.duplointernational.com
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Mark Lawn, Director of Professional
Print Solutions at Canon Europe

In conversations with customers,
I regularly use their insight about
European forest growth to show
that there’s a sustainable and
controlled approach to paper
consumption.
Which Two Sides resources do
you use?
I often use Two Sides content as a
reference point in conversations
with industry stakeholders.
There’s always a copy of The Page
on my desk to refer to, as well
as their Fact Sheets. We benefit
most from the statistics and
proof points they provide and
it’s great that this information
is all accessible in one place for
easy reference.

“Two Sides
have their
finger on
the pulse”
mark lawn, Director
of Professional Print
Solutions at Canon
Europe explains what
the company gets out
of being a member of
Two Sides and why
he’s a big fan of the
Power of Print Seminar

How long have you been involved
with Two Sides?
I’ve been an advocate of Two Sides
for over 10 years and support
their mission to champion the
sustainability and value of print.
Canon were one of the first
companies to become members.
They’re raising awareness and
educating others, so it’s great
to work with such a visible and
vocal industry body.

How do they help the paper
industry?
They have their finger on the
pulse and provide valuable insight
based on in-depth industry
research. They motivate the
industry to get behind print,
accurately demonstrating how
it’s a sustainable medium. What
many people may not realise is
that paper is actually recycled
more than any other commodity.

Are people becoming more aware
of the sustainability of paper?
Our society is certainly becoming
more aware of paper as a
sustainable and manageable
resource – and the ability to
recycle paper is also important.
While many consumers are still
poorly informed and misled by
mainstream media, we’re making
progressive steps in the right
direction, and Two Sides is one of
the driving forces behind this. But
there’s no doubt that we still have
a long way to go.
What encouraged Canon to
partner with the Power of Print
annual seminar?
For me, the quality of the
speakers, discussion topics and
professionalism makes the annual
Power of Print seminar a mustattend event for anyone in the
industry. The event gives us the
opportunity to come together
as an industry – including print,
paper, publishing, packaging and
media – and foster the kind of
innovative ideas we need to drive
our industry forward.
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Magazine print
ads can now be
targeted
it’s been talked about for years, but finally
a consumer magazine has used online behaviour
to target an advert to individual subscribers.
Hearst Magazines tracked the clicks of
subscribers to Elle magazine and used the data
to personalise an advert for skincare company
StriVectin. The ad is directly addressed to the
magazine subscriber and features a brief message
from Elle alongside a picture of StriVectin
spokeswoman Lauren Hutton.
Using data, Hearst can now work out whether
a reader is considering a certain product, then
work with the product brand to deliver a targeted
advert in the next issue. Of course, this isn’t just
confined to beauty brands – it could potentially
be used for thousands of different brands in
many different sectors, from cars to holidays.
“A magazine like Car & Driver could
distinguish whether a reader should receive a
print ad for an SUV or a sedan, depending on that
reader’s behaviour online,” said Charles Wolrich,
Head of Hearst Data Studio.

BPIF RELEASE
NEW FACTS
AND FIGURES

UK
PRINTING
FACTS
& FIGURES
B R I T I S H P R I N T. C O M

£742 MILLION
POSITIVE
TRADE BALANCE
IN 2018

WORLD’S
FIFTH
LARGEST
PRODUCER
OF PRINTED
PRODUCTS

£14
BILLION
TURNOVER
£5.5 BILLION
GROSS VALUE
ADDED
£650
MILLION
P.A. CAPITAL
INVESTMENT

112,000
EMPLOYEES
8,000
COMPANIES

£3.3 BILLION
WAGES
CONTRIBUTION
TO THE UK
WORKFORCE

The British Print Industry
Federation (BPIF) have
released the latest
facts and figures
for the UK printing
industry, setting out
key information on the
industry’s structure
and productivity, as
well as details of its
effectiveness and
sustainability provided
by Two Sides.
With a turnover of
£14bn and employing
around 112,000 people
in 8,000 companies, the
UK is the fifth largest
producers of printed

If brands doubled their print
spend, they could unlock
£318m in potential profit
NEWSWORKS, 2019

materials in the world,
with print contributing
£742m to the UK’s
balance of trade in
2018. As a percentage of
turnover, print actually
adds more value to the
economy than most
other manufacturing
industries.
As well as providing
an overview of the UK
printing industry and
a handy guide to the
value of the medium,
the report is being used
to educate politicians,
parliamentarians and
public servants about
the vital role print plays
in today’s economy.
Copies have been sent
to all MPs and Lords.
—
For more information
and to download the
full report, go to
www.britishprint.com

EXPLODE
YOUR SENSES
Experience what this image can really feel like.
Contact us at TPsensorycoating@duplointernational.com
to request your free sample and find out more!
STAND OUT. EXCITE. UNCOVER NEW OPPORTUNITIES
WITH THE DUPLO DUSENSE SENSORY COATER.

www.duplointernational.com
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It’s a date! The latest events in the world of print, paper and packaging
PRIMA 2019
Prague, Czech Republic
17-18 September 2019
A leading paper, pulp and
packaging conference for half
a century, PRIMA combines an
award-winning programme
of speakers, seminars and
masterclasses, with keynotes,
panel discussions and networking
opportunities over two days.
With speakers from brands
and organisations such as
Smurfit Kappa, Nestlé, Natwest,
Sappi and Mondelēz International,
topics under discussion include
future-proofing, consumer
behaviour, legislative challenges
and sustainability.
www.prima-paper.com
SUSTAINABILITY AWARDS
Nürnberg, Germany
25 September 2019
Now into its fifth year, the
annual Sustainability Awards is
the largest, most prestigious
and acclaimed international
competition for sustainability
in packaging, recognising the
most outstanding advances made
by the packaging value chain
across six core categories.
Held at FachPack 2019
in Nürnberg, Germany, the
Sustainability Awards sets the
agenda on best practice and
turns the spotlight on the most
important areas of R&D, while
helping to separate greenwash
from the innovations that make
a genuine difference.
www.fachpack.de

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

THE PRINT SHOW
NEC, Birmingham
17-19 September 2019
spread across three
days, The Print Show
attracts almost 30,000
international print
professionals to learn about the latest developments in print
technology, plus pick up advice and solutions about exploring
new and different print markets. There are over 20 free business
seminars, providing insights into the latest thinking around new
materials and print and finishing technology, while celebrities
such as Chris Eubank, Ranulph Fiennes and Gregg Wallace
will also be popping by. What’s more, Two Sides will be there.
Drop by Stand P110 for a chat about our latest campaign work in
promoting the sustainability of print.

www.theprintshow.co.uk

PRINTWEEK AWARDS
Grosvenor House, London
21 October 2019
As a celebration of the print
industry, the PrintWeek Awards
attracts entries from all corners
of the industry, every company
and organisation across the
nation keen to showcase their
work over the past 12 months.
With a judging panel made
up of more than 20 leading print
buyers and experts with high
levels of expectation, winning a
PrintWeek Award is a challenging
but rewarding achievement –
the highest accolade in the UK
print industry. And if you haven’t
entered, the list of winners is a
fantastic snapshot of the UK print
industry and the high level of
innovation and talent within it.
www.printweekawards.com

UK PACKAGING AWARDS
Grosvenor House, London
7 November 2019
Organised by trade magazine
Packaging News, the UK Packaging
Awards is combined with the
Luxury Packaging Awards for a
single night of celebration for
the British packaging industry.
This year will be the 14th for the
UK Packaging Awards, which
attracts more than 300 entries
annually, split into 27 categories
from Packaging Company of the
Year to Innovation of the Year.
Meanwhile, the relatively young
Luxury Packaging Awards covers
the entire luxury sector, from
food and drinks to perfume
and cosmetics. If you’re in the
packaging business, don’t miss it .
https://awards.packagingnews.
co.uk/packagingawards2019

SUSPAC
Barcelona, Spain
12-14 November 2019
Sustainability in Packaging
Europe offers everyone involved
in the packaging industry a
unique opportunity to discover
the latest trends in the entire
supply chain, including design,
material innovation and recycling
and waste management. With
a line-up of speakers from
brands and organisations such
as H&M, Nike, Carrefour, Unilever,
Mars, and the Ellen MacArthur
Foundation, there’s plenty on offer
for the international packaging
executive, as well as full two days
of networking opportunities.
www.sustainability-inpackaging.com
INTERNATIONAL CONTENT
MARKETING AWARDS
Troxy, London
26 November 2019
As one of the leading awards for
content marketing in the world,
all eyes will be on the CMA Awards
for an insight into the print and
digital content that’s proving
most effective for brands. With
a mammoth 29 categories,
including Best Use of Print, the
CMAs attract over 500 entries
from agencies from all over the
world, creating an impressive
portfolio of the very best in
international content marketing
that proves the talent of the
industry and the effectiveness
of the medium.
www.the-cma.com/awards

Complete Print and Mailing Solutions
Pioneers in Eco Friendly Paper Wrapping
01726 891400
www.westcolour.co.uk
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The Power of Print Seminar
the power of print seminar has gone from strength to strength over the
past eight years, attracting more and more industry professionals to spend
5 NOVEMBER 2019
a day listening to leading experts and thought leaders in the fields of print,
LONDON
packaging, marketing, media, the environment and sustainability. And this
year is no different.
With the confirmed line-up of inspirational speakers below, there’s a broad range of expertise and
insight on offer, as well as plenty of opportunities to network with your fellow print and marketing
industry professionals. In the evening, there will be a drinks reception and three-course dinner, with
Ted Young, Editor of the Metro confirmed as after-dinner speaker.
—
The 2019 Power of Print Seminar will be held at Stationers’ Hall, London, on Tuesday 5 November.
To book your place, go to www.powerofprint.info

If you are a member
of Two Sides or the
BPIF, you are entitled
to a 20% discount on
all ticket types. Add
the discount code
POP19TSMEMBER or
POP19BPIFMEMBER
when checking out.

The Speakers
“The quality of the speakers,
discussion topics and
professionalism makes
the annual Two Sides Power
of Print seminar a mustattend event for anyone
in the industry”
Mark Lawn, Director
of Professional Print
Solutions, Canon

Print and Paper
have a great
environmental
story to tell

RORY SUTHERLAND, Vice Chairman
of Ogilvy UK
The advertising legend and
behavioural science specialist
will explain why print is more
trustworthy than pixels, giving an
exclusive insight into the ways the
print industry can take advantage
of paper’s high trust value.
NICK VALE, Worldwide Head of
Creative Strategy, Wavemaker
Leading the Creative Strategy
division at WPP media agency
Wavemaker, Nick Vale is
responsible for some of the
agency’s best thinkers. His talk
will examine the state of the
communications business and
what we should be doing to
ensure it remains relevant and
valuable to consumers.

www.twosides.info

After-Dinner Speaker
TED YOUNG
Editor, Metro
The charming and charismatic
Ted Young will entertain those
booked for the three-course
dinner after the seminar, talking
about being Editor of the Metro,
as well as his time as Editor of
MailOnline and New York Daily
News Online, as well as his first
job at the Harrow Observer.

EDWIN GOFFARD, COO, Smurfit
Kappa Corrugated Europe
Edwin Goffard has a vast amount
of experience in the packaging
industry and will present Smurfit
Kappa’s new sustainability
initiative, Better Planet Packaging.
The initiative aims to reduce
waste by creating sustainable
packaging solutions.
JODIE GINSBERG, CEO, Index On
Censorship
As the CEO of Index on Censorship,
an international organisation
that campaigns for free speech,

Jodie Ginsberg will talk about the
need to defend “a free, vibrant,
independent and troublesome
media”, as well as the crucial role
that print has in an increasingly
digital world.
MARK MASLIN, Professor of
Climatology, UCL
Mark Maslin, a leading climate
change expert, will explain the
fundamental facts about climate
change, including the reasons
why governments are starting to
take real action, how businesses
can respond to the challenges
and opportunities, and how
climate change will affect our
daily lives.
JUAN SEÑOR, President
INNOVATION Media Consulting
Juan Señor is an international
media consultant, advising media
companies and news operations
on how to stay in touch with their
audiences. At the seminar he will
focus on newspapers and what
the future holds for them, as well
as the reasons why fake news is
actually saving journalism.
RACHEL ALDIGHIERI, Managing
Director, DMA
As the MD of the Data & Marketing
Association, Rachel Aldighieri
has a key insight into customer
engagement, and will use this in
her presentation on finding ways

to engage consumers. She will
also discuss how brands can use
the creativity and tactility that
print offers.
CHARLES JARROLD
CEO, BPIF
The Chief Executive of the
British Print Industry Federation
will open the seminar with an
overview of the printing industry,
exploring how companies are
safeguarding the relevance of
print and how they are reacting
to current economic, political and
technological changes.
RYAN BATTLES AND ZOË FRANCIS-COX,
Archant Dialogue
Ryan and Zoë will talk about why
print has remained the most
valuable marketing platform
for the legendary motorbike
brand Harley-Davidson and its
HOG community of riders. Having
worked with Harley-Davidson
for over 12 years, Ryan and Zoë
will share their story of creating
effective print strategies for
today’s customers.
LAUREN SUTTON AND CARL KIRBY,
Waitrose
Under the title, ‘Zagging While
Others Zag’, Lauren and Carl will
explain why the printed message
has the power to be most
powerful, disruptive and digitally
integrated marketing channel.
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01_SUCK IT AND SEE
To increase awareness about
sustainable drinking straws,
Brazilian soft drink brand Guaraná
Antarctica created a series of
posters that not only highlighted
the environmental dangers of
using plastic straws, but offered
an alternative within the ad itself.
Using illustrations depicting
native Brazilian animals such as
the pirarucu fish and toucan, the
ad invites readers to create their
own paper straws by detaching a
strip of paper and rolling it around
a pen. Made from non-toxic and
biodegradable material, each
ad can produce 12 to 14 straws
– more than enough for a day on
the beach or at the carnival.

03_THE BIG REVEAL
The Metro recently invited
readers to rub their hands all
over the newspaper to reveal
clues about Ed Sheeran’s new
album. Ten thousand copies of
the free publication featured an
innovative thermowrap cover
whose ink disappeared when
rubbed by a warm hand.
“With the youngest audience of all
the national print titles, we are the
perfect collaborator for Ed,” said
Grant Woodthorpe at Mail Metro
Media. “We are also continuing our
mission to push boundaries with
creative print solutions.”

Fresh thinking
From an ad with that new-car smell to a build-your-own
straw poster, we bring you the most creative uses of print
from the past few months

P R I N T P O W E R _15

04_COFFEE CUP CARDS
The latest development in the
recycling of disposable coffee
cups is not making more coffee
cups, but transforming them into
greetings cards. Specialist paper
manufacturer and recycling
experts James Cropper have
partnered with Hallmark to
create a range of cards made
entirely from used coffee cups.
“Transforming a morning latte
into a beautifully designed
and positive sentiment really
captures the spirit of CupCycling,”
said Steve Adams, Managing
Director at James Cropper. “A
second life for coffee cups can
often be more compelling and
longer-lasting than its first.”

03_PITCHSIDE PRINT
One of Europe’s biggest gambling companies has put
a large bet on print with the launch of a brand new
sports magazine. Paddy Power, the Irish bookmaker, has
unveiled its free football title, Pitch Invader, a 48-page
publication featuring interviews and content designed
to give its 1.2m readers the knowledge to make
informed bets for the start of the new football season.
“You can do incredible things in print,” says Paul Mallon,
Head of Major Brand Activations at Paddy Power.

05_FRESH OFF THE FORECOURT
Most people say that the best thing about buying
a new car is that new-car smell, so insurance
company Liberty Mutual decided to use that in their
latest print ad. With just a few drops of scent and a
peelable ﬂap, they turned a functional newspaper
ad for car insurance into a sensory delight, inviting
readers to breathe in the unique aroma. Of course, it
helps that smell is the sense most closely connected
with memory formation.
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