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touch me
by Alfred Kahn  
President and CEO, Brainworks

ith the staggering amount of information, digital 

and otherwise, available to us in this opening act 

of the 21st century, it’s surprising that our sense of 

history doesn’t seem to have improved. Leaders are  

befuddled by things that should have been painfully 

obvious had they looked at a history book or two. It’s as though 

they are driving a car with no rear-view mirrors, and are shocked 

when they change lanes and get smacked by that overtaking semi.

One of the many things a sense of history makes clear is how often, in our love affair 

with the future, the so-called “accepted wisdom” is willing to schedule a funeral for the 

present. For example, in the ‘30s, movies were going to be the death of books. In the 

‘50s, TV was going to be the death of movies. And books. And radio. In the ‘90s, cable 

TV was going to be the death of network TV. On and on. And, as has been preached for 

at least a decade now, the Web is going to be the death of print. 

	S o what does a sense of history tell us about the accepted wisdom? That it is 

almost never right. The new makes big waves, of course; the new changes the current 

— but it seldom replaces it. The mix alters, popularity waxes and wanes, but as the 

wizard kid with the glasses and the funny scar proves, it is always always always about 

the content, not the delivery method. Which is why young people who live much of their 

lives on MySpace and can text with their eyes closed are happy to wait in line to dive into 

a big, fat old-school book. To dive into a world and a set of emotions that come to life in 

their…what was that thing we all used to have? Oh yes — their imagination.

	A s the founder and president of a national design and marketing communications 

firm, someone whose stock-in-trade is the emotion and electricity contained in a power-

ful image or a well-chosen word, I am constantly asked by my clients whether or not 

they even need to do a print piece anymore. “Can’t we just put it on the Web?” they say. 

“After all, isn’t print dead?”

	W ell, no, it isn’t, and here’s why: there will always be a place for the tactile, ultra-

portable benefits of print. Don’t get me wrong — I love the Web, and there is every bit as 

much need for the aforementioned powerful images and well-chosen words in the realm 

of clicks and nav bars. But print will remain the vehicle that does experience best, does 

emotion best. It doesn’t need a battery, you can see it in bright sunlight, it rolls, it folds, 

it has texture and softness and strength. Done right, it has animation and movement. 

Print touches people, for the very reason that they can touch it.

	N ow I’m not a dinosaur. Paper should be recycled — and today should be made 

from hemp, not trees. Print should be used selectively and intelligently. Information that 

takes lots of space, or changes frequently, should be left to the Web. In fact, most mar-

keting-oriented print pieces should be portals to the Web. They should excite or motivate 

or inspire, or — lock your doors, Eunice! — all three. In the world of the Web, there is 

even less excuse for boring print pieces (or, to my mind, no excuse).

	S o the next time that the accepted wisdom tells you that print is dead, hold a 

beautifully designed brochure or book in your hands, open it like a pair of wings, touch 

it and let it touch you. No keyboard or mouse required.

	 Just make sure you put your web address on it.


