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Digital overload on the rise
the second annual Workplace Productivity
Report has been released, which shows that
digital overload for employees has increased, with
more than half of respondents turning to paper to
organize their thoughts, prioritise tasks, or simply
doodle to relieve stress.
The report found that since working remotely,
73% of the 2,000 workers surveyed face digital
overload thanks to an increase in digital
communication methods such as email, chat and
video conferencing. Of all respondents, 74% said that they
spend the majority of their day looking at a screen, with 61%
saying they miss the ability to print and annotate essential
documents, and 43% using paper to help prioritize tasks
throughout the workday.
“Analogue tools relax the mind, make space for problemsolving and enable us to think about new ideas differently,
whether writing or sketching them out,” says productivity
expert Holland Haiis. “It’s easy to look at meeting notes taken
on paper and immediately become clear about the plan of
action and any unanswered questions that require follow-up.”
The Workplace Productivity Report 2020

Three out of four professionals working from home
report suffering from digital overload

Adjusting to a new workplace

60%

74% say they spend a
majority of the day
looking at their screen

66%

Feel less productive
while working from home
than in an oﬃce

51% are more likely
to reach for paper while
working from home

43%

Stepping away from screens

Paper is an essential element
for any workplace

Respondents reach for paper an average of
7 times per day to organize their thoughts

—
To find out more about the 2020 Workplace Productivity Report, go to
https://bit.ly/2VeoxV5

36% of parents plan to supply their child’s
home classroom with notebooks or legal pads

Nearly one-third of workers reach
for paper to sketch out their ideas

74% of workers have purchased sticky notes
for their home oﬃce

Does paper help your productivity? Share your paper productivity hacks and tag
@howlifeunfolds or visit howlifeunfolds.com/productivity

www.lovepaper.org
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“Against a
crowded
digital space,
print media
stands out…

“Print is at its best when it humanises
a brand and builds loyalty by offering
unique content. As print essentially can’t
be ‘undone’, you are telling your audience
that you are presenting them with
selected content that is worth their time.
Brands that combine print and digital
provide multiple touchpoints – and
trust-building points – to help educate
customers and prospects.”
Stephanie Stahl,
General manager,
Content Marketing Institute, US

When advertisers
deploy 5% of their
budget into printed
magazines, this
unlocks average
improvements
in ROI of 90%

Campaigns that use
magazines deliver a
161% improvement in
customer acquisition
4

3

“Brands often turn to digital because
o� its ability to target tig�tly de�ned
customers. But magazines are a
targeted channel, too, and their ability
to offer rele�ant �onte�t builds stronger
connections with new audiences. It’s the
�uality o� attention �aid to ad�ertising
that matters. Attention paid to the
advertising in magazines is among the
highest of all media channels: in fact,
it is a�ti�ely �el�o�ed and seen as a
�ositi�e �art o� t�e e��erien�e��
Sue Todd,
CEO, Magnetic, UK

NINE

07/10/2020 13:23
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• Techniclean
(t/a Blake & White)
• Passion for Print Ltd
• Kingsbury Press
• Book Industry
Communication Ltd (BIC)
• The Printed Word &
Promotional Print Ltd
• Colourpoint

60% of people check
out a brand online
after receiving a
printed mailing, while
49% discover new
products and 44%
discover new shops
2

Russell Parsons,
Editor-in-chief of
Marketing Week and the
Festival of Marketing, UK

Nine out of ten
people remember
a brand after
receiving its
advertising in
their letterboxes

61% say they miss the ability to print
and redline essential documents

40% of workers turn to paper to give
their eyes a break from screens

According to a survey of 2,000 employed Americans who work remotely due to oﬃce closure.
Survey commissioned by © 2020 Paper and Packaging Board. All Rights Reserved.

“A striking front cover can arrest in a way
that other media cannot. The very act of
holding print work in your hand means it
is being considered and consumed.
“With magazines, the reader chooses
to engage and to spend a lot of time with
the product – on several occasions.
This is good for advertisers: more
dwell time for brands in a contextually
relevant environment generally means
more effective advertising.
“In marketing, all good campaigns
are integrated and multichannel, but it’s
about choosing the right media for the
right stage of the customer lifecycle.
An impactful catalogue can pique
interest and provoke a customer to
visit online. It should all tie together.”

PAPER

74% purchased notebooks
for their home oﬃce

Refocusing with analog tools

Workers rely on paper for
a much needed break

LOVE

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

Think there are too
many people in their
home workspace

74%

43% use paper to help prioritize
tasks throughout the workday

“Print grabs
your attention…

www.twosides.info

Workers are receiving an
average of 66 digital
communications per day
since working from home

Partnering with paper to focus

51%

� � �� ���� �esear�� on �ire�t �d�ertising and �ea�et �istribution� de�elo�ed by �eobu��n and �antar� �ro� �antar�s ���� ���� �ra��ing�
�� �agneti��s �ttention �ays� ��ti�ising �or �ro�t re�ort� �� �agneti��s �ridging t�e �ong���ort��er� �i�ide� ��e �ole o� �aga�ine �rands in t�e �igital �ra

n
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‘Lift Off’ for new publication
A new magazine has been
released that explores the
powerful results that can be
gained from combining print and
digital platforms for marketing
campaigns. Lift Off takes a close
look at modern marketing and
explores what print can add to the
mix, using case studies, expert

interviews and plenty of facts,
such as nine out of ten people
remember a brand after receiving
its advertising in their letterboxes.
“Print’s ability to deliver a
targeted, serendipitous message
to the right audience at the right
time is its key strength,” says Mark
Davies, the Managing Director

of Whistl in a key article in the
magazine. “We are performance
marketing writ large – properly
accountable, delivering real
results from real people targeted
in the real world.”
—
To download Lift Off, go to
www.sappipapers.com/lift-off
Sponsored by

SPONSORED BY
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A PUBLISHING RENAISSANCE

“The future
is bright but
there will be
significant
bumps in
the road”

Power of Print 2020
Full report on the tenth Two Sides Power of
Print Seminar, featuring speakers from WPP,
Newsworks, Whistl and, of course, Two Sides
It may have been virtual, but the tenth Two
Sides Power of Print Seminar lost none of
its insight, direction and fascination for its
international audience.
This year’s flagship Two Sides event broke
from tradition in moving the entire day-long
conference online. Like many industry events
over the past ten months, the new restrictions
meant that all speakers appeared virtually
rather than in the refined surroundings of
London’s Stationers’ Hall. But the Seminar held
six hours of spark, relevance and fascination
for the print and packaging industry.
Of course, the spectre of Covid-19 was a
recurring theme, and Charles Jarrold, the CEO
of BPIF, began the day with an assessment of its
impact on all corners of the print industry. With
less optimism and a 17% drop in turnover since
March, there’s little doubt the print industry
has been severely affected by the pandemic.
“Our sector is extremely resilient,”
concluded Charles. “It’s also highly diverse
with a number of positive longer term trends,
including the impact and value of targeted

ThePage_pp04-05.indd 2

print, and greater collaboration between
trade associations and government. The
future is bright but there will be significant
bumps in the road.”

BRANDS RETURN TO MAIL

It’s clear that 2020 has been a year that’s
forced many companies to accelerate
their digital plans, whether it’s improving
e-commerce and fulfilment systems, moving
staff online, or using more digital marketing.
But, as Mark Davies, the Managing Director
of Whistl cautioned, the size and number of
threats to digital marketing means that door
drop and mail are becoming increasingly
effective – something retail brands are
keenly aware of.
What this means is that brands such as
Land’s End, Deliveroo, AO, Harry’s, Uber Eats,
and Waitrose are seeing impressive returns
on investment in door drop and mail. In a
partially addressed mail (PAM) study, Waitrose
generated an impressive 1,140 new customers
directly from the campaign.

Representing the consumer magazine
industry, Sue Todd, the CEO of Magnetic, spoke
at length about the increasing demand for
magazine content that connects people with
similar passions and hobbies. Denise Turner,
the Insight Director of Newsworks, then gave
a similarly fascinating view of the newspaper
industry, with the results of the organisation’s
nine-month investigation into the UK’s
consumption of news.
Titled ‘World Without News’, the study found
that journalism really matters to audiences,
with 70% thinking a world without journalism
would harm democracy, and 66% valuing
journalism more since the coronavirus
pandemic. Going deeper, the study found that
news helps us meet a number of key goals,
which include ‘Orientate’ (planning), Calibrate
(making sense of the world), and Thrive
(achieving success).

THE EVOLUTION OF SUSTAINABILITY

In the afternoon, Aisling Ryan gave a compelling
presentation on purpose and corporate
social responsibility (CSR). As the Managing
Partner and Global Consulting Principal of
The Corporate Practice, a division of WPP,
Aisling advises some of the world’s biggest
companies on accelerating their sustainability
goals. She explained the concept of ESG
(Environmental, Society, Governance) and
why companies should be building it into
their values.
“We are currently at an inflection point,”
she stated. “The definition of sustainability
has evolved and the emphasis is shifting to
inequality – gender, racial, health and socioeconomic. All corporates have to think about
inequality and ask themselves, ‘What is our
point of view on tackling inequality?’”

AND FINALLY

Bringing the day to an end, Jonathan Tame,
the Managing Director of Two Sides, delivered
an overview of the organisation’s work. “As
the economy recovers, print, paper and
packaging will remain an important part of
the communication mix and how brands
can connect physically with consumers,” he
concluded. “Physical print is seen as being
more trusted than digital and paper is a
natural, renewable and sustainable material.”

—

A number of presentations at the Power of
Print 2020 Seminar have been released as
a series of videos titled ‘Two Sides Talks’.
To access them, go to https://bit.ly/3orVDxQ
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owen meredith, CEO of the Professional
Publishers Association (PPA), on the challenges
and opportunities for the magazine industry, as
well as the organisation’s plans for 2021

“Publishers are investing in
print as people crave more
time away from screens”
How challenging is your new
role of CEO of the PPA?
It’s been a really interesting
and exciting time to take it on.
We all know the challenges
every business has faced
through Covid-19, particularly
publishers, but I’m excited to
have the opportunity to support
people through the recovery.
There’s light at the end of the
tunnel with the vaccine rollout, and we’re making sure that
our members have the tools in
their armoury to take advantage
of every opportunity that comes
their way so they can rebuild
and grow their businesses back.
What are the current top
concerns of your members?
One of the main concerns is
changes in the advertising
market. Since the early weeks of
the pandemic, the advertising
market has come back with
some strength, particularly
digital, which is performing
better than forecast. But for
print, the forward-booking
advertising market has been
really challenging because
we still need to build long-

“Print is a highly
sustainable
product and our
members are very
committed to
the sustainability
agenda”

term confidence. We’ve also
seen strengths around print
subscriptions, where people
are looking for time away from
a screen, and there’s some
opportunity there for both
publishers and advertisers.
Are publishers throwing a
lot of weight behind their
print versions?
Throughout the crisis, some

✔
✔
✔
✔
✔
✔

publishers temporarily
moved out of print because
of changes at retail due to
Covid-19 restrictions. Also, B2B
publishers, who were sending
print copies to workplaces,
were suddenly not reaching
their audiences in the same
way and they had to adapt. In
the consumer market people
have turned to print as a form of
escapism and a way to indulge

their interests and passions.
Here publishers are investing
in print, investing in pagination
and paper quality. I’m sure
we will see more of that as
people crave more time away
from screens.
How important is print’s
sustainability to publishers?
Print is a highly sustainable
product and our members
are very committed to the
sustainability agenda. At the
PPA we have a Sustainability
Action Group that looks at how
we can improve our carbon
footprint and commitment to
ecology, so print is definitely
here for the long term. If you
look at the way publishers have
changed, how they deliver
their print products in terms
of paper wrapping and other
alternatives to plastic, there
is definitely a sustainability
agenda that print can support.
What events do you have
planned for 2021?
The PPA Festival in May is
one of our most important
events. I think realistically
we are not going to be able to
hold a face-to-face event of
the scale of previous festivals,
but we are looking at creative
ways to provide networking
opportunities, insight and
content to members and the
industry. At the end of June, we
have our PPA Awards, and we
are optimistic that we can do
a face-to-face event where we
can celebrate the industry and
– hopefully – the economy and
life returning to normal.

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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Argos sign up to
Love Paper
the two sides love paper campaign is going
from strength to strength with a number of
high-profile retail brands and charities signing
up to carry the Love Paper logo on their print
communications.
As well as brands such as Fat Face, Oliver
Bonas and Aspinal of London, plus charities such
as Mencap, Argos are now keen supporters of the
campaign, carrying the Love Paper logo on their
recent Christmas Gift Guide. The Sainsbury’sowned retailer was keen to promote the
sustainability of its catalogues and the benefits
of paper in an increasingly digital world.
“We hope that carrying the Love Paper logo on
our Christmas Gift Guide will help to educate our
customers about the environmental attributes
of our catalogues,” says Kelly O’Sullivan, Print
Management Controller at Argos. “Reassuring
them that paper, as long as it is recycled, is a
natural and truly sustainable material.”
SAY IT WITH A LOGO
Launched in 2008, Love Paper aims to improve
perceptions and raise awareness of the
sustainability and attractiveness of print, paper,
and paper packaging. Since then it has grown
to become a worldwide campaign that receives

ThePage_pp06-07 v2.indd 2

“We hope that
carrying the Love
Paper logo on our
Christmas Gift
Guide will help
to educate our
customers about
the environmental
attributes of our
catalogues”
KELLY O’SULLIVAN, ARGOS PRINT
MANAGEMENT CONTROLLER

around €3m of advertising space every year from
European newspaper and magazine publishers.
As one of the most important elements of the
campaign, the Love Paper logo demonstrates
that an organisation uses natural and sustainable
materials, with brands, retailers, printers and
publishers able to explain the sustainability of
paper by using it on their printed products and
paper-based packaging.
“The Love Paper logo is a fantastic way to
complement and enhance existing sustainability
pledges and environmental labels by encapsulating them under a highly visible and
consumer-friendly campaign,” explains Ebony
Hutt, Campaign Manager for Two Sides UK.
“By aligning themselves with Love Paper,
brands can tap into a wide-reaching print and
digital campaign.”
SPREAD THE WORD
Going into 2021, the campaign aims to increase
the use of the Love Paper logo across more
brand print publications and communications,
spreading the campaign’s message about the
many advantages of paper.
“Combining the use of the logo on brand
communications with full-page adverts in
newspapers and magazines increases the
awareness and understanding of the campaign,”
explains Ebony. “The more brands we can sign
up then the more people will understand the
sustainability benefits of paper and cardboard.”
—
To find out more about the Love Paper campaign
and how to use the logo on your communications,
go to www.lovepaper.org

11/01/2021 14:39
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New Two Sides resources

CAMPAIGN LATEST
The Two Sides Campaign Update is a
handy round-up of all of our campaigns
and activities, from Love Paper to antigreenwashing, and demonstrates the
importance of constantly communicating
the message that paper and cardboard
are the most sustainable materials for
marketing and packaging.
As well as plenty of activity for the
Love Paper campaign (see story, left),
in 2020 we succeeded in changing the
communications of 48 companies that
were misleading consumers by stating that
digital communications were better for the
environment. Most recently, this included
Marks & Spencer, EDF Energy and E.ON,
who removed claims that receiving bills
online “could help save a few trees”.
In addition, traffic to the Two Sides
website has continued to grow, doubling
the number of visitors and pages viewed in
the last two years. A focus on social media
in 2021 aims to reach an additional 3.4
million consumers on the sustainability of
our industry and products.
“Along with our newspaper and
magazine adverts, we are reaching millions
of consumers each month,” says Jonathan

ThePage_pp06-07 v2.indd 3

Tame, Managing Director of Two Sides
Europe. “We are connecting with more
consumers than ever to promote the
sustainable attributes of print, paper and
paper packaging.”
SHARING IS CARING
Like all organisations, social media is
vital for Two Sides to widen its reach. The
industry can help where we have created
a number of highly shareable resources
that highlight facts and statistics about the
benefits of paper and cardboard.
As well as a series of mini-videos that
cover the amount of European forestry
planted over the past decade, we have
produced a number of ‘Factographics’.
These images carry concise facts, making
them ideal to post on all social media

Two Sides

Campaign Update
United Kingdom, Q3 2020

“

Jonathan Tame
Managing Director,
Two Sides Europe

We must tell the great sustainable story of print,
paper and paper packaging.
Never has there been such widespread attention
of the environmental credentials of the products
and materials we use. A seismic shift is happening
in both public and business attitudes towards
sustainability. More people than ever appreciate
that paper can be an environmentally sound
choice for reading materials, communications, and
packaging solutions. But, there is still a significant
under-estimation of just how sustainable paper
and paper-based packaging is.
It’s making our work at Two Sides more important
than ever. Especially when we speak to consumers,
via our Love Paper campaign.
We are reaching millions of consumers each
month, and our website traffic is continually
improving, as well as newsletter sign ups. We are
connecting with more consumers than ever to
promote the sustainable attributes of print, paper
and paper packaging.

“

there’s been a flurry of activity at
Two Sides for the New Year, and we are
delighted to announce new and updated
resources for the industry. Alongside our
quarterly Campaign Update, which reports
the latest news, facts and figures, we have
also published seven new or updated
Fact Sheets, a series of mini-videos, and
a number of new ‘Factographics’ that are
ideal for sharing on social media.

But we also need your help, as stakeholders of
Two Sides, to amplify the sustainable story of the
products we produce.
Together, we can ensure that print, paper, and
paper-based packaging remains an essential
communication medium in today’s digital world
and the preferred and sustainable way to pack
and protect.

Quarter 3 Highlights
78

Love Paper Ads Placed

19

Greenwash Successes

60,000

platforms to spread the message about
the sustainability of our products.
But perhaps our most popular resource
is the Two Sides Fact Sheets, a series
of single-page explanations on the key
sustainability questions for our industry.
With topics ranging from ‘Renewable
Energy and Carbon Footprint’ to ‘Paper
Recovery and Recycling’, the fact sheets
are written and designed to educate and
inform businesses and consumers about
sustainability and the environmental
impacts of paper.
MAKE IT PERSONAL
While all this information is available
for the industry to use, we really need
companies in the sector to become
members and support the Two Sides
campaign. A membership benefit is that
all these resources can be personalised
for your business with your company
logo, making them ideal to distribute to
colleagues, clients and business partners.
This demonstrates both your commitment
to paper and your understanding of its
natural sustainability.
—
To find out how to become a member of
Two Sides and download all resources, go
to www.twosides.info

Website Page Views

7,000

Social Media Followers

80,000

Two Sides Social Reach

30

Countries That Two Sides Cover

7

New Members Joined Two Sides

Print, Paper and
Paper Packaging
have a great
environmental
story to tell

“We are connecting with
more consumers than
ever to promote print, paper
and paper packaging”
®

www.twosides.info

JONATHAN TAME, MANAGING DIRECTOR
OF TWO SIDES EUROPE
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We ask three of the world’s leading experts in climate change, future trends
and the economy about their predictions for 2021. And it’s not all bad.

REBUILD
RE-EXAMINE
RESTART
ok, so 2020 wasn’t the greatest year. A global
pandemic combined with the protracted Brexit
negotiations and Donald Trump’s final months in office
is never going to be anyone’s idea of a golden period
of history. But now we’re into 2021, and with mass
vaccination and a new President on the horizon, it
feels like there is genuine optimism in the air.
But do our experts agree? We’ve gathered three
leading names in climate change, developing trends and
the economy to give their thoughts on the year ahead.

look parochial by leaving the EU.
Next year will see a serious ramping
up of action on climate change. Around
COP26 there will be a flurry of climate
announcements when everyone will launch
their major reports to try and influence
government. Already we have had the
World Meteorological Organisation
stating that 2020 was one of the three
warmest years on record, and The Lancet
showing the devastating link between
climate change and health. Then there will
be President Biden who, along with his
Special Envoy for Climate Change John
Kerry, will re-join the Paris Agreement
and try to reimplement the hundreds of
environmental laws Trump rescinded.
I’d say that cardboard and paper have
a key role in fighting climate change. If
you think about the shift in the economy
because of the pandemic and people’s
buying habits moving online, there’s
been a huge increase in demand for
cardboard packaging. Companies know
that consumers don’t like plastic and will
be doing everything they can to keep them
happy. This also applies to paper bags
replacing plastic bags in shops.
The shift from plastic to paper and
Professor of Climatology, UCL
cardboard needs to be accelerated because
our use of plastics in all areas needs to drop.
i see 2021 as being a hugely positive year
Because what are plastics made from? Oil.
for climate change, with the main event
So a shift to paper and
being the United Nations Climate Change
card will move us
Conference (COP26). One of the results of
away from direct oil
the pandemic has been that climate change “Next year we will see
use, and the more we
is now seen as one of the most important
a serious ramping
can reduce oil use,
issues facing the world. This is helped by
the less greenhouse
the UK government realising that COP26 is up of action on
gasses will go into
an opportunity for the UK to get back onto
climate change”
the atmosphere.
the international stage, having made us

Mark Maslin
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Thomas Klaffke

Head of Research, TrendWatching
the key concerns for the majority of
companies in 2021 will be resilience
and purpose. Covid has accelerated the
trend of decreasing trust in institutions
by consumers, which has created an
opportunity for businesses to change
systems that have been in place for
decades. Businesses are now more eager
to experiment and test new things, and
coupled with an increased need for
resilience, it means that sustainability is
high on the agenda.
A number of reports have shown
that companies that focus more on
sustainability emerge from a crisis in better
shape. The argument for sustainability
has moved from ‘You have to do it because
consumers and governments demand it’
to something that will actually make you
more successful as a business.
However, a key trend is that people
are increasingly looking closer at the
authenticity of sustainability claims. They
are really examining the details of any
environmental announcements, what they

“People are increasingly
looking closer at
the authenticity of
sustainability claims”

really mean. For example, does ‘greening’
mean planting a lot of trees in order to
rebalance the carbon emissions you put
into the atmosphere, or is it about going
into the detail of each product and thinking
about all the tiny things that can be done to
make each component more sustainable?
There’s a lot going on in terms of brands’
carbon labelling and the introduction of
more metrics and facts to show that your
sustainability claims are true – swapping
marketing for metrics. There are a lot of
interesting things happening from brands

such as Unilever in gaining full supply
chain transparency. This will not only make
them better able to figure out their total
environmental impact, but also help them
become more resilient in the long term.
The next stage of sustainability will be
companies going much more granular,
exploring what it actually means when you
become more sustainable – exactly how
you’re offsetting your carbon and what
effect that has. The companies that are
moving towards this next stage are the ones
that will have the competitive advantage.

Andrea Boltho

Emeritus Fellow of Magdalen College, Oxford, and Director of Oxford Economics
governments have intervened
a lot since the pandemic
broke out, in the form of
helping companies, workers,
and sectors. In the process
they have clocked up very
large budget deficits and are
accumulating debt. Now, if
interest rates remain low,
which I think they will, those
deficits and debts will not
weigh as heavily as they did in
the past. In this case, the levels
of debt will not necessarily
increase, which means we
won’t be swinging back towards
austerity as we did after the
Great Recession of 2008-09.
However, I do think there
will be tax increases. The
British Chancellor has already
threatened this because the
Government will have to show

ThePage_pp08-09_su v2.indd 3

that brakes must be put on
increasing expenditure, but
they may not go as far as they
did last time. And the recovery
should be quicker than after
2008-09, as once it starts, it
won’t be interrupted.
Regarding the long-term
effects of the pandemic,
companies are bound to look at
the possibility of digitalisation
and more working from home,
which means less office space
required. They may find that
economical as offices are
expensive, but whether that’s a
more efficient way of working
remains to be seen.
One issue with working from
home is that you can’t be sure
that people work as efficiently
at home as they would in the
office. Two Italian economists

“Companies,
industries and
services will come
back. And the
hope is that they
will come back
greener”

recently looked at football
results since lockdown in five
major European leagues. They
found that in the matches
without live audiences the
home advantage virtually
disappeared, while previously,
teams were much more likely to
win at home than away.
They attribute this to the
fact that the home crowd is no
longer there to check on their
own team and so the home team
slackens their efforts. There
may be other explanations, but
if that was the reason, it could
indicate that home workers are
less efficient than people who
work in the office.
But companies, industries
and services will come back.
And the hope is that they will
come back greener.
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matt booker, Founding
Director of print production
agency Cousin, explains why
premium print has held up in
2020 and why Love Paper is
a key benefit for brands

“Love Paper
is music to
my ears”

How has your business coped
with the past year?
It’s been fine, but this year has
been more difficult for clients
and production partners
alike. We’re heavily involved
in catalogues for premium
retail brands, whose purpose
is to drive people online,
and because e-commerce
has become so valuable, the
demand for our publications
has held up. The number of ad
hoc projects has gone down
this year but the regular ones
have been performing better
than ever.
Has Cousin had to change its
way of working?
Other than the first two months
of lockdown, we have kept our
offices open. We provide a lot

of support for artwork
and colour management,
conversion of images and
retouching, and we produce
the proofs ourselves. So we
need to have the office open to
be able to read the proofs and
dispatch them to clients. One
of the biggest changes is that
clients have been a lot more
reliant on us for everything,
even just to talk to their graphic
designers or provide artwork
back-up because their teams
have got smaller.
Is there a certain resilience
in the luxury print market?
I would say that the resilience
is within e-commerce. Print as
a channel within e-commerce
has not only been resilient
but it’s gained strength, and

the response rates have been
rising. I see that continuing into
this year as some brands are
worried about their revenue
streams, transitioning more
towards e-commerce models.
What were the reasons
behind you joining Two Sides?
We joined Two Sides because
of their Love Paper campaign
– it was music to my ears. The
print industry isn’t very good
at promoting itself and I’m fed
up with constantly being told
that emails are much better
for the environment. People
are worried about sending out
print catalogues because they
are perceived to be bad for
the environment, so to have
a positive story to tell about
them is fantastic.

Are your clients seeing the
value in Love Paper?
Yes. They like the fact that
it’s a benefit for the brand.
A few of the brands we work
with have created roles such
as Head of Sustainability,
especially the clothing brands,
as they are trying to lower their
impact on the environment.
To improve their use of paper
and packaging is a very positive
thing and shows how important
this is going to be. One of the
few good things to come out of
2020 is that people are paying
a lot more attention to the
impending catastrophe that is
our planet, and hopefully we
can make a difference. Love
Paper can play a part in that,
and a valuable part in being
seen to care.

PRINTERS
PRINTERS

...to
...tous,
us,it’s
it’smore
morethan
thanjust
justprint!
print!
As
Asone
oneofoften
ten
carbonbalanced
balancedpublication
publicationprinters
printersininthe
theUK,
UK,Healeys
Healeysare
arenow
nowcommitted
committed
17 carbon
totooffsetting
offsettingclients
clientstotal
totalprint
printproduction.
production.Our
Ourattention
attentiontotodetail
detailand
andpursuit
pursuitofofperfection
perfection
remain
remainaaconstant
constantintention.
intention.Contact
Contactusustotodiscuss
discussyour
yournext
nextcarbon
carbonbalanced
balancedproject.
project.
healeys-printers.co.uk
healeys-printers.co.uk

ThePage_pp10-11 v2.indd 2

11/01/2021 14:54

N E W S _11

Print ad effectiveness
on the rise
it’s no secret that the volumes and effectiveness
of direct mail and catalogues have bounced back
strongly over the past six months, but recent
studies have shown that print advertising has
also received a boost. According to the latest
PAMCo data, readers’ increasing appreciation
and demand for journalism as a trusted source of
information is driving the success of newspaper
advertising, with 20 million people consuming
their news in print every week.
Working in partnership with Newsworks,
RAMetrics have quantified this success,
highlighting that print ad recall has improved

significantly over the past decade by 67%
between 2009/10 and 2019/2020, with readers
now 147% more likely to have an emotional
reaction. Visits to the advertisers’ websites
are also up by 125%, with purchase intent more
than tripling, from 7% to 22%.
These stats clearly show that while print
newspaper volumes may be decreasing, the
effectiveness of their ads are definitely going up,
making print an increasingly valuable medium
for brands in all sectors.
—

For more information, go to www.newsworks.org.uk

GRATITUDE JOURNALS LEAD
TO A HAPPIER WORKFORCE

With many employees now
working from home, increasing
isolation and lowering
production, many companies are
searching for ways to engage
their workforces and improve
morale. While some are spending
thousands on consultants and
IT solutions, a study from the
University of Florida (UCF) has
found there may be a simpler
and cheaper answer: the
gratitude journal.
A gratitude journal is simply a
notepad in which you write down
the things, people and events you
are grateful for. Spending just a
few minutes a day using pen and

ThePage_pp10-11 v2.indd 3

paper has been found to improve
behaviour among employees,
causing less friction between
workers and improving attitude.
“Gratitude interventions are
exercises designed to increase
your focus on the positive things
in your life. One intervention

involves writing down a list of
things you are thankful for each
day,” explains UCF Management
Professor Shannon Taylor, one
of the study team. “That simple
action can change your outlook,
your approach to work, and the
way your co-workers see you.”

LEGO LEAD THE WAY FOR
CIRCULAR ECONOMY

Lego are among a number
of international brands that
are putting a large amount of
investment into the circular
economy, aiming to keep their
products in use for as long as
possible and ensure they don’t
contribute to global waste. As
one of the steps, the company
has announced that they will
start replacing the plastic bags
inside its boxed sets with paper,
completing the process over
the next five years.
Lego have also joined
companies such as IKEA
and Patagonia in setting up
regeneration schemes in which
customers can send back their
unwanted items to be recycled
and reused.
“The vast majority of people
keep their Lego bricks to
hand down to their children
or grandchildren,” explains
Tim Brook, Vice-President of
Environmental Sustainability at
Lego. “However, we know that
some people want to pass them
onto others. So we’re investing in
initiatives such as ’Lego Replay’,
a programme that accepts Lego
bricks that are no longer in use
and donates them to not-forprofit organisations that ensure
children can access play.”
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It’s a date!

PRINT & DIGITAL INNOVATIONS
SUMMIT

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

PPA FESTIVAL
London, UK
29 April 2021

the key event for the
consumer magazine
industry, the PPA Festival
always delivers a fascinating
mix of influential figures,
industry experts, and
new thinking wrapped
up in a day that appeals to
publishers and advertising
brands alike. Setting out the current state of the industry as well as its future prospects,
the key focus will be how companies can emerge from 2020 stronger and more successful,
with innovations, advances in technology and sustainability solutions high on the agenda.
“This festival brings our whole industry together,” says Owen Meredith, Managing
Director of the PPA, “championing great content and sharing knowledge between
publishers and industry leaders who are at the heart of modern published media.”
www.ppafestival.co.uk

FESPA GLOBAL PRINT EXPO

Amsterdam, Netherlands
9-12 March 2021
Originally planned to take place
in Madrid in October 2020, FESPA’s
flagship event is now due to take
place in March 2021 in Amsterdam.
Still co-locating with the European
Sign Expo and Sportswear Pro
events, the FESPA Global Print
Expo remains Europe’s largest
international speciality print
exhibition, with hundreds of
exhibitors showcasing their latest
innovations and product launches
for the digital and screen
printing sectors. “Feedback
from the market indicates that,

having faced the considerable
commercial challenges of 2020,
our community will welcome
FESPA Global Print Expo in March
2021 as an important platform for
business recovery and forward
progress early next year,” states
FESPA CEO Neil Felton.
www.fespaglobalprintexpo.com

DRUPA 2021

Düsseldorf, Germany
20-30 April 2021
The world’s largest print exhibition
will return to Messe Düsseldorf
next year after it was postponed
from its planned June 2020
date due to concerns about

coronavirus. Aside from the date,
the main change is that the show
is to be shortened from 11 to nine
days, made as a result of exhibitor
requests due to the ongoing
travel restrictions. Even at nine
days, organisers are confident
that visitor numbers would be
comparable to the previous 2016
event, with over 1,500 exhibitors
already booked. Messe Düsseldorf
has stated that some of the halls
have been replanned using a
new “Covid-secure hygiene and
infection protection concept”,
but that still leaves a mammoth
hall space of 140,000m2.
www.drupa.com

London, UK
13 May 2021
Co-located with the Digital
Marketing Solutions Summit, the
Print & Digital Innovations Summit
is a combination of interactive
seminars, one-to-one business
meetings and networking
opportunities. Over the course of
a single day, the event will pack in
a programme of tailored seminars
alongside pre-arranged supplier
meetings designed for print
buyers, marketing managers and
procurement managers, as well
as creative directors and brand
managers. Attendance can be
in-person or virtual, with no
charge for delegates.
www.printinnovationssummit.
co.uk

PACKAGING INNOVATIONS

Birmingham NEC
17 & 18 June 2021
Moved from its original dates
of March 3 & 4, the Packaging
Innovations and Empack event is
hoping that this year’s show will
repeat the success of 2020’s, with
a vast range of manufacturer,
suppliers and buyers gathering
to meet up face to face. As
the country’s leading event
for primary, secondary and
protective packaging, as well as
labelling, printing and industrial
packaging solutions, this is a
vital event for the industry, with
speakers from Coca-Cola, Britvic,
Carlsberg, Gousto, Carphone
Warehouse, and WWF adding to
the attractions.
www.packagingbirmingham.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.
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recycle. However, Onken prove that it can
be done, with its polypropylene pot and
polyethylene terephthalate (PET) lid,
which are both widely recyclable.
“Consumers are crying out for brands
that take sustainability seriously and
products that are easy to recycle,” said
Natalie Hitchins, Which? Head of Home
Products and Services. “But for any real
difference to be made to the environment,
manufacturers need to maximise their use
of recyclable and recycled materials, and
ensure products are correctly labelled.”

New report
discovers the scale
of unrecyclable
packaging
JUST A THIRD OF THE UK’S BEST-SELLING
GROCERIES HAVE FULLY RECYCLABLE
PACKAGING ACCORDING TO WHICH?
an investigation by consumer group
Which? has found that little more than
a third (34%) of the UK’s best-selling
branded groceries have packaging that’s
fully recyclable. Not only that, but just one
in four (41%) has no relevant labelling,
meaning that consumers are given no
indication of whether the packaging is
able to be recycled or not.
Having carried out a similar report
two years ago, which found that up to
29% of supermarket own-label grocery
packaging was not easily recyclable, the
report shows there’s still a long way to go
for many household brands in making their
packaging fully recyclable.
HUGE VARIATION, POOR LABELLING
Which? analysed 89 popular branded
products in 10 different food categories,
including chocolate, fizzy drinks, crisps,
yoghurt, drinks, cheese and bread. Each
piece of packaging was broken down
into its different elements, weighed, then

assessed as to just how recyclable each
element was.
What the consumer group found was
that the recyclability of product packaging
not only varied hugely between food
categories, but also between brands in each
category. While breakfast cereals and juice
drinks generally have packaging that’s
widely recycled, crisps, chocolate and
cheese are packaged in materials that are
difficult to recycle. These three categories
also had some of the worst labelling, with
just 10% of chocolate bars indicating
whether its packaging could be recycled.
CONSUMER DEMAND
Crisps, chocolate and cheese may have
poor recycling records when it comes
to their packaging, but other categories
have their own issues. The sustainability
of yoghurt pots was found to be different
depending on the brand, with some
Müller and Cadbury pots being made
of polystyrene – a difficult material to

TWO SIDES SURVEY
Natalie’s comments reflect the findings
of the Two Sides European Packaging
study conducted in 2020, which found
that cardboard was by far the preferred
packaging material, chosen for its
recyclable nature, lighter weight, ease of
opening and lower cost. Asked to state
their preferred packaging material (paper/
cardboard, glass, metal or plastic) based
on 15 environmental, practical and visual
attributes, respondents chose paper/
cardboard in 10 out of the 15 attributes.
Particularly interesting was that 62%
said that paper/cardboard was the best
for the environment, with 57% saying
that paper/cardboard was the easiest
material to recycle.
“Our survey, along with other
recent surveys and reports, shows that
consumers around Europe recognise the
environmental qualities of paper-based
packaging.” says Jonathan Tame, Managing
Director of Two Sides. “Its sustainability
is becoming increasingly important at a
time when e-commerce is really taking
off and companies are seeking more
environmentally friendly ways to package
their products.”
—
For more information on the Two Sides
European Packaging report, go to
www.twosides.info/packaging2020

34%

The percentage of the
UK’s best-selling grocery
brands that have fully
recyclable packaging
WHICH?, 2020
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FROM THE WORLD’S BEST DESIGNED PASSPORT
TO A RECORD-BREAKING NEWSPAPER
INFOGRAPHIC, WE BRING YOU A SELECTION
OF THE FINEST WAYS TO USE PRINT

Fresh thinking

01_HOW TO CHEET AT COOKING
Snack brands are always seeking
new ways to market themselves,
and this year the cookbook is the
latest way to get more packets
off the shelves and into the
home. The idea of baking Wotsits
into your dinner may turn the
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stomach of even the biggest of
crisp fans, but US brand Cheetos
have just released a print book
full of recipes starring the orange
cheesy snack. Titled Bon-appeCheetos, the book features
recipes such as Dangerously
Cheesy Mac ‘N Cheetos, Paw-

some Bacon Ranch Cheeseball,
and Cheetos Simply Puffs White
Cheddar Jalapeño. If you prefer
sugary drink-based cuisine,
Mountain Dew have also released
a cookbook, with dishes including
green grilled cheese and
Mountain Dew-infused pickles.

02_THE WORLD’S MOST
BEAUTIFUL PASSPORT
It may be a while until they can use
them, but Norwegians have got
a new passport design – and it’s
been widely hailed as one of the
most beautiful in the world. Back
in 2014, the Norwegian design
agency Neue won a competition
to redesign the country’s
passports and the results are
now available. With covers that
feature Norway’s crest in gold,
the interior pages celebrate the
country’s historical landmarks,
places of recreation, and natural
resources. But while the images
have a simple elegance, put them
under a UV light and they spring to
life by revealing extra parts of the
illustration, such as trees on the
hillside and the northern lights
in the sky. “All Norwegians are so
connected to nature, it’s a very
strong part of our history and
defines us as a country,” explains
Gørill Kvamme of Neue.
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04_FAMILY-FOCUSED PACKAGING
Nestlé Brazil have redesigned
the packaging for their Cheerios
brand to acknowledge the range
of different-sized families that
enjoy the cereal. Based on a
range of eight family sizes, from
120g for people who just share
their homes with a pet to 2.4kg
for “frat friends who are like
brothers”, the new packaging
recognises that families come
in all shapes and sizes. The ‘One
Size Fits All’ campaign reflects the
theme of inclusivity that many
brands are currently exploring.
“The brand Cheerios has always
celebrated all types of family – it
has that history,” says Frank
Pflaumer, Head of Marketing and
Communications at Nestlé Brazil.

05_HAPPY WORLD COCONUT DAY!
It’s likely you have received
many promotional samples
through the post, but perhaps
a coconut isn’t one of them. To
celebrate World Coconut Day
(yes, it does exist), drinks brand
Vita Coco invited a selection of
its customers to mail a coconut
to a friend. Titled ‘Coconotes’,
the package included a coconut,
a carton of coconut water
and a customizable greeting.
“The inability to have human
connection right now has been
draining,” said Allison Finazzo,
Senior Brand Director at Vita Coco.
“We thought to ourselves, ‘What
better way to reconnect with
someone than to surprise them
with a coconut in the mail?’” For
every Coconote ordered, Vita
Coco have donated a coconut
seedling to a farmer in the
Philippines, while the brand has
also appointed a Chief Coconut
Officer, supermodel Halima Aden.

03_RECORD-BREAKING INFOGRAPHIC
German newspaper B.Z. have elevated print innovation to an entirely new level
by publishing a mammoth seven-foot-long infographic. Inserted into an edition
of the popular tabloid, the pull-out was designed to celebrate the 50th birthday
of Berlin’s 1,207-foot-high TV Tower, detailing the iconic structure’s history and
operation. The staggering infographic has been judged to officially be the largest
in the world by the Record Institute for Germany and spans six double-page
spreads – good news for B.Z. and great news for Ferrero, the confectionary brand
that took up the entire flipside with one record-breaking ad.

ThePage_pp14-15.indd 3

11/01/2021 15:03

REVOCSID
REWOP EHT
.TNIRP FO

Become A Member Today!
%02 sid

uoc
rof tn
S owT
e
a s di that
PB
todnensure
em FI print,
srebm

Two Sides seeks
paper, and paper-based packaging
remains an essential communication medium in today’s digital world and
the preferred and sustainable way to pack and protect.
By becoming a member and joining our community
of like-minded industry professionals, you will receive:

• Facts, primary research and information on the
effectiveness and sustainability of print, paper and
paper packaging.
• License to use the Two Sides and Love Paper
branding and logo.
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