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9%

The percentage of millennials that look forward to receiving print catalogs | 03

500K

Number of people who viewed Love Paper Week content on social media channels | 04
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Number of Americans who say they don't pay attention to most online marketing. It's 60% for Canadians | 06
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Consumers who prefer paper packaging over plastic packaging | 10

4%

of USPS revenue comes from mail and parcels | 12
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increase in Bluebook sales used for written tests on university campuses | 13

"Awareness alone does not cut it anymore, as each brand in 2026
needs their audience to trust them, to connect, and to come back.
Direct mail continues to trend because of these objectives." oo
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FIND OUT MORE

Two Sides is anot-for-profit
global initiative promoting the
unique sustainable and attractive
attributes of print, paper and paper
packaging. Two Sides members
spanthe entire print, paper and
packaging value chain, including
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inks and chemicals, finishing,
publishing, printing, envelopes
and postal operators.
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CONSUMER
IMPRESSIONS
OF PRINT

Two Sides’ 2025 Trend Tracker
survey shows encouraging progress

in how consumers view paper-based
products while also highlighting
where understanding still falls short.
Commissioned by Two Sides and
conducted by independent research
company Toluna, The survey captured
insights from 12,400 consumers
around the globe.

In2021,60% of U.S. consumers
believed forests were shrinking. In
2025, that number has dropped to
56%. Data for 2025 also shows that
consumer preferences for print remain
steady across all major categories,
frombooks (53%) to magazines (48%)
to tax statements (49%). Despite the
growth of digital, print continues to
hold its ground, particularly where
trust, comprehension, and personal
engagement matter most.

“Encouragingly, we’ve seen modest
improvements in public understanding
of paper products,” says Jules Van
Sant, Executive Director, Two Sides
North America. “Still, there are some
persistent misconceptions. We found

“Consumer preferences
for print remain steady”

that many people still believe U.S.

forests are shrinking despite clear data
showing that forest areas have actually
been growing for decades. We're also
seeing greater awareness around
recycling, yet consumers continue

to underestimate how effective
paperrecycling really is. These
misunderstandings show exactly

why initiatives like Two Sides and
Love Paper remain so important. Our
role in providing accurate, accessible
information about the environmental
credentials of paper-based productsis
more critical than ever.”
Torequestaccess tothe 2025 Trend
Tracker survey, go to twosidesna.org
>Trend Tracker 2025

THE AGE OF “NEWSTALGIA”

Young people are increasingly rejecting digital
media and turning to physical objects such as
books and catalogs in order to express their
identity and individuality. A new Harris Poll
report calls this movement “newstalgia,” which
is characterized by a deep craving for texture,
imperfection, and authenticity.

This datais supported by anumber of other
reports, such asa2025 Tubi-Harris poll that
found that 82% of Gen Z enjoy discovering
content originally released over a decade ago, and

70% of Gen Z actively collect physical items as

tangible evidence of their identity. Meanwhile, a Quad-Harris Poll released earlier in

the year noted that 79% of millennials look forward to receiving print catalogs, with

64% of Gen Z keeping these catalogs and using them for décor or creative inspiration.

Afteryears of touchscreens taking over our lives, it seems that the sense of touch

now carries substantial emotional weight as a way to slow down, savor and feel

connected, making print the ideal medium for this new generation of consumers.

To download the Harris Poll report, go to TheHarrisPole.com > Insights-News >

Reports > The Age of Dissonance
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LOVE
PAPER
WEEK
2026

Two Sides recently celebrated the BUSTING THE MYTHS

second annual Love Paper Week this The latest Trend Tracker research

past February. The global initiative conducted by Two Sides reveals

highlighted the unique role of paper continuing misconceptions among . .
while promoting its environmental the public, such as just 15% of people C]-]-Cke d— ]-]-nks
credentials to businesses, consumers, believe that the U.S. paperrecycling .

and communities worldwide. rate is above 60% and only 44% know & ]-nfo On
Following its successful inaugural that U.S. forests are growing. The real

yearin 2025, Love Paper Week 2026 facts are thatthe U.S.recycles 60% - Love Pap er
saw greater industry support and 64% of paper and forests are growing

participation, with the campaign in size while managed under strict

addressing the knowledge gap sustainability standards. As consumer

among consumers regarding the awareness of environmental issues

environmental impact of paper. continues to grow, the print, paper a p er S imple
*
b

and packaging industry still has
work to do to deliver clear, fact-based Sma rt &
information that addresses misleading sSus t a i nab 1 e.
digital-only narratives.
“Paper continues to be one of the '“3
most sustainable and effective forms zJ
of communication,” explains Jill >

Pe Op]_e Viewe d Crossley, Director of Operations,

Two Sides. “It’s renewable, recyclable

L Ove P ap eI' and mostly biodegradable, yet many iR o =5 R

misconceptions remain. Love Paper

We ek C Onte nt Week is about giving the industry a

voice to challenge myths, share facts, o
and celebrate the benefits of paper with Love Paper Week

. ” Feb 2-6,2026 - lovepaperna.org
businesses and consumers.
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SPREADING THE WORD
Companies and organizations in the
print, paper and paper packaging
industries were encouraged to share
Love Paper Week resources. These
free social media posts, graphics and
videos, email footers, and official Love
Paper Week branding tools enabled
companies throughout the supply
chain to collectively promote the many
advantages of paper and its natural
sustainability.

“From printers, publishers, and
direct mail specialists to packaging
and paper manufacturers and
distributors, Love Paper Week is an
opportunity for everyone in the sector
to help showcase the positive story of
paper,” says Crossley.

46%

Increased
web traffic

GET INVOLVED

Love Paper Week is designed to
promote the value of paper. By
comingtogether toraise awareness
of'the environmental value of paper
and counter the persistent public
misconceptions, businesses can
position paper as the truly sustainable
communication choice and give a
welcome boost to all corners of the
industry. “We invite everyone to get
involved,” says Crossley. “We’re here
to provide you with the materials
available to inform your clients,
customers and consumers why paper
is such a sustainable, effective and
attractive medium.”

For more information, visit
lovepaperna.org > Love Paper Week

[ j:'-;{’,_:r.

W

Feb 2-6, 2026

lovepaperna.org

Love
Paper
Week LOVES

Feb 2-6, 2026 PAPER

lovepaperna.org

Ldve Paper Week
Feb 2-6, 2026

lovepaperna.org

You!

for the support, shares
and love during
#LovePaper Week!

oY Feb2-6,2026

lovepaperna.org

Love Paper Week
Feb 2-6,2026

lovepaperna.org
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THE
DIGITAL
FADE

by Paul Bobnak

Consumer tolerance for digital
messaging is shrinking. Accordingto
aFebruary 2025 survey by the Harris
Poll for Quad, 81% of Gen Z adults and
78% of millennials often wish they
could disconnect from digital devices
more easily.

The Two Sides Trend Tracker
2025, acomprehensive global survey
investigating consumer attitudes
toward paper-based products, mirrors
these findings. For example, 55% of
U.S. consumers said that they “don’t
pay attention to most online marketing
advertisements”; for Canada, the figure
was 60%.

The survey also showed that
personalization in printis valued
similarly by consumersinthe U.S.and
Canada. 35% of Canadian consumers
agreed that they “are more likely
to act when marketing materials
are personalized to their needs and
consumption habits. That figure rose to
41% for U.S. respondents.

Digital fatigue and continued
affinity for offline channels like mail
is one factor causing marketers to
shift their spending. In Lob’s State of
Direct Mail: Business Insights 2026
Report, 90% of marketing leaders
say that the direct mail share of their
marketing budgets increased this
year. Instead of alegacy channel,
mailis evolving into a measurable,
data-driven tactic. 74% of marketers
now use Al to help create personalized
messaging in their mail campaigns.

USPS ADDS 1% SUSTAINABILITY
DISCOUNT

While the Two Sides Trend Tracker
shows increased awareness of
paper’sroleinacircular economy,
work remains to help lessen mail’s
environmental impact. Tothatend,
in2026,the U.S. Postal Service is
offering a 1% discount to mailers who
demonstrate that the paper used in
their mailpieces is responsibly sourced
and sustainably produced by showing
an eligible certification.

Although it can only be used when
stacked with another promotional
discount, the Sustainability Add-On
can help mailers achieve substantial
savings on postage, as well as build
awareness of paper’svalueas a
sustainable option to both eco-
conscious consumers and marketers
selecting paper for their campaigns.
For more facts about paper’s
sustainability, visit twosidesna.org

Consumer Choice in Communications

TWO SIDES TREND TRACKER

Prefer toread or receive medical
information and instructions in print

More likely to act when marketing
materials are personalized to their

needs and consumption habits

Believe they spend too much time

onelectronic devices

Believe electronic communication is
more environmentally friendly than

paper-based communications

us CANADA

39% 45%

41% 35%
54% 51%

64% 64%
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MEGATRENDS POISED TO RESHAPE
NORTH AMERICAN PACKAGING

Looking to the future, what lies in store for the packaging
industry? The quickly changing landscape of geopolitics
and trade, along with the continued growth of e-commerce
and ongoing sustainability expectations, indicate that

two materials will come out as clear winners—paper and
flexible plastics.

That’s according to Boston Consulting Group’s (BCG)
“Flexible by Design: The New Playbook for Packaging in
North America.” They ran extensive quantitative modeling
of product categories and packaging types to map what
they see ahead. They see packaging industry leaders
future-proofing their portfolios, building more agile and
resilient supply chains, getting smarter about pricing,
and pushing sustainable innovation forward—ideally by
collaborating across the value chain and not going it alone.

BCGresearchers identified what they call “major
megatrends”—driven by long-term economic and structural

EXHIBIT 1
Megatrends and Their Impact on Packaging Substrate Selection in

North America

Plastic Plastic Liquid
Glass Metal rigids flexibles packaging? Paper

Geopolitics and Trade?
Convenience and Mobility
E-commerce -

Health and Wellness

Sustainability?

Lightweighting
Waste reduction

Material innovation

Cost

Overall

Shifting away from substrate < (- B - -@ - shifting toward substrate

Source: BCG analysis.

Note: Headwinds and tailwinds show impact of both inter-category mix shifts and intra-category substrate shifts.
*Aseptic cartons, e.g., Tetra Paks.

2Reflects views as of April 15, 2025.

shifts, they believe these shifts will be reshaping North
America’s packaging industry over the next five to ten years.
Together, these megatrends will ultimately change not just
what packaging is made of, but how companies think about innovation.
While cost and performance still matter, they nolonger are the only
factorsinthe decision. The next packaging choices will be shaped by
amuch more complicated mix of forces already in play, some of which
may seem contradictory:

Global Trade: Rules are shifting, and the packaging industry is
feeling it. While tariff outcomes are still evolving, one thing is clear:
theirimpact on global trade and packaging costs will be long-lasting.
As protectionism and regionalization continue to grow, companies
are being forced to rethink how and where they source materials,
pushing many to diversify suppliers, swap out substrates, and revisit
long-standing packaging choices.

Convenience and Mobility: Convenience is still king for North
American consumers. Busier, more mobile lifestyles are driving
demand for packaging that’s easy to use and easy to take on the go;
think resealable packs, single-serve formats, and ready-to-use
products. At the same time, unit sizes are getting smaller, which often
means more packaging overall, even as individual packages shrink.

E-commerce: Asonline shopping increases, packaging must do
double duty, protecting products through shipping while also acting
aspartofthe brand experience when the box shows up at the door.
That’s fueling demand for packaging that’s simpler, sturdier, and more
sustainable, cutting excess materials while still delivering a great
unboxing experience.

Health and Wellness: Health-conscious consumers are changing
what they buy for options that feel fresher and better for them.

That shiftisinfluencing packaging, too. Formats need to preserve
freshness and product integrity for food, supplements, and cosmetics
while avoiding materials that consumers associate with potential

*Refers to consumer perception of the substrate's sustainability.

health risks, like microplastics. The result: growing demand for
stronger barrier performance and safer-perceived materials.

Sustainability: Sustainability continues to be a top priority for global
brands. Abroad, regulation and infrastructure investments are driving
rapid change. Inthe US, progress is more fragmented but still gaining
momentum led by state-level legislation, rising consumer awareness,
and innovation in recyclable mono-materials and bio-based composites.
Across substrates, one trend stands out: increased use of post-consumer
recycled content. The real challenge is making all this work at scale
without sacrificing performance or blowing up costs.

How are these megatrends changing real-world packaging decisions?
To find out, BCG built quantitative models across more than 350
product categories and 50 packaging formats in eight end markets.
They paired that analysis with hands-on expertise in climate policy
and tarifflegislation to see how each trend would play out across the
major packaging materials.

The big takeaway: paper and flexible plastic come out ahead. While
sustainability concerns continue to put pressure on plastic, cost
and performance keeps it a strong paper competitor. For paper, the
key barrier continues to be innovation; can the industry scale cost-
competitive barrier technologies? If doable, paper adoption could
potentially accelerate, especially in food and beverage.

Zooming out to a bird’s-eye view, a few clear patterns start to
emerge. The growing concern by consumers regarding microplastic
pollution and plastic’s low circularity ratesis a significant
contributor; over time, they predict that paper will steadily take
shares from plastic.

Toread more, go to BCG.com > Publications > 2025 >
New Playbook for Packaging in North America
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2026 TRENDS: What Do the Next 12
the Paper, Packaging, Publishing an

We Asked Some Leading Experts

HEIDI BROCK
PRESIDENT & CEO OF AF&PA

“AF&PA expects Extended Producer
Responsibility (EPR) and trade policy
shifts to continue as major factors
influencing the industryin 2026.
These issues have become variables
that companies must account for
astheynavigate anincreasingly
complex policy and market landscape
- and they remain among our top
advocacy priorities.

“Thekey shift with EPR, in
particular, is that we’ve moved
beyond the stage of passing state-
basedlegislation and debating
high-level policy goals. We are
now entering the very complex
and costly implementation phase.
We are hearing from companies
that face rising costs from fees,
substantial administrative burdens,
limited transparency into how
programs will function, and the

added challenge of varying state

requirements. Combine all of that
with the reality that recycling and
materials management are local
systems, and the resultisareal
strain on operations. We need
more predictable and consistent
frameworks. Importantly, such
frameworks must recognize the
strong recovery performance of
paper and paper based packaging.
“Asthese pressures materialize,
AF&PA isnavigating the challenges
and developing strategic responses
hand-in-hand with our members.
Robust engagement across the
industryis essential. A unified,
coordinated effort gives us the best
path to shape fair, transparent
and effective policies that support
U.S. paper manufacturers and the
successful recovery of paper and
paper-based packaging.”

BILL ROJACK
VP MIDLAND PAPER | PRESIDENT,
BOOK MANUFACTURERS' INSTITUTE

“The early reprieve offered to the 2026
NA paper market with the EUDR

book exemption and additional delay,
was offset quickly by more capacity
consolidation and corresponding paper
price increase announcements.

“While the book vertical is one of
the more stable in the fine printing
paper ecosystem, paper used for book
production is frequently made on
machines that make several kinds
of paper. As markets for those other
grades shrink, those manufacturing
assets are being rationalized or
repurposed to make products with
greater potential return (e.g. paper
based packaging materials).

“Add global trade dynamics, and the
NA book paper marketis stressed -
most frustratingly as a collateral result
ofalarger demise.

“Books have proven resilient.

And as these pages have previously
emphasized, books deliver an important
experience that screens don’t and never
will. Books aren’t going anywhere, and
it’sincumbent on the BMI, TwoSides,
and other industry groups to collaborate
and advocate for our collective industry
and human health.”
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Months Have in Store for
1 Marketing Industries?

MALCOLM SMITH
CATEGORY MANAGER - PROFESSIONAL PRINT
AT KONICA MINOLTA

“Weneed to be more confident as an industry when we talk about our collective green
credentials aswe could be pushing at an open door. There’sagrowing awareness that
digitalisn’tas greenasit’s made outto be, and marketing organisations are becoming
more aware that they need toinvestin print to drive engagement rather thanrelying on
digital channels.

“Talsothinkthat governments acrossthe world will be watching the under-16 social
mediabanin Australiaand maylooktoreplicate similarlegislation. Forusin print, this
hasthepotential tobe amassive opportunity and we’ll be watching the story unfold

withinterestto see how our industryresponds.”

toaddresstheindividual, quite literally. This goes beyond having
therecipient’s physical address on amail piece. Byleveraging
variable data through multiple touch points, with copy that
speaksto the specificindividual, marketers can enhance their
messaging and create aunique one-to-one experience.

“Datahygieneis also trending, and stems from hyper-
personalization. As marketers increase their efforts to ensure
customer datais as accurate as possible, direct mail partners
ramp up data offerings such as segmentation, householding,
duplicate elimination, variable imaging, National Change of
Address (NCOA), and more. As technological advancements
continue to inform and enhance both print and data products
in 2026, marketers know they can succeed in smarter, faster
ways—and for reasonable costs.

“Paper itselfis the pillar of direct mail success. As direct
mail enthusiasts, we foresee the number of “papertarians”
increasingin 2026. Through data strategy and creative
physicality—testing different textures, colors, sizes, folds, and

embellishments—we charm our audiences in unique, tactile,
and memorable ways. Many memorable, trendy campaigns
SEAMUS BARTON alsoleverage handwritten fonts and nondescript stock to
GENERAL MANAGER AT TROI MAILING SERVICES INC. create apersonal and honestimpression. Recipients are more
likely to engage with brands that understand them.

“The global direct mail industry has pivoted remarkably over : o
“Marketers are always looking to capture arecipient’s

the past few years. With higher stakes, marketing dollars

must go further than ever before as companies combat attention as soon as possible. Emphasis on engagement will

. R . . o alsobe amajortrendin 2026, versus awareness. Awareness
increased costs. While direct mail continues to excel inits

brand recall abilities, brands are still hunting for new ways to alone does not cut it anymore, as each brand in 2026 needs

maximize ROI. Inthisregard, marketers are also looking for their audience to trust them, to connect, and to come back.

their campaigns to work smarter, but not harder. How do we Direct mail continues to trend because of these objectives.
break through the clutter and make bigger impact in 20267

“A foreseeable direct mail trend in 2026 is a focus on highly

Justas our industry trends keep growing, paper-based
messages grow in popularity. The best direct mail piece is
always thoughtfully designed, uniquely memorable, and

targeted hyper-personalized campaigns. To make bigger
highly keepable.”

impact, marketers and direct mail partners must work together
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TOP TAKEAWAYS

After the Paper + Packaging Board "We're committed to taking their paper-based products. The campaign
recently shut down its How Life research and turning it into effective highlights paper’s renewability
Unfolds Campaign, Two Sides North outreach that tells consumers and and recyclability while dispelling
America (TSNA) has stepped up to stakeholders about the renewable, environmental myths and helping
take the lead on promoting the positive, recyclable, sustainable and essential consumers make better-informed
sustainability of the industry. qualities of paper and packaging.” choices.

"Two Sides North America is The shift comes as TSNA ramps up Two Sides will continue to share and
dedicated to building on and sharing its consumer engagement through expand on this valuable data, but here’s
the materials the Paper + Packaging programs like the Love Paper afew key findings from the Paper +
Board developed to best support the Campaign—a globally recognized Packaging Board's extensive research
sector,” said Jules Van Sant, Executive initiative that educates people about on what consumers think about paper
Director of Two Sides North America. the sustainability of paper and and paper products.

290

of consumers prefer
paper packaging over
plastic packaging.

72%0 AGREE

printed catalogs
inspire me with
more ideas than
browsing an
e-commerce site.

g3

74°%0 AGREE

consumers believe the
benefits of using paper 800/0 AGREE

i taking notes by hand
and paper packaging helps me to retain
outweigh the risk. information better.
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73%0 AGREE

I enjoy receiving direct mail.
I find it to be agood
source of information

®

79% AGREE 72%0 AGREE
they think more highlyof =~ demand for forest
companies who choose products encourages
paper-based packaging. forest ownersto grow

and replant trees.

75% AGREE

sitting down with a printed
copy of amagazineis a
rewarding experience.

@

77%0 AGREE

paper and packaging
companies seen as
operating with high

sustainability standards.

829%0 AGREE

I concentrate
better when I read
aprinted book.
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IN THE
POST

The 2025 report from the USPS Office
of Inspector General, Comparative
Study of International Postal Models
(USPS OIG, Feb 2025), compares the
Postal Service against 25 foreign postal
operators, examining how different
regulatory frameworks, business
freedoms, and strategies are affecting
financial sustainability.

While the Postal Service works to
meet universal service obligations
(USO) with the constraints of
mandated delivery times, limited
diversification, and stricter pricing
regulations, many of the foreign posts
haveless stringent delivery schedules
and commercial constraints, have more
diversified revenue streams, and draw
from government funding to meet their
USO commitments.

Thebottom line: A challenging postal
marketis shared by both the U.S. Postal
Service and many of its international

counterparts. Postal services that have
been structured for diversification,
whether in the parcel and logistics
sector or other business areas, are
currently better able to offset mail
profitability challenges.

TOP TAKEAWAYS:

Universal Mail Decline

Mail volumes are declining globally.
U.S. Market-Dominant mail has
dropped by approximately 50% from its
historic 2006 peak. Globally, letter mail
revenue fell from 50% of postal revenue
in2005to an estimated 29% in 2025.

Widespread Financial Losses
Nearly halfofall postal systems in
the sample, including USPS, reported
lossesin2023. Average industry
profitability dropped from +1.4% in
2019t0-0.4%1in2023.

USPS Is Amongthe Least Diversified
94% of USPS revenue comes from

mail and parcels. Foreign posts that
diversified into banking, insurance,
and logistics (e.g., Poste Italiane, Japan
Post) are significantly more profitable.

Constrained Borrowing Capacity
USPS’s $15 billion debt cap, unchanged
since 1992, limits capital investment.
Its CAPEX-to-revenue ratio (2.4%)
was roughly half Canada Post’s (6.1%),
hampering modernization.

Pension & Retirement Cost Burden
USPS cannot diversify its retirement
assetinvestments (restricted to

U.S. Treasury securities), unlike
foreign posts that use diversified
market portfolios. The Retiree Health
Benefits Fund is projected to be
depleted by FY 2031.

Regulatory Constraints on

Pricing & Delivery

100% of USPS mail volume falls under
aprice cap, which is stricter than most
peers’. The USPS is one of only four
countries mandating six-day delivery,
while competitors have moved to five-
day, alternate-day, or reduced-rural
delivery to cut costs.

Insufficient Government Funding
Nine countries fund their postal USO
at 2-8% of revenue. USPS, meanwhile,
receives less than 0.1% of its revenue
in government appropriations, despite
USO costs exceeding monopoly value
by $2.4 billionin FY 2023.

E-Commerce Competition

Rising competition from private parcel
carriers is squeezing delivery margins
while simultaneously driving parcel
volume, highlighting the need for heavy
infrastructure investment that USPS
struggles to fund.

Strategic Plan Lacks

Financial Detail

The Office of the Inspector General
(OIG) notes USPS's Delivering for
America 2.0 planlacks specific
timelines and financial projections,
creating uncertainty about the path to
long-term sustainability.

While the report highlights the
complex challenges faced by the
USPS, it does not propose changes or
solutions. The incoming Postmaster
General, David Steiner, has been
charged with charting a path forward.
With investment, ingenuity, and
incentives to increase mail volume,
the USPS can continue as an essential
institution for all Americans.
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HANDWRITTEN IN SCHOOLS

The rampant use of generative artificial
intelligence (GenAlI) by students has
educatorsrevisiting an old testing
staple: the bluebook. These slim exam
booklets have been revived to become
the tool of choice in the ongoing
battle to discourage cheating by
using ChatGPT and Google Gemini.
Now professors are reintroducing
handwritten in-class exams.

A December 2024 survey by The
American Association of Colleges
and Universities (AAC&U) and Elon

University’s Imagining the Digital
TFuture Center asked 337 higher
education leaders about the use
of GenAl on their campuses. 59%
reported that they believe cheating has
increased on their campus with the use
of GenAltools—21% percent reported
cheating hasincreased “alot.” 54% of
those educational leaders also reported
that they do not believe their faculty
are effectiveinrecognizing GenAlI-
created content.

That’s where the return to paper

comesin. According to The Wall Street
Journal, the revival of pen-and-paper
exams has significantly increased
bluebook sales. At the University of
Florida, for example, the 2024-2025
school year saw a 50% increase in sales
and as much as 80% at the University of
California, Berkeley.

Full details can be found at
imaginingthedigitalfuture.org

> Collaborations > Ai Higher Ed
Survey Jan 2025

PRINT
PERSISTS

Printisn’tdisappearing, and

digital hasn’t taken over. That’s
amajor takeaway from Keypoint
Intelligence’s 2025 State of Customer
Communications Research, which

examines the shifts across print, digital,
mobile, and emerging AI-enabled
channels for consumers, enterprises,
and marketing decision makers.

Based on insights from more than
2,000 respondents, the data shows that
consumers use digital communications
for convenience, but print remains
important, especially for financial
notices, healthcare information, and
other high-stakes communications.
More than 50% of respondents stated
they value print copies of essential
documents that they can reach for as
needed, despite their digital options.

The wholesale consumer adoption of
AThasalso failed to materialize. The
top concerns cited when it came to A1
use include privacy issues, the potential
misuse of data, and the possibility of
incorrect or misleading content.

“More than 50% of respondents
stated they value print copies of
essential documents that they
can reach for as needed, despite
their digital options.”

What does this mean for business
leaders? While digital communication
channels are more accessible than ever,
customers are not wholesale shifting to
adigital-only experience. Print persists
and market-savvy organizations
will continue to offer both customer
communication channels.

The full report can be found
atkeypointintelligence.com >
News > 2025 State of Customer
Communications Research
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FRESH THINKING

The ever-innovating world of paperboard
packaging sits at the crossroads of
sustainability, design, and technology,
both for design and functionality.

The combination of smart structural
engineering, high-quality printing,
embossing, and coatings along with
water-based inks and biodegradable
coatings continue to elevate packaging
for brands and consumers.

Addtechnology that pushesboundaries
even further with digital printing,
personalization, and rapid prototyping,
and tomorrow’s packaging is poised
tomeet the brand agility required in
fast-moving markets. As consumers
demand eco-friendly, visually engaging,
and practical packaging, paperboard
continues to adapt.

Check out these innovative packaging
designs blending renewability,
versatility, and innovation to ensure
that paperboard packaging remains
akey player in shaping the future of
sustainable commerce.

The following winners are from the
82nd Annual Paperboard Packaging
Competition. https://paperbox.org

1. PACKAGE OF THE YEAR
Designer: RRD Packaging Solutions
Quip Rev Toothbrush

Durable C1S paperboard with aqueous
coating and a molded pulp tray reduced
multiple packaging components and
cut overall material costs by 70%.

2. SUSTAINABILITY OF THE YEAR
Designer: Smurfit Westrock
Bio-Techne Retainer Kit
Recyclable Printkote® SBS paperboard
replaces tray kits with auniversal
die-cutinsert and engineered for cold-
chain distribution.

3.INNOVATION OF THE YEAR
Designer: Oliver Inc.

Ugly Duck Paperboard Wine Bottle
The world’s first commercially available
bottle is made entirely from 35pt post-
consumer recycled board and a mono-
material polyethylene pouch for 77%
less plastic thanits PET equivalent.
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Trish McEvoy

4. JUDGES’ AWARD

Designer: Oliver Inc.

Trish McEvoy Eyeshadow
Replacement Envelope
Paperboard envelopes with 12pt
I'SC-certified SBS reduced plastic use
by 96% with a 7mil PET window for
rigidity and shade visibility.

5. JUDGES’ AWARD

Designer: JohnsByrne

Kiehl’s 2024 Advent Calendar
Constructed from FSC Mix Candesce
paperboard with a dual-layer reveal:
perforated tear strips on the outer box
with hidden messages and nicks that
trigger the inner box to pop open.
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6. FOLDING CARTON OF THE YEAR
Designer: JohnsByrne

Goose Island Bardstown

Bourbon County

The folding carton with signature
shadowbox construction ensures
stability and is produced at scale.

7. RIGID BOX OF THE YEAR
Designer: TPC Printing & Packaging
Bacardi MTV Video Awards

ESKA Mono Black chipboard
laminated with Neenah Senzo paper
and atuck-flap closure that replaces
magnets, plus cold foil applied inline
instead of conventional hot stamping.

Toread more, visit paperbox.org >
2025-award-winners

PRODUCT INNOVATIONS

Designer: Sonoco

Sonoco’s EnviroFlex

Paper ULT 2.0

This thin, flexible packaging is
high-barrier, heat-sealable, and
curbside-recyclable.

Designer: Ahlstrom
Ahlstrom’s PawPrint®
Packaging

Non-PFAS pet food packaging
thatis greaseresistantand
fully recyclable.

Designer: Seaman Paper
Seaman Paper’s Vela™ Bags
Made from paper, these bags are
transparent, weather resistant and
curbside recyclable.
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Designer: Frugalpac
Frugal Bottles

Made from 94% recycled
paperboard with an easily
separatable food grade pouch to
enhance recyclability. Target
isthe first major US retailer to
commission the Common
Goodsline.

Designer: Printpack

KIND Snacks
Aspartofacurbside recyclable
paper wrapper pilot, this wrapper
features pulpable paper and
meets How2Recycle’s curbside
recycling standards.

KIND LAUNCHES FULLY RECYCLABLE PAPER WRAPPER PILOT

RETHINKING OUR PACKAGING

More details can be found at www.afandpa.org > Priorities >
Sustainability > Innovations Paper Industry
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Become A Member 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:

e Facts, primary research and information on the effectiveness 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.

971-288-6734
® Print, Paper and

www.twosidesna.org @TwosidesNA @TwosidesNA Paper Packaging
have a great
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