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The Reverse Effect 
Meanwhile, digital brands are moving 
into print to augment their offering and 
appeal. Figaro Digital is a London 
company in the business of hosting 
seminars, conferences and summits 
“dedicated to the latest developments in 
digital marketing”. The company also 
publishes a quarterly print magazine of 
the same name and uses the tagline “the 
magazine for digital people in brands 
and agencies”. It gives readers more 
used to spending their professional and 
domestic lives staring at screens the 
chance to go deeper in print. 

Online shopping phenomenon Net-a-
Porter's Porter magazine is no less than 
the brand extension of the website – for 
this premium retail brand there is no 
physical shop, just original website and 
brand-extension print piece. And the 
print piece allows the website to be 
shopped in an entirely appropriate way, 
with printed page and smartphone 
combining to successfully tempt 78 per 
cent of readers to seamlessly morph into 
customers as they browse fashion 
shoots. Published in four languages and 
distributed in 60 countries, Porter has a 
worldwide print run of 350,000 copies 
per issue. 

Print must play to all of its strengths 
Print offers a message, focus, inspiration. 
A brand like Ikea has long recognised 
this, and has been evolving its printed 
catalogue to add more and more 
editorial, magazine-like elements for a 
long time. The latest issue, with 12 
stand-alone articles, comes across more 
like a lifestyle consultant than a sales 
adviser – this isn't about selling 
products, but lifestyle advice. Printed in 
more than 30 languages across 48 
countries and with a global circulation of 
211m, the Ikea catalogue is the biggest 
print product produced on FSC-certified 
paper.

The independent magazine scene is 
growing quickly internationally and is 
giving birth to numerous start-ups that fit 
everywhere on a scale from fanzine to 
premium publication. These magazines 
at their best come from pure 
commitment and sheer excitement, and 
in then them may lie a spark for the 
wider renewal of print media. 

Print has become under pressure in the 
past few years. To blame is digital media, 
but also failures in management. The 
publishing houses have gone on the 
defensive and have got into a panic 
instead of trying to come up with clever 
concepts to alleviate the problem. 

“What is happening is a rearrangement 
of the marketplace,” says Michael Hopp. 
It is not that the readership has shrunk or 
moved over to digital. It is just that 
diversification has taken place and there 
are now more niche titles and titles with 
a digital orientation available. 

David Roberts explained, “Today, content 
marketing is all about opening a 
conversation for brands with their 
customers across multiple channels. 
Digital is great for customer acquisition 
and conversion. Print goes deeper - to 
bonding, loyalty and advocacy.”

Shifting the Digital Value Mindset
“In the areas of B2B and B2C, online 
platforms often have coverage problems. 
It's wrong to imagine that on the internet 
you get coverage as a given. In reality, 
here you also have to systematically 
establish your distribution channels. That 

can lead to costs like those for print if 
you want to achieve a comparable 
effect,” says Michael Hopp. 

David Roberts adds, “Digital ad blocking 
- not possible in print - is another 
developing factor that helps to create a 
climate for quality content that print is 
well positioned to exploit. The growth of 
native advertising can be seen as 
another.”

Veteran editor and content marketing agency founder Michael Hopp and editor and content 
consultant David Roberts explored print and media themes in a conversation at the 2016 Sappi 
Europe Sales and Marketing Conference.

PRINT IN THE MODERN MEDIA MIX PRINT IN THE MODERN MEDIA MIX
In Demand
Where in-demanded content is edited to 
be valuable, intelligent and unique to its 
printed format, such as with cars, 
computers or food, then print media can 
really work. For example, Flow is 
published eight times in the year with an 
English version being distributed in 20 
countries. The magazine stands out with 
its stiff, heavy paper, its rigorous 
attention to visual imagery and its love of 
detail. Seven different types of paper 
may be used in one issue and the 
magazines are valued and collected by 
readers.

Corporate Publishers
Corporates generally like their business 
to be presented in print. A good example 
is BMW magazine. 3.8m copies are 
printed and 23 language versions are 
delivered to 90 countries at reasonable 
prices. The coverage of comparable 
digital communication from BMW is 
significantly lower.

Zoom Zoom magazine for Mazda is 
another great example of print playing a 
central marketing role and working as an 
ambassador for a successful brand. The 
magazine is printed in 6 languages 
across 13 versions and is distributed to 
1.2m Mazda owners worldwide. 

David Roberts 

Flow also makes notebooks, gifts, calendars and other paper-based products 
for its readers. This all fits in with a philosophy summarised recently and 
succinctly by its brand director: “Paper is shifting from being a commodity to 
being a gift. It feels more and more like a luxury.”
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NEW BRAND – BRAND NEWS NEW AND IMPROVED
Sappi North America Announces Neoterix™ST A new and improved sappi.com website is here

Neoterix™ST is Sappi's first 

commercial casting and 

release paper with Sharklet™ 

Bacteria-Inhibition 

Technology.
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Sappi has spent the past year 
redeveloping and improving the Sappi 
website, bringing all our business units 
under one roof and ensuring that you will 
have the information you need. Whether 
it is services in South Africa, North 
America Europe or Asia you need, or you 
want to know more about printing and 
writing papers, Sappi's dissolving wood 
pulp, specialty and packaging papers, 
casting and release papers or our 
community support – you will find 
everything in one place. 

We want to provide you with this 
improved resource to ensure to ensure 
you are always making the best possible 

decisions for your business. With this 
update you'll be able to access 
information on our global product 
offerings, featuring comprehensive 
product descriptions, specifications and 
uses just a mouse click away.

Being transparent when it comes to 
sustainability and our impact as a global 
business, the immediate access to 
Sappi's regional and group sustainability 
reports, let's you dive into the practices 
and policies that make Sappi a reliable 
and trusted partner for your business. 

As a leader in the woodfibre industry, 
Sappi is continuing to inform and 

educate those around us and the new 
website will continuously be populated 
with industry resources and insights as 
well as a library of knowledge resources 
that we think you might find useful. 

Go ahead, click  and www.sappi.com
enjoy the browsing!

Currently many industries are using 
antimicrobial chemicals and metals to 
kill microbes on surfaces. Following an 
emerging trend to remove these toxins 
from healthcare and personal settings to 
provide healthier environments for 
people and patients, Sappi North 
America has entered into an exclusive, 
worldwide license agreement with 
Sharklet Technologies, Inc. to 
manufacture and distribute casting and 
release paper featuring the ground-
breaking Sharklet™ microtexture.
 
The new release paper is the first of its 
kind which creates surfaces that inhibit 
bacterial growth without the use of toxic 
additives or chemicals. The product will 
be the first in Sappi's new Neoterix™ 
line and will be available to customers 
under the name Neoterix ST.

The patented Sharklet microtexture is 
inspired by the texture of shark skin. 
Shark's skin naturally slows the growth 
of barnacles and algae. Like all of 
Sappi's release papers, Neoterix ST acts 
as a mold for coated fabric and 
laminates. It is used to transfer texture 
and gloss onto these surfaces and is 

then stripped away. Sappi has developed 
new technology to impart the Sharklet 
microtexture, at micron-level fidelity, 
onto its release papers and 
manufacturers can now transfer the 
Sharklet micropattern and its microbial 
resistance properties onto new product 
surfaces.

“Sappi continues to innovate and find 
creative ways to prove the power of 
paper. With this new offering, we're 
moving beyond the aesthetics of 
synthetic leathers and laminates into 
true functionality. Neoterix ST has the 
potential to make a significant impact on 
the risk of bacteria transfer in healthcare 
institutions, restaurants, hotels, offices 
and just about anywhere we can touch,” 
said Tom Collins, Vice President & 
General Manager, Specialties Business at 
Sappi North America. “We're proud to 
work with Sharklet Technologies to apply 
its patented microtexture technology on 
our papers in order to add an 
environmentally-safe, non-toxic tool in 
the battle against germs.”

Sappi is ramping up production and 
expects Neoterix ST to be commercially 

available globally in early 2017. If you 
are interested in becoming a beta tester, 
please send an e-mail to 
Neoterix@sappi.com.

About Sharklet Technologies

Sharklet Technologies is a biotechnology 
company that develops surface 
technologies that are designed to inhibit 
microorganism growth to make the 
world a healthier, environmentally safer, 
and better place. 

Inspired by the microbial- resistant 
properties of sharkskin, Sharklet®, the 
company's core technology, is the 
world's first microtexture developed to 
manage bacteria, including Staph, MRSA, 
VRE, E. coli and a host of others. 

Sharklet® is suited for commercial, 
healthcare, food service, and laboratory 
environments where bacterial inhibition 
is desired to help protect human health. 

Learn more about Sharklet at: 
www.sharklet.com.

We understand that having information at your fingertips at all times is critical to your business 
success. You rely on a website which will provide information, ideas and inspiration. The new 
www.sappi.com does all that for you. 
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Innovative and sustainable Sappi Guard packaging papers with integrated functionalities top 
the New Materials category

Sappi wins German Packaging Award 2016 Sappi wins German Packaging Award 2016
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The ability to achieve flavour 
preservation, seal strength, user-
friendliness, recycling and tactile and 
visual impact were essential 
requirements in the choice of packaging 
material for Tree of Tea brand teabag 
envelopes. 

With Sappi's innovative barrier paper 
Leine Guard M, the successful start-up 
company mymuesli has found a 
packaging solution fulfilling all of these 
criteria. The paper also provides a built-
in barrier against mineral oil.

Producing excellent printing results, 
Leine Guard M helps highlighting the 
distinctive Tree of Tea brand image with 
its many subtle colours on the printed 
packaging. The natural character of Tree 
of Tea organic leaf tea is reflected in the 
teabag envelope design itself.

The German Packaging Award 2016 in the New Materials category went to Algro Guard 
OHG and Leine Guard M, part of the Sappi Guard product family. The packaging awards 
were announced at a ceremony on 27 September 2016 at Fachpack in Nuremberg, 
Germany. 

The jury praised Sappi's sustainable paper packaging solutions, which offer innovative 
integrated barrier and heat sealing properties otherwise only achievable with multi-layer 
films. Papers in the Sappi Guard product family also have exceptional tactile properties 
and excellent printability, the jury noted.

Innovative and sustainable 
Sappi Guard packaging 
papers with integrated 
functionalities top the New 
Materials category

An innovative packaging 
solution – Algro Guard OHG

Seven benefits in one 
packaging paper – 
Leine Guard M

The German Packaging Award is one of the most coveted awards in the packaging 
sector in Europe. Winning this award affirms our strategic orientation and our 
leading role in the development of innovative and sustainable packaging solutions 
in the area of functional papers. We are already working on further barrier solutions 
for specific applications.

Kerstin Dietze
Marketing Manager Speciality Papers at Sappi

Belgian chocolate manufacturer 
Delafaille uses Algro Guard OHG for 
Amusette, its luxury chocolate bar brand. 

Delafaille opted for Algro Guard OHG as it 
is an innovative packaging solution with 
high barrier functionality and excellent 
heat sealing properties. More than 80% 
of this paper-based packaging solution is 
comprised of renewable materials and 
as an alternative to foils and plastics, by 
using Algro Guard OHG, Delafaille 
benefits from a reduced environmental 
impact as well as lower costs. 

The costs benefit is achieved by the 
paper's integrated barriers against 
oxygen, water vapour, grease, aroma and 
mineral oil which eliminates the need for 
additional coatings, adhesives or 
laminations. In addition, Algro Guard 
features heat seal characteristics, 
removing the requirement for additional 
sealants. 

Award ceremony of the German Packaging Award  2016 (from left): Winfried Batzke, 
dvi Managing Director, Kerstin Dietze, Sappi Marketing Manager Speciality Papers, Ingo 
Kaiser, Sappi Marketing Communication Specialist, Dr. Bettina Horenburg, dvi Managing 
Board.
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THE POWER OF ONE
Pairing extremely lean processes with extremely deep customer 
relationships is this Mexican printer's recipe for success

8 9

Most people would shudder at the 
thought of their business relying on a 
single customer. But this wasn't the case 
for Abraham Romo, whose Mexican 
printing company, Grupo Romo, 
successfully relied on very few 
customers for most of his business. 

In 2004, Abraham deliberately chose to 
build his business around the needs of 
Andrea, the biggest and most important 
Mexican catalogue seller of shoes. And 
this idea hasn't changed, despite 
Abraham passing away last year, and the 
business continuing with an 
institutionalized council.

Initially, Abraham focused his attention 
on streamlining the printing process for 

his main customer. It was decided that 
all the catalogues should be printed on 
one single paper: Magno 135g/m2. This 
not only simplified paper management, 
but also the entire process. There was no 
longer a need for changeovers and the 
printing machines were always perfectly 
set. 

But Abraham didn't stop there. He saw 
an opportunity to improve their 
catalogues, and started to take over 
work from its other agencies – from the 
design of the catalogues to the photo 
shoots. “Romo is now a one-stop shop, 
not only for their major customer, but for 
many”, says Gabriela Ramirez, Sales 
Manager at our Mexico office.

“They even choose the models, not to 
mention the clothes and the make-up. 
They do everything and, at every step, 
they improve the quality as well as 
making the process more efficient.”

SOLE SUPPLIER
Sappi has played an important role in 
Romo's ability to keep their customers 
happy for more than a decade. “We are 
Romo's sole supplier,” says Gabriela. 
“We've been servicing Romo directly for 
many years. We ship several orders per 
year to them, ensuring that they always 
have enough stock while keeping their 
working capital under control.” Sappi 
provides several thousand tons of paper 
per year to Grupo Romo. 

THE POWER OF ONE
Pairing extremely lean processes with extremely deep customer 
relationships is this Mexican printer's recipe for success

Sappi has also worked with the group to 
help their main clients through changing 
times. For example, in the last years 
Grupo Romo needed to cut costs, and so 
reduced the grammage of its catalogue 
paper from 130g/m2 to 90g/m2. The 
change needed careful planning, which 
Sappi assisted with.

And when, two years ago, they had to 
further reduce the grammage to 70 or 
80g/m2, to be able to serve new 
customers, Sappi was there on hand to 
help. It was a daunting challenge for the 
company, as they are a large volume 
sheet printer and there is hardly 80g/m2 
coated sheet paper available in the 
market.

But Romo's customers never even 
entertained the idea of switching to a 
web printer. Instead, Romo and Sappi 
worked to find a solution. At the moment 
Sappi delivers Galerie Fine to a Mexican 
merchant, also a longstanding Sappi 

customer, who slits the reels into sheets 
and sends them on to Romo. But another 
solution is in the making – so watch this 
space!

NURTURING RELATIONSHIPS
Last year, Romo held a Lean workshop 
with its employees and for Sappi 
colleagues from offices in Latin America 
and Asia. The workshop is just another 
example of the printer's approach to 
nurturing its relationship with close 
partners whenever it can.

For Sappi, the insights have been 
extremely valuable. “The way Romo runs 
its business is unique, not just by 
Mexican standards,” says Wolfgang 
Haberbauer, Sales Director Export. “You'd 
be hard pressed to find such efficient 
processes in Europe or anywhere else. 

During one day they shared their Lean 
processes and housekeeping secrets 
with us – and they are happy for us to 
pass this know-how on to printers in 
other markets.”

Sappi, Romo and Andrea, the Biggest 
catalogue company in Mexico: it's an 
alliance of business partners who know 
they can rely on each other. And it's proof 
that Romo's approach to business works: 
“Just as Romo's cataloguer customer 
trusted them as sole supplier, Romo 
trusted us as sole supplier,” says 
Gabriela. “And the trust is returned: 
Romo offers their customer more than 
just reliability. They help their customer 
to be more efficient. And this is what we 
do at Sappi too.”
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Most people would shudder at the 
thought of their business relying on a 
single customer. But this wasn't the case 
for Abraham Romo, whose Mexican 
printing company, Grupo Romo, 
successfully relied on very few 
customers for most of his business. 

In 2004, Abraham deliberately chose to 
build his business around the needs of 
Andrea, the biggest and most important 
Mexican catalogue seller of shoes. And 
this idea hasn't changed, despite 
Abraham passing away last year, and the 
business continuing with an 
institutionalized council.

Initially, Abraham focused his attention 
on streamlining the printing process for 

his main customer. It was decided that 
all the catalogues should be printed on 
one single paper: Magno 135g/m2. This 
not only simplified paper management, 
but also the entire process. There was no 
longer a need for changeovers and the 
printing machines were always perfectly 
set. 

But Abraham didn't stop there. He saw 
an opportunity to improve their 
catalogues, and started to take over 
work from its other agencies – from the 
design of the catalogues to the photo 
shoots. “Romo is now a one-stop shop, 
not only for their major customer, but for 
many”, says Gabriela Ramirez, Sales 
Manager at our Mexico office.

“They even choose the models, not to 
mention the clothes and the make-up. 
They do everything and, at every step, 
they improve the quality as well as 
making the process more efficient.”

SOLE SUPPLIER
Sappi has played an important role in 
Romo's ability to keep their customers 
happy for more than a decade. “We are 
Romo's sole supplier,” says Gabriela. 
“We've been servicing Romo directly for 
many years. We ship several orders per 
year to them, ensuring that they always 
have enough stock while keeping their 
working capital under control.” Sappi 
provides several thousand tons of paper 
per year to Grupo Romo. 
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Sappi has also worked with the group to 
help their main clients through changing 
times. For example, in the last years 
Grupo Romo needed to cut costs, and so 
reduced the grammage of its catalogue 
paper from 130g/m2 to 90g/m2. The 
change needed careful planning, which 
Sappi assisted with.

And when, two years ago, they had to 
further reduce the grammage to 70 or 
80g/m2, to be able to serve new 
customers, Sappi was there on hand to 
help. It was a daunting challenge for the 
company, as they are a large volume 
sheet printer and there is hardly 80g/m2 
coated sheet paper available in the 
market.

But Romo's customers never even 
entertained the idea of switching to a 
web printer. Instead, Romo and Sappi 
worked to find a solution. At the moment 
Sappi delivers Galerie Fine to a Mexican 
merchant, also a longstanding Sappi 

customer, who slits the reels into sheets 
and sends them on to Romo. But another 
solution is in the making – so watch this 
space!

NURTURING RELATIONSHIPS
Last year, Romo held a Lean workshop 
with its employees and for Sappi 
colleagues from offices in Latin America 
and Asia. The workshop is just another 
example of the printer's approach to 
nurturing its relationship with close 
partners whenever it can.

For Sappi, the insights have been 
extremely valuable. “The way Romo runs 
its business is unique, not just by 
Mexican standards,” says Wolfgang 
Haberbauer, Sales Director Export. “You'd 
be hard pressed to find such efficient 
processes in Europe or anywhere else. 

During one day they shared their Lean 
processes and housekeeping secrets 
with us – and they are happy for us to 
pass this know-how on to printers in 
other markets.”

Sappi, Romo and Andrea, the Biggest 
catalogue company in Mexico: it's an 
alliance of business partners who know 
they can rely on each other. And it's proof 
that Romo's approach to business works: 
“Just as Romo's cataloguer customer 
trusted them as sole supplier, Romo 
trusted us as sole supplier,” says 
Gabriela. “And the trust is returned: 
Romo offers their customer more than 
just reliability. They help their customer 
to be more efficient. And this is what we 
do at Sappi too.”
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