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Tired of scary
sales people?



Welcome to a world of positive print – come and be part of it!

Come and try a new, better, more positive way of promoting and marketing your products and services.

Whatever printing market area you are looking to get to, we can help. If it is general commercial – offset or
digital, packaging and labels, industrial print, wide format, or even environmentally friendly printing, we

have a magazine that can cover all your needs.

As a leading print and digital publisher, Earth Island’s market leading circulation, distinctive informal style,
incredibly good looks and a greater breadth of editorial, have grown to become the ones that your customers

are talking about and taking notice of.

We do not believe in a ‘one size fits all’ package, and you will find that we will work with you in a very different way
to many other business titles.

Advertising enquiries
david@earthisland.co.uk

01892 522563/07711 004558



The Solutions portfolio, which includes Print Solutions, Packaging Solutions, Green Solutions and IndPrint, is a
print and digital news source that offers engaging, compelling, trusted, and industry relevant content.

REACH

Unique visitors
Performing 66% better

than comparative news
and media sites

Website average visitor

duration 8 minutes, 

38 seconds

Performing 90% better 

than comparative news 

and media sites

We have more than 28,000 registered readers for our magazines, newletters and emailouts. 
That is backed by substantial coverage across the major social media channels.

Work with us to have your news and promotions in front of all those industry decision makers!



Bringing you Solutions – the team

Our editorial and advertising team will be happy to talk to you so that you can plan your marketing strategies as
a cohesive whole across print and online channels.

Telephone: 01892 522563

Pickforde Lodge, Pickforde Lane , Ticehurst, East Sussex, TN5 7BN

Editorial and all things written/publisher
Susan Wright 
susan@earthisland.co.uk

Advertising, sales and marketing, promotions, and
generally getting the best message out for you
David Gamage
david@earthisland.co.uk
07711 004558

Production, creative design and artwork
Steve Crawley
steve@earthisland.co.uk

Administration, accounts, keeping us in order
and keeping you happy when you call 
Louise Gamage
louise@earthisland.co.uk

For all biscuit related enquiries
Chewman of the Board
Dr Ted E Bear
hello@earthisland.co.uk



What we can do for your business

• Better market penetration.
• Enhanced presence through creative marketing.
• Better relationship building with customers through our informal, friendly and consumer based style.
• Be part of the brightest, most stimulating and positive magazine in the industry – the one that gets noticed.
• Be seen as an ethical company that supports the printing industry.
• Help to bring print back to life and enthuse your customers.

Our print and packaging readership

68%8%

24%

Printers

Print buyer

OEMs

51%15%

34%

Graphic designers

Brand owners

Ad agencies

68%32%

Commercial printers

Packaging

Printer demographicPrint buyer demographicReadership demographic



In business we all need to find Solutions, and get results. Solutions to creativity and ideas, solutions to generally
running a business, solutions to new market opportunities, solutions to sustainability. We will provide those
Solutions and get you results.

Print Solutions provides a bright, strong print industry monthly, with a mix of in-depth features and news,
written in an informal, friendly manner with a ‘consumer’ style that is like no other print industry magazine 
on the market

We are proactive to trends and changes in the industry, so will adapt our features to reflect the most important
issues to the graphic arts. Give us a call to find out more.
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Special summer issue - giant size love of print

What is sizzling hot
in print?

100100

Awesome 
print
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WHY SHOULD PRINT BE 
MORE LUXURIOUS?
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DIGITAL DRIVES EVERY MARKET



Editorial themes
• Eco friendly plates
• Why use digital for packaging?
• Short run labels
• Coloured papers
• MIS
• Bookletmaking
• High quality board
• Colour management
• Die cutting
• Web to print
• How to sell digital
• Remote proofing
• Small format offset
• Working with uncoated paper
• Preflighting
• Automation on-press
• Folding and creasing
• Creative papers
• Special effects on-press
• PUR/EVA binding
• Workflow – making the link
• Adding value through finishing

Circulation:
The magazine goes to more than 28,000 registered readers (a mixture of
printers and print buyers).

We also post news, articles and promotions to thousands more across our
websites, with a daily rolling news service, and social media channels.

Advertising deadline 25th of each month. Editorial deadline 20th of each month.

News is updated daily on our websites and e-newsletters are sent out weekly. 

Solutions is free, on a sign up basis, to everyone involved in UK print, packaging,
design, mailing, publishing, cross media brand owners or allied industries. 

Advertising options include:
• Front cover campaign package from £3500
• ‘Tech it out’ technology focused double page spread £1750
• £1200 full page ad, £695 half page, £375 quarter page or strip ad.
• Newsletter sponsorship £550 per month.
• Featured products/company showcase £350 for 3 months, £500 for 

6 months, £750 for 12 months
• Ad banner or video £350 per month.
• Hyperlinked PR with web and social media coverage just £250.
• Targeted emailouts just £750.
• Other options including knowledge guides, sponsorships, competitions,

podcasts, awards, videos and other digital promotions, available.



Packaging is a powerful influencer in the buying decision and it can make or break the product. It is about brand
extension, it is about stirring the buyer and ensuing them to select a certain product. Packaging differentiates, 
it is alive, it is stimulating, and it can engage the senses. 

Packaging Solutions brings you all the creative ideas and inspiration that you need to look at the market
opportunities and bring them into your business.

Editorial themes
• Colour management
• Smart packaging
• Short run packaging
• Embossing and foiling
• Creative boards
• Printing corrugated
• Packaging and sustainability
• Using variable data effectively
• Software
• Design
• Luxury packaging 
• Labels
• Trends for the future
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a product quickly and easily, as well as cost effectively. Using digital means you can print one, or two, or whatever number you require on the press on which the final product will be produced – so an exact copy rather than just a proof. And because of digital’s versatility, you can easily produce a selection of different colours or designs, or on different substrates, with very little waste. This means that you are making a saving on resources and not producing materials which are excess to requirements. 
And incidentally, whilst not a green angle, the ability to do this leads to much better customer satisfaction, as they have an exact prototype in their hands rather than relying on something that is ‘good enough’. 

Sti l l ,  sti l l  
As well as all these environmental benefits, there are still  a lot of ‘stills’ when using digital. For instance, you can still print high volumes of you want to, it is not all about short runs or one offs. You can still do more substantial runs –and because it is all so quick, you can do a long run, and 

then very easily and efficiently swap to a run of a couple of dozen, without breaking a sweat. 
You still get extremely high quality  – some machines bordering on offset quality, and superior to flexo quality. And, many of the smaller machines in today’s market come with the basic performance abilities of their much larger brothers and sisters. 

There is still substrate flexibility – you can print paper based substrates of course, but also films, foils, pouches, no look labels and more.  
There are still plenty of finishing options and digital can happily handle foiling, laminating, embossing, die cutting and more that you might want to use on your packaging. Add to that the benefit of variable data, which you simply can’t do with any other process, and digital looks like a great option for you, with customer interaction and satisfaction vastly increased. Throw in that waste saving, time saving, economic angle to the great green side of digital, and you can soon see the sustainable value to your business.

                       12    PACKAGING SOLUTIONS   FEBRUARY/MARCH 2025 
WWW.PACKAGINGSOLUTIONSMAG.CO.UK

            FEBRUARY/MARCH 2025    PACKAGING SOLUTIONS   13
WWW.PACKAGINGSOLUTIONSMAG.CO.UK

There is no doubt that the environment is playing an 

increasingly important part in the print buying process – 

especially in packaging where interaction with the consumer 

is so strong. 

The packaging is often the first link with a brand. It is the 

place where perceptions begin  – and once an opinion is 

formed for good or bad, it can be hard to change. 

Packaging therefore needs to be ‘all things to all men’.  

It has to please as many people as possible. It is vital that 

it portrays the brand in the best possible light. 

As readers of Packaging Solutions are aware, consumers 

are calling for greener products. Brands are answering this 

call and you, as a packaging producer, must also be able 

to step up and show that your production processes are a 

shining green example. 

So, how can digital help you to do this? 

Constant demand 
First, you can print on-demand, where, when and exactly 

what you need to print. And, yes, you can do that with other 

technologies, but not as easily, or cost effectively, as digital 

allows. This helps to save on waste.  

It also means a cut in overmatter, meaning there are not 

warehouses full of old stock that is redundant and that will 

have been a waste to produce and a waste to be removed 

and got rid of. With digital, overmatter is a thing of the past. 

That definitely helps on the road to sustainability. 

Lean waste 
Digital means that you can print exact numbers, down to a single 

item, so no overmatter and very little waste, as already mentioned. 

It is also up to colour immediately, or at most, a couple or 

sheets, so there is very little in terms of make ready waste. 

Again, this can be done with other technologies, but  

that would be a wholly wasteful, not to mention cost 

prohibitive exercise.  

Digital gives the ability to print truly short run applications, 

which is great not only for smaller customers, but for those 

running promotional or seasonal offers, for new product 

development, for testing and market research, and even 

just for those who want to do something eye catching 

and have different packaging and labels as a more creative 

brand exercise. 

Chemical bothers 
There is no platemaking required for digital – files go straight 

to press, so not only do you save on resources, but also on 

time. As there are no plates to make, there are no associated 

chemicals to buy, store and dispose of, making your process 

infinitely more green, whilst giving your employees a better 

working environment. There is no more cleaning of mach-

inery or housekeeping in this area of pre-press (a job much 

loved by every operator!), freeing up time to do more 

creative work. 

Keep on trucking 
Less transportation is needed. You can send your digital file 

anywhere in the world and get in printed near to the customer 

location, helping to cut carbon emissions and costs. 

We don’t  have the power 
Most digital printers and presses use drastically far less 

energy to run than other printing processes. In fact, in some 

instances they can run from ordinary power sources and 

there is finishing kit available now that can even run from 

power stations driven by solar (the ColorCut SC7000 Pro-T 

dual tool cutter/creaser is a great example of this. Offering 

new flexibility for digital die cutting of kiss cut sheet labels or 

short run packaging on up to 450 micron media). 

Not heavy metal,  but it  rocks 
The printers are also made greener. They are often not heavy 

metal, but made from plastics, But before you say that can’t 

be greener, there are many which are made from recycled 

materials – often including parts that have been refurbished, 

updated and renewed from take back schemes. Manufact-

urers are keen to recycle and reuse as much as they can 

and will also often offer reconditioned machines that are as 

good as new. 

No dummy 
Prototyping is also vastly easier. You can make a dummy of 

Is digital a green fantasy –
or does it work? 
W h i l s t  e v e r y  s i n g l e  t h i n g  w e  d o  h a s  s o m e  e n v i r o n m e n t a l  

impact ,  there are  ways to  help lessen your  impacts .  Here we 

ask i f  d ig i ta l  helps  or  h inders .

N O . 3 0  F E B R U A R Y / M A R C H  2 0 2 5

IS  DIGITAL A 
GREEN FANTASY –
OR DOES IT  WORK?
WHILST EVERY SINGLE THING WE DO HAS SOME ENVIRONMENTAL IMPACT, THERE  ARE WAYS TO HELP LESSEN THOSE. IS DIGITAL PACKAGING A WAY TO GO GREEN?

Feaaturing

S O L U T I O N S
P A C K A G I N G

N O . 3 3  S E P T E M B E R / O C T O B E R  2 0 2 5

EVEN THE SMALLEST PRINTERS HAVE ENORMOUS STRENGTH
SMALL,  BUT MIGHTY

S O L U T I O N SP A C K A G I N G
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Innovation often feels like a force of the future – restless, 

relentless, always reaching forward. Yet, beneath this 

forward thrust lies a story as old as commerce itself. Long 

before today's sleek, sustainable materials and smart tech-

nologies, brands were already pushing boundaries, experi- 

menting with form, colour, typography, and function to 

capture attention and express identity. What we now call 

‘innovation’ has always been at the heart of branding, quietly 

evolving with each new era. 

To truly appreciate this journey, there is no better place 

than the Museum of Brands, a treasure trove of a million 

memories, where the history of packaging becomes a walk 

down memory lane. The museum's magic lies in nostalgia, 

but its message is deeply contemporary.  

What we see on today's shelves – refined, reduced, reima-

gined – is often a continuation of experiments that began 

decades ago. Every minimalist carton, every biodegradable 

clasp, carries with it echoes of earlier choices made under 

long forgotten constraints. Understanding this path gives 

depth to the present and direction to the future

That future is on full display at London Packaging Week, 

which celebrates its 15th anniversary this October. Paul Botje, 

the director of the Museum of Brands and a featured speaker 

at this year's London Packaging Week, brings these two worlds 

together: past and future, memory and momentum. 

Learning from history 
At first glance, ‘Innovation is Nothing New’ reads like a 

contradiction. But this apparent paradox lies at the heart 

of the Museum of Brands' exploration into the evolution of 

packaging. As Paul explains, the title for his session at London 

Packaging Week isn't just a slight provocation, it is a gateway 

into a longer, richer story about how innovation isn't the 

sudden arrival of the new but the ongoing refinement of 

ideas that stretch back thousands of years. 

That story begins not with modern branding or industrial 

materials but with a far more primal moment. Imagine a figure 

in the Stone Age discovering a beehive and wanting to bring 

honey back to the tribe. ‘The only thing he has to carry it with is 

a leaf,’ Paul continued. ‘That is the first example of packaging 

we can think of.’ Packaging was born from this moment of 

necessity; a simple leaf repurposed as a vessel. What followed 

was a continuous process of improvement: more durable 

materials, more intentional design, and, eventually, more 

complex functions like communication and persuasion. 

By the time we reach ancient Rome, packaging was no 

longer just practical; it had begun to speak. Merchants didn't 

just sell wine; they branded it. ‘There is some evidence of the 

first branded packaging back in Roman times... a particular 

wine merchant started putting his name and the address of 

his shop on the wine amphorae. That would be a very early 

iteration of branded packaging.’ With this act, the packaging 

object became more than a container. It became a mess-

age, a mark of identity, a promise of origin and quality and 

ultimately a marketing tool. 

This continuity between 

function and innovation is 

central to understanding 

how packaging evolves. 

While materials have chan- 

ged dramatically, the for-

ces behind those changes 

remain remarkably cons-

istent. Paul points out that 

decisions around pack-

aging are rarely just aes- 

thetic; they are economic, 

logistical, and, increasingly, 

environmental. ‘Obviously, 

we used to do everything 

in glass bottles, and now 

we do everything in plastic,’ 

he explained. ‘What is that 

driven by? Mainly cost, but 

also sustainability. The 

weight of glass versus 

plastic makes a big differ-

ence. In a large consign- 

ment travelling by truck, you are talking about a two or three 

tonne difference in weight.’ In other words, innovation emerges 

not only from creativity but also from constraints posed 

by transport, scale, and a shifting sense of responsibility to 

the planet.
It becomes clear then that the past is not something to be 

discarded in the rush toward innovation; it is something to 

be studied. Every leap forward in packaging has roots in 

what came before. And for Paul, that is the ultimate lesson: 

if we want to understand the future of design, sustainability, 

and consumer behaviour, we must first understand its history. 

‘For future innovation, any innovation that is going to happen 

– you can look to the past, learn from how it happened, and 

potentially shape your packaging innovation going forward 

Innovation is nothing new 
P a u l  B o t j e  o f  t h e  M u s e u m  o f  B r a n d s  r e v e a l s  h o w  p a c k a g i n g  

innovation is a continuous journey shaped by history, materials, 

a n d  c o n s u m e r  n e e d s .  
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by examining the factors that have influenced packaging 

innovation in the past.’ 

Interwoven dynamics of  innovation 

Packaging innovation today exists within a complex web 

of influences, which Paul describes as a ‘big bowl of 

spaghetti’, where pulling one strand inevitably tugs on 

many others, in an age defined by rapid communication, 

new ideas spread global ly faster than ever before,  

accelerating the pace at which innovations can be 

adopted and adapted.

Innovation often arrives unexpectedly. Paul commented, 

‘Who knew 15 years ago that digital printing would revolutionise 

packaging?’ Alongside printing advances, even small comp-

onents like closures are 

being redesigned – for 

example, tethered caps 

that improve recyclability 

are now gaining traction, 

driven by sustainability and 

legislation, but enabled by 

digital printing. 

Ultimately, it is clear that 

convenience, cost, quality, 

and sustainability are all 

key drivers in packaging 

innovation. Paul sums it 

up :  ‘What we see in the 

museum reflects how 

things evolved to ever 

improved versions of 

themselves. But the future? 

That is even more exciting. 

We don't know exactly what 

innovations are coming, but 

if history is any guide, it will 

be extraordinary.’

Exploring the evolution 

of packaging through the Museum's permanent exhibition 

in the ‘Time Tunnel’ offers a vivid glimpse into how brands 

have transformed over the years. Paul highlights examples 

like ‘the 15 different versions of Sun-Pat peanut butter jars 

or the changing Milk Tray boxes’, illustrating that packaging 

changes are never random. Instead, they ‘respond to 

shifting materials, design capabilities, branding needs, 

and functional requirements’.  

In the digital age, the explosion of communication has 

fundamentally reshaped consumer expectations around 

packaging. Today, before purchasing, ‘the first thing most 

people do is check the product reviews – and these reviews 

often include comments on packaging’. Consumers are 

quick to notice when packaging falls short, pointing out if ‘a 

box is too bulky’, if ‘there is too much air in a container’, or if 

‘materials feel excessive or cheap’. 

The l iving pulse  
When it comes to packaging, standing out in a crowded 

market is key. As Paul pointed out, ‘Think about something 

simple like jam. You might have one brand in a traditional 

glass jar, which conveys quality but can be heavy and 

fragile, especially tricky if you have got small children. Compare 

that to a squeezy bottle version: lightweight, safer, and easier 

to use.’ This contrast highlights how packaging innovation 

caters to different consumer needs. ‘The functionality is diff-

erent, the target audience is different, and the price point 

might be. That is innovation – serving varied consumer needs 

through smart packaging choices.’

Packaging has long been shaped by multiple factors: 

consumer convenience, sustainability, production capability, 

material evolution, and branding. This isn't new. Paul reminds us 

that ‘we have been innovating for centuries. Just look back to 

the earliest merchants who branded their wine bottles to sell a 

product and create recognition and trust. That merchant's 

name on a bottle meant, 'This is good stuff, come back for 

more.' In many ways, it is the same today.’

But it is not just aesthetics, materials have played a crucial 

role, too. Paul explained, ‘In the early days before glass became 

common, most packaging was made of clay because it was 

very difficult for furnaces to get hot enough to melt sand into 

glass. When heating technology enabled glass blowing, it 

changed everything. Suddenly, expensive products could be 

presented in beautiful, transparent containers with complex 

shapes. That wasn't just a practical shift but a signal of quality 

and luxury.’ 
And glass colours had beside aesthetics also a function: clear 

to show off the colour of the liquid inside, blue to preserve medi- 

cinal qualities and brown to keep UV light out and so beer fresh. 

This material evolution continues today, especially in the 

ongoing dialogue between plastic and paper. Having 

started his career in the paper industry 30 years ago, Paul 

reflected, ‘Even then, companies were replanting trees – 

three for every one they cut down. Paper has long been 

sustainable but is often invisible to consumers because 

it enters the product chain so early.’ Meanwhile, ‘plastic, 

while highly functional, has taken the brunt of environ-

mental criticism. Rightly so perhaps, but it still has its place. 

A brown paper bag in the rain is a disaster; sometimes, 

plastic is the better option. We just need to be as responsible 

as we can with its use and disposal’.

Ultimately, innovation in packaging is a continuous loop. 

As Paul sums it up, ‘We pull from history, respond to modern 

pressures, and shape the future through the materials we 

choose, the messages we send, and the experiences we 

create. That is the power of packaging.’
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Imagine you walk into a shop looking for a snack. You are 
trying to decide what to get, but all the sandwiches are in plain windowless cartons, and all the crisps are in plain bags. There is no information written down anywhere. You ask a shop assistant for help, but they don’t seem to understand what the problem is. You are left feeling frustrated and isolated, when all you wanted to do was pick up a quick snack. 
It might sound far fetched to many people, but for those who experience certain disabilities, this frustrating experience could sound all too familiar. So familiar, in fact, that the blind people’s charity RNIB turned the concept into a fascinating video campaign designed to raise awareness of the challenges faced by blind shoppers across the world every day. 

You could argue this problem is created by inadequate packaging and labelling. But that also means it is within the power of the packaging industry to solve the problem – a proposition that brought Daphne Mavroudi-Chocholi, man-aging director of RNIB Enterprises, to Packaging Innovations & Empack 2025. Daphne took to the Innovation & Design stage to share her expertise in an insightful panel discussion titled ‘Innovation Spotlight: How smart packaging will shape the future of brand experiences’, a wide ranging talk that covered topics like accessibility, the development and applications of AI, and anti-counterfeiting. 

The time is now 
For those who were unable to attend this remarkable discussion, Daphne has one key message she would like to 

share. ‘Eighty-three percent of disabilities are acquired,’ she said. ‘Maybe you have had a stroke or an accident, or you find your eyesight is deteriorating with age related macular degeneration. So, when we are designing products and experiences, it is important to design for everybody. Because it could be our future.
‘I understand marketing real estate is critical, and there is a lot of competition that brands have to deal with on-shelf. But if the pack isn’t accessible, then all of the effort and thought that has gone into differentiation, bringing in innovation, and driving sustainability immediately disapp-

ears when a consumer can’t decipher if they are picking up salt or sugar.’ 
RNIB Enterprises works with businesses from a range of sectors to help make their products more accessible, whether through education or design collaboration. The rewards of doing so, she says, speak for themselves. ‘Inclusive packaging is a huge opportunity for an organisation. When we design with accessibility in mind, we build better prod-ucts, better packs, and better experiences for everyone. As manufacturers are now redesigning packaging to be more sustainable, there is a huge opportunity here to go back and design for everybody.’ 

From the ground up 
Daphne is at pains to point out that ‘accessibility’ is not something that can be added on to an existing solution like a sticker or a label. It is an idea that has to be designed into 

Design for everybody
Daphne Mavroudi-Chocholi, managing director of RNIB Enterprises, talks on inclusive smart packaging.
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a pack from the ground up, represented by every element of the final product. 
‘In my experience, it is extremely expensive when you are trying to implement accessibility as an afterthought,’ she continued. ‘Yes, you can put a QR code on the pack, but if it is not really findable, you have run the race but you haven’t finished. There needs to be some mechanism that makes people aware of these features so you can guide them to it. 

‘Is that code findable in the crowded space on-pack? How does it link to our ecosystem? How do we use it in a way that the individual can understand? It is very variable. That is where we want to work with brands to educate them using the expertise we can bring to the table. 
‘There is no cheat sheet on what it feels like to have age related macular degeneration. So, packaging designers need to involve individuals with lived experience and really listen to them to understand what the main barriers are. It is one thing to read it on a piece of paper, but it is very different to live it. My point of action for the panel, and for anyone reading this, would be to get involved with the disabled community, talk to individuals, and reach out to us.’ 

Where wil l  the journey take us? 
While developing more inclusive packaging is an ongoing process of improvement, it is important to recognise the huge strides the industry has made already. With giants of 

the retail world such as Amazon making ‘frustration free’ packaging a major plank of their business strategy, pack-aging is now easier to engage with than ever thanks to the spread of innovations like braille printing, high contrast QR code designs, and easy open tear tapes. 
Daphne is optimistic. ‘There is a lot more we can do, but momentum is building. Unilever announced recently that it has 3.2 million stock keeping units out there with accessible QR codes, for example. And it is really nice to be having impactful conversations about the post purchase experience at events like Packaging Innovations.

‘It is a journey, and the big question is, what happens next?’
Daphne concludes with a question – and it falls to the packaging industry to come up with the answers. Those answers could well be inspired by events like this – in fact, it could be that the next big thing will end up being inspired by Daphne’s words on the Innovation & Design stage at Packaging Innovations 2025. 

In the years to come, any individual reading this could end up relying on inclusive packaging to engage with the products they need. But, for millions of people, that is their reality today. As the packaging industry transitions into a new age of sustainability and digital innovation, the ideas and insights on show at Packaging Innovations will ensure that these people – today, and in the future – will never be left behind. 

Advertising options include:
• Front cover campaign package from £3500
• ‘Tech it out’ technology focused double page spread £1750
• £1200 full page ad, £695 half page, £375 quarter page or strip ad.
• Newsletter sponsorship £550 per month.
• Featured products/company showcase £350 for 3 months, £500 for 

6 months, £750 for 12 months
• Ad banner or video £350 per month.
• Hyperlinked PR with web and social media coverage just £250.
• Targeted emailouts just £750.
• Other options including front covers, knowledge guides, sponsorships,

competitions, digital promotions, available.



The green team
Editorial: susan@earthisland.co.uk  
Advertising and promotions: david@earthisland.co.uk

Green Solutions caters to all businesses in all market sectors. As a business, no matter what you do, you simply
have to be green. But not all businesses can afford expensive consultants or certification. Green Solutions will act
as your very own FREE environmental consultant and help you through that journey.

Green Solutions’s purpose is to give businesses a platform to highlight all the positive steps that they continue 
to take to improve the sustainability of what they do and reduce impacts on the environment. It also offers a
look at environmental technologies and sources of supply, as well as useful ‘help’ articles to give ideas to green 
up business.

Editorial themes
• How can technology clean up my business?
• Paper: Is virgin fibre all bad?
• Why does ‘nature’ matter to my business?
• Waste minimisation 
• What’s carbon offsetting all about?
• How can small business manage sustainability?
• Energy and the need for renewables
• Greening up your office space
• Certification explained
• Best ideas to start your sustainable journey
• Green in the workplace: getting employees enthused
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Energy costs for manufacturers are a serious issue. The rising energy prices felt by households across the 

country are also having a huge impact on UK manufacturers. This, coupled with legislation that is driving towards a 

net zero target by 2050, is creating new challenges for manufacturers to overcome.  

Meanwhile, the ongoing war in Ukraine is influencing how the UK and our European neighbours source energy. Recent 

reports suggest the war will negatively impact the UK’s ability to reach net zero by the target date in 

the short term, but accelerate the overall adoption of renewable energy sources in the longer term. 

While the longer term shift towards renewables may eventually reduce the price sensitivity of energy 

to global fluctuations in the cost of fossil fuels, the required investment in greener energies is large 

and it will take time to wean the UK economy off oil and gas. In short, manufacturers must brace 

themselves for sustained high cost energy for the short and perhaps medium term. 

The knee jerk reaction to the energy issue for manufactures is simple, but also costly. 

A quick route to more efficient operations would be replace aging, inefficient assets with 

new equipment. While new assets will usually run more efficiently than old assets, it 

does require a high capex budget, something not accessible for all businesses. Of 

course, the next, simplest, cleanest and most efficient way to reduce the cost of 

energy for any business or household is to use less of it. The good news is that the 

capacity to do so, for most manufacturers, lies in data already being produced on 

the plant floor.

ENERGY STRATEGIES 
Treating energy consumption as a business fundamental requires manufacturers 

to take a strategic approach to its management. Making a list of pre-determined 

targets that will impact the overall energy use of a company can start with very 

small behavioural changes such as ensuring all lights are switched off when no one is 

there and changing to more efficient lightbulbs.  

While such basic steps are important, they are unlikely to make much of a dent in 

industrial scale energy use. Manufacturing energy strategies need to be all encompassing, 

looking to reduce energy intensity without compromising on productivity, and finding 

options to mitigate energy costs based on a company’s individual objectives. There is also 

the difficult balancing act of operating in an efficient cost effective manner and presenting a 

brand which takes its environmental credentials seriously. To best understand how to 

implement a strategy like this, it is important to see the main difference between consumer use 

and industry.  

The lights off example is a strong place to start. When turning off all devices at the wall when at home, a 

person can take off a significant percentage of their energy use. Applying this to a manufacturing setting can 

yield a similar result, but with some caveats. 

Assets in a manufacturing facility can’t always be simply turned on and off. Many operate at a constant pace around 

the clock. Even in applications that are not running 24 hours a day, seven days a week, shutting down and restarting can 

often mean a higher energy consumption than consistent operation due to the extra power drain on start up. Replacing 

fixed speed drives with variable speed drives (VSDs) is often touted as an effective way to reduce power consumption 

as the drive adjusts power draw according to the requirements of the process at a given time. While VSDs offer huge 

ENERGY SAVING STRATEGIES 
START WITH DATA
Manufacturing managers are being tasked with operating at a 

higher energy efficiency without breaking the bank on new assets – 

the solution can often be found in data that is already available 

explains Sue Roche,  general  manager,  SolutionsPT.
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potential energy saving benefits, they come at a capex cost and aren’t applicable to all applications. Differentiating 

vibration levels can move the alignment of assets causing maintenance issues and equipment with nonlinear loads 

drawing in power in abrupt short bursts can create harmonic currents which actually results in higher energy costs. 

Where VSDs are too not suitable, there are often other ways to reduce energy consumption. 

STARTING POINT 
The tools for a successful manufacturing energy strategy can be found in the ever growing mountain of data, readily 

found in most manufacturing enterprises. Putting this to good use can make fast advancements in the realms of 

equipment efficiency, workforce efficiency and the all important energy efficiency without the dreaded rip and replace of 

high cost assets. 

Most modern industrial assets have IoT capabilities and can already record data about energy consumption, and for 

the assets that don’t, IoT devices can be fitted very simply and at low cost. Energy consumption data is an enabler of 

efficiency quick wins when assets that are still performing their tasks properly, are less efficient than when the asset was 

new. Putting this data to use often identifies areas of industrial environments that would otherwise have been overlooked, 

opening new operational improvement decisions that can now be made with greater confidence.

So, a successful and cost effective energy strategy should always start with data. Manufacturers should seek 

a combined IT and OT collaborative system that can act as a complete command and control solution for 

contextualised energy use. This requires taking some big steps towards digital transformation, and is 

seldom a simple process, but the dividends are huge across three key areas, as follows. 

EQUIPMENT EFFICIENCY 
Whether a manufacturer is managing one facility or multiple, an in-depth understanding of 

asset health is imperative to finding efficiency quick wins that may not be identifiable by 

sight alone. The right software choice will let manufacturer’s drill down to specific asset 

information such as temperature, pressure and of course energy consumption.

This granular detail can identify the causes of efficiency issues such as worn bearings 

or weakened pullies. Such inefficiencies may not put an immediate stop to production 

but over time they increase the energy consumption of a facility. Timely maintenance 

programmes informed by data help reduce both energy consumption and 

unplanned downtime. 

WORKFORCE EFFICIENCY 
Expert maintenance is often needed to keep operations moving, requiring in-person 

intervention. Getting the right expertise to a facility or an asset within a facility to 

investigate a fault often means lost production. This whole process can be streamlined 

through the company wide access to a single digital thread. Expert maintenance 

professionals can assess the issue remotely and often put a plan into action immed-

iately. Accelerating how quickly an issue can be solved and if in-person intervention is 

still required, the operator has all the information they need to begin fixing as soon as they 

arrive on site. 

ENERGY EFFICIENCY 
The right software provides the intelligence to make better decisions and the confidence to 

shift power heavy processes to avoid peak energy times. Where assets or processes that demand 

the highest amount of power can operate when the cost of energy is at its lowest, costs are 

reduced significantly. Not only does this save money, it helps the grid balance energy demands towards 

renewable sources. 

Rising energy costs impact everyone and we all need to take action to save our wallets and better protect the enviro-

nment. This mission is infinitely more complicated for manufacturers who are working with stakeholders and managing 

razor thin budgets, but improving efficiency isn’t an all or nothing approach. New equipment isn’t always the most 

financially sound option, the right software will enable UK manufacturers to reduce their energy use, improve efficiency 

and optimise the workforce without disruption. 
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UK small businesses are finding practical ways to cut 
costs, reduce waste, build stronger relationships with suppliers and customers, and stand out in a crowded market.  New insights from Novuna Business Finance, gathered from interviews with small business owners across sectors including manufacturing, construction, engineering, and technology, reveals ten practical strategies small business owners say are critical to thriving while meeting net zero targets. 

These findings will form the backbone of Novuna’s forth-coming Small Business Sustainability Insight report, which will include practical tips and insight from business experts on the challenges, opportunities, and realities of building a sustainable business. 
The top 10 practical strategies small businesses say are vital for sustainability and growth. 

ONE:  L ISTEN TO YOUR CUSTOMER 
Customers often guide how a business becomes more sust-ainable. Tim Everest from Grey Flannel explained, ‘We need to be going where people want us to be. Sustainability is driven 

by our customers, and our success depends on being good listeners.’ Grey Flannel uses bespoke mills across England and Scotland, which can make products a bit pricier, but customers are happy to pay.

TWO: ‘REBRAND’ NET ZERO AS A CULTURE NOT A COST 
Small businesses often see net zero as an extra expense on tight cashflows. Steve Wardlaw from insurance brand Emerald Life said, ‘Net zero is being sold to small businesses as an extra expenditure that business owners are just expected to absorb, when they have seismic pressures on cashflow.’ He added, ‘What is needed are government backed moves to make sustainability and net zero integral parts of business culture and long term growth plans.’

THREE:  BE THE CHANGE IN YOUR SUPPLY CHAIN 
Small businesses can inspire bigger companies by making sustainable choices. Simon Rolfe, co-founder of Sea Change, 

TEN STEPS TO SUCCESS We find out what the top 10 strategies driving sustainable growth are for small business.
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Green Solutions online magazine
• Full page A4 advert : £1250
• Half page advert: £650
• Quarter page/strip advert: £350

Green Solutions website
• Box ad (for three months): £350
• Box ad (for six months): £550
• Box ad (for one year): £750

Social media packages also available on request.
Affiliate links welcome.



IndPrint magazine covers the whole industrial print market, from glass to ceramics, from wall coverings to
garments, from wood and metals to 3D, from construction to industrial packaging, bringing information on this
very exciting opportunity. 

The magazine, website and e-newsletter explore the technology, the applications, the resources needed,
and the machines you need to know about, as well as bringing you news and views on the market and its future. 

The newsletter advertising options include:
Specifically targeted at decisions makers in the
industrial inkjet and 3D printing markets.
• Sponsorship of newsletter: From £550 per month.
• Featured section: From £350 per month.
• Web banners: From £350 per month.
• E-mail blast to targeted audience: £750
• Social media campaigns: From £500

The magazine advertising options include:
Full page: £1250
Half page: £650
Quarter page:£350

A number of other advertising options 
and sponsorships are also available.

To find out more:
Advertising: david@earthisland.co.uk
Editorial: susan@earthisland.co.uk
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The Solutions websites 

www.earthisland.co.uk    www.packagingsolutionsmag.co.uk    www.greensolutionsmag.co.uk    www.indprint.uk

Our websites are packed with exciting opportunities for promotion on our online and digital publications:

• Featured companies and products
• Standard box advertising
• Sponsorships 
• Dedicated bespoke pages
• Listings
• Video and podcast opportunities
• Links back to your own information, 
• Daily/weekly news service for you to populate your own websites

We also have a series of e-newsletters that include sponsorship, 
adverts and more. Please let us know what interests you.

S O L U T I O N S
P R I N T

S O L U T I O N S
G R E E N

S O L U T I O N S
P A C K A G I N G

P R I N T
I N D

Advertising options include:
• Ad banner £350 per month 
• Videos £350 per month. (£300 for 

3 months, £250 for 6 months)
• Hyperlinked PR with web and social

media coverage just £250 (£200 for 
3 months).

Ad sizes on request



The Solutions Awards

The idea
To award companies and people who are excelling within the industry, and focused on the best people and
principles within print, packaging and design.

Rather than just looking at the quality of print, which can be subjective at best, these awards will be judged
against the backdrop of sustainable and socio-ethical approaches.

The awards will be run year round, with a number of categories available including business of the year, sustainable
company of the year, CEO/director of the year and customer service team of the year.

The awards will be run predominantly online, as our focus will be on supporting the winners with a promotional
and marketing package as part of their win, to give them something tangible and worthwhile to drive business
forward and to allow maximum benefit.

The awards will develop worldwide and it would be logistically difficult for all of our winners to attend a
localised ceremony.

Benefits to being a partner
Great brand extension in print and online: Unrivalled chance to promote your company within the industry.
• Year long coverage in the Earth Island publications and online, plus other promotional opportunities.
• A package of editorial, advertising and online content across our portfolio. You can choose to run that in either

Print Solutions, Packaging Solutions, Green Solutions or IndPrint – or a mixture to suit your needs.
• Your logo on all awards’ collateral and the dedicated website page.
• A full page ad in the post awards commemorative handbook, which will showcase the winners and sponsors.

All this for just £6000 as a category sponsor, with year round promotion.

Call David on 01892 522563 or 07711 004558

Further information specific to our awards can be sent to interested parties.



Media packages and promotional opportunities

We will work with you to get the best results. As well as a number of advertising opportunites, we will deliver a
package that includes credible editorial. We also offer a wide range of options, including:

• A wide range of knowledge sharing/ market specific
handbooks

• Augmented reality covers
• Bellybands
• Bookmarks
• Contract publishing
• Copywriting, PR and editorial assistance
• Embedded video, audio and hyperlinks (yes in the

printed page) 
• Events, roundtables, seminars, conferences, training

days and networking opportunities
• Gatefolds
• Inserts and outserts
• International Print Day
• Licensing and syndication
• List rentals and targeted e-mail blasts
• Market surveys and reports
• Opportunities within our Out of Print section including

sponsorships, competitions and networking support
• Opted-in e-mail database of over 35,000

• Purl campaigns
• Registered postal database of over 28,000
• Social media promotions
• Specialised front covers. We will work with you to show

your products off to their best
• Sponsorships
• Tech-it-outs for your latest products
• Website advertising and videos 
• Podcasts – you can see more on this on

www.earthisland.co.uk/podcasts
• Video options: we can produce dedicated videos for

you, or you can provide your own – you can see more
or this on www.earthisland.co.uk/videos

And, lots of other creative ideas to get you noticed –
give us a call and we will explain more. 
We are here to help.

Contact David at:
david@earthisland.co.uk
01892 522563/07711 004558



Mechanical data: online advertising
Print Solutions 
• Home/news: Scrolling banner ads 700 x 250
• Home/news: static ad box 250 x 250
• Events page: static box 250 x 250 

Packaging Solutions 
• Home/news: Scrolling banner ads 980 x 180

Green Solutions 
• Home/news: Scrolling banner ads 980 x 180
• Sponsored pages: Green actions: 600 x 145
• Sponsored pages: Resources: 430 x 150

IndPrint 
• Home/news: 298 X 298
• Featured page: Scrolling banner ads 500 x 200

A number of other opportunities are available including sponsored video, featured products and services,
podcasts, suppliers’ listings, downloadable guides and more, or we can tailor make a package suited to your
individual requirements.

Call David on 01892 522563 or 07711 004558 who can talk you through all the options available and how they can
best serve your business.
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MAKING PRINT EVEN 

MORE SPECIAL
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Mechanical data: magazine pages

Other formats
Web banners 
Long portrait – w980 x h205 pixels
Bound inserts
A4 plus 100 mm on the bound edge (saddle stitched) 
3 mm on all edges (perfect bound)
Loose inserts

Can be up to 200 x 290mm

We would be very happy if you would provide us with a press ready pdf with
all your images encapsulated (300 dpi), fonts embedded, transparencies
flattened and artwork centred, in CMYK colour mode.
There also needs to be a 3 mm bleed on each edge. Please create your PDFs
by distilling PostScript or eps files to minimise trapping.
If you have any problems, please just give us a call. 
We are here to help.
T: 01892 522563
M: 07711 004558
or e-mail steve@earthisland.co.uk

Double page spread
Trim 420 x 297mm 
Bleed 426 x 303mm

Full page
Trim 210 x 297mm 
Bleed 216 x 303mm

Half page vertical
Trim 105 x 297mm 
Bleed 111 x 303mm

Half page horizontal
Trim 210 x 149mm
Bleed 216 x 155mm

Quarter page strip
Trim 210 x 50mm
Bleed 216 x 56mm

Quarter page
Trim 105 x 149mm
Bleed 111 x 155mm



SUPPORTING THE GRAPHIC ARTS 

TOGETHER FOR 10 YEARS AND 

100 ISSUES OF SOLUTIONS
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