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KBA president and CEO Claus Bolza-Schünemann says that the economic and political conditions (world over) are still 
challenging. However, KBA seems to be adapting and moving with the times. The company’s heightened focus on the 
growth markets of packaging and digital printing as well as service business is paying off, with a number of orders for web 
offset presses as well as for inkjet web presses assembled at the site in Würzburg. Although the Digital & Web segment 
contributed largely to earnings in the first nine months this year, it was the Sheetfed segment that strengthened the group’s 
earnings with increased profits (page 25). KBA’s Greater China roadshow (page 27) with seminars in Shanghai, Zhengzhou, 
Changsha, Taipei and Shenzhen attracted visitors. Here, at one of the venues, visitors seem captivated by the interesting 
print and finishing samples brought over from the KBA customer centre. 

ADAPT AND SURVIVE IS THE MANTRA
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FROM THE EDITOR

Sashi Nair
editorpiirind@gmail.com

Time to take stock and see where we 
are headed

It’s the end of  yet another year. A time, perhaps, to 
look at the canvas that made the year and some of  the 
subjects we focused on. We began the year by saying 
that no other instrument has created a greater impact 
in our lives, at least in recent decades, than the mobile 
phone. The smartphone continues to change our lives 
in ways we would never have thought of  before. But 
now it is the power of  Facebook as the most important 
traffic source and driver of  traffic (for content) that is 
coming to the fore. You can read in this issue (Andreas 
Pfeiffer's article) about how  Facebook Instant Articles 
is catching on. 

Riding the digital wave has never been easy or 
smooth. Being on social media and garnering ‘likes’ 
or comments is not enough, mainstream media 
houses would need to translate the ‘likes’ into a 
continuous engagement. This, according to senior 
journalist Pamela Philipose, was what resonated at 
WAN-IFRA’s Digital Media India conference where 
five points stood out. One, you have to be the fastest 
– the Usain Bolt of  the media. Two, you have to 
be live and present. Three, your content will have 
to create emotion. Four, the biggest proportion of  
traffic from Facebook is the opinion section because 
people like to express their views and you have to let 
them do it. And five, you have to instil the ‘fear of  
missing out’ in your audience so that people keep 
coming back to you.

At drupa this year, the thrust was on making 
better use of  resources. The buzz was about great 
opportunities opening up for entrepreneurs in the 
printing industry, about the potential to network and 
create new opportunities being immense, and the 
aim to react more quickly and flexibly to customer 
requests being paramount. 

There was also the issue of  online users downloading 
ad blockers because they were so fed up with online 
advertising. WAN-IFRA’s Cecilia Campbell captured 
it all well: “... your customers are actual people. 
They will respond to how you treat them. They may 
respond to explanations about the cost of  good 
journalism and the value exchange. But first and 
foremost, they need to know that you’ll protect their 
interests and that you care about and control what is 

published on your website, as well as who has access 
to the underlying data. If  we’re to stop more people 
from resorting to ad blocking, everything must flow 
from this: trust.”

The World Press Trends Report earlier this year had 
found that for the first time, circulation revenue of  
newspapers across the globe had surpassed advertising 
revenue. Declining advertising revenues were posing 
yet another challenge for publishers – how to make 
print more attractive. Kasturi Balaji, director of  
Kasturi & Sons who now heads the World Printers 
Forum, had suggested that a redefinition of  the 
newspaper might be required if  the printed newspaper 
and the printing plant were to be sustained. 

On the journalism front, I had earlier this year 
written about the responsibility the media had in 
reporting events truthfully, in being cautious and in 
ensuring that everything was double-checked and that 
only facts were reported. How the reporting by some 
journalists, especially by those working for television 
channels, had done little to instil confidence in readers/ 
viewers and the need to restore the faith of  people 
in the media. In recent weeks, there have also been 
reports about pressures being exerted on publishers, 
editors and journalists by the establishment and by 
those supporting it, of  constant trolling on social 
media and obnoxious messages being posted or 
sent by email. Several journalists I have spoken with, 
including senior journalists, have voiced concern 
about all of  this. 

The recent one-day ban on NDTV by the Union 
Ministry of  Information & Broadcasting, later put 
on hold, could have been avoided. The Editors 
Guild responded with a statement condemning the 

“unprecedented decision”. There is a sense that the 
freedom of  expression and the right of  a journalist to 
expose wrong-doing and highlight issues that matter 
are under threat. For the sake of  good and honest 
journalism, we hope that steps are taken by the 
government to belie such fears and that journalists 
are allowed to report without fear or favour as we 
head into a new year.  
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I believe there is indeed a sustainable model for 
newspapers and investigative journalism in the 
present market conditions facing the news media, 

and the business model relies on a few fundamental 
truths. First, there is a demand for the content that is 
produced by journalists, and people will pay for access 
to this journalism. Second, customers value a quality 
user experience, and readers will take steps to improve 
their experience such as using ad blockers to remove 
excessive targeted advertising. Third, printed products 
have value to consumers separate and distinct from 
other content delivery platforms, and the existence 
of  a printed product is a competitive advantage for 
newspapers over pure digital publications.

Forecasting the trends affecting the media 
industry is difficult for obvious reasons. As another 
economist famously said about the US national 
debt, “If  something can’t go on forever, it will 
stop.” Eventually, the economics of  print delivery 
will either stabilise or the volume will reach a level 
at which it is not sustainable. The economics of  
print products are determined by the cost dynamics 
of  the delivery network, the cost of  newsprint and 
ink, the cost structure of  the printing equipment and, 
most importantly, customer demand for the printed 
product. 

How will advertising budgets be allocated when the 
equilibrium level of  print circulation is reached? What 
will the characteristics of  the print product be at that 
point? What will mobile digital consumption mean 
for desktop digital consumption and the associated 
advertising revenue? These are tough questions to 
answer.

New business models for 
media companies
Joseph Schumpeter, a famous economist, coined the phrase ‘creative destruction’ in 
1942 to describe the disruptive effect of innovation on existing products and processes. 
He called it “the essential fact about capitalism”. Newspapers have felt considerable 
disruption from innovation in digital content platforms, advertising technologies, mobile 
devices and social media. Is there a sustainable business model for newspapers and 
investigative journalism given the new market conditions facing the news media? 
Matt Lindsay tries to explore the possibilities

Also, innovation in business models, products 
and pricing strategies can alter the playing field 
dramatically. There are many examples of  industries 
that have been transformed through innovation after 
an external shock from technology, deregulation or 
customer preferences. 

Following deregulation, airlines developed dynamic 
inventory and yield management that added millions 
to their revenue and bottom lines. Hotels, rental 
car companies and other industries with perishable 
inventory followed their lead. Mobile phone carriers 
moved to multi-year contracts combining periodic 
phone upgrades and monthly network charges into 
one monthly fee due to customer dissatisfaction with 
per-minute pricing. Other mobile players created the 
month-to-month billing option for customers that 
wanted to unbundle the handset subsidy from the 
usage costs in return for less commitment. Cable 
companies created the double-, triple-, and quadruple-
play packages for customers with mixtures of  video, 
high-speed internet, voice and mobile services on 
one bill. 

It is very possible that a media company, either a 
venerable incumbent or a new player, will invent a 
business model that turns the chessboard over. In the 
meantime, the best strategy is to develop strategies 
that maximise the performance of  existing business 
models and revenue streams. It appears that there 
are strategies using existing tools that can attain that 
goal.

One dominant trend affecting the news media 
industry is the movement toward audience revenue 
and away from advertising revenue. This shift in 
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revenue streams is happening due to the demand for 
targeted digital advertising and the media customers’ 
reaction to very poor user experiences. 

We have all been irritated by ever-present 
advertisements triggered by a Google search long 
after the purchase decision was made. It is not 
surprising that ad blockers are being adopted by a 
large and growing segment of  the online audience. 
Will the ad-blocking trend move advertisers back 
toward print? Will innovation in print advertising 
targeting performance measurement and attribution 
swing the advertising revenue pendulum back toward 
a new print medium? Early signs that broadcast TV 
is regaining ground from digital channels is evidence 
print will, too. But what type of  print advertising will 
come back?

There are newspaper publishers in other parts of  
the world where the revenue model has always been 
more reliant on their audience. These publishers have 
produced products that are high-quality, premium 
products that sell for impressively high price points. 
It is likely that a revenue mix of  60 per cent audience 
and 40 per cent advertising for media companies is 
realistic and desirable. Given that mix of  audience 
and advertising revenue will likely happen, what 
revenue is required from the audience to support the 
journalistic mission? And what will advertisers find 
attractive about this audience?
“We know that 50 per cent of  our marketing 

budget isn’t working, we just don’t know which half ” 
is an old line but a good one. Digital advertising 
offers metrics on marketing effectiveness that 
are not possible with print channels, which is one 
reason advertisers are moving dollars toward digital 
platforms even though it is not clear digital mediums 
work better than print on a cost-per-sale basis. The 
disruption at media companies caused by the shift in 
ad revenue is profound.

Another trend affecting the media industry is 
the shift in content consumption toward digital 
platforms and away from print products. What 
embodiments of  the print product will appeal to 
readers? Certainly there are times when a printed 
product is more compelling than a digital version on 
an iPad or reading an article on a small mobile screen. 
How does the platform affect the receptiveness of  
the reader to an advertising message? Small screens 
are notorious for poor advertising opportunities and 
effectiveness. Where does the quality of  advertising 
inventory dominate quantity, and can the media 

industry make the case when it does?
The question of  what share of  revenue, both 

audience and advertising, will come from print versus 
digital platforms often comes up in conversations with 
publishers. An important point to remember is that 
an allocation of  revenue from cross-platform bundles 
to the component parts can lead to a significant 
distortion in profit metrics. Only revenue that is 
purely from digital products should be considered 
‘digital revenue’ and vice versa. Several publishers 
have had to adjust allocations between digital and 
print platforms when the old revenue allocation led 
to misleading performance metrics regarding the 
relative performance of  audience levels across these 
channels. 

One lesson we have learned is that a customer 
relationship across multiple platforms is much 
stronger than a single-platform relationship, so there 
is evidence the whole of  a multi-platform bundle 
is greater than the sum of  its parts. In other words, 
there are synergies between print and digital that 
existing publishers can leverage in their competition 
with digital-only entrants.

Most of  a media organisation’s critical processes 
are best done internally. They will be the activities 
that are core to the organisation’s mission, vision 
and values. These activities will support the core 
strategic objectives and the market differentiation 
that separates the company from competitors. 

Other processes and activities can be outsourced 
to strategic partners. These are activities that require 
highly specialised skills that leverage scale economies 
difficult to attain or that support functions that are 
not a core competency of  the organisation. In recent 
years, American newspapers have outsourced printing, 
advertising layouts, customer call centers, home 
delivery routes and other processes they previously 
had in-house. During this time, they have focused 
on those processes that make them unique and 
compelling to their audiences, which is most often 
content creation, validation and curation.

Digital analytics and big data capabilities are the 
latest topics many consider fundamental to the digital 
publishing business. The role of  big data and analytics 
in media organisations is evolving rapidly, and 
questions regarding what elements of  big data and 
analytics processes should be completed internally 
are not settled. 

Should the company internalise data capture, data 
storage, data preparation, data visualisation, customer 
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analysis, A/B testing or reporting? The answer for 
an organisation depends on their scale and business 
strategy. The rapidly changing technology landscape 
and falling costs for some technologies such as data 
storage usually make outsourcing those items an 
attractive option in the short term. There will always 
be a new shiny technology that promises to solve the 
big problems facing publishers, but publishers should 
be careful not to put the cart before the horse. Just 
because something can be done, does not mean it 
should. Optimising a process is secondary to deciding 
what the right process is to begin with.

The direction of  causality for a media business, the 
sequence of  cause and effect that drives ultimate 
outcomes, leads from the two customer constituents 
a media company serves to the processes and 
technologies required to deliver value to these 
customers and not the other way around. What 
revenue can be earned across print and the numerous 
digital platforms will depend on the engagement of  
the audience and the effectiveness of  advertising 
messages delivered to that audience. 

The processes necessary to achieve audience 
engagement and advertising effectiveness need to 
evolve and innovate in response to market feedback 
and performance measurement. The innovation and 
evolution necessary for long-term success will come 
from media companies themselves and not from 
outside technology companies and platforms. If  a 

media company relies too heavily on Facebook, Twitter, 
Apple, Microsoft, Blendle, Snapchat, Instagram or 
the next technology darling, they will never have the 
independence necessary for journalistic integrity or 
economic vitality. 

The good news is that there are many media 
companies and smart people innovating and evolving 
their products and services to meet the needs of  their 
customers. There may not be a ‘eureka moment’ that 
immediately changes the media business landscape, 
but there will be incremental progress in refining 
the media business model, and that progress will 
ultimately prevail.

I am confident there will be a business model for 
media companies in the future, but who will survive to 
develop it? It will be those media companies that can 
show which half  of  their clients’ advertising spend 
is working, that can deliver the compelling products 
to their audience that generate significant audience 
revenue and create those advertising opportunities, 
and that can monetise the advertising inventory to 
maximise total revenue.

(The writer is president, Mather Economics. He has more than 20 years 
of  experience in helping businesses improve performance and drive revenue 
through economic modeling. In consulting roles over the past 15 years, he has 
shared his expertise and developed pricing strategies and predictive models for 
such clients as the Intercontinental Exchange, Gannett, The Home Depot, 
NRG Energy, Tribune, IHG, McClatchy, the Everglades Foundation, 
the Walton Foundation, Dow Jones and The New York Times.) 

<

Some of Asia’s leading news media companies, including Apple Daily, Singapore Press Holdings, Astro 
Awani, MediaCorp or the Philippine Daily Inquirer were among the winners of the 7th annual Asian 
Digital Media Awards jointly presented tonight (9 November) in Singapore by Google and the World 
Association of Newspapers and News Publishers (WAN-IFRA).

Although the Asian Digital Media Awards is a regional competition, all top winners automatically 
compete in WAN-IFRA´s World Digital Awards, with Asian news media companies regularly triumphing 
over prestigious global media brands and peers from America, Europe, India or West Asia. This year, 
The Star Media Group’s R.AGE news and lifestyle platform, which clinched the ADMA Gold Awards for 
Best New Product, was also awarded in another global competition The World’s Young Prize 2016.

All entries were evaluated by a panel of 23 judges from over 10 different countries, including media 
professionals currently working in prestigious publications such as The Guardian, The Economist or 
Die Welt. The Asian Digital Media Awards are the most prestigious recognition in Asia of outstanding 
work in the fields of News website, online video, data visualisation, digital advertising campaign, news 
mobile services, tablet publishing, reader engagement and outstanding new product. 

The ceremony was held at Digital Media Asia 2016, WAN-IFRA’s annual digital conference. The full list 
of winners can be found on the WAN-IFRA website.

Digital innovators in Asia presented awards 

<
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Advantage Manorama: 
Storytelling vs being there 
Traditionally, stories were told orally, through rock carvings and pictures painted on 
cave walls. This progressed to the written word and then the printed one. Among 
the modern media for stories are words, audio and videos conveyed over the 
Internet. Digital storytelling is evolving and multiple solutions are available, says                       
Santhosh George Jacob, Manorama Online. Susan Philip reports

Radio and television had also became channels 
for storytelling, said Santhosh George Jacob, 
head, Content, Manorama Online.  Digital 

storytelling was evolving and multiple solutions were 
available, said Jacob, speaking at the WAN-IFRA India 
Conference in Kolkata recently. Content delivery 
was being done through devices and wearables, he 
noted. 

Listing innovations and inventions in the field, 
Jacob mentioned SD, HD, 2K, 4K (and counting), as 
well as 3D, 6D, augmented reality, virtual reality or 
360 videos. “Virtual Reality is a dream come true,” he 
told the audience. “It gives the reader the privilege of  
actually being ‘present’ at an event and experience the 
‘reality’ of  the situation. Virtual Reality is an ideal way 
to tell your story first-hand.  It gives the storyteller the 
liberty to take the reader to ‘where it happens’. It is a 
great opportunity to convert static content into real 
life content.” No existing technology had the power 
to enhance user experience so highly, he added as it 
opened up fantastic avenues for interactivity. 

Talking of  the possibilities virtual reality opened 
up for the media, Jacob said it could be used to take 
readers on tours of  places of  tourist interest, for one 
thing. It could be used for live coverage of  events, 
and also deferred coverage, for special stories and 
documentaries, and for games, for another. The user 

Several media houses had been experimenting 
with Virtual Reality, Jacob noted. He cited BBC’s Rio 
Olympics coverage – 100 hours of  coverage in 360-
degree Virtual Reality.  Similarly, the Washington Post 
had created a Virtual Reality environment to enable 
users to explore Mars, and the National Geographic 
allowed readers to join US President Barack Obama 
on a 360-degree Virtual Reality tour of  the Yosemite 
National Park. 

Coming to Manorama Online’s own experiments 
with virtual reality, Jacob said live coverage of  
events using virtual reality was difficult because of  
the complexity of   production and post-production 
processes. News breaks were also difficult to handle. 

Describing the Manorama 360 project, the first 
such in Malayalam, Jacob said it was used in the 
tourism sector to capture the beauty of  the southern 
Indian State, and also in the automobiles sector, 
focusing on automobile fairs.  Interior design and real 
estate views, educational videos – tours of  museums, 
historical places and the animal world – were other 
options. The New Year Celebrations in Fort Kochi 
and the Nehru Trophy boat race were some of  the 
other events covered by Manorama 360. 

Through the Manorama 360 project, the Group 
hoped to engage readers more, strengthen reader 
relationship, attract young readers and get new reader 
groups, Jacob pointed out.   

Manorama Online has a global presence. It has one 
billion page views per month. It has niche content 
in English and Malayalam and 30 channels including 
three news channels. As much as 60 per cent of  traffic 
is from outside the country. <

got the feel of  being there at all 
the events and developments. 
Research in the field was 
happening all over the world 
and Google and Facebook 
were very much associated 
with it, he said. Santhosh George Jacob.
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To be really happy all you need is a positive 
attitude and mindfulness, and good news can 
be a trigger for such a state of  mind. With this 

in view, Dainik Bhaskar doesn’t stop at what it calls 
No Negativity Mondays. It goes further and curates 
all the good news on all days of  the week, publishing 
it with a distinct header, ‘First the good news’.

Making a presentation at the WAN-IFRA India 
Conference in Kolkata,Vinay Maheswhari, senior 
vice-president, Sales and Marketing Development, 
DB Corporation, publishers of  Dainik Bhaskar, said 
the general aim was to leverage the brand power 
and create a distinct positioning in the minds of  the 
readers. He outlined for the audience a case study 
of  the Dainik Bhaskar Group’s experiment with 
negativity and positivity. 
“There is a perception that negativity sells,” said 

Maheswhari, “The industry believes that negative 
news is what the reader wants. Frequently, news is 
spiced up or made sensational to help ‘sell’ it. Crime, 
scams, rape, corruption and the like have become 
the highest selling assets of  newspapers, and thus 
the norm. So much so that, if  there is some positive 
development, the media sets out to find and report 
on a negative aspect.” 

However, according to Maheswhari, the Dainik 
Bhaskar Group believed that positivity instilled hope 

The Dainik Bhaskar 
experiment: It’s different 
India’s media is fragmented and cluttered. There are more than 13000 regular newspapers and 
406 news channels in India. News is a commodity. Even the mastheads look the same. There 
is little respect for IPR. There is little to differentiate between them. How then do you make your 
product stand apart, create a unique value proposition? Susan Philip files this report, based on the                             
Dainik Bhaskar experience 

The thought of  giving something positive to 
the readers and society at large culminated in the 
newspaper’s path-breaking idea of  No Negativity 
Monday – a day devoted as much as possible to 
positive news. “Keeping in mind the fact that readers 
like to start their week on a positive note, we initiated 
and are driving this movement on Mondays, the first 
day of  the week, the day when people plan for their 
whole week,” Maheswhari told the audience. 

Maheswhari demonstrated how the Dainik Bhaskar 
Group found positivity even in negative news, with 
examples such as the coverage of  the Nepal earthquake, 
where heartwarming stories were highlighted rather 
than destruction and despair. 
“We believe that positive change begins with a 

positive mindset. DB tries to bring out positive stories 
of  hope, thereby mirroring the positive India upsurge 
that will sustainably deliver happiness everyday as a 
byproduct of  positivity,” he said, adding, “There may, 
of  course, be times when negative stories cannot be 
kept out of  the paper on a No Negativity Monday. 
At such times, such stories are published with a clear 
header marking it as negative news essential for the 
reader, because it is not the Group’s intention to 
deprive its readers of  critical information, even if  it 
is negative” explained Maheswhari.  

The Dainik Bhaskar Group’s products cover 14 
states. It is India’s largest circulated newspaper brand 
and the fourth largest in the world. The compound 
annual growth rate (CAGR) of  circulation is 9 per 
cent while that of  the cover price is 12 per cent.  

– it realised that negativity 
didn’t do any good to the 
reader or society. “Too 
much negativity can inhibit 
one’s outlook on daily life 
and society. When a reader 
begins his day on a negative 
note, he has nothing to 
look forward to.”  
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Vinay Maheswhari.

<
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BY SPECIAL ARRANGEMENT WITH WAN-IFRA

First, a definition: Distributed content is a 
publishing model for mobile devices that takes 
individual articles and displays them within the 

confines of  a third-party platform – Facebook, of  
course, but also Twitter, Snapchat, or Apple’s News 
app, among others – instead of  sending readers to the 
publisher’s website. 

Publishers benefit by having their content displayed 
much more quickly on a mobile device than the long 
load times of  ad-riddled web pages would allow. The 
downside is a complete loss of  context. While readers 
can access articles much more quickly, those articles 
are not in the publisher’s editorial environment, but 
in the newsfeed managed by the platform provider’s 
algorithms. That means publishers have absolutely 
no control over when and where their articles will be 
displayed, and even less control over the content that 
surrounds them.

The distributed-content phenomenon started with 
Facebook Instant Articles (IA), launched in early 2015, 
followed by a flurry of  similar initiatives from other 
platforms, services and news aggregation apps, as well 
as Google’s open-source effort, Accelerated Mobile 
Pages (AMP), which is garnering significant support 
from publishers around the world.

A revolution with many 
names
It’s odd that one of the most momentous developments in our industry still lacks a widely accepted 
name. But whether you call it distributed content, platform publishing, or – one of the more original 
names – homeless publishing, what has happened in the past 12 months is doubtless one of 
the biggest changes in media distribution since the advent of the web almost two decades ago. 
And whether you follow this trend closely or view it from a (seemingly) safer distance, distributed 
content clearly marks only the beginning of profound changes in content publication/ access. Is this 
situation great – or a great danger? It doesn’t really matter. Distributed content is here to stay, says                            
Andreas Pfeiffer

World News Publishing Focus
Your Guide to the Changing Media Landscape

There is of  course a wide array of  technical intricacies 
linked to distributed content. Few platforms support 
publishers’ paywalls, for instance, and support for 
advertising technology is sometimes absent. But on 
the whole, distributed content seems to be catching on, 
at least as far as the key players are concerned.

Facebook: One platform to rule them all? 
While many platforms and services are competing 

in the distributed content game, most publishers are 
mainly concerned with Instant Articles. The power 
of  Facebook as a driver of  traffic and exposure for 
editorial content is such that few publishers believe 
they can afford to bypass one of  the most – if  not 
the most – important traffic sources on the planet. 
Facebook IA is catching on simply because publishers 
basically don’t have much choice in the matter.

To be fair, after a somewhat bumpy start, Facebook’s 
IA publishing partners seem to be pleased with the 
results. The French daily Libération recently announced 
a 30 per cent rise in time spent on articles. For Vox, off-
website content including Instant Articles has boosted 
unique visitors to their website. And since Facebook 
relaxed some of  its advertising rules, publishers seem 
more at ease with the business side of  IA as well.
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But serious concern persists in the publishing 
industry over the increasingly overwhelming power a 
single player – a non-transparent one at that – suddenly 
wields in content distribution. That concern centres 
not on what is currently happening, but rather on 
Facebook’s plans for the future. Late last year, the 
company released Notify, a news notification app that 
was clearly not so much about launching a new player 
in distributed content, but about testing the waters 
for a future integrated content play on the Facebook 
site itself. Facebook’s aim is to make sure users never 
have to leave its platform, whatever activity they want 
to perform online. There is little doubt that Facebook 
is pushing hard to become the dominant player in any 
kind of  content – increasingly including video and 
virtual reality – and it is also clear that the way things are 
going, it will be a powerful player indeed. 

What role for Google AMP?
This is exactly where Google AMP enters the 

fray. The search giant’s open-source initiative is not 
a platform per se. Google just devised a technology 
framework that insures that mobile pages display 
much faster, regardless whether they are hosted on a 
publisher’s website or somewhere else. In many ways, 
Google AMP is the exact opposite of  Instant Articles. 

It does not aim to drive traffic to a walled garden, and 
Google is making sure that the technology is accessible 
to any content provider who wants to benefit from 
faster loading. 

That includes millions of  WordPress sites that just 
need to install a plug-in to produce AMP-compatible 
pages. Even more importantly for publishers, Google 
AMP is one of  the few distributed content platforms 
that supports paywalls. In any case, support for the 
initiative in the publishing industry is growing rapidly, 
pitting Google against Facebook in an increasingly 
tough fight for dominance in mobile advertising.   

What about the other players?
Even if  their reach pales in comparison with Facebook 

and Google, there are other players in the market that 
are trying hard to play a role in content distribution, 
most notably Twitter and Snapchat, as well as to some 
extent Apple. It is important to note, however, that for 
each of  them the corporate goal is distinctly different 
from Facebook’s or Google’s.

Twitter is in a crucial phase of  its development. While 
300-plus million users are nothing to sneer at, Twitter 
has yet to prove that it can grow beyond the current 
user base. And while Twitter clearly is the place where 

Facebook Instant Articles has clearly been the platform of  choice - so far.
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breaking news happens, it has not managed to attract 
the kind of  leisurely social use that has propelled 
Facebook to more than a billion daily active users. 
Twitter is useful, but it doesn’t have the entertainment 
factor Facebook has, and the investment community 
wants to see proof  that Twitter can expand its user 
base significantly.

Snapchat Discover differs significantly from others in 
the field because the company arbitrarily limits access 
to the Discover feature to a fixed number of  partners 
(18 as of  this writing), and the content available there is 
heavily skewed towards a teenaged audience. That said, 
partners in the Discover program have announced 
impressive traffic figures. For instance, BuzzFeed 
founder Noah Peretti said after just a few months, 
and with no promotional efforts, BuzzFeed is getting 
almost 25 per cent of  its traffic from Snapchat.

As for Apple, the company made a considerable 
splash when it announced its News app in June 2015, 
boasting an impressive roster of  big-name publishers. 
Surprisingly, though, Apple subsequently did little or 
nothing to actively promote the content aggregation 
service, which is still only available in the USA, UK and 

Australia. As a result, publishers were quick to voice their 
disappointment with the app, which seems a distant 
third or fourth in the battle for distributed content 
mindshare. That’s despite recent (but unsubstantiated) 
claims at an Apple press conference that the News app 
has 50 million active users.

Where do we go from here?
The distributed content debate is largely centred on 

Facebook Instant Articles and Google AMP. 
Many publishers seem to take the approach that 

Instant Articles can’t be avoided, simply because of  the 
massive traffic the platform generates. Google AMP, 
on the other hand, is a technology play that leaves 
publishers a great deal of  room to create context and 
an editorial environment that can build reader loyalty 
and brand recognition. Indeed, there is nothing to stop 
a publisher from putting an entire website on AMP – a 
far cry from Facebook, which takes articles piecemeal.

What is less clear is the mid-term evolution that 
should be anticipated. That the media landscape is 
undergoing constant, rapid evolution is a given, and 
changes probably will also affect what kind of  content 
and delivery mechanisms will emerge as strong forces. 

Video, for instance, is increasingly important for many 
publishers, and is likely to be increasingly integrated into 
distributed content offerings. Messaging is on the brink 
of  becoming a major distribution mechanism, bringing 
other players, such as Facebook-owned WhatsApp, to 
the forefront of  the content landscape. 

Whatever attitude one adopts, one has to be prepared 
to change continuously. There is no time to get bored – 
and certainly no time to fall asleep at the wheel.

(The writer is a media analyst and founder of  the Pfeiffer Report.This 
article was originally published in the April-May 2016 edition of  World 
News Publishing Focus, the bi-monthly magazine published by WAN-
IFRA.)

<

WAN-IFRA Report: Distributed Content 
WAN-IFRA has published a report on distributed content, written by Andreas Pfeiffer. 

The topic is featured in the 2016 edition of the World Editors Forum’s annual Trends 
in Newsrooms Report. WAN-IFRA members can download the Distributed Content 
report for free at [www.wan-ifra.org/distributed_content_report]. It is for sale to 
non-members.
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Google AMP will start to get a lot of  attention as publishers start 
to build editorial environments from the technology.
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In India, The Hindu was the first newspaper to 
offer an online edition. Major newspapers such 
as The Times of  India, The Hindustan Times, and The 

Indian Express followed suit to provide up-to-date 
news. Some newspapers even provide e-editions 
which are digital replicas of  the newspaper. One 
important feature of  the online media in India is that 
the majority of  sites are in Indian languages. 

Online or web or e-newspapers incorporate the best 
from two worlds, that is, the overview and familiar 
design of  the printed edition and the interactivity and 
continuous updates of  the web. Online newspapers 
deliver breaking news in a well-timed manner and 
at high speed. They disseminate news in a highly 
engaging and visually attractive manner by inserting 
video and audio clips, as well as animated graphics 
together with written news reports. 

In the past, people considered online newspapers 
to be alternative sources to traditional print news. 
Today, however, alternative media have become the 
new mainstream media. The increase in Internet 
penetration, low-cost laptops, tablets, mobile phones 
and other gadgets help readers gain convenient 
access to online news and also enhance the growth 
of  online news media to a large extent. 

In general, e-newspapers are still rated with the 
highest credibility, followed by online and television 
news, respectively. Strong brand recognition of  online 
editions of  well-established newspapers is due in 
part to their ability to provide cutting-edge breaking 
news that is reliable. This has led to an increase in the 
demand for online newspapers, especially among the 
younger and Internet-savvy generation. 

Online newspapers and 
what the youth think of them
Young people are curious about the world and what is happening around them. 
Online newspapers find favour with youth due to the easy access of the websites 
and a better ‘readability’ factor in comparison with turning multiple sheets of 
newsprint. Rachel Jacob and P.V. Sangeetha surveyed 100 young people in 
Chennai to assess the frequency and duration of online newspaper reading, 
to identify the factors that encourage the reading of online newspapers and to 
analyse their perception of the credibility of online newspapers

Today’s youth are exposed to the media in many 
aspects of  their daily lives, such as education, 
information, communication, entertainment, etc. 
While ‘old’ media entertained and informed, today's 
‘new’ media does more than that, and provides an 
interactive platform for the airing of  opinions and 
sharing of  information, facilitating social coordination 
and opinion crystallisation. 

Experts peg the size of  the Indian youth segment 
(between the ages of  15 and 25) at around 250 
million. The print media does not always provide 
sufficient information for youth, and consequently 
they end up seeking additional information from 
news websites. Their level of  trust in alternative 
sources is based on how accurately the sites reflect 
the current scenario. They believe that the websites 
present varied viewpoints, are more critical, have 
more in-depth analysis and are relatively free from 
interference. They are easy to access and readers can 
choose the news that they want to read. 

We surveyed 100 randomly chosen young people, 
male and female, from different social strata in 
Chennai to assess the frequency and duration of  
online newspaper reading, to identify the factors that 
encourage the reading of  online newspapers and to 
analyse their perception of  the credibility of  online 
newspapers. The results of  the study indicated that 
traditional newspapers had not faded away from the 
scene. Youth had an almost equal preference for print 
newspapers (33 per cent) and online newspapers 
(31pc); 35 pc of  those who read newspapers online 
do so very often; 30 pc read news online daily; and 25 
pc read news online often.
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Most of  the readers spent an average of  15 minutes 
reading online newspapers. The Hindu website 
emerged as the most popular, with 42 pc of  those 
surveyed giving it preference, followed by The Times 
of  India (34 pc), Deccan Chronicle (8 pc) and others (16 
pc). 

As much as 39 pc of  the respondents preferred to 
read the content in English, followed by Tamil (30 
pc), Hindi (17 pc), others (14 pc). Entertainment was 
the most popular news section among the youth (48 
pc), followed by sports (24 pc), politics (16 pc), health 
(12 pc), and others (8 pc). Of  the respondents, 30 pc 
read the complete article while 29 pc only glanced 
through it, and 26 pc just read the headline and the 
first paragraph. Fifteen percent limited themselves to 
reading the headlines. 

Easy access (42 pc) was the main reason why 
respondents favoured online newspapers. Saving time 
(27 pc) was the second biggest perceived advantage of  
using online newspapers followed by varied options 

<

(25 pc), others (6 pc). Respondents perceived that the 
major function of  an online newspaper edition was 
to explore the scope of  virtual space (38 pc) followed 
by marketing the print paper (36 pc) and providing 
the paper with a contemporary image (19 pc). 

As many as 37 pc of  the respondents were satisfied 
with reading newspaper online. A majority of  the 
respondents (56 pc) believed that the news that 
they read online was credible. On the other hand, a 
majority of  the respondents felt that sensationalism 
was a major drawback of  online newspapers. As 
much as 39 pc of  youth believed that sensitisation of  
youth to violence and other social issues were areas 
that online newspapers were weak in.

(The writers are assistant professors, Department of  Journalism, Madras 
Christian College. This paper was presented earlier this year at a national 
seminar on Implications and Influences of  New Media Technologies on 
Journalism organised by the Department of  Journalism, MOP Vaishnav 
College for Women, Chennai.) 



18 December 2016SurveyRIND

Some smartphones are already mobile personal 
computers. Today’s audiences know that if  a 
big story breaks, it will be available first on the 

web or mobile phone. Filing a report first for the 
mobile and the Internet has become second nature 
to many journalists. As more people use mobile 
phones as news devices, many questions regarding 
their use of  communication devices, however, remain 
unanswered. 

The introduction of  mobile devices in journalism 
has changed the work practices of  journalists and 
also led to the growth of  citizen journalism. The 
ubiquitous nature of  mobile devices has made 
numerous tasks possible for journalists whenever 
and wherever required. MoJos, as mobile journalists 
are called, today use mobile devices extensively. It is 
used not just to cover news for mobile platforms but 
also for the entire cross-media portfolio. 

Internet connectivity and advanced search 
functionality and apps have provided journalists 
with powerful tools for news gathering. Today, the 
journalist can easily include contextual metadata 
on location, time and data from the mobile device. 
Journalists are using mobile devices for reporting live 
on calamities such as the recent Chennai floods, civil 
unrest and riots. 

Adopting a quantitative and qualitative approach 
to examine the practices emerging from the use 
of  mobile devices in newsgathering and media 
production, this writer gathered primary data such as 
education, occupation, age, usage patterns of  mobile 
phones, infrastructure, and opinions about mobile 

Mobile phones and the 
changing face of storytelling 
The mobile phone, a technological innovation for interpersonal communication, 
has come to influence many spheres. Dissemination of news is no exception. 
The advent of touchscreen mobile devices, powered by the Internet, has led to 
widespread production and use of news-related content. Today, the phones are 
changing not only the way readers and viewers consume news but also the way 
content is produced. Journalistic practice is no longer merely defined by the media 
forms in which news output gets published but by the technological means by which 
it is produced. Madhavi Ravikumar has more

phones. Anthropological tools and participatory 
appraisal techniques such as focus group discussions, 
participatory observation, and structured interviews 
were used for further analysis. 

The study was undertaken in Hyderabad, on a 
sample of  50 respondents, (25 journalists and 25 non-
journalists) in the 18 – 35 years age group, who were 
selected randomly. Two factors were considered for 
this purpose. The first was the frequency with which 
the respondents accessed news from different media 
channels through mobile phones, measured on a five-
point verbal frequency scale, from every day to never. 
Nearly 30 respondents said they tracked news on a 
mobile device on a daily basis while eight respondents 
reported that they checked news or news headlines 
on alternate days.  

The second major trend in online news consumption 
was gleaned from 45 respondents who said they 
scanned news on social networking sites. All 25 
journalists said they used mobile phones extensively 
in their jobs. Most of  them explained that sources 
like Twitter and WhatsApp had a particular influence 
on news, about emergency situations such as terrorist 
attacks and natural disasters. 

Several editors from newspaper organisations 
reported that consumer participation in the 
development of  news and dissemination through 
various social media platforms was high among the 18-
35 age groups.  Nowadays news is being distributed to 
the audience through social media platforms such as 
Facebook, Twitter, etc, where the news content gets 
mixed with comment, and it gets redistributed from 
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individual social networks. This kind of  flow from 
participatory and empowered news consumers had 
destabilised the traditional methods of  spatiality and 
temporality, they felt. 

Many journalists said young audiences were 
increasingly consuming news on smartphones 
or tablets, thus influencing the style of  news 
presentation. Today, they promote news in short-
form, summary presentations with easily clickable 
links to longer stories. Journalists in decision-making 

positions explained that by participating in the news 
streams, the news audiences were becoming content 
producers and content distributors, and in many 
instances they were becoming the news itself. 

(The writer is assistant professor at the Department of  Communication, 
SN School of  Arts and Communication, Hyderabad Central University. 
This paper was presented at a national seminar on Implications and Influences 
of  New Media Technologies on Journalism organised by the Department 
of  Journalism, MOP Vaishnav College for Women, Chennai.) 

<

Washington Post ropes in Barkha Dutt as columnist
NDTV’s consulting editor and well-known journalist Barkha Dutt has been roped in by The Washington 

Post as contributing columnist. The Global Opinions Section is part of The Post’s wider effort to 
increase its international presence by expanding its offerings of quality journalism, commentary, and 
video projects from and about other parts of the world. Since its launch in the spring, more than a 
dozen columnists from around the world have joined Global Opinions as contributors. Dutt’s will be a 
monthly column.

(Courtesy: exchange4media.com)

<



Industry updates

20 December 2016SurveyRIND

Press upgrade at 
The Times of India

The largest operator of  manroland web systems 
(mrws) presses in India has invested again in an 
upgrade for the Cromoman 4-1 presses – in Kolkata 
and Airoli (Mumbai). The Times of  India printing 
company has been relying on manroland web systems 
as its partner for print technology and service for the 
past two decades. Now, the capacities of  two printing 
centres are to be expanded simultaneously, in order 
to further increase the success of  the leading English-
language broadsheet daily newspaper in India, through 
higher productivity.

The Times of  India has been printing with 
manroland web systems Cromoman 4-1 presses since 
2011. The circulation of  The Times of  India is 3.4 
million newspapers every day and can be compared 
with the circulation figures of  leading regional daily 
newspapers in India. This calls for efficiency and 
creativity, two characteristics of  the Cromoman 4-1. 
The high-end systems are the fastest in their class 
and well automated. Furthermore, they are perfectly 
suitable for contract printing and, at the same time, 
the machine prints high-quality newspapers and 
magazines. 

Considering the constantly increasing circulation 
figures and the booming market, The Times of  India 
made the decision to upgrade the newspaper printing 
presses. The Cromoman 4-1 in Kolkata will be 
upgraded with two towers and two reel splicers. The 
press in Airoli will soon print on one tower and with 
an additional reel splicer.

The performance power of  the Cromoman 4-1 
makes production speeds of  up to 75000 cylinder 
revolutions per hour possible every day. Minimum 
changeover times prepare the next production quickly. 
Automation options reduce paper waste, make-ready 
times and personnel costs. Important functions 
include fast automatic webbing-up (50 meters per 
minute), inline control systems and the full integration 
of  additional components into the Pecom control 
system. In May 2017, the newly produced printing 
towers will leave the mrws headquarters in Augsburg 
and will be delivered to India. By the end of  2017, 
the promising capacity expansion is expected to be 
completed and to start production.

Saarbrücker Zeitung puts 
IDCµ into operation

Saarbrücker Zeitung constantly invests in new 
technology and is therefore always up-to-date with 
its reliable Colorman. Two ten-year-old Colorman 
presses have now received an upgrade with IDCµ, 
the new ink density control for newspaper printing.

InlineDensity Control with micro marks (IDCµ) 
proved its worth at its very first installation site in 
the Bamberg print house. This is where Saarbrücker 
Zeitung informed itself  and discussed its requirements 
with manroland web systems and the Munich-based 
Grapho Metronic ink control experts. As a result, the 
team of  Saarbrücker Zeitung’s print manager Gerhard 
Leibrock became the second printing company to 
invest in IDCµ. “The customer was convinced that 
he was being offered the newest, most functional 
and fitting system when he made the decision to 
purchase,” manroland web systems project manager, 
Werner Nuber, explains.

Efficient production and quality were the prospects 
for the print house’s first installation of  an ink 
density measurement system. After the first practical 
experiences, Gerhard Leibrock is convinced: “IDCµ 
will significantly reduce operation and material 
expenditures. The fact that IDCµ takes charge of  
ink feeding completely automatically means that 
even a small operating team is capable of  producing 
securely.” Leibrock also appreciates the accompanying 
improvement of  the print quality and documentation: 

“It lets us achieve absolutely efficient production 
processes.” 

The cooperation between Klaus Zöhler, the 
Saarbrücker Zeitung production manager, and 
Peter Hartman, print instructor at manroland web 
systems, was efficient and professional, before as 
well as after, taking the ink density control was put 
into operation. This accounted for the significant 
reduction of  start-up waste right from the beginning. 
The waste reduction was made possible through 
improved presets, resulting from very homogenous 
ink profiles in the production run. This is just one 
example why the argument ‘all-in-one’ was decisive 
for the decision. 

IDCµ as a product from the printing press 
manufacturer raises high expectations and offers 
great opportunities. Saarbrücker Zeitung has only 
a single contact partner – manroland web systems. 
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Interface-related losses are unlikely and support in 
the case of  possible disruptions is covered with the 
existing TelePresence service contract. New features 
such as an upcoming dampening control can be easily 
integrated into the workflow.

Werner Nuber, who has been providing support 
for Saarbrücker Zeitung for years, says wear-related 
interventions for the two Colorman presses are 
needed most. However, more extensive retrofits 
are also carried out on a regular basis – for example, 
integrating additional turning bar levels or the 
automation of  splicers. IDCµ is part of  an extensive 
modernisation, which also includes retrofitting the 
control console computer and a mobile MobilPad 
control station upgrade. An existing cut-off  register 
control system was replaced, and ribbons can now be 
easily regulated with InlineCutoff  Control.

How does IDCµ work in the 64-page Colorman? 
The IDCµ regulates four webs in Saarbrücken. Two 
cameras are used for each of  the four paper webs 
to control the ink density and dampening feed on 
the front and reverse side. The moveable cameras 
periodically perform density measurements with 
printed micro marks. The value measured at each ink 
zone position is compared with the given set value 
and corrected in case of  deviations. “IDCμ therefore 
achieves outstanding control accuracy within close 
tolerances,” says Nuber, “The IDC cameras measure 
identical micro-marks along the whole width of  the 
web with a familiar structure. They do not interpret 
changing images and values like they do in image 
measurement.”

In order to let IDCµ display its efficiency completely 
the ink density control has been fully integrated 

into the Pecom-X workflow. When printing new 
and repeat jobs, all IDCμ presets are configured 
automatically by the Printnetwork PressManager. 
Individual density specifications differing from 
the standard can subsequently be adjusted directly 
via the mobile control system (MobilPad). The 
PressQuality reporting module evaluates the ink 
density measurement.

IDCm quickly establishes 
itself in the market 

InlineDensity Control motorised (IDCm) has a 
very successful market introduction behind it. Ten 
commercial printing systems have been or will be 
equipped with IDCm. That shows clearly that the 
demand for an ink measuring technology and its 
retrofitting exists. The customers are European; for 
example, the printing houses from the EDS Group 
because this is where the demands for higher print 
quality and high pricing pressure meet. 

Three main benefits are seen by printers using 
IDCm, the automated ink measurement system in 
commercial printing, explains Günter Braun from 
manroland web systems: "An optimal manning 
of  the machine, quality assurance and quality 
documentation, and as a result reduced waste." The 
customers confirm what the regional head of  Sales 
claims. This is surely then the reason why IDCm has 
established itself  as an attractively priced inline ink 
density control system within the space of  a year and 
has already been installed ten times. 

Among the above mentioned users are large 
German printing houses and renowned commercial 
printers such as Haberbeck, Lage, as well as Adam 
NG, Bruchsal, where an IDCm has replaced an 
existing competitor's system. The Euro-Druckservice 
GmbH (EDS), Passau, which operates in the Middle 
and Eastern European markets, has equipped their 
commercial printing systems in three locations with 
IDCm: Svoboda Press in Prague and Severotisk in 
Ústí, both in the Czech Republic, as well as Zrínyi 
Nyomda in Budapest. 

In the Hungarian production site, IDCm is part 
of  a comprehensive retrofit of  the InlineControl 
Systems. Günther Braun has been talking with many 
customers and knows: "Printing systems with the 
latest in cutting-edge technology enable printers to 
have a competitive edge over the market. Regarding 

Saarbrücker Zeitung is modernising its Colorman presses with a new 
manroland web systems IDCµ ink density control.
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IDCm, the decisive factor is the plan-ability of  
the investment and the ROI. We are in a position 
to calculate the savings on working hours and the 
production profits which would come about as a result 
of  the switch over to an automated ink measurement 
system from the existing manual system, for us in 
advance.”

Most customers capitalise on a retrofit of  an older 
machine with IDCm and are equipping themselves 
with an Inline ink measurement system for the first 
time. Or they are replacing an older or discontinued 
system. The IDCm system developed by manroland 
web systems and grapho metronic, Munich, is 
intended for narrow 16- or 32-page commercial 
printing systems from the Rotoman and Lithoman 
series. In the meantime, however, IDCm has proved 
itself  to be of  interest for the broader Lithoman as 
well as for third-party systems. 

The IDCm system was implemented for the 
broad web of  an 80-page Lithoman and received 
two measuring sensors. These enable the IDCm 
system to control more quickly across a broader 
commercial printing system and to achieve an 
excellent performance overlap between IDCm and 
IDC. Another demonstration of  competence and 
proof  of  the uniqueness of  IDCm is that shortly 
it will be implemented on a commercial printing 
machine, which was not produced by manroland web 
systems, for the first time. This is no problem from 

the technology side. The customer simply delivers 
grapho metronic their requirements as a producer; 
they in turn deliver the measurement values in the 
measurement quality expected. 

What is the difference between IDCm and the 
system that has proved itself  with over 5000 measuring 
sensors, IDC (InlineDensity Control)? Whereas 
IDC uses stationary positioned cameras in order to 
control the ink density on the basis of  colour marks 
in a print control strip, IDCm avails of  a traversing 
measurement module. That is how we achieve a low 
cost price and a constructive uncomplicated upgrade 
process. Just as with the IDC, IDCm measures and 
controls ink metering in order to comply with given 
target resources in personnel, time and material. 

When compared with IDC, IDCm has a longer 
adjustment speed and therefore controls the ink 
more slowly to begin with. But IDCm achieves the 
same measurement quality, as IDC once the ink is 
set. One thing is valid for both ink density control 
systems: the preset values improve themselves in 
these learning systems and are therefore the basis 
for Pecom and fine adjustment of  the inking. As a 
general rule IDCm does not have to be integrated 
within a Pecom-X environment and can work as a 
stand-alone-solution. 

Rapida users benefit 
from tested inks

On 8th November, KBA-Sheetfed and Flint Group 
Sheetfed signed a strategic partnership. The deal refers 
to the worldwide use of  Flint Group’s conventional 
sheetfed ink series on high-performance KBA Rapida 
presses. Inks with the seal of  quality, Recommended 
by KBA, can be obtained through the Flint Group 
dealer network. 

KBA-Sheetfed recommends the use of  different 
Flint Group ink series for different applications, 
for example, for straight printing (Novavit F700 on 
mineral oil basis or Novavit F950 on vegetable oil 
basis), perfecting (F950), general packaging printing 
(Novavit F1000 Win Bio), food packaging (Novasens 
P660 Premium) and a number of  special applications 
such as printing on non-absorbent substrates or fast 
work-and-turn.

Rapida users who choose the corresponding 
printing inks from Flint Group benefit from the 
wealth of  experience gained with the individual ink 

IDCm is ideal for cost-sensitive retrofit projects for ink density 
control and represents at the same time a promise of  quality. 
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meets our high expectations, we gladly recommend 
it to our users around the world. This strategy is 
naturally implemented together with our cooperation 
partner to the benefit of  our customers.” Particular 
strengths are seen in reduced ink consumption, high-
colour brilliance and contrast, smooth reproduction, 
convenient handling and the reliable printing of  
solids. 

KBA-Sheetfed will be working with Flint Group 
on a global basis. This includes use of  the inks for 
print demonstrations in the customer centre, during 
training in the company training centre, in the design 
and development departments, at trade shows and 
customer events, and for the factory testing of  new 
presses, as well as the inclusion of  Flint Group 
inks in press starter kits and continuous product 
development. In addition, experts from the two 
sides will be able to exchange know-how within the 
framework of  joint training measures.

KBA reports double-
digit growth 

Following a good third quarter, the Koenig & Bauer 
Group (KBA) came substantially closer to achieving 
its growth targets for revenue and earnings for 2016. 
At €869.8m at the end of  the first nine months, the 

systems at KBA-Sheetfed. All inks are subject to 
constant testing and, where necessary, are modified 
specifically to suit the fast Rapida presses. The 
outcome is constantly high and reproducible print 
quality – process standardisation is raised to a new 
level. 

Says Dirk Winkler, head of  Print Technology at 
KBA-Sheetfed: “We have achieved excellent and stable 
results with printing inks from Flint Group, not only in 
connection with our ‘conventional ink’ benchmarking, 
but also during periodic high-performance tests in 
the areas of  packaging, commercial and Web2Print 
applications or label printing. And when a product 

Flint Group inks are also to be used in the KBA-Sheetfed customer demo 
centre.

(L-r): Holger Winkler, head of  Purchasing at KBA Sheetfedl; Richard Wilson, OEM Technical Coordination director; Anne Just, Purchasing; 
Doug Aldred, president, Packaging and Narrow Web Division at Flint Group; and Ralf  Sammeck, CEO of  KBA-Sheetfed.
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improved to –€5m (2015: –€28.6m), thanks to the 
substantial earnings. The free cash flow came to 
–€17m, compared with –€27.8m twelve months 
ago. At the end of  September 2016, funds stood 
at €158.9m. Adjusted for bank loans, which were 
reduced to €11.4m, net liquidity equals €147.5m. The 
reduction in the discount rate for domestic pensions 
from 2.4 pc to 1.3 pc reduced equity by €33.3m. 
Despite the group profit, equity rose only slightly 
from €258.4m to €261.8m. This is equivalent to an 
equity ratio of  25.8 pc.

Against the backdrop of  the economic slowdown 
in China and other export markets, the order intake 
of  €429.8m in the Sheetfed segment fell short of  
the previous year’s high figure (€516.4m) in line with 
expectations. New printing press business was also 
dampened by workload-driven longer lead times and 
the necessary price discipline. On the other hand, 
revenue rose by 17.5 pc over 2015 to €443.8m. At 
€268.9m at the end of  September, the order backlog 
ensures good capacity utilisation for the sheetfed 
offset production facilities until well into the first 
quarter of  2017. Despite the drupa costs and 
development expense in connection with a digital 
sheetfed press, segment profit rose to €17.3m (2015: 
€10.1m).

Order intake in the Digital & Web segment grew 
by 11.2 pc to €100m thanks to a number of  orders 
for web offset presses as well as further orders from 
HP for the inkjet web press assembled at the site in 
Würzburg. Revenue climbed by 74.6 pc to€110m. At 
€60.3m, the order backlog remained at a satisfactory 
level. Despite the development expenses, EBIT 
came to +€0.6m (2015: –€12.2m), thus achieving 

group order intake was 1.2 per cent higher than in 
the strong previous year. New orders exceeded group 
revenue, which rose by 22.3 pc to €831.4m, by more 
than €38m. The order backlog was valued at €613.3m 
at the end of  September, up 2.7 pc on the previous 
year, and is sufficient to ensure the capacity utilisation 
of  the group’s plants until spring 2017. 

Sways KBA president and CEO Claus Bolza-
Schünemann: “With underlying economic and political 
conditions still challenging, our heightened focus on 
the growth markets of  packaging and digital printing 
as well as service business is paying off. Even more 
encouraging than the substantial revenue growth is 
the sizeable increase in earnings for the period under 
review underpinned by the high profit generated in 
the third quarter. With operating earnings (EBIT) of  
€39.2m and earnings before taxes (EBT) of  €34.9m, 
we were able to substantially outperform the first 
nine months of  the previous year (EBIT of  €6.1m 
and EBT of  €2.1m). All segments contributed to this 
performance with positive figures for the quarter and 
the first nine months.”

The increased profit generated by the Sheetfed 
segment particularly strengthened the group’s 
earnings. The Digital & Web segment also made a 
positive contribution to earnings in the first nine 
months. The group’s gross profit margin widened 
from 26.6 pc in the previous year to 30.4 pc. Group 
net profit after tax came to €32.5m (2015: €2.4m), 
equivalent to earnings per share of  €1.98.

Inventories rose temporarily by €69.6m ahead 
of  the busy fourth quarter. Despite the increased 
working capital, cash flows from operating activities 

In the growing market for flexible packaging, KBA-Flexotecnica received 
substantially more new orders for its CI flexo-printing presses this year 
than in 2015.

In the first nine months of  this year, KBA-Sheetfed achieved a 17.5 per 
cent increase in revenue to €443.8m, accompanied by very strong segment 
earnings of  €17.3m. Large-format Rapida presses for printing folding 
cartons made a significant contribution to this performance.
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the targeted profit already at the end of  the first 
nine months. Increased business in security, metal, 
coding and flexible packaging caused order intake in 
the Special segment to climb by 29.9 pc to €384.3m. 
Revenue rose by 22.3 pc to €338.2. With the order 
backlog growing by 38.1 pc over 2015 to €296.2m, 
capacity utilisation is assured until well into next year. 
EBIT of  €27.1m was generated in the entire period 
under review (2015: €15.6m).

At 85.2 pc, the export level remained at the previous 
year’s high level, with Europe excluding Germany 
contributing 30.5 pc, North America 14 pc, Asia/
Pacific 29.2 pc and Latin America and Africa 11.5 pc 
to group revenue. With group revenue expected to be 
between €1.1 and €1.2bn, management now projects 
an EBT margin of  up to 5 pc.

manroland new member of 
Prime Network

Renowned production companies of  the graphics 
industry have joined together under the name Prime 
Network in order to develop standards together for 
efficient workflow during newspaper production. The 
members use their branch expertise to develop easily 
applicable and future-proof  solutions. manroland 
web systems has been a member of  the network since 
August this year.

Prime Network mainly focuses on standardising 
and simplifying work processes in order to ensure a 
more efficient production. manroland web systems 
has a lot to contribute with its in-house developed 
automation solutions for newspaper printing. When 
it comes to defined standards, universal interfaces, 
simplified production processes and therefore more 
economic efficiency, the Augsburg based company 
has been at the forefront for years. 
“We are delighted about our inclusion into the 

Prime Network. In a changing market it is of  utmost 
importance to optimise processes and define common 
standards, in order to not only create higher efficiency 
but also future security. The manroland web systems 
automation solutions are already perfectly suitable 
for this today. Not only in our printing machines but 
also in third-party presses. We are looking forward 
to be able to apply and develop them further in 
new partnerships,” Gregor Enke, Development and 
Technologies manager at manroland web systems, 
explains. 

Especially when it comes to complex work 
processes such as newspaper production, it is of  
vital importance that all interfaces function easily and 
intuitively. In the course of  the production process 
from the publisher through the printing plant on to the 
distribution, the newspaper passes a line of  stations 
where components from different manufacturers 
are in use and have to cooperate seamlessly. Prime 
Network combines the competences of  different 
companies, makes cooperation easier and therefore 
creates added value for the whole branch.

KBA Compacta 618 for 
Italian firm

With its decision in favour of  a 48-page Compacta 
618, the Italian company Azienda Commerciale 
Meridionale from Torre Del Greco on the outskirts 
of  Naples has once more invested in a highly 
automated commercial web press from Koenig & 
Bauer. KBA-Digital & Web is taking care of  the 
relocation, installation and commissioning. “We are 
very pleased to be able to continue our successful 
partnership with ACM,” says Thomas Potzkai, head 
of  Service at KBA-Digital & Web. The press is 
scheduled to enter production at the end of  2016. 
ACM already operates a 16-page Compacta 215.

Azienda Commerciale Meridionale is a third-
generation family business and is widely known 
for its innovative and high-quality print products 

The 48-page KBA Compacta 618 for Italian printers Azienda Commerciale 
Meridionale from Acerra on the outskirts of  Naples.
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tailored specifically to individual customer needs. 
The company has recorded continuous and healthy 
growth ever since its founding more than 50 years 
ago. ACM general manager Giuseppe Gentile: “We 
are extremely satisfied with the reliability and quality 
of  our Compacta 215 from Koenig & Bauer.”

The 48-page Compacta 618 is engineered for a 
cylinder circumference of  1240mm (48.81in) and 
a maximum web width of  1450mm (57.1in). It 
features a Patras M reel-loading system, Pastomat RC 
reelstand, infeed unit, four printing units, chill-roller 
stand, an innovative superstructure and a P5 pin 
folder. The management system KBA LogoTronic 
handles the loading of  job and presetting data, as 
well as production monitoring and evaluation.

QuadTech appoints agent 
for Greece, Cyprus 

QuadTech further expanded its global sales network 
with the appointment of  Development Ltd to support 
packaging printers in Greece and Cyprus. “We are 
pleased to welcome Development Ltd as our agent in 
Greece and Cyprus,” says Kris DeSmet, QuadTech’s 
area sales manager. “With more than 27 years as 
specialists in colour management, Development 
Ltd is well positioned to sell, install, and provide 
support for QuadTech systems. The inclusion of  
Development Ltd into the QuadTech global network 
assures customers in Greece and Cyprus that a local 
source of  support and expertise is readily available.”

Says Nikos Lambru, general manager, Development, 
“With our experience and position in the market, we 

are confident Greek and Cyprian customers will 
benefit from very fast responses to their requests for 
sales and continuous support. Advanced technology 
that improves colour management is our top priority, 
and QuadTech is an innovative company with user-
friendly products.”

Among the technology solutions to be introduced in 
the region is the newly-launched ColorTrack software, 
which promises fast, accurate press-side correction 
of  ink formulations, and affordable inline spectral 
measurement when combined with QuadTech’s 
SpectralCam or new DeltaCam.

KBA Greater China 
roadshow does well

The slogan, ‘Add more KBA to your day’, was 
the expected crowd-puller during the 10th KBA 
roadshow in China, which ran from 20th to 28th 
October. The roadshow series began back in 2007 
and was immediately extremely popular with Chinese 
printers. The high numbers of  visitors each year are 
firm proof  of  the event's standing. And this year's 
tour was no exception: Around 700 guests attended 
the seminars in Shanghai, Zhengzhou, Changsha, 
Taipei and Shenzhen.

The focus this time was placed on the latest 
KBA innovations serving print, finishing, product 
refinement and technology optimisation. In the 
wake of  the recent easing of  economic growth, 
Chinese print companies are facing increasingly 
intense competition. Appropriate countermeasures 
are essential – and that means new approaches, new 
business models and new visions. With its uniquely 
broad product range, KBA is in this respect already 
acknowledged as a strong partner on the Chinese 
market. 

Sascha Fischer, head of  Product Management, and 
Stefan Schmidt, Sales manager at KBA-Sheetfed 
Solutions, gave updates on the new developments, 
which the company unveiled at drupa, including the 
new half-format press Rapida 75 PRO, the rotary 
die-cutter Rapida RDC 106, the digital sheetfed press 
VariJET 106 Powered by Xerox and KBA's activities 
in flexo printing. Further key topics were new 
features added to the Rapida sheetfed offset presses 
for medium and large formats, which are already well 
established with Chinese printers, as well as practice-
oriented information on the LED-UV technology. 

Group photo after signing of  the contracts (l to r): Ciro Gentile, managing 
director ACM; Thomas Potzkai, head of  Service and project management, 
KBA-Digital & Web; Mariarosaria Barile Gentile, managing director 
ACM; Vincenzo Gentile, general manager ACM; KBA Service manager 
Martin Schoeps; and Guiseppe Gentile, general manager, ACM.
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New services, data-driven business models and 
ecological production were similarly subjects of  the 
keen German-Chinese discussions. 

As in previous years, the informative presentations 
were followed up with practical press demonstrations 
at local KBA users. At Shanghai Zidan, for example, 
the guests were able to witness production on the 
new CI web press EVO XD from KBA-Flexotecnica. 
The centre of  attention at Zhengzhou Shengda, on 
the other hand, was a large-format Rapida 145. In 
Taiwan and Shenzhen, it was print production on 
Rapida medium-format presses which drew the 
spotlight.

Over the past ten years, more than 10,000 visitors 
have sought information on innovative print solutions 
from KBA at 50 roadshow venues in more than 30 
cities.

New agent, dealer 
for QuadTech

QuadTech has appointed Odak Kimya as its new 
sales agent and ColorTrack software dealer for Turkey 
and the Turkish Republics. The agreement was 
confirmed at the Eurasia Packaging Fair  (Istanbul, 
Turkey, 2-5 November).

Founded in 1998, Odak is one of  the leading 
distribution companies in the Turkish region. “At 
Odak, we partner with manufacturers who are global 
leaders in their product range, to provide best-in-
class solutions across the market,” comments Ayla 
Çuhadaroglu, general manager, Odak. “With products 
ranging from offset printing to textiles and coatings, 
we work with our customers from inspiration to 
completion, meaning that they experience the 
full benefit of  our sales, application and technical 
expertise.”

Çuhadaroglu continues, “We are very pleased to 
now be representing the high quality, innovative 
solutions that QuadTech has to offer, which are 
providing customers with better control of  their 
presses, increased efficiency, and a faster return on 
investment. With over 50000 industry professionals 
attending Eurasia Packaging Fair every year, the 
show is the ideal platform for us to kick start this 
relationship and exhibit QuadTech’s solutions for the 
first time.”

Amongst QuadTech’s diverse product portfolio, 
Odak will also be introducing the newly-launched 
ColorTrack with InkControl to the Turkish region, 
a unique colour management software for flexo and 
gravure packaging applications. According to Erik 
Verschuuren, QuadTech Area Sales & Operations 

Full house for the presentation of  a six-colour Rapida 106 coater press at Taiwan Fugun.
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manager, the new partnership represents the 
continued growth and progression of  the company 
in Europe. “This has been a fantastic year for 
QuadTech, and we’ve seen continued expansion in 
our customer base worldwide. With the support of  
the dedicated and highly professional team at Odak, 
we will be able to share our products with an even 
wider range of  customers across the Turkish region, 
with the confidence that they will receive the very 
best levels of  customer service, product expertise 
and local market knowledge.”

Ebeam, Edale score with 
curing technology

ebeam Technologies and Edale, the UK 
manufacturer of  high specification printing and 
converting equipment, have announced that through 
close working cooperation they have achieved the 
integration of  ebeam’s electron beam (EB or ebeam) 
curing technology into the Digicon 3000, a product 
co-developed between Edale and AB Graphic 
International. So far, three Digicon sales with the 
ebeam configuration have been made to converters 
in both the USA and EMEA, with two of  the 
customers also including ebeam lamination as part 
of  the configuration.

The Digicon 3000 is a mid-web finishing solution 
for digitally printed flexible packaging and labels. It 
is highly configurable, offering numerous different 
options, including finishing for labels, shrink sleeves 
packaging and POS/POP as well as inline coating 
and lamination of  flexible packaging and labels. It 
is also compatible with the HP Indigo 20000 digital 
press.

ebeam curing has numerous important benefits 
when integrated into post-press finishing, especially 
in relation to the wider materials printed on an HP 
Indigo 20000. The benefits include improved print 
integrity and visual presentation as well as substantially 
increased package durability and abrasion resistance. 
It is also good for the environment, eliminating the 
need for solvents, produces virtually no VOCs and 
requires very little energy. 

Another important benefit is speed. ebeam curing 
is instant and because output from an Indigo is 
often surface print, it is possible to surface coat for 
protection, and immediately send to slitting and 

pouch or bag forming. “Electron beam curing is a 
fantastic option for Digicon 3000 customers because 
it resolves many key challenges they face such as fast 
turnaround times and environmental factors,” says 
James Boughton, managing director at Edale.

Karl Swanson, VP, Global Sales, ebeam 
Technologies is delighted to be working with Edale 
on the integration of  ebeam curing into the Digicon 
3000. “The benefits in terms of  faster line speeds, 
food safety and more are clear and give Digicon 3000 
customers a real competitive edge.”

Presstek, LLC, leading provider 
of eco-friendly printing soluti-
ons, announced the news of 
its president and CEO, Sparsh 
Bhargava, passing away 
unexpectedly on 28th October. 
Bhargava’s clear vision and 

Presstek head passes away

<

expertise was respected by all at Presstek. He 
led the company to great success during the 
four years that he directed the business while 
a partner at private equity firm American 
Industrial Partners (AIP, owners of Presstek, 
LLC) and as Presstek’s president and CEO for 
the past year.  

In 2012, Bhargava was appointed as a 
partner at AIP and held numerous leadership 
roles at other AIP companies prior to his role 
as president and CEO of Presstek. John Becker, 
general partner at American Industrial Partners, 
who assumes Bhargava’s role immediately, 
commented: “Sparsh was a tremendous 
individual who will be dearly missed. He was 
loved by all, had a work ethic like no other but, 
most importantly, he was a great person who 
never finished a day without telling us about 
his love and respect for his family. Sparsh’s 
guidance and insights into the business have 
left us in a strong position to continue to 
achieve his vision for the company’s future.”

Sparsh Bhargava.
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Greater protection demanded 
for women journalists

The World Association of  Newspapers and News 
Publishers (WAN-IFRA) and the World Editors 
Forum, in conjunction with the FOJO Media 
Institute, are calling on media worldwide to support 
stronger protections for women journalists in a text 
released to mark the 250th anniversary celebrations 
of  Sweden’s Freedom of  the Press Act, the first of  
its kind in the world.

The 2nd December Declaration highlights the need 
to strengthen and support free, independent and 
professional journalism as a means of  countering 
disinformation and combating hate crimes.

Identifying women journalists as frequently the most 
vulnerable and exposed, the declaration denounces 
as a danger to quality journalism - and ultimately 
democracy itself  - those who use threats and hate to 
silence the women who are making their voices heard. 

“Professional journalism is our most effective means 
of  countering disinformation and combating hate 
crimes. It is the best weapon we have against all types 
of  prejudices,” reads the declaration. “Journalists 
are on the front line when it comes to protecting 
freedoms in society - and women journalists are often 
the most vulnerable and exposed. They are targeted, 
not only because they report on the abuse of  power, 
but because they are women.”

At time of  press, over 50 media organisations had 
pledged their advance support for the text. The 
declaration coincides with an event in Stockholm 
on 2nd December, 2016 that will pay tribute to 
all women journalists who defy such dangers to 
pursue their mission of  providing citizens “with the 
information needed to make enlightened decisions 
about their lives, their communities, their societies 
and their governments.”

Prominent women journalists, including Barkha 
Dutt (India), Laura Castellanos (Mexico), Galina 
Timochenko (Russia/Latvia), Jessikka 
Aro (Finland), Anita Sarkeesian (Canada/
USA), Miranda Patrucić (Bosnia), Jamela 
Alindogan (Philippines), Fatuma Noor (Somalia) 
and Baria Alamuddin (Lebanon), will attend a 
seminar hosted by the Swedish Ministry for Foreign 
Affairs, the Fojo Media Institute/Linnæus University, 

the Swedish Institute and the Swedish National 
Commission for UNESCO. The seminar will draw 
upon the stories of  the invited journalists as a point 
of  departure on how to find strategies to counter 
hate speech, threats and disinformation.

The 2nd December Declaration in full:
“On 2nd December 1766, the Swedish King enacted 

a Gracious Ordinance Relating to Freedom of  
Writing and of  the Press, the world’s first legislation 
guaranteeing the right to a free press.

Today, journalists around the world depend on this 
right to uncover corruption, provide transparency 
and demand accountability. However, verbal threats 
and hate speech increasingly put this function at 
risk. On the 250th anniversary of  this important 
legislation, we call for greater worldwide efforts to 
protect all media professionals, wherever they may 
be challenged.

We, the undersigned, believe in the need to 
strengthen and support free, independent and 
professional journalism, however and wherever 
necessary. Professional journalism is our most 
effective means of  countering disinformation and 
combating hate crimes. It is the best weapon we have 
against all types of  prejudices. Journalists are on the 
front line when it comes to protecting freedoms in 
society - and women journalists are often the most 
vulnerable and exposed. They are targeted, not only 
because they report on the abuse of  power, but 
because they are women.

We therefore draw particular attention to the specific 
dangers facing women journalists and underline the 
urgent need to do more to counter the growing 
hostility felt by women across the globe towards 
their right to freedom of  expression. We denounce 
those who use threats and hate to silence the women 
who are making their voices heard. This constitutes 
not only a threat to quality journalism, but also to 
equality and ultimately to democracy itself.

We wish to use this historic day to pay tribute 
to all women journalists who are defying death 
threats, sexual violence, physical and psychological 
abuse, hate speech or online intimidation to pursue 
their professional calling. Women who continue, 
despite such pressures, to provide citizens with the 
information they need to make informed decisions 
about their lives, their communities, and their 
governments.”
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Ban on NDTV India criticised 
The one-day ban on NDTV India by the Union 

Ministry of  Information & Broadcasting (later put 
on hold) invited sharp criticism from various quarters. 
The move was increasingly been seen as an attempt 
to muzzle the freedom of  expression in the country. 
The Editor’s Guild of  India put out a statement:
“The Editor’s Guild of  India strongly condemns 

the unprecedented decision of  the inter-ministerial 
committee of  the Union Ministry of  Information 
Broadcasting to take NDTV India off  the air for 
a day and demands that the order be immediately 
rescinded.

The ostensible reason for the order as reported is 
that the channel's coverage of  the Pathankot terror 
attack on January 2, 2016 that the government claims 
gave out sensitive information to the handlers of  
terrorists. NDTV in its response to a show cause by 
the government has maintained that its coverage was 
sober and did not carry any information that had not 
been covered by the rest of  the media, and was in the 
public domain.

The decision to take the channel off  the air for a day 
is a direct violation of  the freedom of  the media and 
therefore the citizens of  India and amounts to harsh 
censorship imposed by the government reminiscent of  
the Emergency. This first-of-its-kind order to impose 
a blackout has seen the Central government entrust 
itself  with the power to intervene in the functioning 
of  the media and take arbitrary punitive action as and 
when it does not agree with the coverage. There are 
various legal remedies available to both a citizen and 
a state in the Court of  Law to have action taken for 
any irresponsible media coverage. Imposing a ban 
without resorting to judicial intervention or oversight 
violates the fundamental principles of  freedom 
and justice. The Editors Guild of  India calls for an 
immediate withdrawal of  the ban order.”

NDTV also put out a statement: “It is shocking 
that NDTV has been singled out in this manner. 
Every channel and newspaper had similar coverage. 
In fact NDTV's coverage was particularly balanced. 
After the dark days of  the emergency when the 
press was fettered, it is extraordinary that NDTV is 
being proceeded against in this manner. NDTV is 
examining all options in this matter.”

(Courtesy: exchange4media.com)

Premium ad market to be focus 
at Digital Media Europe 

The leading digital revenue event for the European 
news industry, Digital Media Europe, will be held 
in Copenhagen from 24 to 26 April 2017. Digital 
decision-makers from across the continent, and the 
rest of  the world will discuss why and how the new 
relationship economy is key to reload legacy media 
subscription models and retain reader loyalty. The 
event will show the way forward in reclaiming the 
premium ad market and developing new frontiers for 
digital revenues.

DME17 will be hosted by JP/Politikens Hus, and 
jointly organised with Danske Medier, the Danish 
Publishers’s Association. The event will bring about 
300 delegates from 30 countries in Copenhagen for 
a three-day deep dive on new membership models, 
premium ad markets in programmatic, and pioneering 
trading desk models for small business campaigns. 
Digital Europe Media Awards 2017 will be celebrated 
and presented during the event as well.

Readers are no longer readers, and nor are they 
simply consumers. In order to have the richest 
relationships for both sides the industry is moving 
towards a membership model that reinforces the 
brand, brings new revenue, and retains reader loyalty. 
Programmatic buying may have been accused of  a 
race to the bottom in terms of  ad sales but it has 
also helped drive a move away from the purely data-
driven to the bespoke and branded. At the event, you 
can find out how, from those who have succeeded in 
riding that wave.

More information, as well as the chance to get hold 
of  one of  15 Super Early Bird Tickets can be found 
at the DME section on the WAN-IFRA website.

BBC World launches four new 
Indian services

The BBC World Service recently announced its 
biggest expansion since the 1940s in a move designed 
to bring its independent journalism to millions 
more people around the world, including those in 
places where media freedom is under threat. The 
announcement follows the funding boost of  £289m 
until 2019/20 for the World Service from the UK 
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Government, announced last year. This includes 
the launch of  four new Indian services – Telugu, 
Gujarati, Marathi and Punjabi – creating 157 new 
jobs in the region, making Delhi the BBC’s largest 
bureau outside the UK.

Seven other language services will also launch as part 
of  the expansion including Afaan Oromo, Amharic, 
Igbo, Korean, Pidgin, Tigrinya and Yoruba. This 
means the BBC World Service will be available in 40 
languages including English.  The expansion will also 
mean more journalists on the ground in locations 
across the world. The BBC World Service will also 
expand its digital services to offer more mobile and 
video content, a greater social media presence and 
new ways of  reaching its audience around the globe.

The expansion includes plans for the BBC to launch 
mobile offers in new Indian languages combined 
with digital, TV and video output; produce extended 
news bulletins in Russian, with regionalised versions 
for surrounding countries, a relaunched website, 
new digital formats and more journalists on the 
ground; enhance its television services across Africa, 
including over 30 new TV programmes for partner 
broadcasters across sub-Saharan Africa, enhance 
the BBC Arabic offer by delivering new regional 
programming across the Arab world, broadcast short-
wave and medium-wave radio programmes aimed at 
audience in the Korean peninsula, supplemented by 
digital content online and on social media, invest in 
World Service English, with new programmes, more 
original journalism, and a broader agenda; continue 
with the digital transformation of  the BBC World 
Service, including new TV news bulletins, so that all 
40 languages will eventually have a video offer and use 
its global presence to provide an even greater focus 
on analysis and explanation, or ‘slow news’, helping 
audiences to make sense of  the world by explaining 
the ‘why’ as well as the ‘what’.

Says Tony Hall, Director-General of  the BBC, 
said, “The BBC World Service is a jewel in the 
crown – for the BBC and for Britain. As we move 
towards our centenary, my vision is of  a confident, 
outward-looking BBC which brings the best of  our 
independent, impartial journalism and world-class 
entertainment to half  a billion people around the 
world. Today is a key step towards that aim.”

Francesca Unsworth, BBC World Service director, 
adds, “Through war, revolution and global change, 

people around the world have relied on the World 
Service for independent, trusted, impartial news.  As 
an independent broadcaster, we remain as relevant as 
ever in the 21st Century, when in many places there 
is not more free expression, but less.”

The BBC World Service will focus particularly on 
increasing audience reach with younger people and 
women. The BBC’s director-general has set a target 
for the BBC to reach 500m people worldwide by its 
centenary in 2022. The first new services are expected 
to launch in 2017.

Vikram Chandra steps down as 
Group CEO, NDTV

Vikram Chandra has stepped down as Group CEO 
of  NDTV. K.V.L. Narayan Rao will replace him. 
Chandra will now be consulting editor. Chandra 
joined the organisation in 1991 and has played a 
critical role in cementing its position among the 
top news broadcasters in India. Besides being a 
prominent television face, Chandra has spearheaded 
NDTV’s online operations since a long time. 

Chandra was appointed Group CEO in 2011 for 
three years, further extended by another two years. 
He is the anchor of  the Big Fight, Gadget Guru and 
9 o'clock news and has also been associated with 
NDTV initiatives such as Cleanathon and Save our 
Tigers.

Deccan Herald, Outbrain sign 
exclusive partnership 

Content discovery platform Outbrain has 
announced that it has signed an exclusive long-term 
partnership with Deccan Herald, one of  South India’s 
top English newspapers. The partnership with 
Outbrain will allow Deccan Herald to fully leverage 
the Outbrain Engage platform and to maximise 
on insights and analytics that will help it to surface 
the best recommendations across both organic and 
sponsored content. As part of  the platform offering, 
Deccan Herald will draw on Outbrain’s proprietary 
technologies and tools, allowing it to marry editorial 
curation with personalisation, increase audience 
engagement and growth, and enhance its digital 
strategy by connecting content creation to revenue.
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“Digital content consumption is on the rise in India 
and we are excited to tap into Outbrain’s offerings 
to better understand and engage our growing base 
of  digital users through powerful and strategically 
placed native experiences,” says Om Sharan Pandey, 
Digital Business head, The Printers (Mysore). “In 
the fast-paced world of  content marketing, content 
distribution has become fundamental to our strategy, 
and we are confident that Outbrain will help us take 
our digital capabilities to the next level.”

Sigrid Kirk, vice-president of  Engage, Asia Pacific 
at Outbrain, says, “We are delighted to launch 
this partnership with Deccan Herald. Our focus is 
on equipping publishers with the tools to drive 
monetisation through enhancing user experience, 
trust and loyalty, especially against the backdrop of  
a saturated digital environment. Audience attention 
is increasingly difficult to secure, but content 
personalised for its digital users and based on unique 
insights and analytics will provide the Deccan Herald 
with meaningful cut through.” Outbrain continues to 
work with some of  the world's best and most premium 
publishers to provide brands, agencies and content 
marketers with a high-quality environment against 
which to deliver their digital campaigns. “Through 
this collaboration, Deccan Herald will be able to draw 
on one of  the top revenue generating platforms for 
publishers in India,” adds Sandeep Balani, director, 
Business Development India at Outbrain. To date, 
Outbrain has established key partnerships with Indian 
Express and The Hindu, among others.

(Courtesy: exchange4media.com)

TNIE Page 1 bags SND Silver 
The New Indian Express won the Silver Award in the 

Society for News Design’s (SND) Region 19 contest 
for its front page design and presentation of  the 
Rio Olympic coverage.  The winning entry was the 
August 19 edition titled Two Good, Girls on athletes 
P.V. Sindhu and Sakshi Malik winning the silver and 
bronze medals.  SND is an international organisation 
working with news designs professionals and Region 
19 is a design contest covering countries including 
India, Australia, Japan, Indonesia and Southeast Asia.  
This year’s contest also had entries from the US, 
South America and West Asia. 

(Courtesy: TNIE)

Rajmohan is president, 
Assn of Indian Management

R. Rajmohan has been elected as the president of  
Association of  Indian Magazines (AIM), at the AGM 
held in Mumbai. Rajmohan, chief  marketing officer ( 
North) & head, Special Projects, Malayala Manorama 
Group, is a veteran in print media, having worked with 
The Times of  India, India Today, Hindustan Times, 
Outlook and Open Media Network Groups, and has 
been a governing council member of  AIM since its 
inception. B Srinivasan, managing director, Vikatan 
Group, will be the new vice-president, and Indranil 
Roy, executive director and publisher, Outlook Group, 
has been elected the general secretary.  Pradeep 
Gupta, chairman and managing director, CyberMedia, 
a former president of  AIM, was re-elected as the 
treasurer.

(Courtesy: exchange4media.com)

Atideb Sarkar to oversee 
operations at ANN

On the back of  the resignation of  Ashok 
Venkatramani in his role as CEO at ABP News 
Network, Atideb Sarkar, executive director at ABP, 
will oversee operations at ANN (formerly a News 
Corp International and ABP joint venture). Avinash 
Pandey now takes on the role of  chief  operating 
officer, ANN; he was earlier chief  operating officer, 
ABP News. 

(Courtesy: exchange4media.com)

Rajeev Beotra appointed CEO, 
HT English

Rajeev Beotra, who recently quit Star India as 
president of  Ad Sales, will be taking over the reins 
at HT English, effective from December. He will be 
responsible for the P&L of  HT English including 
Delhi, Mumbai, Punjab and other editions and will 
report to Rajiv Verma, CEO of  HT Media. Beotra 
had joined Star India from Hindustan Times in 
January 2014 after spending more than eight years 
at HT. He has been mandated to synergise the HT 
English editions, ensure speedier decision-making, 
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optimise the price benefits for customers, and deliver 
HT’s commitment to give readers an exceptional 
media experience that is informative, educational, 
and entertaining, and a key part of  their daily lives.

(Courtesy: exchange4media.com)

Arnab Goswami parts ways with 
Times Network

Arnab Goswami, TV anchor and president-news and 
editor-in-chief, Times Now and  ET Now, has moved  
on from the Times Network. While his next project 
is not confirmed, speculation is that Goswami may 
start an independent news venture, TV or digital. 

Goswami started his career with The Telegraph, 
where he worked for a little under a year between 
1994 and 1995 before joining Pranay Roy’s New 
Delhi Television (NDTV) as a reporter and anchor. 
He rose through the ranks at NDTV, becoming a part 
of  the core team as a news editor, helming the show 
Newshour from 1998 to 2003. Later, he became the 
senior editor at NDTV and continued working in that 
capacity till he left the network to join Time Now 
in 2006. At Times Now, he shot to fame with his 
firebrand anchoring on the Newshour, which went a 
long way in pushing the channel to the number one 
position.

SCARF-PII Awards presented
Damayanti Dutta and Mini Thomas (English 

Language Print category), Puja Awasthi and Dipti 
Nair (English Language Online) and Richard Joseph 
and R. Samban (Regional Language Print) were the 

winners of  this year’s SCARF-PII Media for Mental 
Health Awards, the fourth edition.

Damayanti Dutta, deputy editor, India Today, bagged 
the First Prize for her story in the magazine titled, 
The Great Depression. Lucknow-based Puja Awasthi, 
who has spent the past 20 years covering politics and 
social justice across North India, won the First Prize 
for her story, When the Man in the Family is Branded 
a Terrorist. It had appeared on the online portal, India 
Together. She is a former Laadli Media Award for 
Gender Sensitivity winner. Richard Joseph, who has 
been a journalist with Deepika and Rashtra Deepika in 
Thiruvanthapuram the past eight years, was awarded 
the First Prize for his story, Bestiality beyond Human 
Capacity. He was a winner of  the Ramnath Goenka 
Excellence in Journalism Award 2015.

Mini Thomas, a former SCARF-PII prize-winner 
and senior correspondent at The Week in Bangalore, 
won the Second prize for her article, Blue’s Clues, in 
the magazine. Dark Side of  Entrepreneurship: Is 
Depression a Well-guarded Secret? The article on 
Your Story, an online site, won for Dipti Nair the 
Second Prize. She began her career with the Free Press 
Journal, moved on to The Telegraph and later became 
editor of  Deccan Herald 's Sunday Magazine. R. Samban, 
bureau chief  of  Deshabhimani in Malappuram, Kerala, 
was placed second for his article, Tender Minds in 
Darkness. Samban has won the Press Council of  
India National Award twice, the Ramnath Goenka 
Award for Environmental Reporting, and The 
Statesman Award for Rural Reporting.

P. Sainath, founding editor, People’s Archive of  
Rural India (PARI), and former Rural Affairs editor at 
The Hindu, who gave away the awards at the SCARF 
premises in Chennai on November 8th, said it was 
particularly praiseworthy that the winners and others 
who had sent in entries had succeeded in finding 
space for their articles on mental health in a media 
situation which was increasingly getting revenue-
driven. Awards were a way of  keeping an issue in 
focus, and opened up more space for the subject, he 
noted. “Journalism is a profession based on idealism, 
and the need to change something,” he said, adding 
that every nationalist leader of  note during the 
freedom struggle had doubled up as a journalist. He 
was confident that the gene pool existed, and would 
continue to throw up people who chose to go for 
what was not popular, and difficult to sell.

Winners (front row, l-r) R. Samban, Puja Awasthi, Damayanti 
Dutta, Mini Thomas, Dipti Nair and Richard Joseph pose for 
a picture with (back row, l-r)  Dr R. Thara, director, SCARF;             
Dr Jaya Shreedhar, jury chairperson; P. Sainath; Sashi Nair, 
director, PII; and Susan Philip, jury member.
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December 8-11, organised by 
FESPA, in Istanbul: FESPA 
Eurasia 2016. Details on the 
FESPA website

2016 - 17

December

January 

February March

January 27, organised by INMA, 
in Dallas, USA: INMA Global 
Media Awards. Details on INMA 
website

February 15-17, organised by 
FESPA, in Bangkok: FESPA 
Asia 2017. Details on the FESPA 
website

February 20-24, organised by 
INMA, in London: Big Data fort 
Media Week. Details on INMA 
website

February 22-24, organised by 
WAN-IFRA, in New Delhi: Digital 
Media India 2017 Conference. For 
more details, contact srinivasan.m@
wan-ifra.org

March 15-18, organised by FESPA, 
in Sao Paulo, Brazil: FESPA 
Brazil 2017. Details on the FESPA 
website

April

April 18-20, organised by WAN-
IFRA, in Kuala Lumpur: Publish 
Asia 2017. More details from wilson.
leong@wan-ifra.org

April 24-26, organised by WAN-
IFRA, in Copenhagen, Denmark: 
Digital Media Europe 2017. More 
details from angela.pontes@wan-
ifra.org

Rubin Joseph and Santhosh John Thooval, both of the 
Malayala Manorama, together bagged the First Prize in 
the 10th edition of the PII-ICRC Annual Awards which 
was instituted to honour the finest in humanitarian 
reporting in India. Their piece which addressed the 
impact of the use of endosulfan on children in Kerala 
was adjudged the best by the jury in the ‘best article on 
a humanitarian subject’ category. 

For the same category, Priyanka Kakodkar from The 
Times of India was awarded the Second Prize for her 
article on the drought in Maharashtra, while Samrat 
Sinha was awarded the Third Prize for his piece, 

PII-ICRC Awards presented

‘Victimization and survival in Bodoland’, published in the India Defence Review. 
The First Prize for the ‘best photograph on a humanitarian subject’ category was awarded to Murugaraj 

Lakshman, chief photographer of Dinamalar, for capturing compelling images of the rescue efforts during 
the floods in Chennai in December last year. The Second Prize in the same category was awarded to                                                     
B. Muralikrishnan, chief news photographer of Mathrubhumi, for an image showing a soldier who benefitted 
from a hand transplant expressing appreciation to the wife of the donor. There was, however, no winner for 
the Third Prize category in this year’s (2016) edition. 

The awards were presented at a well-attended ceremony held at the India International Centre in New 
Delhi on Thursday, November 10th. According to the jury, the winners were chosen from a total of 61 entries 
that were received from national and regional publications across the country and covered a wide variety of 
humanitarian issues, ranging from the effect of drought in different parts of country, to the floods in Chennai. 

Rubin Joseph from Malayala Manorama receives the joint 
first prize in the best article category from Prof Muchkund 
Dubey, India's former foreign secretary, and now president, 
Council for Social Development. Looking on (l-r): Surinder 
Oberoi, Political adviser, ICRC; Sashi Nair, director, PII; and 
Jeremy England, head of the ICRC Regional Delegation.
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Last date for receipt 
of material 

15th of every month

Material (images / pictures in 
300 dpi and text in 600 dpi) 

as a PDF file (created in CMYK), 
can be sent to 

rindgeetha@gmail.com
or by CD to our address

Advertisement Tariff

Full Page:  

B&W   Rs.  6,000
Colour   Rs. 12,000

Half Page:  

B&W   Rs. 3,000
Colour   Rs. 6,000

Overseas

Full Page : USD  450

Half Page : USD  250

Mechanical Details 
Page : 185 mm x 255 mm
Bleed : 210 mm x 280 mm
after trimming

Vertical half page :
93 mm x 255 mm

Horizontal half page :
185 mm x128 mm

Visit www.pressinstitute.in

Annual Subscription

India :  
12 Issues  Rs. 480

48 Issues  Rs. 1,500

Overseas : 
USD  50

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

                 >>> more
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