
L ike father, like son” is a well-known say-
ing which from a developmental psycho-
logical point of view means that sons learn 
their social behaviour from their fathers. 
The same applies to daughters and moth-

ers from a scientific point of view. Mary Reimer and her 
daughter Heidi Reimer-Epp prove that together they can 
also be very creative. The two women originally wanted 
to “merely” produce special paper from plants and botan-
ical habitats in their home landscape around Winnipeg in 
Canada. Today, their company Botanical PaperWorks 
produces over 2,000 different items of top quality seed 

Botanical PaperWorks is an example of  how adventures in papermaking can 
make a company successful with sustainable aspirations. The protagonists 
from the very beginning: Mary Reimer and Heidi Reimer-Epp. What is 
particularly noteworthy about these two women is the fact that they are 
mother and daughter. 

	 Canadian seed paper for special messages

	 Thoroughly  
					     sustainable

paper, which are continuously being developed. “We are 
the largest producer of seed paper and we work with nu-
merous other companies including world-famous brands,” 
says Heidi Reimer-Epp with pride and adds: “Botanical 
PaperWorks is headquartered in Canada, but we supply 
customers in 35 countries worldwide, quickly and con-
scientiously. And our customers really appreciate that.”

Successful willingness to experiment

But first things first. In 1997 the two women launched 
Botanical PaperWorks. Their first products included hand-

made flower papers, wedding invitations and keepsakes. 
“While we were writing our first book entitled ‘300 paper-
making recipes’, we experimented with different plant com-
ponents, including corn and leaves. During this time, we 

came up with the idea of incor-
porating seeds into paper,” says 
Heidi Reimer-Epp as she rem-
inisces the beginnings. “We did 
some trials, planted the paper, 
and flowers actually grew out 
of it. It was really exciting.” In 
fact, it was so exciting that over 
the next three years she and her 
mother developed processes to 
produce such paper in large 
quantities. That turned out to 
be a somewhat difficult task. 
“We wanted sturdy yet flat sheets 
of paper that could be printed 
with high resolution. At the same 
time, the seeds should have a 
high germination capacity, all 
in the largest possible quanti-
ties, in order to be able to meet 
our customers’ requirements,” 
say mother and daughter about 
the quality requirements. And 
they succeeded. Shortly there-

after, Botanical PaperWorks launched its first series of 
wedding invitations and keepsakes based on the new seed 
paper. The success was so overwhelming that they quick-
ly expanded their repertoire, including various promotion-
al products and “Memorial products” that were created 
to commemorate the deceased.

Part of a recycling economy

Consequently, Botanical PaperWorks changed its name 
to a seed paper company that today describes itself as 
the global leader in manufacturing and product design 

in this area – both in terms of consumer goods and 
packaging as well as promotional products. However 
different the products may be, Botanical PaperWorks 
has developed a clear, consistent concept. Heidi Reimer-Epp 
explains the secret of Reimer’s 
development as follows: “We al-
ways offer special, environmen-
tally friendly paper that is made 
from post-consumer and post-
industrial waste and is incorpo-
rated into the corresponding seed. 
When the products are planted, 
they grow into herbs, flowers and 
vegetables and in turn do not 
leave any waste”. Botanical 
PaperWorks products are part of 
a recycling economy. They are 
made from wastepaper that would 
otherwise have ended up in the 
landfill. To this day, Heidi Reimer
Epp affirms that the company 
has avoided the disposal of several hundred tons of 
wastepaper in this way. Moreover, “Whenever some-
one chooses a product made from seed paper, they pro-
tect the environment from a single-use or non-recycled 
plastic item. All in all, this leads to around a million ob-
jects a year that are not fed into the waste stream. We 
are really very proud of that.”    

Attractive and environmentally friendly

Botanical PaperWorks continues to pursue the same 
successful strategy twenty years after it was founded: 
to offer customers an environmentally friendly, sustain-
able (promotional) product as an alternative to other 
products. A suitable, cost-effective option that is also 
good for the environment. The two founders have had 
high aspirations right from the outset because they want 
every customer’s decision to buy a Botanical Paper-
Works product to help “avoid wastepaper, minimise >>

Today, Botanical 
PaperWorks pro­
duces over 2,000 
different items of 
seed paper.

More than 20 years 
ago, Heidi Reimer­
Epp launched 
Botanical Paper­
Works together 
with her mother.  
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the ecological footprint of the manufacturing process, 
and promote plantings that are important for the eco-
system.” Accordingly, the corporate philosophy contin-
ues to be to help organisations and companies to cel-
ebrate events and to promote initiatives and to be able 
to use products that are both attractive and environ-
mentally friendly and that are good for the planet and 
their customers’ business.

Environmental efforts

Botanical PaperWorks is a thoroughly sustainable com-
pany. When it comes to the environment, several meas-
ures have been undertaken. In 2018, for example, “Leave 
the earth a better place” was chosen as the company-
wide theme. In the course of the year, 103 suggestions 
were collected on how this claim could be implement-

ed in everyday life. 38 ideas have already been imple-
mented, seven are in an ongoing process, 39 are in the 
planning phase. “All in all,” says Heidi Reimer-Epp on 
the impact on her company, “we have reduced our own 
waste production by recycling more, reusing more and 
reducing our consumption of items that would normal-
ly end up as waste.” The company has also been certi-
fied under the Canadian “Climate Smart” programme 
and is continually working towards reducing its carbon 
footprint.

Interest in Europe

Botanical PaperWorks also sees its clear commitment to 
sustainable action as a benefit for promotional product 
distributors and consultants. “Customers are increasingly 
asking their distributors and consultants about environ-
mentally friendly promotional products. Botanical Paper-
Works offers 375 catalogue products and unlimited cus-
tomised items. Therefore distributors will always find the 
right product for their customers with whom they can pro-

mote their business, communicate their commitment to 
sustainability and do something good for the environment,” 
reports the company boss, confidently adding: “We can 
say this with conviction because we develop, design and 
produce all the articles ourselves. This gives us the oppor-
tunity to individualise all the products down to the small-
est detail – regardless of the colour of the paper, the type 
of seeds or the format. We deliver all of this quickly and 
inexpensively. That makes us an attractive partner.” Heidi 
Reimer-Epp would also like her company to serve the 
European promotional product market. “Europe is very 
progressive when it comes to environmentally friendly pro-
motional products. For this reason, we would like to develop 
business relations with European companies that share 
our values.” This is one of the reasons why Botanical 
PaperWorks exhibited at the PSI for the second time this 
year.  

Multiple awards

Heidi Reimer-Epp not only founded 
Botanical PaperWorks with her moth-
er. She is passionate about Botanical 
PaperWorks and is rightly proud of what 
she has achieved so far. This also in-
cludes numerous awards that her com-
pany has won in the past. Botanical 
PaperWorks has received the “Innova-
tion in Print” award in recognition of its 
innovative processes for printing seed 
paper, and has already received the PPPC 
(Promotional Product Professionals of 
Canada) “Best in Green” award three 
times, a prize awarded to sustainable 

and environmentally friendly promotional product com-
panies. This honour in particular means a lot to the entire 
company because “we are very committed to increasing 
the positive impact of Botanical PaperWorks on the envi-
ronment.” However, Botanical PaperWorks is not only com-
mitted to ecological issues. The company also takes its so-
cial responsibility in society very seriously and offers im-
migrants a safe and attractive job, especially for those who 
have limited English language skills. “We warmly welcome 
new Canadians to our ranks,” emphasises Heidi Reimer-Epp. 
She also sees Botanical PaperWorks as a career spring-
board for her employees. “Some of our team members 
have been working for us for many years. Others gain ex-
perience with us by furthering their education, refining their 
skills and finding other long-term employment,” says Heidi 
Reimer-Epp who is delighted at being “able to play this role 
within society.” After all, everyone can contribute in their 
own way. And it is precisely this collective energy that helps 
Botanical PaperWorks achieve something extraordinary. 
The company has a clear mission: to spread beauty in a 
sustainable manner. In every sense. � <

Prospering busi­
ness: When the 
products are 
planted, they grow 
into herbs, flowers 
and vegetables.
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www.botanicalpaperworks.com


