
Anti-greenwash wins
The latest success stories 
in Two Sides’ fight against 
misleading messages  
—

Print & Omnichannel 
Marketing
Direct mail is a top three 
channel for supporting 
marketing objectives
—

Understanding EPR
Implications for the paper  
and printing industries

Exploring the effectiveness 
and sustainability of print 
media in North America 
Summer 2025

FORESTS & PAPER 
The Consumers’ View

The 
 Page_



T H E  I S S U E  I N  N U M B E R S

FIND OUT MORE
Two Sides is a not-for-profit global 
initiative promoting the unique 
sustainable and attractive attributes 
of print, paper and paper packaging. 
Two Sides members span the entire 
print, paper and packaging value 
chain, including forestry, pulp, paper, 
packaging, inks and chemicals, 
finishing, publishing, printing, 
envelopes and postal operators.

 
THE PAGE
Published by Two Sides North America
Design by Soul Content for the UK, edited 
for NA by Two Sides North America

CONTENT FOR TWO SIDES
Jill Crossley
Jules Van Sant
—
Two Sides North America
PO Box 230001 
Portland, OR 97281
971-288-6734
www.twosidesna.org
@TwoSidesNA    
©2025 Two Sides

Two Sides would like to give 
a warm welcome to our 

newest members!

47%

61%
Consumers who are concerned that personal information being held 
electronically is at risk of being hacked, stolen, lost or damaged | 06

$37.3 billion
The amount U.S. marketers spent on direct mail in 2024 | 05

The global success rate of the Two Sides' Anti-Greenwashing 
Campaign over the past 5 years | 04

02  |  TWO SIDES NORTH AMERICA



The world’s first Love Paper 
Week was hailed a success after 
a large number of companies and 
organizations around the world got 
involved to spread the message that 
paper is a highly sustainable, effective 
and attractive medium. 

Taking place on February 3-7, 2025, 
the event aimed to raise consumer 
awareness of the sustainability of 
paper and paper-based packaging. 
Using a combination of social media 
messages, graphics and videos, email 
footers, virtual backgrounds and Love 
Paper Week branding, it increased 
the knowledge of consumers, clients 
and colleagues on a national and 
international scale. 

“The aim of the initiative is to inform 
a wide range of people about why paper 
is such a sustainable, effective and 
attractive medium,” explained Josh Birch, 
Campaign Manager for Two Sides UK. 

INDUSTRY ACTIVITY
The activity for Love Paper Week 
comprised a series of social media 
posts, each giving a different fact on 
paper that highlighted its important 
role in sustainability. 

The posts covered a wide range of topics, 
from packaging and education to forest 

LOVE  
PAPER  
WEEK 

“�We are delighted at  
the response to the  
first Love Paper Week”

world of paper, from direct mail and 
print publishers to paper bags and 
corrugated cardboard, to celebrate 
Love Paper Week every year!”
—
For more information on how you 
can support Love Paper year around 
go to: lovepaperna.org or Follow us 
on social @LovePaperNA

growth and the environmental impact of 
paper compared to online media. 

Along with thousands of views of 
the social media posts, stories on the 
initiative were also published in trade 
publications such as PrintWeek and 
Packaging News, while a large number of 
companies and industry organizations 
lent their support by highlighting the 
campaign on their websites. 

Love Paper Week was an international 
campaign that ran in Europe, North 
America and a range of countries in 
South America, with each region having 
their own dedicated landing pages. 

 
SEE YOU NEXT YEAR
The first Love Paper Week is just  
the beginning of an annual event  
that will increase in activity and 
engagement, informing and educating 
more and more people around the 
world about paper and its sustainable 
advantages.

"We introduced Love Paper this 
year in North America," said Jules 
Van Sant, Director of Two Sides North 
America. "Supported by the industry, 
the goal is to grow the campaign each 
year and reach millions of consumers. 
We want to mobilize everyone in the 
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The Anti-Greenwashing Campaign 
is continuing its successful work.
Greenwashing is the use of misleading 
and unsupported environmental 
claims to persuade people that moving 
online will help the environment. 

Not only do statements such as 
“Go paperless, save trees and help 
save the planet” and “Go green, go 
paperless” ignore the environmental 

THE LATEST ON THE 
ANTI-GREENWASHING 
CAMPAIGN

impact of digital communications, 
they contravene both the FTC Green 
guidelines and Canada's Competition 
Act which require companies to 
substantiate environmental claims 
made to promote a product or 
business interest.

Each year we review and research 
greenwashing complaints from our 
members and anyone concerned 
about a company's greenwashing 
activities toward paper. Two Sides 
engages with these companies 
providing them with data and reasons 
why their marketing claims have no 
merit and should be removed. 

 Globally, over the past 5 years, we 
have had a 47% success rate and 
convinced dozens of companies to 
change their marketing materials. 

In North America, we have interacted 
with 50 companies so far in 2025, 
sending letters and emails, sharing the 
facts and relevant resources about the 
sustainability of paper.

THE RIGHT TO CHOOSE
The latest Two Sides Trend Tracker 

report has found that U.S. and 
Canadian consumers are increasingly 
concerned about being moved online 
to receive their bills and statements 
from financial organizations and 
service providers, with 74% believing 
they should not be charged more for a 
paper bill and 79% wanting the right 
to choose and not be pushed down a 
digital route.
—
To report any instances of 
greenwashing, please email  
info@twosidesna.org or complete 
this form.

74%  
believe they 
should not be 
charged more  
for a paper bill

79%  
want the right to 
choose and not 
be pushed down 
a digital route

Left: Example of a greenwashing 
claim that sparked Two Sides' 
anti-greenwashing intervention.
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There’s little doubt that direct mail 
is going through a golden period of 
success, with report after report 
demonstrating its effectiveness at 
grabbing the attention of the consumer, 
compelling them to open and guiding 
them towards action. 

According to the January 2025 
report from the Winterberry Group 
presented by the US Postal Service, 
brands remain committed to investing 
in direct mail.

•	 U.S. marketers invested $37.3 billion 
in the channel in 2024, a growth of 
2.6% over the previous year.

•	 81% of brands said they intended to 
grow their spending on direct mail 
in 2025.

•	 More than 60% of marketers said 
their organizations have deployed 
certain tools and methodologies—
such as retargeting based on digital 
data, integration with third-party 
marketing technologies, use of 
behavioral triggers and integration 
of QR codes—aimed at driving 

the future— leveraging a combination 
of technological innovations, supply 
chain efficiencies and alternative 
formats as means of offsetting higher 
delivery costs.”

TRUSTED AND TANGIBLE
The reason mail remains so resilient 
in the face of substantial challenges 
is that it works on a pure one-to-one 
basis. At the moment of opening, there 
is no competition from other brands for 
attention, resulting in plenty of time 
and space for a consumer to take in the 
message and act upon it. 

Said one Marketing VP surveyed,  
“As digital channels become 
oversaturated, digitally native brands 
are turning to direct mail as a way to 
cut through the noise. By leveraging 
postal data, these brands can achieve a 
level of precise audience segmentation 
and targeting that digital platforms 
often struggle to match.” 

TECH INTEGRATION
Technology integration and data-based 
innovation continue to be the cutting 
edge of direct mail, with marketers 
finding new and effective ways to 
leverage it in multi-channel campaigns. 
Strategies that work include 
retargeting website visitors, QR codes, 
integration with third-party marketing 
technology, mail tracking and more.

“Direct mail is no longer an 
afterthought but a strategic driver 
in omnichannel approaches when 
integrated effectively,” said one not-
for-profit marketer. “A test-and-learn 
approach— such as identifying the 
right combination of  touchpoints, 
whether one email, two mail pieces,  
or a billboard—can significantly 
enhance outcomes.” 
—
For more information, go to 
WinterberryGroup.com > White 
Papers > Digital Performance

greater impact of their direct mail 
efforts and complementing their 
online marketing efforts.

•	 In 2024, most organizations 
significantly increased or 
somewhat increased their direct 
marketing spending.

•	 Direct mail is in the top three 
channels organizations say are 
most important in supporting their 
performance marketing objectives.

In spite of rising postal costs and 
the yet-unrealized potential of AI 
communications, the report found that 
marketers are staying the course on 
direct marketing.

“The steady growth of rates in 
recent years has forced brands to 
devote a growing proportion of their 
direct mail budget—now 50.2%—to 
postage expense,” according to the 
survey results. “But a vast majority 
of marketers, some 97%, said they’re 
likely to maintain or grow their 
aggregate direct mail budgets even 
in the face of potential rate hikes in 

"�Direct mail is 

no longer an 

afterthought, but 

a strategic driver 

in omnichannel 

approaches."

Mail Maintains a Prominent 
Place in the Marketing Mix
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TREND TRACKER FIRST LOOK 
Initial Results for 2025 Are In

Jules Van Sant

The first findings of Two Sides North 
America's major research project, the 
Trend Tracker survey, has revealed a 
number of key insights into people’s 
perceptions of print, paper and the 
environment. Carried out every two 
years, this significant piece of research 
questions over 12,000 consumers 
worldwide about their attitudes 
towards print, paper-based products 
and the environment. 

“The purpose of the Trend Tracker 
survey is to understand changing 
consumer preferences and attitudes 
towards print, paper and paper-based 
packaging,” explains Jules Van Sant, 
Executive Director for Two Sides. “It 
allows us to keep track of changing 
consumer perceptions and identify 
what the industry needs to do in order 
to improve consumer opinion.”  

DIGITAL CONCERNS
One of the key findings in the report is 
that North American consumers are 
increasingly concerned about the time 
they spend connected to digital media, 
with 54% of U.S. and 51% of Canadian 
respondents stating that they spend too 
much time on electronic devices and 
30% from both countries saying they 
suffer from digital overload. 

The overuse of digital media is 
leading to health concerns, with 48% of 
U.S. and 51% of Canadian consumers 
saying that they are concerned that 
the overuse of electronic devices could 
be damaging to their health, leading 
to problems such as eyestrain, sleep 
deprivation and headaches. 

“While the link between digital 
media and mental health has been well 
documented, not so much attention 
has been paid to its effect on physical 
health,” says Jules Van Sant. “This is 

something that should continue to be 
explored, alongside the positive benefits 
of reading content in print.”

North Americans also remain 
concerned about being moved online to 
receive their bills and statements from 
financial organizations and service 
providers, with 74 % U.S. and 78% 
Canadian respondents believing they 
should not be charged more for a paper 
bill and 76% wanting the right to choose 
and not be pushed down a digital route.
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“�When asked to weigh 
in on sustainability 
attributes, the numbers 
jumped to 3 out of 4 
people perceived paper 
and cardboard to rise 
above the rest.”

ECO-WINNERS
When it comes to packaging, paper 
and cardboard are clear winners for 
sustainability. When asked to choose 
their preferred packaging material 
based on a range of environmental, 
visual and physical attributes,  
paper and cardboard came out top  
for 10 out of the 15 key attributes. 

Diving into the numbers, 67% of U.S. 
consumers said paper and cardboard 
were best for being compostable/
biodegradable at home, while 46% said 
paper was easier to recycle.  

“Two-thirds of respondents 
considered paper and cardboard to 
be the top choice for packaging,” said 
Van Sant. “When asked to weigh in on 
sustainability attributes, the numbers 
jumped to 3 out of 4 people perceived 
paper and cardboard to rise above the 
rest. We see this in real time with an 
increasing number of retailers moving 
from plastic to paper packaging.”

AWARENESS INCREASE
Perceptions about paper and the 
environment are a large part of the Trend 
Tracker survey, and the latest results 
show an increase in consumers who 
understand that the North American 
paper recycling rates are above 60%. 
While the previous Trend Tracker survey 
found that only 12% of respondents 
believed the rate was above 60%, that 
percentage has risen to 15%.

“Not only has the report found that 
paper and cardboard are the preferred 
environmental choice when it comes 
to packaging,” says Van Sant, “but 
consumers increasingly understand 
the high recycling rate of paper 
packaging. Increasing the awareness 
of the sustainability of paper and paper 
packaging is something that we and the 
rest of the industry are working hard to 
achieve, and it looks like we're moving 
in the right direction!"

— 
The full Two Sides Trend Tracker 
survey will be published and 
available in June. To request a 
copy, email info@twosidesna.org
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Extended Producer Responsibility 
(EPR) is an environmental policy 
approach that intends to hold brand 
owners, licensees, importers, and 
distributors accountable for the 
entire lifecycle of their products, 
especially the take-back, recycling, 
and final disposal. This strategy aims 
to incentivize producers to design 
environmentally friendly products 
by making them responsible for the 
costs associated with the end-of-life 
management of their products.

EPR IN THE UNITED STATES: 
CURRENT LANDSCAPE
Several U.S. states have enacted EPR 
laws targeting packaging or packaging 
and printed paper materials. As of April 
2025, states including Washington, 
Maine, Oregon, California, Colorado, 
and Minnesota have passed such 
legislation, with a Maryland bill the 
latest to be signed into law, and two bills 
under consideration in New York. These 
laws vary in scope and implementation 

Understanding 
Extended 
Producer 
Responsibility

timelines, but they collectively signify a 
shift towards producer accountability 
in waste management.

IMPLICATIONS FOR THE PAPER 
AND PRINTING INDUSTRIES
“Each law typically requires producers 
to initially register with the state and/or 
Producer Responsibility Organization 
(PRO) by a given date,” according to a 
recent Covington compliance alert. 
“Each law then generally imposes 
a final compliance deadline upon 
which a producer may not sell covered 
products in or into the state unless that 
producer belongs to a PRO. Joining a 
PRO means that producers typically 
have obligations to report relevant data 
and pay fees to the PRO. There may be 
other requirements as well, such as 
meeting reduction targets or engaging 
community stakeholders.” 

Fee structures are provided, and 
penalties for noncompliance with 
the EPR vary by state. Fees for paper 
recycling are comparatively low 
relative to metals, ceramics and other 
materials, with the exception of coated 
paper, which could cost up to $0.43/
lb to recycle. In addition to costs, the 
paper and printing industry, which 
already boasts high recycling rates, 
faces other challenges under EPR 

laws, such as operational adjustments 
and administrative burden to stay 
compliant with EPR requirements.

AF&PA points out that the proposed 
EPR legislation in New York ignores 
the complexities of the state’s recycling 
system and the paper industry’s supply 
chain, and insufficient data is available 
to move forward with new programs. 
EPR programs, according to AF&PA, 
often treat highly recycled materials, 
such as paper, the same as hard-to-
recycle materials. This can result in 
highly recycled materials subsidizing 
the cost of collection and recycling for 
materials with low recycling rates, with 
costs being passed on to consumers and 
taxpayers, ultimately.

While EPR laws aim to enhance 
environmental sustainability, it's 
crucial for policymakers to consider 
the existing recycling efficiencies 
within the paper and printing industry. 
Collaborative efforts between industry 
stakeholders and regulatory bodies 
are crucial for developing EPR 
frameworks that acknowledge the 
industry’s contributions to recycling 
and ensure that new regulations do not 
inadvertently hinder its progress.
—
For more information and resources, 
visit TwoSidesNA.org > Blog

Implications for 
the Paper and 
Printing Industries
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THE RECYCLABILITY 
FACTOR
According to new research by global 
packaging company Amcor, recyclability 
claims are the most influential factor 
on consumer purchase decisions, with 
84% of consumers reporting they check 
on-pack instructions to find out how 
they dispose of products. The company 
recently released the third edition of its 
European consumer claims research 
report, which also found that 71% of 
consumers understand claims that state 
‘Made with recycled materials’, while 
72% say they understand paper-based 
packaging claims and use them to inform 
purchasing  decisions. 

Interestingly, 18% of consumers also 
say they are willing to pay more for 
recyclable packaging.

 “Amcor’s new consumer research 
equips brands with the insights they 
need to align packaging decisions 
with credible claims that shoppers 
will easily recognize, understand and 
respond to,” said Gerald Rebitzer, 
Senior Director of Sustainability and 
Public Affairs, Amcor Flexibles EMEA. 

“This report is a crucial tool for 
brands looking to meet consumer 
demand for more sustainable and 
circular packaging solutions and stay 
on the front foot of mandates soon 
to be enforced by the Packaging and 
Packaging Waste Regulation (PPWR).”
—
To find out more, go to Amcor.com > 
Media > News > Consumer Claims

A study in the U.S. has found that 
large-print books can significantly 
improve student literacy development, 
increasing both engagement and 
achievement levels. The research by 
non-profit education organization 
Project Tomorrow found that 87% of 
teachers saw a positive impact on their 
students’ reading success when they 
made the switch to large-print books.

“When a simple change in format can 
lessen distractions, increase the time 
students spend reading, and improve 
participation in classroom read-alouds, 
the impact is enormous,” said Julie 
Evans, CEO of Project Tomorrow. 

To Improve  
Literacy, Go Large 

“Large-print books are easy to integrate 
across the curriculum in social studies, 
history and in any library collection 
– and teachers don’t require any 
additional training to use them.”

The study also found that large-print 
books decrease stress and anxiety 
within children about reading for 
school, boost confidence in reading 
abilities, and particularly benefit 
students who are learning English as a 
second language.
—
For more information, go to 
Tomorrow.org > Resource > Large 
Printliteracy-development

© 2025 Sylvamo Corporation. All rights reserved. Accent, Hammermill, Sylvamo and the Sylvamo logo are registered trademarks and The World’s Paper Company is a trademark of Sylvamo Corporation. 

Protecting the Future of Forests
By choosing responsibly sourced paper from Sylvamo, you’re making a simple 
choice that supports healthier forests, cleaner air and thriving communities.
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BEER FOR BOOKS
One of Japan’s largest secondhand book retailers has partnered 
with a Japanese brewery to launch a limited-edition beer brewed 
especially for book readers. BOOK IPA was created through a
partnership between secondhand book retailer Value Books and 
Coedo Brewery. The collaboration brought together two companies 
with complementary approaches to sustainability – one extending 
the life of books while the other upcycling ingredients such as sweet 
potatoes in its brewing process. To cater to readers, BOOK IPA is 
said to be a more subtle brew than traditional IPAs, with an alcohol 
content of 6% that aims to “open the senses without overwhelming 
them”. The beer is the first of what Value Books hopes will become a 
series of reading-optimized beers, with future releases planned to 
match different literary genres. 

FRESH THINKING 
From Paper Packaged Underwear to Japanese Beer Brewed 
for Book Lovers, We Bring You the Latest Paper Designs and 
Innovations from Around the World

010  |  TWO SIDES NORTH AMERICA



to ensure its paper packaging retains structural integrity, protects 
batteries during transit, and delivers ease-of-use to customers.

The decision to replace Duracell's plastic blister packs with paper 
packaging is a notable step towards sustainability, reducing its 
plastic in select packages up to 100%.

DURACELL MOVES TO PAPER PACKAGING
Duracell announced a significant shift in its packaging strategy by 
replacing traditional plastic blister packs with eco-friendly paper-
based packaging. This move highlights the company’s commitment 
to sustainability and reducing its environmental footprint.

Duracell’s decision is largely influenced by growing consumer 
demand for environmentally conscious packaging alternatives and 
stringent regulations aimed at reducing plastic waste. Single-use 
plastics, such as blister packs, contribute heavily to landfill and 
ocean pollution, prompting businesses across various industries 
to explore sustainable substitutes. Paper packaging, being 
biodegradable and recyclable, aligns with these goals and addresses 
critical environmental concerns. 

Challenges and Innovations
While paper packaging offers environmental advantages, it also poses 
design and durability challenges for fragile products like batteries. 
Duracell has tackled these obstacles with advanced engineering 

ENGLAND: M&S WRAPS MEN’S ESSENTIALS IN PAPER 
One of Britain’s biggest retailers has overhauled a large section of 
its menswear packaging by replacing plastic materials with paper. 
The whole Marks & Spencer’s Men’s Essentials range of products, 
including all men’s socks, woven pajama sets and almost 40% of 
their men’s underwear lines, are now available in FSC-approved 
paper packaging with paper hooks, which can be easily recycled at 
home. “We know we have a responsibility to do the right thing when 
it comes to our packaging by reducing unnecessary plastic,” said 
Katharine Beacham, head of sustainability in clothing and home 
at M&S. “This one small change to our men’s essentials range will 
make a huge difference by removing over five million units of plastic 
from our supply chain.” With 20 million pairs of socks sold each year 
and one in five UK men purchasing their underwear and nightwear 
from M&S, it’s a huge move, and one that’s expected to be followed by 
additional product packaging being converted to paper, removing a 
further 3.5 million units of plastic.

FRANCE/GERMANY: THE FIRST CARDBOARD CAP
As paper and fiber alternatives gradually replace traditional plastic 
packaging in supermarkets, the plastic caps of aerosol cans are the 
latest to receive a more sustainable makeover. French packaging 
manufacturer WIMBÉE has developed the first cardboard cap, 
using German company Koehler Paper’s NexCoat Smart flexible 
packaging paper on the cap’s surface. According to the press 
release, the paper’s high fold-crack resistance provides excellent 
laminating, shaping and printing properties on the cardboard’s 
surface. “Koehler NexCoat Smart is ideally suited to the challenge 
of creating a greener and, in particular, recyclable alternative to 
standard caps,” said Bettina Bastien, brand owner manager for 
Flexible Packaging Paper at Koehler Paper. “It is made of renewable 
raw materials and can be reused multiple times within the 
established paper recycling process.”
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Become A Member Today!

971-288-6734

Want to join? Simply visit:
www.twosidesna.org/join-today/

Two Sides seeks to ensure that print, 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 e�ectiveness and 
sustainability of print, paper and paper packaging.

• License to use the Two Sides and Love Paper branding and logo.

• Co-branding of all Two Sides resources.

• Regular E-news and Campaign Updates with key results and successes. 

• Expert advice and guidance.

• Events, webinars and networking opportunities.

info@twosidesna.org @TwoSidesNA

@TwosidesNA

@TwoSidesNorthAmerica

www.twosidesna.org @TwosidesNA

www.lovepaperna.org

®


