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Creating a New Industry Narrative

Perceptions Aren’t Just Changing. We're Changing Them.

Consumers’ perceptions about paper and packaging are evolving—and fast. In 2024, more people than ever
understand that:

- Paper is a renewable, plant-based resource.

- Urbanization and wildfires are the real threats to forests, not sustainable management and productive use.

+ The paper and packaging industry are part of the solution to the country’s sustainability challenges,
not part of the problem.

This shift didn’t happen by chance. It is the result of strategic, unified messaging at scale—led by the Paper and
Packaging Board in collaboration with paper manufacturers—ensuring that the industry’s sustainability efforts and
innovations remain front and center for both customers and consumers.

Through this campaign, the industry’s ability to speak with one voice is critical, particularly as other materials,
especially plastics, invest heavily to defend their products. By working together, we ensure that our message isn’t just
heard—it’s collectively amplified, resulting in more favorable consumer perceptions towards the industry and

its products.

Leaving the Environment Better

Trees are Renewable
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is a renewable resource
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Source: Brookmark Research, P+PB Consumer Attitude and Usage Survey, June 2024.
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Telling the industry’s sustainability
story shouldn’t be understood as

a “trend” or a “moment” that can
fade with an election cycle, cultural
shifts or even the emergence of

a new generation. Sustainability
has already helped define multiple
generations, reorganizing vast
swaths of the culture and economy
as well as shaping the priorities
and values of millions. And the
core premise—that the planet’s
resources should be managed
mindfully and with an eye toward
the long-term—is only becoming
more central to how broad cross-
sections of consumers think and
behave in America.

Gen Z and the emerging Gen
Alpha—digital natives raised on
climate headlines—aren’t just
concerned about the environment;
they want to feel like they are part
of fixing it. That’s why it’s critical
to connect with them now, shaping
their understanding of paper as the
renewable, recyclable and smart
choice for the planet. They’re
anxious about the future. There

is also growing recognition of the
health impacts of social media and
phones on children. Combine that
with the movement to get phones
out of the classroom and students
to take written tests, paper’s
tangible benefits are more relevant
and desired than ever. Once again,
paper is the smart choice for both
the environment and distraction-
free learning.

Consumers want solutions and
can’t do this alone. They are
looking for brands, your customers,
to lead the way. Brands are
listening and looking for better
material alternatives. That presents
us with a once-in-a-generation
opportunity to lead and play offense
by demonstrating the value of
sustainable packaging as a solution.



CAMPAIGN VALUE

Industry Innovation Industry Trust
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Source: Brookmark Research, P+PB Consumer Attitude and Usage Survey, June 2024.



Delivering Our Campaign Message at Scale
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Over the last decade, we’ve evolved alongside consumers, reaching them where they spend time: on streaming TV,
social media, podcasts, magazines and more. We’re not just keeping up with their changing habits, we’re shaping the
consumer conversation. And the data? It speaks for itself.
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5 Interesting Deforestation Facts
205 You Need to Know

As ‘consumers search
for 1nformat10n online,
our website articles
debunking the myths
about deforestation and
clearcutting in the U.S.
are popular, drawing
© up to 33,000 visitors
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When You Choose Paper,
You're a Papertarian

J WHO LIVES A PAPER-BASED
p LIFESTYLE FOR ITS POSITIVE
IMPACT ON OUR FORESTS
 AND THE ENVIRONMENT

of site visits
The papertarian
home page is
among our top-

- visited pages
capturing nearly
30% of site visits.
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corrugated sh1pp1ng boxes?
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Our work has measurably increased
consumers’ beliefs that paper

and packaging are innovative and
that our industry is trustworthy.
And crucially, they now think

more highly of brands that use

our products. The reputational

lift provides value and leads to
increased ROI.

The growth in the industry’s
positive reputation over the last
ten years has opened doors! Media
coverage about the industry is
significantly more positive. The
industry is better positioned

to champion its legislative and
regulatory objectives. And paper
is increasingly part of customers’
consideration when it comes to
making sustainable choices.

No one group can create a favorable
marketplace for the industry which
is why our collaborations with
industry trade and sector groups
are so important. Without this
complementary and interwoven
network, gaps emerge putting the
industry at risk of not meeting its
favorable marketplace objective.
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CAMPAIGN IN ACTION
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it is to adopt sustainable
habits like shopping for
products packaged in paper _
and then recycling them. T T—
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SOCIAL MEDIA

ACCORDING TO
A PAPERTARIAN

Schooling College Students on Recycling

We are spreading the word on college campuses
about recycling two popular items—pizza boxes and
paper coffee cups. These efforts help dispel recycling
myths and encourage consumers to recycle.
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