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ColorTrack with InkControl, from QuadTech, is a newcolour management software for flexo and gravure packaging applications. 
ColorTrack allows press operators to collect and process colour measurements, and facilitates fast correction of ink formulations 
at the press. By simplifying colour management workflow, the software provides direct connection from customer input to ink 
recipe creation to press-side correction. Without any hardware modifications to the press, ColorTrack dramatically reduces the 
number of ink corrections needed to achieve accurate, optimal colour. Also see page 18.

SOLUTIONS TO SIMPLIFY WORKFLOW, RAISE QUALITY BAR 
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FROM THE EDITOR

A letter that does the media proud
As I write this, the jallikattu protests across Tamil 

Nadu are just about easing though one is not quite 
sure what the morrow will bring. The national 
media has been in the forefront these past few days, 
providing almost non-stop coverage of  the protests. 
The role of  responsible media is always never to 
sensationalise or take sides. At least in this instance 
I would think newspapers and television channels 
have tried to bring to the fore the different aspects 
of  the issue, while reporting the facts on the ground 
without bias or favour. 

Even as the jallikattu protests and their re-
percussions caught most of  our attention, nationwide, 
Donald Trump’s swearing in as the President of  
the United States of  America amidst all the uproar 
there, and some of  his comments, didn’t fail to 
get many of  us to exclaim in horror – journalists, 
according to him, are the most dishonest people. 
Despite him shutting up several journalists (the poor 
reporter from CNN was not even allowed to ask a 
question at the first Trump press conference), no 
major news channel or publishing house boycotted 
any of  his inaugural events. They all took it in their 
stride. What was striking, however, was a letter 
from the US Press Corps to the new President (he 
was President-elect when it was sent), extracts of  
which are reproduced below.  Yes, news is sacred. 
And those who are sometimes at the receiving 
end should also consider news sacred. Extracts:  
 
Dear Mr President Elect, 

In these final days before your inauguration, we thought 
it might be helpful to clarify how we see the relationship 
between your administration and the American press 
corps. It will come as no surprise to you that we see the 
relationship as strained. Reports over the last few days 
that your press secretary is considering pulling news media 
offices out of  the White House are the latest in a pattern 
of  behaviour that has persisted throughout the campaign: 
You’ve banned news organisations from covering you. 
You’ve taken to Twitter to taunt and threaten individual 
reporters and encouraged your supporters to do the same. 
You’ve advocated for looser libel laws and threatened 
numerous lawsuits of  your own, none of  which has 
materialized. You’ve avoided the press when you could 
and flouted the norms of  pool reporting and regular 
press conferences. You’ve ridiculed a reporter who wrote 
something you didn’t like because he has a disability. 

All of  this, of  course, is your choice and, in a way, your 
right. While the Constitution protects the freedom of  the 
press, it doesn’t dictate how the president must honour 
that; regular press conferences aren’t enshrined in the 
document. But while you have every right to decide your 
ground rules for engaging with the press, we have some, 
too. It is, after all, our airtime and column inches that you 
are seeking to influence. We, not you, decide how best to 
serve our readers, listeners, and viewers. 

Access is preferable, but not critical. You may decide 
that giving reporters access to your administration has no 
upside. We think that would be a mistake on your part, but 
again, it’s your choice. Telling reporters that they won’t 
get access to something isn’t what we’d prefer, but it’s a 
challenge we relish. 

Off  the record and other ground rules are ours—not 
yours—to set. We may agree to speak to some of  your 
officials off  the record, or we may not. We may attend 
background briefings or off-the-record social events, or 
we may skip them. That’s our choice. 

We decide how much airtime to give your  spokes 
people and surrogates. We will strive to get your point 
of  view across, even if  you seek to shut us out. But that 
does not mean we are required to turn our airwaves or 
column inches over to people who repeatedly distort or 
bend the truth. 

We believe there is an objective truth, and we will 
hold you to that. When you or your surrogates say or 
tweet something that is demonstrably wrong, we will 
say so, repeatedly. Facts are what we do, and we have no 
obligation to repeat false assertions… 

We will set higher standards for ourselves than 
ever before. We credit you with highlighting serious 
and widespread distrust in the media across the political 
spectrum. We have to regain that trust. And we’ll do it 
through accurate, fearless reporting, by acknowledging our 
errors and abiding by the most stringent ethical standards 
we set for ourselves. 

We’re going to work together. We now recognize that 
the challenge of  covering you requires that we cooperate 
and help one another whenever possible. So, when you 
shout down or ignore a reporter at a press conference 
who has said something you don’t like, you’re going to 
face a unified front. 

Sashi Nair
editorpiirind@gmail.com
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Voyeurism. Gossip. While the latter can be 
harmless at times, the former never is. Actually, 
voyeurism represents a baser attribute of  human 

nature. And that, or its outcome, seemingly attracts 
many readers or viewers and titillates the senses or 
provides vicarious pleasure. One cannot ignore this, 
considering the market for B-grade or adult-rated (A) 
films and pornographic material featuring children. 
Unfortunately, such items are easily available for 
sale through outlets (selling pirated books, censored 
videos or ‘blue’ films) and the Internet. Of  course, 
piracy must not be confused with resources available 
for free or declared Copyleft, Open-source or that 
which can be used under the Creative Commons 
licence. 

However, the sorry and shocking reality is that 
the dissemination of  news, especially by television 
channels, seems to have become a source of  sensual 
enjoyment and distorted interpretation of  morality. 
This is evident from how two television channels 
(TV5 and ABN Andhra Jyoti) defamed the students 
of  the NALSAR University of  Law in Hyderabad 
in March-April 2013. Also, a correspondent with 
the channel, News Live, apparently incited a mob to 
molest a teenage girl in public, in Guwahati, in July 
2012, to enable him to broadcast it. 

Incidentally, the News Broadcasting Standards 
Authority (NBSA) of  India, ordered TV9, another 
regional news channel, to pay a fine and telecast an 
apology for invading the privacy of  homosexual 
men in Hyderabad. Under the guise of  investigative 
reporting, the news channel broadcast a programme 

We need sensitivity, not 
sensationalism 
What about the morality of the so called ‘guardians’ of society? How can the latter 
decide who can indulge in what, when and where? Why are only a few subject to 
moral ‘standards’, even if the ‘standards’ can be accepted, ever? And can journalists 
afford to be judgmental or unethical? Unless we deal with these issues, the depravity 
and bias in some news media outlets and specifically the televised form, will probably 
remain, if not worsen, says Pushpa Achanta, while trying to relate to such fundamental 
questions 

titled, Gay Culture Rampant in Hyderabad, in 
February 2011. The videos of  the men were shot 
undercover. While the NBSA responded in a quick 
and commendable manner to protests and complaints 
lodged with it, such cases are exceptions. 

Sadly, TV9 presented a false picture of  the trans-
gender community (captured through a sting opera-
tion) in Karnataka through a Kannada programme 
named Operation Anandi aired in September and 
October 2016. However, no complaint could be 
lodged with the NBSA nor could the body take any 
action against the channel / organisation as it had 
ceased to be a member of  the NBSA. Nevertheless, 
this adversely impacted the personal and social lives 
of  many transpersons in Karnataka with their families, 
home owners and employers ostracising them.

According to Vinay Sreenivasa of  the Alternative 
Law Forum (a non-profit organisation in Bangalore 
that litigates and does research on human rights, civil 
liberties and social justice issues), the Press Council 
of  India has recognised the right to privacy of  even 
an accused person. Utilising a spy camera violates the 
right to privacy, the code of  ethics and broadcasting 
standards, and does not necessary enlighten the 
public at all times. 

Speaking at a public discussion on Gender in 
Media: Continuities and Discontinuities, organised 
by the Network of  Women in Media in Hyderabad 
recently, Vyjayanti Vasanta Mogli, transgender activist 
and founder Telangana Hijra Intersex Transgender 
Samiti observed, “The news media has published 
some positive stories on transpersons. However, it 

REPORTING NEWS
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has not raised enough questions on the draconian 
Rights of  Transgender Persons Bill 2016, the poor 
implementation of  the historic NALSA judgment by 
the Supreme Court in April 2014, the few provisions, 
benefits and schemes available specifically for 
transpersons and the deaths or gruesome assaults 
on in Chennai and Hyderabad last year or minimal 
education, employment and housing options for 
transgenders.” 

Even reports of  rape, sexual abuse, harassment, 
assault, violence towards girls, women and gender 
or sexual minorities (LGBTIQAP+ persons) often 
show survivors or victims as weak and ashamed of  
being assaulted through videos, pictures and graphics. 
Further, videos of  the crimes captured live and 
available to the news media is replayed multiple times 
while photographs are reprinted widely which are all 
unnecessary. This happened in the reportage of  a 
few of  the incidents of  sexual assault that occurred 
in Bangalore, Bhagpat in Uttar Pradesh, Delhi, Pune 
and Mumbai between 31st December 2016 and as 
this article is being written. 

Victims were also portrayed insensitively in news 
stories of  the gang-rape and murder of  the teenaged 
Dalit girls whose bodies were suspended from the 
branches of  a tree in Badaun in Uttar Pradesh in 
2014, or the various extra-judicial killings of  alleged 
Maoists and terrorists. Similarly, stalking, harassment, 
abuse, sexism and negative stereotyping of  girls, 
women, transgender and gay persons continue in 
movies and television programmes despite appeals, 
protests and criticism. Unfortunately, distribution of  
such insensitive visuals via social media cannot be 
controlled easily.

Donna Fernandes, co-founder and seasoned activist 
with Vimochana, a reputed forum in Bangalore for 
women’s rights remarked, “TV news channels and 
newspapers highlight the misogynistic remarks of  
politicians and ministers which harm the interest 
of  girls and women and strengthen the patriarchal 
mindset.” Asking why the media continues to seek 
sexist people for their views gender violence, a writer 
on thenewsminute.com answered that such news 
attracts readers easily – a shameful reflection on 
contemporary mindsets, if  true. However, the media 
does minimal sensitive and in-depth coverage or 
follow-up stories, especially when social or cultural 
activists, Dalits, adivasis (tribal people), gender, ethnic 
or religious minorities are raped, assaulted, murdered, 
looted or falsely accused and incarcerated. 

<

This is obvious from the insufficient reports 
questioning exaggerated charges of  anti-national 
activities against members of  Kabir Kala Manch who 
were jailed until recently in Maharashtra, relentless 
discrimination against Northeast Indians in Bangalore 
and Delhi, the violence against Dalits in 2012 in 
Dharmapuri District of  Tamil Nadu, sexual assaults 
on adivasi women by the police between October 2015 
and January 2016 in Bastar, Chhattisgarh, attacks on 
Christians in Kandhamal district of  Odisha between 
December 2007 and September 2008, periodic but 
questionable allegations of  ‘love jihad’ against young 
Muslim men in southern Karnataka, ‘honour killings’ 
in Haryana, farmer suicides, denial of  labour rights 
of  workers, acquittal of  perpetrators of  gender, caste 
and communal crimes and various human rights 
violations and social injustices by the state and other 
elements.

Such imbalanced ‘news stories’ reveal the reality of  
sensationalism and voyeurism, particularly in televi-
sion news presently, although some wrongly cate-
gorise it under investigation journalism. This is mainly 
due to assignment and significance of  ‘target rating 
points’ (TRPs) which are themselves questionable, to 
television news channel content. Even if  TRPs are 
valid, they are supposed to rate the content of  leisure 
and entertainment programmes. But with televised 
news also being subject to TRPs, it has largely become 
an element of  competitive sensationalism which does 
not seem to stop at anything. 

Of  course, displaying information (scrolling at the 
bottom of  the screen) that complaints can be lodged 
against the content, is useful and necessary. However 
many viewers are unlikely to express dissatisfaction 
about a programme or news item and corrections, 
punishment or penalties being levied on this basis are 
not very high, unfortunately. Additionally, the NBSA 
supposedly has minimal staff, insufficient financial 
and other resources and also power. Apart from this, 
becoming or remaining a member of  the NBSA is 
optional.

(The writer is a journalist based in Bengaluru.)
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Combating the growing 
bane of ad blocking
What are some of the best practices by publishers around the world in tackling the menace of ad 
blocking? Magdoom Mohamed shares his view 

Though ad blocking has been around for a while, 
it became a serious issue in 2015. Ad blockers 
on desktop computers jumped to an estimated 

200 million from a mere 30 million a few years earlier, 
said Magdoom Mohamed, managing director, WAN-
IFRA South Asia. Also, around 420 million mobile 
phone users globally block ads now, registering a 90 
per cent jump in figures in the past year (2015-16).

Quoting Till Faida, head of  Ad Block Plus, Wall 
Street Journal, Mohamed said publishers were 
themselves to blame for ad blocking, since they were 
tired of  ads slowing down their web pages and tracking 
them across the Internet.“In an effort to maximise 
returns on digital business, we have allowed ads to 

Verdan Gang (VG) of Norway conducted a survey of ad blocker users and sent an accompanying 
message explaining how ads finance journalism at vg.no. The initiative reduced the use of ad blockers 
from 18 per cent to 14 per cent, signaling that users were willing to cooperate if publishers were open 
and transparent. 

The Guardian in UK displayed a brightly coloured box on their page with a message asking ad block 
users to support their site for less than 1 GBP/week. This did not yield the desired result. They are now 
sending out customised messages to ad blocker users asking them to register, subscribe or ‘whitelist’ 
their site. Loyal users are willing to whitelist, they find.

Instead of selling more ads at low inventory, Shaw Media in USA reduced the number of ad 
placements to two per page and increased CPMs (cost per impression) by 25 per cent, resulting in an 
overall display revenue increase of 16 per cent and selling out their inventory.

Publishers like Schibsted have built their own platform which serves ads from their own servers, in 
an effort to improve ad experience. This is, however, tough for publishers to do themselves.

Bild.de from Axel Springer, Germany, gave ad blocker users the option of turning off the tool, 
whitelisting the site, or paying 2.99 euros a month for an ad light experience. As a result, ad blocker 
usage dropped from 23 per cent to a single-digit figure. It also brought in more users of the site who 
did not resort to ad blockers. 

Forbes, which found that 13 per cent of users had installed ad blockers, blocked access to their site 
for those using the tool, and asked them to turn the tool off for an ad light experience. In response, 
40 per cent of users turned off the tool.

What publishers worldwide are doing about ad blockers

run on our sites, packed with tracking mechanisms, 
and contributed to the rise of  ad blockers,” he told 
delegates at the WAN-IFRA Conference last year. 
Giving an overview of  the implications of  ad blockers 
for publishers, he shared best practices and sought to 
raise awareness about potential challenges and pitfalls 
of  ad blocking, besides suggesting ways to overcome 
the problem.

A recent WAN-IFRA report on Data Privacy 
highlighting the best practice recommendations for 
diligent data privacy policy said consumers were 
increasingly concerned over their private data being 
traded freely on the Internet through cookies and 
other trackers enabled by ad techs, Mohamed said. In 

<
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most cases, these were beyond publishers’ control as 
they increasingly depended on ads served by ad tech 
firms.

Ad blocking is a major challenge for publishers in 
the West, and the trend is fast catching up in Asia 
Pacific too. Adblock Plus, a leading ad blocking 
plug-in, claims it has 100 million active adblocking 
installations. In the US, 33 per cent of  Internet 
users are expected to use ad blockers by this year. 
According to another estimate, globally 14 per cent 
of  the ad spend is blocked by ad blockers, and 
around 8 per cent in India. So, the stakes were very 
high, Magdoom pointed out. 

Stressing that the advertising scenario was changing, 
Magdoom noted that ad tech companies that served 
ads were getting more aggressive. At the same time, 
readers were becoming less tolerant and quit or 
switched over to other sites or found ways to make 
online reading easier. This had created opportunity 
for big tech companies to step in and set the rules, 
he said. 

Drawing a parallel between the situation publishers 
found themselves today and the situation the music 
industry faced in the early 2000s, Mohamed said 
page-loading time was impacted by big ad files and 
server calls interrupted user experience. And they 
gobbled up data of  users’ online activities. The rise 
in ad blocking was happening at a time when display 
online advertising had outstripped search advertising 
and new brands were demonstrating their value to 
advertisers, he said. However, research indicated 
that readers were not averse to online advertising, 
but objected to intrusion and interruption to their 
reading experience. 

Using Schibsted in Sweden as a case study, 
Magdoom said it derived more revenue from digital 
than print advertising. In a survey of  some 37000 of  
their mobile users using different ad formats in 2015, 
Schibsted found that compared with video and rich 
media single static image advertising was most likely 
to trigger the mobile user to buy a product. So, ads 
that targeted audiences and did not hinder the reading 
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experience worked better. They believed that the 
only solution was to provide ad experiences that the 
readers found acceptable, Mohamed said, adding that 
in a unique collaboration, all Swedish publishers and 
broadcasters had joined with the Swedish Interactive 
Advertising Bureau to provide a better ad experience 
and unified response to ad block users.
“In order to help publishers address the issue of  

ad blockers, we surveyed our global membership, 
organised publishers’ roundtable meets around the 
world, created an international task force to share 
best practices and published a special report on ad 
blocking recently,” Mohamed said. WAN-IFRA’s aim 
is to set industry priorities on ad blocking and head 
an international effort with three priorities:  

1. Improve the overall ad experience for users 
without ad blockers. This could be achieved by:

a) Reducing the number of  ad placements, thus 
improving the experience and contributing to better 
CPMs, as German publishers WELTN24 and Shaw 
Media have done 

b) Personalised ads 
c) Native ad formats

2. Finding ways to encourage those using ad 
blockers to agree to be served ads, including setting 
standards for online advertising

3. Focusing on mobile-ready advertising oppor-
tunities that diversify online, such as branded content, 
instream ad formats, video, audio and e-commerce

The increase in the number of  people accessing the 
web on mobile phones was good news for publishers 
as ad blocking was less of  an issue on such platforms, 
Mohammed said, pointing out that it made sense to 
develop revenue streams for mobile phones. Asserting 
that audience trust and goodwill were precious assets, 
Mohamed said, “We have to protect it by all means. 
We have to be the gatekeeper for news content and 
keep the audience in our control. And we have to be 
the trusted brand for our audience rather than just a 
commodity producer.”

The bottom line: “It is up to publishers to 
change how users react to certain things and this can 
be done by cleaning up advertising activity.”
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Magdoom Mohamed during his presentation.

1. Start tracking ad block users on your sites.
2. Consider experimenting with ad blocker 
users. 
3. Focus on branded content and other 
mobile-friendly revenue ideas.
4. Give readers a great mobile experience.
5. Give readers an easy way to provide 
feedback on each page of the site.
6. Let users create their own profiles and set 
their preferences.
7. Let users know that you will protect their 
interests and you care about and control 
what is published on your site.
8. Give readers reasons to use the site, give 
them premium content.
9. Offer digital subscriptions – readers bring 
value either as consumers of ads or as paying 
subscribers.
10. Build on the trust enjoyed by your media 
brand

- Communicate with your audience
- Be transparent with them
- Take control of their ad experience

10 suggestions for publishers

<
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BY SPECIAL ARRANGEMENT WITH WAN-IFRA

Yet there is no shortage of  information on the 
topic: The World Printers Forum has launched 
a new microsite about inkjet news paper printing 

[http://www.wan-ifra.org/inkjet_newspaper_
printing] within the WAN-IFRA site. The microsite 
includes all kinds of  information on the subject. At 
the World Publishing Expo, in Vienna in October, the 
Print World conference also offered a session on the 
topic, and a new report on inkjet newspaper printing 
has recently been published as well.
What is the digital in digital printing?

The term 'digital printing' has long since become an 
established category in the industry, and is generally 
used to describe all those printing processes that 
are realised without a physical forme. Whereas all 
conventional processes, such as letterpress, gravure, 
flexo and offset printing, are based on a previously 
prepared forme that can be used to produce a 
countless number of  identical copies, ‘digital printing’ 
has no need for a printing forme in the traditional 
sense. The initially proposed designation “non-impact 
printing” is actually a much better description of  the 
underlying process, but has failed to gain acceptance 
in common usage.

The first point at which the various processes differ 
fundamentally is the manner in which the ink is 
applied to the substrate. In the case of  digital inkjet, 

Inkjet applications in 
newspaper production
New inkjet printing plants recently opened in Switzerland, France and the UK, and are planned in 
the USA. Inkjet was one of the dominant technical topics at the drupa 2016 exhibition in Düsseldorf, 
Germany. But it is clear that the technology’s potential for use in newspaper production still hangs in 
the balance of quality vs cost – and defining suitable business models. A report by Manfred Werfel 
and Susan Philip

World News Publishing Focus
Your Guide to the Changing Media Landscape

this mechanical process is in fact highly complex, since 
thousands of  ink nozzles must be electromechanically 
controlled within fractions of  a second in order to 
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KP Services prints small circulations of  naional UK titles for the 
island of  Jersey.
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ensure that the correct amount of  ink is placed at the 
right position in the printing area at the right moment 
– without contact with the surface, of  course.

The commonly used term ‘digital printing’ has 
established itself  as the generic description for all 
those printing processes that are realised without 
surface contact and without a physical printing 
forme. Conversely, it can be inferred that the content 
and format of  any given sheet can differ from all 
preceding sheets when using a digital technology. In 
digital printing, therefore, a single printer can be used 
to handle jobs ranging from a single copy to several 
thousand copies. It is likewise possible to combine 
different products with any given run length in 
any order. Furthermore, individual modifications 
to the form and content can be applied from one 
copy to the next (for example, personalisation). All 
that can be achieved without needing to interrupt 
the production process to change a printing forme, 
for example. Those are characteristic properties of  
digital printing.

A working group of  the World Printers Forum has 
identified the following digital inkjet applications 
as the currently significant uses for publishers and 
newspaper printers:
1. Remotely printed international newspapers
2. Regional and local editions
 2.1. Inserting of  digitally printed local sections
 2.2. The 'digital web', pre-printed and inserted  
   into the conventional press
 2.3. Printing according to distribution 
 requirements
3. Personalisation, customisation
 3.1. Codes, games, personalised advertising
 3.2. Mass customisation, targeted and 
 personalised advertising
4. Development of  additional business for printers
 4.1. Direct mailing, personalised mailing, 
 transaction printing
 4.2. Short run print production, content and 
 format variability
5. Alternative production system; inkjet replacing  
 offset?

The view of  printers and suppliers
Both printers and suppliers participating in the 

working group shared their views and expectations.
manroland sees the possibility of  dynamic business 

development and realisation of  ideas via inkjet. Their 
target is increased variability of  formats and products, 

supported by manroland digital folding solutions and 
integration (software) solutions. They regard inkjet as 
a supplement to the existing production equipment. 
It is used to produce print products with shrinking 
circulation in a variable way. At the same time, the 
utilisation of  existing presses is improved by the 
combination of  print jobs of  the same format (size) 
to create high-volume print runs.

Axel Springer Print Management, on the other 
hand, sees a need to develop innovative business 
models for newspaper individualisation. Because of  
the heavy investment in inkjet technology (all in all, 
Axel Springer invested in 33 inkjet units), there must 
be a commercial business case to justify the move, 
they believe. At the same time, they have observed 
that today’s readers and advertising customers want 
to get added value in a printed newspaper.

Therefore, their focus is on producing new special 
effects, such as gluing, super posters and perforation. 

“With inkjet we can offer an innovative added value 
like individualisation, which is unique in the mass 
production of  newspapers,” is their viewpoint. 

Malcolm Miller of  Miller Distributions in Malta is 
confident of  the growth prospects of  inkjet printing, 
as is Stefaan Vanysacker (Halewijn, Belgium). With 
improved print quality, together with better paper 
quality and reduction of  ink and click costs, there can 
be growth, Vanysacker believes. A mixed offering of  
printed paper and e-paper would be a viable product, 
in his opinion. 

Josef  Simmerl of  Canon (Océ) agrees with that view. 
With improvements in print quality, substrates and 
speeds, inkjet will eventually replace offset printing 
for short runs (up to 5000 copies) and for mass 
customisation and industrial printing-on-demand, he 
believes. 

Target markets
The various suppliers target different markets for 

different products. 
manroland approaches the European market with 

combined newspaper and commercial business 
models, while in Asia, they are looking at specialised 
products and applications of  variability, since that 
market is at an early stage. Currently, the focus of  the 
market is more on books on demand, they find.

Canon has two major target markets for inkjet 
– transaction/direct mail and graphic arts. Within 
graphic arts, newspaper printing plays a growing 
role. 
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Hunkeler focuses on catering to decentralised 
printing of  daily newspapers with small to medium 
circulations, and weekly newspapers.

Among the users, Topweb (Chicago) finds the 
niche markets opening up and very receptive to 
short-run, high-quality products. “We target short-
run national and global daily newspapers, as well as 
local community newspapers,” says Rodd Winscott. 

Axel Springer Print Management reaches out to 
subscribers and readers of  newspapers, advertisers 
(product marketing for special advertisements) for its 
inkjet applications, and CSQ (Erbusco, Italy) looks 
at applications both in the newspaper and in other 
products printed on newsprint. For its part, Miller 
Distributions targets newspaper titles for UK and 
European tourists.

Vanysacker is interested primarily in micro-zoning 
(hyperlocal, neighbourhood newspapers), newsletters 
from membership organisations, personal newspapers 
and personalised publications.

Future perspectives
Today, the business models are still in their infancy, 

since products and data design options have yet to 
be developed. manroland is confident that new data 

pools will open, resulting in the development of  the 
possibilities of  inkjet printing in terms of  variability, 
content and product. Speed will rise to reach the 
equivalent of  slow offset printing, the company 
believes. In fact, it says, that point has almost been 
reached; it can be achieved if  the print quality is 
adjusted suitably. 

The economics of  newspaper printing will develop 
positively with the combination of  commercial and 
book production based on digital solutions, says 
manroland. To get there, current business models have 
to be expanded and made flexible, it believes. Speaking 
for the Italian newspaper printer CSQ, Dario De Cian 
says in the specific market of  newspaper printing, “I 
don’t see big possibilities unless the suppliers are able 
to increase the speed and reduce the ink prices.” 

Inkjet continues to get faster and improve in quality, 
but the main issue is to reduce the running cost with 
lower-cost inks, says Hunkeler. Vanysacker contends 
that lower ink and click costs and better print quality 
(combination ink and paper) must lead to lower per-
copy costs. Winscott recommends building a business 
model on short-run work that would prove to be 
profitable and make the best use of  the machine time 

Left: Control desk of  a Kodak Prosper press of  KP Services in Jersey. Middle: The press hall of  KP Services with two digital presses in the background 
and a Hunkeler finishing line in the foreground. Right: Jack Knadjian, MD of  KP Services, in front of  an inkjet press.

Left: The HP inkjet press at MengisDruck in Visp, Switzerland. Middle: Weblead and former at MengisDruck. Right: The manroland FoldLine finish-
ing system at MengisDruck.
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available, as well as the training of  technicians and 
development of  a maintenance team with a deep 
understanding of  both "nuts and bolts" and file 
structures. 

Technical and business innovation
For industrial digital inkjet printing to be used 

meaningfully in newspaper production scenarios, it 
is critical to determine the applications and niches 
that digital printing can serve better and at more 
favourable cost than a conventional printing process 
can. 

In this context, it seems most appropriate to 
concentrate on the specific strengths of  inkjet printing 
and, on that basis, identify applications that are already 
clearly relevant for current and future newspaper 

production or that permit the development of  new 
business models. 

Ideally, digital inkjet will drive ventures into new 
fields of  business that are made feasible for the first 
time by the capabilities of  the technology. In that case, 
technical and business innovation become mutually 
enhancing.

(Manfred Werfel is WAN-IFRA deputy CEO. Susan Philip is 
PII-RIND assistant editor. This article was originally published in the 
September-October 2016 edition of  World News Publishing Focus, 
the bi-monthly magazine published by WAN-IFRA.)

<
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IPAMA members are continuously upgrading 
technology used in the manufacturing of  their 
products. Printpack India 2017 is being held at the 

India Expo Centre, Greater NOIDA, Delhi NCR. The 
exhibition venue is of  international standard with all 
modern facilities for exhibitors and visitors. IPAMA 
has realized the need of  the hour and is providing 
regular exhibition opportunities to its manufacturing 
members besides overseas manufacturers to showcase 
their latest innovations which can match the ever-

PRINTPACk INdIA 2017

Significant changes in the economic policies in India have given an assertive and definite boost to most 
manufacturing industries, including the graphics arts industry – there is a constant and continuous 
demand for the printed products in the form of text books, exercise books, periodicals and newspapers, 
reason being growth in the literacy in regions across the country. This has encouraged IPAMA (Indian 
Printing Packaging and Allied Machinery Manufacturers’ Association) and its members to showcase 
their new innovations in the fields of prepress, in-press, post-press, finishing, packaging machines, 
label printing and digital machines, says Som Nath Sapru, in a curtain-raiser for Printpack 

Event to showcase 
innovations, create value

increasing demands of  printers to provide cost-
effective quality print products in short production 
time.  

Printpack India 2017 is breaking all its previous 
records of  participation bookings and has (at the 
time of  writing this article) crossed 14000 sq metres 
of  stall space booked. IPAMA has information from 
several  manufacturing members that their new 
innovations are ready and that they are keen to launch 
their creations during Printpack this year. Because of  

IPAMA exhibitions match international standards and usually provide a pleasant experience for exhibitors and visitors. They also generate quite a bit 
of  buzz.



17February 2017 SurveyRIND

<

the huge demand for stalls, several participants are 
being accommodated in Hall No. 9, which is a pillar-
less hall with load bearing capacity of  30 tons per sq 
metre. 

IPAMA is convinced that Printpack India 2017 
will provide an ideal opportunity to its manufacturer 
members for joint venture and trade talks leading 
to technology transfer, which ultimately will bring 
progress and benefits to the graphic arts industry in 
India. 

Says H.V. Sheth, president, IPAMA, “We are 
proud to say that there could be no better forum to 
showcase all the innovations and products. IPAMA 
has provided all the international standard facilities 
for participants and visitors. The visitors will have 
a much more easier way of  registration besides 
on-line registration to witness a great show of  the 
entire gamut of  the graphic arts machinery for all 
segments of  printing, packaging, converting, digital 
and signage,” emphasising, “The prime focus must 
have value creation for the printing, packaging and 
converting segments and the innovations will create 
sustainable employment opportunities which in 
return will be responsible for immense economic 
growth.”

Industry-watchers say that Printpack India is the 
third largest exhibition after drupa and IPEX, they 

observe that the Indian graphic arts machinery 
manufacturers have an innate competitive nature 
which leads them to upgrade and improve their 
products on a continuing basis, keeping in mind cost-
effectiveness and standards matching any overseas 
machine brand straddled across printing, packaging 
and converting segments.

The participants will provide comprehensive 
information on their exhibits through displays, live-
demos and printed literature on innovations. Business 
visitors will have an ample opportunity to watch and 
participate in technical sessions and live demos. On 
show will be an array of  digital presses, for short to 
large print-runs in varying sizes and formats. Digital 
press manufacturers are offering new innovations 
for cost-effective printing solutions (as against 
offset printing) for short as well as large print-runs. 
The participants in the digital sector include Xerox, 
Cannon, HP, Kodak, FujiFilm, Ricoh and Konica 
Minolta; majors from in-press are Komori, Bobst 
manroland, Manugraph, and TPH.

(The writer has a master's degree in Print Technology and Management. 
During 2005-2011, he was editor of  the IPAMA Bulletin. He is now 
general manager, Pramod Engineering, part of  the Delhi Press Group.)
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Visitors get an opportunity to watch and participate in technical sessions and live demos. 
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QuadTech, Inc will present its extensive 
portfolio of print quality and waste saving 
solutions at Printpack India 2017 (Hall 14, Stand 
G43). Among the featured solutions will be four 
new technologies introduced at drupa 2016, 
which promise consistently high colour quality, 
reduced production time, waste reduction, and 
dramatically lowered consumable costs.

Register Guidance with MultiCam Trim is 
a highly economical, advanced colour-to-
colour register and cut-off control solution for 
newspaper printers. Designed for single width, 
single folder newspaper applications, MultiCam 
Trim offers a streamlined set of features for 
simplified operation, which reliably delivers 
perfect register for high quality print at a low 
cost.

ColorTrack with InkControl is a new colour 
management software for flexo and gravure 
packaging applications. The ‘colour expert in a 
box’ software automates fast, accurate press-
side correction of ink formulations. By simplifying 
colour management workflow, the software 
provides direct connection from customer input 
to ink recipe creation to press-side correction. 
Without any hardware modifications to the press, 
ColorTrack dramatically reduces the number 
of ink corrections needed to achieve accurate, 
optimal colour.

Color Measurement with DeltaCam makes 
advanced, inline spectral measurement 

affordable to individual packaging 
print houses. For about the 

cost of a colour register 
system, package 

p r i n t e r s 
can utilise 

QuadTech to present automation, workflow technologies 

accurate, automated L*a*b* measurement on 
film, paper or board—ensuring that all printed 
product is within their customers’ colour 
specifications. The M1, M0, ISO compliant 
technology enables printers to reduce time 
and waste while confidently maintaining colour 
throughout the roll—without the need to wait 
for a roll change to measure with a handheld 
device.

QuadTech’s modernised inspection system sets 
a new standard for fast, easy detection of print 
defects. The advanced 100 per cent inspection 
technology has been ‘reimagined from the 
ground up’, based on user feedback, to create a 
better process for the detection and disposition 
of defects. The result is a powerful, remarkably 
intuitive tool that is built on QuadTech’s popular 
Icon integrated platform.
“We are very excited to bring the latest press 

automation technology to the Indian market,” 
says Hemant Desai, QuadTech’s general manager 
of Operations and Sales in India. “We think the 
industry is more than ready to embrace these 
highly economical new solutions to simplify 
their workflows and achieve new levels of print 
quality.”

MultiCam Trim’s simplified and intuitive user interface 
requires very little operator training, enabling printers 
to realise the benefits of the system quickly after 
installation, and bring new press operators up to speed 
immediately.

QuadTech’s DeltaCam provides accurate inline spectral 
measurement, reducing waste and ensuring all printed 
products are within customers’ colour specifications 
(camera).

<

Ph
oto

s: 
Be

sp
ok

e/
Q

ua
dT

ech



Industry updates

20 February 2017SurveyRIND

New version of GMG 
OpenColor released

GMG, the leading developer and supplier of  high-
end colour management software solutions, has 
announced the release of  GMG OpenColor, its 
award-winning multichannel profiling software. The 
highlight of  GMG OpenColor 2.0.6 is the ability to 
dynamically create and deliver best-quality separation 
and preview profiles to Adobe Photoshop and Packz 
from Hybrid Software. For existing customers of  
OpenColor, the latest version offers a new function to 
calculate separations in a very flexible and convenient 
way via rules that can be applied to whole spot colour 
libraries for calculating the best matches for the 
separation. 

GMG OpenColor is a powerful profiling system 
that is easy and quick to use. It can characterise 
offset, flexo and gravure printing processes with 10+ 
colours of  overprinting inks. It does so by applying 
mathematical models that predict the ink interplay for 
specific processes and substrates without requiring 
extensive fingerprint data. In fact, even without any 
data, based on pure math, GMG OpenColor has the 
capability to predict process-specific ink overprints. 

“With GMG OpenColor we are now able to create 
GMG DotProof  profiles with spot colours for special 
substrates like foil or metal fast, achieving reliable 
colour matching results,” notes Michael Guggemos, 
head of  Color Management at MCM Nägele GmbH 
& Co Digital Repro KG. 

GMG OpenColor's rapid adoption by most 
of  the major suppliers and brands worldwide is 
unprecedented and a strong endorsement of  the 
exciting new technology. With GMG OpenColor 
2.0.6, the company is now taking the next step to 
open up new possibilities for third-party applications, 
including:

Adobe Photoshop: With a direct connection to the 
GMG ColorPlugin integrated in Photoshop, GMG 
OpenColor 2.0.6 offers a new predictive, on-the-fly 
profiling for layers and/or selections, from CMYK to 
any combination of  process colours and spot colours. 
The new OpenColor Preview function in Photoshop 
provides a colour-accurate preview with OpenColor 
prediction technology, so that all changes are 
immediately visualised. Profiling any channel change 

with a mouse click, GMG OpenColor turns difficult 
colour separation and re-separation tasks into simple 
ones that anyone can master. 

Packz: Packz is a PDF-based prepress tool suite 
for professional package and label production. GMG 
OpenColor can connect to Packz in order to bring 
dynamically created GMG profiles to another solution. 
Packz, with GMG OpenColor profiles, can easily 
re-separate jobs to reduce or optimise number of  
plates on press (replacing magenta with a spot colour 
or separate spot colours and overprints to a seven-
colour extended colour gamut printing process). 

New KBA Commander 
for DuMont Media 

Reiner Haseloff, Prime Minister of  the German 
state of  Saxony-Anhalt, initiated the official start-up 
of  a new KBA Commander CL newspaper press at 
Halle-based Mitteldeutsche Zeitung, a member of  
the DuMont media group. More than 100 prominent 
guests attended the inauguration ceremony at the MZ 
print centre, among them Christian DuMont Schütte, 
chairman of  the supervisory board of  the DuMont 
media group in Cologne. It was almost a year ago 
to the day that contracts were signed for the new 
Commander CL, continuing a partnership which has 
thrived for more than 180 years between DuMont 
and Koenig & Bauer. 

The new four-high Commander CL is engineered 
to print up to 45000 full-colour newspapers per hour, 
either with 32 pages in Rhine format or 64 pages 
tabloid. Almost 200000 copies of  the Mitteldeutsche 
Zeitung and a further 1.3 million copies of  the 
advertisers Wochenspiegel and Super Sonntag will 
now be produced on the new Commander CL from 
Koenig & Bauer.  

Prime Minister Reiner 
Haseloff  (l) and Bernd 
Preuße, managing director 
DuMont Druck, press the 
start button to bring the new 
Commander CL on stream.
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Xaar, Xerox ink 
partnership agreement

Xaar, a leader in industrial inkjet technology 
headquartered in Cambridge, UK, has signed an 
agreement with Xerox Corporation to partner in 
bulk piezoelectric (piezo) inkjet printheads.

The partnership capitalises on each company's 
considerable expertise in bulk piezo printhead 
development, will deliver substantial benefits to the 
market through leveraging both companies’ market-
leading technology, and enables Xaar to bring to 
customers a broader range of  bulk piezo printheads. 

"Continued investment in technology and product 
development, together with strategic partnerships, 
are key elements of  our 2020 vision," says Doug 
Edwards, Xaar CEO.

PHS to service Axel 
Springer rotary presses

In the upcoming three years PrintHouseService 
GmbH (PHS) will check, maintain and, if  necessary, 
replace the bearers and cylinder bearings on all the 
18 Colorman rotary presses at Axel Springer SE’s  
Ahrensburg, Berlin and Essen sites. 

Predictive maintenance based on smart data analysis 
is gaining ground in many sectors of  the industry. 
Predictive maintenance (PM) is a development of  
traditional maintenance strategies and a vital element 
of  Industry 4.0 and KBA 4.0. environments. The 

condition of  cylinder bearings on the presses can be 
accurately established thanks to the unique bearing 
analysis performed by KBA subsidiary PHS. 

The method is based on measuring movement. 
Possible damage to cylinder bearings can thus be 
precisely located, while signs of  wear are detected 
before printing problems occur. Consequential 
damage such as defective cylinder journals or gears is 
avoided. Downtimes and repair costs can be duly and 
accurately defined. PHS also performs checking and 
setting of  the highly loaded bearers on the impression 
cylinders. The condition and setting of  the bearers is 
crucial to good printing quality. 

As a subsidiary of  Koenig & Bauer AG, PHS 
focuses on service and commissioned work on non-
KBA Group rotary presses.

Color-Logic certifies Mark 
Andy digital press

Color-Logic has announced the certification of  
Mark Andy Digital Series hybrid presses for use with 
the Color-Logic process. Discussing the certification, 
Color-Logic director of  Sales and Marketing Mark 
Geeves says: "The combination of  the Mark Andy 

Preventive ‘bearing analysis’ permits predictive maintenance of  
cylinder bearings. 

The Color-Logic certification test form.
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Hybrid Digital Press and our Process Metallic Color 
System provides unlimited opportunities for printers 
and their brand clients to differentiate themselves 
from their competition.  Mark Andy Digital Series 
CMYK plus White inks enable printers to produce 
250 metallic colours and an unlimited number of  
decorative effects on silver metallic stock.  The 
printed results are amazing.  Samples can be obtained 
from Mark Andy or Color-Logic."

 Mark Andy is committed to offering customised 
complete end-to-end solutions that deliver continuous 
innovation.  This includes partnering with industry 
experts to expand capabilities.  "This certification 
brings additional advantages to converters looking to 
produce high quality decoration labels.  Color-Logic 
is an effective and productive option for highlighting 
special effects printing," shares Ray Dickenson, 
Mark Andy vice-president, Marketing and Business 
Development - Digital Solutions.

Color-Logic develops colour communication 
systems and software tool sets for a variety of  special 
effect printing applications. The company provides 
brand owners, product managers, corporations, and 
their advertising agencies the ability to differentiate 
themselves and their clients with a simple print 
production process that yields dramatic results.  Color-
Logic decorative effects utilise the existing workflows 
of  printers and designers, yielding dynamic results 
without the use of  special equipment.  Color-Logic 
supports the value of  print and works with designers 
and printers to enhance their printed media.

Management change at 
KBA-Flexotecnica

Within the framework of  measures to further 
strengthen its focus on the growing packaging 
market, Koenig & Bauer AG (KBA) has announced 
a management change at Italian subsidiary KBA 
Flexotecnica SpA, the group's flexible packaging 
specialist with offices in Tavazzano near Milan.

Christoph Müller, managing director of  KBA-
Digital & Web Solutions AG & Co KG – based at the 
KBA headquarters in Würzburg – and at the same 
time a member of  the group management, has taken 

The Mark Andy hybrid digital press.

Christoph Müller (right), managing director of  KBA-Digital & 
Web Solutions, has additionally taken over responsibility for KBA-
Flexotecnica from Claudio Bisogni (left). 
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gement responsibility in several companies of  the 
Bosch Group over a period of  almost 15 years. Since 
moving to KBA, he has contributed very actively to 
further efficiency enhancement in the restructured 
manufacturing centres. As managing director of  
KBA-Industrial Solutions, with a total workforce 
of  about 1000 employees at the plants in Würzburg 
and Radebeul, Kraus will be assisted by commercial 
director Markus Weber and at the Radebeul location 
by head of  production Imke Kellner.

Moroccan firm opts for 
kBA Rapida 105 Pro 

Many a visitor is surprised to encounter so 
many building sites in Morocco. The country has 
committed itself  to transformation – and this course 
has already met with considerable success. Politically, 
the kingdom is making steady progress and, in certain 
regions and branches, the economy is booming. The 
print and packaging branch is also enjoying an upward 
trend, and KBA-Sheetfed Solutions and its partners 
are standing ready to take up the challenge.

At the beginning of  2016, one of  the country's 
flagship companies – Fleximat SA – took delivery of  
the first medium-format press of  the new KBA Rapida 
105 Pro series to be installed in Africa. The six-colour 
coater press stands on 450 mm raised foundations to 
accommodate the higher piles which are typical in 
packaging printing, and is now producing alongside 
two further Rapidas in the recently built print centre 
in Mohammedia, about 40 km from Casablanca. 

Abdelaziz Benchekroun, directeur général of  
Fleximat, is positive in his assessment: “The market 
launch of  this new press came at the perfect time 
for us. Our decision in favour of  the Rapida 105 
Pro was carried by the confidence that, even without 
exceeding our investment budget, we would be able 
to incorporate a number of  interesting technical 
solutions which are otherwise only available in the 
highly automated Rapida 106.” 

The emerging North African markets are 
characterised by high price sensitivity. As economic 
prosperity increases, fixed costs increase to a similar 
extent – and print production is here no exception. 
When planning long-term investments like a printing 
press, the technical features and automation must 
secure competitiveness not only today, but also in the 
foreseeable future. Says CEO Mehdi Benchekroun: 

on additional responsibility as managing director for 
KBA-Flexotecnica SpA with effect from 4th January 
2017. Claudio Bisogni, who led the company with 
great dedication before and after the acquisition by 
Koenig & Bauer in December 2013, left the company 
at the end of  2016 to continue pursuit of  his personal 
career roadmap. 

The management change at KBA-Flexotecnica 
is expected to intensify cooperation between the 
locations and will simplify access to technical and 
human resources at the main production facility in 
Würzburg.  In the coming year, Koenig & Bauer plans 
to open a demo centre at its Würzburg main location. 
Exploiting the convenient transport links to Frankfurt 
Airport, as a key hub for international business 
travellers, this will provide modern opportunities 
for presentation of  both the technically outstanding 
flexo web presses from Tavazzano and other product 
lines. As demand continues to increase, the allocation 
of  additional facilities for assembly of  the CI flexo 
presses designed in Italy is a further option. 

Change at helm of 
KBA-Industrial Solutions

After three years as head of  production for 
Koenig & Bauer AG (KBA) and almost two years 
as managing director of  KBA-Industrial Solutions 
AG & Co KG,  the group subsidiary spun-off  from 
the parent company as an internal and external 
manufacturing services provider on 1st January 2015, 
Michael Kummert stepped down from his post on 
31st December 2016 to seek new career challenges. 

With effect from 1st 
January 2017, his executive 
duties have passed to co-
director Martin Kraus, 
who thus becomes sole 
managing director of  
KBA-Industrial Solutions.

Kraus (49) joined 
the company as head 
of  production on 1st 
June 2015 and was 
subsequently appointed 
co-managing director on 
1st April 2016. He had 
previously held mana-Martin Kraus. 
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Systems manager for the Orlando (FL) Sentinel until 
2000. In 2004, after working as VP, Sales & Marketing 
for GDT-Nova (now Bluefin Technology Partners) 
and Business Development manager for Atex Media 
Command, he was Sales director for Baseview/
MediaSpan (now Newscycle Solutions) until 2013.

Eversify is an innovative cloud-based solution for 
the creation of  digital publications for tablets and 
other mobile devices. Eversify enables the automatic 
delivery of  content from any content management 
system to a wide variety of  tablets, smart phones 
and browsers. Publishers are able to see exactly how 
the content will appear on all targeted mobile and 
desktop devices.
“We are very excited to have such a highly qualified 

and well-known individual joining our ProImage 
Team,” states ProImage’s VP of  Sales and Marketing, 
Rick Shafranek. “Our commitment to provide 
superior and effective solutions to the newspaper 
industry is as strong as ever, and with the addition 
of  John, we are confident to further increase our 
presence in the market place and to deliver excellent 
service to our clients.”

New ProImage is a leading developer of  browser-
based content management, digital workflow, ink 
optimisation, tablet and mobile solutions, colour 
image processing and production tracking solutions 

“It was against this background that we chose to 
integrate fully automatic plate changing, facilities for 
non-stop pile changing at the feeder and delivery, and 
the energy-saving VariDryBlue dryer technology, for 
example.”

As one of  the leading packaging producers in 
Morocco, Fleximat places a strong focus on customer 
service in both gravure and offset printing. To escape 
price pressures, the management is careful to ensure 
that any new investments strengthen the technological 
lead over other companies. Tailored solutions from 
KBA are here seen as an ideal vehicle.

ProImage announces 
new hire

ProImage has announced John Pourtless joining 
the company as the new Digital Media Sales manager. 
He will be focusing on the sales and marketing of  
ProImage’s Eversify Mobile Solution. 

Pourtless is a long-time newspaper publishing 
industry veteran and brings over 32 years of  
management, sales and technology experience in the 
publishing industry to the position. He began his 
career in 1985 as a Classified Systems manager at the 
Buffalo (NY) News. He then worked as Classified 

In front of  the new KBA Rapida 105 Pro (l-r): Mehdi Benchekroun, CEO; Noureddine Amalou, Sales manager KBA-Sheetfed Solutions; 
Abdelaziz Benchekroun, president; and Pierre Monopoli, Graphic Evolution.
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for the commercial and newspaper printing and 
publishing industries. Our solutions enable publishers, 
which have been dramatically affected by the rapid 
growth of  digital publishing to remain competitive 
in today's economic climate.

New Sales manager at 
MWM Group

MWM Group has announced that Björn Nickau has 
joined the company as of  1st of  January this year as 
Sales and Project manager for Germany and Europe. 
The Stockholm-based software and consultancy firm 
aims to expand into Germany and Europe as well as 
into the packaging industry.

Nickau has a long experience in Sales and Project 
management from companies such as EAE 
and Wifag-Polytype GmbH where he was working  in 
the industry segments for automation and workflow 
systems for newspaper printing presses, industrial ink 
jet printing presses and packaging. Tony Svensson, 
CEO of  MWM Group, says that the recruitment of  
Nickau is in line with the strategy of  MWM Group of  
increasing its presence in Germany and Continental 
Europe and the entrance into the packaging industry.

MWM Group provides 
module-based software 
and consultancy 
services for the printing 
and publishing industry. 
With the knowledge of  
the entire production 
flow at printing 
companies, as well as 
the digital workflow at 
publishing companies, 
the group helps its 
customers cut costs and/
or to increase revenue. 

The systems of  MWM 

WAN-IFRA India 2017, the annual meeting point of news publishing industry in South Asia, is 
scheduled to be held on 12-14 September in Chennai at the ITC Grand Chola Hotel. The event 
will return to Chennai after a gap of five years. It will also be the silver jubilee edition of WAN-
IFRA India Conferences – the first one having been organised in 1993, in Chennai. The conference 
expects to attract more than 400 decision makers – heads of companies, editors, production 
heads and senior executives from the industry –from India and overseas. 

A new and refreshing format is planned this year. The World Editors Forum – South Asia 
Summit will be a first. Two pre-conference workshops (12th September), the Printing Summit 
Conference, networking dinners and the expo will all form part of the event. A visit to a printing 
plant in Chennai will be organised on the last day. 

The conference offers various sponsorship opportunities for suppliers to the news publishing 
industry. Bookings for expo booths are now open. Those interested can email sureshbabu.
kr@wan-ifra.org. Regular updates on the event will be available at http://www.wan-ifra.org/
india2017.

Chennai to host WAN-IFRA India 2017 Conference, Expo 

Björn Nickau. 

Group are used by over 150 printing and publishing 
companies around the world – Bold Printing, Dagens 
Nyheter, Sydsvenska Dagbladet, Svenska Dagbladet, 
El Mundo, Fairfax, Helsingin Sanomat, NTM, 
Pressgrannar, Dallas Morning News, Columbus 
Dispatch and Sörmlands Printing. With publishing 
and printing group Burda (Offenburg) and TSB, 
MWM Group already has well-known customers in 
the German market. MWM Group is headquartered 
in Stockholm and has offices in Västerås, Malmö 
(both Sweden) and Pittsburgh (USA).

<
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newspaper, and website. He was also a key member 
of  the launching team of  the BBC Hindi website.

Chaturvedi has played an important role in the 
expansion of  Amar Ujala and was looking after the 
entire news operation of  the Amar Ujala Group.

(Courtesy: exchange4media.com)

New CEO for Zee News 
regional channels

Jagdish Chandra will be joining ZEE News as CEO 
Regional Channels, which includes Zee Marudhara 
Rajasthan, Zee Madhya Pradesh-Chhattisgarh, Zee 
Purvaiya (Bihar-Jharkhand), Zee Uttar Pradesh-
Uttrakhand (India 24x7), Zee Salam, 24 Ghanta, Zee 
24 Taas and Zee Punjab-Hariyana-Himachal Pradesh. 
Chandra will be on a five-year contract.

Chandra is credited for turning around a loss-making 
regional News Network ETV into a profit-making 
venture.  He was a senior administrator in Rajasthan 
before he took voluntary retirement in 2008 to join 
ETV Madhya Pradesh and ETV Rajasthan and also 
head the editorial section.

(Courtesy: exchange4media.com)

Gautam Bhattarcharya 
quits ABP 

Gautam Bhattarcharya has quit as associate editor 
of  ABP effective from January 31st. Bhattacharya has 
been with ABP since 34 years. Apart from being a 
cricket writer of  the paper, he wrote columns for Desh 
for seven years and was the Sports editor for more than 
14 years. Bhattacharya has also edited Saturday Patrika 
for the last 21 years and was managing Ananda Plus the 
past four years. He joined ABP in January 1983 as a 
trainee journalist with The Telegraph (Kolkata). He has 
written many books including Sach, a biography of  
Sachin Tendulkar. As a sports writer, Bhattarcharya  
won several awards.

(Courtesy: Exchange4media.com)

The Hindu website sports 
new design

The Hindu has relaunched its website www.thehindu.
com with a contemporary architecture and design 
that “showcases the traditional strengths of  this 
138-year-old newspaper -- its independent, credible 
reportage and its in-depth analyses and opinion 
pieces”. The site, India's oldest newspaper website, 
is fully responsive, and adapts seamlessly to different 
devices and screen sizes, from desktop to laptop, 
tablet and mobile phone, says an announcement in 
the newspaper. 

The site's navigation and information architecture 
is designed to help readers easily and intuitively access 
content. It also integrates social media sharing options 
to help users refer articles easily to friends. The site 
features larger display for videos, photo galleries 
and podcasts on trending news, entertainment and 
lifestyle's issues. The Hindu is also working towards 
personalisation of  the website and a full-width view.

The popular Hindu crossword, created by a 
dedicated team of  setters, can be played online. Each 
section page has been designed to be a destination 
in itself, so get ready to explore new sections that 
showcase the best content from the newspaper and 
its supplements on a variety of  subjects.

The site has been designed by Itu Chaudhuri Design 
and the integrated print and web workflow solution 
is by CCI Europe A/s, Denmark. The beta website 
was displayed to users for over a month and some 
of  the valuable feedback received from over 10000 
people was incorporated. 

New editor-in-chief for 
Prabhat Khabar

Ashutosh Chaturvedi, Amar Ujala’s executive editor, 
has been appointed the group editor of  Prabhat 
Khabar. He has 30 years of  experience in journalism 
and was associated with BBC for eight years (three 
years in London and years years in the Delhi office). 
Chaturvedi started his career as a trainee journalist 
in Maya and then moved to India Today, Sunday 
Observer, Dainik Jagran, followed by BBC. He has 
wide experience across reporting, production of  
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February 4-8, organised by 
IPAMA, in New Delhi: Printpack 
India 2017. Details from info@
ipama.org

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 for 
Media Week. Details on INMA 
website

February 22, organised by WAN-
IFRA, in New Delhi: Workshop 
on Mobile Journalism. Details 
from vijayalakshmi.murali@wan-
ifra.org 

February 22, organised by WAN-
IFRA, in New Delhi: Revenue 
Strategies for Digital. Details 
from vijayalakshmi.murali@wan-
ifra.org

February 22-23, organised by 
FESPA, in Hamburg: FESPA 
Global Summit. Details on the 
FESPA website

February 22-24, organised by 
WAN-IFRA, in New Delhi: Digital 
Media India 2017 Conference. 
Details from vijayalakshmi.murali@
wan-ifra.org 

2017

February

March 13-14, organised by WAN-
IFRA, in Dubai: WAN-IFRA 
Middle East Conference/ Middle 
East Digital Media Awards. 
Details from christin.herger@wan-
ifra.org

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

March 29, organised by FESPA, 
in Mexico City: Print Mexico 
Congress. Details on the FESPA 
website

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

April 24-25, organised by WAN-
IFRA, in Bengaluru: Generating 
New Advertising Revenue. 
Details from vijayalakshmi.murali@
wan-ifra.org 

April

March

May

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

April 30 - May 3, organised by 
News Media Alliance, in New 
Orleans, LA: Media X Change – 
The Future of  News. More details 
from feedback@newsmediaalliance.
org

May 8-12, organised by FESPA, in 
Hamburg: FESPA Awards 2017/ 
FESPA 2017/ European Sign 
Expo 2017. Details on the FESPA 
website

May 21-23, organised by INMA, in 
New York: INMA World Congress 
of  News Media. Details on INMA 
website

June

June 7-9, organised by WAN-IFRA, 
in Durban, South Africa: World 
News Media Congress 2017. 
Details from christin.herger@wan-
ifra.org
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Yes, digital publishing is here to stay

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

Dinamalar surges forward on the new media front

A 60-year-old newspaper has adapted and moved with the times, and moved quickly.  Its 
Web site attracts more than two million unique visitors and more than 190 million page 
views a month; its iPhone, iPod and iPad applications have recorded a substantial number 
of downloads and page views, with various apps being made available on the Android 
platform as well. All run and managed by a small team that is highly focused on delivering 
value to users as well as clients, and it has paid off well. Sashi Nair reports on the Dinamalar 
new media success story

                 >>> more
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ColorTrack with InkControl, from QuadTech, is a newcolour management software for flexo and gravure packaging applications. 
ColorTrack allows press operators to collect and process colour measurements, and facilitates fast correction of ink formulations 
at the press. By simplifying colour management workflow, the software provides direct connection from customer input to ink 
recipe creation to press-side correction. Without any hardware modifications to the press, ColorTrack dramatically reduces the 
number of ink corrections needed to achieve accurate, optimal colour. Also see page 18.

SOLUTIONS TO SIMPLIFY WORKFLOW, RAISE QUALITY BAR 


