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DELIVERING VALUE, CREATING LASTING BONDS
For nearly nine decades now, Ananda Vikatan has charmed and engaged with readers, serving knowledge and information 
with the ‘trademark Vikatan wit’. It’s been a long journey from the time in the 1920s when S.S. Vasan bought a humour 
magazine that was not dong well. And it’s been quite an incredible journey. Over the years, the Vikatan Group has grown, 
continuing to captivate readers with offerings such as Junior Vikatan, Aval Vikatan, Chutti Vikatan and a host of titles (seen 
here and on inside pages).

Digital offers a great 
opportunity:   
Vikatan Group MD

RBP-Kapoor Imaging 
tie-up off to a solid 
start

Creating digital value 
enhances revenue, 
reach: Ninestars founder
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FROM THE EDITOR

Sashi Nair 
editorpiirind@gmail.com

It’s all about a closer engagement 
with the reader

Ananda Vikatan, Junior Vikatan and Aval Vikatan are household names in Tamil Nadu. Chances are you will 
find a copy of  one of  these magazines or all three of  them or perhaps even some of  the others in the Vikatan 
Group bouquet when you visit any Tamil-speaking home. How has Ananda Vikatan endeared itself  to readers 
for close to nine decades? I found myself  asking this question many times while drafting the questionnaire for 
B. Srinivasan, the Vikatan Group MD, grandson of  the legendary S.S. Vasan who started Vikatan. A few days 
ahead of  the deadline for the issue, I received an email from Pravin Menon, national head, Ad Sales, Vikatan 
Media Services (who facilitated the interview), carrying an attachment that had Srinivasan’s answers. 

What comes out clearly in the Q&A is Srinivasan’s thorough understanding of  the readership today. While 
talking about the past and the present, he also enunciates his vision of  the future. The Vikatan Group’s 
philosophy is fairly simple: the customer is King and if  you deliver value and happiness to him/ her, he/ she 
will pay. It is this philosophy that spawned titles such as Chutti, Naanayam, Motor, Pasumai and others in the 12-
magazine bouquet. Srinivasan says television and the Internet boom has only helped the Group adapt better 
and get Brand Vikatan more easily on to a worldwide stage. Vikatan.com receives close to a million page 
views a day. The Group has extended its digital reach with apps for iOS and Android and amassed more than 
a million likes/followers/subscribers on Facebook, Twitter and YouTube. 

As the Vikatan Group enters its 88th year, many readers will fondly remember the great contribution made 
by Srinivasan’s father, S. Balasubramanian, who was editor, managing director and publisher of  Ananda 
Vikatan for nearly 50 years till 2006 (he is now the chairman), and who founded  Junior Vikatan. Truly, it’s 
been quite a magical journey for a publication house.

      *********
The digital world is opening up a world of  opportunities for content-centric businesses. If  digitised 

newspaper archives help preserve their legacy, they also provide instant access to a mind-boggling range of  
published articles. Media and publishing firms cannot really hope to be successful without embracing the 
digital wave. Chennai-based Ninestars Information Technologies has since 1999 been offering digitisation 
services, to help digitise newspapers, magazines, books, manuscripts, photographs and documents. The 
company’s founder-chairman, Gopal Krishnan, explains digitisation as “the foundational step toward better 
audience engagement and revenue for our customers.” The value of  going digital cannot perhaps be better 
stated. 

      *********
In the previous issue, we had featured the RBP Chemical Technology tie-up with Kapoor Imaging and 

described how the agreement would help Indian commercial and newspaper sheet-fed printers gain access 
to a line of  top-quality pressroom chemistry supply options from a reliable Indian supplier. A couple of  
weeks ago, in Sunil Kapoor’s (MD, Kapoor Imaging) office, I met the warm and effervescent Rob Coleman, 
managing director – RBP Asia. A few things he said struck me as significant. One, India has a bustling 
economy; it needs further development on the infrastructure front if  more and more people are to look 
at the country as an outsouring hub. Two, quality standards also extend to human values such as honesty, 
integrity, reputation and hard work. And three, a business partnership is based on trust and being able to 
share your pains and fall on the same side. Well said, Rob. 

      *********
As RIND Survey enters its 35th year of  publication, a big ‘thank you’ to all the advertisers who have 

steadfastly stood by us over the years and, of  course, to our readers. Here’s wishing all of  you a Very Happy, 
Healthy and Prosperous New Year.
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‘Our job is to spread 
happiness and cheer’

The Vikatan Group will celebrate 88 years in the New Year. Over several decades, it has 
served readers well, engaged with them in different ways and carved a special position for 
itself in the publishing world. All through, the philosophy that has kept the Group close to 
readers and driven its growth was simply: Customer is King and if you deliver value, he or 
she will pay. It’s a philosophy that will continue to propel the Group’s growth in the decades 
ahead. Whether print or online, understanding the medium well and getting your message 
across clearly is the key. Vikatan Group managing director B. Srinivasan knows this only too 
well. He responded to Sashi Nair’s questions by email. Today, as his team engages with 
readers digitally, Srinivasan says that if used and integrated with print right, digital offers a 
tremendous opportunity for Indian publishers

The Vikatan Group is 85 years old if  we consider 1928 as its beginning when S.S. Vasan took 
charge of  a humour magazine and built it into a successful weekly. How has the journey been 
over the years especially in the past two decades after the advent of  the Internet boom?

Come January 2014 and Vikatan is 88 years young… ‘Think nothing 
but happiness and joy for all (customers)’, a loose translation of  the 
motto that has been driving the Vikatan Group for these past nine 
decades, continues to be relevant in all spheres of  activity that we do 
today. That customer is King and all we do is with their happiness in 
mind is relevant today and, say, for the next 88 years?

In the past two decades, we have been consolidating even as we 
grow. Consolidating our position as market leader in every sphere 
we have got into, and growing strong on the grouting of  that very 
position. Even as we hear ever-louder voices about the irrelevance 
of  the printed word, we have expanded our magazine portfolio from 
two to 12 magazines. 

More than a decade ago, television was supposed to have ‘wiped us 
off ’, but we are editorially and distribution-wise stronger and deeper 
than ever before; Our engagement with the audience has become 
more frequent and rich through various activations like Aval Vikatan 
Jolly Day and Chutti Vikatan Color Galatta. 

Less than a decade ago, with the onset of  the Web and free content, traditional media was yet 
again ‘written off ’. With the launch and growth of  vikatan.com in 1997 and even as we supposedly 
committed hara-kiri in 2005 by going pay, Vikatan has struck frightfully close to its simple philosophy 
that customer is king… deliver value to them and they will pay – showing the world that going pay on 
the Internet is not taboo – rather, the only way out.

Yet again, social media and YouTube are supposed to spell the death knell for the traditional media 
company. But with more than one million likes and over 100000 daily ‘people talking about’ us across 
social clusters, Vikatan has yet again shown that if  you understand the medium well enough, you can 
get the message across quite clearly.         

B.Srinivasan, MD, Vikatan Group.
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TV and the Internet boom has only helped us 

adapt better, in getting Brand Vikatan to all parts of  
the globe and at the same time reaching out to ever 
new customers to satisfy and keep them ‘happy’. 
Whether in the outskirts of  Madurai or in downtown 
Manhattan, Vikatan’s job is to spread happiness. 
Tell me, how many brands and companies can make 
good business out of  spreading cheer? We can.

What has led to the unprecedented success of  
Ananda Vikatan over the years – how has it 
managed to attract readers? Is it partly due to 
the fact that every issue has something for each 
member of  the family – be it politics, literature, 
cinema and human interest features? Or is 
it humour or what you may call “trademark 
wit”?

‘Unprecedented’ may be an overstatement but I 
think it is the magazine offering relevant information 

for each member of  the family served with the 
‘trademark Vikatan wit’ that keeps us relevant.  

Let me clarify that Wit does not just mean just joking 
around – Wit has a purpose. To reach knowledge and 
information to an intended audience in a fashion that 
it gets instantly understood. When there is purpose, 
we find means of  delivering it in the appropriate 
form, via multiple media offerings. 

There has been a series of  writers who have 
contributed to Ananda Vikatan, become 
household names and then stars in their own 
right – Kalki Krishnamurthy, for example. The 
magazine continues to provide a platform 
for upcoming writers. Do you think this has 
also contributed to the magazine’s continuing 
success? 

Vikatan thrives on Talent. Period. Be it within or 
from outside. It is in our core to identify, present and 
nurture talent wherever, whenever and however we 
find it. In the world of  crowd-sourcing, our job is 
that much more dynamic and exciting. This is what 
we always believed in – that no one can stop you from 
climbing centre-stage if  you are talented enough. 

Today, the Vikatan Group has a bouquet of  
offerings – it’s not only Ananda Vikatan and 
Junior Vikatan; there’s Chutti Vikatan, Aval 
Vikatan, Motor Vikatan, Doctor Vikatan, 
Sakthi Vikatan, Pasumai Vikatan and others. 
Has it been easy to attract readership to these 
different magazines and how is each one 
faring?

Nothing comes the easy way. With the strength 
of  our flagship magazines Ananda Vikatan, Junior 
Vikatan and Aval Vikatan, we experimented offering 
various genres as sections in these mainline magazines. 
Every time we had a sustained, overwhelming reader 
response to a niche, we started our research in that 
niche. When the research vindicated our gut feeling 
about the niche, we launched the next one. 

In cases like Naanayam, Motor and Pasumai, (niches: 
personal finance, auto and organic cultivation) we 
created a niche when none were available in the 
retail market (we still don’t have retail competition 
in these three categories), popularised them through 
our mainstream magazines, did relevant research, 
and then spun off  from the flagship magazines. At 
the product launch, the market was already waiting 

The cover page of  a recent Ananda Vikatan 3D issue.
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to receive the product. Subsequently, each magazine 
has its own distinct readership profile and enjoys a 
loyal following in their respective genres.

How many hits a day on average does vikatan.
com register? What would you say has contributed 
to the site being one of  the most visited Indian 
websites and how has it grown since you went 
online in 1997?

On an average we get close to a million page views 
a day. Vikatan.com gains its popularity from being 
the digital face of  the Vikatan Group of  magazines. 
Since we went online we had been giving our entire 
content for free till 2004. When we introduced the 
pay-wall in 2005, of  course our page views initially 
plummeted, leading to loss of  advertising revenue. 
But this was more than made up for by the start of  a 
robust subscription base, which I can proudly say has 

transformed our perception of  the digital world – 
when you provide services of  value, the customer 
is willing to pay. However, successive strategies 
ensured our quick recovery from the initial loss of  
page views and in these past five years, we have 
been growing at a clip.

Current growth can be attributed to the launch of  
exclusive digital sub-brands such as Cinema Vikatan 
and News Vikatan which also gets significant page 
views. In the past two years we extended our 
digital reach with apps for iOS, Android and have 
amassed over a million likes/followers/subscribers 
over Facebook, Twitter and Youube (we don’t ‘buy’ 
likes... purely organic growth). 

Why was the pay-wall introduced in 2005? How 
does it work and how have visitors to the site 
reacted to it?

I mentioned earlier that we believed that customers 
would be willing pay for good content if  served it 
in any form, be it print or online. Ours is a hard 

Eye-catching cover pages of  Vikatan Group's niche offerings— Doctor 
Vikatan  and Sakthi Vikatan (above).
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pay-wall where we give out magazine content as 
subscription. We also provide quality news, analysis 
and special articles for readers outside the pay-wall.  
Since introduction, we have more than 100,000 
subscribers and the numbers are growing year on 
year.

Recent issues of  Ananda Vikatan have come 
out in the 3D format. What was the objective 
behind the exercise and how is it being 
sustained over a series of  issues?

Every year post Diwali, till Christmas/New 
Year, there is a sort of  lull in the market. We 
wished to drag on the long tail of  festivities from 
Diwali till Christmas. We came up 3D to help add 
a new dimension to our reader. The current 3D 
issue festival consisted of  five issues of  highly 
entertaining visual content presented in 3D form. 
We received tremendous response both from our 
readers as well as clients who had partnered with us. 
As this turned out be a success, we are planning to 

continue Vikatan’s 3D excitement as an annual post 
Diwali ‘festival’.

 
Has engaging with readers or visitors online 
and with those using mobile phone apps created 
new challenges for the Indian publisher/ editor, 
even considering that the printed newspaper or 
magazine continues to do well?

Digital engagement for us is not a challenge but an 
opportunity. A reader has only so much time for his 
media consumption, of  which a printed product has 
to compete with all other media: TV, radio, digital, 
social. As we engage with readers digitally, it has given 
us more knowledge about his/her usage in that realm. 
If  used and integrated with print right, I think digital 
is a tremendous opportunity for Indian publishers.

      
In today’s world of  breaking news, news-on-
the-go, where the advertiser calls the shots, does 
good content still rule as king?   

This sparkling Motor Vikatan cover is proof, if  any were needed, of  how 
the Vikatan Group has adapted well to changing times.

Auother niche area — cultivation  — is covered by Pasumai Vikatan.
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Breaking news, news-on-the-go, or long-form or 

YouTube, wherever, good content is still and will 
always be King. Advertisers have to keep looking 
for good content, with who they can partner and 
explore how to take their brands to the readers of  
good content.

You say you are in the business of  “rewarding 
attention”. Can you elaborate?

Money lost can be earned. Time lost cannot. That 
is why we are in the business of  rewarding attention. 
And that is why our business is so tricky. Unless 
you keep the customers faith that his/ her time has 
been well spent, it is impossible for a media brand 
to expect customers to keep coming back. If  you 
do not reward his attention, you will be ‘unliked’, 
‘unsubscribed’, switched off  or replaced. 

We at the Vikatan Group believe that once his 
attention is rewarded with suitable content, then the 
customer is retained (for the present). That is, the 
customer who rewards us with advertisers, who in 
turn need these attentive and reacting customers 
of  ours. Once the customer reacts favorably to 

the advertiser, the virtuous cycle of  ‘rewarding 
attention’ is complete. But there is no end to this 
cycle and we have to keep working on fine-tuning 
this cycle all the time.

What for you, or the Vikatan Group, would 
constitute high standards of  journalism?

Basically, journalism should present unbiased 
facts and views which should make sense to the 
reader, to help him/her understand a situation 
from an unbiased perspective in fullness, to help in 
making the right decision.

And how do you inculcate such high 
standards to your team of  editors, reporters 
and marketing staff ?

It is imbibed in the Vikatan Culture. Right from 
our (cub) student journalist to our editor/publisher, 
we always strive for excellence - whether it is a 
small box snippet or a long-form article. We set 
high benchmarks editorially and also in marketing, 
and constantly review ourselves while comparing 
where we are now and where we should be. <
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NINESTARS INFORMATION TECHNOLOGIES

Creating digital value, 
enabling instant access

Ninestars provides high-end digitisation, strengthened by IP-based tools and workflows, 80 
per cent automation and cloud-based delivery. This translates to building digital assets of 
millions of records, which are accessible, and searchable. Susan Philip reports

In the technologically advanced world of  today, content is increasingly created, accessed and 
distributed over a digital medium. Digitisation is the process of  conversion of  information from 
an analogue format to a digital one. It opens up a world of  opportunities for content-centric 

businesses. For example, digitised newspaper archives help in not just preserving the legacy of  the 
papers and history, but also provide instant access to millions of  published articles. 

Newspapers, books, magazines, documents and other such material can be digitised from hardcopy 
originals or from microfilms / microfiche to PDF with text extraction. The digital content ecosystem 
is a fast-evolving scenario. Smartphones and tablets are more accessible and with 3G and 4G LTE 
(long term evolution), there is predictable momentum in digital content consumption. For media and 
publishing firms to be successful, availability across channels and screens is thus imperative. Libraries 
are also experiencing the digital shift and want to strengthen their ability to provide access to their 
unique content collections over the Web or mobile phones. 

The situation demands a new 
understanding of  customer 
behaviour and engagement. 
Ninestars Information Technologies, 
Chennai, offers a wide range of  
Smart Digitisation services which 
can digitise newspapers, magazines, 
books, manuscripts, photographs 
and documents. Its proprietary 
technology enables conversion from 
PDF or existing electronic versions 
to new age formats such as ePub or 
Mobi pocket.

The company has developed 
proprietary, patent-pending tools that 
transform content inputs from any 
source (microfilms, paper, scanned 
images, microfiche, PDF, etc) into 
a digital format. Optical character 
recognition is an important step in 
the digitisation process where text is 
extracted from image files and made 
searchable. Further, the digitised 
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The world has progressed much beyond the desktop and the laptop. Today is the 
world of  iPads, tablets, phablets, e-readers and smartphones.  The furious pace of  
technology is almost unnerving.
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'Our USP is our scale, size and strength' 
Ninestars Information Technologies has been a part of the digital shift since 1999, starting with 

milestone projects in newspaper digitisation.  Over the years, it has contributed to the digital 
transformation initiatives of more than 90 organisations worldwide.  The company has gained from 
the experience to achieve a deeper understanding of strategic, editorial and operational challenges 
and opportunities that often define digital content initiatives, which has in turn enabled it to fine-
tune processes and platforms to address evolving market requirements.

Today, Ninestars has a team of about 1400 
employees, including domain experts, content 
conversion specialists, engineers, and quality 
analysts. “Our USP is our scale, size and strength 
that give us the edge and leadership in the 
media digitisation space,” says Gopal Krishnan. 

“We are a strong technology player and have 
developed our own IP on core services. We have 
a strong team across domains. Having worked 
with industry leaders over the last 15 years, we 
have unparalleled expertise in working with 
large-scale, multi-location digitisation projects,” 
he says.

Looking into the future, the Ninestars founder-
chairman says: “Both digitisation and content 
monitoring services are our growth engines. 
We are seeing a lot of demand for our mobility 
services as well, where we enable content to 

be seamlessly delivered on tablets, smartphones and eReaders. Digital content curation is another 
big opportunity.”

Ninestars has worked with internationally-recognised Tier 1 newspapers such as New York Times, 
Washington Post, Wall Street Journal, Los Angeles Time, etc, through ProQuest, a customer it has 
been associated with since 2001. Other clients include NewsBank, JSTOR, The Guardian, The Observer, 
Irish Times, The Hindu, Malayala Manorama, Gulf News, De Volkskrant, Deccan Herald, De Telegraaf, 
Springer, Hewlett Packard, Greenwood, NLA – UK, Bauer and Flipkart.

Gopal Krishnan, the founder-chairman.

content units (articles, pages, etc) are metatagged, 
indexed and delivered to the customer according to 
specifications. 
“We have digitised content in multiple languages 

including French, German, Danish, Chinese, 
Hindi, Oriya, Malayalam, Tamil, Telugu, apart from 
English,” says Gopal Krishnan, founder-chairman 
of  Ninestars. Typically digitised content are 
delivered on B2B or B2C platforms across screens.

How digitisation helps
Talking of  how digitisation benefits clients, 

Gopal Krishnan explains that “digitisation is 

“Initially, 
our domain was 

pre-press. We started focusing 
on post-press in 2001, when 

ProQuest selected us for digitising 
the archives of the Wall Street Journal 

and The New York Times. We saw the 
opportunity in going beyond 

print. We realised 
the future is 

digital.”  

<
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Work goes on apace at NIT's Global Delivery Centre in Chennai.

the foundational step toward better audience 
engagement and revenue for our customers.” The 
company’s products help publishers find new 
revenues in the digital-scape. Newspapers will be 
able to monetise on their archives, for one thing, 
because paid content is on the rise.  

Digital archiving of  legacy newspaper content is 
not entirely new, but the opportunities to monetise 
online have increased phenomenally. With the 
eCommerce transaction layer attached to the digital 
archives, the publishers can monetise the digitised 
content. With a decade of  experience in delivering 
solutions for the media and publishing firms 
across countries, Ninestars helps media monitoring 
companies deliver faster and better services to their 
customers. 

The company offers a complete portfolio of  
media-monitoring products and services ranging 
from digital clipping services to media analysis and 
from monitoring software to cross-platform mobile 

apps.  Business solutions and services span the entire 
digital content value chain and help customers 
increase productivity, reduce costs, and optimise 
quality. The approach to digital content is defined by 
a 4-D framework (Digitisation, Distribution, Delivery 
and Display). 

The technology provides clients with managed 
services complete with R&D, and not just a clipping 
production service. It clips, enriches and de-clutters 
content without compromising on relevance, quality 
and speed of  delivery. Every step of  the process is 
predictable and transparent, which cuts down room 
for human error. 

The company asserts that it has helped clients 
compete on speed and cost efficiency, at a time when 
margins are under pressure. The Ninestars technology 
has enhanced clients’ ability to apply new content 
models and connect new audiences. It has contributed 
to revenue predictability from digital content. It has 
consistently tried to explore and innovate on ideas 
that will help shape the content experience of  the 
future. At the company, there is a continuous process 
of  learning, adapting and reinventing to enable clients 
to respond to an ever-changing landscape in a way 
that makes them relevant to their customers.

Going digital is crucial for businesses to be relevant 
and profitable. We enable our customers to create 
digital value, which in turn increases their revenue and 
reach, Gopal Krishnan says. “We help customers not 
only to monetise legacy content through digitisation, 
but also build signature media apps for current 
content. We go beyond just app development and 
offer a revenue share model. We also create sustained 
value by offering skills such as digital marketing. In 

“Our continued collaboration 
with ProQuest since 2001 and 

our recent association with the 
State and University Library, 

Aarhus, are both reflective of 
the trust customers have on 

Ninestars.”  
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short, we help legacy businesses transform to digital 
businesses.”

Products and services
The Ninestar Technologies products and services 

can be classified broadly under Digitisation, 
Publishing, Conversion and Media Monitoring. 
Distribution and custom application development 
solutions are also offered. Books, newspapers and 
forms can be digitised, papers, magazines and books 
can be e-published, content in any digital format 
can be converted to ePUB, Mobi and HTML5, and 
print and broadcast media and social networks can 
be monitored. 

The Starchive service enables the conversion of  
archived and current newspapers into an intelligent 
digital repository which contains individual news 
articles, advertisements and photos. The digitised 
contents can be searched and retrieved through 
the Web. From the first edition to the current, the 
publisher can access information through a custom 
interface, if  required, and save on time for retrieval 
and reuse. “At Ninestars, we have digitised millions 
of  newspaper pages for firms in India, the US and 
Europe,” the founder-chairman says proudly. The 
solution is multi-lingual and scalable to manage 
high volume of  content. 

StarPix, which provides automated digitisation of  
photographs for newspapers and magazines, makes 
images easily retrievable and ready to print. 

StarView delivers digital replicas of  print 
publication and is used by many leading newspaper 
publications. Readers can even personalise content. 

Readers can use features like MyNews, MyClips 
and MyPhotos to select and save content for future 
reference. 

The Ninestars e-Paper solution helps clients to 
easily publish current newspaper editions in a digital 
environment. The highly automated process uses 
PDF or formats from editorial applications such as 
Quark to produce the digital edition. 

With increasing demand for media content mobility, 
delivering news on mobile devices is part of  the 
strategy for several newspapers. Ninestars helps 
deliver content on mobile devices through true-to-
print digital editions. “Since the display is of  key 
importance, we deliver a superior user experience 
by designing for screen resolution and font clarity. 
mPaper can be subscription-based with a secure log-
in interface,” explains Gopal Krishnan.

The company hasn’t neglected the area of  reading 
satisfaction either. Ninestars' eMagazine product 
StarZine, allows you to flip through the pages of  a 
magazine just as if  it were a print version. Features 
include zoom tools, single- and double-page viewing, 
photo clipping and article clipping saved to digital 
libraries, and tagging notes to page sections. It also 
has advanced search and retrieval functions, and can 
sort articles by relevance to search criteria. Publishers 
can obtain their own branded News and Magazine 
applications in quick easy steps. Tight integration 
with existing digital asset management systems allows 
easy content maintenance and updates. 

The promising growth in eBook sales has opened 
a new phase of  expansion for publishers the world 
over. Ninestars Mobile Delivery Platform helps 
magazine and book publishers deliver content on 
eReaders, tablets and smartphones. The technology 
transforms print content into feature-rich eJournals, 
eBooks, eReferences and custom books. StarBook 
and StarJournal are their custom tools for electronic 
publishing. Both these services are highly automated 
and scalable to ensure quality with improved time-to-
market.  “At Ninestars, we understand this competitive 

“I would regard the disruption 
we brought in the Media 

Monitoring Services space 
through near real-time clipping 

as one of our big achievements. 
We also have an unparalleled 

track record in print media 
digitisation, our claim to fame 
being the digitization of The 

New York Times jointly 
with ProQuest.”  
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landscape,” says Gopal Krishnan. “Over the years, 
we have digitised thousands of  science-technology-
medicine (STM) titles for some of  the world's leading 
publishers, such as Springer and Kluwer.”  

Another exciting product is eStore, which comes 
under the Distribution category. In today's digitally-
wired world, reading has become more of  a social 
experience than a personal one, the company found. 

People like to discuss what they have read with 
family, friends, colleagues and classmates. eStore 
supports this social reading experience by being 
able to deliver a wide range of  eBooks, magazines, 
newspapers, journals, podcasts and video casts. 
Users will be able to buy or subscribe to content 
through a secure gateway, form communities, 
reading groups and discussion forums.   

MILESTONES

Latest win•	 : The State and University Library Aarhus, Denmark digitising 32 million pages of  
their Danish newspaper collection
Technology•	 : Digitisation of  The New York Times (jointly with ProQuest) way back in 2001 using 
proprietary technology tools and technology. This project was a benchmark for all newspaper 
digitization projects to come
Growth•	 : Listed amongst Deloitte’s Fast 50 (India) and Fast 500 (Asia Pacific)
Customers•	 : 90 global customers; 14 of  top 100 newspapers of  the world; 4 of  the top 10 
newspapers in India; 2 of  the Big 4 tech giants
Scale•	 : 400 million newspaper pages digitised; over 100 million articles for MMS <
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First speakers confirmed for World Congress
USA Today, The Asahi Shimbun, the Guardian, The Associated Press and RCS MediaGroup are 

among the leading news media companies to be featured at the 2014 World Newspaper Congress, 
World Editors Forum and World Advertising Forum, the global meetings of the world’s press to be 
held in Torino, Italy, from 9 to 11 June next.

The Congress, Editors Forum and Advertising Forum, which take the theme, New Voices, New 
Reality, New Energy, are expected to draw more than 1200 publishers, chief editors, CEOs and other 
senior newspaper and news publishing executives to Torino to hear how pioneering companies are 
confronting the transformation of the news business today. First confirmed speakers include:

Gary Pruitt, president and CEO of The Associated Press; Guy Black, executive director of Telegraph 
Media Group in the United Kingdom; David Callaway, editor-in-chief, USA Today; and Janine Gibson, 
editor-in-chief of Guardian US. The most relevant personalities of the Italian economy and newspaper 
landscape will also be present, including John Elkann, chairman of Fiat, Carlo De Benedetti, cairman 
of Gruppo Editoriale L’Espresso, Pietro Scott Jovane, CEO of RCS MediaGroup and Mario Calabresi, 
Editor of La Stampa.

Other confirmed speakers include: John Paton, CEO of Digital First Media in the United States; 
Andrew Betts, director of FT Labs of the Financial Times, UK; Eugen Russ, CEO of RussMedia Group, 
Austria; Yoichi Nishimura, board director and Digital Business director of The Asahi Shimbun and 
Corporate Representative Director of The Huffington Post Japan; Jean-Baptiste Morin, chairman and 
CEO, LS Distribution of Lagardere Services, France; Giannina Segnini, Investigative Unit editor at La 
Nacion in Costa Rica; Gabriel Kahn, director of Future of Journalism at the Annenberg Innovation 
Lab, USA; Amy Webb, founder and CEO, WebbMedia Group, USA; George Nimeh, chief digital officer, 
Kurier, Austria; Robyn Tomlin, editor, Digital First Media’s Project Thunderdome, USA; and Jason 
Seiken,  content director, The Telegraph, UK. 

Torino is a major business and cultural centre in northern Italy, the capital of the Piedmont region 
and home to Fiat, Lancia, Pininfarina, Alfa Romeo, Lavazza, Martini & Rossi, Ferrero and many other 
international companies. The city, surrounded by the Alps, is known for its museums, churches, 
palaces, theaters and other cultural offerings. It was the host of the 2006 Winter Olympics. The 
Congress and Forums will be held in the Renzo Piano-designed Lingotto Conference Centre, a former 
industrial factory transformed into a modern, multifunctional centre. Partners in the events include 
the City of Torino, Turismo Torino e Provincia Convention Bureau, La Stampa and RCS Quotidiani. 
Official sponsors include Fiat Chrysler and La Stampa. <

     
StarClips is a near-real-time service platform that 

converts content feeds in analogue formats to digital 
clips with metadata. Ideal for information exchange 
and media monitoring, it is a live production system, 
able to handle a few thousand to millions of  article 
clips. This disruptive service, launched in 2006, is 
now used by many big media monitoring companies 
worldwide. 

Moving beyond print monitoring, Ninestars also 
covers other media arms such as television and 
radio broadcasts, and podcasts. “Media monitoring 
services is our strength. We are pioneers in the 
SaaS-based, zero-touch model in article clipping 

delivery,” says Gopal Krishnan. The company has 
delivered about 32 million clips to over a dozen 
media monitoring agencies worldwide. 

Social media is another treasure-trove of  information 
which Ninestars’ technology helps to mine. Given 
the speed of  conversations in social media, it 
qualifies as the most exciting source of  information 
for customers, be it organisations, individuals or 
governments. Managing brand reputation is a real-
time engagement. The product helps companies 
track, measure and listen to customers. <
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‘It’s about working together, 
having a common goal’

In our prevous issue we had featured the tie-up between Chennai’s Kapoor Imaging and 
Milwaukee, USA-based RBP Chemical Technology. Rob Coleman, managing director – RBP 
Asia (also director of Sales & Marketing – Electronics, RBP), was in Chennai recently. He 
has been visiting India since 1997. Sashi Nair caught up with him, as well as with Kapoor 
Imaging’s MD Sunil Kapoor, who has 36-years experience in the print industry, and young 
executive director Varun Kapoor at Kapoor Imaging’s office in Royapettah, Chennai 

Your organisation is 60 years old. Can you give us a broad sweep about your engagements 
especially in this part of  the world?

Rob Coleman: RBP as you may know was founded in 1954, it is an acronym for Research for Better 
Printing. That’s our origin and over the years we’ve become one of  the largest distributors of  pressroom 
products to the North American newspaper industry. But as technology advances more and more, 
people become dependent on the digital age – the print industry in North Ameruica is getting smaller 
and smaller. Back in 2006, our other division, Electronics, used the surge in the printed ciruit board 
fabrication industry, the industry was moving to Asia and we had several customers in the US who were 
using our products who had established factories in India and said, Rob, here in the US we are using 
your chemistry; we’d like to use that in India. So our customers kind of  enticed us to come over. We 
did a look-see, a tour and there was a demand for RBP’s presence in India and we viewed India as the 
next China as far as market development was concerned. Unfortunatley, for lots of  reasons, the Indian 

development hasn’t 
expanded as its GDP...

Sunil Kapoor: There 
is scope in India but the 
infrastructure has not 
developed. That is one 
of  the major reasons we 
have not taken off. Still 
there is scope. Once 
the infrastructure is in 
place...

By infrastructure you 
mean proper roads, 
easy access to the port, 
electricity, etc don’t 
you?

SK: Everything matters. 
We don’t have proper 
roads, water, power... so 
all this has to improve. 

   
From left, Rob Coleman, Varun Kapoor and Sunil Kapoor at the latter's plush office in Chennai.
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How many years behind China are we then on 
that score?

RC: Ah! Here is an interesting anecdote. I lived in 
Hong Kong in 1988 and travelled to Shanghai, at that 
time a Third World country – very few cars, people 
on bicycles. And India was very similar. You go to 
China today and travel through Shanghai, it rivals 
Dubai or New York City. It’s fascinating. There, the 
government makes things happen. Unfortunately in 
India, there are opposing political parties that do not 
want the incumbent government to be successful. 
India has a bustling economy; it just needs further 
development on the infrastructure front so that more 
and more people come to India as an outsourcing hub. 
Seeing the cost of  doing business in China over 10-15 
years, people are now looking for low-cost options to 
manufacture. Several of  them came to India, did the 
look-see and declined. They felt the infrastructure 
wasn’t there, the supprt, the type of  commerce they 
wanted to do, which is really unfortunate. The other 
piece is from an electronics perspective and I realise 
that we are talking about the newspaper industry – 
the cost of  materials in China is far less expensive 
than in India. Several of  them are still being imported 
and that makes it very difficult for the Indian market 
to be competitive. 

For us, RBP, taking our Western technology, 
bringing it here, using Indian-sourced raw materials, 
is giving us a good cost position to allow us to be 
competitive. 

RBP has achieved several quality standards. 
Attaining standards is one thing, maintaining 
them quite another. How rigorous are the 
standards, and when you say it is a world-class 
product from RBP what are you actually talking 
about?

RC: That’s an excellent question because it’s been 
one of  our biggest challenges since we’ve been here. 
The quality of  raw materials that we source in North 
America, we have difficutly finding the same quality 
here. Our newspaper customers have cautioned 
us saying, Rob, as you go forward please put 
tremendous attention on the raw material sourcing. 
We’ve made some painful mistakes by assuming that 
raw materials were coming into the specifications we 
requested, but that was not always the case. So what 
we are doing now is we are heightening our level of  
incoming raw material inspection so that we have the 

confidence level. In other parts of  the world like 
in North America, we can ask for a certificate of  
compliance which certifies that the material meets 
our raw material specs. That’s more challenging 
to find in India, where somebody is willing to do 
that. So on critical specs, we are still sourcing some 
black boxes from the US because of  our lack of  
confidence that we can source from here. We are 
hoping with our tie-up with Kapoor that they will 
be able to assist us in better scrutiny of  the raw 
material sourcing options. That’s been our No. 1 
challenge since we’ve been here. 

Does that put some pressure on you (addressing 
SK) when you are dealing with their products?

SK: Yes, of  course, it is a challenge sourcing 
raw material. We have tried. In fact, we have not 
yet started the factory but we are trying to gather 
some information and we find lot of  information 
– the product specs they (RBP) are asking – is not 
available here. The other option will be to import. 

That’s a costly affair, isn’t it?
SK: We cannot compromise on quality. It’s not 

that we will go for 100 per cent import; may be the 
critical raw material will be. We want to ensure that 
whatever is produced in the factory is on par with 
RBP standards. 

RC: Several of  the critical raw materials that we 
will source, we will go through world-class suppliers. 
What we have found is that if  there is a distributor 
in India for that material all they are doing is buying 
it in USA and getting it shipped over here. So, we 
might as well do the same thing. We might as well 
use our purchasing power in North America, create 
a black box and import it into India. Hopefully, it 
will be commercially feasible. 

Why did you choose Kapoor Imaging?
RC: Well, we’ve been in the print market in India 

since 2007 and we’ve been hearing about Kapoor 
for quite some time. There was a discussion about 
two years ago after they were introduced to us. We 
were a bit stubborn at the time – thought we could 
blaze our own trail. Then when we started looking at 
distributiors we realised we needed support. In our 
analysis of  the options before us, Kapoor stands 
out as having similar standards as RBP – honesty, 
integrity, reputation, hardworking, supporting 
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products. And the fit was there – they needed a 
complementary product to their existing line and it 
just turned out to be a nice match at the right time. 
On top of  it, we’ve become friends. You have to be 
able to have a relationship. At the end of  the day 
doing business with Sunil and Varun is based on 
trust and being able to share your pains and fall on 
the same side. It’s not about me outsmarting them. 
It’s about us working together to be effective and 
having a common goal. 

You had mentioned moving up a level from 
distributor to manufacturer? 

SK: It’s a challenge. Kapoor Imaging is a 40-
year-old company. We have never ventured into 
manufacturing. We have been trading. Today, we have 
a presence all over India except in the western region. 
We felt we had to manufacture to be competitive in 
the market. Also, our customers do not look at us as 
a trader; it’s changing now because of  our size. We 
began by slowly testing RBP’s products. We found 
the products good and we have launched them in a 
few newspapers where it is working fine. Then we 
said, let’s have the marriage. 

Are you now looking at expanding your 
footprint?

As it is, we have a lot of  presence in the newspaper 
industry, through Fuji plates (being supplied to 
south and east India) and Kinyo blankets (across 
India). We have a barring facility (state-of-the-art 
with German technology). We have just started 
supplying (RBP products) to a few newspapers; the 
volumes are there, it’s just the beginning now. 

RC: We’ve (RBP) had our success independently 
but it wasn’t sustainable for us.  

SK: It was a one-man army (amid laughter).
RC: We thought we could come in with the 

right product and add value to the customer’s 
application and they would retain it. They received 
us well, the product outperformed the competitive 
environment; we added some significant value to 
the customer’s process. But things happened that 
made it difficult for a small company like RBP at 
the time to defend our installations. 

SK: It requires a lot of  service in the initial 
stages. For example, when we spoke to one of  the 
newspapers about fountain solutions, they wanted 
to know how long the trial period would be. When 

we said 10-15 days they said they were not interested. 
They wanted two-months trial. Unfortunatly, RBP 
did not build on this aspect. 

RC: You are absolutely right. We would go in, 
conduct a trial, and the trial would run well and 
when we went back to press, things would go out 
of  specs. I think the approach to the longer product 
cycle wasn’t about going out of  specs because of  our 
product performance, but it was about the ability to 
make sure that things were continuing to operate the 
way you had advocated. And you need to support the 
structure and we were not able to do that. 

SK: Also, the water is different in different places. 
The problem is not there in Europe or the US. 
Therefore, we may come out with specific products 
to suit specific customers or regions. 

RC: You need to modify products based on specific 
environments  that are related to ink, paper, water – 
they all play a significant role in how the product is 
going to behave and adjustments may be required as 
you move across the Indian market. 

Isn’t that a huge exercise, looking forward?
SK: We have people in place; we have offices in 

Delhi, Kolkata. Wherever we have infrastructure we 
have technical support. The new products will add 
value to our company. We will be able to offer a 
whole package. 

Does RBP conduct regular training programmes 
for employees. How do you instill the feeling of  
working for a world-class company?

RC: It’s really a culture that you have to establish. 
Training is information and it helps you understand 
what you are doing. Everything you do has an impact 
on the results of  finished product. Yes, we do have 
a quality programme that we implement. People 
are trained in procedures. We audit ourselves on a 
routine basis. We do internal and external surveys 
to access how we are doing and manage continuous 
imnprovement. You can’t suddenly refine your 
process because the minute you think you are doing 
it perfectly you realise that there is still room for 
improvement. 

Which are the products you’d like to talk about 
as far as the Indian market is concerned?

SK: We are focusing on press washes, fountain 
solutions, plate cleaners, and silicone for heatset 
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machines. We will be looking at India and 
neighbouring countries (Sri Lanka, Bangladesh, 
West Asia) for marketing these products; we’d like 
to explore the possibility there. 

RC:  RBP’s expertise is manufacture. In our 
relationship with Kapoor, he’s going to manage all 
the activities with regard to setting up the operations 
to our standards using the equipment and the 
procedures that we use, which will be transferred 
down here. Our team in Mumbai will shift and 
RBP will have our team inside Kapoor’s facility (in 
Gummidipoondi)  managing the manufacturing of  
the products to our specifications. 

What would be your top three challenges. 
SK: To provide consistent quality. To provide 

cost-effective products to the customer, and the 
right product. 

Are you confident these products will boost 
business volumes for you? And by how much.

SK: The volumes we will get in chemicals will be 
a plus. We will try to achieve a good amount of  
market share. We are in touch with the customers 
and once we have the right products things will fall 
in place. 

Varun, what are your impressions about the tie-
up?

Varun Kapoor (in charge of  the digital media 
side, including flex, foamboards, advertising 

media): It’s exciting for me as well because I have 
joined recently. The company is undergoing a certain 
change. I am glad to be a part of  this. It’s a new 
challenge not only for me, but for my dad and Giri 
(Giridharan S. is CEO, Kapoor Imaging) and it’s 
exciting to see all the new challenges. It is good to 
see something that is evolving and not to come into 
a company that already has everything set up. We’d 
like to focus on where our expertise lies. 

RC: That Sunil has a succession plan is comforting 
for RBP, too. This is not supposed to be a short-term 
relationship. Not only are we two companies that 
are aligned for a common goal, there is a personal 
relationship developing. India has so much potential 
to be one of  the world’s largest trading partners. Am 
confident and optimistic that the government will 
put the infrastructure in place that can really allow 
India to take advantage of  its natural resources as 
well as the talent. That’s what keeps us coming back. 
It’s an English-speaking country – I won’t say it’s easy 
to do business with – but the potential is there and 
we are betting on the future of  India.  

VK: Basically, the Indian way of  conducting business 
was the biggest catalyst in the tie-up between RBP 
and Kapoor. RBP didn’t have the expertise with the 
Indian way, to be blunt.

Dainik Bhaskar set to enter Bihar
With Dainik Bhaskar set to foray into Bihar soon, competition in the Bihar print media market 

has further escalated. According to an Assocham report launched in June 2013, “Bihar logged in 
a compounded average growth rate (CAGR) of 20 per cent in public investment between March 
2003 and March 2013”. The report further stated that Bihar is growing at a faster pace. With Dainik 
Bhaskar’s impending foray, Patna city has been witnessing a cover price war, besides a slew of 
promotional offers being offered to the readers, along with outdoor advertising.

In a bid to fortify their market shares, three existing players – Hindustan, Dainik Jagran, and 
Prabhat Khabar – have cut down their cover prices to Rs 2.5 from Rs 4 (Dainik Jagran) and Rs 3 
(Prabhat Khabar)

<

<
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SHOP-FLOOR MANAGEMENT

Pleasure or pain? The onus 
is on you

Many a time in our routine work, we find we have to tackle several issues 
with plenty of variables. Sometimes, situations do not favour us. For instance, 
wrong communication between employees or rumour can make our lives 
miserable. If we succumb to such issues, the result is Pain. A successful 
shop-floor manager should take on challenges positively and seek solutions 
by analysing problems, discussing them with experts or seniors, and 
enjoying the whole process of proving solutions. In other words, he must 
be motivated by challenges and lead by example. Shop-floor management 
then turns to Pleasure, says Vinay Shukla 

We, as a production team in the print industry, are assumed to be one of  the toughest, 
surrounded by lots of  variables such as newsprint, ink, chemicals, machines, infrastructure, 
manpower, plates, prepress systems, other consumables, production timelines, producing 

quality with limited resources, etc. The list is long. Above all, production employees in newspaper 
presses work hard against Nature, so to speak – during the night. And it’s work against timeline 
pressure as well. 

There is always a target of  ‘zero’ error in production. We cannot even assume that we may not 
supply the printed newsprint copy in the market on any morning, whatever be the hardship. It’s always 
a proud feeling, to get the newspaper delivered in the market every morning without fail. In some 
ways, we lead a day-to-day existence, accomplishing short-term goals that last only every night. 

Managing such an exercise requires lot of  skill, patience, synergy, passion, charm, attitude and much 
more. The shop-floor manager, who is actually the key to all production operations, who is held 
responsible for all production activities, has to be imbibed with all such attributes. 

The shop-floor manager should be cool-minded and understanding, who also knows the subject 
and is keen to get into it with all his capabilities, solving issues with high efficiency and analysing the 
situation with logical inputs. Data analysis is one of  the most important attributes he should possesses 
to overcome problems. A good shop-floor manager requires analytical skills that are used to correlate 
all the variables with the appropriate roles that are used for production operations. 

There are many problems observed in the print industry that are related to ink, plate, blankets 
or other consumables. Representatives of  each problematic consumable are usually found racking 
their brains while figuring out the modifications necessary. Since the manufacturers of  consumables 
test the products in their laboratories, the actual performance could be quite different on the shop 
floor during live production. Many a time, the manufacturers are not in position to correlate their 
problems with other variables. They work based on the inputs/ complaints received from the shop-
floor manager. Thus, only the shop-floor manager is in a position to provide the best inputs since he 
is able to correlate the product with all the consumables while quickly resolving issues/complaints 
pertaining to particular products.         

Vinay Shukla.
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Often, there are manpower issues and attrition. 
It’s a big challenge in the print industry, and our 
productivity suffers a lot as a result. It affects our 
shop-floor management badly and, knowingly, we 
suffer. There are many reasons for attrition: salary 
package, family issues, work satisfaction, career 
opportunities, internal disputes with coworkers, etc. 
We can minimise attrition by studying the entire 
situation. Hearing all problems patiently is the most 
important quality a shop-floor manager must have. 
Employees should find him next to them whenever 
there is need and the manager, in turn, should be their 
best friend. The smallest of  problems can be shared 
with him, because an effective shop-floor manager 
will always have a solution ready. Exit interviews 
should be conducted to know about areas where the 
work culture can be improved. 

The shop-floor manager should also think about 
developing the potential of  employees, measuring 
their potential and upgrading them, ensuring there 
is healthy competition at the work place, giving them 
achievable targets and revising them with appropriate 
enhancing steps. This will not only boost the morale 
of  peers but build in them the confidence to do better 
always. Employees will feel they are an intrinsic part 
of  the organisation and bond better. Their learning 
curve will also keep rising. Having the right person at 
right place is very important. Given a chance, I would 
always prefer to uplift an employee with potential and 
hire an alternative at the lower level.    

      
Better ergonomics add to the positive energy on 

the shop floor. It increases the working potential 
as well. Good housekeeping, complete with 
good ergonomics, 5S implementation, Kanban 
(developed at Toyota, it is a scheduling system 
for lean and just-in-time production), and other 
best practices make for an ideal shop floor where 
operations go on systematically. There should 
always be a place for all, be it machinery, garbage, 
consumables or anything. All processes should be 
system-driven and transparent. 

Interdepartmental communication can be a pain 
many a time due to lack of  clarity in communication 
and understanding of  the actual status by colleagues 
in other departments. The shop-floor manager 
should be smart enough to present the right 
things with easy-to-understand details and clear 
understanding to colleagues and to the management 
so that everybody is on the same platform. 

Finally, shop-floor management can be considered  
either pleasure or pain. If  one understands the 
problems and rectifies them precisely, it’s obviously 
a Pleasure. The reverse will lead to Pain. 

(The writer is DGM – Production and IT, DB Corp, and 
is based in Indore. He has worked with Hindustan Times, The 
Times of  India and Tata Info Media. He has an MBA in Supply 
Chain Management, a diploma in Printing Technology, and a 
master’s degree in Mass Communication and Journalism. He 
can be contacted at vinay.shukla@dainikbhaskargroup.com.)

<
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A view of  the well-lit and clean shop floor at Dainik Bhaskar’s Indore plant, devoid of  clutter and with material neatly arranged.
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Infographics training in January
The first WAN-IFRA training for 2014 will focus on visual presentation of news which is an integral 

part of storytelling. The training, Infographics, is scheduled on 9-10 January 2014 at the India 
Habitat Centre, Delhi. From figurative representations to data driven visualisations, infographics fit 
into different editorial models and reader targets. The main objective of the training is to help the 
editors and artists to think visually to conceptualise and execute graphics in their publications. Simon 
Scarr, deputy head of Graphics for Thomson Reuters, the world’s largest international multimedia 
news provider,  will lead the two day workshop.

Dos and don’ts on the shop floor 
Dos 

Take care of employee safety first. Do a ‘safety meeting’ every day. 1. 
Respect your peers, give them value addition, train them, be a mentor. 2. 
Always be energetic on the shop floor. There should not be any sign of tiredness. 3. 
Motivate the team till the production process ends. 4. 
Reflection must be quick. Speedy decision-making is the need of the hour. 5. 
Always be a team driver. 6. 
Keep patience and listen before reacting. Understand the situation correctly. 7. 
Keep the surrounding area clean. Stick to 5S practices. 8. 
Maintain good ergonomics. 9. 
Keep all necessary raw material at a proper place, near to the work area. 10. 
Plan all work in advance before production starts, along with the backup plan in case of an 11. 
emergency. 
Coordinate your plan with all linked departments to avoid any last minute hassle. 12. 
Analyse all the problems logically, go into the root cause of problems, seek all possibilities, do 13. 
brainstorming to understand the problems, discuss with your seniors/experts before coming to 
any conclusion. 
Share success with your team, and own failure. 14. 
Deploy your team with ownership, give them an opportunity to perform, keep them 15. 
empowered. 

Don’ts
Don’t be afraid of any situation. Build up good confidence to resolve any issue and don’t succumb 1. 
to any pressure. 
Don’t be inhuman to any one. 2. 
Never support any wrong, unsafe, unlawful practice, which will always yield to wrong results. 3. 
Don’t believe in any rumour, go into the root cause first and find the actual fact before reacting. 4. 
Don’t take any decision in excitement, always maintain your cool. 5. 
Don’t overreact, never break discipline, and create a benchmark on your own. 6. 
Never allow any fire-prone activity such as smoking on the shop floor. 7. 
Don’t allow any outsider to disturb production crew while working. Avoid any outside interference 8. 
on the shop floor. Only known faces should allowed to enter. 
Don’t be very casual in your approach, always show an energetic attitude. 9. 
Don’t throw anything to any place; always keep all things at a proper, defined place.10. 

Vinay Shukla

<

<
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When solutions appear 
seemingly grey

In Western countries, travelers earlier used to depend on maps to decide on 
the route they had to take. They tried to avoid street enquiries to navigate, 
lest it infringed on the freedom of other men. The introduction of GPS 
(Global Positioning System) a decade ago has come as a boon to today’s 
travelers.  While indicating the route between places, GPS prompts us to 
choose between various routes. The options are between the shortest, 
fastest, toll free, no-highway routes, etc. Though all these optional routes 
take us to the destination, the traveler chooses the most appropriate route 
that satisfies his specific requirements. Management is the art of choosing the right path at 
every junction, which will take the enterprise towards its set goals, and through optimum 
productive actions, says Nandakumar K.

Like in a spider’s web, between the launch of  a business and the realisation of  its goal, there 
will be a multitude of  nodal points and you will need to choose between the diversified paths. 
The decisions taken at these points will determine the success of  the business. There is no 

such thing as a right or wrong decision. It is not just about seeing things in black and white. The 
solutions are often coated grey. However, the decision must be appropriate to the industry concerned. 
Decision-making is a complex affair. There is no universal solution. Similar issues in different contexts 
may need an entirely different approach.

In this article, we shall briefly dwell on a few issues in production related to the printing and 
publishing industry. For each issue, we will compare two basic options, and their merits and demerits. 
The suggested solutions will fall in the grey category. Few such grey areas are discussed here.

Whether machine maintenance is to be under the control of  Production or has to be an independent • 
functional department
Whether maintenance staff  are to be qualified printing technologists or from the Mechanical • 
Engineering discipline?
Whether CtP, colour correction and pagination fall under Production or under Electronics, • 
Editorial and Advertisement scheduling

Machine maintenance control
Maintenance of  the machines is a vital function in any production process.  Maintenance ensures the 

performance reliability of  the machine and enhances the life of  the equipment. In the printing industry 
though, there is a temptation for overkill (use of  machine) to get early payback. The production team 
in any printing/publication industry has tough production targets and is under constant pressure to 
complete production in time, more so in the newspaper segment.

Frequent updating of  news by the edit department and increasing the number of  editions (with less 
volume) to cover local news necessitates frequent press starts and stops. The press preparatory time 
for the change-over increases the pressure on production to run the machines to the fullest speed. 

Nandakumar K.
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Further, the Editorial and Advertisement Marketing 
Departments always demand extended time to release 
content, while on the other hand the Circulation 
Department seeks early completion of  printing so 
that copies reach the market on time. During the day, 
the machines are run continually to accommodate the 
printing of  regular supplements, special supplements, 
advertisement pull-outs, etc. In effect, the Production 
Department hardly finds time for maintenance.

If  the maintenance team reports to the production 
head (the latter’s primary responsibility being to meet 
the production targets), there is always a tendency to 
sacrifice maintenance activity. The maintenance men 
have the least say in matters of  scheduling. Production 
realises very late the lack of  maintenance, and in 
the long run it leads to the machine’s inadequate 
performance, causing breakdown and production 
bottlenecks. 

On the other hand, if  maintenance activity is 
taken away from production control, the work crew 
develops a tendency to expect the maintenance team 
to attend to all the problems, even sundry repairs and 
regular maintenance. The machine men care the least 
and tend to be casual about the health of  the machine, 
as they feel it is someone else’s responsibility. It leads 
to a mutual blame game in the case of  breakdown 

and poor performance and leads to friction in 
interpersonal relationship. 

Therefore, a proper blend is to be designed by 
making the production crew responsible for basic 
daily maintenance and elementary adjustments 
during production run. The weekly and monthly 
maintenance activity, repairs and overhaul are to 
be the responsibility of  the maintenance crew. The 
maintenance team may be treated as independent 
or may be part of  the quality control division.

Maintenance staff
Maintenance is a machine tool-related subject. 

The maintenance staff  need to have an elementary 
knowledge of  the machine design, theory of  
machines, pneumatics, hydraulics, etc. The skill for 
assembling and disassembling is a must. Candidates 
from an engineering background alone can have 
the required knowledge and skill.

Knowledge of  printing is essential for the 
maintenance men. They must be able to appreciate 
the product quality needs and be capable of  
identifying the machine elements responsible for 
lack of  quality. Without such knowledge, they are 
unable to trace the quality issues to the defective 
machine elements. No doubt, printing technologists 
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A typical scene in a printing press. Here, a worker stack copies of  Tughlaq, a popular Tamil  magazine.
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are fully equipped with the knowledge of  printing. 
However, they may not be able to associate printing-
related issues to the machine elements and may not 
be skilled enough to take corrective measures. 

In my experience, I have found that the qualified 
engineering staffs learn printing faster. It is easier 
than training Printing technologist to understand 
the mechanical aspects. The solution could be to 
employ Mechanical engineering qualified persons 
for maintenance and put them through vigorous 
training in printing before they are inducted in to 
maintenance. The training should cover not only 
the printing but also the pre printing areas like color 
corrections, CTP etc.

Pre-printing activity
Printing is preceded by series of  activities such 

as composing of  advertisements, scanning and 
colour corrections, pagination, imposing, page-
making and plate-making. Thanks to developments 
in technology, scanning has become redundant due 
to direct digital inputs. CtP has integrated multiple 
processes into a single step. To get the best out of  
some of  the pre-printing activities, here are a few 
suggestions:

Colour corrections: In some of  the publishing 
houses, the activity is undertaken by the Editorial 
Department. This is not advisable. Colour correction 
is purely a technical activity. Those who are engaged 
in it should be fully aware of  the effect their work 
will have in final printing. The activity includes 
day-to-day interaction between the press and the 
colour artists. Though the design aspects are the 
prerogative of  the edit team, colour correction is to 
be entrusted to an exclusive team in the Production 
Department. 

Advertisement pagination: In many publishing 
houses, this function is handled by production. 
Though it is a technical activity, the interaction 
between the functional staff  and the advertisement 
scheduling staff  is a minute-to-minute affair. To 
cut short the flow line, it is recommended that the 
function be attached to advertisement scheduling. 
Considering the technical aspects, it is better the 
staff  are kept under production administration 
for technical guidance and training .With regard 
to day-to-day functioning, they may report to the 
advertisement scheduling. 

CtP: Pre-press is generally associated with the 
Electronics Department. Hence, CtP in many 

organisations comes under the control of  the 
department. This is not advisable. The activity 
belongs to the category of  pre-printing. The quality 
of  the content on the plate determines the quality 
of  the printed version. All the corrections required 
during CtP for maintaining the required print quality 
are better understood by the Production Department 
than Electronics. It is recommended that CtP 
be under the control of  Production. However, 
Electronics will be responsible for the maintenance 
of  the equipment and for providing the necessary 
software for production requirements.

(The writer superannuated from The New Indian Express as 
vice-president (technical) after having served the organisation 
for 15 years. Earlier, he had an 18-year stint with The Printers 
House, a leading manufacturer and exporter of  web offset 
printing machines. He is now principal trainer and coordinator, 
Vibes Academy.)

<

Proper maintenance of  machine and equipment is always a tough ask, but 
critical to the well-being of  any plant.

Read the journal from the 
Press Institute of India 

that covers issues 
pertinent to the media.

Yearly subscription only Rs 200.
www.pressinstitute.in
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Bhaskar Champs Club bags WAN-IFRA Award
Dainik Bhaskar Group and Bhaskar Champs Club have been awarded the WAN-IFRA World 

Young Reader Country of the Year 2013 Award, which was conferred by WAN-IFRA at the Youth 
Engagement Summit in Europe. As part of the award, India has been designated the 2013 World 
Young Reader Country of the Year in the annual Young Reader Prize competition by WAN-IFRA. This 
acknowledgment recognises Bhaskar Group’s efforts to develop innovative ways to attract young 
people to news in India.

As a combined group from India, the entries included eight Indian publications, including The Dainik 
Bhaskar Group, which exhibited phenomenal creativity, great enthusiasm and deep commitment 
to draw Indian youth towards consuming news through interesting means and unique reader 
engagement techniques for the young-reader category. This is only the second time such a move 
has been made in the 15-year history of the Young Reader Prize, where a single winner award has 
been changed into a country award. Brazil was the first such honoree in 2005.

Several Bhaskar Group-branded flagship events were also acknowledged for the award. The noted 
endeavours were: Junior Editor II, a competition that ended with more than 300000 children creating 
12-page newspapers based on a template in four languages. In addition, Divya Bhaskar carried out a 
two-month Funtoosh activity, which encouraged students to do something besides study, specifically 
extra-curricular activities, to learn about their latent talents and then showcase those talents in a 
series of local shows. A total of 2165 children had taken part in this activity. <
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A focus on raising the 
quality bar

The Punjab Kesari Group in Jalandhar, one of the biggest printing groups in Northern India, is 
expanding its market. QI Press Controls is now providing support with the installation of 129 
mRC+ register control cameras for both colour register and cut-off register on different press 
lines

The Punjab Kesari Group is pursuing growth. Not only by adding additional editions in markets 
such as Delhi, Shimla, Bathinda and Rohtak, but the organisation also wants to further improve 
the quality of  its products. The Group is investing in completely new printing plants and is 

simultaneously upgrading existing presses with more automation: motorisation, automatic colour 
and cut-off  register controls, spray bar dampening. “We are working from an ideologically and 
technologically sophisticated vision. Our business strategy keeps us in a profitable position and 
amongst the leaders in the newspaper industry,” says Amit Chopra, vice-chairman and joint managing 
director, Punjab Kesari Group.

The Group has put its 
trust in QI Press Controls 
for automating the colour- 
and cut-off  register 
controls. Each of  the seven 
4-high printing units of  
the Manugraph Cityline 
Express will be equipped 
with 2 mRC+ cameras for 
colour register control and 
1 mRC+ cameras for cut-
off  control with marks. The 
same goes for the six 4-high 
printing unit counting 
Ronald Web Offset press. 
Adding up to 129 register 
cameras totally. 

The mRC+ is a digital 
camera with an integrated 
microprocessor, ensuring 
that the measured data is 

processed in real-time. It incorporates three functions in one scanner: colour register, cut-off  register 
and side-lay register. As the camera can read from an unsupported web, the system can be mounted 
directly after the last print couple ensuring a tight control loop. Because the different colours are 
automatically brought into register while starting up, substantial savings can be realised with regard to 
labour and waste whilst enhancing the print quality to a constant, high level.  
“Because of  good references from users of  QI Press Controls mRC+ systems our team was convinced 

that the partnership with QI Press Controls would be the better option for our upgrade investment. 

A view of  the mRC-3D colour register.
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The fully automated operation of  QI Press Controls’ 
systems, the user-friendly and logical operating 
interfaces will considerably increase the effectiveness 
of  Punjab Kesari Group’s production platform,” 
explains Chopra, adding, “We also feel that QI Press 
Controls’ personal way of  approaching customers, 
whether in sales or service, will be beneficial to us.”
“For us, this order is important as QI Press Controls 

can add her first big newspaper group in a local 
language of  the northern part of  India to her client 
base. It will help us to enter other similar vernacular 
newspaper groups in that part of  the country,” says 
managing director Vijay Pandya, QI Press Controls 
India.

At WAN-IFRA India 2013, the Indian market had 
its first live introduction of  the mRC-3D register 
camera, equipped with double sensors and with 

increased effectiveness of  web lighting. It provides 
an excellent way of  keeping production costs in 
check while still being able to meet requirements 
for increased effectiveness of  the mRC-3D register 
system. The mRC-3D camera needs a lighter 
securing framework and less installation space.

The Punjab Kesari Group started their operation 
in 1948 with the publication of  the Urdu daily 
Hind Samachar. Later, Hindi daily Punjab Kesari and 
Punjabi Daily Jag Bani were launched – in 1965 and 
1978. In August 2013, Navodaya Times, a Hindi daily 
from New Delhi, was launched. The four dailies 
have a combined circulation of  around 1.15 million 
copies on weekdays and 1.2 million copies on 
Sundays. <

KOPA gets printers together
The Karnataka Offset Printers Association organised a function in honour of Alois Senefelder, the 

father of offset printing, coinciding with Kannada Rajyotsava, on November 23 at KOPA’ s premises in 
Bangalore. Theatre personality Master Hirannaiah was the chief guest. Others present included the 
president of the association and chairman of The Offset Printing Technology Trust, A. Balachandra; 
immediate past president Nagasundar; past presidents P.S. Venkatesh Babu and Basavraj Jigalur; and 
general secretary Shivraj J. Shetty. 

The members honoured by KOPA 
were Ganesh Raof Shivaji, Wooden 
Die Makers; T. S. Nagaraj, Gowri 
Laminators; D. Mithalal Bhansali, 
Mercury Papers; G. Shanmugam, 
Sri Subramanya Process; R. Iaavu, 
Shivagami Binding Works; R. 
Narendra, Ramya Reprographic; 
Vicar Hussain, Allied Electrical 
Services; C. Prakash Babu, Ramesh 
Printing Press; and Sanjeev 
Sachdev, Kropex India. 

The association awarded cash 
prizes of Rs 10000 and certificates 
to rank-holders: Anand G..N., 
Asha N., and B. Siddesh, all from 
the Government Institute of 
Printing Technology, Bangalore. 
The September-October 2013 
issue of KOPA News was released 
by Master Hirannaiah.

Master Hirannaiah lights the traditional lamp while (from left) P.S. Venkatesh Babu, 
Nagasundar, A. Balachandra, and Shivraj J. Shetty look on.
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WIJEYA NEWSPAPERS, SRI LANKA

First step to automation in 
the mailroom

Wijeya Newspapers is one of  the most innovative 
media groups in Sri Lanka, and at the same time 
can record some of  the country's highest sales 

figures. The company publishes more than 14 daily and 
weekly newspapers and magazines in the three national 
languages – Sinhala, Tamil and English – with an overall 
circulation of  more than a million copies. For the company, 
recent years have also been marked by rising circulations, 
especially in the case of  the Sunday newspapers. To meet 
the growth in demand, the company has decided to add a 
24-page press with a production speed of  45000 copies an 
hour to the two existing newspaper presses. 

To make full use of  the speed and productivity advantages 
of  the press, and ultimately transfer those gains all the way 
through to the loading docks, too, Wijeya Newspapers 
made the decision to make its first investment in mailroom automation. The company has installed a 
UTR Universal conveyor as the basis, and has automated bundling with a MultiStack stacking system. 

Wijeya Newspapers was able to configure the line layout individually, so that products reach the 
MultiStack system by a direct route. On arrival, the daily newspapers are processed into bundles, and 
go to the sales outlets in that form. 

The team at Wijeya Newspapers is especially impressed by Ferag's added-value concept, which 
allows new sources of  revenue to be tapped by extending the mailroom. 

From left.: Sujan Wijewardene, director, Wijeya Newspapers; Janaka Rathnakumara, assistant general manager, 
Hokandara Press Complex, Wijeya Newspapers; and Marcel Binder, sales director, Ferag AG.
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Mastheads and logos that are a part of  the Wijeya 
Newspapers Group.
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COLDSET PRINTING PARTNERS INSTALLS MULTISERTDRUM

It’s much more than having 
speed on your side

Coldset Printing Partners is a joint venture realised in 2010 by the fusion of  the two former 
newspaper printing houses owned by media groups Corelio and Concentra. At the Paal-
Beringen facility some 80 kilometres east of  Brussels, more than 400000 newspapers are 

produced on a nightly basis
During the restructuring of  the organisation, deep-rooted changes were underway in the area of  

production technology, with the emphasis on postpress processing. Having already made the change 
to MultiStack technology, in the summer of  2010, Coldset Printing Partners began to replace the 20-
year-old inserting technology by installing the first MSD-2C MultiSertDrum. The performance gain 
exceeded expectations and the following years saw the replacement of  two further ETR lines with 
MSD technology.

Speed was the main reason for 
the change to the new inserting 
technology from Ferag. 

The three inserting lines run at 
speeds between 42000 and 43000 
copies an hour, and compared to 
the earlier ETR technology, it was 
possible to increase output by 45 
per cent. But the MultiSertDrum 
had more than speed on its 
side. When it comes to the 
number of  inserts that can be 
processed and also the diversity 
of  formats, the MSD system has 
far more scope – which in turn 
contributes to welcome growth 
in the supplement business.

From a journalistic standpoint, the three Ferag production lines bring new freedoms. The investment 
enables an even better response, based on hyper-local reporting, to the readership's demand for 
information from their direct community. During the day, a range of  preprints with hyper-local 
content are produced and inserted during night production into the newspaper jacket products. In the 
offline process, the MSD drums turn at a maximum 43000 finished products an hour. That way, ten 
different editions can be produced within the shortest of  time-spans.

In addition to the burgeoning business with inserted advertising, thanks to quarterfold production, 
Coldset Printing Partners has also accessed a further, financially interesting area of  activity. 
Approximately three years ago a StreamFold line was integrated into the Ferag system. Commercially, 
the relatively simple technical upgrade has made a big impact. Thanks to the quarterfold line, new jobs 
have been acquired and the job volume has been more than doubled. Compared with a quarterfold 
unit built into the printing machine, StreamFold is genuinely competitive. The system has no trouble 
keeping up with output, at lower operating costs. 

Thanks to the high inserting speeds with up to 43000 copies per hour, the MSD lines 
allow the production of  several editions with hyper-local editorial content.
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QUEST-FRANCE OPTS FOR QUADTECH DIGITAL INK SYSTEM

Maintaining ink stability 
through the printing run

Ouest-France, the publisher of France's most widely-read newspaper, has chosen QuadTech’s 
Digital Ink System to control ink volume and ensure stability of ink density on two new KBA 
offset presses at the company's Rennes (Brittany) plant. The investment in the new 48-page, 
1400 mm-wide presses, capable of a maximum speed of 84000 copies/hour and set to replace 
three Miller NOHAB 48 page presses from 1980, is part of an initiative by the newspaper to 
enhance productivity and efficiency

QuadTech’s Digital Ink System is a gearless, volumetric alternative to the open fountain system as 
a way of  supplying ink to the keys. It features digital ink injectors that precisely control ink flow 

and set image density by metering the ink volume of  each key. Digital volume metering eliminates 
the need for setting the fountain blade assembly and pickup roller. Removing the need for gap-setting 
improves reliability, lowers maintenance costs, and produces a more consistent image density through 
the entire print run, avoiding the fluctuations characteristic of  open fountains. Because nothing is 
touching the fountain ball, the costs of  recalibrating and replacing worn ink keys and fountain balls 
are eliminated.

Ouest-France has benefited from digital ink injection for several years. The company chose the 
QuadTech system, which is based on ink injection technology developed by CGI (acquired by 
QuadTech in 2012) and whose units are installed on existing presses at Rennes, Angers and Nantes.

Says Émile Hédan, industrial 
director of  Ouest-France, 

"Installing QuadTech's Digital Ink 
System for our new KBA presses 
was a natural choice because our 
people are familiar and skilled 
with the system, enabling us to 
smoothly transition to the new 
printing press without the need 
to retrain staff." He continues: 

“We are impressed by the ability 
of  the Digital Ink System to 
inject the exact amount of  ink 
required . This helps the press 
reach density targets very quickly 
as it accelerates, thus minimising 
start-up waste. Furthermore, the 
system maintains ink stability 
throughout the printing run. This 
gives us reassurance of  being able 

The Digital Ink System replaces fountains with computerised ink injectors, providing 
precise density control across the printed image by metering the correct volume of  ink 
delivered to each control zone.
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to achieve accurate colour, with little need for manual 
press monitoring, even in situations of  variable 
printing speeds.”

In addition, the Digital Ink System provides 
improved cost control because the printer can 
calculate accurate consumption rates. Its enclosed 
construction also keeps clean ink protected from 
contamination.      

   
The Digital Ink System’s precision is achieved 

thanks to servo-stepping motors—powered by an 
embedded microprocessor—which drive rotary 
pumps that in turn deliver ink to the rollers. The 
system is connected to the press speed so that as 
the press accelerates, the pump keeps delivering 
ink at the required rate. The microprocessor makes 
changes almost instantly. Thus, a precise amount of  
ink is delivered to the ink zone, over a wide range 
of  ink pressures and press speeds.

While Ouest-France is taking delivery of  the 
QuadTech systems on new presses, the Digital Ink 
System is also retrofittable onto existing presses.

With 2.5 million daily readers (and a circulation of  
almost 800 000 units) across Brittany, Normandy 
and Pays-de-la-Loire regions in France, Ouest-France 
is the most widely-read French-language newspaper 
in the world. The Rennes plant publishes 53 
localised editions in the week and 16 editions on 
Sundays.

Émile Hédan, industrial director, Ouest-France (left) and Caroline 
Zimmer, regional sales manager, QuadTech.

<
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KBA Cortina for Polaris 
Trykk, Norway

The 35-year-long successful business relationship 
between Polaris Trykk AS in Trondheim, Norway, 
and KBA has entered a new phase with the decision 
for a highly automated 48pp Cortina with dryer. 

“By investing in a KBA Cortina waterless press, 
our goal is to be the leading newspaper printing 
plant in Norway when it comes to quality and 
productivity,” says Polaris Trykk managing director 
Steinar Bakken. “Along with printing newspapers 
in coldset, with the installation of  a dryer we 
seek to broaden our product spectrum with semi-
commercials (supplements, magazines) on coated 
paper. By producing top-quality coldset, heatset 
and hybrid products we will be able to offer our 
customers more options, expand into new markets 
and be better equipped to face competition from 
electronic media. The Cortina’s impressive green 
credentials influenced our decision especially as 
our media group and many of  our customers place 
great importance on environmental matters.” 

The waterless Cortina is scheduled to go live in 
autumn 2014 and will replace two existing KBA 
Express press lines, which in 1997 replaced KBA 
Commander press sections delivered in 1978, 1987 
and 1994.

Polaris Trykk in Trondheim is one of  the largest 
printing plants in Norway. Its history goes back to 
1767 and the foundation of  Adresseavisen, the oldest 

running newspaper in Norway. The media group is 
owned by Polaris Media, one of  the country’s largest 
media houses which emerged from Adresseavisen 
newspaper house. Along with its print business, the 
group is also very active in the electronic media arena 
and is a leader in providing cross-media information 
via the internet, print, radio and television.

From the northwest Norwegian coast to all the way to 
the North Cape, Polaris Trykk is the most represented 
supplier to the paper-based media industry with sales 
of  around €55m and plants located in Trondheim, 
Ålesund, Harstad and Alta. The plant in Trondheim 
is the largest in the middle and northern part of  the 
country. Additionally, the firm also has a 50 per cent 
stake in a plant in Orkanger. Steinar Bakken: “All of  
our printing plants are certified in accordance with 
national and Scandinavian environmental criteria 
defined by the authorities. With plants all over 
Norway we can offer production close to the end 
user, which in addition to saving transport costs has 
an environmental impact as well.” 

Approximately half  of  the revenue is generated in 
Trondheim with printing the complete circulation 
of  the titles Adresseavisen and Trönder-Avisa as well 
as part editions of  the national dailies Verden Gang, 
Dagbladet, Dagens Näringsliv and Aftenposten. During 
the day inserts for Adresseavisen and other commercial 
products for national customers are produced. 

The highly automated Cortina will have a cylinder 
circumference of  1,120mm (44in), a 560mm (22in) 
cut-off  and a maximum web width of  1600mm (63in). 
It will be capable of  delivering 48 broadsheet or 96 
tabloid pages, all in full colour, at a rate of  40000 copies 
per hour. The reels will be transferred by AGVs to 
the KBA Patras A automated paper logistics system 
which will convey them to the reelstands, position 
and load them. Three KBA Pastomat A reelstands 
with infinitely adjustable divided arms enable fast 
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After signing the contract in mid-November at KBA in Würzburg 
(l-r): Polaris Media CEO Axel Koch; KBA sales director Jochen 
Schwab; Håkan Rundén, director of  KBA Nordic; Steinar Bakken, 
managing director of  Polaris Trykk; Olav Monseth, CFO Polaris 
Media; and KBA sales manager Winfried Schenker.

The KBA Cortina capable of  delivering 48 broadsheet or 96 tabloid pages 
will roll into action at Polaris Trykk in Trondheim in autumn 2014.
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and flexible edition and pagination changes. The 
KBA stripping station makes the employees’ work 
easier and increases hourly output. 

The three just 4m-high (13ft 12in) compact 
printing towers provide practical and proven 
features: automatic plate changing and blanket 
washing systems, automatic roller locks for stable 
print quality, pushbutton setting of  the optimum 
printing pressure from the console extending the 
service life of  the roller coatings, gearless and oil-
free printing units with AC direct drives plus user-
friendly operating and maintenance displays. The 
press’ 13m-long hot-air dryer features an internal 
thermal after-burning unit which lowers gas 
consumption. In addition, the high-performance 
KF5 jaw folder (2:5:5 cylinder ratio) is in the 
superstructure equipped with two 71° formers, a 
gluer, three ribbon stitchers and a ribbon splitting 
device. Length and cross perforation, the KBA 
section stitcher and a quarterfold support high 
flexibility and a broad product range. As tabloid 
pages are widespread in Scandinavia, KBA’s ribbon 
splitting device will be added to ease production and 
cut makeready. This allows the webs to be guided 
unturned over both formers, and the slit ribbons 
then to be assigned more flexibly to the three KBA 
ribbon stitchers.

Polaris Trykk produces a wide range of  newspapers.

Consolidating print, digital 
with CCI NewsGate

Danish regional newspaper JydskeVestkysten is 
consolidating print and digital on CCI NewsGate 
and has launched a digital first publishing strategy 
including a ‘freemium’ pay model. A cornerstone 
in JydskeVestkysten’s strategy towards 2015 is the 
objective to convert current users of  the free digital 
offerings to paying customers. A freemium pay 
model with regional and local news behind padlocks 
and a digital first publishing strategy are important 
elements in the pursuit of  this strategy. To streamline 
the editorial operation, print and digital content 
creation and editing are brought together on a CCI 
NewsGate platform.
“Today, print and digital editorial processes are run 

on two parallel systems, which generates a lot of  
duplicated efforts. Photos need to be sent to both 
our print and online publishing systems; relations 
between photos and texts need to be established 
on both systems, etc. With the implementation of  
NewsGate, all editorial staff  will work out of  one 
and the same environment when producing content 
for print and digital,” says Jesper Nørgaard, managing 
editor at JydskeVestkysten. Nørgaard also points to 
NewsGate’s Story Folder concept as an important 
vehicle to make editorial processes more efficient.
“With the Story Folder, we can very easily group 

editorial material in logical entities, which makes 
retrieval of  related texts, photos and graphics much 
quicker – also if  we need to pick up on a story at 
a later point in time,” says Nørgaard. According to 
him, implementing NewsGate at JydskeVestkysten 
is, however, not just a question of  meeting current 
requirements, but also very much about establishing 
a future-oriented platform to support publishing to 
as yet unknown channels and devices.

CCI, which has a long-standing partnership with 
JydskeVestkysten, will deliver business consulting as 
part of  the NewsGate agreement. “We are not just 
purchasing a new piece of  software, but pursuing a 
general objective of  working smarter in the newsroom. 
In that light, it simply makes sense to get CCI’s input 
on how to streamline editorial processes and to 
draw on their experience from similar projects,” says 
Nørgaard.      
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Commenting on the collaboration with 

JydskeVestkysten, Tor Bøe-Lillegraven, VP, CCI 
Business Consulting, says: “The implementation of  
CCI NewsGate is seen as a key element in a broader 
implementation plan, which includes a paid-content 
and web-first strategy.”

JydskeVestkysten is part of  Syddanske Medier, a 
regional media corporation based in the southern 
parts of  Denmark. In addition to the daily newspaper 
JydskeVestkysten, the product portfolio of  Syddanske 
Medier includes the news website jv.dk, ugeavisen.
dk, jvshop.kd, jobklik.dk, bilmarked.dk, the largest 
commercial regional radio station skala.fm and 19 
free weekly newspapers. Syddanske Medier has 
300 employees who each day bring news and other 
offerings to approx. 350.000 readers and listeners.

A Colorman e:line 
experience at Kempten

On 12th November, 70 print experts from across 
the globe experienced the thrill of  high speed 
performance both inside and outside the print room 
at the action-packed Colorman e:line technology 
forum in Kempten, organised by manroland web 
systems. The guests from various reputed printing 
houses engaged in a memorable race experience with 
ABT Sportsline, and then witnessed the unmatched 
high performance of  the new Colorman e:line at the 
Allgäuer Zeitungsverlag.

Eckhard  Hoerner-Marass, managing director, 
manroland web systems, greeted around 70 guests, 
including customers from large European printing 
houses at the facilities of  car tuning specialists ABT 
Sportsline. The high speed performance winner 
of  the night was undoubtedly the Colorman e:line. 
With a maximum speed of  50000 revolutions per 
hour and honored with the 2013 Red Dot Award 
for excellent product design, the Colorman e:line 
sets new standards in high speed and quality printing. 
The fastest press in the world is now available in two 
variants: the Colorman e:line 45 for medium-sized 
print runs and the Colorman e:line 50 for high speed 
and advanced automation print requirements. 

Markus Brehm, managing director of  Allgäuer 
Zeitungsverlag, welcomed the guests to the printing 
house in traditional Allgäu style. Wilfried Sutter, 

technical director, explained the reasons behind 
the printing house’s decision for shifting from 
the previously installed old KBA presses to the 
new investment in the Colorman e:line. Their 
clear needs were economical production, short 
make-ready times, high printing speeds, and a high 
degree of  automation, all being absolutely critical 
for the strategy of  the company. Reducing make-
ready times is particularly important to the Allgäuer 
Zeitungsverlag. 
“After all, we must deliver the eight regional 

editions to five post offices first thing in the 
morning,” Sutter pointed out. That means that the 
production must be finished by 1.30 am. How does 
that work in practice? The Allgäuer Zeitungsverlag 
demonstrated live the high performance of  the 
press to the guests without any reservations. 
The guests were allowed complete access to the 
entire Colorman e:line system and examined 
the technology in detail. What was especially 
interesting? “In particular, I was impressed by 
the highly efficient APL robots from manroland 
web systems,” explained a customer from Bavaria. 
He was not alone there; the APL – robotic plate 
changing feature was particularly well received. 
Later in the night, the customers tracked exactly the 
short make ready time on the Colorman e:line for 
each of  the eight regional editions of  the Allgäuer 
Zeitung. Make-ready times have been reduced to 
approximately three minutes per regional edition. 
For this same task, the previous KBA press needed 
20 minutes to half  an hour.

The pressroom at Allgäuer Zeitungsverlag with its core component: 
Colorman e:line.
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manroland develops 
solutions for retrofits 

manroland web systems has developed integrated 
solutions for retrofits on older printing presses to 
reduce press downtimes and associated costs while 
boosting the performance of  the printing system. 
Retrofits increase a printing system’s availability and 
keep its automation up to date. A retrofit optimises 
system performance, combined with higher product 
quality and fewer production standstills.

Retrofitted control systems provide clear 
performance advantages for printing companies. 
With the system updates, companies can implement 
additional upgrades or closed-loop systems on 
existing presses, which can easily be integrated 
in next-generation systems. In combination with 
Interbus technology and Ethernet communication, 
a new control equipped with the right application 
software also improves printing unit diagnostics. 
Faulty modules or operating conditions in the 
aggregate can be pinpointed and displayed in the 
monitor or via remote call. Ethernet interfaces 
ensure optimal print system networking. All data 
on the press or production status are centrally 
available. The control console provides both added 
operating comfort as well as functional advantages 
and a touch screen facilitates the selection of  key 
functions. This improves process visualisation 
and enables coordinated, automatic workflows. 
The operator has all production data at a glance, 
including specific color, dampening, and register 
values. A 19" monitor visualises the production 
parameters and presettings in a series of  graphics, 

and documents notifications, operating conditions, 
and alarms. Inconsistencies can be easily diagnosed 
and quickly remedied – or avoided altogether through 
prompt intervention.

The Brazilian newspaper printer Jornal Do 
Commercio in Recife has had its Uniset system made 
ready for the future with ten new printing units. 
In five weeks, manroland websystems technicians 
upgraded the system, which was originally built 
in 1999. The conversion occurred one section at a 
time, ensuring that production could be covered by 
the second section. “We are extremely pleased with 
this modern control technology, which allows us to 
achieve significant improvements in the productivity 
and product quality of  our presses,” says Satyro Gil 
de Sousa, industrial director at Jornal Do Commercio. 

“We’ve especially made significant strides when it 
comes to the control console operation. The training 
courses really helped us to master this conversion 
process. Our operators are absolutely impressed by 
the central control functions.”

The press.update program of  manroland web systems for a future-proof  
production. 

ppi Media, DC up presence 
in SE Asia

In south-east Asia, interest is increasing in the 
solutions developed by ppi Media and Digital 
Collections (DC). In order to provide improved, 
more intensive assistance and support for customers 
and interested parties, the software producers 
from Hamburg concluded a partner agreement in 
November 2013 with Intergraphics, a Thai company.
“For a long time, Intergraphics has been held in 

high esteem in the Thai market. We have also noted 
a trend towards digital media in Thailand. Therefore, 
our customers and interested parties rightly expect 
us to increase our presence,” says Christian Finder, 
head of  International Sales at ppi Media. Effective 
immediately, Intergraphics will represent ppi Media 
and Digital Collections, offering the entire portfolio 
of  solutions from both suppliers. Intergraph will 
work closely with the Asian representative for DC 
and ppi Media: Medialive Pte.

ppi Media has been active in the south-east Asian 
market since 2003. Its customers include, among 
others, Post Publishing Company in Thailand, 
Singapore Press Holdings and MediaCorp in 
Singapore, and the Compass Gramedia Group in 
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Indonesia. Apart from a range of  DC's archive 
solutions – for example, at Mediaprima and The 
Star in Malaysia and ppi Media's classic products, 
PlanPag and AdPag, which are used to automate 
the planning and production of  daily newspapers 
and magazines, south-east Asian publishers are 
increasingly implementing cross-media solutions 
such as AdX for integrated ad management for 
print, web, tablets or broadcasting and Content-X, 
the new and successful multimedia editorial system 
solution.

From left to right: Reiner Ebenhoch, CEO, MediaLive Asia; Christian 
Finder, head of  International Sales at ppi Media; Ole Olsen, CEO, 
Digital Collections; Jesada T. Suwan, CEO, Intergraphics in Thailand; 
and Prayong Daranuwat, sales manager at Intergraphics in Thailand.

Beijing Daily enters 
commercial printing

Beijing Daily has installed a new heatset Goss web 
press as part of  a strategy to diversify beyond its 
well-established newspaper production. In choosing 
the 32-page Goss M-800 press, the company has 
signaled its intention to become a leading player 
in its regional commercial print market. Featuring 
a four-pages-around by four-pages-across (4x4) 
cylinder configuration, the M-800 model is capable 
of  printing up to 80000 16-page signatures per hour 
in straight production mode. The four-unit press 
system also incorporates a Goss Ecocool heatset 
dryer and Contiweb FD paster, as well as 
a Goss PCC-2 pinless folder.

Previously running an exclusively coldset operation, 
Beijing Daily produces more than two million 
newspapers daily and its entry into the commercial 
market is expected to reach a similar scale over 
time. According to Jia Fudong, vice-director for the 
Beijing Daily printing operation, the M-800 model 
was chosen with production versatility in mind. 
“The new press has already been called on to 

produce a wide range of  products and formats,” 

explains Jia Fudong. “Demand for commercial 
products and heatset retail inserts continues to 
increase alongside quality expectations in our region, 
so we’re very pleased that we decided to go with the 
clear leader in web press technology for this important 
step. Goss International’s position is well deserved, 
not only because they have supplied precisely the 
right capabilities for our production requirements, 
but also because the technology is backed up with 
a level of  local support that ensures our long-term 
confidence.”

The double-circumference M-800 press utilises 
proven design elements from other Goss presses, 
including Sunday models, to achieve a unique 
combination of  value and performance. Multidrive 
technology, bearerless cylinders and a 12-roll inking 
and dampening system deliver premium print quality 
as well as a high level of  flexibility for changing 
production requirements.

Tim Mercy, vice-president of  sales for Goss 
International, says the ability to print magazine, tabloid 
and other formats in straight or collect mode makes 
the M-800 model ideal for a company embarking on a 
new venture. “Beijing Daily needed a press that could 
adapt in line with the way the new business develops, 
while at the same time being able to maintain the high 
standards expected due to its established reputation 
for both product content and quality. This is also an 
excellent option for commercial printers looking to 
expand their existing operation as its four-around 
press format complements existing two-around 
presses such as Goss M-600 and M-500 models,” he 
adds.

Beijing Daily is part of  the Beijing Daily Group, a 
media company that manages nine newspapers and 

With the installation of  a new 32-page Goss M-800 heatset web press, the 
Beijing Daily has signaled its intention to become a leading player in the 
regional commercial print market.
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three magazines as well as web sites, a publishing 
house and a television broadcasting station. The 
Group publishes the leading circulation newspapers 
in the area, including Beijing Daily, Beijing Evening 
News, Beijing Morning Post and Beijing Suburbs Daily.

Management change at 
ABB Printing

ABB, one of  the leading suppliers of  automation 
solutions for the newspaper industry, has announced 
a change in the management team of  its printing 
organisation. Markus Greiner has taken over the 
leadership of  ABB Printing effective December 
1, 2013. Greiner is a long-term member of  the 
ABB Printing management team. He was head 
of  development since the beginning of  2007, 
which followed a two-year stint as head of  sales. 
The computer science graduate with 10 years of  
experience in the newspaper industry replaces 
Christian Villiger, who is taking up a new challenge 
outside the company.

Markus Greiner will also take on the role of  head 
of  sales as replacement for Boris Falk, who is taking 
up a senior position within the Mediengruppe 
Pressedruck Augsburg in Germany. Greiner’s 
immediate reaction on his appointments was to thank 
his two predecessors. “Both Christian Villiger and 
Boris Falk have done an excellent job steering ABB 
Printing through the stormy seas that our industry 
has experienced in the last few years. Today’s solid 
financial position of  ABB Printing would not have 
been possible without their tremendous efforts”.

Christian Villiger (right) congratulates his successor as head of  ABB 
Printing, Markus Greiner.

manroland exec board 
decides on new structure

The executive board at manroland web systems 
GmbH have made some decisions in order to 
significantly and rapidly increase the strength and 
success of  the Service Division in the market, 
and to streamline the company’s organisation and 
increase its responsiveness. 

For this reason, the ‘head of  service’ function 
has now been combined into a ‘head of  sales and 
service’ function, and moved to the management 
level under the leadership of  Eckhard Hoerner-
Marass. “Service that is sales-oriented and constantly 
available to our customers is the key to success 
for our company and with this new organization 
structure, we have further strengthened this 
important division in the company” says Eckhard 
Hoerner-Marass, managing director, 

Anton Hamm, previously responsible for the 
Service Department at manroland web systems has 
left the company due to the revised organizational 
structure. Eckhard Hoerner-Marass is now directly 
responsible and takes over the operations of  the 
Service Division.

Eckhard Hoerner-Marass, managing director, will take over the 
Business Division Service of  manroland web systems.
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Rapidas for Lebanon
New printing presses are rare in Lebanon. But 

KBA is bucking the trend with a second order for 
a brand-new Rapida destined for the country. The 
Rapida will be the Middle East’s first Rapida 106 
equipped with DriveTronic SPC simultaneous plate 
changing.

Sidema, a packaging printing firm based in Beirut, 
fired up a new five-colour Rapida 105 with coater 
in summer. The press features a board-handling 
capability, ink-temperature controls, a roller facility 
for nonstop delivery and washing systems for 
blankets, cylinders and rollers.

A high-speed Rapida 106 is scheduled to go live 
in February at Arab Printing Press, also in Beirut. 
The eight-colour perfector for  four-over-four 
production will be the seventh sheetfed offset press 
from KBA to date to go to the printing company 
which was founded in 1968. It will be equipped 
with a raft of  automation modules ensuring fast 
job changes. The press line will feature DriveTronic 
SPC direct plate-cylinder drives with Plate Ident for 
automated plate recognition and pre-registration, 
as well as the measuring systems ErgoTronic 
ColorControl (density measuring) and ErgoTronic 
ICR (register measuring) for quality assurance.

Arab Printing Press is one most renowned 
printing companies with regard to quality in the 
Middle East. It produces magazines and books 
for the Arab world, Africa and  Europe in press 
rooms measuring 5500m², plus brochures, labels 

The cutting-edge finishing line is equipped to handle large unit runs.

and other commercial print work. Although the firm 
is equipped for printing large print runs, it is also 
flexible enough to produce smaller jobs economically. 
The new Rapida 106 will also contribute towards 
this.

QuadTech drops 2 cases 
against QIPC

At QuadTech’s request, the US District Court 
(Eastern District of  Pennsylvania) has dismissed 
charges and counter-charges in two ongoing cases 
between QuadTech and QIPC. The cases have been 
in court in the United States since 2009.
“QuadTech filed these cases to prevent QIPC from 

selling and advertising its mRC markless and IDS 
systems in the United States because they infringed 
on our patents and we felt QIPC’s advertisements 
were misleading,” said QuadTech president Karl 
Fritchen. “No infringing mRC sales have occurred 
anywhere since we filed suit, and QIPC ceased its 
deceptive advertising. The patent at issue also recently 
expired, with only a single infringing IDS sale having 
occurred—over five years ago.
“With so little at stake any longer, it simply made no 

economic sense to keep litigating,” Fritchen explained. 
“So we asked the court to dismiss both our claims and 
QIPC’s counter-claims, and the court agreed with us. 
In the process, QIPC forfeited whatever right it may 
have had to argue that QuadTech's infringement and 
false advertising claims were incorrect.”

There is still one pending patent case against 
QIPC’s Intelligent Density System (IDS) that is not 
yet resolved. That case was temporarily put on hold 
while QIPC asked the US Patent and Trademark 
Office (PTO) to declare it invalid. QIPC’s strategy 
failed, as the PTO recently rejected QIPC’s arguments, 
and ruled that QuadTech’s patent is indeed valid 
and enforceable against QIPC.  QuadTech expects 
that the reexamination process will end soon, and 
the remaining patent infringement litigation against 
QIPC will resume. 
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KBA management presents 
realignment concept

The management board of  Koenig & Bauer 
AG (KBA), Würzburg, presented a concept for 
the strategic realignment of  the KBA Group and 
a package of  measures aimed at strengthening 
the company's profitability long term and future 
development potential. Attention centred on 
sustainable structural adjustments to secure 
core business activities, the optimisation and 
concentration of  value creation at the various 
locations, and changes to organisational structures 
within the group, placing a focus on future growth 
fields. After in-depth deliberations, the supervisory 
board approved the concept.

The worldwide print industry is facing ongoing 
structural change in the media sector, characterised 
by concentration processes among publishers and 
printers and overall reshaping of  the print branch. 
The consequence is a continued reluctance to 
invest, which has led to significant excess capacities 
across the whole press manufacturing industry. The 
world market for sheetfed presses, for example, has 
been halved over the recent years, and the market 
for web presses has contracted by around 70 per 
cent. Lasting reversal of  this marked slump in web 
business is not to be expected, and branch experts 
are also predicting stagnation at the current low 
level for sheetfed business. Sustained growth is only 
discernible in the digital and packaging segments, 
and in certain special markets.

Against this background, the past months have 
been used to elaborate a corporate strategy under 
the heading ‘fit@all’, with a series of  measures 
to strengthen the long-term competitiveness 
and profitability of  the company. Alongside the 
necessary adaptation of  core business activities 
to the changed market situation, growth potential 
for KBA was a central theme. Says KBA president 
and CEO Claus Bolza-Schünemann: “Swift and 
radical restructuring is intended to facilitate our 
development into a decentrally organised and 
highly flexible press manufacturing company, which, 
complementing its core business, is active above 
all in profitable niche markets. With this decision, 
we have laid the foundations for sustainable 

realignment and interesting future prospects. The 
essential basis, however, is initially consolidation of  
our core business activities.”

The objective is – subject to approval from the 
AGM in May 2014 – to establish divisions with 
clearly defined profit responsibilities for the fields 
sheetfed presses, web presses, special applications 
and manufacturing. Measures targeting structural 
and process optimisation are to be implemented 
in the sheetfed offset division. Further key aspects 
are capacity and personnel adjustments, as well as 
solutions for under-performing product segments 
and sales units. In the web press division, activities 
are to be transferred to a business model based on 
labour flexibility. Here, too, personnel adjustments 
are necessary. A total of  between 1100 and 1500 
jobs will be affected at group level by the measures 
adopted.

QuadTech expands 
Nordic coverage

QuadTech has announced the appointment of  
BSTech ApS of  Denmark as its exclusive agent for 
Denmark, Finland and Iceland. The appointment 
covers all application sectors, commercial web, 
newspapers and packaging. BSTech was established in 
2012 by Bent Sørensen, who has a 25-year association 
with QuadTech systems. BSTech specialises in 
supplying ancillary systems for press and post-press 
applications as well as automated guided vehicles 
(AGVs) for materials handling.
"The Danish market is well-placed to benefit 

from QuadTech systems," says Sørensen. "In the 

From left: Stewart Dyer, QuadTech regional sales manager; Bent Sørensen, 
BSTech; and Karl Fritchen, president of  QuadTech.
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newspaper sector, which, as in many western 
countries, is experiencing significant contraction, 
there are opportunities for performance-enhancing 
systems like QuadTech's Color Control and Web 
Inspection System with AccuCam. This is because, 
while investment in new presses is unlikely in this 
market, systems like the AccuCam are able to extend 
press life, ensure quality and cut waste: three things 
that are very attractive to newspaper printers."

While gravure has disappeared from the publications 
sector, replaced by heat-set web offset, it remains 
a significant part of  package converting. Sørensen 
notes that the same is true in the commercial web 
offset market, as well as in the packaging sector. 

"Most of  Denmark's large packaging facilities are now 
part of  international groups, and while investment 
in packaging equipment is more likely, there are 
enormous benefits to be had through investment in 
reliable ancillary systems," he said.

While the Icelandic market is very small, Sørensen 
sees opportunities there, too. "Iceland is recovering 
from its financial meltdown, and it is experiencing a 
more optimistic economy. While printers in Iceland 
are used to very short runs of  2000-10000 units, 
QuadTech has systems that could make even those 
runs more efficient while ensuring print quality." 

Xaar invests to expand 
Cambridge R&D facilities

Xaar, the world’s leading supplier of  industrial 
inkjet print-heads, has leased a third facility on 
the world-renowned Cambridge Science Park to 
increase R&D floor space by 50 per cent to 48000 
square feet. The expansion supports the company's 
considerable investment in R&D which has seen its 
R&D headcount grow by 60 per cent in 2013 to 130 
employees.

The opportunity to boost its R&D team and facilities 
follows Xaar’s outstanding financial performance 
over the last few years. The growth in sales and 
profits has been achieved through the adoption of  
Xaar’s innovative technology and printheads for a 
number of  applications, led by ceramic tile printing. 
Sales grew by 78 per cent in the first half  of  the year 
versus the same period in 2012 and profits were up 
231 per cent. In recognition of  the strength of  the 

company's financial performance Xaar received the 
Technology Growth Business of  the Year award 
at the recent UK Tech Awards and was named 
Best Main Market Company at the recent Shares 
Magazine Awards.

In addition  to the  growth in R&D staff, the 
team has been re-structured into two divisions 
to accelerate product development and maximise 
effectiveness.  The Bulk Piezo Technology 
Division focuses on developing new products and 
product variants based on Xaar’s current successful 
technology; the Thin Film Piezo Technology 
Division is focussing on next-generation 
technology and products which will enable Xaar to 
target a wider range of  applications. The first Thin 
Film Piezo product is due in 2016. “I am delighted 
that we have been able to continue to grow our 
investment in R&D to support Xaar’s future 
over the longer term,” said Ramon Borrell, R&D 
director. “We have an enormous opportunity ahead 
of  us to disrupt large and well-established markets 
with innovative technology which is transforming 
a number of  sectors.”

As Cambridge’s 13th billion dollar company, 
Xaar has a major impact on the region in terms 
of  investment and employment. The company’s 
strong commitment to Cambridgeshire and the 
local community has led to a £1 million investment 
in a bond to support the new Future Business 
Centre which opened recently. The Future 
Business Centre provides an affordable workspace 
with support and shared services to new social and 
environmental enterprises. Its aim is to harness the 
Cambridge flair for innovation to make a positive 
change locally and globally.

A view of  the picture-postcard Xaar facility. 
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Mail & Guardian bags 
awards

Best Publisher, Best Editorial Team, Best Tablet 
Publication – The Mail & Guardian, a South 
African publisher, has won three categories at the 
2013 Bookmarks Awards. The award, presented 
for the past six years by the Digital Media and 
Marketing Association (DMMA) in South Africa, 
recognizes "excellence in digital". The Mail & 
Guardian is a long-time user of  WoodWing’s 
multi-channel publishing system Enterprise and 
also leverages WoodWing’s digital publishing 
tools for Adobe InDesign. Automated Publishing 
Services, WoodWing’s partner for Southern Africa, 
sponsored the Best Tablet Publication category of  
the Bookmark Awards 2013.

The Mail & Guardian Online was launched in 1994 
as the first online newspaper in Africa, and one 
of  the first online newspapers in the world. Today, 
the M&G is a quality news source available across 
multiple platforms, offering breaking news and in-
depth, analytical features from South Africa, Africa 
and around the world.
“We’re very proud to be the only winner in the 

Tablet Publication category at this year’s Bookmark 

awards,” says Alistair Fairweather, chief  technology 
officer of  the Mail & Guardian “The team at M&G 
Digital has been working hard to bring the same 
level of  excellence for which the Mail & Guardian is 
famous to our iPad and Android editions. WoodWing 
has played a key part in our success. Its tools have 
allowed us to adapt our existing skills for the digital 
future. Using WoodWing across all our publication 
platforms allows us to streamline the workflow and 
to reduce double work significantly. And thanks to 
the integration with Adobe’s Digital Publishing Suite, 
we can now publish to a wide range of  devices and 
app stores without additional overhead.”

WoodWing client Mail & Guardian, a South African publisher, 
won three categories at the 2013 Bookmarks Awards, in recognition 
of"excellence in digital".

HP expands environment 
sustainability initiatives 

HP has announced developments that help 
reduce the environmental impact of  HP Indigo 
digital prints. Updates include: new trials that 
conclusively demonstrate the deinkability of  HP 
Indigo prints in typical Graphic Arts Paper deinking 
mill configuration, fully recyclable packaging for ink 
cartridges, expansion of  its take-back programme 
for recycling consumables, and reduction of  the HP 
Indigo carbon footprint. 

HP Indigo prints are fully recyclable and can be 
placed in normal recycling collection. Deinking, or 
removing ink from paper fibres, is one of  the key 
steps in the paper recycling process for manufacturing 
recycled graphic art papers. Over the past few years, 
HP collaborated with a range of  industry and academic 
deinking experts to gather lab-scale, pilot-scale and 
mill-scale deinking data that verify HP Indigo prints 
can be deinked in a typical graphic art paper deinking 
mill configuration.

In June 2013, Voith Paper, a leading supplier of  
deinking equipment, and the Paper Technology 
Department of  PMV Darmstadt, a leading German 
technical institute, conducted two pilot-scale trials 
with five per cent and 10 per cent HP Indigo feed. The 
research found that even with 10 per cent HP Indigo 
feed, the pulp produced in the trials was suitable for 
standard and higher quality Graphic Arts recycled 
paper grades. The trials were held at the Voith Paper 
Fiber Systems Technology Center in Ravensburg, 
Germany for its near-mill-scale equipment, creating a 
realistic simulation of  a standard graphic art deinking 
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mill, including drum pulping, two flotations and 
one disperger. An important feature of  the trial was 
that disperger energy typical of  industry mills was 
used. A detailed report from the pilot trial will be 
published in the near future.
"These pilot plant trials have convincingly 

demonstrated the deinking ability of  HP Indigo 
prints using standard 2-loop deinking processes," 
says Jürgen Dockal, product development engineer, 
Voith Paper Ravensburg Fiber Systems Technology 
Center. "Proven equipment and standard deinking 
chemistry can be used, and parameters such as 
brightness development, ash content and yield are 
unaffected by the presence of  up to 10 per cent Liquid 
ElectroPhotographic prints." PMV-Darmstadt has 
made significant progress in developing a lab scale 
2-loop test that correlates with the Voith Paper pilot 
trial.

These results complement two previous full-
scale mill deinking trials, which were conducted 
in collaboration with Arjowiggins Graphic at its 
3-loop Greenfield deinking mill in Chateau-Thierry, 
France in November 2011 and October 2012.  In 
the mill-scale trials, five per cent HP Indigo Liquid 
ElectroPhotographic prints (LEP) were added to 
the standard mill furnish. In both cases, high-quality 
deinked pulp was produced without affecting mill 
process efficiencies or operating parameters. “The 
results of  the pilot-scale trials show that printed 
paper from HP Indigo digital presses is compatible 
with typical graphic arts deinking mills even at levels 
higher than what likely would be encountered," 
says Yogev Barak, director of  current business 
management, Indigo division, HP. "Along with 
results from the Arjowiggins deinking mill trials, 

these latest results show that HP Indigo users can 
continue to feel confident that HP Indigo prints can 
be recycled back to high-quality graphic art papers."

As a part of  HP's ongoing commitment to 
environmental sustainability, HP Indigo introduced 
improved ink cartridge packaging for the HP Indigo 
6000 and 7000 series Digital Presses. The new 
cushioning tray is made of  100 per cent recycled, 
moulded pulp and is 100 per cent recyclable. Users 
can now dispose the cushioning tray with the ink 
cartridge's cardboard box. HP offers free take-back 
services for HP Indigo supplies for customers in more 
than 17 countries around the world. The programme 
is now expanded to include series four binary ink 
developer (BID) base and BID roller used in the HP 
Indigo 10000, 20000 and 30000 digital presses.

The free take-back services for HP Indigo supplies that HP offers its 
customers is now expanded to include series four binary ink developer 
(BID) base and BID roller used in the HP Indigo 10000 digital press.

Implementing standards will 
improve profits

Less waste, better quality, happier customers and 
bigger margins; the Holy Grail of  all printers, but 
like the Grail seen by many as unattainable. Not so 
argues, industry consultants, Digital Dots, all this 
and more is very achievable by implementing ISO 
12647-2, and the consultancy has produced a series 
of  four, easy-to-understand guides - Standardised 
Print Production (SPP) - that simplify the process.
“Mention ISO standards to most printers and you 

see them glaze over before you get to the numbers,” 
says Laurel Brunner, Digital Dots managing director, 

“but the fact is, that in reality, they are a powerful set of  
tools which will reduce waste, which will return better 
quality print, which will make customers happier and 
above all, will give bigger profit margins.”

The Standardised Print Production series explains 
in plain language what print firms need to do to 
achieve compliance to ISO 12647-2. SPP comprises 
four parts: Document Preparation and Prepress; 
Setting up the Press; Quality Management, and an 
Executive Summary. Each guide explains what the 
ISO 12647-2 standard covers and what a printer 
or print buyer needs to do in order to achieve ISO 
12647-2 compliant print production.

The SPP guides help printers and their customers 
understand how to use ISO 12647-2 to improve 
business performance, including return on capital 
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investments and enhanced profitability. They are 
also designed to help printers and their customers 
make workflows more efficient, tighten up process 
controls, reduce errors and waste, and improve colour 
control and consistency: run to run and across print 
methods. All of  this directly impacts a company’s 
bottom line and improves profitability.

Standardised Print Production is the result of  
Digital Dots’ extensive experience in digital colour 
management. The authors — Laurel Brunner and 
Paul Lindström — contribute to the development 
of  ISO 12647-2 through their membership of  ISO 
TC130, the technical committee responsible for 
graphics technology. Digital Dots has also worked 
to develop certification schemes for ISO 12647-2, 
including that of  the Swedish Printers’ Federation 
and the UK’s BPIF.

Standardised Print Production can be purchased 
as a complete set (Euro 275) or as individual guides 
(Euro 95 each) online at http://digitaldots.org/
standards spp 

Digital Dots is well known for its work on 
international standards and extensive testing projects 
specifically for the graphic arts industry. Combining 
advisory, auditing, educational and publishing 
activities, the Digital Dots team has unmatched 
experience with standards implementation in the 
field.

Inca Vision launched
Inca Digital has announced the launch of  Inca 

Vision, a customer support service unique to Inca 
Digital flatbed UV inkjet printers. Inca Vision lets 
Inca remotely and regularly monitor and diagnose a 
machine, and in many cases, catch issues before the 
customers decide to call for engineer service. “The 
last thing any company wants is machine downtime. 
Inca Vision is able to detect possible failures before 
they happen, offering customers the opportunity 
to proactively service their machines and, in many 
cases, avoid costly delays,” says John Mills, Inca 
Digital CEO.

By gathering data from machines globally on a daily 
basis, Inca engineers can conduct remote diagnostics 
to determine how well the printers are performing 
and whether there is need for intervention with 
engineering support. Dashboards used by the Inca 

Digital Support Team offer a view of  high-level 
data across all machines throughout the world. A 
RAG (Red, Amber, Green) screen allows the Inca 
Support Team to prioritise printers most urgently 
in need of  attention and the team can also assist 
distributors and provide back-up data for any 
serious machine issues in their regions.  

Data can be interrogated at a detailed level per 
machine to help determine causes for any failures. 
For example, a faulty UV shutter message or high 
temperature alarm compared with area printed or 
ink consumption - generally, machine usage - can 
help detect if  a component is failing. Customer 
scans on iNozzle mapping allow Inca to monitor 
the condition of  printheads to help the customer 
maintain quality and to offer suggestions for 
maintenance procedures. Also, the gathering of  
data on the use of  vacuum zones can help to 
determine most commonly used sheet sizes.  

While most printer activity is downloaded on a 
daily basis, the data - such as machine alarms and 
machine status changes - can be interrogated in 
minute intervals. In addition, the First Line support 
team can work with the customer to ‘log-in’ to the 
live data for more detailed analysis. Recent Inca 
Onsets are built with greater access to machine 
data, but even older models such as Inca Spyders 
offer access to sufficient data.

For customers, this means that their Inca printers 
can be monitored on a daily basis for any signs 
of  future problems. Their support team can offer 
suggestions to help them maintain their machines 
in good running condition, based upon their own 
patterns of  use, preventing downtime. If  a printer 
needs onsite repair, data collected by Inca Vision 
can assist with a quick diagnosis and repair as well 
as parts requirements.

Inca Vision is currently in service in the 
UK and other regions directly supported by the 
Inca  support team. It will be rolled out to the 
US during Q1 2014. Inca Vision will be built 
into higher-level service contracts as part of  the 
complete support package. It will not be actively 
offered to customers without a support contract.
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GMG OpenColor 1.1 
released

GMG has announced the release of  GMG 
OpenColor 1.1. Designed to enable brands and 
packaging press specialists to accurately predict 
spot colours, GMG OpenColor has won high-
level recognition, including the 2013 InterTech 
Technology Award, the 2013 Flexographic Technical 
Association Technical Innovation Award and 
an Innovation Award from the ERA - European 
Rotogravure Association. New features in GMG 
OpenColor 1.1 extend its functionality still further 
and include extended import of  measurement data 
and further adjustment capabilities to the GMG 
OpenColor profiles.

The use of  multi-colour printing and the increasing 
complexity of  jobs that use different combinations 
of  inks, substrates and screening, amongst other 
variables, is a continuing trend in package printing, 
Consequently, one of  the critical challenges facing 
brand solutions and packaging prepress providers 
is the ability to accurately and reliably communicate 
color throughout the entire supply chain - from the 
brand manager to the printer.

Until now, to accurately communicate a mix of  
colors, every combination would require a specific 
test chart showing the different combinations - a 
costly process that involves colour fingerprint 
charts, the making of  plates, and lengthy testing.  
GMG OpenColor resolves this complex packaging 
problem and provides highly accurate colour profiles, 
with less information. By using OpenColor, users 
avoid printing combinations of  overprints. They 
just print single colour patches – e.g. colour control 
strips – and combine the colour and substrate 
properties within the software.

The new GMG OpenColor 1.1 offers powerful 
data import functionality that automatically 
averages data, which is especially helpful when 
importing data collected at different press run 
times. As a result, any possible deviation is included 
in the final profile calculation. This new version of  
GMG OpenColor provides tools to adjust colour 
intensity and dot gain. Users can define a target 
dot gain from a specific printing process or adjust 
dot gain measurements to compensate for possible 
faulty printing conditions, which can occur during 

reference print runs or color standard productions. 
By avoiding re-runs, users save time and money.

Flexo pre-press companies, particularly, will profit 
from the color and dot gain adjustment.  They can 
define target dot gain for a spot colour or for a 
complete data set. Plus, they will be able to adjust dot 
gain and ink density to suit optimal press condition. 
Operators can adjust parameters and modify highlight, 
mid tone or shadows are per channel and colour as 
needed for production.

OpenColor, ColorProof 
integrated with PantoneLive

GMG GmbH & Co KG announces a cooperative 
agreement with X-Rite Incorporated that allows GMG 
customers to access the PantoneLive ecosystem and 
colour libraries, through its award-winning GMG 
OpenColor and GMG ColorProof  platforms. The 
integration of  PantoneLive with GMG OpenColor 
and ColorProof  allows GMG customers to work 
globally using the same database and to generate spot 
colours that meet PantoneLive colour standards and 
brand owners' specifications quickly. 
"We are excited to offer our ever-growing packaging 

community the ability to connect our award winning 
spectral proofing solution to the platform of  
choice for brand owners and suppliers," says Victor 
Asseiceiro, director of  the Packaging Business Unit 
at GMG. "One of  the most difficult challenges 
facing a converter today is accurate and reliable 
communication of  colour data between all parties in 
the supply chain. Pantone is the de facto method of  
specifying brand colours in many industries and its 
integration within GMG products gives customers 
the most complete and accurate platform for colour 
proofing and management on the market today”.
"PantoneLive gives highly accurate definitions of  

the spot colours that customers want, and GMG 
OpenColor and ColorProof  represent best-in-class 
solutions that ensure proof  colors are faithful to on-
press spot colours," says Iain Trevor Pike, market 
director, Pantone Digital. “We are thrilled to add 
GMG to an ever growing list of  market leaders 
like Esko, W&H, Sun Chemical, ColorMetrix and 
Colorware - all joining X-Rite vision for seamless 
colour communication.”
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PantoneLive is a cloud-based, colour management 

service that now maintains 22 generic packaging-
relevant colour libraries for carton, flexible 
packaging and label applications. The PantoneLive 
cloud has become the preferred site for the world's 
leading brand owners, such as Procter & Gamble 
Co. and H.J. Heinz Co, for storing packaging colour 
standards.

GMG OpenColor precisely predicts spot-to-
process overprint and saves costs by reducing the 
number of  press fingerprints or press trials required 
and reducing lengthy make-readies.  The system 
eliminates the need for printing combinations of  
overprints, spot and process through the use of  
color control strips and software that takes into 
account substrate properties.

The GMG ColorProof  software contains all 
the components needed for high-end proofing 
applications, including calibrations and colour 
profiles. The printing result is accurately simulated 
on the basis of  GMG's DeviceLink technology. 
By connecting several GMG ColorProof  systems, 
the same spectral color data can be reliably used 
for profiling and production at different company 
locations with consistent results.

X-Rite, with its wholly-owned subsidiary Pantone 
LLC, is the global leader in colour science and 
technology. The company develops, manufactures, 
markets and supports colour solutions through 
measurement systems, software, colour standards 
and services. With main headquarters in Grand 
Rapids, Mich. and regional headquarters in 
Regensdorf, Switzerland and Hong Kong, China, 
X-Rite helps customers with a full range of  colour 
management systems and solutions offered 
through dealers and more than 20 company-owned 
manufacturing facilities, sales and service offices in 
the Americas, Europe and Asia.  

X-Rite serves a range of  industries, including 
printing, packaging, photography, graphic design, 
video, automotive, plastics, paint, textiles, dental 
and medical. 

Pantone LLC has been the world’s color authority 
for nearly 50 years, providing design professionals 
with products and services for the colorful 
exploration and expression of  creativity. 

KBA opens first 
subsidiary in Japan

The employees of  KBA Japan moved into their 
new Tokyo office in September 2012, making it the 
first subsidiary in the 200-year-long history of  KBA 
to be based in the Land of  the Rising Sun. The team 
in Tokyo is being led by Kenneth Hansen, managing 
director of  KBA Korea in Seoul. He has worked in 
the Asian graphic arts industry for over 30 years and 
is a valued expert on the Japanese printing industry 
with outstanding contacts. After only 15 months, 
Kenneth’s efforts in Japan with KBA sheetfed offset 
presses have begun bearing fruit. Long and highly 
automated high-tech presses from KBA are proving 
particularly popular. So far four Rapidas have been 
installed in Japanese printing firms or are on their 
way there. Especially  the Rapida 106 and Rapida 145 
have generated a great deal of  interest and can now 
be seen live in operation.

Japan, which ranks among the top five printing 
press markets in the world, has long been a blank 
spot on the KBA map. In the past only publication 
rotogravure and web offset presses for telephone 
directories were delivered. The Japanese team 
received comprehensive training before prominent 
packaging printer Taisei in Tokyo flipped the switch 
on the first Rapida 106 at the beginning of  2013. 
The press features eight printing units, simultaneous 

A highly automated KBA Rapida 106 with comprehensive kit for inline 
finishing has been in action at prominent packaging printer Taisei Co in 
Tokyo since spring 2012. 
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plate changing, packages for foil and board handling, 
capabilities for UV mixed operation and a cold-
foil module. In addition, the employees in Japan 
are supported by their colleagues from Korea and 
Germany with regard to commissioning and service 
activities.

Good production takes 
good understanding

Good production takes good understanding, and 
that means having good training. These were the 
reasons that Sun Chemical organised a technical 
training seminar on the flexographic printing 
process during the AndinaPack trade show in Bogota 
in November 2013. The goals were to increase the 
understanding of  the process users, to attain better 
common understanding, and to aim for higher quality 
and productivity for the printer. 

The three-day seminar was held at the Sena Bogota 
Graphic Arts training Center, which is equipped with 
a full training simulation laboratory (heatset, sheetfed 
and flexo simulators). The Sena is also equipped 
with real flexo presses, but no real production was 
done – it costs too much for this sort of  training. 
The course was attended by industrial partners such 
as Plasticos Calidad of  Colombia, by Sena instructors 
specialized in flexo training, and by Sun technical 
support personnel from different Andean countries. 

The industrial attendees had the chance to “run 
the press” at no cost, to practice identifying and 
solving production problems; and to discuss all of  
this with the ink experts from SUN and the training 
experts from the Sena. The Sun experts used the 
simulators to improve their understanding of  non-
ink pressroom problems. And the Sena instructors 
had the opportunity to talk about industrial practice 

and production problems – information that will 
help them work more closely with industry, and 
guide their students in the right direction. All the 
participants received a Sinapse Certificate. The 
seminar was conducted by Carlos Alvarado, a 
process color consultant and a Sinapse certified 
trainer  based in Mexico.  

Kodak Sonora XP plates 
offer new size, gauge

Kodak Sonora XP process free plates are now 
more accessible for large commercial printers. 
With new larger plate sizes and a 0.40 mm gauge, 
Sonora XP plates are allowing more printers to 
shift to process-free plate production, yielding 
environmental and economic benefits without 
sacrificing performance. The plates remove the 
chemistry, electricity, water and equipment used 
in plate processing, while delivering the quality, 
productivity and print capabilities of  mainstream 
processed plates. 

Sonora XP plates are now available in plate 
widths up to 1495 mm, and Kodak is scaling up 
with even larger plate sizes over the next several 
months. Currently, Sonora XP plates are the only 
true process-free plates commercially available 
in these formats. VLF plate sizes, a variety of  
gauges—including 0.40 mm—and fast imaging 
speeds make Sonora XP plates ideal for a wide 
range of  medium and large commercial printers. 

Participants receive their Sinapse certificates. From left: Martha Lucía 
Rondón (Sun, Bogota, Colombia), Diego Felipe Rengifo (Sun Cali, 
Colombia), Carlos Alvarado (Sinapse, Mexico), Robinson Barbosa 
Cometa (Sena, Bogota, Colombia), Mauricio Mercado Castañeda (Sun 
Lima, Peru), and Darío Alberto Marín (Sun Cali, Colombia).

The simulation laboratory.
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Removing processing can deliver significant cost, 
environmental and process control benefits for 
printers of  all sizes, and with Sonora XP plates, 
Kodak has been striking down the barriers that 
have prevented large printers from adopting 
process-free plates in the past. The new VLF plate 
size and 0.40 mm gauge are the latest in a string 
of  developments—including faster imaging speeds, 
longer run lengths, darker plate contrast, and 
broader print capability—that have expanded the 
reach of  Sonora XP plates.

Kodak’s Sonora Process Free Plate technology 
could lead to impressive water savings for the 
commercial printing industry. The forecast is based 
on new adoption data for the process-free plates, 
which remove the need for a plate processor in the 
prepress stage of  a print operation. Kodak Sonora 
plates eliminate the need for water to process 
plates before they are put on the press, setting a 
new standard for responsibility in prepress in terms 
of  water conservation. Based on sales projections, 
Kodak estimates that in the next year, use of  Sonora 
plates could be directly responsible for saving up to 
265 million liters of  water.

Despite estimates that only one per cent of  the 
world’s water is suitable for drinking, industry and 
agriculture, water scarcity has long been considered 
a problem relegated only to specific locales where 
climate or geography limit access to clean water. 
However, it’s now predicted that even water-rich 
nations such as the United States could see a water 
scarcity crisis in 30 per cent of  its cities in the next 
four years, and Brazil, the world’s most water-rich 
nation, faces water supply deficits of  more than 
80 per cent. Both an increase in demand from 
growing populations and a lagging water treatment 
infrastructure in emerging economies contribute to 
the spread of  this global issue beyond traditionally 
water-starved nations. Water conservation has 
become a priority that every industry needs to 
address. 
“In the print industry, it is our responsibility to save 

resources where we can and continually consider 
where we can use technology to best minimize the 

Sonora plates to help save 
265 m litres of water

drain on those resources,” said Rich Rindo, general 
manager of  Kodak’s worldwide graphics marketing 
organization. “Allowing printers to take water use 
out of  the process entirely introduces a new era 
of  sustainability in plate-making. Apart from the 
chemistry and energy removed from the prepress 
process, the water savings alone is enough to make 
printers think twice about the impact they’re having 
on the environment with their operations.” 

With traditional processed plates, water is used to 
run the plate processor and clean it after production, 
as well as to run a rinse/gum unit if  baking plates. 
In addition, water is mixed with concentrated 
processing chemistry. With Sonora plates, the water 
can be removed from the plate-making process 
entirely, conserving a natural resource and reducing 
the load on water treatment facilities. Sonora plates 
also hold promise for print operations in emerging 
industrial centers with limited or no water treatment 
infrastructure. Kodak is seeing rapid growth in 
Sonora plate adoption, with more than 400 new and 
converted customers. 

While water is essential to commercial printing 
industry operations, Kodak is also mindful of  its own 
water use. Kodak manufacturing facilities around the 
world closely monitor water consumption and have 
achieved a nearly 25 per cent reduction in usage since 
2009. 

An ultra-high productivity 
Inca inkjet printer

Inca Digital Printers and Fujifilm have announced 
the launch of  the Inca Onset S50i, an ultra-high 
productivity, CMYK, flatbed UV inkjet printer 
capable of  printing 725sqm/hr (7,803sqft/hr). 
Designed and developed by Inca and sold exclusively 
worldwide by Fujifilm, the new Inca Onset S50i is the 
latest and most powerful large format printer in the 
Onset range and the first to be developed on Inca’s 
new-generation Onset Scaleable Architecture.

The Onset S50i has been designed to satisfy the 
market’s growing need for greater productivity. 
Today, display graphics print companies are not only 
handling larger volumes of  digital print and meeting 
tighter deadlines, they are also experiencing growing 
demand for multi-version graphics from their 
retail and leisure industry clients.  As a result, these 
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companies want a printer that can increase their 
digital print capacity, deliver faster job turnarounds, 
streamline print production and handle production 
peaks with ease. The Onset S50i meets all of  these 
requirements.
“When the Onset S70 was launched in 2007 we 

changed the industry’s expectations of  digital 
print speed for display graphics,” says John Mills, 
Inca’s CEO. “The launch of  the powerful, new-
generation Onset S50i today raises productivity 
levels still further and makes it a true commercial 
and cost-effective alternative to offset presses 
and multiple screen presses.” Tudor Morgan, 
systems marketing manager, Fujifilm Speciality Ink 
Systems adds: “The desire for a greater level of  
personalisation, combined with shorter run lengths, 
is well documented in the industry. The challenge 
for the OEM is to satisfy this in an economical way. 
The speed and quality of  the Onset S50i makes this 
achievable.”

Delivering a high throughput of  up to 725sqm/
hr (7,803sqft/hr), equivalent to 144 full beds per 
hour, the S50i uses Fujifilm Uvijet OB or OZ inks 
to print onto a wide variety of  rigid and flexible 
media up to 3.14m x 1.6m (123.6in x 63in) and 
up to 50mm (2in) thick. A choice of  print modes 
can be selected, alongside satin and gloss finishes, 
depending on the specific job requirements. The 
Onset S50i incorporates 224 (56 per colour) Fujifilm 
Dimatix printheads on a full width print array and 
two highly-efficient UV lamps ensure high-speed 
curing.

The printer also incorporates both hardware and 
software technologies that have been developed 

specifically by Inca to deliver industry-leading 
quality, reliability and productivity. These include: 
iNozzle mapping; sophisticated drive and control 
electronics; a 15-zone vacuum table to reduce bed 
masking requirements and, consequently, set-up 
time for thin substrates; a UV sensor system that 
accurately monitors printer condition; and substrate 
height detectors to prevent contact with, and damage 
to, printheads. Plus, Inca’s variable data Print Run 
Controller software module offers advanced job 
management capabilities and ReporterPro software 
gives users detailed information about the productivity 
of  their Inca printers. The S50i is compatible with 
Inca’s flexible automation system, which gives users 
a choice to operate manually or using semi or three-
quarter modes from the same configuration.

The Onset S50i is the first printer developed around 
Inca’s new-generation Onset Scaleable Architecture. 
The Onset Scaleable Architecture is an innovative 
modular design which gives users the ability to choose 
the best printer for their initial requirements, but 
with considerable flexibility to change its productivity 
levels and ink options as their business evolves. This 
enables Inca Digital to convert the customer’s Onset 
on-site for the very first time, as and when needed. 
For example, an Onset S40i with CMYK LtmLtc 
can be converted to an eight-colour model with dual 
CMYK, or with the addition of  white if  required, to 
suit a change in the type of  work a company prints. 
As a result, Onset Scaleable Architecture protects a 
company’s investment in their Onset printer for the 
long term and provides investment peace of  mind.

Onset Scaleable Architecture allows companies to 
keep pace with developments and maximise ROI. It 
allows them to tailor the best printer for their initial 
requirements, but with considerable flexibility to 
convert quality, speed and ink options whenever 
they wish. For example, a company with a 4-colour, 
manual, 300sqm/hr (3,229sqft/hr), or a six-colour, 
semi-automatic, 560sqm/hr (6,028sqft/hr) printer 
can add and swop colours up to a total of  eight 
in a variety of  combinations, including lights and 
whites. They can also boost productivity speeds in 
increments up to a maximum 725sqm/hr (7,803sqft/
hr) as their print volumes grow. Furthermore, the new 
Onset Scaleable Architecture design enables Inca to 
streamline manufacturing and will reduce lead time 
from order to build by 25 per cent, allowing Inca to 
respond more quickly to market demand.

The Inca-OnsetS50i.
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KBA strengthens presence 
in packaging market

Following the entry into the promising digital 
print market at drupa 2012 with an own product, 
the KBA Group has strengthened its footing in 
the broad, growing market for packaging with the 
acquisition of  two companies in recent months. The 
segment benefits from increasing levels of  prosperity, 
consumption and the trend towards self-service 
markets in rapidly expanding industrial countries 
such as China, India, Brazil and Turkey. It is not 
affected by the growing popularity of  online media. 
KBA is the longstanding market leader in printing 
systems for folding carton and metal packaging with 
its sheetfed offset facility in Radebeul near Dresden 
and subsidiary KBA-MetalPrint in Stuttgart.

KBA entered the expanding niche market for 
directly decorating luxury glass packaging and 
other hollow containers with the majority takeover 
of  Kammann Maschinenbau in Bad Oeynhausen, 
Germany, concluded at the beginning of  September. 
Following a long period of  negotiations, the 
majority acquisition of  Italian press manufacturer 
Flexotecnica based in Tavazzano near Milan was 
finalised in early December. This paves the way for 
the broadly-positioned press manufacturer into the 
key print market for flexible packaging (especially 
films). 

Next year the two youngest KBA subsidiaries will 
be renamed KBA-Kammann and KBA-Flexotecnica. 
Both companies have a total of  some 280 employees 
in development and engineering, assembly, sales and 
service, while most of  the manufacturing activities 

An insight into the assembly of  screen printing systems at Kammann.

have been outsourced. Together the firms generate 
annual sales in the mid-double-digit million euro 
range.

By expanding its product line-up for previously 
unaddressed growth markets KBA is countering 
the shrinking business volume in media-orientated 
print segments, such as magazines, catalogues and 
newspapers, affected by the advance of  internet 
consumption.

Successful KBA 
roadshow in Penang

The 2013 KBA roadshow for the first time 
included Penang on its list of  venues. The federal 
state of  Penang has developed into the third 
most important economic centre in Malaysia over 
the past 25 years, and is also home to numerous 
representatives of  the graphic arts industry. This 
growing potential was reason enough for KBA 
to open a local service office, and now to bring 
the popular KBA roadshow to the doorstep of  
printers in the country's northern region.

More than 60 industry experts from over 40 
different companies gathered on 27th November 
to discuss and learn more about the latest technical 
and technological innovations from KBA, the 
services offered by new local office, and current 
market trends. The visitors were first welcomed by 
sales manager Rex Teng. The managing director of  
KBA Asia Pacific, Stefan Segger, then went on to 
spotlight the latest developments and recent KBA 
investments in new fields of  the packaging industry. 
The audience was particularly impressed by the 
long list of  KBA reference installations in the Asia-
Pacific region. Jürgen Veil, key account manager 

Tropical backdrop for the get-together at the Hotel Equatorial: The 
KBA roadshow stopped off  in Penang for the first time.
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for the packaging sector at KBA in Radebeul, also 
gave a presentation on the new generation of  high-
performance UV dryers, on automation solutions 
such as simultaneous plate changing, and on new 
KBA technologies for product refinement using 
cold foil.  

KBA Asia Pacific was recently honoured as the 
most successful regional agency within the global 
KBA sales network. Important contributing factors 
were without doubt its reliable local partnerships and 
the trustful relationships which KBA Asia Pacific 
has built up with users throughout the region. 

The culmination of  the roadshow event in Penang 
was another very special highlight: Evonna Lim, 
managing director of  local print company Etheos 
Imprint Technology Sdn., signed the contracts for a 
new six-colour Rapida 105 coater press. This will be 
her company's first Rapida sheetfed offset press. It 
is already scheduled for installation at the beginning 
of  2014. 

From Russia with success
Numerous visitors from the printing industry 

attended the 24th Polygraphinter Russia that took 
place in Moscow from November 12 to 15, 2013. 
Together with the local Russian sales and service 
partner VIP Systems, manroland web systems 
presented the whole range of  printing equipment 
that is suitable for the Russian market and beyond. 
The team successfully interacted with several new 
customers and projects– a very good sign for the 
upcoming market.

The Polygraphinter Russia is one of  few regional 
exhibitions, which features equipment, materials 
and technologies for the whole printing industry. 
It is the leading exhibition of  the printing industry 
in Russia and Eastern Europe with a longstanding 
history. More than 200 companies from over 15 
countries showcase their products every two years 
at this show. manroland has used this platform 
to present its product range containing webfed 
equipment and services, digital folding solutions 
and upgrade products.

The exhibition covered all relevant printing 
topics and showed many new solutions such as 
digital equipment for large-format, industrial and 
commercial printing. The 9th Annual Publishing 
Exhibition and Conference ‘Publishing Expo’ was 

also held in Moscow at the same time.  Publishers 
and existing customers came together to discuss the 
current market situation and new technologies. The 
combination of  two major industry-specific events 
helped to get the attention of  all market players and 
to discuss common problems, tasks and possibilities 
for all printers and publishers at the Russian market.

Stage set for Ipex 2014
Ipex is one of  the world’s biggest events for print, 

publishing and media. It’s also a source of  help and 
inspiration for everyone in print and communications, 
whether one works in a large organization or runs a 
family business. The event will be staged from 24th to 
29th March 2014 at London, UK. 

Ipex will provide printers and customers an 
opportunity to get together find out where the 
market’s going and plan for the future in this rapidly 
changing industry. Exhibitors will come face-to-face 
with international decision-makers. Ipex 2010 had 
50322 unique visitors, 24852 repeat visitors in addition 
to 19775 exhibitor personnel and VIP customers.

With the spotlight on distinct sectors, Ipex 2014 
presents the perfect platform for exhibitors to stand 
out from the competition. An exhibitor can benefit 
from one of  the highest-profile marketing and PR 
campaigns in the global print industry. The event 
will cover the complete digital print production cycle, 
from concept to output with a comprehensive range 
of  exhibits from the following sectors:
• Ancillaries • Label Printing • Asset Management 

• Large Format • Colour Management • Logistics 
/ Transport • Commercial Printing • Mailing & 
Fulfillment • Consumables • MIS • Corporate Print • 
Offset/ Litho • Cross Media • Packaging • Database 
Management • Paper for Substrates • Design & 
Creative • Personalization • Digital Printing • Print 
on Packaging • Digital Solutions • Print Management 

• Digital Workflow • Pre-Press/Pre-Media • 
Distribution • Post Press Systems • E-Commerce • 
Publishing • Finishing • Signage • Flexo • Software  
• Imaging • Training • Inkjet  • Used Equipment • 
IT Systems • Variable Data • JDF • Web 2 Print • 
Workflow.
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Turkey told to stop jailing 
journalists

The World Association of  Newspapers and 
News Publishers (WAN-IFRA), has called on the 
Turkish government to stop jailing journalists and 
to guarantee freedom of  the press in Turkey, which 
imprisons more journalists than any country in the 
world. “WAN-IFRA is deeply disturbed by recent 
court decisions that have seen news coverage and 
commentary conflated with terrorism,” said a 
resolution issued by the executive committee of  
WAN-IFRA during its meeting in Istanbul, Turkey, 
on 2 December. “Heavy jail sentences meted 
out to journalists appear designed to discourage 
investigative reporting and are promoting a culture 
of  self-censorship.”

The executive committee of  WAN-IFRA 
notes that the jailing of  journalists has seriously 
undermined Turkey’s international commitments 
to freedom of  expression, as outlined in Article 
10 of  the European Human Rights Convention, 
Article 19 of  the Universal Declaration of  Human 
Rights and the International Covenant on Civil and 
Political Rights. Turkey imprisons more journalists 
than any other country in the world.

The resolution calls for the immediate release 
of  all journalists held in Turkish jails and calls 
on Prime Minister Recep Tayyip Erdoğan to 
guarantee freedom of  the press in Turkey and to 
ensure the necessary conditions for journalists to 
be able to carry out their work without hindrance, 
intimidation, or interference from the state.

Safety of journalists an issue 
in Ukraine 

WAN-IFRA and the World Editors Forum 
have protested to Ukrainian President Viktor 
Yanukovych against the attacks by security services 
on at least 47 journalists who are covering pro-
European Union protests around Kiev. “Given the 
horrific images and detailed accounts WAN-IFRA 
has received from independent, verified sources 

in Ukraine over the last 48 hours, your public 
commitment to free speech and an independent 
media appear to have been entirely undermined 
by the actions of  your own security services,” the 
organisations said a letter to the president, which 
called for immediate independent investigations of  
the attacks, adding, “We call on you in the strongest 
possible terms to order immediate, independent 
investigations into every case of  violence and 
intimidation reported against journalists and 
media employees, whose job it is to cover the news 
regardless of  whether it is of  help or hindrance 
to your government’s political aspirations.” “It is 
imperative the media be permitted to carry out their 
essential role of  informing the public at this crucial 
time for democracy in Ukraine,” said the letter

Arab world needs access to 
free media

Despite the popular uprisings and their promise 
of  more freedom, the Arab world is not getting 
the independent media information it needs and 
deserves, media professionals from across the 
region said at the 6th Arab Free Press Forum 
in Tunisia on recently. Continued government 
intervention, inadequate professional training 
and support for independent media, and a poor 
understanding of  audience were cited as reasons 
for the lack of  independent news and information 
by participants at the Forum, organised by WAN-
IFRA, in partnership with UNESCO.
“There is a threat at the moment in all Arab 

countries. The media are being divided into two 
parts, one loyal to the government, the other to 
the opposition,” said Kamel Labidi, director of  
the Association for Democracy and the Civil State 
(Vigilance) in Tunisia. “The answer to this is the 
independent media that is not beholden to one part 
or the other.” 

Omar Bellouchet, publisher of  the independent 
Algerian newspaper El Watan, said readers expect 
independent media to be pluralistic, credible and 
fair. But they also expect media to report on issues 
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beyond the traditional “politics only” subject that 
dominate government controlled media. “We 
surveyed public opinion, both in the newspaper 
and online, and this survey showed our reader 
needs are evolving, and this obliges us to reconsider 
our working methods,” he said. “We see a rising 
desire among readers to read more about things 
they’re not use to reading – issues concerning the 
environment, public health, issues like the role 
of  women in society. “Quality journalism is not 
exclusive for American or European media,” he 
said. “Arab readers have the right to see in their 
daily newspapers quality journalism. And if  Arab 
newspapers want to become more autonomous 
from government authorities, traditional media 
needs to develop quality journalism.”

Southeast Asian media 
professionals benefit

The WAN-IFRA Media Professionals 
Programme Southeast Asia has concluded its 2013 
edition with a three-day meeting that brought 
media professionals from Cambodia, Vietnam 
and Myanmar to Kuala Lumpur for a conference 
on digital media and a workshop on revenue 
generating strategies. “The Media Professionals 
Programme (MPP) is an absolute success story 
for me,” said Borom Chea, a sales director of  The 
Phnom Penh Post and one of  the participants. “I 
have implemented what I have learnt from MPP 
at my workplace and my superiors are very happy 
with my ideas. In my opinion, this has been the 
best programme that I have ever attended.”

The WAN-IFRA Media Professionals 
Programme equips news media professionals in 
developing countries with sustainable strategies, 
skills and support networks to advance their 
careers and contribute to the growth of  financially 
viable, and editorially strong, media enterprises. 
The Southeast Asia programme, conducted by 
WAN-IFRA with the support of  the Norwegian 
Ministry of  Foreign Affairs, was begun in 2012, 
joining similar WAN-IFRA programmes in Africa, 
the Middle East and Eurasia.

The 2013 Southeast Asian group, representing 
a dozen media companies, met at three events 
in Phnom Penh, Bangkok and finally in Kuala 

Lumpur, where they attended the Digital Media 
Asia conference and completed a leadership 
development programme that included individual 
career coaching, mentoring, leadership development 
training, networking opportunities and media 
skills training. MPP’s mission is to support the 
professional development of  the new generation 
of  media leaders that contribute to the evolution 
of  strong, independent media in emerging and 
developing markets. The programme is rooted in 
a unique combination of  skills transfer, local and 
international knowledge sharing, as well as the 
creation of  long-term, self-sustaining networks 
among media professionals.

Hong Kong to host 
Publish Asia 2014

Publish Asia 2014, the annual Asian newspaper 
conference from WAN-IFRA, is set to take place 
in Hong Kong on 23-25 of  April 2014. For its 14th 
edition, Publish Asia will take the theme, Riding the 
Waves of  News Media Disruption, and focus on 
case studies showing how media companies across 
the globe are defining and implementing innovative 
strategies to secure their future. More than 400 
newspaper executives from Asia Pacific and the 
Middle East are expected to attend the three-day 
event. WAN-IFRA’s Asia Pacific Committee chose 
Hong Kong as a venue as it is one of  Asia's most 
exciting and competitive newspaper markets. It will 
be the first time that Publish Asia takes place in 
Hong Kong in its 14 years history.
"The newspaper industry is undergoing 

tremendous changes," said Keith Kam, the 
chairman of  the Newspaper Society of  Hong 
Kong and a member of  WAN-IFRA's Asia Pacific 
Committee.   “Publish Asia is a unique annual 
networking and learning platform that helps news 
publishers understand the crucial challenges the 
industry faces and provides them with insights on 
turning these challenges into opportunities. We are 
very pleased that this prestigious event will be held 
in Hong Kong in 2014."
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January

February

March April

2014

January 9-10, organised by 
WAN-IFRA, in New Delhi: 
Infographics. Trainer Simon 
Scarr is deputy head of  Graphics 
for Thomson Reuters, the world’s 
largest international multimedia 
news provider. More details from 
selvaprabu.s@wan-ifra.org

January 17-18, organised by 
BAPC, in London: Printing 
Industry Conference. More 
details  at http:// www.
bapcconference.co.uk/index.htm.

January 25, organised by 
IPAMA, in Noida, UP: After-
sales Service. More details at 
http://ipama.org

February 5-6, organised by 
WAN-IFRA, in Chennai: Digital 
Media India. More details from 
v.antony@wan-ifra.org

February 11-17, organised by 
The Centre for Internet & Society, 
in Pune: Institute on Internet 
and Society. More details from 
nirmita@cis-india.org

February 12-13, organised by 
Nullcon and sponsored by The 
Centre for Internet & Society, 
in Goa: Nullcon Goa Feb 
2014 – International Security 
Conference. More details from 
info@null.co.in

March 12-13, organised by 
WAN-IFRA, in Dubai: Successful 
Strategies for Media Houses. 
More details from mechthild.
schimpf@wan-ifra.org

March 16, organised by the 
Newspaper Association of  America, 
in Denver: NAA mediaXchange 
2014. More details at the NAA 
website

March 19-20, organised by 
WAN-IFRA, in Munich: Printing 
Summit 2014. More details from 
sergio.oliveira@wan-ifra.org

March 20, organised by European 
Flexographic Industry Association, 
in Bolton, Greater Manchester: 
Awards Gala Dinner 2014.

March 24-29, in London: Ipex 
2014 – Discover the Power of  
Print. More details at http://www.
ipex.org/ and from Laju Jariwala at 
btmktg@orbit-star.com/ 022-2410 
2801-03, 67282400

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

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

April 28-29, organised by the 
Flexographic Technical Association, 
in Baltimore, USA: InfloFlex 2014, 
focused on the printing, packaging 
and converting industry. More details 
from memberinfo@flexography.org

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



SCARF- PII Media Awards 2013
Attention!

Print Journalists
(English and Regional Languages)

Have you published an article that addresses the importance of mental 
health or the disorders of the mind? Have you published articles on the 
stigma and discrimination of persons with mental disorders? Or any 
relate subject dealing with positive mental health?   If so, then share 
it with us!
Schizophrenia Research Foundation and the Press Institute of India (PII), 
Chennai announce the second edition of the SCARF – PII Media for 
Mental Health Awards for the best written art ic le  on mental health.  

1st Prize - Rs 10,000       2nd Prize - Rs 6,000        3rd Prize - 
Rs 4,000

Rules for sending in entries 
Entries should be sent before 31st January 2014 and the results will be 
announced in late February 2014. The article should have been published 
in an Indian national or regional newspaper or magazine between January 
2013 and December 2013 in any Indian language or in English. The 
participating candidate will have to produce the proof of his or her 
article published in the respective newspaper or magazine. The exact 
English translation of an article in Indian language should be provided 
otherwise the entry will be rejected. The decision of the Jury will be final. 
Only one entry per journalist is permitted. Please visit www.scarfindia.org 
for more details.

 A new category for mental health professionals who have published analytical 
stories  on mental health in newspapers has been announced this year. 

 Entries with complete details can be emailed to info@scarfindia.org
Or sent to
Schizophrenia Research Foundation
R/7A, North Main Road, Anna Nagar (West Extn.) Chennai – 600 101
For enquiries, call +91-9003778038, 044-2615 1073/ 2615 3971 
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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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DELIVERING VALUE, CREATING LASTING BONDS
For nearly nine decades now, Ananda Vikatan has charmed and engaged with readers, serving knowledge and information with 
the ‘trademark Vikatan wit’. It’s been a long journey from the time in the 1920s when S.S. Vasan bought a humour magazine that 
was not dong well. And it’s been quite an incredible journey. Over the years, the Vikatan Group has grown, continuing to captivate 
readers with offerings such as Junior Vikatan, Aval Vikatan, Chutti Vikatan and a host of titles (seen here and on inside pages).

Digital offers a great 
opportunity:   
Vikatan Group MD

RBP-Kapoor Imaging 
tie-up off to a solid 
start

Creating digital value 
enhances revenue, 
reach: Ninestars founder


