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THE 'OLD LADY' OF MYLAPORE
STANDING TALL: Surviving the relentless waves unleashed by the Internet and new media is not easy as some of the top names 
in the newspaper publishing business worldwide have found out.  So, here is a vernacular magazine that has withstood the 
challenges and kept itself afloat, its head held high.  According to the publisher, the magazine has never had space for the 
sensuous or sensational, never catered to the "baser elements". That, perhaps, has been its main recipe for success. 
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FROM THE EDITOR

It’s worthwhile taking a leaf out of 
a success story

We have yet another heart-warming story – about how a verncular magazine has stood the test 
of  time and done remarkably well. Named after the Goddess of  Learning, Kalaimagal made an 
immediate impact when it was launched in 1932 with well-researched articles from Tamil scholars, 
each one of  them a name to reckon with. The subjects ranged from literature to science and  history; 
there were also pages for fine arts and children’s stories. With writers of  eminence such as  U.Ve. 
Swaminatha Iyer contributing regularly, Kalaimagal’s journey was destined to be successful. But the 
fact that it has remained in print for more than eight decades, the digital wave notwithstanding, is 
significant. The Kalaimagal succes story has lessons for all of  us in the world of  print. One of  which 
is catering to the changing tastes of  readers. Also, the magazine has always opened its doors to new 
short story writers and novelists.

I was particularly interested about Charukesi describing how Kalaimagal was started – Tamil 
scholars regularly meeting to discuss various issues, besides literature. It was from such discourses 
that more inputs for the magazine came and led to its blossoming. Where are such discourses today? 
Among editors, among technical staff. Do we even have the time to greet each other and speak a 
proper sentence or two? Do working journalists find the time to interact with one another at press 
clubs and exchange ideas? Journalism is so much the poorer for it.  

Why stories about Kalaimagal or Kalki or Mangayar Malar or Ananda Vikatan in RIND Survey, some 
may ask. After all, the journal is basically meant for those  associated with  the technical aspects of  
newspaper printing and production, and  new media. The fact is we can no longer work in silos. And 
success stories always inspire. It doesn’t matter if  it always isn’t a success story on the shop floor.  
It works the other way, too. Those who work on the editorial side must also take an interest to find 
out how a newspaper is produced and what the challenges are for people working in the wee hours, 
trying to beat a deadline every day to reach the paper to the reader. 

     ************************

RIND was established with the joint efforts of  seven newspaper publishers and editors – belonging 
to the Anandabazar Patrika, The Hindu, Malayala Manorama, Deccan Herald, Nai Dunia, Andhra Patrika 
and Gujarat Samachar. The RIND premises is home to the WAN-IFRA Research and Material 
Testing Centre. Our association with IFRA goes back a long way – to the days when R.V. Rajan was 
heading IFRA India. I am happy to announce that we will be publishing select articles from WAN-
IFRA’s World News Publishing Focus in every issue of  RIND Survey this issue onwards. This I’m sure 
will add more value to our publication and benefit readers immensely. 

Sashi Nair 
editorpiirind@gmail.com



2 April 2014SurveyRIND

C
 o

 n
 t 

e 
n 

t s
April 2014 | Volume 35 | Issue 4SurveyRIND

Preserving a rare kind of dignity in journalism          4

A pitch for making our environment safe          10

How mobile technology is empowering companies         13



3April 2014 SurveyRIND

Cover page photo: Kalaimagal

SurveyRIND
Editorial, commercial getting closer      15

How to build audience and revenue, using events    18

Industry Updates          21

Other News          46

Events Calendar         51



4 April 2014SurveyRIND

KALAIMAGAL: 82 AND STILL GOING STRONG

Preserving a rare kind of 
dignity in journalism

Known for its culture, music, mighty temple gopurams (monumental tower, usually at the 
entrance to a temple, especially in South India) and legal luminaries, Mylapore is also home 
to the oldest Tamil monthly, Kalaimagal. Charukesi traces the magazine’s journey from 
the time it was fi rst published in 1932, to how it set a standard for quality writing in Tamil, 
to how it established a code of ethics, to how it became a forerunner in publishing novels 
and collections of short stories in book form. Signifi cantly, Kalaimagal carried articles from 
a galaxy of well-known writers, and also encouraged new writers 

The birth of  Kalaimagal has an interesting story. Tamil scholars like Mahamahopadhyaya U.V. 
Swaminatha Iyer, Prof  S. Vaiyapuri Pillai, A.N. Sivaraman (later served Dinamani as its editor), 
T.K. Chidrambaranatha Mudaliyar and other Tamil enthusiasts would congregate at the 

residence of  P.N. Appusamy, a resident of  Chitiraikulam area  in  Mylapore,  to   discuss  various  
issues,   besides  literature. R. Narayanaswami   Iyer,  who was running the Madras Law Journal 
with his own printing press, was also part of  the scholars’ meet. The Tamil scholars, in one of  the 
meetings, mooted the idea of  starting a Tamil magazine and offered their contributions in the form 
of  well-researched articles. In one of  the gatherings, Narayanaswami Iyer stood up and offered to 
print the magazine in his press, if  all the pundits co-operated with him. “I will take the responsibility 
to bring the magazine out in the name of  the Goddess of  Learning – Kalaimagal,” said he.

“It (meeting) was held regularly in my residence Chitra.  On 
Saturday noon the meeting would commence and go on till 
8 in the night. This went on for nearly four and a half  years. 
There were around thirty visitors. My wife willingly prepared 
goodies, coffee and fresh lemon juice to serve the participants. 
TKC was always the permanent president. Vaiyapuri Pillai, 
Justice T.L. Venkatrama Iyer, V.V. Srinivasa Iyengar, S.G. 
Srinivasachari (who wrote under the pseudonym Konashtai), 
S.S. Vasan, ‘Kalki’, Thumilan, Va.Ra., T.S. Chokkalingam, Pa.Ra., 
Prof  K. Swaminathan, K. Seshadri, Dr Meenakshi, ‘Naradar’ 
Srinivasa Rao, Ki. Savithri Ammal, Ki. Chandrasekaran, 
science writer Lakshminarayanan, R.V. Sastri, A.N. Sivaraman, 
Sangu Subramaniyan, P.Sri., Ra. Raghava Iyengar, Arumuga 
Mudaliar, Justice Varadachari, Rt Hon V.S. Srinivasa Sastri and 
R. Narayanaswami participated in these weekly gatherings,” 
records P.N. Appusamy in one of  his articles, recalling the birth 
of Kalaimagal.  

A  board  of   contributing  editors  with  the  stalwarts  of   
Tamil  Literature,  Science and History, like P.N.  Appusamy,    
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R. Narayanaswami Iyer, who offered to 
print the magazine in his press.
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S. Anavaradavinayakam Pillai,  Mu. Raghava 
Iyengar, K.V. Krishnaswami Iyer, T.K. 
Chidambaranatha Mudaliar, T. Sivaramasethu 
Pillai, K.A. Neelakanta Sastri, M. Lakshmi Ammal  
and S. Vaiyapuri Pillai  was   constituted,   while  
T.S. Ramachandra Iyer was appointed the executive 
editor of  the magazine initially.  

Enriched by scholarly inputs
The first issue of  the magazine was out in 

January 1932. The annual subscription was fixed 
at Rs 4 within the country and Rs 5 for readers 
abroad.  “It had all the ingredients of  a successful 
magazine.  It had literature, fine arts, science, 
children’s stories and pages exclusively meant 
for women.  Each scholar took the responsibility 
for a section – for example, S. Vaiyapuri Pillai 
for literature, K.A. Neelakanta Sastri for history, 
Visalakshi Ammal for women’s pages, while  
P.N. Appusamy was in charge for both children’s 
pages and science. The group read the articles that 
reached the magazine’s office and chose them for 
publication,” writes Ki.Va. Jagannathan in the 
golden jubilee special issue of Kalaimagal.  

The Tamil Thatha, U.Ve. Swaminatha Iyer, 
contributed one article for every issue and the value 
and esteem of  the magazine grew in abundance. 
His biography-like sketches that included his 
search for the old Tamil palm leaf  manuscripts of  
great Sangam Literature were of  much interest to 
the readers.         

     
“There was one more valid reason for the 

birth of  Kalaimagal,” stated Ki.Va. Jagannathan 
in one of  his articles.  “In those days, there was 
one English journal, namely Triveni, which was 
printed at Madras Law Journal Press.  It gave 
importance to promotion of  literature.  Prior 
to starting Kalaimagal, Narayanasamy Iyer was 
toying with the idea of  bringing a Tamil literary 
journal on the lines of  Triveni and had even 
discussed with P.N. Appusamy and others.” It was, 
therefore, the right time that the scholars took 
a unanimous decision to begin a Tamil monthly 
and Narayanasamy Iyer took the initiative. In one 
of  the meetings with U.Ve. Swaminatha Iyer, he 
suggested to Narayanaswami and the then editor 
T.S. Ramachandra Iyer that his star student Ki.Va. 
Jagannathan was good at not only proof- reading 
but also would contribute stories and articles for 
the magazine. Narayanaswami Iyer was in search 
of  such a person and was therefore happy that 
he could get the services of  Ki.Va.Ja. for his new 
magazine.   

Thus, Ki.Va.Ja. began his career in Kalaimagal as 
deputy editor by a mere oral suggestion of  U.Ve.
Sa., while continuing to serve the Tamil savant 
in his research and writing work. It served as a 
boon to the magazine and after   T.S. 
Ramachandra Iyer’s tenure of  about four years, 
Ki.Va. Jagannathan was appointed the editor of  
the magazine and both began to grow in stature. 

Kalaimagal carried short stories by the doyens of  
those days, like Pudumaipithan, Ku.Pa. Rajagopalan, 

T.S. Ramachandra Iyer (left), who was  executive editor of  the 
magazine initially. Ki.Va. Jagannathan, the longest serving editor 
of  Kalaimagal. An orthodox Tamil scholar, he encouragted Tamil 
writers.

The legendary U.V. Swaminatha Iyer contributed an article for every 
issue. 
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Na. Pichamurthi and 
others.  In course of  
time ‘Akilan’, Rajam 
Krishnan and Tha.
Na. Kumarasamy 
enriched the pages 
of  Kalaimagal through 
their short stories and 
serials.  From 1500 
copies a month, the 
magazine grew in print 
order month after 
month.   It carried 
Kavimani Desiga 
Vinayakam Pillai’s 
poems.  Historian 
K.A. Neelakanta Sastri 
wrote historical articles, 
while Sir C.V. Raman’s 

articles were translated into Tamil and published. 
Well-known scientist K.S. Krishnan wrote original 
Tamil articles. H.V.R. Iyengar wrote on economics. 
Kalki Krishnamurthy wrote ‘Kalaimagal Vijayam’ 
in his own magazine Kalki, welcoming Kalaimagal’s 
entry into Tamil journalism.  

The present publisher, R. Narayanasami, recalled 
that when Sadasivam and Kalki had encountered 
a problem in their press, they approached his 
grandfather through Ki. Chandrasekaran for 
trouble-shooting. In a gesture of  gratitude, both 
had unveiled the portrait of  his grandfather 
Narayanaswami Iyer in Kalki Gardens. 

When   Kalaimagal   celebrated   its   silver   
jubilee  in  1957,   Rajaji,   M. Baktavatsalam   and  
C. Subramaniam participated in the gala function.  
Later, during the golden jubilee celebrations, it was 
Central Minister R.Venkatraman, State Minister 
R.M. Veerappan, Justice Balasubramanian and 
C.R. Srinivasan of  Swadesamitran who lent dignity 
to the proceedings.  

Adapting to readers’ tastes
The trend of  the magazine changed when 

demand for more short stories from the readers 
was noticed.    It was magnanimous on the part 
of  the specialist writers who gave up their space 
to welcome the new short story writers and 
novelists. Short stories in Kalaimagal had its own 

stamp of  grade and status.  One had to write in 
Kalaimagal to prove not only his or her writing skill 
but also qualitatively satisfy the readers. It almost 
became mandatory for writing in other magazines.  

“Have you written short stories in Kalaimagal?” 
was the question the writers had to face from the 
readers and the editors then.  Thus, Kalaimagal set 
a standard.
‘Devan’ of  Ananda Vikatan wrote for Kalaimagal’s 

Deepavali special numbers.  Rajaji, Kanchi 
Mahaswami, Sringeri Acharya, Kripananda Variar 
too contributed when they were approached 
on special occasions.  Kumudhini, Rajam 
Krishnan, R. Choodamani, Ki. Saraswati Ammal, 
Ki. Chandrasekaran, Thi. Janakiraman, Mayavi, 
Anuthama and many stars of  Tamil contemporary 
literary world wrote in Kalaimagal.   It was then 
considered a prestige to write in the magazine.   
Bengali and Hindi novels were translated and 
published.   V.S. Khandekar, the well-known 
Marathi writer, was introduced to the Tamil 
reading public only by Ka.Sri.Sri., assistant editor 
of  Kalaimagal, a writer in his own right.

It was surprising that Ki.Va. Jagannathan, the 
orthodox Tamil scholar, encouraged not only 
new forms of  Tamil short story writing, but also 
encouraged Tamil writers in different formats.   He 
gave the opening line and invited two writers to pen 
the short story.  He offered a single title for a story 
and asked two writers to write. Thematic stories 
were invited through competitions, such as stories 
based on different colours every month.  They were 
hugely successful and Narayanasamy Iyer Novel 

Competition saw 
P.V.R., Rasavathi, and 
Ku. Rajavelu emerge 
as successful writers.  
Present-day writers 
like Kovi. Manisekaran, 
Kamala Sadagopan, 
Lakshmi Rajaratnam, 
Gautama Neelambaran, 
Thilakavati, Devi 
Bala and Indira 
Soundararajan owe 
their introduction to 
Tamil journalism to 
Kalaimagal.  Akilan, 

The cover page of  a Kalaimagal 
Deepavali Malar issue.

The first issue of  Kalaimagal 
that was out in January 1932.
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Rajam Krishnan and Thi. Janakiraman won Sahitya 
Academy awards for their writings in Kalaimagal.

“Ki.Va. Jagannathan’s 60th birthday was celebrated 
in Ceylon in five places.  That was the popularity 
he enjoyed among Ceylon Tamils. His travelogue 
to Ceylon is extremely popular,” recalled the 
present editor, Kizhambur Sankarasubramaniyan.

The second generation saw Narayanaswami 
Iyer’s son N. Ramaratnam taking interest in the 
development of  the magazine and with Ki.Va. 
Jagannathan’s able editorship it took the position 
of  a leading Tamil literary monthly. For over 
fifty years, the Kalaimagal office functioned 
from 55/56 Mundakakanni Amman Koil Street, 
Mylapore. The editorial office now operates from 
No. 1 Sanskrit College Street, Mylapore.  

       

    
Encouraging serious reading

The Kalaimagal office was the forerunner in 
publishing novels and collections of  short stories 
in book form.   They had the original illustrations 
and these were marketed at an affordable price.  
They encouraged the home library movement and 
offered special discounts for those who bought the 
books for their libraries.  The speeches of  Kanchi 
Seer were compiled by Ki.Va. Jagannathan and 
were published in book form for a very nominal 
price.  “Narayanasami Iyer was generous to the 
core.  Many had benefited by his munificence and 
many beneficiaries had never even thanked him.  
Yet, he continued to show his large heartedness 
to many.  Even his wife did not know what 
philanthropic activities he had been involved 
in,” wrote Ki. Chandrasekaran, a lawyer, Tagore 
scholar and regular contributor to Kalaimagal. 
“We never indulged in cheap materials and did 

not spare the pages for film or politics.  There 
was no place for sensuous or sensational stories. 
We did not cater to the baser elements.  We had 
to maintain a kind of  dignity throughout and we 
could continue it, thanks to the support of  our 
readers,” says present publisher R. Narayanaswami 
and editor Kizhambur Sankarasubramaniyan.   
Both represent the third generation.  The magazine 
has established a code of  ethics: while welcoming 
modern writing it should never ridicule our own 
culture and ideals.     

N. Ramaratnam (left), Narayanaswami Iyer's son, took an interest 
in the development of  the magazine. R.Narayanaswami, present 
publisher, Ramaratnam's son, represents the third generation.

Cover pages of  Kalaimagal’s sister publication Manjari, a Tamil digest.
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The longest serving editor of  Kalaimagal was 

Ki.Va. Jagannathan, who served the magazine 
from 1936 to 1988.  Prior to his editorship, it was 
the editorial committee that ran the magazine. 
After Ki.Va. Jagannathan, from 1988 to 1995, 
S.V. Ramani, who served under Ki.Va.Ja. was 
promoted to the post of  editor. A writer in his own 
right, Ramani maintained the standards set by his 
predecessor and ran the magazine with its inherent 
strength.  After the editorship of  Ramani, the 
present editor, Kizhambur Sankarasubramanian, 
grand-nephew of  the doyen of  Tamil journalism, 
A.N. Sivaraman, took over as executive editor.   

Kalaimagal’s sister publication Manjari, the only 
Tamil digest, was edited by the well-known writer 
Thi.Ja.Ra.; Tha.Na. Senapathi succeeded him. 
After S. Lakshmanan, it is presently edited by Guru 
Manoharavel.  Kannan, a fortnightly for children, 
edited by ‘Aarvi’ was a successful endeavour in 

A special issue of Kannan, a fortnightly for children, which was a sort 
of  playing fi eld for serveral young writers.

the realm of  children’s 
magazines, although 
Kannan started in 1950 
had to be folded up 
in 1967.  It produced 
some of  the successful 
writers and served as 
a training ground for 
aspiring young writers.
“Right from my 

grandfather’s days, 
there has been no 
interference to 
the editorial staff  
and they had full 
freedom.   The trend 
continues even today,” 
asserts Narayanaswami with a tinge of  pride.  
Sankarasubramanian nods in complete agreement.

Kizhambur Sankarasubramaniyan, 
the present editor.

<

Visit the 
redesigned 

website of the 
Press Institute of 

India 
www.pressinstitute.in
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A pitch for making our 
environment safe

It is high time to eradicate the use of Bisphenols. Eradication requires the joint 
effort of technologists, and thermal printer and thermal paper manufacturers

Portable, ink-free thermal printers have revolutionised the conventional ticketing and 
billing systems to a great deal. As of  today, its diffi cult to cross a day without seeing 
a bill printed with a thermal printer. Thermal printers are everywhere, right from 

grocery shops, buses, cinemas to big jewellery shops. Thermal printers are unbelievably 
portable, easy to use, easy to service and easy to dispose. They have absolutely eradicated 
the use of  inks, which makes it much more durable, affordable and multi-environment 
usable. Thermal printers are very energy effi cient and have the potential to work on 
rechargeable batteries for longer duty cycles. They can also be integrated with credit/
debit card swiping machines and ATMs and can operate without any interference from 
the user. All these factors make it a tough competitor to the dot-matrix printers, which 
have been widely used in the ticketing and billing counters. 

Thermal printing is a digital printing process and it is not similar to thermal-transfer 
printing. In thermal-transfer printing, images are produced by selectively heating a heat-
sensitive ribbon which carries the dye. Whereas in thermal printing, selective heating is 
done on the thermal paper. Thermal printers are small electronic devices which have the 
following parts:

Thermal head1. 
Platens 2. 
Spring 3. 
Controller boards4. 
Solid state memory5. 

The thermal head generates 
the required heat to induce 
a chemical reaction in the 
paper. The platen and the 
spring is used in the feeding 
unit to produce optimal 
pressure. This pressure is 
in turn used to impress the 
paper on to the print head 
for creating the required 
image. The controller board 
is used to control and 
process the electrical signals/
power supply. Some printers 
come with an optional Flash 

K. Senthil Vadivu

J. Sandeep

(He is assistant 
professor, DPT, 

CEG, Anna 
University, Chennai.)

(She is associate 
professor in the same 

department.)

A thermal printer.
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Memory Device to store the history of  processes/ 
transactions. 

Thermal paper
The paper used in thermal printers is thermally 

sensitive and is called thermal paper. Thermal 
papers make use of  heat-sensitive chemicals which 
change colour when exposed to heat. To establish 
thes colour change, the following chemicals 
like leuco dyes (triaryl methane phthalide 
dyes), developer (Bisphenol A or Bisphenol S), 
sensitisers (1,2-bis-{3-methylphenoxy} ethane or 
2-benzyloxynapthalene) and stabilisers. When the 
paper is exposed to heat, the leuco dye changes 
colour and to hasten and stablise the colour change, 
the developer, sensitiser and stabilisers are used. 
Yet, no technology comes without a drawback. 
The drawback is not with the printer but with the 
paper used. The drawback or the serious problem 
lies in the developer used. 

The phenols, Bisphenol-A and Bisphenol-S, are 
serious endocrine disruptors. Exposure to these 
chemicals causes serious health effects such as 

thyroid disruption, improper brain and muscle 
development in infants and even cancer. The 
potential health effect given above is only the 
tip of  an iceberg. The environmental damage it 
creates is much higher. These chemicals remain 
intact and it travels through multiple recycles 
and hence its contamination in a wide variety of  
recycled papers. Though there is a safe limit to its 
exposure, it is potentially dangerous in any cause. 
The dangers are much higher to people working in 
billing counters and other such occupations where 
the exposure is alarmingly high. 

Bisphenols are used in many other applications 
but its usage in printing is a bit disturbing because 
a ticket or bill printed on a thermal paper travels 
from the ticketing/ billing counter to each and 
every household in the society. Setting aside the 
drawbacks, it is wonderful technology. Alternate 
chemicals such as sulfonyl ureas and  zinc di-
tert-butylsalicylate can also be used; indeed, these 
chemicals are already used in some thermal 
papers. 

The varied contours of  thermal paper.

<
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How mobile technology is 
empowering companies

As connectivity improves across India and the world, mobile technology will 
be more widely used, and possibly new Competitive Intelligence applications 
will emerge. Usage, too, will spread from FMCG to other consumer goods, and 
possibly even non-consumer goods. For management and managers, actionable 
intelligence for sales, distribution and marketing will now be a single click away, 
says Nitin Patkar

The other day I saw an Airtel ad, where a young man was playing a game on his 
mobile phone, while his father complained about his irresponsible behaviour - not 
paying the electricity bill on time. Within seconds, the son pays the bill online and 

shows it to his father (dad seemed to be amused and changed the topic from “fire to 
water”). That’s how wireless technology has changed millions of  lives, making day-to-day 
living easier.

It is also changing the parameters of  Competitive Intelligence (CI) in business. Recently, 
when I was doing a study on the FMCG industry in India, I was amazed at how some 
companies were using wireless technology to augment their sales and distribution 
processes to carry out CI.

Traditional CI
Traditionally, sales people had to record information regarding each outlet/ customer 

manually. After receiving records from the sales person, the distributor had to enter the 
data manually. This process was cumbersome, error-prone and time-consuming. A sales 
person’s job also included CI activities such as understanding pricing, product specification, 
product positioning, and the marketing strategy implemented by competitors. The 
salesmen had to record all the CI information on paper.

For the company and distributor, it was a difficult task to record, compile and clean 
the data. The process made CI time-consuming and error-prone. Some companies 
experimented with hand-held devices (HDD) that facilitated automatic data collection 
and collation. Companies were able to analyse current market trends by analysing

1. Customer satisfaction (towards own and competitor products)
2. Competitor pricing
3. Competitor product specifications 
4. Positioning of  the products, and outlet analysis with respect to the particular 

competitor.
Though the overall CI process was faster than manual, the devices were bulky and the 

display on the HDDs was not user-friendly. However, the biggest drawback was that the 
solutions were expensive. Only larger companies were able to afford the technology.

            

Nitin Patkar.

(The writer was a 
research analyst at 

ValueNotes, and has 
worked on competitive 

intelligence, market 
sizing and due 

diligence studies for 
clients in industries 
such as construction, 

FMCG and 
consumer durables. 
He has a master's 

in Computer Science 
from Northwestern 

Polytechnic University 
in the US, and 

a PGDM (with 
honours) in project 

management and 
marketing research 

from Centennial 
College in Canada.)
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CI made cheaper, easy
Today, mobile penetration, open source software 

and the spread of  smartphones have created 
an ecosystem that enables far greater adoption. 
Even small companies can now implement such 
solutions, at affordable prices. This has created an 
opportunity for small companies to enhance data 
collection efforts, and shift the focus to smarter 
analysis that allows them to compete more 
effectively. Distribution of  HDDs among a huge 
sales force at cheaper prices is now possible.

Advantages 
The above graphic shows some of  the advantages 

provided by mobile technology to companies, 
distributors and sales people:

Apart from capturing the 4P’s of  competitors, 
the sales force also captures information 

regarding customer satisfaction, inputs related to 
the right time frame to launch similar/ particular 
products, customer segmentation done by 
competition, competitor’s salesman information, 
etc. Companies are now utilising the technology 
in order to signifi cantly enhance their competitive 
intelligence capabilities, to deliver more informed 
marketing/ business strategy.

We believe that mobile technology is empowering 
companies that want to understand their 
competitive environment like never before. Arun 
Jethmalani, MD of  ValueNotes, in his blog, recently 
mentioned that the proliferation of  smartphones 
and relevant apps now offer low-cost solutions for 
distributed data collection - and this will be a big 
trend 2014 onwards.

(Courtesy: ValueNotes. )

Areas where mobile technology provides advantages to companies.

<

India Legal fortnightly re-launched
Noida-based media group ENC has re-launched its fortnightly, India Legal. ENC and India Legal 

are promoted by entrepreneur, former anchor and TV reporter Rajshri Rai. India Legal’s editorial 
staff  is headed by Inderjit Bhadwar, former editor of India Today’s print and TV brands. Other 
members include Ramesh Menon, who has 37 years of experience in print, TV and new media, 
and Alam Srinivas, who has worked for leading publicati ons such as India Today and Outlook. The 
marketi ng team is headed by multi -media specialist Raju Sarin.

India Legal is a current aff airs magazine with emphasis on investi gati ve arti cles, exclusives, trend-
breaking pieces, and insightf ul features. The magazine seeks to provide content will a powerful 
legal angle. The core readers will be lawyers, judges, policy makers and senior corporate managers. 
However, it will expand to the masses and non-legal readers with its choice of content. Over ti me, 
the buyers will include any individual who is interested in the convergence between news, laws 
and policies.

<
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Editorial, commercial 
getting closer

The long-standing “wall” between publishing houses’ editorial activities and their commercial 
efforts has been increasingly eroded recently, thanks to technological advances and 
an increasingly competitive media environment. Some observers say it is high time that 
editorial personnel took an interest in the financial success of their publications instead 
of habitually absolving themselves of responsibility by claiming “higher interests”. Anton 
Jolkovski, managing editor, World News Publishing Focus, has more

The latest erosive wave broke against the wall in the last year or so, in the form of  “sponsored 
content” – advertising that more or less closely resembles editorial content (although 
experienced print editors will note that this is not really new; in print, the concept is known 

as “advertorial”). Publisher after publisher has succumbed to the temptation of  additional revenue 
from ad messages that enable higher audience engagement and can be easily disseminated via 
social media. The practice has spread from upstart pioneer BuzzFeed to such venerable journalistic 
institutions as The Washington Post and the Associated Press.

While sponsored content does not (or at least should not) involve a publisher’s own editorial 
staffers, the next wave does: motivating editors to boost financial figures through direct action. 
Consider these developments:

The New Republic, a U.S.-based national public affairs magazine, convinced journalists and editors 
to sell subscriptions as part of  a sales drive earlier this (2013) autumn. In fact, it offered a prize of  
an iPad Mini to the person who sold the most subscriptions. Of  course, as Forbes staff  writer Jeff  
Bercovici points out, the situation was not unlike crowdfunding, which frequently puts journalists 
into fund-raising roles.

Similarly, the Daytona Beach News Journal, a 64000-circulation daily in Florida, offered all newspaper 
staff, including editors and reporters, bonuses 
for selling subscriptions – or advertising. Once 
again, those are not new practices but of  
course they remain controversial, since they can 
influence news coverage.

Now comes a new twist, made possible by 
the latest analytics technology: At Canada’s 
Globe and Mail (a leading national daily, weekday 
circulation about 285,000), newsroom staff  are 
financially rewarded when the web content they 
create converts casual visitors to subscribers. 

The Globe and Mail has had a metered paywall 
for about a year. It has 100,000 registered digital 

Phillip Crawley, left, publisher and CEO of  The Globe and Mail 
of  Canada, and Raju Narisetti, senior vice-president and deputy 
head of  Strategy for News Corp, USA, both contend that editors 
must work more closely with commercial staff.

Ph
oto

s: 
W

A
N

-IF
RA

BY SPECIAL ARRANGEMENT WITH



16 April 2014SurveyRIND

users, about a third of  which 
are digital-only subscribers. 
The remainder are print 
subscribers, who have full 
access at no extra charge. All 
video content is outside the 
paywall.

As Publisher and CEO 
Phillip Crawley described at 
the SFN Forum, Harnessing 
Audience Analytics, during 
the World Publishing Expo, 
every day there is a meeting 
of  editors, ad salespeople, 
marketing personnel, 
subscription salespeople, 
and IT staff  to decide what 
stories to put behind the 
paywall. “You can’t leave 
content to journalists alone,” 
he explained.

Clarifying the incentive 
program, Crawley said, 

“Editorial managers, espe-
cially section editors, are 
incentivised to achieve monthly subscription targets, 
which means creating ‘red’ content….the content 
that is available only to subscribers to Globe 
Unlimited, which therefore drives conversion from 
free to paying customers. “So there are monthly 
metrics to hit, and an end-of-year review and reward 
system for managers who achieve their goals.” 

Another top media manager advocating closer 
cooperation between editorial and commercial staff  
is Raju Narisetti, senior vice-president and deputy 
head of  Strategy for News Corp, USA. Speaking 
at the opening session of  the 12th International 
Newsroom Summit during the Expo in Berlin, 
Narisetti said those in the news industry need to 
start accepting today’s realities and try to make the 
most of  them.

Commenting on Narisetti’s opening remarks, 
Steve Mattewson, managing editor - News at 
South Africa’s BDFM, wrote on the World News 
Publishing Focus blog: “Since journalists have 
the tools to distribute and promote their content 
and engage audiences in a way they never had 
before, they also have the responsibility to do so. 

He also urged them to work more closely with 
their commercial colleagues. Horror! One of  the 
inescapable realities… is that the introduction of  
paywalls has put additional pressure on journalists 
to produce compelling and essential content for 
which people are actually prepared to pay. And let’s 
agree: The opaque nature of  consumption (and 
advertising performance of  course) of  the omnibus 
newspaper gave a lot of  cover for mediocrity.”

Matthewson continued, “If  you wanted one quote 
from Narisetti to take home to your newsroom it is 
this: “Journalists often complain they are given too 
much to do, [but] there’s nobody else who is going 
to bring your journalism to [readers] but you… it’s 
not just a business problem.” This warning was all 
the more interesting for the fact that it came from 
a senior figure in a major, mainstream media player 
(with 23 years’ experience in the newsroom) and not 
from a nimble start-up.”

(This article was originally published in the November/December 
2013 edition of  World News Publishing Focus, the bi-monthly 
magazine published by WAN-IFRA.)

<

Section editors at The Globe and Mail are given financial incentives to create content that attracts new 
subscribers to the newspaper’s website.
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How to build audience and 
revenue, using events

As they look beyond advertising and subscriptions for new revenue streams, some publishers 
are finding that organising events can build audience and increase reader loyalty. The result 
can be higher revenues. Kevin Anderson, MDIF Knowledge Bridge, reports

US journalism professor Jake Batsell has found that some news start-ups earn up to 20 percent 
of  their revenue from events.  News start-ups covering specific niches such as technology 
or politics are finding the most commercial success in using events, while general-interest 

publishers are using events to build audience and increase audience loyalty, which also has a positive 
effect on revenue.

At the International Symposium of  Online Journalism earlier this year, Batsell summarised the 
best practices he identified in 100 interviews with more than 20 news organisations:
- Designate an event planner
- Seek out sponsors to make money
- Networking is a key attraction for attendees
- Build support in the newsroom
- Provide memorable experiences
- Don’t expect a “golden goose,” a huge revenue generator, “but with an authentic approach, events 

can produce revenue and audience goodwill – preferably both”

Evaluate opportunity costs
“I think there is an opportunity in 

just about any market to put together 
some kind of  event that is going to 
be meaningful to your community, to 
assemble your community in a way 
that only you, as a media outlet, can,” 
Batsell said.  Almost every community 
has key business or cultural groups 
that can form the basis of  an event. 
Asking the right questions will help 
you evaluate the opportunity:

- Are there leading business 
communities in your area, such as 
agricultural, technology, transportation 
or the media, that you could create an 
event to serve?
- Could you provide these groups an 

opportunity network?
- Do you already have special sections 

covering these business areas?  
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The Texas Tribune, a non-profit site specialising in politics, earns 20 per cent of  
its revenue from events.
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- Does your community have key cultural dates 

during the year that you could create an event 
around?

Identifying the most promising business or 
cultural group or demographic will help you 
identify sponsorship opportunities and estimate 
potential income.

To be successful with events, Batsell suggests 
appointing a person who is responsible for the 
events business. He said, “Ideally, if  you have a 
director of  events, that is great, but not everybody 
can afford that. If  your newsroom has a social 
media manager or community relationships 
manager, that person might be able to handle 
events on part-time basis.” In some instances, a 
journalist or journalists will be involved, to host 
and/or cover the event. 

Batsell said when deciding whether to pursue an 
events-oriented strategy, you should determine 
the opportunity costs of  the staff  involved. 
The opportunity cost is the value of  the best 
opportunity that you have to forego to carry out 
your event. In other words, does the value, both 
commercially and editorially, of  hosting an event 
outweigh the value of  the staff ’s time spent on 
other activities?

Build sponsorships
While some event strategies are focused 

more on building audience numbers, loyalty, or 
both, most events are developed with a specific 
commercial goal. For commercial success with 
events, sponsorships are essential. The bulk of  
revenue from events is generated by sponsorships, 
not ticket sales.

It is essential to identify clear sponsorship 
opportunities early, at the project evaluation 
stage. If  you can’t locate enough sponsors, or 
if  sponsors aren’t willing to pay enough to help 
you earn meaningful revenue from the event, you 
might either change the type of  event or drop it 
entirely.

Batsell said that was why it was essential to have 
a member of  staff  whose job, either part-time or 
full-time, it is to develop the events. “You have to 
have a point person coordinating these events and 
seeking sponsorship for these events, because that 
is really where these events make their money,” 

he said. “It’s not through ticket sales. It’s through 
finding a good corporate sponsor who wants to put 
themselves in front of  a demographically desirable 
audience that a news start-up can assemble.”

Build newsroom support
After analysing your market and weighing the 

opportunity costs, Batsell said newsroom leaders 
need to solicit the support of  journalists and 
editors. “There are still many journalists who were 
trained that journalism and business were separate 
entities that should never be mixed,” he said. “Of  
journalists that I encountered at these events, 
some were very comfortable, more or less serving 
as emcees at these events and intertwining it with 
their journalism. Others were not so happy. They 
saw it as a marketing exercise, and that is not what 
they signed up for when they went to journalism 
school.
“If  I were a news manager of  newsroom where 

there were some sceptics, what I would point out 
to these journalists is this: ‘Hey, if  this can generate 
more revenue that can save more jobs and pay for 
more journalism, aren’t we all for that?’ I think some 
managers are better than others at communicating 
that goal and underscoring to your staff  that being 
ambassadors for your brand and reaching out to 
your audience in person is part of  the job these 
days. There may be some resistance to that in the 
DNA of  journalists, but you have to get past that, 
because it can help feed the journalism.”

Batsell found the most financially successful 
examples were those news organisations that 
targeted a commercially desirable demographic 
and gave them opportunities to network.

Texas Tribune’s Trib Live
Texas Tribune is a non-profit news organisation 

that provides coverage of  state government. It has 
a number of  events, including a regular series called 
Trib Live, in which Tribune editors and journalists 
interview newsmakers in front of  a live audience. 
In addition to streaming the video on the Texas 
Tribune site, it is also streamed on Facebook.

It is paid for by a small number of  corporate 
sponsors. “It’s free to the public, but it often 
produces news content,” Batsell said. “Newsmakers 
say newsworthy things, and the insiders feel 
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like they have to be there. There are 200 to 250 
lobbyists with legislative staff  at 7:30 in the 
morning at the Austin Club, all there convened by 
the Texas Tribune.”

The Texas Tribune makes about 20 percent of  its 
total revenue through events. As a non-profi t, the 
Tribune has a number of  sources of  revenue and 
fi nancial support, including foundation support, 
member contributions and sponsorship. Last year, 
its revenues were higher than its costs.

Mount Pleasant Sun’s Art Walk
The Sun newspaper in Mount Pleasant, Michigan, 

held an Art Walk event in conjunction with the 
local arts council. The paper set up a satellite 
newsroom at the event and had staff  working 
there for half-days over several days during the 
event. It didn’t have corporate sponsors, but it 
did have a special tabloid advertising section in 
conjunction with the event.    

    
Batsell said events like this were diffi cult to 

analyse in terms of  success. While it was good 
for the community, the commercial outcome was 
more diffi cult to assess. He said that in cases like 
this, a careful analysis of  the opportunity costs was 
important in helping news organisations decide 
whether holding the event was the best use of  their 
resources.

While success might be diffi cult to quantify in 
every instance, Batsell thinks events can be a key 
alternative revenue stream for news organisations. “I 
think that every news organisation needs to explore 
it, because the opportunities are there,” he said.

(This article was originally published in the November/December 
2013 edition of  World News Publishing Focus, the bi-monthly 
magazine published by WAN-IFRA.)

<

Media programmes at Anna University
The Department of Media Sciences, CEG Campus, Anna University, Chennai, off ers the following 

master’s degree programmes:

The Department of Media Sciences off ers Electronic Media degree programmes combine the 
aestheti cs of media and the technicality of science. These programmes equip students with skills 
for journalism and for producing audio, video and animated programmes. Students also learn 
web designing, e-learning, public relati ons, adverti sing, development communicati on, game 
development and social media. The degree programme on Science and Technology Communicati on 
is similar to that of Electronic Media except for a ti lt towards Science. It also has  components of  
M Sc (Environmental Science). Applicati on forms may be downloaded from the University website: 
www.annauniv.edu or got in person  from  the  University offi  ce.  For  details,  please  contact:  
044-22358242/32/41/45 or email: arulram@annauniv.edu.

Degree programmes Eligibility

M Sc Electronic Media (5 years Integrated) Plus Two (with Physics, Chemistry& 
Mathemati cs)

M Sc Science and Technology (Journalism)
Communicati on (2 years)
M Sc Electronic Media (2 years)

B Sc/ B CA/ BE/ BTech/ BA

<
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Raghbeer Machinery 
scores with new concept

For achieving perfect registration without  
variation through the entire print run, a new 
concept in web offset printing – 4-colour satellite 
printing tower – has been introduced by Raghbeer 
Machinery, a group company of  the New Delhi-
based J Mahabeer & Company. The new concept 
incorporates two uniquely designed 4-colour 
satellite printing units mounted one over the 
other, enabling 4+4 printing on one single web. 
The vertical placement of  one 4-colour satellite 
over the other not only saves valuable space for 
installation and running of  the press but also 
provides shorter web leads, ease in operation, less 
wastage, and manpower. 

The registration remains constant through 
the entire print run and there is no need for 

adjustment once the colours are initially registered. 
The 4-colour satellite tower printing unit uses a 
common impression cylinders which ensures 
far superior print quality at all press speeds. The 
vertical drive is controlled either by a special M 
series timer belt or through a vertical drive shaft 
and gearbox arrangement. 

Gujarat Guardian, a well-known printing house 
in Surat, has been using for more than a year this 
type of  machine  consisting  of  six numbers of  
4-colour satellite over 4-colour satellite printing 
towers with folder. They are satisfied with not only 
the printing quality but also productivity reliability 
and after-sales service . 

Raghubeer Machinery is a leading manufacturer 
of  web offset printing presses used to print 
newspapers, magazines and text books. The 
company is a part of  the J Mahabeer Group, 
which was established in 1895 and has been one 
of  the pioneers in India as far as introduction of  
modern printing technology is concerned. Now 
for nearly 40 years, Raghbeer Machinery has been 
manufacturing at its state-of-the-art manufacturing 
plants in Gurgaon, Haryana, single-width, single-
circumference web offset printing presses with 
the brandnames Fast and Gemini. The product 
range includes Fast-200 (20000 cph), Fast-300 
(30000 cph), Fast-360 (36000 cph) and Gemini 
(45000 cph).

Raghubeer Machinery has supplied a number 
of  printing presses to some of  the leading 
newspapers and book publishers in India, 
including Dainik Bhaskar, The Tribune, Punjab Kesari, 
Daily Thanthi, Makkal Kural, Andhra Jyoti, Deccan 
Chronicle, Dinakaran, Vaartha, Swapna Printing 
Press, Sri Ram Printers, Sphurthy Publishers, 
Nagendra Enterprises, Johnson Publications, 
Balaji Brilliant Printers, Sree Seshasai Enterprises 
and Suddimoola Publishers India. The company 
has exported printing presses to more than 50 
countries, including in Europe and the US.
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The Fast 360 4-colour satellite tower printing unit.
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People’s Daily opts for 
Uniset

People’s Daily, China’s most infl uential newspaper, 
opted for another Uniset from manroland web 
systems. The newspaper press, which will be 
installed at the end of  the year at People’s Daily`s 
new printing center, is covered by the sixth 
contract between manroland web systems and the 
important Chinese newspaper printer. 

People’s Daily is the most important newspaper 
in China. The company produces more than 70 
different editions with approximately 5 million 
broadsheet copies each day, which means 18.25 
billion copies a year. Says the secretary general 
of  People’s Daily, “All installations have proved 
their worth during the last years. We chose the 
Uniset mainly because of  the German quality, the 
technological reliability, high standard and the 
outstanding productivity. ” 

The new Uniset for People’s Daily will be equipped 
with six eight-couple-towers, three folders, four 
balloon formers and seven reel splicers. The 
newspaper press shows highest fl exibility for the 
challenging productions the printer has to deal 
with from day to day. The Uniset runs with a 
production speed of  80000 copies per hour.

The Uniset for People’s Daily is actually the 
second installation in China to be equipped with 
the ControlCenter, the new operating system from 
manroland web systems that has been launched at 
drupa 2012. The ultra modern operating system 
provides highest automation features and the 

The new building at the  People´s Daily printing site.

latest technologies. All relevant information 
can be caught at a glance and the operator can 
interact intuitively with a fi nger tip - at any place, 
at any time, as the system for People´s Daily is also 
equipped with SlidePads and one MobilPad. 

It’s CCI NewsGate for 
Sanoma

Sanoma Corporation has entered into an 
agreement with CCI for one common CCI 
NewsGate system to support the editorial 
workfl ows of  the Finnish media operations. The 
agreement covers the dailies Helsingin Sanomat and 
Ilta-Sanomat, the freesheet Metro and 25+ magazine 
titles including ET-lehti (Finland’s largest general 
magazine), Kodin Kuvalehti and Me Naiset (Finland’s 
two largest magazines for women).

NewsGate will be the central collaborative 
workspace for all creation and editing of  content 
for both print and digital publications. The 
magazines will be produced in Adobe InDesign, 
the dailies and freesheet in a combination of  
CCI PageDirector and CCI LayoutChamp. The 
agreement includes CCI AdRoom with CCI 
ClassChamp as the production tool for Helsingin 
Sanomat classifi ed ads.
“With the implementation of  NewsGate as 

our consolidated editorial platform, we replace 
a number of  siloed solutions thereby enabling 
collaboration and sharing across titles and media 
within Sanoma. We also see the consolidated 
solution architecture of  NewsGate as a vehicle 
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for improving the adoption, skills, usability and 
maintenance cost of  a business critical part of  
our application landscape,” says Pekka Laakeristo, 
CIO at Sanoma News.

Compared to some heavily customised 
systems currently in operation at Sanoma, the 
implementation of  NewsGate marks an important 
shift in strategy. "Our headline for the system 
selection process has been ‘95% out-of-the-box’. 
We do not wish to operate a heavily customised 
system and are confi dent that our requirements 
will be covered by NewsGate," says managing 
editor and project owner Kimmo Pietinen, who 
also mentions user-friendliness as an important 
focus point during the system selection process.
“We reviewed several systems, and NewsGate 

scored high on user-friendliness. The journalists 
involved felt that it was pretty handy to use when 
preparing content for multiple channels,” says 
Pietinen.

CCI is the leading provider of  editorial and 
advertising solutions for multimedia news 
environments. CCI AdDesk, CCI NewsGate and 
CCI NewsDesk products are some of  the most 
robust and powerful systems in the industry, and 
are implemented in news organisations across 
fi ve continents.

WoodWing releases 
Enterprise 9.2

In its early days it was primarily seen as a 
simple blogging tool, but WordPress has been 
continuously expanding towards becoming a 
mature Web CMS. As a result, the distinction 
between traditional blogs and full-featured 
websites is becoming increasingly blurred. The 
system is rapidly gaining acceptance by media 
and brands, including Forbes, time.com, gigaom.
com and techcrunch.com (all US), Metro (UK) 
as well as Piaggio Group Americas (Vespa), 
Justin Timberlake and many more. According to 
WordPress, 409 million people view more than 
13.1 billion WordPress pages each month.

The new WordPress connector for Enterprise 
enables publishers and brands to transparently 
integrate WordPress as a new channel in their 

publishing and communication processes. Content 
Station, the editorial management application 
of  Enterprise, follows the same easy three-step 
process as for any other digital channel when 
it’s publishing to a WordPress site: Creation of  
a dossier, authoring of  text and images, and the 
immediate publication of  the article.

With Enterprise 9.2, WoodWing also further 
simplifi es repurposing of  content. Article 
components and other content published to 
WordPress sites can easily be reused in social media, 
mobile, other CMS systems, in print and on tablets 
– and vice versa. The latest version of  Content 
Station now eases the editing of  the properties of  
any number of  fi les at one time, a huge time saver 
when facing production deadlines. For example, 
users can quickly update properties of  multiple 
assets such as their status, next assigned worker in 
line, copyright information, and other metadata.

In print production and tablet publishing, 
Enterprise Server enables users of  InDesign and 
InCopy to access all content through WoodWing’s 
Smart Connection panel directly from within both 
applications. They can conveniently search and 
browse, open layouts, place images, save versions, 
and route documents to others according to the 
pre-defi ned workfl ows. The Smart Connection 
plug-in now allows the replacing of  an image in 
the layout with a fi le in a different format – all 
while the version control features of  Enterprise 
help keep track of  the changes.

With Enterprise 9.2, WoodWing also offi cially 
released the support for Adobe InDesign CC and 
InCopy CC, which successfully passed an intensive 
public testing.

Standard Group expands 
contract with ppi Media

A completely integrated production workfl ow 
for print products: this is the target that The 
Standard Group in Nairobi, Kenya, is actively 
pursuing. After the planning and production 
workfl ow as well as the ad workfl ow and editorial 
solution were ordered in October 2013, this has 
now been expanded to include the integration of  
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Excellent 1st quarter 
for Nela

The trend towards automation and (almost) 
unmanned plate production in the graphic arts 
industry seems to continue this year, as several 
projects signed by Nela in the first quarter of  2014 
prove. In addition to its classic register punching, 
bending and plate automation equipment, Nela 
offers intelligent systems to facilitate just-in-time 
delivery of  press-ready offset plates to the press, 
including interface to the production planning 
software. 

Swiss Mittelland Zeitungsdruck AG, for 
example, has ordered a comprehensive Nela plate 

the prepress workflow, whereby the central system 
is ppi Media's output management system OM.

OM receives all of  the relevant planning and 
production information for print publication from 
PlanPag. The individual tabloid pages in PDF 
format that OM receives from production are 
automatically  imposed  on double-truck  plates 
by means of  page pairing. Bending information 
on the plate assists with the sorting. In its load 
balancing and 'first needed, first out' principle, ppi 
Media integrates two Dainippon Screen thermal 
imagesetters as well as two RIPs in the workflow.

ProofStation, including five Proof  clients, as 
well as OM portal together with jobEntry were 
also ordered. Installing ProofStation enables, 
among other things, the Editorial Department to 
view imposed pages once again before they are 
released for the last time. In future, OM portal 
will make it easier for The Standard Group's print 
customers to upload data and release their print 
products. The increasing amount of  planning 
and production required for new print jobs is 
administered, checked and carried out at the 
printing house. Integrating the customer in the 
process reduces errors and replaces manual steps.

ppi's Open Days, its annual event for customers, 
will take place this year on June 23-24. Sam Shollei, 
the CEO of  The Standard Group, will be one of  
the speakers. In his lecture, he will present the 
newspaper market in Kenya as well as the new 
production processes in Nairobi. 

automation system. The installation doesn’t only 
include the two VCPevolution HS800 register 
punching and bending systems – which are capable 
of  processing plates for two different press types 
– but also a plate lift for automatic transportation 
of  press-ready plates directly to the press room. 
Here the plates are sorted into Nela plate sorters 
that are located directly at the two press levels, 
providing quick and easy access for the press 
operators. Large screens above the sorters show 
where the plates for the next print jobs are located 
in the sorter. When plates are taken out of  the 
bins, sensors will indicate this to the Nela software 
and the bins are then automatically allocated to the 
next job in line.

Badisches Druckhaus in Germany – who are also 
installing a new KBA Commander CT press – have 
also signed for a Nela plate automation system. 
Coming from two VCPevolution HS800 punch/
benders – each with a capacity of  360 singlewide 
plates per hour – printing plates are conveyed 
through the wall directly to the press room and 
sorted into a two-storey 52-bin plate sorter. The 
sorter consists of  two groups of  bins which are 
capable to hold the plates for one complete print 
job each. Whether all plates for one job have 
arrived and in which bin they are stacked is shown 
on a large screen above the sorter. This control 
of  completeness requires an interface between 
the Nela-system and the Ctp-workflow, and this 
interface will be configurated and delivered by 
Nela.

Two Nela VCPevolution HS800 register 
punching and bending systems were sold to Polaris 
Trykk Trondheim in Norway; here, an existing 
Barenschee plate sorter will also be integrated. 
Such configurations have become feasible since 
the acquisition of  the Barenschee know-how 
through Nela last year.  

At the end of  2013 already Weiss-Druck GmbH 
(Germany) tapped NELA for 2 new VCPevolution 
900 flexx punch/bend systems. NELA’s longtime 
experience with all kinds of  press types proved a 
huge benefit during this project as the customer 
has an existing manroland Geoman press, as well 
as a brand-new manroland Colorman e:line. In 
order to make plates for both presses in the same 
punch/bender, the new NELA VCPs are equipped 
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Nation Media opts for 
Colorman 4-1 e:line

The biggest Kenyan newspaper printer, Nation 
Media Group, has decided to invest in a new 
Colorman 4-1 e:line from manroland web systems. 
The printing industry in Kenya is changing rapidly 
and only those who will evolve and continually 
invest in upgrading technology will survive and 
grow in the future. The Nation Media Group, 
located in Nairobi and founded in 1959, is the 
largest independent media house in East and 
Central Africa. The Group's performance has 
been outstanding over the years, even during 
the leaner economic periods of  the country, and 
has shown continuous growth and profi ts. To be 
highly competitive and future oriented, Nation 
Media has posed faith in the latest technology and 
automation of  a new Colorman 4-1 e:line press.

The Colorman 4-1 e:line at Nation Media will be 
installed in the second quarter of  2015 and is the 
fi rst manroland web systems press in Kenya. This 
sets a clear sign for the future of  the country’s 
newspaper industry. “Nation Media has always 
been at the cutting edge of  technology. We were 
among the fi rst to adopt modern printing in this 
part of  the world. We will continue to modernise 
our media and adjust our technologies to suit 
the demands of  the information age, even as we 
explore opportunities in new markets,” says Tom 
Mshindi, chief  operating offi cer at Nation Media.  

     
Seven newspapers, which appear seven days a 

week, will soon be printed simultaneously on the 
Colorman 4-1 e:line at Nairobi. The 4-1 press 
features fi ve eight-couple printing towers and a 
web width of  1450 mm and is capable of  printing 
up to 86000 copies per hour, or 13.8 meters per 
second.

The comprehensive automation features also 
played an important role for the investment 
decision. Besides automatic webbing-up 
device, the new press will be equipped with the 
proven manroland InlineControl systems that 
automatically control the colour- and the cut-off  
register. This ensures highest printing quality and 
leads to considerably lower waste rates. In addition, 
the new press will also be equipped with the latest 
manroland automation control system with two 
control consoles including SlidePads and a printnet 
Monitor for easy and fast tracking, reporting and 
benchmarking features. The two modern folders 
and the folder superstructure guarantee highest 
fl exibility for both – broadsheet and tabloid. 
Additionally, the press will be equipped with two 
gluing heads that provide outstanding fl exibility in 
printing extraordinary formats like glued super-
panorama, half-cover and fl ying page.

with servo motors for automatic adjustment of  
plate lengths and bending radii, as well as with 
radii changers for leading and trailing edges.

The  NELA group, consisting of  Brüder 
Neumeister GmbH, NELA USA, Inc and 
Nela Asia, forms the largest register and plate 
automation company in the printing industry. 
Register systems include in-line punch and bend 
systems for newspaper and commercial printing, 
as well as plate automation and transport systems. 
With more than 3000 Vision punch/bender 
systems, NELA is a leading technologist and state 
of  the art manufacturer in plate automation and 
register systems in the world. 

Creps installs 3 new Goss 
Sunday insert presses

Following a devastating fi re in October 2012, 
Creps United Publications has completed the 
installation of  three new Goss Sunday insert 
presses, revitalising the company’s entire 
production capabilities. A new 100,000ft2 (9290m2) 
facility in Indiana, Pennsylvania is now home to 
two Goss Sunday 2000i presses (57in/145cm 
width) and a Goss Sunday 3000i (66in/168cm 
width) press, along with the company’s prepress 
department and general offi ces. Creps chose the 
new presses based on their suitability for modern 
insert formats, their ability to deliver high volumes 
and to streamline throughput in line with the 
company’s vision for the future.
“The time, waste and labour saving technologies 

of  the Sunday presses are making us more effi cient 



Industry Updates

27April 2014 SurveyRIND

With all three new Goss Sunday presses now in production, Creps has 
a total print capacity of  more than 4 million pages per hour.

and helping us to improve our margins as well as 
our print volumes,” says Jake Creps, a partner at 
Creps United Publications. “With all three presses 
now in production, we have a total print capacity 
of  more than 4 million pages per hour. We’re 
especially pleased that we can match the output 
of  double-circumference presses without the 
need for double plating. The Sunday 3000i can 
handle page widths up to 11 inches (27.9cm), 
while the Sunday 2000i presses will run the new, 
narrower formats very effi ciently.”   

27April 2014 SurveyRIND

     
All three new presses feature gapless blankets, 

automated closed-loop controls and Goss 
QPL semi-automatic plate loading technology. 
In addition, individual servo motor drives mean 
that Creps operators can change all the plates 
simultaneously, rather than one at a time, further 
increasing effi ciency. Plans for 2014 include 
duplexing one of  the Sunday 2000i presses with 
the Sunday 3000i for increased product fl exibility 
and pagination.

Typical long runs for Creps United are in the 
3-5 million copies range, printing at speeds up to 
85000 impressions per hour. The new makeready 
effi ciencies introduced with the Sunday technology 
now also allow Creps to achieve more cost-effective 
production of  shorter, targeted runs. “Recently, 
it’s been hard for insert printers to invest in new 
technology because the margins have been so tight, 
but the Sunday technology makes a compelling 
investment argument,” according to Creps.
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customers who are endlessly meticulous when it 
comes to print and processing quality, and that 
will help us to further improve capacity utilisation 
on our Cortina line.”

Compared to a typical commercial heatset 
process, inline fi nishing with dispersion coating 
in a coldset press saves not only energy, but also 
expensive fl oor space. The inline coating option, 
which is currently only feasible in waterless offset, 
is economically a very attractive proposition for 
short to medium runs, an increasingly important 
market segment as target group orientation 
becomes ever more prevalent. Coated print 
products stand out with bold colour, greater depth 
and a pleasant feel. The coating provides effective 
protection against the often unavoidable smearing 
and set-off  when producing coldset products with 
high ink coverage and images run over the fold. 
The quality benefi ts of  waterless offset in respect 
of  gamut, register and fi ner screens are further 
enhanced in conjunction with coating. With a 
higher ink coverage, for example, it is possible to 
achieve signifi cantly greater contrast. Productivity 
is also boosted at the downstream post-press 
stages, as the elimination of  smearing risks permits 
immediate further processing without loss of  
speed. It is furthermore possible to merge coated 
and non-coated webs, or to combine normal and 
improved newsprint in a single product.

The coater unit, which was developed by KBA in 
cooperation with Harris & Bruno, is incorporated 
at the top of  a compact four-high tower and applies 
coating to both sides of  the web over the desired 
width. It comprises two anilox rollers with chamber 
blades and two rubber rollers. The water-based 
dispersion coating from Sun Chemical permits 
fast drying even at the high production speeds 
of  a web press. The drying process is infl uenced 
by the web path, the web speed and the type of  
paper. To be able to process as wide a spectrum 
of  papers as possible, a compact infrared/hot-air 
dryer module from Eltosch is integrated into the 
superstructure after the coater. It is thus possible 
to apply coating to almost all normal and improved 
coldset papers. The coater and the auxiliary dryer 
module are controlled conveniently from the KBA 
press console; retrofi tting to an existing Cortina 
installation is possible at any time.

The coater unit for the waterless KBA Cortina press was developed 
by Koenig & Bauer in cooperation with Harris & Bruno Europe 
GmbH and Eltosch Torsten Schmidt GmbH. 

Expanding a Cortina 
range with a coater

Rheinisch Bergische Druckerei (RBD) in 
Düsseldorf  has already been using a KBA 
Cortina to print the regional daily Rheinische Post 
in a waterless offset process for the past four 
years. Further products are advertising free sheets, 
diverse special publications and supplements on 
the most varied papers – all in exceptionally high 
print quality. To expand the range of  magazines, 
news brochures and other commercial-like 
products which can be handled on the compact 
Cortina, the press has now been equipped with 
an inline coater. The new facility has been in 
successful production since the beginning of  
February 2014. 

RBD managing director Matthias Tietz, a 
committed and longstanding advocate of  
ecologically aware newspaper and semi-commercial 
printing in  waterless offset, is delighted with the 
new level of  quality achieved since incorporation 
of  the coater into the KBA Cortina: “The 
products fi nished inline with dispersion coating 
on the Cortina look very impressive, and that 
without any need for an energy-intensive hot-air 
dryer. The coater has added signifi cantly to our 
already very broad product portfolio. We can now 
offer classy publications which satisfy even those 
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Ngai Heng installs first 
Rapida 105

A five-colour Rapida 105 with coater from Koenig 
& Bauer (KBA) was installed at Singaporean 
commercial printer Ngai Heng in early 2013. 
The success story of  the high-performance KBA 
Rapida press series continues in the Asia Pacific 
region with the installation. Both the high-end 
Rapida 106 and the all-rounder Rapida 105, which 
is based on the same technological platform 
as the Rapida 106, are particularly valued by 
commercial, book and packaging printers in the 
Far East. Superlarge sheetfed presses from the 
market leader in large format have also proved 
very popular here. It is therefore no surprise that 
KBA is growing steadily in this region.

Despite structural changes in the print media 
landscape, production director Lawrence Lui 
has clear ideas on how Ngai Heng has been able 
to sustain its success. “We have to keep a close 
eye on our costs, locally as well as globally, since 
the markets have been increasingly consolidated 
and saturated. Trends have shown that quantities 
ordered by our customers are getting smaller too,” 
says Teo Kok Leong, senior manager of  Sales and 
Business Development at Ngai Heng.

Whereas some printing houses hesitate when 
it comes to investing in new equipment, the 
prominent commercial printing firm in Singapore 
has decided to follow a different strategy. Teo 
Kok Leong explains: “In order to maintain our 

Printers praise the user-friendliness of  the KBA Rapida 105.

high printing standards we have to replace older 
presses with state of  the art technology. Too many 
printers have already dropped off  the face of  
the earth as they reacted too late. Products will 
keep getting more personalised and prices will 
subsequently increase. It is now the right time to 
invest in cutting-edge kit to face the hurdles of  the 
media shift”.

Established in 1960, Ngai Heng has consistently 
delivered quality book binding services and the 
printing of  office stationary, corporate materials, 
promotional items, books and packaging. The 
company offers a wide range of  services, from 
consultation and design work, to finished print 
products. To ensure that these products exceed 
their clients’ expectations, the commercial printer 
decided to switch to cutting-edge sheetfed 
technology from KBA. 

KBA consolidates in 
Chinese market

China has been the largest single market for 
printing presses from the Koenig & Bauer group 
for a number of  years. It is already more than 
20 years ago that KBA established its first local 
presence in this enormous market, where the 
current sales and service network comprises KBA 
Printing Machinery (Shanghai), further branch 
offices in Beijing and Guangzhou, and KBA (HK) 
in Hong Kong. More than 170 staff  at KBA China 
provide professional and all-embracing customer 
services for Chinese users of  sheetfed offset, web 
and special presses. 

It is possibly less well known that there are also 
KBA companies manufacturing and assembling 

KBA-Metronic goes to China (left to right): Oliver Volland, managing 
director KBA-Metronic GmbH; Kent Chen, KBA-Metronic 
Hangzhou; Thorsten Schnatz, sales director KBA-Metronic, and 
Jason Gu, KBA-Metronic Hangzhou.
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press equipment in China. In 2010, for example, 
Koenig & Bauer AG 2010 acquired an 80 per cent 
majority interest in MABEG Machinery (Shanghai). 
The company's 63 employees produce mainly 
sheet feeders for Chinese die-cutter, laminator and 
sheetfed printing press manufacturers, but at the 
same time also a variety of  parts and components 
for the European supplier industry. With effect 
from 01.04.2014, MMS will be operating under 
the new name KBA Machinery (Shanghai).

The Binjiang district of  Hangzhou is an upwardly 
striving high-tech location. A modern high-speed 
train connects the area with Shanghai, about 200 
km to the northeast. It was in Hangzhou that 
KBA-Metronic GmbH and partners founded 
KBA-Metronic Hangzhou as a further sales 
and manufacturing company in summer 2013. 
The KBA specialist for industrial marking and 
coding systems, which has its main offi ces in 
Veitshöchheim near Würzburg, expects this 
investment to give a further push to international 
growth. 

An assembly line for alphaJET inkjet printers 
is currently being set up at the Chinese factory. 
Know-how and certain key components, however, 
are to remain the responsibility of  the German 
headquarters. A total of  23 employees will initially 
be handling manufacturing, sales and service for 
China and Taiwan. Additional sales offi ces are to 
be opened in Zhejiang and Guangdong. Expansion 
to supply the rest of  the Southeast Pacifi c region 
is planned for the future. 

Jeffrey Clarke is CEO, 
Kodak 

The board of  directors of  Eastman Kodak has 
elected Jeffrey J. Clarke as chief  executive offi cer 
and a member  of  its board. “Jeff  is the right 
person to lead Kodak forward.  is combination 
of  strengths and experience in technology, 
transformation, fi nance, operations, and 
international business is precisely what we set 
out to fi nd in the next leader of  Kodak. His past 
leadership positions have included businesses 
selling hardware, software and services, 
and printing with B2B customers as well as 

consumers. The board evaluated many highly 
qualifi ed and talented people during the 
search, but it was clear to all of  us that Jeff  was 
the one we wanted. We feel extremely confi dent 
about Kodak’s prospects with Jeff  at the helm,” 
said James V. Continenza, chairman of  the board.

Clarke, 52, said, “I have enormous respect 
for the people of  Kodak, and I am excited to 
join them in moving the company forward to 
new successes. This enterprise has some 
extraordinary opportunities, especially those 
presented by the company’s proprietary technology 
in commercial printing, packaging and 
functional printing. Kodak has made excellent 
progress, building on one of  the most successful 
reorganisations in recent years, and I look forward 
to continuing the work underway in transforming 
Kodak in to a global B2B technology leader.”

Cartocor invests in 
sheetfed press

The Argentine packaging and print company 
Cartocor, with headquarters near Buenos Aires, is 
a member of  the Arcor Group, one of  the biggest 
manufacturers of  chocolates, biscuits and other 
food products, with almost 40 production facilities 
in Latin America and sales offi ces all over the 
world. In 2013, Cartocor invested in its fi rst ever 
sheetfed offset printing press, and the decision 
fell in favour of  a six-colour coater version of  the 
large-format KBA Rapida 142.    

From left, Victor Ricardo Ciuro, Diego Klöckner and Eduardo Presta 
inspect print samples from the new offset press.
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Corrugated board between 175 and 200 g/m² dominates the substrate 
range on the Rapida 142 at Cartocor.

   

Besides its offset printing facility, Cartocor 
operates a paper factory and four corrugated 
board plants – three in Argentina and one in Chile. 
But what does the success of  a South American 
food company have to do with the print industry, 
and in particular with KBA? Actually quite a lot. 

It all began when Cartocor, the leading corrugated 
board printer on the Argentinian market, decided 
to invest in the offset printing world, having 
previously worked exclusively in a fl exo process. 

“This decision was simply a necessity,” according 
to business manager Victor Ricardo Ciuro. “Arcor 
was a pioneer of  promotional packaging for 
presentation at the point of  sale. The increasing 
quality demands meant that we just had invest in 
the offset process.” 
“We went through many diffi culties over the 

past three decades due to the general economic 
situation. But one thing cannot be denied: Crises 
are at the same time opportunities,” says Victor 
Ricardo Ciuro . “The Arcor Group has its own 
DNA. Innovation and investments in the latest 
technologies have always helped us to stay one 
step ahead. It is important to recognise and seize 
the opportunities. This is the attitude which has 
enabled us to develop into an international leader 
on the corrugated market,” he adds.   
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Innovations for a print 
market in fl ux

When you are active on a constantly changing 
market, it takes new ideas, further developed 
processes and not least bold investment decisions 
to successfully overcome the arising challenges. 
Numerous examples from the international 
print scene are to be found in the 44th issue of  
KBA Report, the customer magazine of  press 
manufacturer Koenig & Bauer AG, which now 
also boasts a fresh new layout. 

The front cover already draws attention to 
various possibilities aside from the mainstream, 
for example HR-UV, an app to order spare parts, 
or the integration of  digital print and the Internet 
by way of  AR codes. Alongside the headline 

Fresh layout for KBA Report No. 44.

article, the 56 pages are packed with reports 
on new investments, business models and the 
success stories of  print companies around the 
world. The two managing directors of  Rodi Media 
from Broek op Langedijk in the Netherlands, for 
example, give an extended interview on their 
positive experience with waterless newspaper 
and magazine printing over the eight years since 
commissioning of  the world's fi rst KBA Cortina. 
Practice-oriented technical articles address topics 
such as the benefi ts and limitations of  new UV 
processes in sheetfed offset and offer valuable 
tips for users. And to round off  this issue of  the 
customer magazine, we also peek over the fence 
to see what is happening in niche markets such as 
metal decorating. 

The latest KBA Report is available in German, 
English, French, Spanish and Italian. Copies can 
be requested from the KBA regional offi ces or 
from the central marketing department of  Koenig 
& Bauer AG (E-mail: marketing@kba.com). 

     
Despite many years of  experience with the 

fl exo process, offset was initially a big adventure 
for Cartocor. About this, Victor Ricardo Ciuro 
comments: “The machines in our fl exo printing 
plant are state-of-the-art technology, in exactly 
the same confi gurations and quality as you would 
see in Germany or Japan. That gives us the 
confi dence that we can always adapt to changing 
market demands. But the strategy was to increase 
our production of  high-quality promotional 
items on corrugated board, and that required us 
to look at other technology options which would 
give us at least the same print quality, but better 
performance.” The process was not simple.as Mr. 
Ciuro says. “If  you ask us a question about fl exo, 
we know the answer immediately, because it's 
something we have worked with for 33 years. But 
with offset, it was different. It was a whole new 
process for us. All we knew was that we needed a 
solution to be able to meet our raised productivity 
and quality demands. So we started with a market 
analysis. And that is how we fi rst came into 
contact with Dekaprint, KBA's longstanding 
representative in Argentina.”

The large-format Rapida press went into 
operation at Cartocor's printing plant in the 
fi rst half  of  2013. Its KBA ErgoTronic console 
incorporates both register and colour measurement 
and control systems. 
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UMI selects WoodWing’s 
publishing workflow

The project included the installation of  the 
WoodWing Enterprise workflow system and the 
integrated WoodWing Elvis DAM (digital asset 
management) solution that provides multi-channel 
publishing and a repository for storing, managing, 
and distributing digital assets. The combination 
of  workflow and DAM creates an easy-to-use 
publishing platform from start to finish. It is the 
first editorial workflow and production content 
management system UMI (Urban Ministries Inc) 
has put in place.

WoodWing Enterprise provides workflow, 
access rights, versioning and secure storage of  
content. It orchestrates the publishing process for 
all channels – print, Web, social media, mobile and 
tablet. Aysling performed a customised installation 
of  Enterprise for UMI, then provided on-site 
training on the system’s workflow. After one week 
of  training, the UMI team was able to use the 
software to manage the publication process for its 
book series, newsletters and magazines.

The integration of  Elvis DAM adds a much-
needed asset-management component to the UMI 
workflow. In business since 1970, UMI generated 
decades of  material that needed to be safeguarded, 
organized and easily searchable. With its intuitive 
interface and powerful search taxonomy, Elvis 
DAM makes a large archive of  photos, videos, 
and articles easy to manage and share.
“Enterprise and Elvis DAM gives us a complete 

publishing workflow when we previously had 
none, taking our business to the next level,” said 
Shari Noland, chief  technology officer at UMI. 

“And with Elvis DAM in place, the legacy of  our 
publications will be protected as our archives are 
now organized and easily searchable, giving us the 
security that nothing will get lost.” 
“The combination of  Enterprise and Elvis 

DAM delivers streamlined efficiencies and 
reduced duplication of  efforts,” said Patrick 
Becker, president of  Aysling. “We’re thrilled to 
work with UMI to provide these benefits which 
will help them grow their business for many years 
to come.”      

   

“The advancement in modern publishing puts 
constantly growing demands on the efficiency and 
effectiveness of  the systems used to create, manage 
and publish content for various channels,” said 
Shawn Duffy, managing director WoodWing The 
Americas. “We’re very pleased that our solutions 
met the expectations of  such a reputable publisher 
as UMI.”

UMI is the largest independent, African 
American-owned-and-operated Christian media 
company. The company publishes Christian 
education resources, including Bible studies, Sunday 
School and Vacation Bible School curriculum, 
books, movies, and websites designed for African 
American churches and individuals seeking a 
Christ-centered perspective on faith and life issues. 
Aysling is a provider of  digital publishing software 
solutions and digital media production services 
for publishers, retailers, corporations and agencies 
around the world. 

UMI selected both WoodWing’s publishing workflow system Enterprise 
and WoodWing Elvis DAM to create an integrated easy-to-use 
publishing platform.

New QuadTech agent 
for Algeria, Morocco

QuadTech has expanded its global sales network 
with the appointment of  Oasis Graphique to 
support commercial, newspaper and packaging 
printers in Algeria and Morocco. Headquartered in 
France and with offices in Algiers and Casablanca, 
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First US user of Goss 
Magnum Compact 

Advance Publications will install a new Goss 
Magnum Compact press this fall in Staten 
Island, New York – a move that will add versatile, 
short-run capability in combination with output 
capacity approaching that of  its existing double-
width system. The installation, which is expected 
to be completed by October, will make Advance 
Publications the fi rst United States user of  the 
press. 

The six full-color Magnum Compact print 
towers and one folder will accommodate 
a growing volume of  contract newspaper, 

commercial and insert printing, and also backup 
a double-width press used to print the daily Staten 
Island Advance newspaper. Advance Publications 
executives were on hand for live print tests at the 
Goss manufacturing facility – tests that included 
fully automatic plate changes. 
“We looked at many double-width, single-width 

and digital options to support our vision of  a 
modern, multi-product print operation,” says John 
Giustiniani, director of  Production at the Staten 
Island Advance. “Versatility, job-change speed, print 
quality and simple, cost-effective operation make 
the Magnum Compact the right press to meet our 
needs,” he adds. “We were particularly impressed 
by its clever confi guration, which takes advantage 
of  the low 7’ 2” height [2.2 meters] of  its towers – 
a feature that is allowing us to add the capacity we 
need with only very minor modifi cations to our 
existing building.”

Goss Autoplate technology also factored in the 
decision in favor of  the Magnum Compact press, 
according to Giustiniani, who says fast make-
readies for successive jobs will be a key to the 
success of  his company’s business model. The 
fully automatic Goss plate changing system enables 
operators to change all plates or any combination 
of  plates.
“The ability to go from job to job in two minutes 

or less with extremely low waste and operator 
effort makes this press cost competitive with 
digital printing at around 1000 copies,” Giustiniani 
says. “And we will achieve the quality, economy 
and output of  offset as the run lengths go up 
from there.”
“This investment in the heart of  New York City 

will differentiate us among contract printers and 
publishers throughout the region,” says Staten 
Island Advance associate publisher Keith Dawn. 
“The unique Goss solution will give us more 
versatility in producing our current titles and 
clear cost advantages in pursuing a wide range of  
newspaper and commercial work.”

the company supplies consumable products for 
the print workfl ow, now including QuadTech’s 
automated press controls.

Baddy Chebab, owner and president, Oasis 
Graphique, comments: “We are increasingly 
challenged by our North African clients to help 
them achieve higher productivity, performance 
and quality. QuadTech provides us with another 
range of  solutions for our customers to increase 
the effi ciency and quality of  their output.
“Printers in Algeria and Morocco are investing in 

modern presses with sophisticated technologies 
for improved quality, effi ciency and throughput. 
The commercial and newspaper markets remain 
strong as the impact of  the Internet is not yet 
signifi cant, and printed news is a very much 
respected and valued source of  information.”

Adds Karl Fritchen, president of  QuadTech, 
comments, “The inclusion of  Oasis Graphique 
into the QuadTech global network assures 
customers in the Maghreb of  a local source of  
support and expertise, around the clock. In 
addition, Northwest Africa’s growth and the 
increasing necessity to adhere to global quality 
standards make QuadTech press controls essential 
components for optimising productivity. Our 
range of  technology enables faster startups and 
make-readies while maintaining quality throughout 
print runs—with consistent image and colour 
accuracy to demonstrable Delta-E standards.”
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FoldLine in spotlight at 
technology forum

Digital Inline-Finishing is evolving at lightning 
speed: in Milano, manroland web systems presented 
its FoldLine finishing system for industrial digital 
printing. Ultra-small regional runs for newspapers, 
targeted advertising, and print-on-demand in 
book printing: digital printing systems create 
added value for successful publishing. As part of  
the technology forum at Rotolito Lombarda in 
Milan, manroland web systems demonstrated its 
latest digital production system to more than 40 
visitors – potential customers as well as the trade 
press. Alwin Stadler, vice-president of  Digital 
Printing at manroland web systems, explains 
the company's innovation: “We are establishing 
finishing as a central system component in digital 
printing systems and ensuring integration into the 
customer's workflow.”

The FoldLine finishing system is able to produce 
newspapers in any format (tabloid, broadsheet, 
Berlin) in both inline and offline operation. Also 
included in the FoldLine portfolio are brochures, 
magazines, and individual book signatures. Its 
performance is clear: FoldLine is designed to 
produce up to 96 pages (48 pages broadsheet) 
with a web speed of  up to 300 m/min and a 
web width of  up to 1067 mm. The system can 
output up to 7100 Berlin newspaper copies with 
32 pages, 15000 stitched A3 brochures with 16 

pages, or 30000 16-page signatures A4 per hour. 
FoldLine can quickly be prepared for new jobs: 
the makeready times for format and paper changes 
are minimal, and changes to volumes can be made 
without interrupting production. 

The comprehensive configuration of  the 
FoldLine results in a high-capacity and versatile 
production system, thus providing a quick return 
on investment. The FoldLine does not simply 
generate advertising material of  up to 96 pages 
in long-grain and short-grain formats as well as 
customised newspapers, but also auxiliary-glued 
book blocks, in conjunction with an automatic 
High Speed Lift Collator from Rima System. With 
the FoldLine, Rotolito Lombarda can digitally 
recreate conventional offset products. The 
available web width enables up to eight pages and 
asymmetric productions with partial-width webs 
are also possible. A further perforating unit allows 
additional product variations.

The high-performance capability of  the FoldLine 
is impressive: web speeds of  up to 300 m per minute 
and a web width of  up to 106 cm make the system 
suitable for the fastest digital printing presses on 
the market and therefore as an inline solution for 
the production of  an almost unlimited variety of  
printed products. Its high productivity is enhanced 
by quick, dynamic job changeover sequences that 
are unrivalled by competing products. A new 
production run with the same page count and 
cut-off  length can be carried out during the run 
without stopping the system. When the page 
format needs to be changed, the conversion takes 
only three minutes longer.

The presentation of  the FoldLine at Rotolito 
Lombarda demonstrated what efficient and creative 
digital newspaper production looks like today.The 
first product was a 24-page tabloid newspaper. 
Then a Berlin format with 24 pages was produced 
and in addition for the main part of  the newspaper 
two sections with each 8 pages, collected and 
folded to a 40 pager with three sections. The 
delivered result won over the visitors: ultra-small 
print runs fewer than 100 copies can be produced 
one after another, without any interruptions, even 
if  the total number of  pages or the book structure 
of  the individual editions vary. 

The FoldLine: industry proven high-performance technology.
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KBA focus on energy 
effi ciency

KBA-MetalPrint's front-line competence in air 
purifi cation and energy recovery systems attracted 
prominent visitors to its headquarters in Stuttgart 
at the end of  February: The central topic of  the 
meeting with Baden-Württemberg's environment 
minister Franz Untersteller, other Green Party 
politicians and representatives of  interested 
enterprises was energy effi ciency. 

Coating, drying and purifi cation of  the ensuing 
exhaust air have been integral aspects of  the 
metal decorating process for decades. Exhaust air 
purifi cation systems have belonged to the product 
portfolio of  KBA-MetalPrint since the 1960s. 
The technologies developed in Stuttgart are able 
to boast impressive parameters: the regenerative 
thermal oxidiser process (RTO), for example, 
achieves practically 100 per cent pollutant 
oxidisation and odour elimination – and that with 
unrivalled energy effi ciency. Under optimised 
production conditions, the system is essentially 
autothermal and can even generate additional 
energy for external use. 

Since the 1990s, the Stuttgart-based subsidiary 
of  Koenig & Bauer AG (KBA) has also planned 
and erected exhaust air purifi cation systems for 
various other branches with VOC emissions, such 

Photo call at a MetalStar metal decorating press (left to right): Ralf  
Schechowiz (MD KBA-MetalPrint), Helmut Baur (chairman, 
BVMW), Franz Untersteller (state minister for the environment, 
climate and energy of  Baden-Württemberg), Kerstin Andreae (MP; 
deputy chairperson of  the federal parliamentary group of  Alliance 
90/The Greens), Ralf  Gumbel (MD KBA-MetalPrint) and Ulrich 
Köppen (regional offi cer BVMW).

as the automobile industry, or else simply to reduce 
odour nuisances as in the case of  rendering plants. 
In addition to the RTO process, systems for thermal 
recuperative and catalytic air purifi cation are also 
offered under the KBA-CleanAir label. Managing 
director Ralf  Gumbel and head of  department 
Dietmar Decker are rather disappointed, however, 
that the interest in effi cient air pollution control 
is still somewhat lacking outside Western Europe 
and North America. 

A KBA-MetalPrint team headed by Matthias 
Hänel developed a heat energy storage technology 
for integration into the Jülich Solar Power Tower. 
The KBA-MetalPrint solution has in the meantime 
passed the R&D stage and could already be 
deployed in practice to store solar energy for 
use during periods without sunshine. But in the 
same way that the planned Desertec project in 
North Africa has faltered, there also seems to be 
too little political backing for new concepts in 
the fi eld of  energy use. Untersteller criticised the 
fact that discussions of  future energy concepts 
are conducted primarily from the perspective of  
electricity prices. The subject of  energy effi ciency, 
he said, “is one of  the most underestimated 
aspects of  the whole energy debate.” 

Change at manroland 
At the beginning of  the year, manroland web 

systems established a dual leadership. Now, the 
spokesman of  the management, Eckhard Hoerner-
Marass, leaves the company. Eckard Hoerner-
Marass has been responsible for the development 
of  the market leader in web offset printing since 
September 2012. He led the company group 
back to a profi t zone within the second quarter 
of  2013 and against a weak market environment. 

Uwe Lueders, CEO 
at the L Possehl 
& Co, takes over 
his responsibilities. 
Joern Gossé further 
- more is in charge 
for the divisions 
Sales, Service and 
Marketing.  

Uwe Lueders (left) and Joern Gossé.
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Hoyos, new chairman 
of KBA Board

The supervisory board of  Koenig & Bauer 
unanimously elected Martin Hoyos (66) as its new 
chairman at a recently convened extraordinary 
board meeting. This follows the resignation of  

D’Angelo is Goss MD for 
the Americas

Goss International has appointed Mike 
D’Angelo, an executive with more than 30 years 
of  experience in the printing and packaging 
industries, to the newly created position of  
managing director for the Americas. D’Angelo 
will lead the extensive Goss sales, service and 
support organisation addressing requirements of  
commercial, packaging and newspaper printing 
operations throughout North America and Latin 
America. With his industry-specifi c experience, he 
will also play an important role as Goss expands 
its portfolio and presence in the packaging and 
converting sector.

D’Angelo has held sales and executive positions 
since 1982 with Bobst, one of  the world’s largest 
suppliers of  press and auxiliary equipment for 
packaging and converting. 
He most recently led the 
business unit responsible for 
web-fed products and was a 
member of  the company’s 
executive committee in North 
America.

Goss has created four 
regional centers responsible Mike D’Angelo.

Xaar has new CTO
Xaar has announced 

the appointment of  
Edmund Creutzmann as 
chief  technical offi cer, 
effective on April 1. 
Edmund has over 30 
years’ digital printing R&D 
experience spanning LED, 
electrophotographic and 

inkjet imaging technologies and, most recently, 
was VP, Printer Technology at Océ Printing 
System GmbH. As CTO, Edmund has overall 
responsibility for Xaar R&D and reports directly 
to Xaar CEO Ian Dinwoodie. 

Edmund’s appointment is part of  Xaar’s major 
investment in R&D and manufacturing. The 
company has invested over £40m in R&D alone 
over the last fi ve years; in 2013 Xaar grew its 
R&D headcount by 64 per cent to 133 employees 
and expanded its facility on the Cambridge 
Science Park by 50 per cent to 4459 square 
metres. In addition, Xaar continues to expand and 
streamline manufacturing and, by the end of  this 
year, will have invested over £60m in its factory in 
Huntingdon UK, since it opened in 2006.
“Xaar’s innovative inkjet technologies are 

transforming digital printing and manufacturing 
processes on a global scale and we are evolving 
these technologies to deliver powerful new levels 
of  fl exibility and performance,” says Dinwoodie. 

“Our R&D investment and effectiveness is 
fundamental to our future success and Edmund's 
appointment is a key enhancement of  our 
leadership team. He has exactly the right depth 
and breadth of  experience across multiple digital 
technologies that we need to direct our signifi cantly 
enlarged R&D operation.”

Edmund Creutzmann.

Heinz-Joachim Neubürger 
at his own request as 
member and chairman of  
the supervisory board on 25 
February. Gottfried Weippert, 
vice-chairman, took over the 
role as chairman temporarily.

In October last year, Hoyos 
from Vienna was appointed 
by the register court in Würzburg, Germany, as a 
replacement supervisory board member following 
the resignation of  longstanding member and 
chairman Dieter Rampl. He will stand for election 
by the shareholders at the press manufacturer’s 
AGM on 28 May. The experienced auditor, is a 
former member of  the board of  directors at 
KPMG Germany and holds diverse supervisory 
board seats at medium-sized companies. 

Martin Hoyos.
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for sales, service and support for the Americas, 
Europe, China and Asia. “The environment that 
our customers operate in is fundamentally changing 
and, along with highly efficient and cost-effective 
technology, they are looking for increasingly 
responsive service and support capabilities to 
optimize the performance of  that technology,” 
Goss president and CEO Rick Nichols explains. 

“Our support network already differentiates Goss 
in the Americas, and Mike’s background puts him 
in a unique position to help us further strengthen 
and coordinate that network.”

Geneva printer banks on 
KBA technology

It is an investment that sets a big signal for the 
Swiss market: Founded in 1896, prominent quality 
print shop Atar Roto Presse based in Satigny, near 
Geneva, banks on technology from KBA for the 
future. A ten-colour Rapida 106-5+T+5 perfector 
and a five-colour Rapida 106-2+T-3+L perfector 
with coater, making a grand total of  18 units, will 
be installed in summer 2014. Both presses are 
equipped with energy-saving HR UV.

For Atar Roto Presse CEO Marc Van Hove, the 
two new sheetfed presses play a central, strategic 
role in the firm’s development and its future 
success. Mark Van Hove: “In the future we wish 
to maintain our position in the market as a high-
end specialist with the goal of  the Excellence 
Centre of  Printing Art. We also wish to offer our 
customers more innovation and print solutions 
than our competitors. Our strategy focuses on 
high quality and added-value products, and not 
on the cheapest price. In order to follow this path, 
we needed a technological partner who could 
supply us with presses which continue to offer 
us additional market potential and to enter future 
business fields even after installation.”

Both presses are equipped with a raft of  
automation modules often featured in the high-
end Rapida 106, these include: DriveTronic feeder 
with sidelay-free infeed system SIS, automatic 
plate changing, automatic inking unit uncoupling 
and DriveTronic SPC direct drives at the plate 

Happy faces after signing the contract: (sitting l-r) Marc von Hove, 
CEO and executive member of  the board of  directors Atar Roto 
Presse; Peter J. Rickenmann, CEO Print Assist AG; (standing l-r) 
Patrick Punzenberger, sale of  capital goods Print Assist AG; and 
Sabine Mounir, technical director at Atar Roto Presse.

cylinders for simultaneous plate changing. In 
addition, the press lines will feature CleanTronic 
Synchro parallel washing systems, ErgoTronic 
console, AirTronic delivery as well as non-stop 
rollers in the delivery for continuous production. 
When it comes to measurement and control, the 
presses will be equipped with ErgoTronic ICR 
(Integrated Camera Register) an automatic register 
measuring system for quality assurance, ErgoTronic 
Color Control automatic colour measuring system, 
QualiTronic Color Control inline colour and 
control system, QualiTronic LiveView for inline 
live image inspection of  every sheet and the high-
quality QualiTronic Instrument Flight grey balance 
control system from System Brunner. 

The high-tech sheetfed presses are equipped 
for the use of  HR UV inks. A HR-UV dryer is 
installed before each perfecting unit to guarantee 
maximum print quality and production reliability 
for all substrates and products at any speed even 
in perfecting mode. The five-colour perfector with 
coater can print either with HR UV or conventional 
UV inks. 
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Xaar 1002 GS6 printhead 
launched

Xaar, an inkjet technology specialist, has 
announced the launch of  the new Xaar 1002 
GS6 for UV applications. This next generation 
printhead redefi nes the standard in single-pass 
printing, delivering exceptional print quality and 
productivity to manufacturers worldwide. The 
Xaar 1002 GS6 has been developed and optimised 
for a wide range of  UV applications; these include 
labels, laminates, direct-to-shape, packaging 
and other types of  product decoration, where 
product quality and industrial levels of  reliability 
are paramount.

Xaar 1002 GS6 incorporates multiple new 
technology features, drawing on Xaar’s many 
years’ experience in a number of  industry sectors, 
giving improved drop volume uniformity and 
drop placement accuracy for an even higher 
quality printed image. Featuring 1000 optimised 
geometry nozzles, the Xaar 1002 GS6 can jet and 
place drops with the highest precision on the 
market. As a result, the new printhead produces 
high resolution text and images with smooth 
tones demanded by manufacturers globally.

A key feature of  the All New Xaar 1002 
is its ability to print heavily pigmented high 
opacity white inks and high viscosity varnishes 
extremely reliably, enabled by Xaar’s patented 
ink recirculation technology, TF Technology™. 
Therefore it is the ideal printhead for a wide range 
of  UV applications including labels and printing 
onto clear packaging for bottles, where opaque 
backup whites and high build spot varnishes are 
essential.

The Xaar 1002 printhead.

KBA Group sales fall 
by 15%

Given subdued demand for offset and security 
presses, KBA sales and order intake in 2013 were 
lower than the previous year which benefi tted 
from the drupa trade show. Positive earnings 
in the operating business were strained by one-
off  impairments and high provisions for special 
expenses. 

At €1,012.2m, the Group order intake in 2013 
failed to top the previous year by 9.3% and 
Group sales of  €1,099.7m were 15% lower than 
the prior-year fi gure (2012: €1,293.9m). Whereas 
sales in the sheetfed offset division sank by 11.1% 
to €571.9m, revenue in the web and special press 
segment was down by 18.9% to €527.8m. Demand 
in KBA’s traditional business with newspaper and 
commercial web presses which has been reduced 
to a great extent in recent years has left its mark. 
The above-average business volume in the special 
market for banknote printing systems in previous 
years is now returning to a normal level. Order 
intake in the sheetfed segment of  €608m was 8.9% 
below 2012 and compared to the previous year 
new orders of  web and special presses declined 
by 9.9% to €404.2m. Group order backlog to 31 
December reached €560.5m (2012: €648m). 

Despite a decline in Group sales of  nearly 
€200m and associated lower contribution margins, 
KBA posted an operating profi t before special 
items of  €24.5m (2012: €40.8m). The savings in 
personnel costs as a result of  the amendments 
to wage agreements in place at the main plants in 
Würzburg and Radebeul were offset by a smaller 
earnings contribution of  special presses and poor 
capacity utilisation levels at the web press plants.

Domestic sales rose year-on-year by €44.9m to 
€197m, correspondingly reducing the export ratio 
to 82.1% (previous year: 88.2%). Given the weak 
economy in important markets, the proportion 
of  Group sales in Europe outside Germany only 
stood at 30.1%. The regional total for North 
America jumped from 10.4% to 12.8% and growth 
region Asia/Pacifi c contributed 27.4% to Group 
sales. China remained KBA’s largest single market. 
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RAVINDRA KUMAR AT INS PLATINUM JUBILEE 

Newspaper industry faces 
existential crises

Beyond the rituals of  a landmark celebration, there are important facets of  our life as a 
society of  newspapers that must be acknowledged. We are 75. By virtue of  our age, and 
our experience, we must be presumed to possess a mature appreciation of  the needs of  the 

newspaper industry. We have faced several crises in the years gone by. We have dealt with these with 
equanimity and occasionally, even with a degree of  skill.

But it must be noted that this jubilee is being celebrated even 
as the newspaper industry faces an existential crisis, one whose 
contours haven't quite been appreciated by various stakeholders 

— including government and newspaper employees. A recent 
judgment of  the Supreme Court, upholding the validity of  an 
Act that ought to have been circumscribed or even repealed by 
the legislature for its lack of  relevance to 21st Century India, 
threatens to drive many of  us to closure and it may do so after it 
has taken a severe toll on the industrial peace we have so carefully 
nurtured. Our forbearers crafted beneficial legislation that took 
into account the newspaper's capacity to pay. In other words, it 
was aimed at being a sustainable model of  wage determination. 
Now, in the hands of  authority, it has empowered a prescription 
that is far divorced from even the newspaper's capacity to earn.

It ill behoves me as head of  a premier industry body to wonder 
on its 75th birthday if  it will survive until its 100th. Such dire 
thoughts might even be considered inauspicious. But the crisis that looms and the storm clouds that 
have gathered, are direly ominous and therefore these fears must be voiced. Someone wise once 
said books and minds work only when they are open; both literally and metaphorically this is valid 
for newspapers as well.

There are other challenges, too. The health of  newspapers is undermined by the presence of  
other media. It is undermined by occasionally intrusive policies of  the government that impact our 
sustainability. It is undermined by rising costs, especially by the fall in the value of  the rupee that 
directly impacts our cost of  production, since a large quantity of  newsprint that we consume is still 
imported. It is undermined by advertisement policies of  central and state governments that elevate 
to a fine art the subvention by newspapers of  the state's messages to citizens.

Equally, it must be admitted that the health of  newspapers is also undermined by the actions 
of  some of  us, especially by a phenomenon such as paid news that strikes at the very roots of  an 
independent press. Unhealthy competition, predicated on the desire to consolidate media power, 
assails the democratic commandment to present a plurality of  views.

These challenges too must be addressed. The point I wish to emphasise though is that the Society, 
as a responsible body of  newspapers and periodicals, is quite capable of  dealing with challenges, 
provided it is allowed to do so. The fact that we are 75 underlines our maturity; it ought not to give 
rise to the belief  that we either need assisted living or judicially-directed euthanasia.   

Ravindra Kumar addressing the gathering.
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We note with some alarm and considerable 

dismay that the solution of  those in authority is 
to legislate or to impose regulations on us, when 
we are quite capable of  determining solutions 
and imposing these on ourselves. Amendments 
to the Press and Registration of  Books legislation, 
especially moves to link content to licensing, 
are a case in point. The continuance of  the 
anachronism of  wage boards, withdrawn from 
every other industry, is another. Artifi cial and 
arbitrary fi xation of  government advertisement 
rates, is yet another.Newspapers disseminate 
knowledge. They empower citizens. They play a 
critical role in nation-building. They nurture the 
intellect, and offer a cerebral counterpoint to the 
occasionally mindless shenanigans of  other media. 
A democracy thus owes it to itself  to ensure that 
its newspapers are empowered to be free, to be 
fearless.

A jubilee is a milestone and our commemorative 
book to mark this milestone, quotes the fi rst prime 
minister of  India, Jawaharlal Nehru, extolling the 
virtues of  a free press in these ringing words: 

''To my mind, the freedom of  the press is not 
just a slogan from the larger point of  view, but it is 
an essential attribute of  the democratic process. I 
have no doubt that even if  the government dislikes 
the liberties taken by the press and considers 
them dangerous, it is wrong to interfere with the 
freedom of  the press. By imposing restrictions, 
you do not change anything; you merely suppress 
the public manifestation of  certain things, thereby 
causing the idea and thought underlying them to 

spread further. Therefore, I would rather have a 
completely free press with all the dangers involved 
in the wrong use of  that freedom, than a suppressed 
or regulated press.''

These are the words of  a liberal; they are words 
that deserve to be cast on tablets and placed in 
every newspaper offi ce and in various nodal 
ministries of  the press. But it is the slow poisoning 
of  the well of  liberalism that has compromised the 
completely free press Nehru had envisioned. On 
this occasion, our platinum jubilee, it is important 
for all of  us — those inside newspapers and those 
responsible for policy — to revisit the basics of  
freedom and liberalism, and to craft a path that 
makes newspapers both relevant and viable. 

In presenting the fi rst copy of  this book to the 
nation's fi rst citizen, it is this Society's earnest 
wish and prayer that winds of  change will fan the 
fi res of  freedom, and cleanse us of  the occasional 
intolerance that has dogged the polity. As James 
Madison said more than 200 years ago, "I believe 
there are more instances of  the abridgment of  
the freedom of  the people by gradual and silent 
encroachments of  those in power, than by violent 
and sudden usurpations."

It is these silent encroachments that we must 
cast aside as we chart a course for the future.

(The article is reproduced from The Times of  India. Ravindra 
Kumar is managing director and editor, The Statesman, and is 
president, Indian Newspaper Society. These are excerpts from a speech 
he made on February 27.)

<

Bhopal journalist wins Digital Acti vism award
Shubhranshu Choudhary, independent journalist and author of the controversial Let’s call him 

Vasu, has won the 2014 Digital Acti vism Award from the U.K.-based charity organisati on Index on 
Censorship.

He defeated three other fi nalists, including former American Intelligence contractor Edward 
Snowden, Chinese social network Free Weibo and The Amnesic Incognito Live System (TAILS) 
which helps people encrypt their communicati on, in an online vote.

Mr. Choudhary won the award for his Central Gondwana Net Swara community radio, which he 
started in 2004 in Raipur. It now operates from HackerGram — a snake-infested former mushroom 
farm on the outskirts of Bhopal. <
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Media has kept a critical 
eye on government: PM 

Prime Minister Manmohan Singh and his Information Minister Manish Tewari on Wednesday 
celebrated the growth of  the media but lamented the aberrations that have crept into the 
Fourth Estate. Both were speaking at the valedictory function of  Malayala Manorama’s 125th 

anniversary celebrations here.
“As the media has grown in size and evolved over the years, some aberrations have also crept in,” 

Singh said. “It is for the media itself  to find ways and means of  removing the deficiencies it suffers 
from,” he added. But the Prime Minister maintained that the media had served the country well in 
disseminating information, educating the public and keeping a critical eye on the working of  the 
government.

Earlier, Tewari echoed similar sentiments. “The media landscape has transformed exponentially 
over the past two decades. This transformation has brought its own set of  challenges to the media 
industry. Primary among them being the paradox of  the short fuse — increased information 
dissemination mechanisms and increased intolerance of  the other point of  view.”

Referring to the crisis facing the print industry worldwide in the face of  competition from the new 
media, Tewari said: “India seems to have bucked the trend. According to industry estimates, the 
Indian newspaper market will be the only one to grow at a double-digit compounded annual growth 
rate of  10 per cent and would emerge as the world’s sixth-largest newspaper market by 2017 as per 
industry reports on media and entertainment.”

With 94067 registered publications, including 12511 newspapers and 81556 periodicals in several 
languages being published weekly, fortnightly, and monthly, India was one of  the major publication 
hubs of  the world, Tewari said.

About the regional language print sector, the minister said it was growing on the back of  rising 
literacy and low print media penetration, as well as the heightened interest of  advertisers wanting to 
leverage these markets. Expressing the view that there is a strong need for further consolidation of  
the vernacular segment in a diverse country like India, the Minister pointed out that the print media 

was dominated by the buoyancy of  
the language markets.

Hindi and vernacular publications 
contribute 60 per cent of  the 
revenues and cater to 89 per cent of  
the total readership. “Our traditional 
media would continue to grow if  
they embark upon strong regional 
content, which resonates with the 
aspirations of  people,” he said.

(Courtesy: The Hindu)

Prime Minister Manmohan Singh being presented a memento by Malayala 
Manorama editor-in-chief  Mammen Mathew as Defence Minister A.K. 
Antony looks on during the group’s valedictory function of  its 125th anniversary 
in New Delhi on Wednesday. 
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President of India raises concern over paid news 
The Indian Newspaper Society (INS) kicked off  its Plati num Jubilee celebrati ons with a special 

event organised at the Vigyan Bhawan, New Delhi on February 27, 2014. INS started way back 
on October 11, 1927, when a society bearing the name, The India, Burma & Ceylon Newspapers’ 
London Committ ee, came into being. The name was changed to Indian & Eastern Newspaper 
Society (IENS) on October 4, 1935. This was an organisati on based in London, representi ng and 
acti ng solely under the authority of newspapers, magazines, reviews and other journals published 
in India, Burma (now Myanmar), Ceylon (now Sri Lanka) and other countries of Asia.

Speaking at the Plati num Jubilee ceremony, President of India Pranab Mukherjee said, “The 
Indian Newspaper Society has over the years met the challenges of ti me even as it has represented 
the most infl uenti al of India’s newspapers and periodicals.” Praising the newspaper body, he said, 

“The INS has helped create and nurture insti tuti ons like the Press Trust of India and the Audit 
Bureau of Circulati on. INS members have played a vital role in nurturing a free press. which is a 
criti cal component of our democracy.”

At the same ti me, Mukherjee also said, “It is distressing to note that some publicati ons have 
resorted to ‘paid news’ and other such marketi ng strategies to drive their revenues. There is need 
for self-correcti ng mechanisms to check such aberrati ons.” He further said that the temptati on to 

“dumb down” news should also be resisted. <

Second WAN-IFRA - SND News Design Conference
WAN-IFRA and the Society for News Design (SND) have joined hands again to organise the second 

News Design Conference in South Asia. The event will be held on June 3-4, 2014 at Courtyard 
Marriott  Hotel, Andheri, Mumbai.

The Conference will have focus sessions on Newspaper Design and Redesign; Typography, Photo, 
Informati on Graphics; and Tablet Design. “We now have a catalogue of incredibly sophisti cated 
storytelling deliberately conceived to work across many platf orms," says  conference chairman 
Stephen Komives, executi ve director, SND. “This is hugely inspiring; it represents a sea change 
from the ‘one-platf orm-or-the-other’ approach that has dominated the last two decades. The 
tools now exist to meet every reader, wherever they are, on a high level.” 
"The publishing business in South Asia throws up the unique challenge of growing audiences in 

print and at the same ti me investi ng in digital for the future. This Conference will showcase global 
and regional best news design practi ces and will well serve to address some of the challenges, 
importantly of increasing reader att enti on to our news products. We are happy to be joining hands 
with SND again on this," says Magdoom Mohamed, managing director, WAN-IFRA South Asia. 

The Conference will be preceded by a workshop on 
Newspaper Design, led by well-known news designer 
Lucie Lacava. Parti cipants will get an opportunity to 
analyse their publicati ons and to work on the designs 
with the guidance of the trainer. The workshop will 
provide parti cipants a criti que on typography, visual 
storytelling, use of colour and newspaper and story 
structuring. It will also help to correct practi cal problems 
in the daily workfl ow of the design desk. <Designer Lucie Lacava (left), and conference chairman 

Stephen Komives.
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Violence, harassment against 
journalists in Ukraine

The International Partnership Mission on Safety 
and Protection of  Journalists and Press Freedom 
in Ukraine, meeting in Kiev on 19 and 20 February 
heard testimony and witness accounts from a 
wide variety of  stakeholders and found:

an appalling number of  cases of  violence and 
harassment against journalists, including the 
murder of  Vesti journalist Vyacheslav Veremyi;
- clear evidence that journalists, other media 

workers, and media organisations are being directly 
targeted and attacked because of  their work;
- a culture of  impunity caused by failure to 

investigate and prosecute crimes against journalists, 
media workers, and media organisations;
- that authorities have engaged in blocking, 

censoring and obstructing news organisations 
and news content, particularly during the current 
demonstrations and protests;
- that economic pressure and other indirect 

methods of  inhibiting and discouraging critical 
reporting continue to be employed by Ukraine 
authorities.

The partnership mission, comprising 
international and local media and press freedom 
organisations, reminded the Ukraine Government 
that it was the duty of  the state to protect all 
citizens, including journalists, and to ensure that 
journalists and media organisations can carry 
out their duties without fear of  violence or 
harassment.

The mission:
- demanded that Ukraine authorities fulfi ll 

their obligations and ensure that all attacks on 
journalists, media workers and media organisations 
immediately cease;
- called on the Ukraine government to allow 

an immediate, independent, and transparent 
investigation to bring those responsible for attacks 
to justice;
- urged the Council of  Europe to engage with 

Ukraine authorities to ensure this investigation, 
and to conduct their own investigation;  

     
- called on authorities to enact existing legislation, 

including Article 171 of  the Criminal Code that 
forbids any obstruction of  journalistic activity;
- strongly called for joint efforts to seek 

international justice, including through potential 
submission to the European Court of  Human 
Rights;
- called on Ukraine authorities to recognise 

the fundamental right of  the public to 
receive accurate and diverse information 
and to refrain from blocking, censoring or 
otherwise obstructing independent media, and 
encourage development of  an independent and 
viable media market. 

The International Partnership Mission on the 
safety and protection of  journalists and press 
freedom in Ukraine included representatives of  
the National Union of  Journalists of  Ukraine 
(NUJU), the Independent Media Trade Union 
of  Ukraine (IMTU), the Ukrainian Association 
of  Press Publishers, the Independent Regional 
Press Publishers of  Ukraine, the European and 
International Federations of  Journalists (EFJ/
IFJ), International Media Support (IMS), Open 
Society Foundations, the World Association of  
Newspapers and News Publishers (WAN-IFRA), 
Article19, and Reporters Without Borders.

Women in News 2014 
launched in Zambia

The World Association of  Newspaper and 
News Publishers (WAN-IFRA) launched Women 
in News 2014 in Lusaka, Zambia, on 10th March, 
as part of  a series of  national events that coincide 
with International Women’s Day. This year’s 
programme also marks an industry fi rst: WIN 
South Africa will be conducted in partnership with 
WAN-IFRA member association Print and Digital 
Media South Africa, representing more than 500 
newspaper and magazine titles from the country's 
leading publishers, and the South African National 
Editors’ Forum (SANEF), whose members are 
editors, senior journalists and journalism trainers 
from all areas of  the South African media.  
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Women in News works with newspapers 

and their high-potential female employees to 
overcome the gender gap in management and 
senior editorial positions. More than 60 media 
professionals from 30 media companies from 
Botswana, Malawi, Namibia, South Africa, Zambia 
and Zimbabwe will participate in comprehensive 
skills development, career coaching, mentoring 
and networking in their national markets. The 
group will come together in Johannesburg, South 
Africa in August for the regional WIN Summit. 

WAN-IFRA will also launch the Alliance for 
Women in News, a working committee that 
partners with media houses to collectively help 
widen the opportunities for management and 
executive roles for their women employees 
through education, training and awareness raising. 

The initiative is conducted under a strategic 
partnership to advance media development and 
press freedom worldwide between WAN-IFRA 
and the Swedish International Development 
Cooperation Agency (SIDA).

Honour for French news 
media association

The French association ARPEJ (Association 
Régionale Presse, Enseignement, Jeunesse) became 
a WAN-IFRA Centre of  Youth Engagement 
Excellence during an induction ceremony in 
Paris. The innovative and strong programme, 
formed by the French national and regional 
publishers associations (SPQR and SPQN), has 
been introducing young people to news since 
1977 and continues to create new ideas for youth 
engagement

The Center of  Youth Engagement Excellence 
designation honours newspaper associations that 
have a deep, long-term commitment and devote 
resources to news literacy and youth engagement, 
and the French association as been at the forefront 
of  this work. “One of  our core values is assuring 
that new generations understand how news 
works and appreciate the importance of  press 
freedom,” said Vincent Peyrègne, CEO of  WAN-
IFRA. “The French association has consistently 
done important work in this area for more than 

a generation and continues to innovate with a 
strong commitment to the future, and we are very 
pleased to grant them this designation.”

ARPEJ – whose members and directors are 
journalists -- has maintained an emphasis on 
using newspapers in class, news literacy and 
journalistic practice among youth, as well as an 
appreciation of  French history in news context. It 
coordinates the exchange of  expertise among its 
members who have done such long-term actions 
as Journalist for a Day (l’Alsace and Le Progres de 
Lyon) and the Press Classes at Ouest-France and 
Le Télegramme de Bresat. 

Since 1989, it has been a leading force in 
partnership with the national education ministry’s  
media education organization, CLEMI, in annual 
national Press Week actions. Most recently, it 
has created a national project that encourages 
14- to-18-year-olds to take a journalistic approach 
exploring the realities of  World War I among men 
and women who were about their age at that time. 
More than 400 classes across the country have 
joined that program. The induction took place 
during a ceremony held in Paris on 12 March. 

Russmedia strategy for 
newspapers in digital era

With headquarters in the Vorarlberg region of  
Austria, it would be easy to regard Russmedia as 
a typical regional newspaper company. But with 
10 daily newspapers, 80 weekly papers, and more 
than 100 portals that reach nearly 20 million 
unique users every month, it is so much more. The 
company’s two-part strategy – locally oriented in 
Austria, Hungary and Romania, and more widely 
international thanks to digital – is something that 
many newspaper companies can identify with, and 
will be featured at the World Newspaper Congress, 
to be held in Torino, Italy, from 9 to 11 June next.

What sets Russmedia apart is its visionary 
leader, Eugen Russ, who believes in creating 
companies that meet new needs, even if  they 
might compete with his established ones.  

“Very early we built up new digital ventures – also 
in the region – and we did not try to protect the 
newspaper,” he recently told WAN-IFRA’s World 
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News Publishing Focus. “On the contrary, the 
people on the regional portals tried to kill the 
newspaper. We encouraged them to do that. We 
also encouraged people at the newspaper to stay 
alive and to react against the online competitor, to 
build new assets and to be self-confident.”

Russmedia has separate teams for everything. 
There’s almost no editorial sharing and no 
cooperation among brands. The same goes for 
advertising, with the exception of  a handful of  
key national accounts.
“All the rest is done in heavy competition, and 

we strongly believe in that,” he says. Russ will 
speak at the Congress in a session entitled The 
Game Changers. 

Record entries for European 
Digital Media Awards

The European Digital Media Awards, which 
recognise ground breaking digital products that 
engage readers and increase online business, drew 
105 entries from 48 European publishing houses 
in 21 countries. The awards will be presented and 
showcased at Digital Media Europe, the leading 
digital event for European publishers and editors 
for more than 20 years, to be held in London from 
7 to 9 April next.

Norway and the United Kingdom are well 
represented in the competition, reflecting 
advanced digital initiatives in those countries. 
Reader engagement and online video appears to be 
on everyone’s mind: there were 20 entries in each 
of  those categories, followed by news website (17), 
and data visualization projects (16). In addition 
to the award-winners, the conference will feature 
nearly 30 presenters from news media, start-ups 
and leading digital companies from 13 countries, 
along with break-out sessions, workshops and 
off-site visits. 

Mobile platforms, focus at 
World Congress

Paid content and all access strategies have proven 
that readers will pay for digital access, but what 
do they get for their money? Publishers are going 

to need more sophisticated strategies to maintain 
digital growth. That’s the idea behind a featured 
session on mobile and emerging platforms at the 
World Newspaper Congress, which will feature 
strategies and ideas from three continents to help 
publishers accelerate the development of  their 
digital offerings.

Speakers in the session, entitled ‘Speed up 
your mobile and emerging platform strategy’, 
include John Paton, CEO of  Digital First Media 
in the United States, Jean-Baptise Morin, CEO 
of  Lagardère’s LS Distribution in France, Yoichi 
Nishimura, board director of  Digital Business 
and International Affairs of  The Asahi Shimbun in 
Japan, and Tore Stangebye, CEO of  Berner Media 
Holding in Norway.

More than 1,200 publishers, chief  editors, CEOs, 
managing directors and other senior newspaper 
and news publishing executives are expected to 
attend the Congress, World Editors Forum and 
World Advertising Forum, the global summit 
meetings of  the world’s press to be held 9 to 11 
June in Torino, Italy.

How newspapers have 
changed since 1999

Fifteen years is a lifetime in the newspaper 
industry, and a unique document prepared by 
the Innovations Media Consulting Group for 
the World Association of  Newspapers and News 
Publishers (WAN-IFRA) is testimony to the 
breadth of  transformation that has occurred in 
that time. A collector’s set of  the Innovations in 
Newspapers World Report, presented since 1999 
at the annual World Newspaper Congress and 
World Editors Forum, has just been published 
in advance of  this year’s Congress, to be held in 
Torino, Italy from 9 to 11 June next.

Since the report was first published, the 
newspaper industry has undergone a radical 
transformation, with digital, social media, citizen 
journalism and interactive content now at the 
forefront. But the reports have been prescient: 
much that occurred in 1999 is familiar today.
"It's like having a time capsule about the industry," 

said Larry Kilman, deputy CEO of  WAN-IFRA. 
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"The books not only reflect how quickly news 
media have changed, but also how much stays the 
same -- the details and approaches change, but the 
basic challenges remain fairly constant."

The 16th version of  the Innovations in 
Newspapers World Report will be presented 
at this year’s Congress and Editors Forum, led 
by Juan Señor, a partner with Innovation Media 
Consulting Group, Monica Rey, a senior consultant 
with Innovation, and John Wilpers, a director and 
consultant with the group.
"The newspaper industry is leading the digital 

transition with more and better multimedia 
integrated newsrooms, journalists and managers 
than ever,” said Juan Antonio Giner, founder 
and president of  Innovation and editor of  the 
reports. 

Mid-Day hits newsstands in 
new avatar

Jagran Group’s Mid-Day has hit newsstands 
in a new avatar. The new look and positioning 
– Mid-Day - Made in Mumbai – was unveiled at 
an event hosted in Mumbai on February 26. The 
event, hosted by Shailesh Gupta, director, Jagran 
Group, and Vikas Joshi, MD & CEO, Mid-Day, 
was attended by well-known names from the ad 
fraternity such as Lara Balsara and Sandeep Goyal, 
besides Bollywood stars Amitabh Bachchan, 
Aamir Khan, Shah Rukh Khan and many others.

The new-look Mid-Day sports a revamped 
masthead and new logo. Additionally, a significant 
re-engineering of  the content strategy has been 
put in place to augment the publication’s raison 
d’etre – the core focus on Mumbai City, sports 
and entertainment. The paper will be accordingly 
divided into four broad sections other than the 
front page – Hitlist, Guide, Sports and Classified. 
All stories will have a short introduction and bullet 
points that highlight key elements of  the story. 
Each page will have one lead story and several 
short stories in a column called the Browser that 
carries 4-5 short briefs on other stories. Factoids or 
quotes on the top of  every page will add to reader 
interest and the density of  news will be increased. 
An all new addition will be the Sunshine Page that 

focuses on positive stories of  human goodness 
and fights against adversity.

Many cosmetic changes have also been included 
to enhance the navigability and readability of  
the paper. The visual look of  the paper has been 
significantly improved and many stories are now 
pictorial. More graphics have been added for 
better storytelling, and the four different sections 
have been given covers – creating different 
environments within the paper. The paper is now 
stapled as against different sections being bundled 
in earlier randomly. Each of  the section covers 
have been designed to give an almost magazine 
like experience with a lead story and the inside 
story index on the cover page.

Harper's Bazaar Bride in India
Hearst Magazines International and India 

Today Group have jointly launched Harper’s 
Bazaar Bride in India, expanding the magazine 
brand’s presence in the country and marking 
its foray into the luxury wedding market. 
Launching with the March 2014 issue, Harper’s 
Bazaar Bride will publish 10 issues per year, 
targeting not only the bride and groom, but the 
entire bridal brigade and all high-life enthusiasts.

Harper’s Bazaar Bride will be an eclectic mix of  
modernity and tradition, the complete package 
for the contemporary couple looking to turn their 
wedding day dream to reality. The brand also 
addresses a groom’s needs, with special features on 
men’s wear, lifestyle updates and tips on grooming. 
Apart from weddings and bridal wear, the 
magazine will feature latest trends in destination 
events, honeymoon hotspots, spectacular soirees, 
and more.

Fashion magazine Harper’s Bazaar was launched 
in India in February 2009, when the India Today 
Group partnered with Hearst Magazines. US-
based Hearst Magazines International is a unit 
of  Hearst Corporation and encompasses 290 
magazines and 147 websites in 34 languages and 
81 countries. Major titles include Cosmopolitan, Elle, 
Esquire, Good Housekeeping, Harper’s Bazaar, Popular 
Mechanics, and Seventeen.
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April

June

SeptemberMay

2014

April 2, organised by Independent 
Print Industries Association, in 
the UK: The Evolution of  
Innovation Conference. More 
details at http://www.ipia.org.uk/ 

April 3-4, organised by WAN-
IFRA, in Mumbai: Excellence in 
Newspaper Production. More 
details from selvaprabu.s@wan-
ifra.org

April 7-9, organised by WAN-
IFRA, in London: Digital Media 
Europe. More details from virginia.
melero@wan-ifra.org

April 7-10, co-organised by 
IPAMA, in Sharjah, UAE: Print 
Pack Arabia 2014. More details 
from info@expo-centre.ae

April 23-25, organised by 
WAN-IFRA, in Hong Kong: 
Publish Asia 2014. Includes CEO 
Conference, Advertising Summit 
Asia, Newsroom Summit Asia, 
Learning Workshops, Publish Asia 
Expo, and Networking Events. 
More details from gilles.demptos@
wan-ifra.org

April 27-30, organised by the 
Flexographic Technical Association, 
in Baltimore, USA: FTA’s 2014 
Annual Forum – Breaking New 
Ground. More details at http://
www.flexography.org/

April 28-29, organised by 
the Flexographic Technical 
Association, in Baltimore, USA: 
InfloFlex 2014 – A Gold Mine 
of  Solutions, focused on the 
printing, packaging and converting 
industry. More details at http://
www.flexography.org/

April 29 - May 1, organised by 
Sign & Digital UK, in Birmingham: 
Sign & Digital UK. More details 
from signanddigitaluk@fav-house.
com

May 12-16, organised by WAN-
IFRA, in Stockholm, Oslo, Berlin: 
Study Tour – Fitter Newsrooms. 
More details from nick.tjaardstra@
wan-ifra.org

June 3-4, organised by WAN-
IFRA, in Mumbai: The 2nd edition 
of  "News Design Conference" 
in South Asia for Print & Online. 
More details from v.antony@wan-
ifra.org

June 9-11, organised by WAN-
IFRA, in Torino, Italy: 66th World 
Newspaper Congress – 21st 
World Editors Forum – 24th 
World Advertising Forum. More 
details from elena.perotti@wan-
ifra.org

June 12, organised by Whitmar 
Publications, aboard the River 
Thames in the UK: The Print, 
Design, Marketing Awards 2014. 
More details from Chloe.w@
whitmar.co.uk

June 23-27, organised by WAN-
IFRA, in Hamburg, Copenhagen, 
Düsseldorf: Study Tour – Paid 
Content 2.0. More details from 
nick.tjaardstra@wan-ifra.org

September 15-19, organised by 
WAN-IFRA, in New York: Study 
Tour – WEF – Web Vide and 
Integrated Storytelling. More 
details from nick.tjaardstra@wan-
ifra.org

September 17-18, organised by 
WAN-IFRA, in New Delhi: WAN-
IFRA India 2014 Conference. 
More details from v.antony@wan-
ifra.org
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Yes, digital publishing is here to stay

Tablets might still be a niche market in India, but they are a rapidly growing and promising 
new media channel for newspaper publishers. Digital publishing to tablets is another step 
in the ongoing evolution of the media industry. This change forces publishers to define 
an effective multi-channel publishing strategy, enabling them to effortlessly address any 
channel and to monetise new channels such as tablets successfully. A special report by 
Stefan Horst
                                               
                    >>> more

Dinamalar surges forward on the new media front

A 60-year-old newspaper has adapted and moved with the times, and moved quickly.  Its 
Web site attracts more than two million unique visitors and more than 190 million page 
views a month; its iPhone, iPod and iPad applications have recorded a substantial number 
of downloads and page views, with various apps being made available on the Android 
platform as well. All run and managed by a small team that is highly focused on delivering 
value to users as well as clients, and it has paid off well. Sashi Nair reports on the Dinamalar 
new media success story
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T H E ' O L D L ADY '  O F MY L APO RE
STANDING TALL: Surviving the relentless waves unleashed by the Internet and new media is not easy as some of the top names 
in the newspaper publishing business worldwide have found out.  So, here is a vernacular magazine that has withstood the 
challenges and kept itself afloat, its head held high.  According to the publisher, the magazine has never had space for the 
sensuous or sensational, never catered to the "baser elements". That, perhaps, has been its main recipe for success. 
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