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EDITOR'S NOTE

Welcome to the Summer 2026
issue of The Page!

Asthe season heats up, so does the momentum
behind print and paper—and Two Sides is here
tomake sureyou're plugged in. Thisissueis
packed with stories that reflect the resilience,
innovation, and relevance of all things paper in
today’s marketplace.

First up: we're thrilled to introduce the
new Love Paper website—a refreshed hub for
celebrating the accessibility, sustainability,
and uniqueness of paper. Then, connect with
Sep Riahi and The Paper Girls Show, bringing
paper’s story to new audiences, young and old,
with energy and style.

Meet Lisa Congdon—the illustrator behind
the USPS’s 2026 "Happy Birthday” stamp—
who shares why paper was her first love and
why she’s returned to it after a decade of digital
work. Staying with the emotional resonance
of paper, we explore how Gen Z is returning
tobooks, zines, and print—proofthat the next
generation values what we make.

We're excited to also introduce you to Sabine
Lenz, Founder of PaperSpecs, a powerhouse
influencer and a good friend (and member)
of Two Sides. She is on a mission to provide
fellow graphic designers with tools and
resources to create printed pieces that wow
their clients.

More on members making an impact —NC
State’s Paper Science & Engineering Program
are producing job-ready graduates for an
industry needing nearly 1,000 new engineers a
year. You'll also find an excerpt from our article
in Manufacturing Business Outlook on how

paper’s circular economy is already working—
but every segment has arole to play. And to
round it all out, we're celebrating innovations
in paper packaging that prove this industry
never stops evolving.

Allinside thislatest edition to showcase our
love of paper! Two Sides North America exists
to advocate, educate, and equip our industry,
brands and consumers with the research and
resources to champion paper. We are 100%
member supported and to continue to do this
work, we need your help. Now is the time to
join. Your membership comes with marketing
assets, strengthens our collective voice,
supports the fact-based research that defends
the sustainability around paper, and connects
youto acommunity that’s shaping the future of
print, mail and packaging together. We can’t do
this without you! Learn more: twosides.info/
membership.

Cheers,
Jules Van Sant
Executive Director

Two Sides would like to give a warm welcome to our newest members!
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By Sabine Lenz

For a subject that appears in nearly
every corporate values statement,
sustainability can be surprisingly quiet
in aroom full of designers. We saw this
during one of our recent [unboxed]
events at PaperSpecs. The event
included a substantial sustainability
segment. Designers had samplesin
front of them—paper, packaging, foil,
varnishes, embellishments. And yet,
the clearest sustainability question
was also the most practical: Could the
sponsors tell us which finished pieces
could go into standard recycling bins?
Once the topic came up, people paid
attention. They reacted when they
learned that foil does not automatically
make arecyclable paper piece
unrecyclable—that one of the larger
waste issues around foil can be the
carrier used during production, rather
than the small amountleft on the
finished piece. But there was no flood
of questions. That stayed with me. Not
because designers don't care. They do.
The problem is far more complicated.

PRINT IS ONE PART OF THE JOB
Most designers don't spend their
entire day thinking about print.
They're creating websites, social
campaigns, presentations, brand
systems, video—everything that now
fallsunder “graphic design.” So when
aprint project comes along, they turn
to the people who work with it every
day:the printer, the paper supplier,

the manufacturer. Designers expect
those partners to know whether a
paper isresponsibly sourced, whether
acoating affects recyclability, whether
foil creates a problem, and whether the

finished piece can go into a curbside bin.

Here's where things get difficult.
The answers are not always clear or
current or complete. Sometimes a
supplier knows only the part of the
process involving their own product.
Sometimes a printer is repeating what
they were told years ago. Sometimes
aclaimistechnically true, but only
under very specific conditions.
Meanwhile, the designeris trying
to make a decision before a fast-
approaching deadline.

Thisis one ofthe reasons I founded
PaperSpecs. Designers cannot specify
aproduct or process if they don’t know
it exists. They shouldn’t have to become
paper scientists, press operators,
andrecycling engineers to make a
responsible print decision. But they do
need somewhere to turn.

Sustainability: A Quiet Convel

PaperSpecsisbuilt to be that place.
Through our PRO Membership,
[unboxed] events, and curated sample
programs, we give designers access to
swatchbooks, technical knowledge,
and objective information they need
to specify materials with confidence.
Paper and packaging are design
mediums. The weight of a sheet,
the tactility of an emboss, the way a
package opensin someone’s hands—
these choices tell astory about abrand'’s
values before a single word is read.
Sustainability is part of that story now.
Our jobistomake sure designers can
tell itaccurately.

CERTIFIED DOESN'T MEAN CURRENT
Even a genuine sustainability
commitment doesn’t guarantee a
current answer. I recently spoke with
aprinter that held SGP (Sustainable
Green Printing Partnership)
certification—arigorous standard
involving annual audits, documented
initiatives, and real investment.
They also maintained an internal
sustainability committee.

The team showed me a sustainability-
focused promotion they had produced.
Normally, they love foil and special
effects. For this project, they had
removed all of them. They hadn't
found an embellishment they believed
would preserve the recyclability of the

finished piece.
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sation in Print Design

That stopped me. So I asked whether
they had seen the independent studies
commissioned by the Foil and Specialty
Effects Association (FSEA)—an
organization they belonged to. The
2024 F'SEA study tested fiber-based
folding cartons and greeting cards
with transfer metallic decoration
covering 25 to 75 percent of the surface.
Alltested samples were sorted into
the fiber stream rather than sent to
landfill. This doesn’t mean every
foil application is recyclable—the
substrate, construction, laminates,
adhesives, and coatings all matter.

But transfer metallic decoration on
recyclable paper or board should not
automatically be dismissed. Here was
an SGP-certified printer, unaware of
current research that directly affected
the advice it was giving designers. "Ask
your printer” is common guidance. But
what happens when the printer doesn’t
have the current answer?

Then thereis cost. That same printer
shared a story about a trade-show
client whose brand centered on clean
skincare and sustainability—display
graphics, messaging, all of it. The
printer recommended a sustainable
display material. Then the estimate
arrived, and the client asked for
something cheaper. Sustainability
went out the window.

I've heard versions of this story time
and again. A friend of mine works with
adesignteam atalarge Silicon Valley
company. Her team takes sustainability
seriously—they research materials,
consider production methods, do the
work. Then the recommendation
reaches someone farther up the chain.
“Too expensive.” “Find a cheaper
option.” Sustainable production
doesn’t always cost more. Sometimes
the responsible option is surprisingly
affordable. But designers often sit in the
middle—asked to produce something
responsible, then watching the decision
get taken out of their hands once the
estimate appears. Sustainability sounds
wonderful in apresentation. Ithasa
harder time surviving procurement.

THE TECHNOLOGY IS ALREADY HERE
The encouraging partisthat print and
packaging technology has come along
way. Digital print quality now rivals
offset, which means shorter runs, less
inventory, and fewer overages sitting
onwarehouse shelves until they're
outdated. Brands can print closer to
what they actually need.

The same applies to embellishments.
Designers don't need to give up
tactility, foil, embossing, debossing, or
dimensional effects. But they do need
realinformation. Whatis the substrate?
How isthe effect applied? What happens
intherecycling stream? A blanket
statement like "foil is bad” isn’t useful.
Neitheris a glossy sustainability claim
that compares a full production life
cycle with only one portion of another
process. Thatisn't clarity. That's
marketing copy wearing alab coat.

YOU HAVE TOHOLD ITTO KNOW IT
All of this is why samples matter so
much. They aren’t anice-to-have.

They are essential working tools for
designers who use paper and packaging
as acommunication medium.

A photo cannot tell you how a sheet
feels. A video cannot fully show how an
emboss catches the light, how a package
opens, or how far digital embellishment
has come. At our [unboxed] events,
designersreceive samples before we
meetlive. They can hold each piece
while the printer, paper company,
or manufacturer explains how it
was made—and then ask questions.
Sometimes the question is tough.
Sometimes it’s basic. Sometimesa
designer didn't know enough about the
technology to ask anything until the
sample was in their hands. All of those
questions are valid. And designers need
asafe placeto ask them.

That's becoming harder to find.

Paper shows are ararity, and most
design conferences barely talk about
print anymore. Yet designers are

still expected to make confident
decisions about materials that carrya
brand’s identity—and its values—into
someone’s hands.

FROM QUIET TO CLEAR
Sustainability remains a quiet
conversation in print design because
somuch of it is assumed. The paper
must be recyclable. The printer must
know. The supplier must have checked.
The brand must have approved the
claim. And then someone asks one
more question—and the answer
becomes complicated.

The next stage of sustainable print
won't be driven by louder "eco-friendly”
language. It will be driven by clearly
defined, independent research.
Project-specific answers. Better
communication between designers,
brands, printers, paper companies,
manufacturers, trade organizations
andrecyclers. And enough authority
for designers to protect aresponsible
decision after the estimate lands on
someone’s desk.

Designers do not need to know
everything. Butthey doneed
trustworthy resources and
organizations, current information,
andreal samplesintheirhands. Thatis
how they make smarter, more confident
decisions about paper and packaging.

L 4

For more information,
visit paperspecs.com

PAPERY/SPECs


https://www.paperspecs.com/
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Lisa Congdon on Collage,
Collecting, and Coming
Back to Her First Love

Lisa Congdon didn’t start making art
seriously until her early thirties, and
when she did, paper was where she
began.Inthe two decades since, she has
become one of the mostrecognizable
illustrators working today, with clients
including MoMA, The Library of
Congress, Wired Magazine, Amazon,
Google,and REI. Known for her bold
color, hand lettering, and a prolific
commercial practice, Congdon’s love
of paper even reached millions of
mailboxes when she designed the U.S.
Postal Service's
2026 “Happy
Birthday” stamp,
her second project
with the USPS. Her
2024 "Cheers!”
stamp features
typographyina
designthat mimics
a 3D pinback button,
anothernod to the
fresh way she views
paper as amedium,

notjustasurface.

Greg Breeding, the longtime
USPS artdirector, said he chose
Congdon’s art specifically because
her hand-drawn lettering is "fun and
inventive”’—a quality rooted in her
analog, handmade sensibility.

Long before her client work, Congdon
says she was inspired by ephemera: old
letters, vintage packaging, flea market
finds she’d been collecting since her
twenties. That collection eventually
became collage—her very first attempt
atart.

“Paper was my first love and my first
medium,” she says. It appealed to her
for reasons both practical and physical.
Collage doesn'trequire drawing

DEC 0 & 226

skills, “which is honestly the most
intimidating part of making art for
most people,” she notes. The tactile act
of folding, cutting, and gluing is deeply
satisfyinginits ownright.

Foryears, though, the collecting
and the making remained separate.
Congdon gathered items with a distinct
history or point of view—without
ever thinking to turn them into art.
When she finally began, the transition
demanded a reckoning with her own
archive. She went through her paper
collections asking a simple question:
How doIfeel about cutting this up? In
some cases, she realized she couldn't.
Inothers, the answer was an easy yes.
About eighteen years ago, she found a
stack of very old paper—ahandwritten
land deed from the 1700s—and began
making drawings on top of some of the
pages. “Sometimes the paper inspires
the art,” she says, “and sometimes the
art calls for the paper.”

Unlike digital illustration, collage
requires committing to a cut, and
Congdon has developed a two-track
relationship with that irreversibility.
Working with vintage material, sheis
careful and intentional, wary of ruining
paper she considers precious. With
newer colored paper, she allows herself
tobe more haphazard—and finds that
the quirkiness of the cut marks, the
imperfections, are what make a collage
special. “That’s what sets it apart from
digital drawing, where you can 'fix’
something thatlooks quirky.”

The prior life of the paper is never

far from her mind. Old paper carries
astory and a history separate from

her own, and using it meansincluding
someone else in the work. Her father
recently gave her abook from a physics
course he took in his twenties, filled
with equations in his own hand, and
she wavers between wanting to keep it
intact and wanting to cut it up to honor
him. “It feels like a responsibility,” she
says, “to be a steward of the paper and
allthatit contains.”

Now, after a decade focused largely on
digital illustration, Congdon is pivoting
back to the tactile materials where she
started, areturnthatlands at amoment
when handmade work seems to matter
more, not less, as life gets more digital.

She seesthat hunger as something
deeper than nostalgia. “We're all
struggling with the idea that some
artificial hive mind can somehow
replace human creativity,” she says.
The backlash, as she describesit,isa
renewed appreciation for the things we
can make with our hands—and paper,
where writing, music, and visual art
began thousands of years ago, is chief
among them. Even generations raised
ondigital tools are discovering what
you can do with paper that you cannot
doonascreen.

L

To find out more, visit
lisacongdon.com


https://lisacongdon.com/
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SETTING THE RECORD
STRAIGHT ON PAPER'S
ENVIRONMENTAL STORY

For more than a decade, the Two Sides
Anti-Greenwash campaign hastaken
aim at misleading environmental
claimsthat misrepresent the
sustainability profile of paper, print
and paper-based packaging. Today,
the campaign hasreached another
milestone, with 1,500 organizations
worldwide removing or amending
unsubstantiated anti-paper statements
following engagement with Two Sides.
In North America, that work has also
hit anotable benchmark: of the 422
companies engaged to date, 228 have
removed or amended unsubstantiated
anti-paper messaging—asuccessrate
of 54 percent.

The claims in question often look
reasonable at first glance. They show
up in bank statements, utility bills,
insurance mailings, retail receipts and
government correspondence. You've
almost certainly seen phrasing such as:

*  “Gopaperless—saveatree.”

*  “Choose e-billing and help protect
the environment.”

»  “Doyour partfor the planet. Switch
todigital today.”

«  “Everypaperless statement is a step
toward a greener future.”

These messages are typically framed
as sustainability initiatives, but many
organizations use them primarily to cut
operational costs. The environmental
logic behind them rarely holds up under
scrutiny. Paperin North America
comes from arenewable resource, is
one of the most recycled materials
onthe continent, and supports the
sustainable management of millions of
acres of working forests.

Froma Two Sides surveyin 2022, 65
percent of consumers were influenced
by greenwashing messaging to switch
to paperless options, but consumers are
catching on. Research today suggests
amajority now understand that “go
green, go paperless” messaging is
driven more by the bottom line than by
environmental concern, and roughly
three-quarters want to preserve
the right to choose how they receive
important communications rather than
being pushed into digital-only defaults.

The stakes go beyond marketing.

The North American forest products
sector supports hundreds of thousands
of'jobs and underpins a supply chain
built around certified sustainable
forestry, responsible manufacturing
and one of the most developed paper

of consumers

were influenced by
greenwashing messaging
to switch to paperless
options, but consumers
are catching on.

recycling systems in the world. Every
unsupported “save atree” claim
chips away at consumer confidence
in a genuinely renewable material,
and at the businesses that have
invested heavily in improving their
environmental performance.

Regulators are catching up, too.
Inthe United States, the Federal
Trade Commission’s Green Guides
continue to set the expectation
that environmental marketing
claims be truthful, specific and
substantiated. In Canada, recent
amendments to the Competition
Acthave sharpened penalties for
unsupported environmental claims,
placing the burden of proof squarely
on advertisers. Companiesleaning
onvague paperless-equals-greener
language are increasingly exposed to
both reputational and legal risk.

Two Sidesisnot asking organizations
toabandon digital services or downplay
genuine sustainability progress. The goal
isaccuracy. Environmental claims—
whether about digital communications,
packaging materials or anything
else—should be grounded in evidence
and measurable data, not marketing
shorthand. Businesses deserve credit for
real progress, and consumers deserve
information they can trust.

L 4

Organizations wanting toreview
their own messaging or flag examples
of greenwashing canreach the
campaign at info@twosidesna.org


mailto:info%40twosidesna.org?subject=
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MEET SEP RIAHI
AND THE PAPER
GIRLS SHOW

This former Sesame Street
executive believes paper is
the world's most accessible
creativity tool and he has
the show to support it.

Sep Riahiisthe CEO of Global Tinker
and a former executive at Sesame
Workshop, Sony Pictures, and
lastminute.com. His latest venture, The
Paper Girls Show, is a short-form video
series built around paper as a creative
medium—designed to get children

off screens and inspire them to make
something real. We spoke with Riahito
talk about why he chose paper, what the
science says about hands-on learning,
and why he believes creativityis the
survival skill of the AT age.

Most people leaving a career in
global e-commerce and major
mediawould pitchanapp, a
platform, or adigital product. You
chose paper. Was there a specific
moment when paper became the
obvious answer?

Much oftoday’s children’s mediais
designed to sell products. We wanted
toinspire children to make things
instead. We asked a different question:
what’s the one material that could reach
every child on earth and inspire them
to create rather than consume? Every
time we answered honestly, paper won.
It's already in almost every home and
classroom in the world, costs almost
nothing, needs no device or battery,
and unlike plastic, it’s biodegradable.
We came to see it as the world’s most
accessible creative platform.

"Every time we
answered honestly,
paper won."

You've worked at Sony Pictures,
Sesame Workshop, and
lastminute.com. What's the thread
connecting them?

At Sony, Ilearned storytelling. At
Sesame, I saw how beloved characters
create educational impact at scale.
Atlastminute.com, Ilearned how
global brands are built. Global

Tinker brings those lessons together,
combining story, hands-on making,
and technology around a mission I
care deeply about: to do for creativity,
critical thinking, and wellbeing what
Sesame Street did for literacy.

Accessibility seems central to
paper. Was that intentional?
Completely. We have a saying internally:
it should work as well in Nairobi as

it doesin New York. Paper removes
barriers. A child doesn’t need expensive
equipment, a subscription, or the latest
device to participate. Our ambition is
tobuild the world’s first truly global
children’s media franchise built around
paper, creativity, and making.

There's real science behind why
working with your hands is good
for kids’brains. Was that part of
your thinking from the beginning?
Absolutely. Seymour Papert’s
constructionist learning theory

at MIT had ahuge influence on us.
Childrenlearn differently when they
create something themselves. A paper
project doesn’t just produce an object, it
develops persistence, problem-solving,
creativity, and confidence. Skills that
stay with children long after the project
isfinished.

"A paper project
doesn't just produce
an object, it develops
persistence, problem
solving, creativity,
and confidence."
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There's alot of anxiety about kids
and screens. Is paper and making
partofthe answer?

Ithink the answer is better use of
technology, not less. At Global Tinker,
we combine story, pedagogy, and
technology deliberately to get children
offascreen and make something real.
The screen should be the spark; making
and creating should be the destination.
Children have neverlost the desire to
create—we sometimes just forget to
give them the opportunity.

Paper often gets abad
environmental rap. What

do you think about paper’s
sustainability story?

The conversation is more nuanced than
people realize. Paper can be reused,
recycled, and transformed. Responsible
producers actively manage and replant
forests, and paper is biodegradable.

But what excites me mostis that paper
encourages amindset of creativity
rather than consumption—children
begin asking "What can I make?”
instead of "What can I buy?”

‘Creativity,’ ‘collaboration,’

and ‘critical thinking’ are often
buzzwords. What do they look like
inpractice?

THE PAPER GIRLS

For us, they're not buzzwords, they're

survival skills. McKinsey, Goldman
Sachs, and the World Economic Forum
all point to the same conclusion:in an
Al-driven world, the skills that matter
most are the ones machines can't
easily replicate—critical thinking,
creativity, collaboration, and curiosity.
That’s why we're investing so heavily in
ScientistMaker.com, our educational
platform and the area of our work we're
most excited about. Through stories
from The Paper Girls Show, hands-on
learning, and technology, we're helping
children learn not what to think, but
how to think.

The Paper Girls Show is exactly the
kind of story Love Paper exists to
tell—and thisis just the beginning of
the collaboration.

L 4

Find The Paper Girls Show
YouTube: The Paper Girls Show
Instagram: @PaperGirlsTV
Facebook: @PaperGirlsTV

Paper Girls: The Origami
Collection—available wherever
books are sold

Gen 2’s Quiet Rebellion:
Picking Up A Book

Teenagers are reaching for physical
books to manage anxiety, find happiness,
and take abreak from screens—atrend
that runs counter to the broader decline
inreading for pleasure.

A 2025 study by the University
of Florida and University College
London, analyzing more than 236,000
responses to the American Time Use
Survey, found that daily reading for
pleasure inthe U.S.has dropped more
than 40% over two decades—from 28%
of Americansreading on any given day
in2004 tojust16%in 2023.

Yet the teens who are choosing
books are doing so deliberately. A
2023 study published in Psychological
Medicine, tracking more than 10,000

U.S. adolescents, found that children
who began reading for pleasure early
inlife scored higher on cognitive tests,
showed fewer symptoms of depression,
had fewer behavioral problems, and
demonstrated measurable differences
in brain structure linked to stronger
memory and verbal processing. Teens
reportreading for relaxation, emotional
regulation, and escape—using books as
a counterweight to the overstimulation
of'social media.

There's still room to grow. According
tothe National Assessment of
Educational Progress, just 37% of
9-year-olds and 14% of 13-year-olds
reported reading for fun almost every
dayin 2025. Butin a generation where

nearly half of Gen Z reports a diagnosed

mental health condition, a quiet,
screen-free activity that actually makes
kids feel betteris a pretty easy sell.

Parents and communities can make
the difference: reading to toddlers,
modeling the habit at home, and letting
kids choose their own books all build
lifelong readers. Add inlibrary story
hours, author events, and book clubs,
and reading becomes something kids
reach for. @
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SCIENCE OF
PAPER

How NC State's Paper Science & Engineering
Program Is Building the Industry's Future

BUILDING THE INDUSTRY'S FUTURE

The paper and forest products industry sits at the crossroads of
sustainability, innovation, and advanced manufacturing, yet it
remains one of the best-kept secrets in engineering. At North Carolina
State University, the Paper Science and Engineering (PSE) program
isworkingto change that, producing graduates who are uniquely
equipped tolead an industry undergoing rapid transformation.

A PROGRAM UNLIKE ANY OTHER

NC State’s PSE program offers something rare in higher education: a
dual degree in Paper Science and Chemical Engineering that blends
rigorous theoretical foundations with deeply applied, industry-
relevant training. Unlike traditional engineering curriculathat
have remained largely unchanged for decades, PSE continuously
evolves its coursework to reflect shifting market demands. Students
gain expertise in process control, sustainable packaging design,

and emerging applications of cellulose-based materials, from
nanocellulose barriers replacing plastics to pharmaceutical-grade
cellulosic gels.

What makes the NC State version distinctive is its refusal tobe
static. The program has introduced a Future Ready Initiative to
modernize labs and student spaces, added earlier and expanded
process control coursework, and developed minorsin areaslike
process control and packaging applications. The resultis a curriculum
that mirrors the real world, not a textbook from 30 years ago.

IMPACT ON STUDENTS

The numbers speak for themselves. PSE graduates leave NC State
with an average of 10 months of work experience through required
internships and co-ops, putting them roughly two years ahead of
peers from traditional programs when they enter the permanent
workforce. The program has led the university in graduate starting
salaries for approximately 40 consecutive years.

But the impact goes beyond compensation. Students are surprised
to discover that their "Paper Science” degree opens doors across
packaging, pharmaceuticals, hygiene products, advanced materials,
and beyond. They graduate as adaptable engineers trained to drive
out process variability, integrate Al into manufacturing systems, and
approach problems with an economic and sustainability lens that
modern industry demands.

AN INDUSTRY THAT NEEDS THEM
The paper and forest products sector faces a talent pipeline challenge
of significant scale, with demand estimated at nearly 1,000 engineers
annually due to an aging workforce. The next generation brings
critical capabilities: fluency in advanced data analysis and AI-driven
predictive process control, comfort with non-traditional solutions,
and abroader perspective that balances engineering excellence with
economic reality.

According to program faculty, students are often struck by the scale
of'the industry’s reforestation efforts and the range of products possible
from sustainable cellulose fiber, from biodegradable packaging and

barrier coatings to pharmaceutical and hygiene applications.

DRIVING THE INDUSTRY FORWARD TOGETHER

Industry partnership is the engine that powers PSE's success.
Companies fund scholarships and endowments that attract top
talent, sponsor real-world senior design projects solved in team
settings, and provide the internship experiences that distinguish
these graduates. A program advisory committee of industry partners
actively shapes curriculum content and timing, ensuring interns are
effective from day one.

For companies, the returnis clear: access to graduates who are
applied, experienced, and ready to contribute immediately. For
students, it means stepping into careers where sustainability meets
innovation, and where their work has a tangible impact on the
circular economy. Together, academia and industry aren’t just filling
apipeline; they're building the workforce that will define the next era
of' sustainable manufacturing.

L 4

Visitncsu.edutolearn more.


https://www.ncsu.edu/
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Paper's Circular Economy Is Already Working,
But Every Segment Has a Role to Play

The conversation around paper
recyclingis often misframed. Ask
most people how sustainable paperis,
and they will point to recycling bins
and certification logos. Ask a paper
manufacturer, and they will point to
their broke system—the internal loop
that sends off-quality material back
into production before it ever leaves the
mill. Those answers describe different
parts of the same system, and the gap
between them is where real progress
isbeinglost. Telling the industry’s
circular economy story accurately
means understanding how it works,
segment by segment.

THE MILL: RECYCLING STARTS
BEFORE THE PRODUCT SHIPS
Paper manufacturers do not wait

for consumers to recycle. Recycling
isembedded in production itself. In
any mill, material that does not meet
quality specifications—trim waste, off-
grade runs, and broke from the paper
machine—goes directly back into the
fiber furnish to make new paper. This
is pre-consumer waste recycling, and
itis standard operating procedure, not
asustainability initiative. Mills have
run this way for generations because
reprocessing off-quality fiber retains
avaluable raw material. Internal
recyclingis already done. The pressing
challenge is the post-consumer fiber
returning from outside the mill gate.

THE DOWNCYCLING CASCADE
Understanding paper recycling
requires understanding downcycling—
the grade-by-grade progression
through which fiber is recovered and
reused as it degrades. High-quality
white office paper and premium
uncoated printing grades sit at the top
of'theladder. When collected clean,
this material can be mixed with fresh
fiber to make new printing and writing
papers or coated magazine grades,
keeping high-value fiber in high-value
applications aslong as possible.

Once fiber has cycled a few times,

itmoves down. Magazine and

catalog paper contributes to recycled
paperboard for folding cartons and
retail packaging, or tolinerboard and
corrugated medium for shipping boxes.
Processed again, it supports molded
pulp packaging like egg cartons, where
strength mattersless. After five to
seven cycles, fibers weaken to the point
they can nolonger bond. This is not
afailure of recycling but a physical
constraint that makes fresh fiber
essential—the raw material that keeps
the entire recycled system functioning.

PRINTERS AND CONVERTERS:

THE SORTING OPPORTUNITY

For commercial printers, converters,
and packaging producers, the recycling
conversation often starts and ends with
whether there is abin on the floor. That
is not enough. Paper coming off a press
or converting line has real value, but
onlyifitarrives at the recycler sorted,
clean, and correctly identified. A skid
of white uncoated trim waste is a high-
value commodity. The same material
mixed with coated make-ready,
adhesive- or plastic-contaminated
substrate, or foil-laminated waste
could be a problemload that may be
downgraded or rejected.

Every operation generating paper
waste needs to take source separation
seriously: identifying grades at each
production stage, establishing separate
collection streams, and training staff’

to keep them clean. Contamination

almost always happens at the point of
generation. Pre-consumer waste from
printing and converting is among the
highest-quality recovered fiber in the
system. Treating it carelessly leaves
money on the table.

CLOSING THELOOP

Paper’s circular economy is not
theoretical. It runs continuously

across thousands of facilities, with
fiber flowing from premium grades
down to corrugated and back into new
production. The millloop works. The
downcycling system works when it has
clean, well-sorted inputs. What it needs
from every segment is accountability
for the part of the loop that segment
controls. Mills handle their internal
waste. Printers and converters need to
handle theirs with discipline, not just
good intentions. The paper industryis
not waiting for a circular economy, it is
already operating one. The questionis
whether every participantis doing their
parttokeepitrunning.

L 4
Thisis anexcerptfrom

Manufacturing Business Outlook
magazine. Scan toread more.



https://manufacturingbusinessoutlook.com/papers-circular-economy-is-already-working-but-every-segment-has-a-role-to-play/
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REDISCOVER HOW MUCH
YOU LOVE PAPER

Two Sides North America's
redesigned website celebrates
paper's creativity and
sustainability and invites everyone
to become a Papertarian.

Two Sides North America hasunveiled aredesigned
LovePaperNA.org, the North American home of the
global Love Paper campaign. The new site is built
around a simple premise: paper is everywhere in our
lives, and it deserves to be championed. Whether it
arrives as abirthday card, a grocery bag, a paperback
novel, or the box on the doorstep, paper quietly does a
remarkable amount of work—and the redesigned site
isaplaceto celebrate it.

"Paper is one of the most creative, accessible, and
sustainable materials in the world—and this site
is here to educate and celebrate that,” says Jules
Van Sant, Executive Director of Two Sides North
America. "Whether you're a crafter, areader, a
teacher, a student, or someone who justloves the feel
of'agood book, LovePaperNA.org has something for
you. We want to share that it’s okay to love paper.”

The site’s most distinctive ideais an invitation
tobecome a Papertarian. It's alighthearted way of
naming something alot of people already feel—that
pull toward a handwritten note, a well-designed
package, or a book that feels good in the hand—
and turning it into a community anyone can join.
Alongside the concept, the site offers fresh editorial
content: essays, explainers, and behind-the-
scenes stories that reveal how paperis made, used,
and reused, with facts that tend to surprise even
longtime fans of the medium.

Paper’s sustainability credentials are woven
throughout. The material is made from a renewable
resource, moves through one of the most rigorously
certified supply chains of any product category,
and is among the mostrecycled materialsin North
America—points the site brings to life in plain,
approachable language rather than industry jargon.

"Paper is one of the most
creative, accessible, and
sustainable materials in the
world—and this site is here to
educate and celebrate that."

The new

®
LOVES
PAPER

Love Paper
website is here.

lovepaperna.org

Explore stories,
resources and
inspirationin a
fresh new online
experience.

For the brands and industries
that rely on paper every day—
beauty, food and beverage, retail,
publishing, and e-commerce among
them—LovePaperNA.org offers a
trusted resource for sustainability
storytelling. From shareable facts and
messaging to educational content, the
site helps companies communicate
the environmental value of paper-
based packaging and products to the
consumers they serve. The redesigned
site also continues to serve as the go-to
destination for Love Paper Week, held
annually in February, offering free,
ready-to-use resources for educators

and community members who want
to share paper’s story with the people
around them.

"Paper’s story is bigger, richer, and
more relevant than ever,” Van Sant
says.”We wanted to create a space that
feels as warm, creative, and accessible
as paper itself—a place where curiosity
is welcome, and everyone belongs.”

L 4

Readers curious to explore further
canvisit LovePaperNA.org, and
are invited tojoin our growing
community of Papertarians.


https://lovepaperna.org/

EVENTS RECAP

It has been a busy year for Two Sides participating in
events and sharing the environmental story of paper with
enthusiastic audiences.

UPCOMING EVENTS

September 23-25, 2026 Las Vegas, NV - Booth N7461

Printing United Expo is the most dynamic and comprehensive
printing event in the world. Attend to see the entire printing industry
in one place, experience over a million square feet of equipment,
solutions, and the latest trends.

Pickup your Two Sides newsletter at the door!

October 27-30, 2026 Napa, CA

PSSMA, the Paper Shipping Sack Manufacturers’ Association is the
national trade association of U.S. producers of multiwall shipping
sacks. Its mission is to provide its member with programs and
services to further the industry’s objectives and promote the welfare
ofthe industry.

PREVIOUS EVENTS

May 21, 2026 Romulus, Mi

Presentation:

» Real Sustainability Storytelling and Why it Matters in the Paper-
Based Print, Packaging & Graphics Industries

*  Understanding the Generational Shifts to Elevate Your Future
Hires and Buyers

Graphic Media Alliance and Pitney Bowes are partnering together to

bring you the tools you need to lead with clarity and confidence.

May 12-14, 2026 Clearwater Beach, FL

This AF&PA and NPTA industry networking event focuses on
programming to enhance and grow business relationships among our
member partners and facilitate discussions on the unique challenges
and opportunities of the U.S. paper products industry.

Produced by
PRINTING United Aliance

PRINTINGUN

EXPO ;

MORE PRINT.

MORE POSSIBILITIES.
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PROUD TO BE A PART OF
NPF 2026 | PHOENIX

May 3-6, 2026 Phoenix, AZ

Presentation: Mail Paper Trees and the Environment

The Two Sides 2025 Trend Tracker Report revealed key insights

into people’s perceptions of print, paper, and the environment. In this
workshop, we focused on the latest results, trends, and generational
shifts, reviewing the data on environmental perceptions of paper,
print, direct mail, and fiber-based products, including preferences for
printed or digital communications.

April 22-24, 2026 Miami, FL

Presentation: Tissue Products and Sustainability: An essential
product with a strong environmental story to tell

This presentation reviewed the Two Sides 2025 Trend Tracker
report and dove into specific consumer perceptions and

preferences regarding tissue products. Attendees will be able to
utilize this information to support brand-positive messaging for
environmentally conscious employees, consumers and businesses
seeking sustainable products.

April 13-15, 2026 Carlsbad, CA

Presentation: Greenwashing, Sustainability, and the Print &
Packaging Industry Updates

AICC, The Independent Packaging Association, represents

the independent sector of the corrugated, folding carton, and rigid
boxindustries.

February 10-12, 2026 Las Vegas, NV

CONNECT 2026 is where the print, press, and graphic
communication industries come together to share ideas, explore
innovation, and shape the future of print technology.

SEPT. 23-25, 2026
LAS VEGAS, NV

GET YOUR PASS


https://print.pstrmd.com/u0ExEUYx
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FRESH THINKING

Paperboard packaging is doing more
than keeping up with the moment—it’s
settingthe pace. Structural engineering,
high-quality printing, embossing,
water-based inks, and biodegradable
coatings are working in concert to
produce packaging thatreads as
thoughtful on the shelfand disciplined
attherecycling bin. The material itself
hasbecome adesignlanguage.

Layer in what’s changing on the
production side—digital printing,
personalization, rapid prototyping—
and paperboard now moves at the
speed brands need it to. Limited runs,
regional variants, and fast turnarounds
that once demanded plastic’s flexibility
are increasingly landingin fiber. And
with consumersrewarding packaging
thatis renewable, recyclable, and
genuinely well-designed, the substrate
isnolonger a compromise between
environmental and commercial goals;
it’s where those goals meet.

The designs that follow show
what that convergence looks like in
practice—from fresh-protein trays and
beverage multipacks to luxury spirits
and premium ice cream—and why
paperboard is shaping the future of
sustainable commerce rather than just
responding to it.

1. BRUICHLADDICH LUXURY RE/
DEFINED WHISKY WRAP

Designer: James Cropper

(with Bruichladdich and Thirst),
United Kingdom

Anindustry-first colored molded-
fiber wrap of 100% fresh, recyclable
paper pulp shaped to the bottle across
Bruichladdich's Eighteen, Twenty One,
and Thirty; winner at Paris Packaging
Week 2025’s PLD Innovation Awards.

CoacH

coacH

2. PAPERFORM

Designer: Atlantic Packaging,

North America

A curbside-recyclable paperboard
alternative to thermoformed plastic
blister packs that runs on existing
blister and thermoforming equipment,
letting brands switch without retooling.

"Paperboard
packaging isn't just
keeping up with
the moment—it's
setting the pace."

BEYOND THE SHELF:

PAPERBOARD'S
CULTURAL MOMENT

Coach’s collaboration with Penguin Random
House produced hardback "book charms”—
miniature but fully readable editions of titles
including Sense and Sensibility, I Know Why the
Caged Bird Sings, Untamed, and A Forest of Wool

and Steel—designed to clip onto handbags. Paper,
humble as ever, is having a fashion moment.
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3. PAPERBOARD BEVERAGE
MULTIPACK SYSTEMS
Manufacturer: Graphic Packaging
International (with PepsiCo and
Coca-Colabottlers)

Paperboard clips,lids, and wraps
replacing plasticrings and shrink-
wrap on canned and bottled beverage
multipacks across North America.
Graphic Packaging’s KeelClip™ system
was firstadopted inthe U.S. by Liberty
Coca-ColaBeverages, which converted
nearly 3.1 million mini-can cases
withinayear ofinstallation. PepsiCo
Beverages North Americahassince
committed tothe broadestbrand-wide
conversionintheregion—recyclable
paperboard wraps and clips across
Pepsi, Mountain Dew, Starry, Gatorade,
and other multipacks—completed its
Canadarolloutin 2024 andis currently
progressing through phased regional
wavesintheU.S.

4. PAPERSEAL™ SHAPE TRAY
Designer: Graphic Packaging
International (with Pilgrim'’s
Europe and Sainsbury’s),
United Kingdom
Abarrier-lined MAP tray at more
than 90% FSC-certified paperboard
that cuts plastic per pack by 72-82%
and removes roughly 300 metric tons
of'plastic annually from Sainsbury’s
breaded chicken range.
Gold Award in Sustainability from the
Paperboard Packaging Council (PPC)
Gold Award in the Chilled/Frozen
category at the Environmental
Packaging Awards 2025 AmeriStar
Award from the Institute of Packaging
Professionals (IoPP)

»¥ Sylvamo

Pressing Issues, Practical Answers

From EPR laws to tariffs to USPS postage savings, we break down the topics that matter
to your business into practical, straightforward answers.

Scan to catch up on past webinars, and follow us on LinkedIn @SylvamoCo
SO you don't miss what's next.

&5
A

5. MAGNUM DREAMY DELIGHTS
PLASTIC-FREE FLOWER BOX
Designer: Unilever—Magnum
(global,launched in China)
Apremium giftboxin FSC-certified
paper finished with alotus-effect
hydrophobic varnish instead of
lamination, keeping it fully recyclable.

Gold for Green Materials Application
Innovation, 2025 World Packaging
Awards

o Accent’ HAMMERMILL. Williamsburg

The World’s Paper Company



https://marketing.sylvamo.com/pressing-issues-hub

Two Sides North America
PO Box 230001
Portland, OR 97281 USA

Real pages.
Real stories.
Real life.

Paper is recyclable, renewable,
tactile, and part of our
lives—making learning clearer,
packaging smarter, and
memories more meaningful.

Discover Love Paper at lovepaperna.org
TWO SIDES

North America

E -E. Become a @TwosidesNA ® @TwosidesNA
! member today
EI twosidesna.org @ @TwosidesNA o @TwosidesNorth America


https://twosidesna.org/value-proposition/
https://twosidesna.org/

