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About AF&PA 
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Sustainability 

Relatively new 

Shift in expectation about who should be responsible 
for protecting the environment, and doing the right 
thing 
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 Race for differentiation 

Before 
Government 

Now 
Corporations 



No universal understanding 
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FTC – eliminated “sustainability” claim from Green Guides 

“ A sustainable corporation is one that creates profit 
for its shareholders while protecting the environment 
and improving the lives of those with whom it 
interacts” 
 - Andy Savitz 



Sustainability -Paper Industry 
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Paper: 
• Made from renewable resources - trees 
• Produced using renewable energy – 65% 
• Recyclable at end of life – 64% recovery rate 
• Utilizes recovered fiber – 38% of fiber 

“The paper industry has a great story to tell” 

Problem : Looks backwards 
  Individual voices 
  Brand specific 

______ is made from renewable resources, with high 
levels of renewable energy and is recyclable. 



Environmentalism- shaping perceptions  

Failure on climate change 

Shifts in top leadership- RAN, ForestEthics, 
Greenpeace, others 

High-level focus 

Defending the EPA authority to regulate GHG emissions 

Coal ( Anti-biomass ) 

EPR  
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ENGO Engagement 

Retailers, 
Catalogs, 
Packaging, 
Advertising 

Magazines Books Newspapers Tissue 
Fast Food 
Packaging 

Forest 
Ethics 

Green 
America 
(Co-Op 
America) 

Green 
Press 
Initiative 

Canopy 
(Markets 
Initiative) 

Greenpeace 
Dogwood 
Alliance 

Market Campaign Alignment 



ENGOs and the Paper Industry 

Reduced paper consumption 

Maximized Recycled content 

Responsible virgin fiber sourcing (FSC) 

Green production (energy, water, bleaching) 

Alternative fiber 
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Goal: Force companies to accept a standard or 
practice that is: 
• More stringent than the law requires 
• Determined by activist groups  

Paper Demands: 



AF&PAôs Sustainability Goals 
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• Increase paper recovered for recycling 
 rate to exceed 70%  

Goal: Paper Recovery  
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• Improve energy efficiency in 
purchased  
 energy by at least 10% 

Goal: Energy Efficiency 
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Goal: Greenhouse Gases  

• Reduce intensity of industry’s 
greenhouse  
 gas emissions by at least 15% 
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•Increase procurement of certified fiber 

•Promote policies around the globe to 
decrease illegal logging 

Goal: Forestry  
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•Visionary goal of zero injuries 

•Interim progress of 25% reduction in 
safety incidence rate 

Goal: Safety 
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•Explore opportunities to reduce water 
consumed in our processes 

•Determine whether or not to set a 
future consumptive use goal 

Goal: Water Consumption 
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Recycling promotion and education  
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Research-Millennial Attitudes toward Paper 

92% 
HAVE A SOCIAL 

NETWORK PROFILE 

42% 
HAVE PROFILE ON 

PHOTO-SHARING SITE 

38% 
HAVE A TWITTER 

ACCOUNT 

20% 
HAVE A PROFESSIONAL 

NETWORK PROFILE 
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88%  
SINGLE 

60%  
EMPLOYED 

56%  
STUDENTS 



Active on their expansive online 

networks 

263 35 19 
SOCIAL 

NETWORK 

PHOTOS 

92 24 
WEEKLY 

STATUS 

UPDATES 

WEEKLY 

òTWEETSó 

DAILY  

TEXTS 

DAILY  

EMAILS 

396 
SOCIAL 

NETWORK 

FRIENDS 

AVERAGE NUMBER OFé 

362 among  
19-22-year-olds 

72 among  
16-18-year-olds 

154 among     

16-18-year-olds 
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72 among   

  16-18-year-olds 



Paper Consumption Increases with 

Age, Employment 

41 

57 

97 

42 

79 

16-18 19-22 23-26 Unemployed Employed 
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Weekly Paper Consumption  
    (Average # of Sheets of Paper) 110 

Among White 
Collar Workers 

Self-reported Paper Consumption 



Paper means trust 

88% 
More official 

82% 
More trusted 

78% 
Easier to keep 

confidential 

74% 
Safer / more 

secure 

PAPER DOCUMENTS ARE CONSIDERED… 

77% say documents are less trustworthy in digital format 

since they can be altered without your knowledge 
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90% prefer to have hard copies of important documents 

63% often print out documents for their records, even if 

they have them saved electronically 



Perhaps the most powerful attachment 

to paper is emotional 

55% 57% 78% 
a handwritten letter 

than an email 

a mailed invitation 

than an evite 

THEREFORE, IF FORCED TO CHOOSE, THEY WOULD RATHER RECEIVE… 

78% 
a hand-written love 

note than a love text 

an autographed 

photo of their fave 

celeb than comment 

on their SNS profile 

 

(among SNS users) 

87% 
a birthday card in the 

mail than via email 

92% say paper documents are  
more sentimental than digital 
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Impact of technology is nearly as 

concerning as paper 

65% are very concerned about paperós 

impact on the environment 
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> 59% are very concerned about 

technologyôs impact on the environment 

 

> 55% say paper consumption is NOT 

harmful to the environment if you recycle 

 



May 13, 2011 

 

What are the takeaways? 

1. 

Give paper a 

visible 

presence in 

Millennialsõ 

digital lives 

Have a 

leadership 

voice on 

sustainability 

2. 3. 

Build on the 

emotional 

attachment of 

paper 



The Paper Check-off 
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Paper Check-off 
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The paper and paper-based packaging 

check-off program is a new and distinct 

effort that promotes the broad category 

of paper and paper-based packaging 

products. 

 



Program Objectives: How to Get There? 

Increased 
Sales 

Better Product 
Acceptance 

More Appreciated Attributes 

Resource 
Management 

Product 
Benefits 

Increased Sales (Or Slowing The Decline) 

Changing Perceptions and Attitudes of 

End-User Consumers with Branding 

Efforts Showing Benefits of a 

Sustainable Multi-Faceted Industry. 

Countering Challenges from ENGOs 

and Competitors (Plastic). 

Promoting the Industry and 

its Products as ñGreenò and 

Sustainable. 
 



$ 

Product 
Mix  

Level of 
Assessments  

Exemptions/Imports  

Representation of 
Segments  

Referendum   

Paper Check-off  - Program Development 

 Projected annual amount of  assessments desired. 

 Products to be assessed. 

  Assessment on product mix by ton or value. 

 Board representation/nomination process. 

 Voting  

• A majority of those voting, and 

• A majority of the volume of the 
agricultural commodity 

  Inclusion or exclusion of segments based on 

size or production. 



Research- Top Messages that ñMove The Needleò 
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Research- Consumer Choice Impact 
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$ 

Product 
Mix  

Level of 
Assessments  

Exemptions/Imports  

Representation of 
Segments  

Referendum   

Paper Check-off  - Decision Points 

 $25 Million (Annual amount) 

 Printing-Writing, Kraft Papers, 

Containerboard, Paperboard 

  $.35/ Ton of Production 

Board to be formed 

 Voting  

• To be Determined 

  Minimum 100,000 annual tons of production 



Proposed Assessment 

 

Product Category  ( 000) Short tons  % of Total  

Printing-Writing* 25,413 36.7% 

Kraft Papers 1,403 2.0% 

Containerboard 31,706 45.7% 

Paperboard** 10,787 15.6% 

Total 69,308 100% 
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*Includes imports of four major printing-writing grades 
**Excludes gypsum wallboard facings and panelboard & other uses 



Return on Investment 

Measurements:  

Improved Sales 

Increase Sales (or Slow Decline) against the 
Existing  Trend Line 

 

Improved Perception 

Change in Public Perception of Products 
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 Paper Check-off 



Outreach & Communications 
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www.papercheckoff.com 



Check-off Milestones 

Panel Met With USDA - June 

Order Submitted to USDA - July 

CEO Education/Outreach- Current 

Order in Office of General Counsel USDA- Approved 

Public Review and Comment Period 

Jan ï March 2012: Referendum 



Conclusion 

Working to create wins for the industry 
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