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The tangible combating the imaginary has come 
into prevalence over the past decade. The modern 
workplace has changed drastically both in its 
appearance and function. Oceans of  cubicles with 
piles of  continuous form paper (the greenish kind 
of  paper from which you could tear the perforated 
hole-punched edges) have been replaced by iPads 
and open workspaces. Filing cabinets that once lined 
the office’s perimeter have been replaced with video 
conferencing devices, collaboration rooms, and the 
occasional ping-pong table. 

The digital age has arrived. The resulting preferences 
of  such an age, however, particularly in what tools 
are used to distribute information, (both in leisure 
and in the workplace) have surprised many. 

Across the scientific community, consumer markets, 
academia, and modern enterprises, studies have all 
shared a common thesis in their findings; there is 
significance in communicating through tangible, 
printed materials in a digital age. Significance that is 
somehow lost in translation when moved to digital 
form. Significance that is strengthened by print’s 
rarity as digital consumption increases. As companies 
continue to migrate many initiatives, very much 
including training, to digital formats, there is 
growing preference and evidence of  print’s critical 
role in a digital world.

there is significance in 
communicating through 
tangible, printed materials 
in a digital age.
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No. And yes. With regard to the ideal vehicle for 
human knowledge transfer, this is a complicated 
question and greatly depends on context when 
considering the two mediums’ comparative strengths. 
If  you’re purely looking at the way employees retain 
information, as well as engage with it, then digital 
and print strengthen one another when combined. 

However, if  you’re a consultant that needs to hold 
the attention of  and train a group of  executives 
with limited bandwidth and ringing mobile devices, 
then print prevails.

Simply put, blended content combines print and 
digital mediums to create a stronger experience for 
the audience you are creating the content for. 
Blended is a concept most commonly used in 
corporate settings by learning and development 
professionals. An example of  a blended content 
strategy is providing training materials in both 
digital and printed formats—giving the learner 
a multi-dimensional, well-rounded experience. 
On the marketing side of  the house, it would mean 
sending out a direct mail piece encouraging prospects 
to attend an upcoming webinar.

is print superior to digital?

In the context of  a training course within a company, 
an easy example of  including blended content is:

The printed manuals enable employees to recall 
the information at a later time; ensuring that the 
content, which represents invested time and 
resources, is retained throughout the progression 
of  their careers.

what does blended look like?

•A digital video that the learner watches to prepare for 
a course

•A printed manual for assignments and use during 
in-class discussion

•Passages from the manual that are also distributed 
digitally to allow for collaboration through features 
such as in-text annotating 
and discussions

•Printed follow-up materials upon completion 
of  the training
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As content comes full circle, it has become clear that 
the adoption of  analog elements drove the pace of  
digital adoption as well as the look, feel, and overall 
reading experience of  digital content. Over a decade 
later, Microsoft Word documents still mimic printed 
documents, and e-reader devices such as Kindles and 
Nooks compete on how closely they can replicate the 
experience of  reading hard copy books. 

The format of  print has evolved to be in many ways, 
human. Existing for centuries, print is the way in 
which our species has been programmed to consume 
and create information. And, this human preference 
for print is showing up in a growing number of  
scientific studies, which begin to shed light onto our 
subconscious’ apparent preference for print.

requires human beings 
to call upon and develop 
attention skills, 
to be thoughtful and

“E-Books today remain framed in large measure by the 
genre of  the novel…It seems clear that PDFs in 
contrast are and have been framed by the genre of  
the document. Though it is hardly their exclusive 
domain or their domain exclusively, PDFs have a 
special association with the category of  so-called 
gray literature, which includes items like technical 
manuals, government documents, college course 
packs, reports, and—ironically—whitepapers. 
These are familiar genres of  internality…”1



1110



1312

P
rint’s E

volving R
ole in the M

odern E
nterprise

A European study2 sought to measure information 
retention of  readers after reading a hard copy and 
electronic copy of  a short story. The research 
concluded that Kindle readers performed 

“significantly” worse than paperback readers when 
asked to reconstruct the story’s plot.
 
Deep reading refers to a level of  engagement 
when a reader is fully attentive to a text; it requires 
full attention and is often used to contrast how 
many read content on the internet; by quickly
skimming and scrolling. 

“Deep reading requires human beings to call upon and 
develop attention skills, to be thoughtful and fully 
aware…”3

After reading for an extended period of  time, 
it’s much easier and less strenuous to read something 
in print. T.J. Raphael of  Public Radio International 
explains, “Neuroscience, in fact, has revealed that 
humans use different parts of  the brain when reading 
from a piece of  paper or from a screen. So the more 
you read on screens, the more your mind shifts 
towards ‘non-linear’ reading—a practice that 
involves things like skimming a screen or having 
your eyes dart around a web page.”4

retention of information

2     https://www.theguardian.com/books/2014/          
       aug/19/readers-absorb-less-kindles-
       paper-study-plot-ereader-digitisation 
3     Waxler, Robert P. and Maureen P. Hall, 
       Transforming Literacy: Changing lives through 
       Reading and Writing.
4     https://www.pri.org/stories/2014-09-18/your-   
       paper-brain-and-your-kindle-brain-arent-
       same-thing
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What’s in a name? Or, rather, in today’s world, 
this question’s emphasis shifts to how a name is 
presented. According to research, a brand’s name 
is more memorable in print rather than on a digital 
screen. And for marketers, being memorable is the 
ultimate goal.

In a recent study developed by the Canadian
neuromarketing firm, TrueImpact5, the effects 
of  paper marketing were compared against that 
of  digital media. The study concluded that 
printed marketing materials were easier to 
process mentally and were better for 
brand recall. More specifically:

•Print marketing (in this study specifically, 
direct mail) requires 21 percent less cognitive 
effort to process than digital media

•Brand recall was 70 percent higher in 
participants exposed to direct mail.

print & neuromarketing

Print and digital mediums are shown to activate 
different areas of  the brain. Temple University’s 
study, Print vs. Digital: Another Emotional Win for 
Paper 6, compared 3D images of  the participants’    
brain activity. These brain scans showed that paper 
    advertising activated the ventral striatum area of  
        the brain more than digital media. The ventral 
          striatum is an area of  the human brain 
            strongly associated with reward 
           and reinforcement.

        This translates to corporate training as well. 
      Searching for particular words using features, 
   for example, allows readers to skip over sections 
 of  text without retaining information. Conversely,     
scientific evidence shows that learners consuming     
     print content are more easily retaining 
        information at higher rates.

reward & reinforcement

5     https://www.forbes.com/sites/
       rogerdooley/2015/09/16/paper-vs-
       digital/#6ddf154833c3
6     http://www.neurosciencemarketing.com/blog/
       articles/print-vs-digital.htm
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An article in Fast Company, titled Everything Science 
Knows about Reading on Screens, states that: “Thanks to 
technology, we’re reading more than ever—our brains 
process thousands of  words via text messages, email, 
games, social media, and web stories.”

The experience of  turning pages also makes 
reading easier. According to Scientific American, 

“Most screens, e-readers, smart phones, and tablets 
interfere with intuitive navigation of  a text.” 
Research shows that taking reading comprehension 
tests on computers caused high levels of  stress and 
exhaustion. Meanwhile, “digital scrolling” which 
requires a reader to move and read text at the same 
time was found to be mentally draining.

Andrew Piper, the author of  Book Was There: Reading 
in Electronic Times, writes in Slate that, “Open books 
can be measured by the sliding scale of  pages past 
and future, like steps, just off  to the side of  the page. 
What lies after the digital page? An abyss. No matter 
what the page number says (and depending on which 
screen you’re reading it will say different things), we 
have no way to corroborate this evidence with our 
senses, no idea where we are while we read.” 

In other words, the physical structure of  a book 
provides context and navigation for what we read 
on the page.

ease of reading & navigation

For professionals staring at digital screens during 
working hours, the thought of  printing something 
out to read it instead becomes enticing. Even for 
leisurely reading, the preference is still for printed 
books. If  someone was asked if  they’d prefer to 
continue staring at a screen while on vacation, or 
bring a book to the beach, the latter is more probable.

 

Computer Vision Syndrome, also referred to as 
Digital Eye Strain, is an increasingly prevalent 
group of  eye and vision-related problems that result 
from too much time in front of  digital devices.7  

The American Optometric Association explains one 
of  its primary causes: “Viewing a computer or digital 
screen is different than reading a printed page. 
Often the letters on the computer or hand-held device 
are not as precise or sharply defined, the level of
contrast of  the letters to the background is reduced, 
and the presence of  glare and reflections on the 
screen may make viewing difficult.”

digital fatigue

even for leisurely reading, 
the preference is still for 
printed books.

7     http://www.aoa.org/patients-and-public/caring-
       for-your-vision/protecting-your-vision/
       computer-vision-syndrome?sso=y 
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multiple 
generations 
under one roof
By 2020, an estimated 50 percent of  the American 
workforce will consist of  millennials.8 1 in 3 people 
in the global workforce will be millennials. 
This shift, caused by increased life expectancy 
and other sociological factors has driven multiple 
generations under the same corporate roof  for the 
first time in history. 

It does not come as a surprise that Baby Boomers 
trust printed advertising over digital advertising, 
even despite their generation being large online 
shoppers.9 It is easy to infer that this generation 
would also prefer to consume longer form content 
in printed mediums, and would be the primary driver 
behind print’s resurgence in popularity from the 
beginnings of  digital. Research, however, is 
beginning to show cross-generational trends 
that favor print. 

8     https://www.pwc.com/gx/en/managing-
       tomorrows-people/future-of-work/assets/
       reshaping-the-workplace.pdf  
9     https://www.russelljohns.com/boomers-show-  
       more-trust-in-print-advertising-than-online-ads/
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Alice Robb of  the New Republic, said that while
she initially assumed the teenagers and young adults 
they surveyed would embrace digital reading, 

“They talked about things I didn’t think 18-to 
26-year-olds cared about anymore.” This included 
such physical experiences as the feel and smell of  
books, the discomfort of  reading on screens, and the 
satisfaction of  seeing how far they have read.

Another area where print and digital successfully 
co-exist across the generations is direct mail. 
A September 2016 article by Nick Romano, 
CEO of  Prinova indicates that based on a study by 
InfoTrends and Prinova, direct mail still resonates 
with every age group and the response rates for direct 
mail remain high for all demographics, including 
millennials. Romano further states that per another 
study fielded by Experian, despite their hyper-wired 
digital connectedness, millennials as a group report 
that the last time they responded to a direct mail 
campaign was within 2.4 months. That’s less than the 
average response time for all respondents. Similarly, 
millennials open the direct mail they receive at the 
same high rate of  66 percent as recipients overall.13

In March 2017, Nielsen, most commonly known 
in households for gauging TV show viewership, 
released a report on the consumption of  e-books in 
the UK. They found that e-book sales nationwide fell 
4 percent in 2016, the second year in a row digital 
sales have shrunk. On the contrary, printed books 
rose 7 percent. 

What was most surprising in the study was its 
reasoning—young people are the ones driving the 
demand for print. 

In January 2015, Statista reported that 70 percent of  
millennials accessing reading content in the United 
States read a printed book, outpacing the next largest 
category, 72 percent who read an e-book on a laptop 
or desktop computer.10

A 2017 Forbes article11 indicates that contrary to 
popular belief, millennials read more than older 
generations do—and more than the last generation 
did at the same age. Similar to the Statista and 
Nielsen findings, new research shows that this group 
still generally prefers print books to e-books. 
In 2016, unit sales of  print books rose 3.3% over 
the previous year, making it the third straight year 
of  print growth.12

 

10   https://www.statista.com/statistics/429619/
       millennials-reading-habits-usa/
11   https://www.forbes.com/sites/neil
       howe/2017/01/16/millennials-a-
       generation-of-page-turners//#3ab718721978

MilleNnials read more than 
older generations do—
and more than the last 
generation did at the same age.

12   https://www.publishersweekly.com/pw/by-
       topic/industry-news/bookselling/article/
       72450-print-book-sales-rose-again-in-2016.html
13   https://thefinancialbrand.com/60980/
       millennial-direct-mail-marketing-response-rates/
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And so is the present. As the workforce becomes 
increasingly remote, along with corporate cultures 
that allow for flexible work schedules and days 
where employees can work from home, companies 
are moving much of  their solutions to the cloud. 

Half  of  the U.S. workforce holds a job that is 
compatible with at least partial telework and approxi-
mately 20-25 percent of  the workforce teleworks 
at some frequency.14

Technology, such as file drives, CRMs, marketing 
automation, and video conferencing are being made 
available to these employees who can access these 
solutions on any internet-connected device. 

Print, too, has made the shift to the cloud. Companies 
are utilizing Web2Print Interfaces that allow for 
the easy distribution, even of  complex bound 
documentation, to reach their remote workforces.

Technology companies whose customers (often, end 
users who work at enterprise organizations) rely on 
channel partner networks to ensure that these 
individuals are properly trained on how to use their 
complex solutions. These organizations are 
leveraging print to improve customer success 
through channel training and certification, as well 
as increase channel partner loyalty through 
program engagement.15

14   Global Workplace Analytics Report
15   https://www.mimeo.com/training-channel-
       partners-ebook/
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Companies like Facebook and Google are 
leveraging their global footprints to expand internet 
access throughout the world.16 Many areas of  the 
world remain without internet, including 4.9 billion 
human beings without access to the internet. 
They can, however, be reached with print.17

Companies like Kodak are reaching these areas of  
the world through an initiative called Print For Good. 
The reach of  sending materials to children in school 
in order to educate them reaches both areas without 
access to the internet as well as underprivileged 
students within the United States who otherwise 
would not have access to reading materials.

16   https://www.wired.com/2016/01/
       facebook-zuckerberg-internet-org/ 
17   https://info.internet.org/en/
18   https://www.mimeo.com/blog/interview-
       kodak-future-print/

many areas of 
the world remain 
without internet, 
including 4.9 billion 
human beings…they 
can, however, be 
reached with print.

“One of  the things we’re really excited about is the 
premise of  Kodak’s initiative, Print For Good,” 
explains Brad Kruchten, President of  Kodak’s Print 
Systems Division. “Through print, we can make the 
world a better place. We’re pushing for increased 
literacy. A large percentage of  adults in the world 
can’t read. The only way they’re going to be able 
to read is if  they have access to printed materials. 
You can’t learn how to read purely through digital 
format like you can through physical books. So, we’re 
working with a variety of  different printers to ensure 
we’re providing additional books for those at need 
and at risk.”18

One such printer is a Kodak customer in Houston, 
DiscPro. DiscPro and Kodak collaborated to print 
posters that promote a key element of  the Print 
For Good initiative—a book drive. DiscPro took 
things a step further by kicking off  the book drive 
at their site, with the donated books disseminated to 
support children’s literacy in Houston. As 2017 
progresses, Kodak is providing the posters and 
other promotional materials to like-minded printing 
customers in order to roll out book drives around the 
world. Activations are currently being initiated across 
the U.S., in India and Europe.



29

P
rint’s E

volving R
ole in the M

odern E
nterprise

28

The methodology for transferring knowledge to 
someone—through speech, written word, music, or 
art is something that can be overlooked, especially 
in corporate environments. The impact of  how this 
knowledge transfer occurs, however, can vastly drive 
the success of  how it is received and retained—and 
ultimately the creativity and productivity of  an 
entire organization.

Beginning at the top of  the hierarchy, consultancies 
and training companies are beginning to adopt 

“no device policies” when training C-level and 
upper management. These types of  policies, although 
potentially difficult to sit through in the moment, 
are crucial in eliminating all distractions during a 
training session. This, paired with a proven 
tendency to better retain the knowledge that is being 
transferred through print, ensures that the ROI on 
these programs is maximized to its full potential—
all through the mediums in which the knowledge 
is being shared to the end learners.
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Print’s presence varies depending on its intended 
purpose. When print is chosen as the best medium 
to transfer knowledge, it simply enables that 
transfer and remains invisible; a reliable mechanism 
of  delivery. In other words, it mirrors the 
communication that it was produced to represent, 
without influence or alteration of  the message itself. 

“The word “document” descends from the Latin 
root docer, to teach or show, which suggests that 
the document exists to document.”19

When print is leveraged to alter or differentiate 
the knowledge being transferred, it instead becomes 
part of  the messaging itself, acting as both the
theater’s stage as well as the set of  the play it 
contains for its audience.

One use of  this is to influence the validity of  
the content being distributed. Major banks and 
credit card companies continue to offer printed 
statements not just for convenience or customers 
with limited internet access, but because of  their 
preference for it.21 A study showed that 90% of  
Americans prefer receiving bills and account 
statements by mail, even as they increasingly pay 
these bills electronically. 

The sense of  owning data that can never be altered 
or accessed by someone else, and having the ability 
to recall it later is something that, in effect, makes the 
messaging more trustworthy. This may also influence 
why Nielsen found newspaper and magazine print ads 
to have the highest levels of  trustworthiness across 
all forms of  media, including digital.22 And as its 
rarity increases in particular settings, its use to 
differentiate, disrupt, or break through digital noise 
becomes even more effective.

19   Paper Knowledge: Toward a Media History 
       of  Documents 
20   Roland Barthes
21   http://www.digitaltransactions.net/news/story/  
       Americans-Overwhelmingly-Prefer-
       Paper-Bills_-but-Increasingly-Pay-Them-
       Electronically
22   Global Trust in Advertising: Winning Strategies  
       for an Evolving Media Landscape

A photograph is always 
invisible: it is not it that 
we see.” 20

“
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In a study of  professionals working in corporate 
  environments of  50+ employees, 84% think it’s        
    inappropriate to write texts or emails during a        
        formal meeting, and 66% find it inappropriate      
            in any meeting.23

          Particularly in the C-Suite or other areas  
       ridden with limited bandwidth and an endless      
stream of  distractions, teams can benefit from               
        requiring that all laptops and cell phones             
                   are left behind. By doing this and                                                 
                      supporting the discussion or 
    presentation with printed materials,  
                   distractions are eliminated to ensure   
        that your audience is fully engaged. 

23   https://www.forbes.com/sites/
       kevinkruse/2013/12/26/why-successful-
       people-never-bring-smartphones-into-
       meetings/#7f5f75cd3ffb
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According to the U.S. Environmental Protection 
Agency, “In North America, paper is recycled more 
than any other commodity and the benefits include: 
extending the wood fiber supply; reducing 
greenhouse gas emissions by avoiding methane 
emissions (released when paper decomposes in 
landfills or is incinerated); contributing to carbon 
sequestration; reducing energy needed for paper 
production; and saving landfill space.” 

The EPA offers a list of  resources that can help you 
to make good choices when it comes to paper. Paper 
is also a renewable resource. What does this mean?

Renewable resources can be regrown or replenished 
in one or two human lifetimes. According to 
MarketingProfs in Six Common Print Marketing 
Myths Debunked, “Paper often comes from managed 
forests or farms, which replant about 4 million trees 
every day (four times more than they harvest).” 

The World Wildlife Fund, in their Guide to Buying 
Paper, states that, “Well-managed forests maintain 

biodiversity and other important ecosystem 
services such as protection of  watersheds. 
These forests also provide benefits for local people.” 
Many forests around the world, however, are not 
managed sustainably. 

To make sure you’re using paper that comes from 
good sources, the WWF recommends looking for 
green certifications on the paper you and your printer 
use, such as Forest Stewardship Council (FSC) 100% 
Recycled, FSC Mixed Sources, ClimatePartner, or ISO 
14,000.) Reading on paper requires no energy, unlike 
reading on a screen, which requires batteries or AC 
power each time that the information is recalled. 

According to Kodak, offset printing, which has been 
the dominant printing technology for decades, 
is becoming more sustainable. Printers are moving 
towards vegetable-based inks, alcohol-free 
solvents, and paper that is recycled or sustainably 
harvested. New press advances, such as low-energy 
UV technology, are helping printers reduce 
energy and waste during the printing process. 

Printing plates are made of  aluminum and are fully 
recyclable, and more and more printers are switching 
to plates that don’t require any chemical processing, 
which not only reduces chemical usage, but saves 
water and energy as well.

Digital printing is also helping printers reduce 
environmental impact. Many print jobs don’t require 
hundreds of  thousands of  prints, and digital printing 
is much more efficient for these short run jobs, 
reducing waste and saving time.

Kodak works with many of  its printers to 
promote sustainability efforts across the globe, 
such as Amsterdam-based Drukkerij de Bij. 
Drukkerij de Bij was the winner of  the 2015 global 
KODAK SONORA Plate Green Leaf  Award, 
which recognizes printers around the world for their 
environmental sustainability. “This recognition is of  
course nice,” says Director Norbert van Schie. 

“It is our intention to have the least possible impact on 
our environment, and the nice thing about it is that 
our deliberately green choices often save money. 
Not only for us, but also in many cases for our 
customers too, who want sustainable printing 
increasingly often.”24

it is our intention to have the 
least possible impact on our 
environment…”

“

24   http://www.kodak.com/US/en/print/Blog/
       Blog_Post/?contentId=4294998934
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Print is alive and well and its role in the modern 
enterprise has greatly shifted, and even been 
strengthened, by the widespread adoption of  
digital content distribution technologies.

During the advent of  digital, both mediums were 
viewed as combative. As the capabilities of  print and 
digital mediums continued to expand through the 
development of  technology, so did the studies that 
measured the ROI of  distributing content in these 
mediums and the retention of  said information.

In sum, most agree that print remains a very valuable 
medium—within a broader set of  traditional and 
digital tools—to communicate, inspire, inform, 
educate and preserve.  

Companies like Kodak are helping to keep the 
printing industry profitable and sustainable with 
new technologies to reduce the amount of  chemistry, 
energy, water and waste used to produce printed 
content. They are also providing printers with new 
ways to differentiate printed products, with offerings 
such as new metallic inks, dimensional inks, and 
capabilities to print on a wider variety of  substrates. 
This ultimately enhances the reading experience 
through an expansion of  texture, color palette and 
endless possibilities of  what can be printed on today.  

As digital adoption, the proliferation of  content, 
and the spread of  personal devices increases, 
it’s important to leverage the relative strengths of  
each medium in your holistic efforts to communicate 
and train.   

And, as digital fatigue, clutter, and noise all grow 
alongside the adoption of  digital, print breaks 
through that noise, resonating across the generational 
divide in a human-compatible format, improving 
information retention and helping make your 
programs even more successful.

Centuries after its creation, 
print is alive and well and 
continues to enable us to do 
what makes us human; share 
our knowledge of the world.

in your effort to communicate.

leveraGe the strengths of your

podcast
social media

video
email

mobile ad
blog post

ebook

flyer
advertisement
brochure
postcard
book
billboard
report
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