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91 minutes 60%
The average amount of time someone spends with a
print newspaper on a Sunday P03

84%

The percentage of office workers
that use paper to increase their
productivity P03

16,433 tonnes

The amount of mail that’s
opened and read P04

81%

The percentage drop in the amount
of minutes readers spent with the
New Musical Express when it went
from print to online P11

The issue in
numbers

The weight of
carbon added to
the atmosphere
by unnecessary
emails such as
“Thanks” P13

72%

The percentage
of people that are
unaware of the
carbon footprint
associated with
email P13

10 million
The amount of people that saw the Two Sides Love Paper adverts in one day P06

1,800
The amount of exhibitors expected
at this year’s drupa conference P12
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The percentage increase in ROI
finance brands would achieve if
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Time spent with print
newsbrands goes up
The latest IPA Touchpoints data has shown
that despite mobile being the most popular
way of accessing newspapers, people spend
the most amount of time with the print
version. While readers spend an average of
55 minutes per day reading a newspaper on a
tablet and 56 minutes on a smartphone, they
now spend an impressive one hour and 11
minutes with the print version.
The IPA Touchpoints study offers agencies,
media owners and advertisers a unique
insight into how people in the UK use media,
creating a 360-degree view of their daily
lives. The study also found that the amount
of time people spend with their Sunday print
newspapers is increasing – up 5% from last
year to one hour and 31 minutes.
—
For more information on the latest IPA Touchpoints
study, go to www.ipa.co.uk/knowledge/touchpoints

Two Sides would like to
give a warm welcome
to these new members...
• BISON
• Blake Envelopes Ltd
• Fine Print Services Ltd
• Johnston Mailing Ltd
• KJS Print to Mail
Services Ltd
• Macpro Design &
Print Ltd
• Metro Commercial
Printing Ltd
• Penstripe
• Printing Plus
• Stormpress
• The Specialist Works
• Papier

“People have
a ‘magazine
moment’, at
home, touching
the paper”
IKEA Group Catalogue
Leader Tanja Dolphin

Choose paper for peak productivity
A new survey has revealed that
60% of office workers turn to
paper for peak productivity. The
inaugural Workplace Productivity
Report found that workers need
a strong balance of analogue and
digital for focus and productivity
in the modern office.
The Paper and Packaging Board
questioned 1,000 office workers
about their workplace habits and
preferences, and over half feel
that screen overload is making
them less productive. As an
antidote to screen overload, 60%
specifically use paper to make
themselves more productive

and 96% prefer to work with paper
rather than a digital version of
the same information.
“There’s no question that
digital tools have in many ways
made the workplace more
efficient,” says productivity expert
Holland Haiis. “But we’re much
more likely to retain information
if we annotate a hard copy, and
taking a notebook to meetings
rather than a device helps us
actually connect to coworkers
and solve problems more rapidly.”
—
For more information, go to
https://bit.ly/2QHkAH9
Sponsored by

SPONSORED BY
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The Power of Print
Now in its ninth year, the annual Power of
Print seminar gathered a mix of experts
and industry leaders from the worlds of
advertising, marketing, publishing, packaging
and the environment to provide a broad view
of the print and paper industry, and its many
advantages in marketing and sustainability.
Early in the day it was Rory Sutherland who
put it most simply: “Spending money on print
makes sense.” The Vice Chairman of Ogilvy UK,
author and all-round advertising guru, spent
20 entertaining minutes prowling the stage
explaining why brands should put more of their
marketing budgets into print because it offers
a tangible, human experience – a view that was
echoed by a number of the speakers at the
2019 Power of Print seminar.
If there was one unifying theme to come
out of the event, it was print’s ability to offer
trust, credibility and valuable engagement for
readers and customers.

MORE TRUST FOR BRANDS

The value of print for brands
was underlined by Ryan Battles
and Zoe Cox of content agency
Archant Dialogue, who create
and publish HOG magazine for
the iconic motorcycle brand
Harley-Davidson. The print
publication is consistently rated
as one of the top benefits of being
a member of the Harley Owners
Group, and Ryan and Zoe explained
how they engage this loyal but
demanding audience.
Later, Lauren Sutton and
Carl Kirby from Waitrose took a
deep dive into the stats around
the performance of print when
compared to digital channels.
Using a series of studies, they
explained how people are
spending more time with print,
despite the drop in brand
investment, why it’s more trusted
than digital channels, and how it
delivers more recall and response
than its digital equivalent.

THE MEANINGFUL MEDIUM

From an advertiser’s viewpoint,
print offers a brand something
that digital cannot: meaningful
engagement. Nick Vale, Worldwide
Head of Creative Strategy
at Wavemaker, described a
customer’s interaction with print
as having ‘Moments with meaning’,
compared to the ‘Micro moments’
they have with digital media.
While micro-moments have the
advantage of being measurable
and monetised, moments
with meaning provide greater
engagement, higher quality
content and a shared experience,
ultimately leading to greater
brand success.

84%

The amount of mail
that’s opened and read
JICMAIL, 2018

REUSE AND RECYCLE

While print’s advantages in the
marketing arena were a key
area for the day’s speakers, the
environment also dominated the
conversations. At the same time
as torrential rain was causing
severe floods around the north
of England, Professor Mark Maslin
provided both the science and the
statistics around the increasing
threat of climate change.
A Professor of Climatology
at University College London,
Professor Maslin outlined why
an increase in flash floods,
heatwaves and cold snaps is a
direct consequence of global
carbon emissions. His solution?
Reuse and recycle. And get an
electric car.
—
One for the diary: the date and
venue for the 2020 Power of Print
seminar have been confirmed
as Tuesday 3 November at
Stationers’ Hall, London.

“Print defines
our civilisation
more than
anything else
I can imagine”
STEPHEN FRY
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How can the world reduce its
carbon emissions?
The first thing is that
governments need to empower
both individuals and companies
to become carbon neutral as
quickly as possible, either
through subsidies or support.
Individuals also have a massive
role because firstly, they
can demand that companies
operate in a particular way.
The work that we’ve done
shows that the size of the global
green economy is over $8tr per
year. That’s a huge incentive
for companies to take on the
green economy.
Secondly, if you can gently
incentivise people to do
something then they always
will. For example, if you made
electric cars slightly cheaper
than petrol or diesel cars then
people would buy them. If
you made sure that vegetablebased foods were cheaper in
the supermarkets then people
would happily move away from
processed meats. It’s about
gently pushing it.
What’s your view on the
sustainability of print
and paper?
Paper and cardboard are
essential in our sustainable
system. This is because when
you look at the production of
wood pulp, you can see that
the companies that produce
paper have to look after their
resource, which of course is
trees. Therefore, however many
trees you cut down, you plant
the same amount. So there’s a
real incentive to be sustainable,

“Paper and cardboard
are essential in our
sustainable system”
professor mark maslin, one
of the world’s leading experts in
global warming, explains the crucial
role paper will play in mitigating
climate change
otherwise you run out of your
major source of raw material.
How can the print industry
play a larger role in helping
the environment?
There needs to be more
education about the positivity
of paper and cardboard, and
the industry needs to talk
more about the issues with
energy use, recycling and
using the right materials. At
an instinctive level, people
understand that paper is a
sustainable resource. It’s just
that you get these silly emails

that say, ‘Don’t print. Save
the planet.’ And I’m thinking,
‘OK, but that email – how is
it stored? Where is it stored?
How long is it going to be stored
for? How much carbon is that
using?’. That’s something
that I’m going to have to
get a student to do a study
on, working out the carbon
footprint of an email.
Have you seen many studies
about digital carbon use?
Yes, there was a study earlier
this year, and the headline
was that online pornography

generates the same carbon
footprint as Belgium. Online
pornography is about a third
of the social media, video and
online carbon footprint. So
our obsession with Facebook,
Twitter, all that, is three times
the amount of emissions from
the whole of Belgium.
I’m looking at my Outlook
account now and I’ve deleted
around 33,000 emails, with
another 17,000 that were in
my junk folder, but they’re
still stored somewhere. And
that’s just me. That’s 50,000
per person, and when you
start multiplying that up by
the amount of people that use
email then that’s a ridiculous
amount of energy required to
store them.
What can people do to help
the climate?
The most important thing is
to talk about it. We are facing
the greatest challenge that
humanity has ever faced, but
it’s a taboo subject. We don’t
want to talk about it, which is
wrong. One of the big problems
is that climate change has
been politicised, as in it’s
seen as either left wing or an
environmental issue, when
actually, there are solutions
across the political spectrum.
It’s about talking about it to
everybody and trying to break
down that view that if you
feel it’s against your politics
then you should deny it. Your
reaction should be: ‘This is
a real issue, how does my
political viewpoint tell me
to deal with it?’.

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.
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Love Paper campaign update
the two sides love paper
campaign is going from
strength to strength, achieving
huge coverage across Britain’s
largest circulation newspapers.
Thanks to the support of
newspapers including
The Times, Metro, Evening
Standard, Daily Mail and
Daily Mirror, as well as many
consumer magazine publishers,
the Love Paper adverts can
reach over 10 million UK
readers every month.
Launched in September
2019, the campaign promotes
the sustainable and attractive
attributes of print, paper and
paper packaging, providing
consumers all around the world
with facts and information
about print, from its impressive
environmental credentials to its
key role in the creative process.
As well as a series of print
ads, the campaign includes a
brand new website, fact sheets,
animated video and a range
of online and social tools to
spread the word about the
effectiveness and sustainability
of print.

ThePage_pp06-07_su.indd 2

FACT CHECK
• European forests provide 90% of the
wood fibre used by the European pulp
and paper industry, and have grown
by an area the size of Switzerland in
just 10 years.
• In 2018, the European recycling rate
for paper was 72%. The paper industry
is now seeking to make another leap
forward by reaching the elevated rate
of 74% by 2020.
• The European pulp and paper industry
is the biggest single user and producer
of renewable energy in Europe.
60% of European pulp and paper mills’
energy consumption comes from
renewable sources.
• Worldwide, total emissions generated
by emails is estimated to be 300 million
tonnes of CO2 a year. That’s equivalent to
the annual emissions of 63 million cars.
• 28% of people feel they are suffering
from a ‘digital overload’, with a clear
preference to enjoy the offline world.
69% say print is the most enjoyable way
to read books, 61% prefer magazines in
print and 54% love to read news in print.

“Never has there been such widespread attention
on the environmental credentials of the products
and materials we use,” says Greg Selfe, Country
Manager for Two Sides UK. “The plastics debate
has fuelled a seismic shift in both public and
business attitudes towards sustainability. This
debate has led more people to appreciate that
paper can be an environmentally sound choice
for reading materials, communications and
packaging solutions, but there is still a significant
underestimation of just how sustainable paper
and paper packaging is.”
Not only does Love Paper have plenty of
support from the print, paper and packaging
industry, a number of national publishers have
also put their weight behind the campaign.
“Our industry and suppliers are very focused
on environmental
sustainability and we are
achieving a high degree
of success,” says Neil
Jagger, Chief Operating
Officer of Reach PLC, the
UK’s largest newspaper
publisher. “By supporting
Love Paper, we are
helping to educate our
readers that paper is an
environmentally sound
choice for reading.”

“Over 10
million
readers
saw the
Love Paper
advert in
one day”
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Fact sheet

Love Paper campaign resources
the love paper campaign is supported by a huge range of
resources, from a content-rich website to a fascinating video
and information-packed fact sheet. Each resource makes a vital
contribution to the campaign’s overall aim of promoting the
sustainability and attractiveness of print, and are all available
to Two Sides members keen to promote print and educate their
members or customers about its environmental credentials.

Brand new website

PAPER LOVES TREES
European forests, which provide wood for making paper,
paper packaging and many other products,
have been growing by 1,500 football pitches every day!

Discover the story of paper
www.lovepaper.org
Source: Forest and Agricultural Organisation of the United Nations (FAO), 2005 - 2015
European Forests: EU28 + Norway and Switzerland

LOVE

PAPER

The lovepaper.org website
provides a deep dive into the
world of paper, including a series
of facts about its production, its
use and high recycling rate, as
well as a range of features that
provide plenty of advice and
inspiration about paper and card.
The website is also the place to
sign up to the exclusive Love
Paper newsletter to receive the
latest news and articles about
print and paper.

Print ads

There are a series of print ads
that have already run in the UK’s
biggest daily newspapers, as well
as a number of Italian and Austrian
publications. Each ad contains a
compelling fact about paper and
is designed to grab the attention
and get readers thinking about
this unique medium.

The new Love Paper fact sheet
contains a huge number of stats
and information about the paper
industry, from the staggering
amount of trees it plants every
year to just how much people
love to read print. Created to offer
people clarity about the world of
paper, it very quickly dispels many
of the myths around the paper
and print industry.

Video

Step inside a beautiful paper
world and watch the life of paper
unfold. The new Love Paper
animation is the first of a series
of fascinating new videos which
will explore a number of key
topics surrounding paper.

Love Paper mark

The Love Paper logo is also a mark
that demonstrates a company’s
dedication to paper, its qualities
and their commitment to
sustainability. The campaign aims
to get the mark on as many paper
and card products as possible,
spreading the word about one of
the world’s most environmentally
friendly mediums. Already, a
number of well-known brands,
such as high street lifestyle
store Oliver Bonas and creative
stationery company Papier,
have been using the Love Paper
mark on their printed and digital
communications, with more
expected to follow this year.
—
For more information, call
+44 (0)1327 262 920 or email
hello@lovepaper.org

PRINTERS

...to us, it’s more than just print!
As one of ten carbon balanced publication printers in the UK, Healeys are now committed
to offsetting clients total print production. Our attention to detail and pursuit of perfection
remain a constant intention. Contact us to discuss your next carbon balanced project.
healeys-printers.co.uk

ThePage_pp06-07_su.indd 3

17/01/2020 11:53

0 8_T H E Y E A R A H E A D I N P R I N T

“2020 looks positive for
the print industry, but
you have to generate
your own success”
Simon Pilkington,
Director, Fedrigoni UK
after a decade of
significant falls in mail
volumes in the UK, it’s often
said that letters are no longer
important. I completely
disagree. It’s inherent on
us all to make the case for
paper bills and statements,
to fight greenwash and to
challenge service providers
and government departments
who want to put everything
online. We are all consumers,
we all have family, friends,
colleagues… If we actively use
our networks and pull together
in the same direction, 2020
could be a turning point. The
future is in our hands. If we
sit idly by we will have nobody
but ourselves to blame.”
-David Gold
Director of Public Affairs &
Policy, Royal Mail Group

it must be 20 years now
since I was first asked about
the future of print. My answer
now is the same as it was back
then. Namely that so long as we
keep innovating and investing,
then we will be just fine. Will
printed magazines increase
their sales across the board?
Probably not. Will quite a lot of
people still want to read printed
magazines? Of course they will.
And will printed magazines still
be here long after we have all
gone? Absolutely.”
-Barry McIlheney
CEO of the Professional
Publishers Association (PPA)
and former Editor of Smash
Hits and Empire

i would say that 2020
looks positive for the
print industry, but you have
to generate your own success.
You’ve got to search out your
opportunities, decide the
markets you want to go for and
seek the opportunities that
exist within them. You need to
bring new ideas and products
into your range and be creative.
As an industry we’ve also got
to grasp that feeling that print
media is more trusted than
digital. We have to be creative
with our customers and sell
ideas that enhance the message
about the trust factor and how
they need the right materials
to enhance their products to
help them sell more. I’m very
positive about print’s future.”
-Simon Pilkington
Director, Fedrigoni UK

last year saw intense
media scrutiny on
sustainability and, in particular,
climate change and carbon
reduction. You can be sure that
2020 will see an increasing
focus on the circular economy,
with businesses looking at
their supply chains to deliver
innovative and sustainable
solutions. Since paper and
paper packaging are made
from natural and renewable
materials, they are very simple
solutions for organisations
to reduce their impacts.
Using research, facts and
information developed by
Two Sides, our industry is well
placed to explain the benefits
and opportunities for our
sustainable products.”
-Jonathan Tame
Managing Director, Two Sides

2020 vis
We discover what’s in store for the print and paper industry as we enter
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“Print is returning to be
the hook that engages
and drives people
to make purchasing
decisions”
Martyn Train,
Managing Director,
Duplo UK
2019 has been an
‘interesting’ year. Political
uncertainty cast a greater
shadow over the business
community than usual and it
affected decision-making. 2020
promises to be different. We
can look forward to drupa with
real excitement – it’s a festival
of what’s great about our sector
and an opportunity to take
stock and think about strategies
for the future. On the political
front, we now know where
we’re going, although how and
when we will get there needs to
be clarified. It’s crucial that UK
business makes its voice heard
so that the right balances are
struck. Whatever the outcome,
I have zero doubt that this huge
and adaptable industry will
continue to thrive.”
-Charles Jarrold
Chief Executive, BPIF

digital colour print
will continue to grow in
the coming 12 months as new
and diverse applications evolve
with volumes migrating from
offset to digital. This is being
driven by the immediacy and
flexibility offered by print-ondemand and the opportunity
to maximise operational
efficiencies provided by
increasingly automated
end-to-end print workflows.
Digital fatigue isn’t slowing
either. Physical direct mail has
around three times the open
rate of email and is more likely
to be revisited once opened.
Advanced personalisation
capabilities of direct mail will
see an increased use of this
high-margin application.”
-Mark Lawn
Director of Professional Print
Solutions, Canon Europe

i’ve no doubt the future
is positive and that the year
ahead is going to be an exciting
one. We are in unpredictable
times, yes, but these periods
can be absolutely the perfect
time to really push the
envelope and get yourselves
out in front of the competition.
Automation, quality,
precision and the versatility
of our finishing solutions will
continue to increase client
flexibility to add more value
to customer projects, in both
the litho and digital arenas
alike. With drupa mid next
year, I’m sure it will act as
an accelerant for dramatic
and optimistic changes in
the industry, coupled with
a surge of initiatives from
the IPIA, PICON, Two Sides
and the BPIF driving up the
visibility and application of
printed products. Across the
board, print is returning to
be the hook that engages and
even drives people to make
purchasing decisions – superb
to see! Whether for blue-chip
corporates, boutique agencies,
even internet start-ups, all
have realised the value of the
printed product and how it
engages the consumer.”
-Martyn Train
Managing Director, Duplo UK

sion

as we enter 2020, we
have the spectre of the
next raft of regulatory change
coming around, which is the
e-Privacy Directive. This is a
piece of specialist law directed
at the digital marketing world,
and it’s something that will
finally level the playing field
for direct mail. Listening to the
noises coming out of the ICO
[Information Commissioner’s
Office], it’s going to mean
tighter regulation for the tech
giants, who are already making
noises about how they’re
concerned about programmatic
re-targeting and real-time
bidding, all of those things that
are currently the darlings of
marketing departments.
So in the future, digital
marketing will be harder
and more expensive to do, and
with that pendulum swing
there’s clearly an opportunity
for channels such as doordrop
and partially addressed mail.
So I’m very buoyant for the
future on the back of those
two products and their
ability to deliver scale and
performance in a transparent
way. I think 2020 could be a
very good year for the mail
and doordrop industry.”
-Mark Davies
Managing Director, Whistl

enter a new decade from our leading panel of experts and senior figures
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peter clark, Head
of Print Solutions at
The Specialist Works,
a leading independent
media agency, explains
why they decided to
join Two Sides and
what they get out of
being a member

“Two Sides bring
people together,
showing the true
value of print”
What made you decide to join
Two Sides?
First and foremost, we care!
Sustainability is one of the most
important questions being asked,
and was the main driving force
to why I got in touch with Two
Sides. We have questions every
week from our clients about their
concerns for the environmental
impact of inserts and other
print marketing, such as, ‘What
inks are you using, what waste
management system do you have,
how is your equipment powered?’
So, with Two Sides’ help, we were
empowered to rigorously valuate
the green credentials of ourselves
and our supplier base. With that
task now complete, we are now

ThePage_pp10-11_su.indd 2

able to take our clients on the
journey of paper, from responsible
forestry to the hands of the
consumer, highlighting the green
attributes of each stop on the way.
What impact has this new
environmental concern had
on your business?
Our clients are future-facing
e-commerce and direct-toconsumer brands, such as Hello
Fresh, Ocado and AO.com. We
are therefore seeing a growing
demand of concern towards
the environmental aspects of
print. Two of our clients recently
moved their print spend to digital
platforms overnight, regardless
of the higher yield they were

seeing from our print strategy.
It’s only when you dig a little
deeper do you realise that the
people making those decisions
have done so on misconception
and misconception alone.
The resources that have been
provided from Two Sides have
enabled us to break down these
barriers and convince those
clients to re-engage and fall back
in love with print.
Do you see sustainability
becoming more important over
the next few years?
Absolutely. This is something that’s
going to continue to grow, and
if printers don’t try to address
this then you’ll see them getting
lost. We understand that some
customers are really keen and
want to know how print can be
included to help them meet their
environmental objectives and
communicating their corporate
responsibility. This is something
that we will be addressing with
our TSW Green campaign this
year, providing customers with
a greener print solution.

How can the print industry help
itself to be more successful?
I think a lot of it will depend on
how well we champion print. We
have so much talent and capable
people throughout the supply
chain, and I believe it will be the
partnerships we build within
the print industry that will secure
its future. What Two Sides do to
bring people together, they’re
showing the true value of print
and dispel the misconceptions.
And the more we shout about
print and get behind it, the better
it is for the industry.
How important is the public’s
perception of print?
It’s paramount, especially in
today’s climate as so many people
don’t know the facts. Whether
you’re a printer, print manager
or an advertising agency, it’s our
responsibility to teach people
about the effectiveness and
sustainability of printed media.
Two Sides do excellent work in this
area, but we would all benefit from
having a wider voice if more in the
industry were to shout about it.

17/01/2020 12:10
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Lose print. Lose readers
a new study has revealed the impact on
readership engagement when a print magazine
goes online – and it’s not good. Using examples
such as The Independent, researchers found
that engagement dropped by up to 81% in the
12 months following the newspaper’s move from
print to digital-only, with the number of minutes
readers spending with the New Musical Express
crashing from 424 million to 117 million when it
went exclusively online.
Using data from Comscore and the Publishers
Audience Measurement Company (PAMCo),
the study found that while the NME’s net weekly
and monthly readership grew in the year after
the print magazine was axed, actual time spent
reading its content decreased from an average of

ADD A LITTLE, GET A LOT

Magnetic, the UK marketing
agency for consumer magazine
media, has launched a new study
that concludes that for brands to
optimise their campaign profits
requires a budget investment
of just 5% in magazines. This
would take the levels of printed
magazine investment back to
those of 2015.
With the title ‘Attention Pays:
Optimising for Profit’, the research
concentrated on the beauty and
finance sectors, which would both
benefit from increased spend
on magazine advertising. While
the beauty industry is already a

ThePage_pp10-11_su.indd 3

half an hour a week with the print issue to three
minutes a month online.
“When a publication goes online, proprietors
cite shrinking print reach and growth in online
users as part of the justification,” explained one
of the report’s authors Neil Thurman to Mediaite.
“But what such readership numbers don’t show
is how print engages readers, engendering
regular and deep reading. The danger is that
when publications quit print we’ll see large
reductions in the time spent consuming quality
news, which could have profound consequences
for society.”
—
To read the ‘Effects of a Magazine’s Move to
Online-only’ report, go to https://bit.ly/2OIm3vC

significant investor in magazine
ads, a 5% re-deployment of media
funds into magazines would result
in a whopping 164% improvement
in campaign profit ROI.
Meanwhile, only 22% of
finance brands currently invest
in magazine advertising. But just
by spending some money on the
channel would see an average of
32% improvement in campaign
“To hold something in your
profit ROI, while a 6% optimum
hands that is physical, has a
level of investment would result
certain importance, will give
in an ROI increase of 68%.
it a flavour and extra touch”
—
Nats Sijanta, Global
For more information, go to
Marketing Communications
www.magnetic.media/insight/
Director, Mercedes-Benz
attention-pays

WPP ADVISES CLIENTS TO
RECONSIDER PRINT

One of the largest advertising
groups in the world has urged its
clients to seriously reconsider
print as a key part of their
campaign strategies. A new
report from WPP’s GroupM unit
has concluded that print offers
“niches with opportunities for
long-term growth.”
The comments were written
by GroupM Business Intelligence
Global President Brian Wieser
as part of a report titled ‘Media
Beyond TV and Digital’, which was
posted on the GroupM website.
While the ad industry’s growth
seems to concentrate solely
on TV and digital, Wieser states
that “other media may offer
real benefits and maintain the
potential for faster growth in the
future than in the recent past.”
“All marketers should regularly
assess opportunities to use media
beyond television and pure-play
digital in their campaigns,” he
says. “Just because a medium is
growing fast, slow or declining
does not mean it cannot be
impactful for a marketer now
or in the future. What matters is
whether or not the media owner
is investing in opportunities to
connect with audiences.”
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It’s a date!

THE LATEST EVENTS IN
THE WORLD OF PRINT,
PAPER AND PACKAGING

VMC 2020
Rose Bowl, Leeds
7 April 2020
now in its seventh year, the Visual Media Conference (VMC)
is a free one-day event that provides a vivid insight into the
effectiveness of digital technology in marketing and communication,
from the brand to the consumer.
This year, the theme is ‘Fake It or Make It’, with the conference
addressing the topics of fake news, the abuse of data, Google
Stats, fake followers and greenwash, as well as trustworthiness
and authenticity. With speakers from Two Sides, HP, Coca-Cola,
Intergraf, Communisis and drupa, the conference promises a
rewarding blend of knowledge, information and insight.
www.visualmediaconference.com

REMADAYS 2020
PTAK Warsaw Expo, Poland
12-14 February 2020
This international advertising and
printing fair is the fifth biggest
exhibition event in the world
and the second in Europe, with
over 800 exhibitors and 20,000
visitors. Since the first RemaDays
in 2005, the event has expanded
every year and now includes a
huge amount of content in the
areas of POS and display, as well
as packaging and textiles. With
over 35,000sqm of floor space and
suppliers from all over the world,
this could provide a welcome
business boost for 2020.
www.remadays.com
PACKAGING INNOVATIONS
NEC, Birmingham
26-27 February 2020
Billed as ‘The future of branded
and inspirational packaging’,
the 2020 Packaging Innovations
conference highlights the
latest trends, innovations
and technologies in the world
of primary and secondary
packaging. As well as the
packaging industry’s leading
suppliers, the event offers a
series of case studies and panel
discussions tackling the latest
developments in the industry.
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This co-located event also
includes Ecopack, Contract Pack
& Fulfilment, Empack, Label & Print
and Industrial Pack.
www.packagingbirmingham.com
FESPA 2020
Madrid, Spain
24-27 March 2020
Europe’s largest international
speciality print exhibition attracts
over 1,800 print professionals to
its mix of suppliers, speakers and
experts for four days of debates
and deals. Co-located with the
European Sign Expo, FESPA has a
wealth of wide format, digital,
screen and textile print and
signage technology to provide
everything the forward-thinking
printer needs.
www.fespaglobalprintexpo.com
PPA FESTIVAL 2020
Tobacco Dock, London
30 April 2020
The annual gathering of the UK’s
magazine industry always delivers
a fascinating look at the latest
developments in media. Discover
how the world’s biggest magazine
brands are delivering success and
innovation through multi-platform
content, with presentations from
the industry’s leading experts.
www.ppafestival.co.uk

DRUPA
Messe Düsseldorf, Germany
16-26 June 2020
As the world’s leading trade
event for the print industry,
drupa is simply huge. The figures
alone are staggering: 1,800
exhibitors from more than
50 nations, the entire city of
Düsseldorf transformed into
‘drupacity’ for the eleven-day
extravaganza. This year, drupa
will focus on new technology
and thinking, dedicating a large
area of the conference space
to the future of the industry
and new innovations. “It has
become very apparent in recent
years that the appeal of print
products is growing as the
technology steadily advances,”
says Sabine Geldermann, Director
of drupa. “Print is conquering
new dimensions with haptic
elements, innovative materials
and finishing techniques that
engage the senses in previously
unknown ways for an entirely
new experience.”
www.drupa.com

PRINT WITH PRIDE OPEN DAY
Oxford, UK
16 July 2020
Following a series of similar
Open Days in 2019, a number
of print companies are joining
forces to celebrate the medium
and demonstrate the latest
developments and technologies
in all areas of the print industry.
Vpress, Antalis, Ashgate
Automation and Smart Print
have partnered up to promote
the benefits of print, as well as
share their enthusiasm and
appreciation of the medium,
by giving business owners and
the print-curious hands-on
demonstrations and a tour of a
modern print company. Watch
out for other events throughout
the year.
www.printwithpride.com
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The carbon footprint of emails
Discover the hidden environmental cost of digital communication
new research commissioned
by energy company OVO
has revealed that sending
and receiving emails has
a huge carbon footprint,
with unnecessary emails
contributing to a carbon output
of over 16,433 tonnes. This
phenomenal amount of carbon
could be reduced simply by
each adult sending one less
‘unactionable’ email per day.
The study found that almost
three quarters (72%) of the
UK are completely unaware
of the carbon footprint
associated with email, with
49% of Britons confessing to
sending unnecessary emails
to a colleague or friend within
talking distance every single
day. Sending just one less
email a day would reduce our
collective carbon output by the
equivalent of 81,152 ﬂights to
Madrid or taking 3,334 diesel
cars off the road.

BRAND NEW CAMPAIGN
FIGHTS FOR PAPER RECEIPTS

With retailers around the world
increasingly trying to persuade
their customers to accept digital
receipts, a global campaign
has been launched to advocate
the rights of the consumer
to continue to receive paper
receipts. The campaign, titled
‘Choose Paper’, is backed by
independent research which

TOP TEN
MOST
UNNECCESSARY
EMAILS

• Thank you
• Thanks
• Have a good weekend
• Received
• Appreciated
• Have a good evening
• Did you get/see this?
• Cheers
• You too
• LOL

“Whilst the carbon footprint
of an email isn’t huge, it’s a
great illustration of the broader
principle that cutting the
waste out of our lives is good
for our wellbeing and good
for the environment,” says
Mike Berners-Lee, author,
researcher and brother of Tim,
inventor of the World Wide
Web. “Every time we take a
small step towards changing
our behaviour, be that sending
fewer emails or carrying a
reusable coffee cup, we need
to treat it as a reminder to
ourselves and others that we
care even more about the really
big carbon decisions.”

72%

of the UK are unaware
of the carbon footprint
associated with email

reveals that the majority of
consumers prefer paper receipts
over digital. The global study
found that 69% of UK consumers
prefer paper receipts, with 76%
believing paper receipts are
more practical for returning
goods (Toluna, 2019).
“The research shows that
most people do not want digital
receipts,” says Greg Selfe,
Campaign Manager for Choose

✔
✔
✔
✔
✔
✔

Paper. “Consumers prefer and
trust paper and there is the very
real worry about data security
that needs to be considered.
Choose Paper calls upon retailers
to respect their customers’
preferences and consider the
environmental facts before
adopting digital-only solutions.”
—
To find out more information,
go to https://choosepaper.org

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

ThePage_pp12-13_su.indd 3

17/01/2020 12:16

14 _ I N S P I R A T I O N

01_THINKING OUTSIDE THE BOX
The Christmas Pizza by US pizza
company Boston Pizza had one
important ingredient that set
it apart from its cheese-based
rivals: carol singing. Once
opened, the box started to
sing a version of the Christmas
carol ‘Carol of the Bells’ to the
hungry customer, with rewritten
lyrics that included the line,
“Cranberry sauce, gravy on top,
turkey as well, and also cheese.”
“The singing box is like carollers
coming to your door, but it’s
better because they brought
pizza and you don’t have to
stand awkwardly listening to
people sing to you,” said Angus
Tucker, Creative Chief of ad
agency John St.

Fresh thinking
SINGING PIZZA BOXES, COLUMBIAN RIPENING
TECHNIQUES, LIFE-SAVING MAGAZINES – THE
WORLD’S FINEST INNOVATIONS IN PRINT ARE HERE
02_HAVE A BREAK…
To reduce the four million-plus plastic KitKat
wrappers that end up in Japanese landfills every
day, KitKat Japan developed bespoke recyclable
paper packaging to replace its plastic wrapping.
In addition, to encourage KitKat fans not to throw
the packaging away in the first place, each part of
the packaging came inscribed with instructions
on how to transform it into an origami crane.
Creating engagement, talk-ability and increased
sustainability, this campaign is a giant leap forward
for confectionary packaging.

03_PROBABLY THE BEST BOTTLE IN THE WORLD
Carlsberg has recently revealed two
prototypes of its ‘Green Fibre Bottle’, the first
ever paper beer bottles. The bottles are made
of sustainably sourced wood fibre with an
inner barrier and are fully recyclable. These
bottles are the latest stage of Carlsberg’s sustainable packaging innovation journey and a key
part of its sustainability programme, Together Towards ZERO. This includes its commitment
to zero carbon emissions at its breweries and a 30% reduction in its full value chain carbon
footprint by 2030. “We’re driven by our constant pursuit of better,” said Myriam Shingleton,
Vice President Group Development at Carlsberg Group, “to create more sustainable packaging
solutions that help people to live more sustainable lives.”
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04_LIFE-SAVING PAPER
At first glance, the Spanish magazine
Artemis looks like a typical women’s
glossy, with articles on fashion, food
and exercise. But look closer and
you’ll read very personal stories of
domestic violence, with advice on
seeking help. The magazine was
created by the police department
of Denia in Spain to try and reach the
estimated 80% of women that are
killed without making any contact
with the police, carefully designed
to ensure the women it’s aimed at
remain safe. A total of 70 issues of
Artemis were distributed around
hairdressers, gyms and social
spaces in the city, which resulted in
24 women contacting the police who
otherwise would have stayed silent.

05_SMASHING SOLUTION
Whether you’re a millennial or just someone
that loves avocados, it’s difficult to tell
whether the green fruit is ripe enough to eat
without cutting it. So South American avocado
exporters Columbian Food tasked their US advertising agency with coming up with
an ad that not only served as a handy guide to ripeness, but also helped to push the
avocado closer to full ﬂavour. The agency came up with a simple solution: an age-old
Columbian technique for ripening fruit that involves the avocado being wrapped in
newspaper. Not only does the ad communicate the heritage of Columbian avocados,
it provides a great way to speed up the ripening process.
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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.

S’TNIRP REVOCSID OT RANIMES TNIRP FO REWOP HT9 EHT TA SU NIOJ
NOIN
IPO
EC
NEcommunity
ULFNI DN
Become a member.S
today
and
join
our
ofA SDNARB DLIUB OT REWOP SUODNEMERT
like-minded industry professionals:
• Exclusive networking and events
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• Promotional tools and resources
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• Print ROI facts, figures and case studies
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• Market trends, news and updates
• Access to exclusive sustainability know-how
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• Expert advice and support

OFNI.TNIRPFOREWOP.WWW
To join, simply visit
www.twosides.info/become-a-member
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Call +44 (0)1327 262920 Email enquiries@twosides.info
15:32:61 9102/80/32
Visit www.twosides.info
Tweet @TwoSidesUK
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Print and Paper have a great
environmental story to tell
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