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FIND OUT MORE
The Page is a magazine produced
three times a year by Two Sides for
its members and the wider print
industry. The magazine explores
a number of topics around the
sustainability of paper and paper
packaging, and features a range
of inspiring stories that proves
the effectiveness of print as a
marketing channel.
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Paper towels vs hand driers: the result
ever wondered whether air dryers really are
the most effective way to dry your hands? It seems
you’re not the only one, as scientists in the UK have
published the results of a research project into
which method is the best for cleanliness.
Published in Infection Control & Hospital
Epidemiology, the study found that air dryers
not only leave more contamination on the hands
compared to paper towels, but they can also spread
germs onto clothing, transferring bacteria to other
surfaces. On average, the levels of contamination on surfaces volunteers touched were 10 times
higher after hands were dried with an air dryer than with paper towels.
“The study was performed in a healthcare setting and has important lessons for health
institutions that still have high-speed air dryers in restrooms,” said Ines Moura, research fellow
at the University of Leeds and one of the study’s authors. “But the results are also relevant for
public restrooms with high foot traffic.”
—
To read the full report, go to https://bit.ly/3e0fW1c
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LOVE

PAPER
www.twosides.info

www.lovepaper.org

Two Sides would
like to give a warm
welcome to these
new members...
• Doveton Press Ltd
• Nutshell Creative
Marketing Ltd
• Umbrella Print Ltd
• Cubiquity Media Ltd
• Manson Group Ltd
• Arjowiggins

IKEA buys 11,000 acres of forest
The Swedish retail giant has
bought a large area of forest in
Georgia, US to protect the land
and its plant and wildlife species
from development. Known for
its sustainable manufacturing
practices and materials, IKEA
purchased the land near the
Altamaha River Basin as part of the
company’s commitment to being
climate positive, aiming to reduce
more carbon emissions than it

creates by 2030.
“We truly believe responsible
forest management is possible
and we see that a large part of our
responsibility towards the land we
own – and by extension the planet
– is to restore forests and plant
more than we harvest,” Krister
Mattsson, Managing Director of
Ingka Investments, told CNN.
The Ingka Group owns and
operates most IKEA stores, and

has already bought over 600,000
acres of forest around the world,
as well as planting almost seven
million seedlings. Their work in
contributing to the fight against
climate change is widely seen as
a model for other multinational
companies, who are now
expected to be making active
differences to the environment
rather than simply reducing their
carbon footprint.
Sponsored by

SPONSORED BY
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Two Sides release
2020 Campaign
Update for Europe “

Two Sides

Campaign Update
Europe, 2020 Results

Jonathan Tame
Managing Director,
Two Sides Europe

2020 will be a year that is written about in
history books. The words ‘unprecedented’ and
‘global pandemic’ often used as this year starts
with continuing uncertainty.
Despite the challenges last year, we worked hard
telling the great environmental story of print,
paper and paper-based packaging. Regardless
of the pandemic, sustainability has remained a
key talking point. In fact, the work we carry out
on our Anti-Greenwash campaign is proving
more important than ever as, with an economy
under pressure, organisations continue to urge
their customers to switch from paper to digital
communications.

—

To download the Campaign Update for Europe,
go to www.twosides.info/campaign-update

• 30 countries are now part of the
Two Sides organisation
• 839 major organisations have
been identified as greenwashing
• 428 greenwashing statements
successfully challenged
• 650 million service provider
customers prevented from
seeing greenwash
• 200,000 annual Two Sides
website sessions
• 400,000 people reached on
social media
• 646 Love Paper adverts placed in
national newspapers
• 470 pieces of content added to
the Two Sides website in 2020

650

Million

1493

Customers Of Service Providers
Prevented From Seeing Greenwash

Major Organisations Investigated
To Date For Greenwashing

839

Organisations Found
Greenwashing To Date

428

Greenwashes Successfully
Challenged To Date

200,000

Website Sessions Annually

646

Love Paper Adverts Placed In
National Newspapers In 2020

To improve consumer perceptions of our products,
our growing Love Paper campaign had last year
more than 640 adverts in national newspapers
and magazines, reaching more than 10 million
consumers every month. Each year, we are telling
more consumers than ever the sustainable story
of our products and this will continue to be an
important focus this year.

470

Pieces Of Content Added To The
Website In 2020

You’ll find more details about our results and
activity during 2020 over the next few pages.

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

“

Reflecting on a year unlike any other,
Two Sides has released the results of its
extensive campaigns across Europe. The
Two Sides Campaign Update for Europe
2020 gathers the results of its work across
30 countries, from challenging companies
making misleading statements in their
communications to increasing consumer
awareness through the Love Paper campaign.
The results show a large amount of success
across all campaigns, as well as extending
the organisation’s reach across national and
international print publications, websites and
social media channels.
“The past year presented challenges for
us all, but we were determined to continue
to tell the great environmental story of print,
paper and paper-based packaging,” says
Jonathan Tame, Managing Director of Two
Sides Europe. “Each year, we are telling more
consumers than ever the sustainable story
of our products and this will continue to be a
focus for us going into 2021.”

In Europe, we estimate our Anti-Greenwash
campaign has prevented Greenwashing,
(messages such as ‘Go Green, Go Paperless’, and
‘Save Paper, Save Trees’), being seen by over 650
million customers of major banks and other service
providers. How dangerous it is to let Greenwash go
unchallenged!

Europe Headlines

30

®

Countries Now Covered By
Two Sides

®

www.twosides.info

Anti-Greenwash
Stopping Misleading
Anti-Print Messages!
So far, our global Anti-Greenwash campaign
successfully influenced 710 organisations to change
their marketing communications, removing misleading
messages relating to print and paper. Messages such
as “Go online and save trees”, which imply that going
digital has a benefit for the environment, are extremely
damaging to our industry. We work hard to ensure
brands understand the environmental credentials of
print, paper and paper packaging.
Some of our biggest successes last year included
brands such as; Adobe, EDF Energy, Sparkasse,
Volksbank-Raiffeisenbank, BHV/Le Marias and SNCF.
Greenwashing remains a serious threat for our sector,
which employs over 1,096,000 people in more than
115,700 businesses in the EU and UK.

Find out more about our Anti-Greenwash campaign
at: www.twosides.info/anti-greenwash/

Communications
164

We talk directly to consumers and industry, explaining
the attractiveness and sustainability of our products and
encouraging them to support the work that we do.

NEWSLETTERS
SENT

470
NEW CONTENT
ADDED TO THE
WEBSITE

200,000 people visited our websites in 2020 (our best
year yet), which is packed full of facts, figures, research
and insightful articles that demonstrate the sustainable
and attractive attributes of print, paper and paper-based
packaging.
For 2021, we have a focused social media plan to reach
1.6 million business professionals and 3.4 million
consumers in Europe with our campaign messages.

200,000

Nearly 10,000 business professionals now subscribe to our
newsletters, as we continue to build a community that is
knowledgeable and passionate about the sustainability of
our products.

WEBSITE
SESSIONS

Our 2021 Goal Is To Reach:
1.6

Business Professionals

3.5

Consumers

400,000

Million

PEOPLE REACHED
ON SOCIAL
MEDIA

Million

The Guardian backs Love Paper campaign
Having built up a huge amount of awareness in 2020, the Love Paper campaign received
a further boost in February 2021 when one of its adverts featured on the brand new
paper cover wrap of The Guardian newspaper. Having supported the Love Paper
campaign for many years, The Guardian regularly features Love Paper adverts inside its
pages, but this is the first time one has been used on the wrap of a national newspaper.
The Guardian has a long history of reporting and campaigning on environmental
issues, and was the first national newspaper to switch to biodegradable wrapping in
2019. Now, its Saturday issue and its supplements are protected by paper – the most
sustainable choice.
“We are delighted that The Guardian ran one of our Love Paper adverts on its very
first paper wrap,” says Jonathan Tame, Managing Director of Two Sides Europe. “Having
a Love Paper advert being the first thing that millions of people see on a Saturday
morning is fantastic.”
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Print book sales surge in 2020
Sales figures for print books
show that over 200 million
were sold in the UK in 2020.
This is the first time since
2012 that the number has
passed the 200 million mark
and represents the largest
rise in volume for the printed
books market since 2007. This
remarkable show of resilience
comes in a year when physical
book sellers faced repeated
shutdowns and the book
industry strained to keep its
supply chains moving.
“It was certainly a year
like no other for peaks and
troughs!” Clays Sales Director
Vicky Ellis told Printweek.
“During the first lockdown we
saw orders drop very low and
we furloughed some of our
employees. However, when
the retail market opened up
again in June we saw numbers
rocket with the addition of
an extra ‘Super Thursday’
on September 1 and a very
strong programme from our
publishers. The demand for

books remained incredibly
high for the rest of the year
and continues to be strong.”
The phenomenal success of
print books has largely been
put down to a combination
of an increased amount of
free time during repeated
lockdowns and people
searching for something

meaningful to do. “There
are probably only so many
Netflix series you can watch
before you decide you want
to do something else!” Vicky
Ellis continued. “Books are a
good form of escapism, to
get away for a moment from
the situation we have found
ourselves in.”

“Everybody spent so
much time on screen in
lockdown, the last thing
they want is something
else on screen. So a hard
copy publication that
you can sit and read in a
chair – not on your screen
– suddenly turns into a
sellable item”
IAN HISLOP, EDITOR, PRIVATE EYE

Heaven scent

The past year, a lot of people have had to swap their office desk
for the kitchen table. But while there are certain advantages to
working from home, many have missed the sights, sounds and
smells of the office – especially the office printer.
The design agency R/GA have come up with a solution in the
form of a line of scented candles called Eau d’Office. Alongside
such evocative scents as ‘Afternoon Rush at the Coffee Bar’ and
‘Room 12F.1 After a 6-Hour Workshop’, you can breathe in the
aroma of ‘Warm 96-Page Deck Left on the Printer’.
Sounds like the perfect aroma to us.

✔
✔
✔
✔
✔
✔

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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The great
communication
deception
as the country cautiously opens up and
businesses start working towards getting
back to pre-pandemic levels, customer
communications will be ramped up.
Whether it’s banks and utilities pushing
new services or retailers launching new
products, companies and organisations
will be fighting hard for your attention
using a combination of every medium
they can get their hands on.
Of course, one of the media they will use
is digital – email, online, social, text, video
– and most companies will stick to the rules
governing customer communications.
However, some will bend, break or willfully
ignore those rules, particularly when it
comes to environmental claims.
A growing problem
Commonly known as greenwashing,
the practice of making misleading
environmental claims is an increasing
problem. As companies seek to save
costs and increase automation, they are
encouraging their customers to switch
from paper communications to digital,
using unsupported claims to back up their

ThePage_pp06-07 v2.indd 2

decision. In many cases, customers are
being moved online by default, unable
to switch back without accessing their
accounts and changing the correct setting.
An example of a company removing
environmental statements following
conversations with Two Sides is TSB,
who recently retracted the following:
email
“By going paperless, every year you’re
helping us save 2,040 trees, 340,000kWh
energy, and 80 tonnes of CO2”
facebook
“Go paperless and help the environment.
Reduce your carbon footprint and help us
reduce paper waste in one simple step.”
webpage
“Benefits of going paperless… You’ll
be reducing your carbon footprint and
helping us reduce paper waste.”
Not only are these claims misleading, with
no facts to back them up, they contravene
UK advertising regulations and breach the

CAP Code and Defra rules, which clearly
state that organisations need to provide
substantiation to support such claims.
According to the Advertising Standards
Authority (ASA), marketing claims must be
clear, truthful, accurate and not misleading.
Marketers must base environmental
claims on the full life cycle of the
advertised product, unless the marketing
communication states otherwise, and must
make clear the limits of the life cycle.
Why tackling greenwashing is important
It’s vital that all instances of greenwashing
are called out because of the damage they
can do to an industry that prides itself
on its sustainability and environmental
responsibility. Not only does the paper
industry have a solid and continually
improving environmental record, it
encourages the long-term growth of forests
through sustainable forest management.
Claims that going online “saves trees” and
paper use is “harmful to the environment”
create an entirely false perception that
needs to be corrected.
Central to correcting this misperception

07/05/2021 11:43
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“Greenwashing is a
serious issue for our
sector and we have
seen a worrying
increase driven by
current economic
pressures”
JONATHAN TAME, MANAGING
DIRECTOR OF TWO SIDES EUROPE

ThePage_pp06-07 v2.indd 3

is Two Sides’ anti-greenwashing campaign.
The campaign aims to investigate all
instances of greenwashing and challenge
the organisations behind them, pointing
out the facts about the paper industry and
the effect such claims have on the sector.
“Greenwashing is a serious issue for
our sector and we have seen a worrying
increase driven by current economic
pressures”, says Two Sides Managing
Director Jonathan Tame. “Because of the
huge reach of some of these greenwashing
organisations, their unsubstantiated
claims have a damaging effect on consumer
perceptions of paper and threaten a sector
which employs over a million people in
more than 115,700 businesses in the EU
and UK.”
Anti-greenwashing success
The anti-greenwashing campaign has
been one of Two Sides’ most successful
campaigns to date. In total, 710 companies
have removed misleading greenwashing
statements since the campaign began in
2010. Globally in 2020, Two Sides engaged
320 organisations found to be making

misleading statements about paper. So far,
134 of them have removed such statements
from their communications and Two
Sides continues to engage the remaining
organisations.
Across Europe, 106 companies removed
unsubstantiated statements about paper
in 2020, including EDF energy, Eon,
Marks and Spencer, Sparkasse, VolksbankRaiffeisenbank, BHV/Le Marais and SNCF.
“We are grateful for the cooperation of
the hundreds of organisations that have
changed or eliminated greenwashing
claims from their messaging,” says
Jonathan Tame. “We are also thankful
for the many industry stakeholders and
members of the public who send Two Sides
examples of greenwashing.”

—
Two Sides will investigate and challenge
any instance of greenwashing. If you see
any examples, please send them to us at
greenwash@twosides.info
—
For more information about the Two Sides
Anti-Greenwashing Campaign, go to
www.twosides.info/anti-greenwash
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The new Two Sides Trend Tracker survey reveals
that people have a number of misconceptions about
the paper industry. Time to set the record straight.

The perception
problem

there’s little doubt that when it
comes to sustainability, the paper industry
has a great story to tell. Whether it’s the
sustainably managed forests supplying the
raw material, the highly efficient recycling
infrastructure, the high percentage of good
quality water returned to the environment,
the renewable energy sources, or the many
other sustainable initiatives the industry
has set in place, it can be argued that paper
is one of the most sustainable mediums in
the world.
But while those who work in the
industry have a high awareness of
its sustainable practices and further
ambitions, that awareness isn’t replicated
within the wider public. In fact, you could
argue that environmental perception
amongst consumers is one of the paper
industry’s biggest problems. Address this
and it could transform the industry.

ThePage_pp08-09_su v2.indd 2

The paper perception problem
The scale of paper’s environmental
perception problem is laid bare in the latest
report by Two Sides. Titled ‘Paper’s Place in
a Post-Pandemic World’, the first Two Sides
Trend Tracker study interviewed 8,800
people from across the world, asking them
about their preferences, perceptions and
attitudes towards print, paper, paper-based
packaging and tissue products.
This study is the first in a series of

research projects, tracking the responses
of the public towards paper. Repeated
every two years, it will enable Two Sides
to track and report on changing consumer
perceptions, informing and guiding the
sector to help understand demand for the
medium and wider shifts in perception
and use.
What this first report found was a large
amount of misconceptions when it comes
to the environmental credentials of paper
– misconceptions that need to be debated
and addressed if paper is to thrive long in
the future.
Facts of the matter
The headline fact from the study is that
just 10% of Europeans understand that
European forests are growing, with 64%
believing they are shrinking. Going into
the ages of those interviewed, 18-24 year
olds (Generation Z) have the highest belief
that forests are shrinking (69%). The fact
is that European forests are growing at
an impressive rate: Between 2005 and
2020, European forests grew by 58,390km2
– an area larger than Switzerland and
equivalent to 1,500 football pitches of forest
growth every day1.
Another common misconception about
the paper industry is the amount of paper
that’s recycled. The survey found that just
17% of UK consumers believe the paper
recycling rate exceeds 60%, compared to
20% in 2019. Furthermore, 46% believe
that paper and paper packaging is wasteful.
In fact, Europe’s paper recycling rate is
currently 72%, with paper packaging even
higher at 84%.
“This report shows there are
many environmental misconceptions
surrounding print and paper products,”
says Jonathan Tame, Managing Director
of Two Sides Europe. “Many consumers
believe that European forests are shrinking
in size, massively underestimate the paper
recycling rate, and do not understand
the sustainable nature of paper products.

% of consumers who believe European forests are shrinking/growing

10%

Believe forests are growing

64%

Believe forests are shrinking

07/05/2021 15:01
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These misunderstandings make the work
we do with Two Sides and Love Paper vital.”
The e-waste problem
There’s also a widely held perception
that electronic communication is better
for the environment than paper, with
66% of consumers believing it is. Since
there’s no physical media involved, it’s
somehow seen as environmentally friendly.
The raw materials used to manufacture
digital devices, servers and the equipment
for power generation are often finite,
precious, non-renewable, and notoriously
difficult to recycle. And the mountain of
obsolete equipment piling up in landfills is
increasing all the time.
In 2019, the world generated 53.6 million
metric tonnes of e-waste, a record high and
an increase of more than 20% compared
to 20142. Without a proper recycling
infrastructure, e-waste is currently the
world’s fastest-growing domestic waste
stream2.
Meanwhile, all data is held and accessed
through vast data farms, which have
huge energy demands – demands that
are increasing by an estimated 9% every
year3. It’s estimated that the information
and communications technology (ICT)
industry is responsible for between 2.5-3%
of global GHG emissions4. In contrast, the
pulp, paper and print industry accounts for
just 1% of GHG emissions5.
Positive packaging perceptions
One area where consumers are seeing the
advantage of paper is in packaging. With
the past year providing a surge in demand
for online delivery, the sustainability of
paper packaging has increased its value,
with 55% preferring paper packaging for
being better for the environment.
When asked to choose their favourite
packaging material based on a range
of environmental, visual and physical
attributes, respondents named paper/
cardboard as favourite for 10 out of a
possible 15. As a comparison, glass was
favourite for four, metal for one, and plastic
for none.
When you look at the results in closer
detail, the reasons why people prefer
paper/cardboard packaging become clear,
with 79% preferring it for being home
compostable, 58% liking its lighter weight,
55% saying it’s better for the environment,
54% stating that it’s less expensive, and 51%

ThePage_pp08-09_su v2.indd 3

paper, whether it’s in media, packaging
or tissue form, equates to the felling of
trees. Whether it’s companies pushing
their customers to choose cheaper digital
options, misleading images of global
deforestation entirely unconnected to
paper use, or simply lazy journalism
spreading untruths, there’s a clear issue to
be tackled in re-educating people in paper
production and recycling.
We all know that paper is the natural
choice for a circular economy – its
environmental record speaks for itself
and study after study have proved its
eﬀectiveness in packaging, education,
books, advertising, the media and countless
other industries. We just need to make sure
everyone else knows it.

saying it’s easier to recycle.
With the amount of packaging being
used at the moment, there’s an increased
focus on the sustainability of each material
and whose responsibility it is to reduce the
use of non-recyclable packaging. When
asked to rank who they believe has the most
responsibility, 33% stated ‘the individual’.
This was followed by 25% who believed
that brands, retailers and supermarkets
have the most responsibility, 22% who
believed it was packaging manufacturers,
and 19% who believed it was the
Government and local councils.
What can be done?
While consumers seem to understand the
value of paper packaging, there are still a
series of misconceptions when it comes
to understanding the sustainability of the
wider paper industry. Central to these
misconceptions is the belief that using

FAO, 2020
Global E-Waste Monitor, 2020
3
The Shift Project. 2019
4
Belkhir & Elmeligi, Journal of Cleaner Production, 2018
5
ASN and Ecofys, 2015
1

2

KEY ENVIRONMENTAL FINDINGS FROM THE
2021 TWO SIDES TREND TRACKER SURVEY
• Just 10% of Europeans understand that European
forests are growing.
• 18-24 year olds (Gen Z) have the highest belief
that forests are shrinking (69%).
• In 2019, a total of 57.5 million tonnes of paper
was collected and recycled in Europe.
• 18-24 year olds have the biggest misconception
relating to recycling, with just 12%
understanding that the paper recycling rate
exceeds 60%.
• 55% prefer paper packaging for being better
for the environment.
• 40% would consider avoiding a retailer if they
were not actively trying to reduce their use of
non-recyclable packaging.
• 33% believe ‘the individual’ has the most
responsibility to ensure we reduce our use
of non-recyclable packaging.

07/05/2021 15:01
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karina urquhart, Executive
Director of new Two Sides
member Book Industry
Communication (BIC), explains
the work the industry does in
sustainability and the resilience
of print books.

“I’m constantly
amazed and
inspired by the
work that’s
going on”
What do BIC do for the book
industry?
We’re a UK-based not-forprofit members organisation for
the book industry – specifically
the industry supply chain. We
create standards, best practices
and resources that help to
improve the efficiencies and
best management of supply
chains. So our entire focus is on
efficiency, being less wasteful
and becoming greener.
What were your main reasons
for joining Two Sides?
Since 2019, BIC has stepped
up its efforts and leadership
role with regards to greening
the industry supply chain.
We thought joining Two
Sides would be the perfect
opportunity to share
knowledge and information

from both of our organisations,
and work together to share a
greater understanding of the
true impact of paper. As the
book industry is such a large
paper industry, it’s the logical
thing to do.
Why would you say that print
is so resilient?
It’s brilliant isn’t it? I think the
resilience of print books is to
do with the nature of its format.
In very simple terms it’s the
perfect format. It doesn’t need
charging, you don’t need to be
technical to open a book, you
can start reading straight away,
it’s portable, sharable, and
you can drop it in the bath or
a swimming pool and it won’t
break. Then there’s the obvious
advantage: its smell. Print will
always have a place.

What effect has the past year
had on your suppliers?
A huge one. Like many
companies, our members
have had huge operational
and financial challenges –
especially early on, when
the situation was completely
new. Also, not knowing how
long it would go on for really
affected supply chain planning.
Then there were the delays
in publication dates. A lot
of publishers pushed their
publication dates back to
September and October, to
what’s called Super Thursdays.
These are already peak selling
periods for the industry, but
there was a dramatic rise in
the number of printed books
being published on those days
compared to other years. In
September, hardbacks were up

by 20%, while October saw a
40% increase.
How important is the
sustainability of print to
the industry?
Hugely important. We
understand that printing books
has a carbon impact, but so too
does digital. There’s a huge
effort within the book industry
to have a greener print supply
chain, to be transparent, to
share what we’re doing to
increase awareness of the
steps and initiatives we have in
place. I’m constantly amazed
and inspired by the work
that’s going on in our industry
to make it a greener, more
sustainable place.
—
For more information about BIC,
go to www.bic.org.uk
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The ultimate morale-booster
a new study has found that a short letter
written on paper can go a long way to helping
frontline workers get through the final stages of
the pandemic. With many teams low on energy
and motivation, and firms unable to offer perks
such as cash bonuses, teambuilding events
or time off, a simple expression of thanks and
recognition of hard work on paper makes a real
difference to morale.
A team made up of researchers from Harvard
College and King’s College London conducted a
series of studies with the non-profit organisation
What Works for Children’s Social Care to
examine the impact of light-touch, cost-effective
interventions designed to promote the overall
happiness of social workers. The researchers
sent a number of social workers personalised
letters of appreciation with two sentences of
positive feedback.
The result was that the social workers who
received a letter felt significantly more valued,
more recognized for their work, and more
supported by their organisation than those who
didn’t. There were also positive impacts on
wellbeing, belonging, motivation and sickness
absence rates for those who received letters.

Q1 2021

PRINTING OUTLOOK
Q UA RT E R LY P R I N T I N G I N D U ST RY T R E N D S S U RV E Y

I N CO R P O R AT I N G:
• Printing Industry Trends & Quarterly Forecasts
• UK Headline Economic Data
• CBI Forecasts & Assessment
• Paper & Board Consumption Statistics from the Confederation
of Paper Industries (CPI) and sector insight from EMGE (paper
industry consultants)
• Printing Ink Sales Data from the British Coatings Federation (BCF)
• Energy Sector Commentary from Schneider Electric
• Financial Health Statistics from Red Flag Alert and Begbies Traynor
• Printing Insolvency Statistics
• Advertising Sector Data & Analysis from the Advertising Association /
Warc Expenditure Report & IPA Bellwether Report

“The high level of
uncertainty should start
to fade as the vaccine
roll-out progresses and
businesses progress past
the Brexit-related turmoil”
KYLE JARDINE, BPIF ECONOMIST
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“Research suggests that recognizing your
employees can be particularly impactful at
key landmarks,” said the study’s authors. “For
example, a thank you note sent at the start of a
new quarter or positive feedback delivered at
the conclusion of a major project can serve as
a booster shot of motivation when employees
need it most.”
—

For more information, go to https://bit.ly/3anuQha

BPIF LAUNCH LATEST
PRINTING OUTLOOK

The BPIF has released its Q1 2021
Printing Outlook, a compilation
of the latest business trends in
the printing industry. A hugely
respected report, the quarterly
survey covers topics ranging
from orders, output and costs
to productivity, investment and
paper supply, and is essential
reading for the global printing
industry and the Bank of England.
As you’d expect, the past
year has been a turbulent one,
which is reﬂected in the report’s
ﬁndings. While Q2 2020 bore the
brunt of the pandemic’s impact,
Q3 exhibited a recovery, before
Q4 experienced a halt on that
recovery path. Forecasts for
Q1 suggest that the Covid-19
resurgence and resulting mix of
lockdown measures and postBrexit disruption will be a drag on
recovery for many businesses.

Key ﬁndings include:
• 29% of printers managed to
increase their output levels in
the ﬁnal quarter of 2020.
• One-third (33%) were able to hold
output steady.
• 38% were adversely affected by
a decline in output.
“The economic climate has been
challenging – high levels of debt
will force adjustments, and
investment, weak for a while now,
will require support if productivity
is to improve,” explains Kyle
Jardine, BPIF Economist. “However,
the high level of uncertainty
should start to fade as the
vaccine roll-out progresses and
businesses progress past the
Brexit-related turmoil.”
—
To download the full report, go to
www.britishprint.com/industryinvolvement/research

THE VITAL POST-PANDEMIC
ROLE OF PAPER

Sappi have launched a new white
paper that, as we cautiously
emerge out of lockdown, calls
upon businesses and consumers
to make the most of paper and its
low environmental impact.
Titled How Does Print Fit With
Building a Sustainable Brand
Today? the paper examines the
role print has in creating a more
sustainable world, how much print
is valued by consumers, and how
the pulp and paper industry is
already a major contributor to the
circular bio-based economy.
After outlining the increased
focus on the environment,
consumer appetite for
sustainable solutions, and the
importance of environmental
investment for many companies,
the paper then goes on to detail
how paper answers many of the
challenges faced by industry
and commerce.
“Many brands and organisations
have come to the realisation that
we can’t continue to exceed the
planet’s limits, and that action
must be taken now to lay the
foundations for a green, circular
economy,” the paper states.
—
To download the white paper, go
to https://bit.ly/3t4Mde3

07/05/2021 11:56

12 _ E V E N T S

It’s a date!

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

RECYCLE WEEK 2021
Across the UK
20-26 September, 2021

the 18th annual Recycle
Week has been announced
by WRAP, the global body
dedicated to promoting and
encouraging recycling in all
its forms. The week features
the combined efforts
of retailers, brands, waste management companies, trade associations, governments
and the media, who aim to galvanise the public into recycling more of the right things,
more often. With companies such as Coca-Cola, Ocado, Waitrose, Co-op and Danone
getting involved, this will be a huge event and one that will reinforce the importance of
recycling in a sustainable society. “We know that Recycle Week is something the public
are extremely passionate about,” says Marcus Gover, CEO of WRAP. “It’s clear the public
wants action on the environment and is keen to be part of the change needed – and that’s
what Recycle Week is all about.”
https://wrap.org.uk

INPRINT MUNICH 2021

Munich, Germany
Date tbc
Pushed back from March because
of the pandemic, the biennial
InPrint Munich is yet to confirm
a date. When it does, expect an
international gathering of print
technology suppliers seeking
to connect with new markets
and customers. Showcasing the
latest developments in digital,
inkjet, screen and speciality
printing, exhibitors from over 130
companies from all over the world
will aim to make up for lost time
with plenty of deal making and
networking. Of course, the exact

nature of the event will depend
upon what happens over the next
couple of months.
www.inprintmunich.com

PACKAGING INNOVATIONS &
LUXURY PACKAGING

Olympia, London
22-23 September, 2021
Billed as ‘The future of branded
and premium packaging’, the
partnered events of Packaging
Innovations and Luxury Packaging
return to Olympia for a celebration
of packaging creativity and
design. The last in-person event
attracted over 4,900 visitors,
with over 170 exhibitors and 50

speakers, all from the food and
drink, beauty and cosmetics, and
fashion and accessories markets.
Whether you want to discover the
latest industry packaging trends,
learn from industry experts,
discover new products or simply
network with industry peers, this
two-day event will deliver plenty
of inspiration and insight into the
latest developments in packaging.
www.packaging-london.com

FESPA GLOBAL PRINT EXPO 2021
Amsterdam, The Netherlands
12-15 October, 2021
Europe’s largest international
speciality print exhibition,

Fespa Global Print Expo gathers
exhibitors from all over the
world to show off their latest
innovations and product launches
for the digital and screen printing
sectors, including graphics,
signage, décor, packaging,
industrial and textile applications.
Co-located with European
Signage Expo, the event will also
feature Printeriors, a celebration
of interior decoration, and
Wrapmasters, an international
vinyl wrapping competition.
Almost all areas of the print sector
are represented, including digital
and screen printing, retailers and
buyers, plus offset, large format,
and wide format printers.
www.fespa.com/en/events/2021/
global-print-expo-2021

SUSTAINABILITY IN PACKAGING
EUROPE

Barcelona, Spain
2-4 November, 2021
The flagship European packaging
and sustainability show returns
with a single goal: to drive
innovations and packaging
solutions towards a circular
economy. At a time when
packaging and sustainability are
increasingly important, this event
will outline a number of key issues,
including how the pandemic has
impacted the sector, regulatory
updates, brand and retailer
strategies, recycling, reuse and
design for end of life. The 2020
event featured speakers from
PepsiCo, GSK, Tesco, Body Shop,
Mars and Unilever, so expect a
similarly high calibre of content.
www.sustainability-inpackaging.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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activity in the paper users’ hippocampus,
an area of the brain vital for memory.
Sakai also recommends paper for those
in the creative industries: “One’s creativity
will likely become more fruitful if prior
knowledge is stored with stronger learning
and more precisely retrieved from memory.
For art, composing music or other creative
works, I would emphasise the use of paper
instead of digital methods.”

Take note of paper
OLD SCHOOL BEATS NEW
TECH IF YOU WANT TO BE
TOP OF THE CLASS
new research from Japan has revealed
that making notes by hand rather than
digitally helps us process the most
important information, boosts our ability
to remember it, and so improves learning.
Scientists have even suggested creatives’
output could benefit by working on paper
as opposed to on screen.
The physical act of writing combines
sensory and motor stimuli – the tactile
experience of the paper, focusing visually
on the pen tip and the information it
produces, plus the movement and sound
of the pen. Together these enrich cognitive
processes, better encode data into the
memory and enhance recall.
Paper note-taking is also simple to
personalise, with the one-off strokes
of your unique handwriting style,
highlighting, underlining, arrows and
other symbols. This personalisation and
handwritten notes’ tangibility – in a pad
or annotated printed materials – makes
it easier to visualise and remember

information compared to impersonal onestyle-for-all notes apps.
INCREASE MEMORY AND CREATIVITY
“Paper is more advanced and useful
compared to electronic documents because
paper contains more one-of-a-kind
information for stronger memory recall,”
explains Professor Kuniyoshi Sakai, a
neuroscientist at the University of Tokyo.
“If you remember a physical textbook
printed on paper, you can close your eyes
and visualise the photo one-third of the
way down on the left-side page, as well as
the notes you added in the bottom margin.”
In a 2021 study, Sakai asked participants
to take notes on two people discussing
their future schedules with a paper diary
and pen, smartphone or tablet calendar
app. When tested on their memory of
the schedules, the paper users recalled
information better – and 25% faster.
Participants also underwent an MRI scan
during the test, which revealed more

THE WRITE STUFF
Creatives agree: Quentin Tarantino is
famously inspired by the ritual of using
a new notebook and set of black and red
felt tips for every screenplay he writes.
As he puts it: “I can’t write poetry on a
computer, man.”
In three 2013 studies at Princeton
University and the University of California,
participants wrote notes either on paper
or a laptop from TED talks and lectures
covering subjects from equality in Japan
and Sweden to bats and bread. The paper
note takers scored better when tested on
the information. The laptop users took
more verbatim notes, without processing
the information as much: researchers
suggest paper users are more selective
in choosing important information that
boosts their learning.
So whether you’re studying, creating
a masterpiece, or prepping for a business
presentation, paper and pen are still the
go-to tools.
—
To find out more about the University of
Tokyo study, go to https://bit.ly/3uwqEmX

“Paper is more advanced
and useful compared to
electronic documents
because paper contains
more one-of-a-kind
information for stronger
memory recall”
PROFESSOR KUNIYOSHI SAKAI, UNIVERSITY OF TOKYO

com
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01_THE MELTING FONT
Finnish newspaper Helsingin
Sanomat has developed a font
that makes a statement about
climate change by highlighting
the declining amount of Arctic
sea ice in its disappearing letters.
While most fonts include different
variations such as italic or bold,
the Climate Crisis Font offers
variations depending on any year
between 1979 and 2050. Choose
1979 and the font is sharp and
bold, but as the years go by, the
font becomes thinner and more
curved, as if the font itself is
being melted away. “We hope that
using the font helps people see
the urgency of climate change
in a more tangible form,” said
Tuomas Jääskeläinen, Helsingin
Sanomat’s Art Director. “It’s a call
to action.”

ThePage_pp14-15.indd 2

Fresh thinking
THIS MONTH, WE GIVE A LUCKY CAT AN ORIGAMI PET BED, PLAY
PACMAN ON A PIZZA BOX, AND DISCOVER THE LINK BETWEEN A BRAND
NEW SWEDISH NEWSPAPER FONT AND DECLINING ARCTIC ICE LEVELS
02_PAMPER YOUR PET WITH PAPER
If you prefer your cat to have
a low carbon footprint, how
about investing in an origami
pet house? Made of paper and
card, it expands to create a
fantastic-looking home that will
provide plenty of comfort for
your eco-conscious kitty. And if
you need to travel or store it away,
it’s light and folds down flat in one
quick movement. Just cross your
fingers your cat doesn’t mistake
it for a scratching post.
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03_GETTING PERSONAL WITH
POSTCARDS
Over the past year, letter writing
has become more and more
important as a way for people to
connect in a more personal and
meaningful way. A new initiative
by Canada Post has helped
Canadians to reconnect with
the ones they love by using free
postcards to encourage them
to put pen to paper. Part of the
Write Here, Write Now campaign,
the postal company sent out over
13.5 million postcards – one to
every residential address in the
country – to encourage letter
writing. They even threw in free
postage. “Meaningful connection
is vital for our emotional health,
sense of community and overall
wellbeing,” said Doug Ettinger,
President and CEO of Canada Post.

04_THE ECO-FRIENDLY LIFESAVER
As the shipping of vaccines steps up around the world,
attention is turning to how the temperature-sensitive
vaccines can be kept cold in warmer climates. Since most
temperature-controlled packaging is made using Styrofoam – a
material that can take centuries to break down – one company
has developed a 100% recyclable and compostable container.
Vericool’s solution combines cardboard and starch-based
insulation and can maintain temperatures of -20 °C to -70°C
for up to 96 hours. While halting the Covid-19 pandemic is
vital, it’s no bad thing to remain environmentally friendly
while we’re doing it.
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05_READY PLAYER ONE?
With a decrease in social
interaction, many brands have
been looking for ways to interact
with their customers, which
has meant a resurgence for
augmented reality (AR). One of the
brands using AR is Pizza Hut, who
transformed their pizza boxes
into the classic Pac-Man game.
Using a QR code printed on the
box, pizza lovers could play the
arcade game with an augmented
Pac-Man being chased around
the printed maze. “It’s rooted in
all the things that people love
about Pizza Hut and the iconic
elements of our brand,” Pizza Hut
CMO George Felix told Adweek.
“And part of the experience
people used to have at Pizza Hut
was playing the tabletop Pac-Man
games. It’s about making these
things relevant in a new way.”
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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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popular Myths and Facts booklet.
• Regular E-news and Campaign Updates with key
results and successes.
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• The Page, an inspiring pro-print magazine published
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3 times per year.
• Expert advice and guidance.
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• Events and networking opportunities, including our
Power of Print seminar.
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Want to join? Simply visit:
www.twosides.info/become-a-member
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+44 (0)1327 262920

@TwoSidesUK

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