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In November, 200 attendees came together in the magnificent
Stationers’ Hall for the 2016 Power of Print seminar. Organised by
Print Power, Two Sides and the BPIF, and sponsored by Canon and
Fedrigoni, the seminar, now in its sixth year, has secured itself as a
must-attend event .
We heard from 10 inspiring experts, including speakers from
News UK, the DMA, Royal Mail, as well as advertising legend Dave Trott,
designer Wayne Hemingway MBE, renowned neuroscientist Susan
Greenfield CBE and esteemed environmentalist Jonathon Porritt CBE.
The main theme running through the day was
that creative needs to engage the customer and that print still has a vital part in creating
that engagement, whether it be the initial
spark of interest, the way we follow-up a
digital communication or the final product
in our hands - print engages and informs us
in so many ways that we would miss it if it
weren’t around. And it’s around a lot more
than some would think! powerofprint.info

THIS YEAR’S POWER OF PRINT SEMINAR IS ON TUESDAY 24TH OCTOBER - SAVE THE DATE!

Print Power case study platform - Proving the value of print
The website’s library of over 300 case studies delve into the detail of
campaigns where print has been used and reveal the benefits delivered.
Media and marketing professionals, as well as anyone interested in learning
how print can deliver fantastic results, will find this section a vital resource.
The section is also fully searchable by print channel, industry type and result.
printpower.eu/case-studies
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Which media channel is the greenest, and are
we supporting the wrong channel
with our 'green' choices?
These are the questions being explored in a new campaign from
Two Sides. Many providers of goods and services recognise
the impact of this trend for path-to-purchase decisions in their
marketing strategies and now include a variety of green claims,
such as ‘pure’, ‘natural’ or ‘eco-friendly’, to entice the socially and
environmentally conscious consumer.
“Our experience to date is that many companies don’t realise the environmental credentials of paper. We challenge
the ‘go paperless’ position and help educate corporations,” says Martyn Eustace, Managing Director, Two Sides.
“Once informed, companies are really supportive.”
As many businesses move towards digital-only communications, claims such as ‘Save Paper, Save Trees’ and
‘Go Green - Go Digital’ are becoming popular phrases in the marketer’s vocabulary. But these claims do not consider
the negative environmental impacts of technology. The Two Sides campaign aims to help consumers and businesses
gain better understandings of why print and paper remains a versatile and sustainable communications medium.
Two Sides has contacted hundreds of large organisations who are making unsubstantiated green claims on the
benefits of using less print and paper. Globally, 70% of organisations approached by Two Sides have removed or
changed these misleading messages - this figure is 92% in the UK, having just added Ryanair to our list of successes!
Organisations approached include major players in the financial, telecommunications and utilities sectors.
twosides.info/what-is-greenwash

A distinctive feature of the modern consumer is that they want to purchase
products and services that are environmentally friendly and socially responsible.

Think Direct Mail is Dead? Think Again!
In Autumn, Print Power launched a new campaign to promote
the effectiveness of Direct Mail to brand owners and agencies.
Created by WPN/Chameleon, the 2-stage mailer was sent to
6,500 media and marketing professionals in the UK.

YEAH RIGHT
Direct mail has

The mailing also included a valuable call-to action: a free
online subscription to The Directory, a publication curated
by Patrick Collister, which showcases worldwide creativity
and provides an invaluable source of inspiration.
And finally, Print Power used the mailing to issue a
challenge to prospective record-breakers, to fold a sheet
of paper more than 12 times – a record that has stood
since 2002.
The Direct Mail campaign forms part of Print Power’s
ongoing campaign to promote the use of print media
among brand owners and advertising and media
agencies.
Find out more,
printpower.eu/think-direct-mail-is-dead_think-again

grown. By 4.5%
in the first half
of 2015 alone.
With over £1.8
bn spent on Dire
ct Mail, it’s the
3rd largest
media channel
in the UK and
big in other coun
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no wonder, cons
idering that Dire
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s on average
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including Dire
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Myths and Facts
Infographics
16 new mini infographics highlight some of the key facts
from the Myths and Facts booklet and are great for sharing
on social media.
Some of the sustainability facts about the Print and Paper
industry are:

•

Between 2005 and 2015, European forests grew by an
area the size of Switzerland - that’s 1,500 football
pitches every day!

•

Europe recycles 72% of its paper

•

85% of the wood used by the European pulp and
paper industry comes from European forests

•

Between 2005 and 2013, the CO2 emissions of the
European pulp and paper industry were reduced by
22%

•

56% of the industry’s total primary annual energy
consumption is biomass-based

Eac h yea r, the ele ctr on ic
in du str y gen erates up to 41
mi lli on ton ne s of e-wast e
fro m go od s suc h as com put ers
an d sm art pho ne s

Find out more www.twos

mmunication

Source: UNEP, 2015

85 % of th e wo od us ed by
th e Eu ro pea n Pu lp an d
Pa per In du str y co me s
fr om Eu ro pea n Fo re sts

Find out more www.twos

Please download and share away!
twosides.info/myths-and-facts-infographics

ides.info/electronic-co

Source: CEPI Statistics,

ides.info/european-fo

rests

2015

The paper, pulp and print sector
is one of the lowest industr ial
emitter s of greenho use gasses,
accoun ting for 1% of global
greenho use gas (GHG) emissio ns

Find out more www.twosides.info/renewable-energy

Source: Ecofys, 2013

Fight for the Right to Choose
The Keep Me Posted campaign launched in July 2013, which petitions
for the consumer’s right to keep paper bills and statements, if they so
wish, without charge or other penalties.
There are 7 million people in the UK who can’t use the internet, even if
they wanted to; because of poverty, disability or geography. There are
over 10.5 million people who lack the confidence to use the internet
transactionally. Together that is nearly 1 in 5 of the British population.
The campaign is pro-choice, not anti-digital.
As businesses, such as banks, telecoms and energy providers, apply
pressure to move their customers online, often without consent and
sometimes without their knowledge, Keep Me Posted steps in to protect
this consumer right.
Not having paper makes it difficult to manage financial affairs effectively. Not having paper can make it more difficult
to prove who you are, or where you live. Not having paper can make it difficult to get help or manage a deceased
person’s estate.
Additionally, there is an increasing amount of neuro and behavioural science research which suggests we retain and
comprehend information less effectively if we read it on screen rather than on paper.
There are clear signs that this global issue will not be tolerated by those who believe in equality, fairness and the
consumer’s right to choose. Keep Me Posted is calling for the UK to rise to the occasion.
For more information about the campaign, visit keepmeposteduk.com
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Promoting the effectiveness
of print media throughout
Europe

AUTUMN 2016_PROMOTING THE EFFECTIVENESS OF PRINT MEDIA THROUGHOUT EUROPE

WHAT
ARE
YOU
LOOKING
AT?

How print feeds the appetite for food marketing

The new Print Power magazine includes features on how print
feeds the appetite for food marketing, virtual reality, tactical
advertising, print and politics, and the cream of Cannes; but to
name a few. It also includes an article on loyalty; no matter what
the brand, customer loyalty is a hugely important yet elusive
commodity. That’s why print’s ability to create an emotional bond
with customers, instil trust in them and retain their attention
in the longer term, can make all the difference to marketers.
If you don’t receive the Print Power magazine, subscribe for free:

BEST FRIENDS FOREVER
How print inspires loyalty,
devotion and commitment
HOT OFF THE PRESSES
Create topical print campaigns
with fast turnaround ads
THE 360-DEGREE REVOLUTION
We explore how print is working
with virtual reality
THE LIONS THAT ROARED
The best print campaigns from
this year’s Cannes festival

printpower.eu/subscription

Last, but by no means
least, we would like
to wish a very warm
welcome to our
newest members!

Members’ Day 2017
Join us for updates on the two campaigns, a look at the tools and
resources available to you and some valuable networking.
23rd March, 2017 Daventry - iCon Centre, NN11 0QB
10:00 - 13:00 followed by network lunch
We’ll also have presentations from industry experts on the
effectiveness of print and the sustainability of the medium.
To book your place, please register at
twosides.info/members-day
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Winter & Company UK Ltd

For full details of member benefits
and how to join Print Power and
Two Sides, go to:
twosides.info/member-benefits

Cost: £20 - to include buffet lunch

Contact us
To discuss membership
benefits or for any other
information regarding our
campaigns, please give
us a call or drop us a line;
we’d love to hear from you!

+44 (0) 1327 262920
info@printpower.eu & enquiries@twosides.info
www.printpower.eu & www.twosides.info

Print and Paper
have a great
environmental
story to tell

iCon Centre, Eastern Way, Daventry, NN11 0QB
www.twosides.info
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