Promoting the Effectiveness and
Sustainability of Print Media

Jonathan Tame — UK Country Manager
Print Power and Two Sides Campaigns
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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 Print Power promotes the use and effectiveness of print
POWER media in a multi-channel market, to media and marketing
P s e professionals across Europe

Print and P - - :
“hokdgen T Two Sides informs paper users everywhere that print and
paper is an attractive and sustainable means of
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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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Partnhers

Marketing
1 &
Advertising
Audience

Pulp & paper production arepa, ApiA, CEPI, Eurograf, EPIS, TAPPI
Paper merchants eucropa., NPTA
Printing, Envelopes INTErRGRAF, ERA, VDMA,, FEPE etc.

Publishing rirp, FAEP, EPC, WAN-IFRA, INMA,

Postal & distribution postEurop, IPC, Distripress

Hlp OWER environmental
story to tell
www twosides info
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Creative
Inspirational
Tactile
Honest
Dramatic
Vivid
Effective
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* Print Power B2B magazine published in 9 Languages & JEREFFECTIVENESS I
distributed in 11 countries

« Targets media and marketing professionals, promoting the use
and effectiveness of print as part of the media mix

. . . . START THE
 Distribution about 70,000 copies CONVERSATION
« Magazine content available off line and searchable on multi e e e msswcsr s [
language websites
d Ry THE == _ _ _
Q . TRUT = ~ | Clear layout with strong visual appeal
s ol 4 : :
. | | — @ :
ﬁ ., == AR U] ~_ | Fullof facts and graphics
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PRINT Research and Facts
POWER
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79% of consumers will act on @@@@@@@
direct mail immediately, @@@@@@@
compared to 45% who say '

they deal with emails straight ON AVERAGE, FOR EVERY £1 SPENT ON

DIRECT MAIL, £14 IS GENERATED, WITH
away. SOME CAMPAIGNS GOING UP T0 £40*

Research Direct Mail Association
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BPI

NEWS
PAPERS

OF CONSUMERS
SAY THEY '"USUALLY
NOTICED' ADVERTS IN
LOCALNEWSFPAPERS
(46% IN NATIONAL
PAPERS)

OF CONSUMERS
SAY THEY ARE LIEELY
TO PURCHASE FROM
ADSTHEY SEE IN
LOCAL AND NATIONAL
NEWSPAPERS

OPTIMAL MEDIA MIX IN

FOR FMCG, THE
UFTIHllhErEIlII MIXIS
140%
-'E%_
24%

FOR SERVIGES, THE
OPTIMAL MEDIA MIX 1S
/35%
30%
15%
20%

ARE PIGKED UP ON AVERAGE 2.7 TIMES AND
KEPT ONAVERAGE OVER TWO WEEKS

FOR EVERY E£1 SPENT, MAGAZINES GENERATE
£1.47 FOR FMCG GLIENTS
£1.89 FOR FINANCE ADVERTISERS
£11.31 FOR TELECOMS ADVERTISERS?

MAGAZINES PRODUCED FOR

BRANDS
OF THETOP 10
MAGAZINES IN THE UK AND REAGH

OF PEOPLE TEND
TO OPEN ALL OF
THEIR POST

OF ADULTS HAVE
DONE SOMETHING IN
THE PAST 12 MONTHS AS
ARESULT OF RECEIVING
DIRECT MAIL, INCLUDING
14.2M THAT HAVE
PURCHASED APRODUCT

OF PEOPLE KEEEP
ANITEM OF DIRECT MAIL
FORFUTURE REEFEEENCE

THE ONLINE
COMPONENT OF
CAMPAIGNS PAYS BACK
629% MOREANDTHETV
COMPONENT PAYS BACK
27% MORE WHEN THERE
ISDIRECT MAIL IN THE
MARKETING MIX

8%

OF CONSUMERS SAY ONLINE
ADS ARE AND

A

TWO SIDES
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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

100

I\ ( l@l DIBLL
WOMEN

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

’ * Aluxury on-line shop
P( 3 I(’I _ -

« Magazine created for a well established
audience

« Onsalein 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”
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Google mailing to leading CEOs




Print Power Website www.printpoweruk.co.uk

Add Praimt, Ada B

11 Languages

Print Mmedia 1o yoesr ol <o

WVIEW THE CORRECT PER

e Facts
e (Case Studies
 |nnovation

« News
—
media serategy?
e The multi—-media mailins
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Case Studies platform

Recent posts

ccion of ewvidence which Number of cases: S

- -
B u I Id I I I tI Ie sl Ol e EIC P St Moleskine and Adob e Direcc Mail
o yous can join now by
RS pac

i on the sire and also

comprehensive =
library of case
studies on;

Why print works!

Shorclist Spiderman cover

“I’'m thinking of advising a client to produce a customer magazine.
Can you tell me if this will help to build their brand?”

www.twosides.info
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Why Print Media?

The mail moment
RE As O N S Direct mail enters an individual's home and is consumed on a one-to-one basis. This gives you much more

time with your customer, time that's invaluable in raising awareness, persuading, convincing and engaging
them in a relaxed environment at a time of their choosing.

WHY In a Belgian study, the majority of consumers consider the 'mail moment” as a ‘privileged moment', with 61%
saying they enjoy looking through their mail and 69% always curious to see what's in their mail (Bpost,
2011). Since everyone only has one Lletterbox, it follows that direct mail attracts a singular focus and a level

DIRECT MAIL

Sensory experience

D E LI U E RS The physicality of a mailing - the feel of it in your hands — adds another dimension to the brand experience.

The weight and quality of the paper gives a sense of value to the mailing and encourages the consumer to
keep it for longer. Customers of 58 out of 60 UK companies prefer to receive print mail rather than email
(Ebiquity, 2011).

Since your message isn't tied to the newsstand or the television screen, you can stimulate and entertain your
customers, encouraging them to reassess your brand and drive response. Along with heat-sensitive inks, one
of the most popular ways to stimulate response is the use of fragrance-infused paper, which brings the
consumer's sense of smell into play.

Since smell enhances memory recall, it can be an important factor in creating brand loyalty. Research has
shown that £7% of consumers are more likely to open a piece of mail if it has a scent (BMRB, 2011), while
brand impact increases by 30% when two senses are used — a figure that rises to 70% with three
(Brandsense, 2008).
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Print and Paper
have a great \
environmental

story totell  TSERE
www.twosides.info

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

Print and Paper
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The paper industry has a great environmental story to tell

Two Sides sets out the facts, such as:

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
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The paper industry has a great environmental story to tell

...and alternatives are not necessarily more
sustainable

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
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
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E-waste is now the fastest
growing component of the
municipal solid waste stream

gelect othef !
nd Greenpeace websk
worldwide

send to a frie

* 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 | E=— | s
recently, with 20-50 million tonnes | S St et e

generated every year.

« Electronic waste (e-waste) now makes up
5% of all municipal solid waste worldwide”

Source: Greenpeace, the e-waste problem,
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Two Sides Website www.twosides.info

Resources-laden website at the centre of the campaign

Search | Select Counry | BER
15 Country Websites PP N, S WP RN —

9 Lang uages Print and Paper are Renewable
.. and Recyclable raw material ﬁf
10 1 OOO+ VI S Ito rS a @ Paper has been around for almost 2000 years, and during ‘
month e ddoncipendsiedy g
R NP AT T S
o s < JAA S YR = \:-é«‘\" ¢
FaCtS P /;JMEX :‘*bta}‘ . o }‘
 Case Studies
« News

Get the Facts Events

Print and Paper
BPIF - Two Sides and Print Power Campaigns - September 2014 [ IPRINT have a great -
B /POWER environmental
story to tell  eERE
www.twosides.info

ADD PRINT, ADD POWER



The ‘Two Sides’ Campaign

Two Sides’ Newsletters

« Com i
mun i
. ICateS to memb Dear Martyn
all site registries ers and ::,.ﬂ.m%m%mm:"ww
Icontent ow'?‘:.wtenmﬂ
w-wl.oonumwhgm«w‘wmmemohw respond 10 nn«pmtmdpuwcncnwm‘umnwlwfww
(Y For news of the Two Sides campaign i0 Europe please chick here: ntp W twosides mannm.mmcw.D-cs ‘r‘
Kind regards.

Up to 50,000
,000 news
globally each montIhetters now sent
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the sustainability and eff
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pomtar joins the Two Sides Campaign

Domtar Corporation the largest integrated manufacturer and marketer of u
world . More info

paper in North America and the seco!
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d largest in the
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the winners of its once ina lifetime com|
4 the winners ofits prestigious compettion 10 win a
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Furope shows |eadership in recycling

The latest Monttoring report of the European Recovered Paper
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world is gefintely worth reading ¥ More info
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‘Two Sides’, Myths and Facts Booklet

print and Paper

Pu\ d Facts
reprint Grouy L . —— Group
exceeding P

» Personalisation possible for all members

« Published and available in many different languages, German,
Finnish, Italian, Portuguese, Japanese

Hlp OWER environmental
story to tell
www twosides info
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The ‘Two Sides’ campaign

“Two Sides’, addressing Greenwash

—
o
———
-

i he Are®

g‘fc

BT

(&)
po ¥Y° ’“ﬁ“.
‘Do your bit for the wt co*
environment and go paper-free o e S————
‘Save ££’s and trees with BT A hom 5

paper-free billing’

v

Qutcome

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.

BPIF - Two Sides and Print Power Campaigns - September 2014

i TORO TRS mmm Le E] Y B b

Paper free billing

Why ga paper tree?

Mawe do | wga up? Already have a
AT.com account?

......

-~ 7

to tell M

www.twosides.info
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The ‘Two Sides’ campaign

“Two Sides’, addressing Greenwash

UK - Successful outcome!

e 83% of Banks
 649% of Utilities
e 100% of Telecoms

have changed their messages!

Activity on-going in UK and other
European countries

BPIF - Two Sides and Print Power Campaigns - Septemb

.
70% of Telecoms and 30% of Utilitie
Ks, °

fl
CO Ofates are



The Two Sides campaign
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
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Consumers’ Environmental Perceptions of Print & Paper

There Is a belief that forests are under threat from

the use of paper

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

A multi country survey commissioned by Two Sides, September, 2011
Not for distribution outside of the Print Power/Two Sides organisation



Consumers’ Environmental Perceptions of Print & Paper

E-communication is regarded as more
environmentally friendly

What’s the most
environmentally friendl

_ Electronically | On Paper

Newspapers 6/7/% 13%

Book 52% 28%
Magazines 62% 17%

Mail /1%

A multi country survey commissioned by Two Sides, September, 2011 have a grea

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



”J W”"Jde" Talks directly to consumers

j 6 LL W Promotes the attractiveness and

P a P e '\ sustainability of print across

Europe
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‘No wonder you love paper’

Campaign focuses on two simple facts

Did you know that forests in Europe, Did you know that almost 70%
which provide wood for making into of paper across Europe is
paper and many other widely used collected and recycled? In fact

materials, are 30% larger than in 1950?
In fact they’re increasing by 1.5 million
football pitches every year.t

it’s one of the most recycled
materials of all.t

If you love reading your favourite Magazines are printed on paper

newspaper, isn't it good to know that it's from ngturol and renewople wood
made from natural and renewable wood. which is all good fo know if you love
reading your favourite magazine.

tWorld Forest Resources, 1953 and UN FAO Global Forest tMonitoring Report of the European Recovered
Resources Assessment, 2010 Paper Council, [ERPC), 2010
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Business focussed magazines
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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
iIndustry’s recycling record?

Less than 10% 7%
10-19% 13%
20-29% 19% .
20% Consumer beliefs
40-49% 11%
1 before advert 6% Now
exposure

N dos understand that
Don't know ' | M | | | | | | | Over 60% Of
{ " "’ paper is recycled,
(from 8%)

60% 70% 80% 90% 100%

Less than 10% 1%

10-19 % 1%

Consumer beliefs

20-29% 1%

after advert
40-49% 5%
exposure
50-59% 5%
More than 60% 76%
Don'tknow 6%
_ _ _ Print and Paper \
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Have we influenced the way people feel about the size of
Europe’s forests?

90% 1

78% :
0% | Consumer beliefs
0% -
0% | before advert
506 1 exposure From 78%
40% 1 -
o | believing that
200 0% : forests are
o - = reducing in
0% - _ 9
Stayed the same Reduced in size Incigased in size Don'tknow Slze, 75%
90% 1 c belief 7500 now believe
80% 1 onsumer peliers
o | f q forests are
wn| - aner advert increasing in
50% 1 exposure :
40% 1 P SiZe.
30% 1
20% 16%
10% 1 4% 5%
_
Stayed the same Reduced in size Increased in size Don'tknow
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PRINT AND PAPER
HAVE A GREAT
ENVIRONMENTAL
STORY TO TELL

For more information contact;
Jonathan Tame jpt@twosides.info

Greg Selfe gjs@twosides.info
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Why support the Print Power and Two Sides campaigns?

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.

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
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