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WELCOME LETTER

Welcome to the Winter 2019 edition of our
In Brief magazine.

The UK high streets are already transformed
by the lustrous seasonal displays and
creative Christmas adverts, inviting us to
become generous gift-makers. We will find
out early next year how effective retailers’
efforts have been in making our wallets
lighter and their profits higher.

Deloitte's annual Christmas survey of over
7,000 European shoppers evaluates
consumers’' spending intentions for 2019.
The results show that our expected, self-
reported spending has not significantly risen
since 2017.

The UK forecast predicts an average
consumer spend of £567- 39% more
compared to our European neighbours. UK
consumers’ average bill for seasonal online
purchases will be almost double what our
EU counterparts are prepared to spend
through same channel (£250 vs £134). Our
key areas of spend include gifts, food and
socialising but less on travelling at
Christmas compared to the European
average.

In this eddtion of the In Brief, you will find a
range of interesting articles from our academic
colleagues.

Dr Fiona Robertson puts forward the case for
the practice of Integrated Reporting, which
uses an approach that clarifies how value is
created and enhances decision making by
boards and management.

Ben Mitchell looks at how businesses can
tackle constant change by thinking about
future skills needs and incorporating
knowledge from diverse areas of expertise.

Our Special Feature is an interview with Dr
Audra Diers-Lawson, discussing the topic of
CSR and strategic communications, and
suggesting that we are not yet looking at our
social & business practices through the lens of
systemic change.

We would like to wish our Partners a peaceful,
restful and joyous Christmas! We hope that
soon you will have an opportunity to rest,
spend time with your close ones and perhaps—
relax with a mug of mulled wine and a copy of
In Brief in your hand!

Olga Munroe
Head of the Retail Institute
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INTEGRATED REPORTING
WHY IS IT IMPORTANT FOR THE FUTURE
SUSTAINABLITY OF BUSINESSES?

Rationale for Integrated Reporting
Integrated reporting aims to address the
limitations of current corporate reporting
practices which are historical, fragmented
and therefore tend not to highlight future
sustainable performance and key risks.

Particularly, current practices fail to reflect
major changes in the way businesses create
value and the context in which business
operates, which include trends such as
globalization; heightened expectations of
corporate transparency and accountability;
greater reliance on intangible assets; actual
and prospective resource scarcity; and
social and environmental concerns.

What is Integrated Reporting

The International IR Framework defines
integrated reporting as ‘a process

founded on integrated thinking that results
in a periodic integrated report by an
organization about value creation over time
and related communications regarding
aspects of value creation.’ (1) Integrated
reporting brings together material
information about an organization’s
strategy, governance, performance and
prospects in a way that reflects the
commercial, social and environmental
context within which it operates. It provides
a clear and concise representation of how
the organization demonstrates stewardship
and how it creates value, now and in the
future.

Dr Fiona Robertson

But integrated reporting isn't just a reporting
process. It's founded on integrated thinking,
or systems thinking. Integrated thinking
drives an improved understanding of how
value is created and enhances decision-
making by boards and management. The
more integrated thinking is embedded in
daily operations, the more naturally this
information will be expressed in internal and
external commmunications. On this basis,
integrated thinking and integrated reporting
are mutually reinforcing.

An integrated report should:

» Make the allocation of capital more efficient
and productive through improvements in
the quality of information available to
providers of financial capital.

» |ldentify and communicate the full range of
financial and non-financial factors that
materially affect the ability of an
organisation to create value over the short,

medium and long term.

e Recognise the importance of a broad range
of capitals (financial, manufactured,
intellectual, human, social and relationship
and natural) to a thorough understanding
of the organisation’s business model.

e Focus on the core concept of the business
model to support integrated thinking and
decision making with a view to sustainable
value creation.

Integrated thinking drives an
improved understanding of how value
is created and enhances decision-
making by boards and management.
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The Value Creation Process By focusing on all relevant capitals that

According to the IIRC Framework (2013a), affect performance (past, present and

value creation should be shown as future), and how those capitals are used, the

increases, decreases or transformations of [IRC asserts that information is available to

the capitals, caused by the organisation’s ensure effective allocation of scarce

business activities and outputs, which has resources, thus ensuring an organisation’s

two interrelated aspects: sustainability.

1) Value created for the organisation itself, However, the framework allows

which enables financial returns to the organisations to classify capitals differently

providers of financial capital. and states that capital measurement is
required only where it is material to the

2) Value created for wider stakeholders organisation’s business (IIRC, 2013a).

The value creation process

International <iR>

Framevwork, December
2013, internatonal
External environment Integrated Repoarting

Councl

-

Benefits of Integrated Reporting
According to research (2) on the experiences of early adopters on Integrated Reporting, the
following benefits were realised:

e breakthroughs in understanding value creation-

o greater focus on measuring the longer term success of a business
e improved relationship with providers of capital

e improved management and decision-making

e improved stakeholder relations processes and

e improved management and decision-making processes

If you are interested in finding out more please contact Fiona Roberson
(f.robertson@leedsbeckett.ac.uk).

You can also join our Integrated Group, made up of practitioners and academics, who meet
quarterly to promote and develop Integrated Thinking and Reporting.
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EMBRACING DIVERSITY TO PREPARE
FOR THE FUTURE

We all know that will we live in interesting
times. Change is constant, making the future
hard to predict. However, we do have some
idea about the nature of that change, with
technology, environment and international
trade all having a role to play. We, both as
organisations and as individual employees,
are already preparing for the future.
Organisations try to understand how their
business model might have to change
according to potential shifts in markets,
legislation, technology and resources. As
individuals, we assess the relative value of our
own skills as the economy and society evolves.
We respond by adding to our knowledge and,
when necessary, shifting to new roles that give
us new experiences and perspectives.

There is no shortage of advice from consultants
and business services on how the world is
going to change and what we will need to be
ready for it. Nonetheless, it is sometimes
helpful to step away from our daily work to
consider what is driving disruption and
upheaval in our industry and the wider
economy and society. In 2017, Accenture’s
Future of Food report of 2017 predicted, “More
change in the food industry in the next 10 years
than in the last 50" It bases this claim on
trends such as rising urban population (around
50% today to 66% of the world'’s total by 2050)
and the use of technology to enhance
convenience to new levels. The threat faced by
large grocery retailers from digital platforms
“purpose built for innovation, speed, and
customer experience design”is an example of
fundamental disruption that perhaps was not a
concern a decade ago. Contemporary reality
consists of new competitors that can redefine
consumers’ expectations.

By Ben Mitchell

In addition to the tech-enabled alteration in
the nature of competition, Accenture's report
observes that the food system is struggling
to keep pace with consumption needs while
reacting to climate change. The food
industry faces complete reinvention of
production and supply processes.

In all industries, Artificial Intelligence (Al) is
set to become a standard feature of the vast
majority of businesses. Research from IBM
suggests that 80% of companies in the retail
and consumer products industries will have
adopted Al-driven intelligent automation
within the next three years. Forty per cent
already have it. Much of this growth will
come in supply chain planning and the
manufacture of consumer products.

Companies will progress from using Al for
efficiency improvements and cost reductions
into areas of business that enhance
organisational agility, the speed of decision-
making and customer experience. Such
moves will require organisations to “re-
imagine their organization, inside and out”.
That means the introduction of new working
methods and the transformation of
workforce capability; integrating technology
with talent.




Figure: The expected areas of highest growth in intelligent automation adoption over the next

three years differ by industry
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Source: IBM (2013} The Coming Al Revolution in Retail and Consumer Products

The executives surveyed by IBM identified
the critical factors to realising the potential of
intelligent automation. These include
obtaining the right skills, culture,
infrastructure and technology. While Al, like
previous generations of automation,
threaten to take some jobs away, the
received wisdom appears to suggest that
long-term productivity gains can only come
from approaches that adopt it alongside
employees. Al will create new jobs among
machine-learning engineers, data
analysts, data scientists, Al interaction
designers and Al engineers. Other
research into Al's influence on the supply
chain has identified three types of generic
jobs:
l.trainers — teaching the Al systems how to
perform within the supply chain;
2.explainers — interpreting the output of the
algorithms to facilitate Al-based decision
making
3.sustainers — ensuring the consistency of
the Al systems with ethical requirements
and avoiding bias.

Future Skills

More generally, skills needs are changing in all
occupations. Retail assistants are evolving from
being salespeople to expert consultants. This
puts greater emphasis on commmunication
skills, customer empathy and emotional
intelligence.

The British Retail Consortium’s recently
published Vision for the UK Retail Industry
states, “Upskilling and life-long learning will
play a central part of the careers of the
future in retail. Whilst technology and
automation will reduce the number of
traditional retailing jobs, the changes they
bring also present an opportunity for the
current workforce to retrain and for the
industry to play a central role in training
new employees in the future.”

This raises the question of how we choose
what new skills to learn in response to rapid
technological and social change. For those in
customer-facing retail roles, it may involve
up-skilling to become an intermediary
between customers and increasingly
complex services and technologies. In supply
chains or manufacturing, the roles described
above call for analytical and engineering
skills. Such skills must have the flexibility to
transfer to new systems and technologies on
a regular basis.

In research and development areas, complex
problems — such as developing new
materials for the circular economy — imply
highly specialised skills to identify,

test and implement effective solutions.
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Specialisation or Abstraction

However, we should utilise hyper- specialisation
with a degree of circumspection. New ideas
and solutions come from many sources. David
Epstein’s recent book, Range[8], is a reminder
of how working in specialised silos can stifle
creativity. He notes a commonly held
perception that advanced expertise comes
from many hours and years of practising a
single discipline. He challenges that notion by
describing the benefits of learning a range of
skills because knowledge or experience in one
area can aid progress in another. There is a
danger of staying entirely within one’s own field
of ignoring potential solutions. To find such
answers from unexpected places requires a
kind of lateral thinking that involves identifying
analogous similarities between apparently
different circumstances.

Epstein states, “Deep analogical thinking is the
practice of recognizing conceptual similarities
in multiple domains or scenarios that may
seem to have little in commmon on the surface”.
He describes it as a “powerful tool for solving
wicked problems”. We use analogies as we
learn. We could view the motion of molecules
in terms of billiard ball collisions and the
principles of electricity in terms of the flow of
water through plumbing. We might
understand Al using biological terms relating
to neural networks and genetic algorithms.

The process of abstraction from the specific to
the slightly more general allows us to make this
kind of comparison. This enhances creativity
and problem solving. It also makes us more
open to what Epstein describes as the
‘outside view'. Knowing too much about a
situation can create a bias about expected
outcomes. This might explain unrealistic
expectations about the cost or time it takes to
complete a project. Looking at the same
situation as an outsider enables one to
compare with other situations, recognise
similarities and form a more realistic
assessment.

As an example, Epstein describes research
into the working practices of three separate
laboratories working in molecular biology.
The study included observations of weekly
lab meetings in which the team discussed
specific research challenges. This was an
important process in testing the results of
experiments and generating breakthroughs.
The labs most likely to turn unexpected
findings into new knowledge made many
analogies, using different research domains.
Furthermore, these lab teams were
composed of scientists from more diverse
professional backgrounds and they
produced breakthroughs that were more
reliable. As Epstein notes, “When the
moment came to either dismiss or embrace
and grapple with information that puzzled
them, they drew on their range to make
analogies. Lots of them”. The study noted
two of the labs tackling the same problem,
relating to E. coli. While a team of E.coli
specialists struggled for weeks with a
particular problem, another more diverse
team solved it in one meeting by drawing an
analogy from medicine.

The moral of the tale is to embrace the
diversity of your team and to value your own
range. As we face the many complexities of
modern technology and the challenges of
climate change, solutions may come from
unexpected sources. The trick is to step back
from looking at it as a specialist problem and
to recognise the similarities from different
fields. The different skills and experiences of
our team and other work associates are a
great source of new perspectives and ideas.
Constant change requires flexibility and
transferable knowledge. Recognising the
transferability of knowledge is another form
of analogous thinking that can support us in
our creative endeavours.




SOCIAL RESPONSIBLITY OR THE
CHALLENGE OF SYSTEMIC CHANGE?

Expert interview with Dr Audra Diers-Lawson (extract)

The Retail Institute: Audra, thank you for agreeing
to speak to us. Businesses often face the dilemma
of what is the right thing to do environmentally . In
your opinion as an expert on crisis communication
strategies, should companies “go against the
current” to promote packaging as a pro-
environmental material taking into consideration
the current media discourse?

Audra: The research | have been doing suggests
that people should have this information available,
for example via social media; but companies may
think twice before using it as a promotional tool as
people often believe it to be quite insincere and
that's when, for example, greenwashing becomes
an issue. Generally, people are quite cynical when
companies do CSR, especially when their
experience with the company is different. So, Ben &
Jerry’'s or others well known for being socially
responsible, can promote some of their activities as
green, but it might also seem like they are just
jumping on the bandwagon versus doing
something authentic.

One option is for companies to use their good media
relations, to get good news stories about
environmentally friendly initiatives and getting
mentioned would be a way to get an authentic
coverage. Also, if a company has genuinely good
social media practices, where they talk to their brand
community, their customers will often ask “why do
you do x,y,z?" and that's a great opportunity to be
responsive to them, and that's exactly how people
want to know that you are good and socially
responsible.

I'm becoming increasingly convinced that CSR does
almost no good. The findings on this from the
research standpoint are quite mixed — sometimes
they work, a lot of times they don't —and | think the
reason is the authenticity of it. Our recent focus
groups show that when you use CSR for promotion, it
is often viewed negatively or suspiciously

at the very least.

The Retail Institute: Does this mean itis
important for business to fundamentally
change their culture rather than solely rely
on PR and communications?

Audra: | think it is. Companies cannot be
anything but transparent today. Because
there is too much information, too many
leaks, too many ways to see behind the
doors of most organisations, so if your
business does not have a good culture it will
not change people’s attitudes, despite any
kudos they might be gaining by donating
money.

One of the interesting findings in recent
research and practice is that when CSR is
done in far off places, like on projects
donating water to children in Africa, people
look at their own communities and they
say - wait a minute, we have problems here,
why don’t you pay your employees more so
they don't have to rely on a food bank, or
why don't you look around this town and
sort things out? That is a part of the
institutional cynicism that has come up
and the questions on why companies are
always looking a thousand miles off and
not here. There have been too many
examples of companies where CEOs make
all the decisions to benefit their
shareholders, which are then followed by
job cuts. That is when people believe they
see the true colours of organisations.

People still want the
information, but they want it
in a less advertising context
and more in a PR context.
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The Retail Institute: Does this meanitis
important for business to fundamentally
change their culture rather than solely rely on
PR and communications?

Audra: | think it is. Companies cannot be
anything but transparent today. Because there
is too much information, too many leaks, too
many ways to see behind the doorsof most
organisations, so if your business does not have
a good culture it will not change people’s
attitudes, despite any kudos they might be
gaining by donating money.

One of the interesting findings in recent
research and practice is that when CSR is
done in far off places, like on projects donating
water to children in Africa, people look at their
own communities and they say - wait a
minute, we have problems here, why don'’t you
pay your employees more so theydon't have to
rely on a food bank, or why don't you look
around this town andsort things out? That is a
part of the institutional cynicism that has come
upand the questions on why companies are
always looking a thousand miles off andnot
here. There have been too many examples of
companies where CEOs make all the decisions
to benefit their shareholders, which are then
followed by jobcuts. That is when people
believe they see the true colours of
organisations.

The Retail Institute: What about encouraging
consumers to take part of the responsibility for
environment by, for example, encouraging
them to recycle? Is it risky to put pressure on
consumers?

Audra: You have to incentivise the right
consumer behaviour, and this is where
government comes into play because a
manufacturer cannot develop a recycling
scheme or offer a deposit system. Retailers
could, but this is primarily where government
partnership should come into play. | tend to
agree that putting all the onus on the
consumer does not work, it demonises the
consumer.

A company can make it easier by saying, for
example, that if you live nearby bring the
packaging back we will give you a few pence
for something like that, but that would be
band-aid fix when what we truly need is a
systemic agreement. Countries in the EU work
very well on topics like recycling because there
is coordination between governments,
manufacturers and retailers, who all agreed -
let's put a bounty on the stuff that usually is
thrown away and recycle. Now, that is then
easy to promote to consumers.

The Retail Institute: The retail & packaging
industry is undergoing an interesting period of
change, because they are required to

stay ahead of the NGOs and public domain
messages and become educated about

what is a good environmental practice to
create the counter-arguments. But

often, this is still area of improvement.

Audra: A lot of companies will look at the
problem through profit — if this will be 5p more
expensive it will cut into our profit. This
approach can be incredibly sort sighted. This is
why | don't mourn the loss of the traditional
retailers — they made decisions that were at
the time stable, whilst ignoring the great big
elephant in the room, the fact they needed to
adapt their business models.

There is a luxury in being young as a company
in terms of having a different mindset and this
is why we see a lot of companies that are
failing - being older established companies
that fail to adapt.

The Retail Institute: Audra, thank you for your
insights on social responsibility, consumer
need for authenticity and systemic and culture
change across industries.

The full article is availble in Retail Review
magazine.
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Packbridge: A network, facilitating
InNnovations throughout the entire
packaging value chain

A substantial amount of innovations in the packaging ecosystem is currently based

on attempts to tackle global challenges. The best practices seem to rise from actors that base
their strategy on partnerships, that is why one of the Packbridge cluster top priorities is to
assist the enterprises that are ready to collaborate. The global challenges cannot be solved by
a single actor, therefore, relationships built on trust are a prerequisite for success.

Packbridge accumulates knowledge from its nearly 200 members and partners from the
entire packaging value chain, stretching from raw materials to recycling, where brand
owners and retailers play an important role. The network holds a strong record of successful
matchmaking between the industry, startups, academia and public organisations.

As an example of boosting innovation, Packbridge identifies startups and presents them to
the value chain. By doing so, the industry can seize the innovative solutions and integrate
them into their operational processes, bringing itself and the startups to the front-runner
position. Another example is the network for professional women in the packaging value
chain. Diversity and gender increase the competitive advantage of the companies, facilitating
the open environment for innovations.

Are you interested in accessing the Packbridge network? Are you looking for project
partners, R&D support or would like to solve some related challenges and find opportunities?

In this case, Packbridge is your active resource.

Please visit www.packbridge.se

packb I’Id %S

Connecting ideas



BRITISH AEROSOL
MANUFACTURER ASSOCIATION
ANNOUNCES WINNER OF ITS

BAMA

information J
influence insigl

ANNUAL AWARDS

The British Aerosol Manufacturers’ Association
(BAMA) has announced the winners of its annual
awards at the 2019 Forum and Awards Dinner,
with Simply Breathe, Ball Aerosol Packaging and
Triple Line Technology among the recipients.

Held at the prestigious Oulton Hall Hotel, Leeds,
the awards recognise and reward innovation
across the aerosol sector. Winners, runners up
and highly commended entrants were selected
from five categories:

- Aerosol Packaging

- Sustainability

- Process Safety and Training

- Aerosol of the Year

- Aerosol in Action, photography.

The awards were judged by an esteemed panel of
experts, including Ben Carpenter-Merritt, Policy
Manager, Manufacturing at Policy Connect, Olga
Munroe, Head of the Retail Institute, and Detlev
Melcher, Publisher and CEO of Media Service
International

Commending the winners, the judges said: “The
standard of entries at this year’s awards
demonstrates the industry's continued
commitment to innovate at each stage of

the supply chain. “The quality of work showcased
across each of the award categories made
selecting eventual winners no mean feat, and
stands as testament to how far the industry has
come in driving sustainable growth across the
sector”.

The winners in each category were:

Aerosol Packaging Winner: Ball Aerosol
Packaging - Ball Aluminium Aerosol 360° Can
360 technology offers symmetrical and
asymmetrical shaping available over the

full circumference of the can. Artwork is oriented
to perfectly fit the relief area and complement
the shaping, resulting in a can that is visually
engaging from all angles while providing
additional grip for usability

Sustainability Winner: Triple Line Technology -
TLT foam dispenser

TLT-foamer technology is a low-cost and easy to
implement innovation with the

potential to significantly reduce the total volume
of VOCs or nitrous oxide

released to the atmosphere, enabling the
development of a wide range of

sustainable foamed aerosol products.

Aerosol of the Year Winner: Simply Breathe
Limited - AirForLife® - Emergency Escape Device
AirForLife® is an emergency escape device,
embodied in an aerosol packaging

assembly, which provides the user with a self-
contained oxygen supply to aid in

the escape from incidents such as a burning
building or other situations in which breathing
may become impaired.




EUROPEAN FLEXOGRAPHIC INDUSTRY
ASSOCIATION PRINT AWARDS 2020

The European Flexographic Industry Association (‘EFIA UK Ltd.) is calling for entries to
its prestigious print awards as it looks forward to hosting its annual gala dinner at another,
soon to be announced, grand location.

One of the most prized award evenings in the flexo calendar, the EFIA Print Awards Gala
Dinner takes place on March 19, 2020 and will play host to the brightest and best across the
flexo packaging industry. The event will celebrate the successes and impressive
advancements of the sector, whilst highlighting individuals that make such progress
possible.

The judging panel is made up of industry experts and includes James Cleghorn of Interflex
Group, Rob Dawson of Saica, Matthew Bates of Macdermid, Robert Bruce of Esko, Paul
Larkin of Hamilton Labels, Sheridan McLean of Waitrose and Kerry Gilligan from Coveris,
who was Student of the Year in 2019.

Debbie Waldron-Hoines, Consultant CEO of EFIA, said: “The awards enable companies to
showcase their capabilities and judges will be seeking entries which demonstrate superior
quality, true innovation and technical ability, as well as efficiency and sustainability.”

The deadline for submitting entries is January 17, 2020.

For more information on the benefits of EFIA membership or to enter the awards, please
visit www.efia.uk.com or contact Debbie Waldron Hoines on admin@efia.uk.com.

EFI/

EUROPEAN FLEXOGRAPHIC INDUSTRY
ASSOCIATION




MEMBERS' CORNER

ESSENTRA TAPES INNOVATIONS

Essentra Tapes enables brands to enhance their packaging, providing solutions that open,
close, inform and protect. With over 100 years of experience and world-class manufacturing
capabilities, we create innovative solutions which are easily applied to packaging.

RE:CLOSE tape was recently chosen by well-known snack brand Kettle Foods as part of a new
promotional campaign. Kettle were impressed by the tape’s resealable function combined
with the ability to add bold, photo-quality print. This enabled them to avoid costly and wasteful
pack changes. Daisy Scott of Kettle Foods said “We were extremely pleased with the impact of
the tape on shelf and the ease of application”.

This summer also saw the launch of Branded Rippatape for the e-commerce market, which is
required to “Think Inside the Box” to maximise its consumer engagement opportunities. The
tape can be used to deliver brand identity, promotional activity or seasonal messaging whilst
maintaining its easy, quick and blade free opening performance. Our Rippatape range is
recyclable alongside corrugate, and the print can also be used to encourage responsible
recycling of packaging. If you would like to know more about the sustainability of our

existing products and future innovations please contact us on 01157843416.

E FOR GREAT OFFERS
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ARDAGH GROUP HIGHLIGHTS

WORK WITH 'OnSide'

Always there for young people

Ardagh Group's Doncaster production
facility has been working with Leeds Rhinos
Foundation as part of their ‘OnSide’ project,
which develops prisoners in HMP Hatfield
through challenging activities and value-
based lessons, demonstrating how to take
positive steps forward.

The series of eight-week courses is filled with
classroom and physical activity sessions,
designed to motivate, rehabilitate and
resettle individuals into society, secure
sustainable employment and enjoy a
successful life away from crime.

Ardagh Doncaster hosts participantsin a
recruitment day at the end of each course,
providing experiences that prepare them to
seek employment following release.
Participants undertake mock interviews
with Ardagh’s senior management, learn
about business, tour the facility and deliver
presentations they have prepared during
the course.

OnSide is expected to deliver long-term
rehabilitative effects, helping to reduce
crime within communities and help
offenders find employment on release from
prison.

Jason Marsh,PE Officer, HMP Hatfield
says:“Programmes like this are really
important. Some of the lads have never
faced an interview or had to present in front
of people; it gives them the opportunity to
learn these skills. All the guys who have
completed the programme say how much
they've taken away from it."Ardagh
volunteers have gained development in
leadership and teamwork, plus an
appreciation of how, with support, life could
be very different for offenders after release.

James Grant,Plant Director at Ardagh
Doncaster, adds: “The project has had a real
impact, providing development
opportunities for the delegates and for our
own team too. We care deeply about our
community, and giving back is our way of
demonstrating that. It means so much to us
that we can have a meaningful impact on
people’s lives.” The initiative has recently
been awarded ‘CSR Initiative of the Year' at

the UKPackaging Awards.

OnSide participants from HMP Hatfield with the Ardagh Group

team on a Recruitment Day at the Doncaster facility. Ard ag h {M; f{j} U F;\} ,



Season to be Jolly is nearly here hence, we have prepared some
interesting and perhaps unknown facts about the Christmas
season:

Norwegian scientists have hypothesized that Rudolph’s red nose is probably the result of
a parasitic infection of his respiratory system.

In Germany, Heiligabend, or Christmas Eve, is said to be a magical time when the pure in
heart can hear animals talking.

The “true love” mentioned in the song “Twelve Days of Christmas” does not refer to a
romantic couple, but the Catholic Church's code for God. The person who receives the
gifts represents someone who has accepted that code. For example, the “partridge in a
pear tree” represents Christ. The “two turtledoves” represent the Old and New
Testaments.

According to data analysed from Facebook posts, two weeks before Christmas is one
of the two most popular times for couples to break up. However, Christmas Day is the
least favorite day for breakups.

Christmas trees usually grow for about 15 years before they are sold. The earliest known
Christmas tree decorations were apples.

Evergreens (from the Old English word aefie meaning “always” and gowan meaning
“to grow”) have been symbols of eternal life and rebirth since ancient times. The pagan
use and worship of evergreen boughs and trees has evolved into the Christianized
Christmas tree.

Mistletoe (Viscum album) is from the Anglo-Saxon word misteltan, which means “little
dung twig" because the plant spreads though bird droppings.

A Yule log is an enormous log that is typically burned during the Twelve Days of
Christmas (December 25-January 6). Some scholars suggest that the word yule means
“revolution” or “wheel,” which symbolizes the cyclical return of the sun. A burning log
or its charred remains is said to offer health, fertility, and luck as well as the ability to
ward off evil spirits.

The poinsettia is native to Mexico and was cultivated by the Aztecs, who called the
plant Cuetlaxochitl (“flower which wilts”). For the Aztecs, the plant’s brilliant red color
symbolized purity, and they often used it medicinally to reduce fever. Contrary to
popular belief, the poinsettia is not poisonous, but holly berries are.

Santa Claus is based on a real person, St. Nikolas of Myra (also known as Nikolaos the
Wonderworker, Bishop Saint Nicholas of Smyrna, and Nikolaos of Bari), who lived
during the fourth century. Born in Patara (in modern-day Turkey), he is the world'’s
most popular non-Biblical saint, and artists have portrayed him more often than any
other saint except Mary. He is the patron saint of banking, pawnbroking, pirating,
butchery, sailing, thievery, orphans, royalty, and New York City.
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