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The Two Sides and Print Power campaigns 

 

 

 

 

 

 

Print media remains one of the most powerful and sustainable forms of 

communication. Yet consumers and users in the world of digital media are 

now distracted and enticed by a wide range of alternative media choices. 

Print Power promotes the use and effectiveness of print 

media in a multi-channel market, to media and marketing 

professionals across Europe 

Two Sides informs paper users everywhere that print and 

paper is an attractive and sustainable means of 

communication 
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European Countries participating in the Print Power 

and Two Sides campaigns 

• 13 European Countries 

• 150 People 

• €1.7m Cash Funding (2013) 

• €10m Benefit in Kind 

 

Not-for-profit 

A Unique Multi-Industry 

Cooperation 
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1. Pulp & paper production AF&PA, APIA, CEPI, Eurograf, EPIS, TAPPI 

2. Paper merchants EUGROPA., NPTA 

3. Printing, Envelopes INTERGRAF, ERA, VDMA,, FEPE etc. 

4. Publishing FIPP, FAEP, EPC, WAN-IFRA, INMA,  

5. Postal & distribution PostEurop, IPC, Distripress 

1 2 3 4 5 
Marketing 

& 
Advertising 
Audience 

Partners 



BPIF - Two Sides and Print Power Campaigns - September 2014 

Creative 

Inspirational 

Tactile 

Honest 

Dramatic 

Vivid 

Effective 
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• Print Power B2B magazine published in 9 Languages & 

distributed in 11 countries 

• Targets media and marketing professionals, promoting the use 

and effectiveness of print as part of the media mix 

• Distribution about 70,000 copies 

• Magazine content available off line and searchable on multi 

language websites 

Clear layout with strong visual appeal 

Full of facts and graphics 
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79% of consumers will act on 

direct mail immediately, 

compared to 45% who say 

they deal with emails straight 

away. 

 
Research Direct Mail Association 

Research and Facts 

 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&docid=nn5hQ2rq53VzoM&tbnid=vDEZD-vNc9E8IM:&ved=0CAUQjRw&url=http://www.willcreatemedia.co.uk/Web-Marketing/file/direct-mail-gallery.php&ei=Jd-NU7PIOOTA7Aa8ooGICg&bvm=bv.68191837,d.ZWU&psig=AFQjCNF_j0sKD7Y_XO9AeovYaPmpx1KiyQ&ust=1401892999071757
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The Print Power and Two Sides campaigns 
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NET-A-PORTER  Case Study from on-line to Print 

 

 

 

 

 

 

An increasing number of internet brands are turning to print to engage with 

their customers 

“In the same way you have to have a Facebook page and an Instagram account 

and be on mobile and have a website, you also need to be in print.” - Natalie 

Massenet, founder. 
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• A luxury on-line shop 

• Magazine created for a well established 

audience 

• On sale in 60 countries 

• Creates competitor differential  

• Delivers aspirational ideas and inspiration to a 

targeted audience 

• Communicating with clients through a variety of 

different touch points 

Other on-line traditional brands journeying into print include; 

Boden, Ocadolife, Achica Living, Matches and even Google. 

Think Quarterly – “a breathing space in a busy world”  

NET-A-PORTER  Case Study from on-line to Print 

 

 

 

 

 

 



Google mailing to leading CEOs 



BPIF - Two Sides and Print Power Campaigns - September 2014 

Print Power Website     www.printpoweruk.co.uk 

13 Country websites 

11 Languages 

 

• Facts 

• Case Studies 

• Innovation 

• News 
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Case Studies platform   

Building the 

comprehensive 

library of case 

studies on; 

 

Why print works! 

 

“I’m thinking of advising a client to produce a customer magazine. 

Can you tell me if this will help to build their brand?” 
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Two Sides informs paper users everywhere that print and paper 

is an attractive and sustainable means of communication 

Campaigns active in; 

• Europe 

• US 

• Australia 

• South Africa 

• Brazil  

• Columbia 
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• Only about 11% of the timber harvested worldwide is used directly by 
the pulp and paper industries. Fuel and timber are the main users 

• The European paper industry sources more than 80% of its wood 

and its wood pulp from within Europe and the total area of European 

forest is now 30% larger that in 1950 and increasing by 1.5 million 

football pitches each year 

• 68% of paper is recovered for recycling in Europe 

• 54% of the energy consumed by the European Industry originates 

from biomass 

    Two Sides sets out the facts, such as: 

The paper industry has a great environmental story to tell 
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• 2% of the UK’s current energy requirement is demanded by data centres. 

Roughly the same as the airline industry 

• Half of a typical UK household energy requirement could be needed to drive IT 

equipment; laptops and PCs, in the next 10 years 

• One e mail, with a 400k attachment, sent to 20 people, is equivalent to burning a 

100w light bulb for 30 minutes. 

• 60/70% computers are left on all the time. This is equivalent to: 

1.5 billion one bar electric fires on for one hour costing £150 million 

…and alternatives are not necessarily more 

sustainable 

Virtual Warming, Costing The Earth, BBC,  

“Reading the news online for more than 30 minutes can consume 20% more 

energy than reading a traditional newspaper” 
                       Source: Swedish Royal Institute for Technology 

The paper industry has a great environmental story to tell 
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• In Europe e-waste is increasing at 3 – 5% 

a year, almost three times faster than the 

total waste stream 

 

• The amount of electronic products 

discarded globally has skyrocketed 

recently, with 20-50 million tonnes 

generated every year.  

 

• Electronic waste (e-waste) now makes up 

5% of all municipal solid waste worldwide” 

 
Source: Greenpeace, the e-waste problem, 

E-waste is now the fastest 

growing component of the 

municipal solid waste stream 
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Two Sides Website       www.twosides.info  

Resources-laden website at the centre of the campaign  

 

 15 Country Websites 

9 Languages 

10,000+ Visitors a 

month 

 

• Facts 

• Case Studies 

• News  
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‘Two Sides’ Newsletters 

 

• Communicates to members and 

all site registries 

 

• Up to 50,000 newsletters now sent 

globally each month 

The ‘Two Sides’ campaign 
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‘Two Sides’, Myths and Facts Booklet  

• Personalisation possible for all members 

• Published and available in many different languages, German, 

Finnish, Italian, Portuguese, Japanese….. 
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Outcome 
BT have now changed messaging and do 

not refer to ‘saving trees’ or ‘e-billing 

being environmentally more friendly’. 
 

Two Sides will now continue discussions 

with other major Corporates. 
 

Two Sides has credibility and can debate 

with authority. 

BT 
 

‘Do your bit for the 

environment and go paper-free 

‘Save ££’s and trees with 

paper-free billing’ 

‘Two Sides’, addressing Greenwash  

The ‘Two Sides’ campaign 
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UK - Successful outcome! 
 

• 83% of Banks 

• 64% of Utilities 

• 100% of Telecoms 
 

have changed their messages! 

 

Activity on-going in UK and other 

European countries 

‘Two Sides’, addressing Greenwash  

The ‘Two Sides’ campaign 
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Two Sides activities are backed by research; 

 

• Consumers are still associating paper with forest loss 

• Consumers don’t think reading on paper is a 

sustainable way to read 

 

 

The Two Sides campaign 



Consumers’ Environmental Perceptions of Print & Paper 

A multi country survey commissioned by Two Sides, September, 2011 

Not for distribution outside of the Print Power/Two Sides organisation 

Paper and Forests 

 

 76% believe that there is a connection 

between paper manufacture and loss 

of tropical rainforest 

 73% are concerned about print and  

paper’s effect on forests 

There is a belief that forests are under threat from 

the use of paper 



Consumers’ Environmental Perceptions of Print & Paper 

A multi country survey commissioned by Two Sides, September, 2011 

Not for distribution outside of the Print Power/Two Sides organisation 

 

 

What’s the most 

environmentally friendly way to 

read? 

 

Electronically On Paper 

Newspapers 67% 13% 

Book 52% 28% 

Magazines 62% 17% 

Mail 71% 10% 

E-communication is regarded as more 

environmentally friendly 
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Talks directly to consumers 

 

Promotes the attractiveness and 

sustainability of print across 

Europe 
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‘No wonder you love paper’ 

  
Campaign focuses on two simple facts 
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French newspapers French newspapers and magazines 
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Mainstream UK national newspapers 
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Mainstream UK national newspapers 



BPIF - Two Sides and Print Power Campaigns - September 2014 

Business focussed magazines 
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European Political Magazines 
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Young generation focussed magazines 
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Young generation focussed magazines 
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Mainstream general interest magazines 
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Spanish Post Offices! 
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Adverts are changing consumers attitudes 

Adverts tested in 6 European countries by IPSOS 

 

After exposure to the adverts: 

• Improvement of 18%, from 20% to 38%, of consumers who 

believe that print and paper is the sustainable way to 

communicate 

• Reduction of 8%, from 80% to 72%, of those who are concerned 

about the effect on forests by print and paper 

• Improvement of 19%, from 58% to 77%, of those who understand 

that print and paper is based on a renewable resource 

• Improvement of 18%, 20% to 38 %, of people who believe that 

paper records are more sustainable than electronic storage of 

information 
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Have we influenced the way people feel about the 

industry’s recycling record? 

N: 600 ; % Col. 
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76% now 

understand that 

over 60% of 

paper is recycled, 

(from 8%) 

Consumer beliefs 

before advert 

exposure 

Consumer beliefs 

after advert 

exposure 



BPIF - Two Sides and Print Power Campaigns - September 2014 

N: 600 ; % Col. 
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Have we influenced the way people feel about the size of 

Europe’s forests? 

From 78% 

believing that 

forests are 

reducing in 

size, 75% 

now believe 

forests are 

increasing in 

size. 

Consumer beliefs 

before advert 

exposure 

Consumer beliefs 

after advert 

exposure 
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For more information contact; 

 

Jonathan Tame jpt@twosides.info 

  

Greg Selfe  gjs@twosides.info 
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By uniting all those who wish to see print and paper flourish, the Print 

Power and Two Sides campaigns deliver powerful messages to ensure 

that print media remains a vital communications channel for generations 

to come. 

Why support the Print Power and Two Sides campaigns? 

Get access to facts, information, research and tools to help your 

business promote the effectiveness and sustainability of print. 

Cost of membership  

£35.00 per million pounds of turnover – Minimum £150.00 

 

Act today and join us 

http://www.twosides.info/Joining-Two-Sides-and-Print-Power 


