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Hashtag full circle

“I think actually we are starting to see with 
traditional media, particularly newspapers, 
a little bit of the pendulum swinging back 
because people will realise they are more 

powerful than people give them credit for.” 
Martin Sorrell, Cannes, 2015



Physical media is trending



Because if print didn’t exist, 
we would invent it



Language can teach us a lot about what we 
really think. 

Think about the everyday words we use for a moment, and 
what they mean. We see someone’s point. We hear what they 
say. But only when we’re fully and truly with them are we 
touched by it. We feel their pain. We share their feelings.



Tell me, and I’ll understand. 
Show me, and I’ll copy. 

Touch me, and I’ll remember forever.

Pilots who undertake flight simulation training with touch 
factored in (as pressure equal to that exerted in real-flight 

situations) enjoy better training outcomes. 

Review of Educational Research Fall 2006, Vol. 76, No. 3



…and the same is true of surgeons

Review of Educational Research Fall 2006, Vol. 76, No. 3



The things we touch mean more to us. 

We become attached to the things we touch. We understand them more 
deeply, rely on them, gravitate towards them. 

The active manipulation of both real and virtual objects and events 
potentially leads to a more complete understanding of them. 

Infants placed in darkness with textured objects for even a short time 
gravitate to the textured objects for longer afterwards. 

(Minogue/Jones, Review of Educational Research Fall 2006, Vol. 76, No. 3, pp. 317-348)



Haptics place ‘cues’ for other senses into 
the physical world

Consumers’ perceptions of flavour are 
impacted by haptic experience of the food 

wrapper, packaging or vessel. 

The more textured the paper packaging 
and the more robust the seal on food such 

as crisps, the higher the customer’s 
estimate of freshness, quality, exclusivity

…the more they are prepared to pay. 

(Krishna/Morrin, Journal of Consumer Research, Vol. 34, No. 6 (April 2008)



Touching cultivates much more than 
emotional closeness. It conveys authority. 

So we know being touched by a waiter in a restaurant 
increases tips. The theory has always been that it creates 

a bond of trust. 

But did you know that touching a communicator makes 
us more likely to comply as well as bond? 

Consumers touched by a requester (eg: to taste a new 
snack in a supermarket) tend to comply more than 

customers in a ‘no-touch situation’. 

Crusco/Wetzel, The Midas Touch: The Effects of Interpersonal Touch on Restaurant Tipping, 
SAGE Journal, December 1984/Hornik, Journal of Consumer Research, Volume 19, Issue 3, 1 
December 1992)



Children hold impressions of past 
experiences involving touch more 

deeply than other senses

(Minogue/Jones, Review of Educational Research Fall 
2006, Vol. 76, No. 3, pp. 317-348)



The old-style newsstand is dwindling. 
But there’s a twist. 

It’s dwindling for the same as the reason Oculus Rift is 
struggling, and brands struggle to turn Facebook 

exposure metrics into profit.
If every medium was recognised and used for 

doing what it does best, there would be room for 
all. 

And nothing manifests the physical reality of the 
world around us like haptics. 



Paper has some 
beautiful stories to 
tell as a medium…

And they all come back 
to the trust, value and 
intimacy humans get 

from communication we 
can touch.

There’s a reason parents don’t read web 
pages to children at bedtime. 

There’s a reason we don’t give PDFs to our 
friends for Christmas. 

There’s a reason disinformation campaigns 
don’t find a home in magazines. 
There’s a reason birthday cards, 

The Big Issue and posters will never be 
digital-only. 

There’s a reason we read a book when we 
can’t sleep, and it helps.

(There’s a reason we look at our phone 
screens when we can’t sleep, and it just 

makes things worse.)



Ecommerce has an expensive haptics problem…
straight out of 1983

Ecommerce retailers are sinking money into researching what they privately accept is the 
key limitation “hampering” ecommerce – its inability to persuade customers through 
touch. Price promotions and delivery policies have been used to compensate, but the 
“vast” amount of returns and loss-making promotions mean a technological solution is 
seen as necessary. 



Meanwhile, tech giants are playing catch-up…
without paper’s first-mover advantages

“While the technology is impressive, the advantages of better haptic feedback [in digital 

media] aren't that obvious. If I were to play Devil's advocate, I would say: Well, we're doing 

everything just fine without having haptics, and haptics is going to add a lot of cost. Why 

bother?” 

Professor Tan believes the trouble with promoting its benefits is partly down to the fact 

that haptics is still in its infancy. "It's a chicken-and-egg problem in the sense that it's hard 

to imagine all the benefits until technology becomes mature," she says. "We have no idea 

how much better we would interact with a smooth piece of glass unless we actually feel 

something on it.”

Professor Hong Tan, Purdue University and Apple’s iPhone haptics advisor
Forbes, September 2015



Introducing Haptic Media…the new disruptor

• Matt’s editorial vision

What if we talked to non-believers as we 
would at a new launch for a new medium? 

Material X. A wonder surface. No baggage. 
No limits. A new, haptic medium.



There’s a new disruptor in town
As a simple carrier of information, print will always lose out to digital. It’s restrictive in 

terms of space. You can’t hyperlink. Its impact and engagement is less easily measurable by 
the universal, cheaply available tools (most of which were, surprise surprise, set up by 

online companies like Google).

But as information itself – a sensory experience, as an intimate environment, and as the 
segue between messaging and showroom-theatre – print on paper has no equal. 

Think of it as haptic media – a wonder-format in which you can touch, carry, feel, and trust 
the message – and things change. Instead of digital information carriers, we’re suddenly 

positioned above them, as an entry-point for experiential. Brand as physical manifestation. 
This isn’t digital, virtual or any of those qualifiers. It is trust, quality and value made 

manifest in 3D. A haptic experience.

Things look different after that shift in perception. Now, we’re not battling against 
unflattering comparisons. We’re doing what we do better than anyone else. 



Harnessing the magic of print

Volkswagen Side Assist T
echnology



Delivering physical connections 



Creating meaningful experiences



It’s time to love print again

• In a world of fake news and uncertainty, print brands 
feels like a tangible trustworthiness

• Where Digital Effectiveness is being called into question, 
print continues to offer solid credentials

• Print has transparency within the agencies



Thank you


