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Welcome to our first semi-annual Campaign Update,
a new report to share Two Sides’ progress and other
important information with our valued members and
other stakeholders. This report replaces The Page
newsletter with a more data driven, quick read that
we trust you will find useful.

65%

Anti-Greenwash success rate

9

New members join Two Sides

Two Sides entered 2020 with strong momentum and
a new three-year strategic plan that expands and
builds on our many successes. As our industry adapts
along with the rest of the world to the changes that
began in March, we remain steadfast in our efforts to
support our members and deliver value through our
key campaigns.

37,431

Despite the challenging environment, the first half of
2020 shaped up to be quite successful. We got a few
more “wins” in our anti-greenwash campaign, kicked
off the consumer-facing Love Paper campaign, worked
with our Keep Me Posted Campaign coalition partners
to place several well-received op-eds, and introduced
paper-based packaging into our communication
and research efforts. We were extremely pleased to
welcome nine new members to Two Sides, bringing
our total North American membership to 156.

215,000

“

With challenges for all of us sure to continue in the
months ahead, Two Sides is as committed as ever
to vigorously promoting the great sustainability story
of print, paper and paper-based packaging, and we
thank our members and other stakeholders for your
unwavering support.

Website visits

4

Webinars Hosted

27

Twitter impressions

Enews/blogs delivered

71M

Love Paper launch potential reach

Print and Paper
have a great
environmental
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www.lovepaperna.org

Anti-Greenwash
Wins Continue
Since the Anti-greenwash Campaign began in 2012,
129 of North America’s largest corporations and
organizations have eliminated or changed misleading
environmental claims about print and paper, including
three wins to date this year.

Anti-Greenwash Wins
• American Express (Previous win,
removed additional new claim)
• Hydro Ottawa
• Scotiabank

Recognizing that many businesses are faced with
unprecedented challenges as a result of global
virus-related lockdowns, the Two Sides board of
directors temporarily suspended the initiation of new
anti-greenwash cases in March, and we continue to
evaluate the appropriate time to resume. However,
we continue to actively pursue cases already in the
pipeline, including follow-up with target companies,
increased anti-greenwash messaging on social
media and partnerships with Two Sides members for
increased influence.

Total Customer Reach - 80 Million

129
3

GREENWASH WINS
SINCE 2012

2020 YTD
GREENWASH WINS

65%
GREENWASH
SUCCESS RATE

Love Paper
Campaign Launched
On June 25, Two Sides launched the Love Paper
Campaign to raise consumer awareness of the unique
and inherently sustainable characteristics of print,
paper and paper-based packaging. The campaign
features its own brand identity, logo, fact sheet and
consumer-focused website, lovepaperna.org. Use of
the Love Paper logo, is free to Two Sides members.
Our launch press release had more than 1,800 views
and pickup by 97 media outlets with a potential
audience reach of 71 million. The campaign also
includes a series of print ads that promote the
sustainability of print and paper products. The ads are
available to newspaper and magazine publishers free
of charge.

PAPER LOVES TREES

PAPER REVOLUTION

PAPER POWER

U.S. forests, which provide wood for making paper,
paper-based packaging and many other products,
have been growing by over 1,600 NFL football fields every day!

Over 66% of paper and paper-based packaging in the U.S. is
recycled into new products, one of the highest recycling rates
of any material in the country.

67% of the energy demand at U.S. pulp, paper and
paper-based packaging mills is met using renewable,
carbon-neutral biomass energy.

Discover the story of paper
www.lovepaperna.org

Discover the story of paper
www.lovepaperna.org

Source: According to the UN Food and Agriculture Organization’s 2015 Global Forest Resource Assessment,
U.S. forest area expanded by an average of 800,000 acres per year between 1990 and 2015.
An NFL football field is 1.32 acres in size.

Sources: American Forest and Paper Association, 2019
U.S. Environmental Protection Agency, 2017

Discover the story of paper
www.lovepaperna.org
Source: American Forest & Paper Association, 2018

www.lovepaperna.org

Publishers interested in running the Love Paper ads can email info@lovepaperna.org

Membership

New Members

New Value Proposition

A very warm welcome to our newest members:

Our members tell us that their companies benefit
greatly from membership in Two Sides and that our
four key campaigns – Anti-greenwash, Education and
Research, Keep Me Posted and Love Paper – provide
significant value in supporting their own sustainability
efforts. We developed our new Value Proposition to help
spread the word to prospective members. It includes
a brief overview of the campaigns, updated mission
and vision statements and the benefits of membership.
Anyone who wants to share the advantages of Two
Sides membership with others can download the Value
Proposition at twosidesna.org/value-propostion.
Key Campaigns, continued ...

www.twosidesna.org

Love Paper

Add Your Voice to Our Growing
Alliance of Print, Paper and
Paper-based Packaging
Sustainability Advocates!

The TSNA Love Paper campaign promotes the sustainable attributes of print, paper and
paper-based packaging among consumers via a dedicated website and a targeted
print media advertising campaign using ad space donated by newspaper and
magazine publishers.

Print, paper and paper-based packaging have a great environmental story to tell, and Two Sides North
America (TSNA) helps our members tell that story every day. We tackle the relevant environmental and social
issues head-on with factual, authoritative information. Two Sides helps expose the myths, explain the true
sustainability of our industry, and provide stakeholders a fact-based foundation for making well-informed
decisions about the use of print and paper-based products.

•

Bluegrass Integrated Communications

•

Editor & Publisher

•

In-plant Printing and Mailing Association
(IPMA)

•

Paper and Paperboard Packaging
Environmental Council

•

Printing Industries of New England (PINE)

•

Ricoh USA

•

Ronpak

•

Total Printing Systems

www.lovepaperna.org

Through our Keep Me Posted campaign, TSNA advocates directly with banks, utility
companies and other service providers for the right of all consumers to choose, free
of charge, how they receive important information.
For more, go to www.keepmepostedna.org

Vision

Our goal is to dispel common environmental
misconceptions and to inspire and inform
businesses and consumers with engaging, factual
information about the sustainability, versatility
and attractiveness of print, paper and
paper-based packaging.

Two Sides North America is an independent, non-profit organization, and is part of the Two Sides global network
which includes more than 600 member companies across North America, South America, Europe, Australia and
South Africa. Our member companies span the Graphic Communications and Paper-based Packaging industry,
including forestry, pulp, paper, paper-based packaging, chemicals and inks, pre-press, press, finishing, printing,
publishing, envelopes and postal operations.

Four Key Campaigns

THE CONSUMER’S
RIGHT TO CHOOSE
WWW.KEEPMEPOSTEDNA.ORG

Mission Statement

Who We Are

By uniting in common purpose with members of
the Graphic Communications and Paper-based
Packaging industry, Two Sides aspires to ensure
that in a world of scarce resources, our renewable,
recyclable and sustainable products can be
enjoyed for generations to come.

Why Join Two Sides?

Anti-greenwashing

With one voice, Two Sides and our growing member network is able to more broadly and cost-effectively promote
the sustainability of print, paper and paper-based packaging. Using consistent, verifiable messaging that
demonstrates our industry’s uniquely sustainable benefits, we amplify our products’ continuing role as an effective,
valuable and powerful means of communication, marketing, knowledge sharing, information security, and product
transport and safety. Two Sides also helps enhance the environmental credibility of our members by significantly
augmenting their own sustainability messaging with customers, employees and other stakeholders.

TSNA is leading the charge against organizations that use misleading claims like
“go paperless, save trees” to promote electronic communications over print.
Since 2012, we’ve convinced many leading North American companies to remove
misleading anti-paper and print claims.
For more, go to www.twosidesna.org/anti-greenwash-campaign

Education and Research
THE MYTH
GOING PAPERLESS SAVES
FORESTS

“THERE ARE 20% MORE TREES IN THE U.S.
TODAY THAN THERE WERE ON THE FIRST
EARTH DAY CELEBRATION IN 1970.” 1

Membership is open to any commercial enterprise in the Graphic Communications and Paper-based Packaging
industry, as well as to industry trade groups, non-governmental and other organizations. TSNA also welcomes
partners with specific skills and expertise that support the aims and objectives of Two Sides.

“The reality is that the greatest
incentive for continued
investment and retention of
our nation’s forests is a stable
market for paper and other
wood products.”
Dovetail Partners 2

• Topical Myths and Facts information from credible third parties
• Consumer research to help refine and target sustainability messaging

To become a member visit
www.twosidesna.org/become-a-member

Membership

TSNA provides a wide array of materials and tools to complement our members’
own sustainability efforts, including:

THE FACT
IN NORTH AMERICA, WE
GROW MANY MORE
TREES THAN WE
HARVEST

Paper manufacturers encourage forest
sustainability through their purchase and
use of certified wood fiber and by promoting
sustainable forest management policies and
practices at home and around the globe. By
providing a dependable market for
responsibly grown fiber, the paper industry
encourages landowners to manage their
forestland instead of selling it for
development or other non-forest uses.2, 3

Print and
Paper
Myths and
Facts

• Net forest area in the U.S. has been stable
since the early 1900’s and has increased
from 754 to 766 million acres between
2005 and 2015. Net volume of growing
stock increased by over 10% between 2005
and 2015.4 Canada’s forest area of 857
million acres has been quite stable over
the past 25 years.5

2

• Each year forests in the U.S. and Canada
grow significantly more wood than is
harvested. In the U.S., average net annual
increase in growing-stock trees nationwide
is about 26 billion ft3.6 In 2015, Canada
harvested just over 5.6 billion ft3 of timber,
well below the estimated sustainable
wood supply level of 7.98 billion ft3.7
• Claims like “go paperless – save trees”
create a false impression that forests are a
finite resource, being destroyed. In truth,
North American forests are a renewable
resource that is continuously replenished
using sustainable forest management.8

• More than half the forest land in the U.S. is
owned and managed by about 11 million
private forest owners. Private forest lands
provided over 90% of the domestically
produced wood and paper products in
2017.
• The income landowners receive for trees
grown on their land encourages them to
maintain, sustainably manage and renew
this valuable resource.9
• On privately owned timberlands, overall
inventories increased 6.2% between 2008
and 2014 and forest growth exceeded
harvest removals.10
• Avoiding the use of wood is not the way to
protect forests for the long term. It is
precisely the areas of the world that
consume the least wood that continue to
experience the greatest forest loss.8

Visit www.twosidesna.org for the full fact sheet

3

• Co-branded tools, social media content and other educational resources
• Webinars and in-person presentations to help educate and inform key stakeholders

Print and
Paper
have a great
environmental
story to tell
www.twosidesna.org

For more information or to join Two Sides, email us at info@twosidesna.org

• Relevant, up-to-date news via our popular blog
For more, go to www.twosidesna.org

855-896-7433

Artista Design and Print

For more, go to www.lovepaperna.org

Keep Me Posted

info@twosidesna.org

•

www.twosidesna.org

@TwoSidesNorthAmerica

@TwoSidesNA

/company/TwoSidesNA

info@twosidesna.org

855-896-7433

www.twosidesna.org

@TwoSidesNorthAmerica

@TwoSidesNA

/company/TwoSidesNA

Keep Me Posted
KMP Salutes 4 Top Banks

The Keep Me Posted (KMP) coalition gained two new
members during the first half of the year, Ricoh USA and
Bluegrass Integrated Communications. With support of
our KMP coalition partners, the campaign also expanded
its reach with the publication of five articles/op-eds and
a live Facebook interview in conjunction with the National
Grange. Find them at keepmepostedna.org/news.

According to a comprehensive KMP analysis, only four of
America’s top 20 financial institutions put their customers’
communication preferences first, do so without fees and
make their practices easily accessible. For their approach to
consumer choice, KMP awarded these companies with its
Best Practices mark:

At the request of members, KMP also published a fact
sheet on COVID-19 and the safety of paper products,
available at keepmepostedna.org/fact-sheets.

7,000
KMP YTD WEBPAGE
VIEWS

4
KMP BEST
PRACTICES
AWARDS

46,853
KMP YTD FACEBOOK
IMPRESSIONS

•

JP Morgan/Chase

•

Bank of America

•

Wells Fargo

•

Capital One

SUP
P

Expanding Our Reach

ER OF
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O

THE CONSUMER’S
RIGHT TO CHOOSE

Learn more at keepmepostedna.org/news

Education and Research
New Resources
Two Sides continues to provide new and updated
communications tools to help our members and
other stakeholders enhance their own sustainability
communications. Recent additions include updated fact
sheets, new mini factographics and short videos for use
in social media, and a new fact sheet and engaging
infographic on the environmental advantages of paper bags.
All are downloadable from the Two Sides website. For added
impact, members can customize most materials with their
company/organization logo. Customized materials can be
downloaded from the Members Only section of the website.
Anyone needing assistance logging in to the Members Only
section may contact info@twosidesna.org.

Packaging Survey
Two Sides also released the results of our 2020 U.S.
Consumer
Packaging
Preferences
Consumer
Packaging
Behaviorssurvey. Among the
findings, consumers ranked paper and cardboard packaging
Consumer awareness
how packagingglass
is impactingand
the planetmetal
is increasing,packaging
in part due to informative
documentaries
higher
than ofplastic,
on
11 of 15
such as David Attenborough’s Blue Planet 2 and global efforts such as National Geographic’s Planet or Plastic initiative to
reduce the amount of single use plastics that enter the ocean. As a result, the sustainability of packaging is playing a growing
environmental,
practical
and
visual
attributes.
Download
role in governmental policies around the globe and is now a familiar topic in the media, corporate boardrooms and public the
conversation.
survey
at www.twosidesna.org/survey.
The increasing number of environmentally conscious consumers combined with public policies on reducing waste is causing

4,256

52,842

DOWNLOADS OF
RESOURCES

YTD WEBPAGE
VIEWS

92,017

86,106

ENEWS AND BLOG
POSTS OPENED

FACEBOOK
IMPRESSIONS

28,193

820

E-NEWS
SUBSCRIBERS

COPIES OF “THE
PAGE” MAILED

retailers and producers to rethink their packaging decisions and improve their green credentials.

Survey respondents were asked to what extent they agree
with the following series of statements

I Am Actively Taking Steps To
Reduce My Use Of Plastic Packaging.

18%

39%

I Would Be Willing To Spend More
On A Product If It Were Packaged
Using Sustainable Materials.

9% 29%

I Now Buy More From Retailers Who Are
Removing Plastic From Their Packaging.

9% 23%

Non-Recyclable Packaging Should Be
Discouraged Through Taxation.

16%

I Would Consider Avoiding A Retailer If I Knew
They Were Not Actively Trying To Reduce Their
Use Of Non-Recyclable Plastic Packaging.

27%
34%

23%

I Prefer Products Ordered Online To Be
Delivered In A Fitting Packaging E.G. That Is
Not Too Big For The Size Of The Actual Product.

28%
0%

Strongly
Agree

19%

44%

17%

28%

33%

10% 26%

I Prefer Products Ordered Online To
Be Delivered In Paper Packaging
Rather Than Plastic Packaging.

34%

17%
30%

42%

Agree

Neither Agree
Nor Disagree

7%

60%

8%
7% 6%

22%

40%

9%

13% 10%

39%

20%

12%

80%

Disagree

Two Sides Report: U.S. Packaging Preferences 2020

5%
100%
Strongly
Disagree

8

www.twosidesna.org

855-896-7433

@TwoSidesNorthAmerica

info@twosidesna.org

/company/TwoSidesNA

@TwoSidesNA
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