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Ravensburger is a leading publisher of children’s and youth books in the German-speaking region. At the core of its operations 
are two Rapidas – a large-format Rapida 145 with five printing units and inline coater, and a medium-format Rapida 105 
given a new lease of life with a comprehensive retrofit. Thanks to the facilities for parallel processes (see details on page 36), 
make-ready times have been slashed by up to 80 per cent. Here, it’s not just about the machines, but also about specialist 
knowhow, the key to making a winner. Picture above shows team leader Udo Feichtmeier and printer Christian Pischel at 
the Ravensburger facility prepare a new job at the ErgoTronic console. 

MAN AND MACHINE TOGETHER CAN MAKE A DIFFERENCE



3September 2017 SurveyRIND

FROM THE EDITOR

Believe in yourself, take pride in what 
you do, feel the need to change
When I asked S. Sekar, deputy general manager 

at The Times of  India, Bengaluru, whether he 
could write a piece for this issue, he readily agreed 
and sought some suggestions from me. I offered 
him a few, all based on issues relating to newspaper 
production. When Sekar’s article arrived, I was 
pleasantly surprised to see that it was refreshingly 
different – it focused on ‘mindset change’ and 
the need to change your approach to add value 
to yourself  and the company you are working for. 

Sekar dwells on the basics. Believe in what you 
do; feel the need to change your mindset from the 
bottom of  your heart, he says. He urges you to 
ask yourself  every night one “simple but effective 
question” – have I added any value to myself  and 
to my job or industry? How many of  us do that!

I think successful organisations are those where 
employees are encouraged to innovate and take 
risks, and adequately trained to handle contingencies 
and become effective managers. They are those 
where employees take pride in the work they 
do, know what their priorities are. I remember 
Sanat Hazra, the technical director of  The Times 
of  India then, telling me when I met him at the 
Kandivili plant some years ago that “it’s all about 
character; we all have a pride in what we do”. 

Factories that do constantly well are those 
where employees are given ample opportunities 
to improve their skills, knowledge and capability 
and where the production department sets a high 
standard of  performance with quality benchmarks. 
A good manager is one who gets things done and 
has some special skills. One thing I have noticed, 
however, is that many technical people do not 
have managerial skills. There is, therefore, the 
need to train them to become good managers, 
teach them how to delegate and manage time. 

Sashi Nair
editorpiirind@gmail.com

This month’s WAN-IFRA Conference at the Hotel 
ITC Grand Chola in Chennai will mark the 25th 

year of  the conference/ expo in India. Magdoom 
Mohamed who has been steering the WAN-IFRA 
ship in India with a fair degree of  success says about 
350 delegates are expected but the number could 
go up if  there is a last-minute surge. On September 
13 evening, there will be a silver jubilee gala dinner 
where the founders of  the company will participate. 

In what will be a first, the World Editors Forum 
South Asia Summit will be launched. India has 
never hosted such a regional summit on behalf  
of  the Forum before. The South Asia Digital 
Media Awards will be presented in the afternoon 
of  September 13. And on the previous day, there 
is an interesting workshop that will be conducted 
by Google, a workshop that will give the audience  
a feel of  the technological tools in storytelling. 

Magdoom has a small team comprising Suresh 
Babu, Prabhu Natarajan, Jaiganesh and Vijaylakshmi 
pulling off  a major event in the news publishing 
calendar. Babu and Natarajan are new entrants to 
WAN-IFRA South Asia. We wish the event all success. 
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Time for printers to change 
mindset and add value

In the current VUCA (Volatility, Uncertainty, 
Complexity, Ambiguity) and Digital World, 
carrying out just day-to-day activities without 

reinventing yourself  and innovating or contributing 
significantly to the bottom line of  the company, you 
will only become obsolete not just in the industry but 
on an individual basis, too.

Why am I talking about mindset change? Because it 
all starts from your mind. Unless you believe in what 
you do, you will definitely be ending on the wrong 
side of  the road. Mindset change cannot happen 
overnight; you have got to feel it from the bottom 
of  your heart, the very need to understand the reality 
and change your approach to add value to yourself  
and to the product/ service you are working for.

Every night before you hit your bed, you just have to 
ask yourself  one simple but effective question. Have 
I added any value to myself  and to my job/ industry? 
If  the answer is no, then it is beyond doubt that you 
have wasted one day of  your precious lifetime.

What do you think is the definition of a printer or what is the role of a printer? If your 
answer is just putting ink on paper and if this is what you are doing currently, S. Sekar 
strongly feels it’s time you changed your mindset

BETTER NEWSPRINT MANAGEMENT

So, where can you add values? We have so many 
areas in our newspaper print production that need a 
combination of  both continuous and breakthrough 
improvements. The areas are visible only to those 
who have the growth mindset. That’s why I said at 
the start of  this piece that mindset change is essential. 
There is a saying that an innovative mind sees gold 
whereas a normal mind does not even see dirt.

Believe it or not, as a printer you have been given 
the privilege of  using the costliest raw material which 
is newsprint. That’s why newsprint management is 
one ‘elephant area’, which I will be touching upon 
(read below) –  where a publisher spends the most 
and where you cannot say I am done with my 
optimization at any point of  time as there is no end 
to the process improvements in managing the same. 

A printer must make it a point to study the Best 
Practice Guide released by WAN IFRA on Optimised 
Paper Handling and Logistics. As a printer, you should 
have the best understanding of  the newsprint supply 
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chain. Here are a few thought-provoking questions 
you need to ask yourself  if  you are keen on better 
newsprint management:

Do my team and I know the cost of  one kg of  • 
newsprint?
Do my team and I know the cost of  one web • 
break?
Is my newsprint meeting the printability/ • 
runnability parameters?
Do I know what and how many brands of  • 
newsprint are being used?
How much percentage of  lower GSM and • 
indigenous newsprint am I using?
How much percentage of  jumbo rolls am I • 
running?
Do I go to the reelstands and inspect the rolls • 
before starting the production?
Do I discuss with reelstand person newsprint • 
issues and challenges being faced?
Do I inspect the newsprint godown and • 
reelstand area floor condition regularly?
Do I interact with the forklift operators to • 
ascertain the root cause of  certain damages?
Do I spend some time watching newsprint • 
being unloaded and stored?
Am I doing the 'root cause analysis' on each • 
web break?
Am I reporting the newsprint issues to the • 
mills?
Am I monitoring the newsprint wastage on a • 
daily basis?
Are my web tensions optimum?• 
Do I get up on the machine to feel and correct • 
the web tension if  necessary?
Does the reelstand operator carry out the • 
checks on the newsprint before loading?
Does the reelstand operator have a thorough • 
knowledge about pattern making?
Does the reelstand operator have a good idea • 
about the autpasting cycle?
Is my cleaning and maintenance programme in • 
place and thoroughly followed?
Are the machine problems attended and solved • 
immediately?
Are my blankets in good condition?• 
Is my register control system working • 
effectively?
Can I further improve my ink preset for a quick • 
ink water balance?

Is my cut-off  control system delivering as per • 
the design?
Are the pH, conductivity and temperature of  • 
the fount solution maintained?
Am I taking up the ink problems or any other • 
consumables issues with the supplier?

The questions mentioned above are just a few that 
readily come to mind, to deliver effectively on web 
breaks and waste reduction. Once all of  you are ready 
with your fresh thinking, I am sure there will be many 
more such questions running in your mind, which 
will open the gate for golden opportunities to you 
and everyone around you.

Web break is a huge loss to the print industry 
and most of  us just blindly accept and keep quiet 
putting the blame on the newsprint. Of  course, we 
have web breaks due to newsprint problems, but 
not all the time. Having a scientific, preventive and 
proactive maintenance system backed by dedicated 
and committed printers, we can avoid 90 per cent of  
the web breaks. Again, it all boils down to what you 
think If  you think you can, you can.

(The writer is deputy general manager at The Times of  India’s printing 
facility in Bengaluru.)

In a bid to re-energise its English business, HT 
Media has elevated Delhi Business Head Ashu 
Phakey to the position of COO – English Print 
Business. The formal announcement came 
shortly after Venkat Shankar informed em-
ployees regarding the joining of Sarabjit  Singh 
Khurana as chief Revenue officer – English.

With its sight set on new markets, platforms, 
and revenue opportunities, HT intends to 
overhaul its production and distribution strategy 
for the English business. Phakey will closely 
engage with the editorial, media marketing, and 
supply chain teams. With over two decades of 
experience in marketing and sales, Phakey was 
previously COO of Dainik Bhaskar’s northern 
business wherein he managed operations in 
Punjab and Haryana. He has worked with Frito 
Lay and Nestle JV. 

(Courtesy: exchange4media.com)

Ashu Phakey is COO, HT English 
Print Business

<
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Conditions in India are ripe for experimenting 
with consumer payment models on digital 
platforms, because the country has achieved 

critical mass, says Anushree Goenka, director, 
Operations, Scroll.in. Speaking at the Digital Media 
India Conference organised by WAN-IFRA, she gave 
a comprehensive overview of  the global situation vis-
à-vis consumer payment models for digital content, 
covering challenges, ideas to explore and models 
tried by various organisations in various places. 

Talking of  challenges faced by media companies 
in developing a sustainable payment model, Goenka, 
who helms revenue generation for her company, 
said the digital ‘disruption’ had affected established 
business models in TV, print and other media, across 
genres, including news and entertainment. The new 
digital revenue streams were, however, not ramping 
up as fast as the old ones are reducing, she said. 

Media establishments were facing fragmentation of  
readers and viewers, with reduced loyalty to a single 
brand or collection of  brands. Social media had 
emerged as a formidable competitor to digital media, 

Getting consumers to pay is 
tough, retaining them too

What do consumers consider worth paying for on a digital platform? How can media 
organisations recalibrate to generate revenue from digital content? Anushree Goenka, 
director – Operations, Scroll.in, analysed the situation at WAN-IFRA’s Digital Media 
India Conference held earlier this year. Susan Philip reports

Goenka pointed out, thanks to its ability to ‘pinpoint’ 
ads to users. Further, the fact that most of  the content 
was consumed on the small screens of  smartphones 
restricted opportunities for advertisements, she 
added.  

Elaborating on the success of  social media, Goenka 
said, of  course, advertisement volumes were growing. 
But publishers were handicapped in capitalising on 
the growth because one-fourth of  the world was 
on a single platform – Facebook – which, with the 
sharpest targeting tools, had 1.86 billion monthly 
active users.  Its ad revenue in 2016 was a whopping 
USD 26 billion. 

Whatsapp, Messenger and Instagram were also on 
the path to monetisation – Messenger added buttons 
for purchases and native payments, while Whatsapp 
changed its privacy policy to allow consumer-brand 
communication. In the light of  such developments, 
publishers competed for scale, Anushree stated. 
Differentiation did exist to an extent but, in her view, 
publishers were in play only for about 20-25 per cent 
of  the ad-spending pie. 

Smartphones with 3 G and 4 G connections have doubled over the past year, partly due to the • 
introduction of Jio. 
There has been a massive growth in digital payments-enabled devices and businesses after • 
demonetisation. 
Two-actor authentication for small payments is expected to be eased soon. • 
Global players including Amazon, Prime Video, Netflix and Hotstar are making significant • 
investments in India that will familiarise a generation with paid content. 
Early signs of digital paid models in India: The Ken – original analytical business and technology • 
stories, with an annual subscription Rs of 2750; Juggernaut – affordable short e-books for 
payment and subscription at Rs 10 to Rs 250 per book; Swarajya – political news and opinions 
at Rs 299 for three months. 

The Indian scene 
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Referring to experiments with subscription models, 
Goenka said it was a ‘winner takes all’ game, and only 
a few would manage to scale in each vertical and 
market. 

Analysing the whole payment scenario from the 
perspective of  offerings likely to command payment, 
Anushree said consumers were more likely to pay 
trusted publishers that played the quality and value 
game as against volume. They were also likely to pay 
for utility products, such as data-centric offerings – 
job listings, research reports, etc. Exclusive, unique 
and differentiated offerings such as books and 
services, for example, had also been found to attract 
revenue from consumers. 

Sharply targeted products like the SkimmAhead 
offering for the millennial generation had also achieved 
a measure of  success in being payment-driven. In 
this context, she foresaw a future in which publishers 
built partnerships with other publishers and service 
providers to develop a compelling bouquet, a mix of  
genres and utility drivers. 

From the organisations’ point of  view, Goenka 
cautioned that getting consumers to pay was tough, 
but retaining them was tougher. Publishers would 
need to think of  readers and audiences as consumers 
and develop offerings that induced a willingness on 
the part of  the consumers to pay. They would have to 
reconfigure organisations to listen to consumers and 
continuously iterate, develop loyalty and relationships 
with consumers and genuinely invest in customer care 
workflows.  

Goenka cited the example of  The New York Times, 
which has experimented with its paywall to make it 
more consumer-centric.  The first iteration kept 
only opinion in front of  the paywall. Later, it set up 
a metered pay-wall, letting consumers decide their 
point of  entry. 

Overall, moving consumers to subscription was a 
very gradual slope, Anushree stressed. It had to move 
from occasional consumer through loyal consumer 
and regular user to subscriber. 

<

Anushree Goenka making a point during her presentation.

Prasar Bharati CEO Shashi Shekhar Vempati has 
been given additional charge as CEO and editor-
in-chief of Rajya Sabha TV (RSTV). Vempati will 
replace Gurdeep Singh Sappal, who had been 
serving as the CEO and editor-in-chief of Rajya 
Sabha TV since 2011.

In June 2017, Vempati was appointed as the 
CEO of Prasar Bharati on the recommendation 
of the three-member committee headed by the 
Indian Vice President. In a recent interview with 
exchange4media, Vempati while outlining his 
vision for Prasar Bharati had said, “The aspiration 
is to be a globally respected public broadcaster. 
We are the largest and youngest democracy and 
we are the largest public broadcaster in that 
sense. So clearly we should be the role model for 
the world. So we can be a world class organisation 
and have a strong global voice.”

The move to hand over additional charge 
of RSTV to Vempati comes in the backdrop of 
allegations of misappropriation at RSTV. With 
his appointment it is expected that an enquiry 
might be soon initiated to make RSTV more 
accountable. 

(Courtesy: exchange4media.com)

Prasar Bharati CEO gets 
additional charge 

<
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Micro-payments for large-scale marketplace of  •	
high quality content (example, iTunes)
Premium ads and subscriptions by most loyal •	
viewer trends (example, New York Times, Wall 
Street Journal)
Subscriptions only (example, The Information, •	
Ken)
Micro-payment options for high-quality •	
content (example, Blendle, a Dutch player, 
which lets consumers pay for single articles 
from a range of  major publishers)

Some experimental models worth pursuing 
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you get? I suspect it is a smaller number than you tend 
to think about your digital audience as.

We are living in times of  growing streams of  news 
and views of  extremely varied quality, where fake news 
is just one problem. Combined with the growth of  
hate speech and slander, many turn to more traditional 
and trusted brands for news. This trend shows that the 
core of  our journalism – good and trustful storytelling, 
analysis, expert comments, insightful opinions, and 
exclusive interviews – is a valuable product and does 
convert readers to subscribers. 

So who around the globe is winning at reader 
revenue? There are many companies that are showing 
the fruits of  well-executed strategies, some of  which 
our consulting team has helped. In terms of  the models, 
the big majority in the US market use the metered 
model, most likely inspired by The New York Times. 
Just a few use a hard paywall. The trend in the US is 
clear. The metered model increasingly dominates the 
market. 

In the European market, it is more or less the other 
way around. The ‘freemium’ model dominates but the 
metered model is also quite common. Let’s take a look 
at a few of  the best cases.

Aftonbladet
Before joining WAN-IFRA Consulting Services, 

Jungkvist was editor-in-chief  of  Aftonbladet New 
Media, there he launched Aftonbladet Plus in 2003, a 

BY SPECIAL ARRANGEMENT WITH WAN-IFRA

World News Publishing Focus
Your Guide to the Changing Media Landscape

Readers are ready to pay – 
are you ready to tap into that?
Only a very few newspapers that purely focus on quality journalism will be able to 
survive on advertising alone. And let’s face it, your publication probably isn’t one of 
them. Publishers must develop a substantial revenue stream directly from their readers 
in order to have a sustainable business model, says WAN-IFRA's Ben Shaw 

While national titles and some big regional 
newspapers are showing positive trends 
and quite good numbers, it is clear that first 

movers tend to be market leaders and show good 
growth. However, many regional brands are still 
focused on transforming print subscribers to digital.

Over the years, you probably have heard the following 
from publishers:

We can’t cannibalise the newspaper!•	
The fall of  print reach and advertising will •	
stop soon. 
People will not pay for quality content online.•	
Digital advertising will continue to grow and •	
we will be the winners.

But all of  those assertions are wrong. Kalle Jungkvist, 
WAN-IFRA’s principal consultant for Reader Revenue, 
says, “We should be confident about what we produce 
and be willing to put a price tag on it.”

For most local newspapers, however, the overall paid 
content performance is weak. There are many different 
reasons for that: We often started too late or have had 
difficulties defining the content that really differentiate 
us from the competition. 

Local is a strength, but not a niche in itself. The most 
important question for any publication wanting to go 
into or relaunch paid content is to answer this question: 
What in your offer is really driving engagement in our 
local community? And what is the real size of  your 
digital reach? How many local, daily unique users do 
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freemium model digital subscription. He set the price 
very low – only two euros a month. Why? He says, “We 
were a first mover – and a little afraid of  what could 
happen. Was there a risk that we could lose our market 
leadership? We also wanted volume; the more users who 
learn to pay the better, even at a low price.
“In hindsight, I think we were right to set it at such a 

low price. We did not lose any traffic, despite the fact 
that we were the only newspaper in Sweden with a 
paywall for nearly ten years. For a market leader, it fell 
on us to educate the market.”

Today, the price for Aftonbladet has risen to six euros 
a month and ten euros for a premium offer. In total, 
Aftonbladet has around 260000 digital subscribers 
generating substantial revenues. 

Svenska Dagbladet
The next example is the Swedish newspaper Svenska 

Dagbladet. They have implemented what is often called 
a bridge strategy. It is a strategy that maps the customer 
journey from print to digital and the steps to convert 
readers into digital subscribers. It is used by quite a 
few newspapers and demonstrates important pricing 
differentiation for different groups.

As in most newspapers, print subscribers are usually 
older. The first goal is to give them digital access and 
transform them to active digital consumers. For this 
group, an e-paper version of  the newspaper is very 
important, as it replicates the newspaper reading 
experience online. At the same time, the paper has a 
big digital audience where the majority are younger 
and many have never been print subscribers. In this 
case, the e-paper is not as important.

Given the two groups have very different behaviours 
and preferences, after several experiments, Svenska 
Dagbladet developed two price levels: a 19-euro 

package for the traditional print subscribers that 
includes the epaper, crosswords and archives; and a 
cheaper 10-euro offer for digital subscribers without 
the extra services mentioned.

Folha de São Paulo
Many places around the world and outside of  

Europe are still only beginning to explore paid content 
and reader revenue. The Brazilian newspaper, Folha 
de São Paulo, is one example of  a successful strategy 
in South America. They only launched a metered 
paywall in 2012. Twenty articles per month were free. 
Digital subscriptions after three months exceeded their 
expectations, and they did not lose any traffic.

Two years later, they attracted 150000 digital-only 
subscribers with a price of  US$ 12.80 per month. They 
also had 350000 print-plus-digital subscribers who pay 
$38 per month. The growth after that has not been as 
strong because of  the weak Brazilian economy. 

The future of  reader revenue
What about the future of  paid content? In Europe, 

the next wave of  successful models is already being 
tested. A new crop of  pure digital, crowd-funded 
initiatives have communities built in from the ground 
up. The idea behind Krautreporter, De Correspondent 
or El Español is that you know and trust the 
journalism team in a small newsroom. Reader input is 
valued and encouraged, appealing to a group of  savvy, 
independent-minded millennials who are willing to pay 
around 5 euros per month to support the project. 

The Guardian is also heavily pushing a donation 
strategy, but with clear price points. It’s similar in 
Germany where journalism is not tax deductible. You 
can’t simply ask readers to donate what they want; there 
has to be a clear value exchange – which explains why 
readers of  Die Tageszeitung in Berlin have a choice 
between joining the Cooperative Society that owns it 
(and therefore contributing more capital), or simply 
subscribing at a fixed rate.

(The writer is WAN-IFRA's director of  Global Advisory. This 
article appeared in the April-May 2017 issue of  World News 

Publishing Focus.)
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Arguably, the most noticeable change in offset 
printing technology has been the trend 
towards UV curable inks. UV technology has 

been used in the printing industry for a long time, 
particularly with packaging, label, and business forms 
printers, but it hasn’t had much penetration in other 
areas until recently. However, in the past few years, UV 
has taken off  among commercial printers, primarily 
due to new, low-energy UV technologies introduced 
by the major press manufacturers.

At Kodak, we’ve been watching the move to 
UV closely, talking with our customers about the 
improvements they are seeing in their printing 
operations with UV, working with them to make the 
transition as smooth as possible, and developing new 
products that can extend the advantages of  UV for 
them even further.  

Advent of process-free 
pre-press for UV print 
With all the buzz around digital printing over the past decade or so, it’s easy to miss the fact that 
during that same time span there have been some big changes for offset printing.  Approximately 
97 per cent of printed pages come from offset presses, with only 3 per cent printed digitally, so any 
changes to offset technology have the potential to make a big impact both for individual printers and 
for the industry as a whole

What is UV printing?
UV curable inks were introduced as an alternative 

to solvent-based products to provide improved print 
quality and higher speed to a dry print. Conventional 
heat and air drying works by solvent evaporation, 
a process that shrinks the initial wet coating and 
additionally can release environmental pollutants 
when organic solvents are present (VOCs). 

In UV curing, there is little or no solvent. Instead, 
the inks comprise liquid reactive components. These 
reactive components can be hardened rapidly through 
the application of  UV light, which causes chemical 
cross-linking (or hardening). Because there is little 
or no solvent to evaporate, there is no volume lost 
from the wet coating, resulting in higher ink densities 
and higher gloss on the print. In addition, there 
are no environmental pollutants from any organic 
solvents. Through the use of  photo initiators, it has 
been possible to cure the inks using UV lamps.

Conventional UV lamps consume a lot of  power, 
take up a lot of  space and generate a lot of  heat. These 
systems also produce ozone, requiring an extraction 
system that adds cost to the press. Together these 
factors limit the application to print shops where 
the value of  the print product would pay for the 
equipment and cost of  running the UV. 

More recently, with the advent of  higher powered 
and cheap UV sources, it has been possible to provide 
the same amount of  energy to the wet sheet but with 
a lot less power, heat and space, and no need for an 
ozone extraction system. With the new low-energy 
UV systems, such as LED-UV, H-UV, HR-UV, and 
LEC-UV, equipment and running costs are reduced, 
and old presses can be more easily modified with the 
smaller equipment. 

Fewer emissions of VOCs•	
Inks can dry on plastic and other non-•	
porous substrates
Inks do not have to absorb into the stock / •	
dry fast 
If you can get it through the press you can •	
print on it
Ink dots are left sitting on the substrate, •	
reducing contamination and delivering 
more vibrant color and detail
Higher gloss levels as well as superior rub •	
resistance are possible

Low-Energy UV offers all the above advantages 
with a smaller, less expensive system using less 
energy. 

Advantages of UV
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The less expensive, smaller systems are allowing 
commercial printers to use UV and take advantage of  
faster turnarounds, less maintenance through use of  
less anti-setoff  powder, a wider range of  substrates, 
and higher print quality. Says Craig Bretherton, 
Product and Marketing manager at KBA (UK), 
“Commercial printers are also being attracted to this 
technology as it means difficult-to-dry stocks, such 
as offset, can be quickly turned around without the 
need for coating. In addition, due to the lack of  a 
requirement for extraction and coating units in many 
cases, capital costs to add new drying technologies 
are not prohibitive.

Printers in Japan have widely adopted low-energy 
UV presses, with Ryobi MHI (RMGT) being one of  
the first press manufacturers to the market with their 
LED-UV technology, and with Komori offering 
H-UV technology. We estimate that about 70 per 
cent of  new presses made in Japan are now low-
energy UV presses. In Europe, UV presses are also 
dominating new press sales. Heidelberg estimates that 
approximately 15 per cent of  their global installations 
of  presses are UV presses.

New technology means more of  it
Switching to a UV system requires a complete 

review of  all current components that go through the 
press, and some changes will be necessary. Not only 

One of  the benefits of  low-energy UV is that it does not produce ozone. The graphic shows the typical active 
areas for the various UV options for KBA drying systems. Traditional UV is partially active below 200 
nanometers (nm), which is where ozone is produced. HR-UV and LED-UV are not active in this area of  
the UV spectrum, and therefore do not produce ozone.
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Visible light spectrum will a printer be changing 
their inks, they must also 
look at compatibility with 
press chemicals, blankets, 
substrates, and more. In 
particular, UV can be 
challenging for printing 
plates. 

The good news is that 
Kodak’s plate scientists and 
engineers are very familiar 
with UV technology, 
and we have developed 
new, innovative plate 
technology specifically 
for UV print applications, 
including low-energy UV.

New plate technologies 
are necessary because 
in a UV system, the 
blanket washes and plate 
cleaners that are required 

to clean the special UV-curable inks also happen to 
be aggressive against the coating of  printing plates. 
Also, as the press chemistries have become more eco-
friendly, they provide less protection for the plates.

Historically, Kodak provided plates that could be 
baked to withstand the aggressive chemicals used 
with UV, but baking is also not very environmentally 
friendly, using a lot of  energy and producing excess 
heat.

Kodak’s newest plates, such as Kodak Electra Max 
Thermal Plates, deliver superior solvent resistance 
without baking and are therefore ideal for UV 
applications, plus they require less developer in 
prepress than previous generation plates, further 
increasing their environmental benefits. 

Kodak Sonora Process Free Plates reduce even 
more environmental impact by eliminating the energy, 
water, and chemical waste from plate processing. 
Sonora Plates are suitable for short-run UV print 
applications, up to 10000 impressions with Sonora 
XP Plates and 30000 impressions with Sonora UV 
Plates.

We are looking forward to many new innovations 
around offset print, whether they come from the 
press manufacturers, other industry suppliers, or 
printers themselves. 

(This is a Kodak release.)
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EAE wins retrofit order 
from Times of India

The Times of  India, India’s largest English-language 
daily newspaper, has charged EAE (Engineering 
Automation Electronics) with the modernisation of  
a newspaper press at its printing centre in Sahibabad, 
just outside Delhi. The new retrofit project represents 
EAE’s biggest direct order to date from India.

The company had already been thinking about 
modernising a manroland Geoman web press in 
Sahibabad, which was getting on in years, for some 
time. The situation became more urgent when technical 
defects and production stops started to become a 
regular occurrence at a time when several components 
of  the control electronics were discontinued and it 
grew more difficult to get hold of  spare parts. After 
sounding out the options in considerable depth, the 
newspaper company elected to cooperate with EAE. 
EAE’s retrofit experts will upgrade the web press – 
which has five four-high towers, one double folder 
and eight reel stands – to the latest state of  the art.

EAE will exchange the entire press and drive 
controls, all of  the most important drives and the 
obsolete Interbus loop system. The existing Pecom 
system will be superseded by a modern EAE solution 
plus an EAE Print production planning and preset 
system. Three control consoles belonging to the very 
newest EAE Desk 7 generation will simultaneously 
replace the present Pecom press control consoles. 
The retrofit should guarantee reliable production of  
the newspaper web press and maximum availability 
for the next ten years.
“We opted for EAE, or rather QIPC-EAE India, 

because they’re a supplier with enormous experience 
in press retrofits. They were able to offer us a solution 
that is very much geared to standards and based on 
hardware which is freely available in the market. The 
decision to equip the press with the most advanced 
control, drive and preset technology possible will 
profit us not only with higher availability but also 
with a leap in productivity,” says Snehasis Roy, The 
Times of  India’s Technical director. “We were also 
persuaded by the fact that EAE presented themselves 
from the outset as a partner interested in long-term 
collaboration with us on a local level who would adopt 
a flexible approach to our specific needs.” 

A slightly unusual procedure was chosen regarding 
the execution of  the retrofit work. Whereas EAE 
in Ahrensburg (Germany) will take care of  the 
planning, software development and project-related 
coordination, the operational implementation in the 
field will be in the hands of  QIPC-EAE India. QIPC’s 
Indian subsidiary will source the necessary hardware 
from the local market, then carry out the essential 
preassembly and testing and finally the installation. 
QIPC-EAE India will additionally provide primary 
service and support and set up a spare parts depot.
“We’re delighted that The Times of  India has put 

its trust in EAE’s retrofit expertise and standards 
based solutions by entering into a partnership with 
us,” says Vijay Pandya, managing director & CEO 
of  QIPC-EAE India. “This key order will help us 
demonstrate our retrofit capabilities to the whole 
of  the Indian newspaper market. It’s also further 
proof  that QIPC and EAE’s seamless cooperation is 
working in a global context.”

Thanks to EAE’s ingenious retrofit concept, all 
modifications to the newspaper web press will be 
undertaken in the midst of  normal production, 
which will not experience hindrance in any way. The 
current plan is for the retrofit to be implemented in 
Sahibabad between February and July 2018.

Ahrensburg-based EAE is active in graphic 
industries, automation solutions and automation 
technology. The company, founded in 1962 by 
Richard Ewert, is the leading supplier of  controls, 
automation solutions and software for newspaper 
printers. EAE's solutions are being used in all areas 
of  a newspaper printing plant – from pre press to 
the mailroom. Worldwide more than 550 newspaper 
printing plants are using EAE's control systems to 
produce more than 125 million newspapers each 
day.
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L-r: Bernhard Schmiedeberg (EAE Sales manager), Snehasis Roy 
(BCCL technical director), Mohit Jain (BCCL executive president 
- Supply Chain), Menno Jansen (QIPC-EAE chairman), Shyam 
Shanker (BCCL director - Business & Commercial), Werner Ringel 
(EAE managing director), Raj Nargis (chairman, Krause India and 
agent, QIPC-EAE), and Heiko Küttner (EAE managing director).
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HT Media, TOI order 
Metz curing systems

German UV Curing System manufacturer IST 
Metz GmbH announced the sale of  three UV curing 
systems to HT Media for installation at their Greater 
Noida plant and six UV curing systems to The Times 
of  India for installation at three of  their faclities. 

The HT Media UV systems are installed on their 
Colorman and TKS presses and the Times of  India 
UV systems will be installed on their Regioman 
presses.  The systems at HT Media were handed over 
on July 31 and the Times of  India systems will be 
installed in September.

IST Metz, based in Nürtingen in southern Germany, 
with around 500 people worldwide and international 
sales companies in France, England, Italy, the USA, 
the Netherlands, Spain, Sweden, China, Thailand and 
Japan, provides complete systems with both UV arc-
lamps and LED. A major strength of  IST Metz is 
the capability of  integrating into presses as well as 
indepth process knowledge.

During the techno-commercial decision-making 
process, HT Media’s management expressed 
satisfaction with the system installed on the Regioman 
press in Mumbai, in August 2015. This was the basis 
for the repeat orders.  In the case of  Times of  India, 
who had tried other systems previously without much 
success, Snehasis Roy, Technical director, helped the 
management with his thorough knowledge on the 
IST Metz system, having installed it at ABP.

With the sales, IST Metz can now be considered as 
the leading supplier of  UV systems for both double-
width and single-width presses in India, with their 
installations for Bartaman on the Manugraph Hi-
Line press.

The flexibility of  the IST Metz system helps 
customers decide on the speed of  curing, type of  
cooling system for the lamps, maintenance aids, etc, 
to suit their budgets and requirements.  

IST Metz is the only company in the business 
manufacturing all major components in their own 
manufacturing facilities in Nürtingen, Germany, 
including the lamps, ballast system, reflectors etc. This 
gives them the advantage of  taking sole responsibility 
for the performance of  the systems.

With the factory-trained engineers from Newstech, 
their distributor in India, the cost of  installation and 
startup for the customer is also greatly reduced. IST 
Metz will be present at the Newstech stand (Nos. 2.02 
to 2.05) at the WAN-IFRA Expo in Chennai.

Trelleborg looks at 
expanding partnerships 

Since the last WAN IFRA conference, Trelleborg 
Printing Solutions operation has made significant 
strides in pushing forward the boundaries of  offset 
blanket technology relating to newspaper production. 
At the forthcoming WAN IFRA Conference/ Expo, 
the company says it will be speaking to customers about 
working even more closely with them in the future. 
 Says Maniraju Bora, Sales and Technical director 
for the South West Asia Region: “Newspaper 
groups need suppliers that are true partners, which 
understand the challenges and issues they face and 

L-r: Volker Selg, head of  Sales – Web Applications, IST Metz; 
Snehasis Roy, technical director, The Times of  India; Holger Kühn, 
MD – Sales, IST Metz; Shyam Shanker, director, Bennett & Coleman; 
Jürgen Merz, Sales manager – Web Applications, IST Metz; Christian 
Metz, CEO, IST Metz; and Robert Sänger, MD –Technical, IST 
Metz.

The IST Metz 3 UV lamp with water cooling installed on the Colorman 
Press at HT Media’s Greater Noida plant.
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are able to provide innovative solutions. Trelleborg 
manufactures the industry’s best known brands, with 
Vulcan 202, Vulcan Royal Web and Rollin Graffity 
Plus, being household names amongst newspaper 
printers.
“Over the last few years a great deal of  work has been 

carried out at Trelleborg’s extensive R&D facilities at 
the Lodi Vecchio manufacturing facility in Italy to 
create offset blanket solutions that match the specific 
needs of  the Indian newspaper market. Printers need 
the flexibility to customise blankets according to 
the type of  stock they are handling, the press being 
used and other relevant factors such as press age. 
 “At WAN IFRA 2017 we will be telling visitors about 
the enhancements that have been made to our metal-
backed blanket range. We are increasingly involved in 
helping newspaper groups use blanket technology to 
reduce cost-per-copy on their presses. Our experts 
provide training on selecting the correct blanket, 
settings on the press, as well as the maintenance and 
storage of  metal-backed products, which can have 
quite specific requirements.
“The number of  blanket suppliers to the Indian 

printing industry is growing, but few of  these 
companies provide any sort of  training, advice or 
after-sales support. The blanket is crucial to the 
profitability of  the press and it is not something 
that can be dropped off  at the printer’s factory and 
forgotten about.”

Trelleborg has developed several easy-to-
use, downloadable software tools, including a 
‘configuration’ product that lets users select the correct 
blanket by entering the application sector, such as 
web coldset, web heatset, single-width, double-width, 
combi or UV. There is also a dealer locator app, which 
provides a simple way of  finding the nearest dealer. 
Distributors and customers can also benefit from the 
Trelleborg Printing Academy, which provides ready 
access to comprehensive technical details of  products 
and applications in a straightforward presentation 
format for all newspaper application products. 
 “A sound knowledge of  the issues is becoming 
even more important because of  the changes taking 
place in the industry. The increasing use of  different 
stocks that have their own surface characteristics, the 
implementation of  UV, the interest in low migration 
inks and high-density pigment inks, plus FM screening; 
all of  these things have a major impact on the 
printing press and the blankets fitted to it,” explains 
Bora, who has more than 25 years of  experience in 

offset blanket technology for the newspaper sector. 
 Trelleborg will have a team of  experts on its Booth 
No. 5.02 at WAN IFRA 2017. Visitors will be able to 
discuss their current and future blanket requirements 
of  their single-width, double-width and commercial 
heatset presses. The company has a well established 
network of  experienced dealers throughout India 
that provide local, on-site support.

ABB releases 
MPS Production 6

ABB has announced the release of  version 6 of  its 
press management system, MPS Production, and the 
sale of  the first system to Schibsted Media Group’s 
BergensTidende in Bergen, Norway.

The latest release sees the transfer of  the entire 
system to the PostgreSQL database. This provides 
an ideal basis for virtualisation of  the system while 
retaining all the functionality and advantages of  MPS 
Production 5.

Virtualisation of  the previous version, MPS 
Production 5, was made prohibitively expensive 
by the Oracle license model. It motivated the ABB 
development team to look for a new solution so 
that customers could benefit from the advantages of  
virtualisation without large expense. The solution was 
found in the PostgreSQL database, which provides 
all the functionality required by MPS Production 
without the punitive license costs. The entire system 
has been converted to run with PostgreSQL and 
released as MPS Production 6.

The graphical user interface of  MPS Production 5 has been retained.
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automated inker curves, ink density regulation 
profiles, soft-proof  ICC profiles
Online Production Viewer•	

Dallas Morning News 
order for ABB

ABB has announced a further order for its successful 
reelstand retrofit concept. This time the order comes 
from Dallas Morning News, based in Plano, Texas. 
The order covers the replacement of  the controls 
and drives on two reelstands on the Wifag OF370 
press at the Plano site. 

The new control systems are based on ABB’s AC500 
PLC. The many advantages of  the system include its 
scalability, the ease of  handling in a service case and 
the fact that spare parts are available from both ABB 
and third-party suppliers worldwide.

The existing drives will be replaced with new ABB 
ACSM1 motion control drives. The commissioning 
of  the new systems on the two reelstandswill be 
completed before the end of  the year.

Digital First selects 
manroland for upgrade

California’s Bay Area News Group, owned by 
Digital First Media, has chosen to upgrade their 
controls and electronics on the Colorliner press 
equipment installed in their production facility in 
Concord, California, to increase production flexibility 
and improve operational efficiency. 

Bay Area News Group – printing The Mercury News, 
East Bay Times, 29 community newspaper titles, and 
many more – saw the need to make their software 
and hardware controls components current, due to 
the need to print multiple daily and weekly newspaper 
titles. They have chosen manroland web systems as 
their high performing business partner for this. 

manroland web systems’ team of  controls 
upgrade experts have developed and implemented 
a comprehensive solution for press equipment of  
any brand to use Pecom-X, the extremely flexible 
controls system. The controls upgrade accesses the 
award-winning Pecom-X ControlDesk through off-
the-shelf  electronic gateways, increasing capabilities 
to make job changeovers faster, reduce waste, 

MPS Production 6 can use the virtual environment 
chosen by the customer, in which case the customer 
provides both the environment and the virtualised 
systems, or ABB provides these using the Microsoft 
Hyper-V virtualization solution. 

Virtualisation means that the application can be 
moved to a new platform very simply, thereby freeing 
users from the challenges imposed by the hardware 
and operating system life cycles.

Virtualisation allows an additional copy of  the 
application to be deployed in parallel with the original 
version. As a result the new application can be tested 
thoroughly on the target hardware and, when the 
tests have been completed successfully, a simple 
switch between the two versions is made.

Virtualisation ensures that the data can be stored 
redundantly, thereby providing a hot-backup solution 
that is even more robust than a conventional cluster 
solution. MPS Production 6 retains all the user 
functionality of  MPS Production 5. The new release 
also sees an architectural simplification as no MPS 
Production 3 application is required any more in the 
background.

New customers and those upgrading from older 
versions of  MPS Production will enjoy a wide range 
of  functional extensions that have been added to 
the system in the course of  its many release versions. 
For example, customers migrating from the old MPS 
Production 3 system will experience the following 
additional benefits:

Intuitive, graphical user interface providing •	
an enormous improvement of  usability and 
functionality
Reduction of  operator work through use of  •	
templates and default values
Automated inker curves•	
Comprehensive imposition generator and •	
editor
Full support for all aspects of  variable product •	
formats (including reel size, plate size, etc)
Sophisticated version handling of  print •	
products and page contents
Support of  multiple RIP definitions•	
Full support of  multi-site installations•	
Forecast information in scheduler•	
Print form composite thumbnails in product •	
planner
Grouping of  paper types into classes for •	
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EDS Group opts for 
48-page Lithoman 

The Euro-Druckservice GmbH (EDS), founded 
in 1992, is the leading print service provider of  
Central- and Eastern Europe with eight printing 
sites in Poland, Czech Republic, Germany, Hungary 
and Romania. Eighteen presslines from manroland 
web systems are producing at the moment. Now the 
EDS Group has decided to invest once more in the 
technology of  the market leader from Augsburg. 

The new Lithoman S 48-page press is supposed 
to print mainly magazines and to increase the 
productivity of  the Severotisk printing plant in Usti 
nad Labem (Czech Republic). Furthermore, EDS 
has opted for a long-term service contract with 
manroland web systems as one partner for all needs. 

The short grain format Lithoman S with sleeve 
technology has a maximum production speed of  
65000 cylinder revolutions/ hour and is equipped 
with the highest automation features such as fully 
automatic plate change (APL) and Inline Control 
Systems for ink density (IDC), dynamic cut-off  
register (ICCD) and colour register control (ICR). 

Says Vladimir Hranicka, managing director of  the 
EDS printing sites Severotisk and Svoboda Press, 

“The new LITHOMAN is another milestone for 
our long-term partnership. For us it is an important 
step towards strengthening and further developing 
our leading market position in Central and Eastern 
Europe.”

During the last years, the EDS Group has 
successfully carried out several service projects with 

improve colour and register quality, and raise the 
level of  format flexibility for printed products. 

The unit controls upgrade will use a modular 
approach, together with the manroland web systems 
‘gateway umbrella’ controls strategy. The strategy 
allows control upgrades and replacement of  press 
sections without interfering with production. The 
flexible gateway umbrella allows the operation in 
Concord to maintain its heavy daily production 
schedule. 

Upgrades to the press include adding a multitude of  
components which have appropriate logic reporting 
technology, so they can be used with touchscreens 
at the ControlDesk, and on MobilPad consoles. The 
new upgrades also include improvements to the RTP, 
replacing older components with non-contact parts 
for longer life and reliability. Additionally, the upgrade 
will include new press features like manroland’s 
reflected light scanner web break detectors, upgrades 
to obsolete page displays, and PLC control of  digital 
inkers and spraybar systems. 

As a part of  the selection process, the team at Bay 
Area News Group, including operational personnel 
led by Kevin Garris, BANG’s director, Operations/ 
Printing did an extensive study to determine the scope 
needed to give them the performance parameters 
necessary for future success. After familiarising 
themselves with Pecom-X features, the phased process 
used for the upgrade, and speaking with others who 
experienced recent successful controls upgrades with 
manroland web systems, they determined that it was 
the right fit for their needs. 
“The improvements to the controls and drives 

on the Bay Area News Group press in Concord, 
California will not only enable Digital First Media to 
keep the equipment relevant for the long-run, but the 
changes to the system will increase productivity and 
efficiency,” says William Higginson, executive VP of  
Operations for Digital First Media. 

The Bay Area News Group is the single leading 
source of  news and information for communities 
throughout the San Francisco Bay Area. Their weekly 
audience exceeds 5 million through a portfolio of  
print and digital products, including The Mercury 
News, East Bay Times, and additional publications, 
including the Marin Independent Journal and dozens 
of  community weeklies. Bay Area News Group is a 
part of  Digital First Media.

At the contract signing, from left: Milan Cerny (finance director, 
Severotisk), Sixten Zapf  (manroland web systems), Jaroslav Sukdol 
(technical director, Severotisk), Vladimir Hranicka (managing director of  
EDS’s Severotisk and Svoboda Press), Josef  Aumiller (manroland web 
systems), and Luboslav Kovacik (manroland, Czech Republic).
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manroland web systems such as press relocations, 
upgrades and retrofits. Therefore, the EDS Group 
now decided to also invest in a long-term service 
contract to support the installed manroland web 
offset presslines with comprehensive maintenance, 
revisions and 24/7 remote control service (TSC). 

Modular press solutions 
ABB focus at IFRA Expo

ABB will be taking part once more at this year’s 
IFRA World Publishing Expo in Berlin (Stand E.03 in 
Hall 21a). The focus will lie on ABB’s modular press 
retrofit solutions and its production management 
systems.

ABB has modular press control and drives retrofit 
solutions for newspaper presses from all leading 
manufacturers. The solutions, which will be presented 
at the expo, will give press owners the opportunity 
to replace the controls or drives on selected press 
units, thereby freeing up spare parts for the rest of  
the press and minimising the cost of  keeping the 
presses in reliable production. ABB will also explain 
its spare part strategy, which allows it to guarantee 
the availability of  spare parts for at least 10 years 
after installation.

ABB will also be showing the latest releases of  its 
production management systems that optimise the 
entire newspaper production process. In particular, 
this will be the first public showing of  release 6 of  
the press management system MPS Production. This 
latest release sees the transfer of  the entire system to 
the PostgreSQL database. This provides an ideal basis 
for the virtualisation of  the system while retaining all 
the functionality and advantages of  MPS Production 
5.

QuadTech to showcase 
ColorTrack at Labelexpo 

QuadTech has announced that its extensive range 
of  colour and defect management solutions will be 
the focus at this year’s Labelexpo Europe (September 
25-28 in Brussels). Alongside the highlighted product 
portfolio, which is designed to ensure consistently 
high colour quality, significantly lower production 
times, reduced waste and increased profits, visitors 
to the QuadTech stand (3B52) will conduct live 
demonstrations of  ColorTrack, QuadTech’s latest 

colour workflow solution for packaging printers.
According to QuadTech President Karl Fritchen, 
“We have demonstrated our colour management 
technology at a number of  key events this year 
already and the feedback we have received from 
packaging converters has been phenomenal. We 
knew from the reaction at drupa the potential impact 
ColorTrack and DeltaCam could have on the industry, 
and we’re delighted to hear such positive feedback 
directly from the market. Since last summer our 
developers and engineers have continued to develop 
the products. We look forward to demonstrating 
at LabelExpo just how these colour breakthroughs 
will further improve the way printers manage colour 
quality and allow them to take better control of  their 
print production.”

Among the innovations featured at the show is 
QuadTech’s Color Measurement with DeltaCam, 
launched at last year’s drupa. The system makes 
advanced, inline spectral measurement affordable 
to individual packaging print houses. For about 
half  the cost of  other inline systems, package 
printers can utilise 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 color throughout the 
roll—without the need to wait for a roll change to 
measure with a handheld device.

ColorTrack, a new colour management software 
for flexo and gravure packaging applications, is an 

QuadTech’s DeltaCam provides accurate inline spectral measurements, 
reducing waste and ensuring all printed products are within your 
customers’ colour specifications.
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industry-first highly adaptive 'colour expert in a 
box' solution for packaging printers. With a variety 
of  options for hand-held and inline configurations, 
the software facilitates fast, accurate press-side 
correction of  ink formulations. Without any hardware 
modifications to the press, ColorTrack automates 
the process of  delivering absolute consistency from 
press-to-press, shift-to-shift, and plant-to-plant.

The live ColorTrack demonstrations will be used 
to showcase QuadTech’s seven ‘colour management 
breakthrough’ technologies. They include:

Pre-Laminate/ Post-Laminate Color •	
Support
ColorTrack Press-Side Recipe Correction •	
Module
Ink Strength/Anilox Color Correction•	
Spot Color Tone Value Calculation to ISO •	
20654
Enhanced Color Measurement through Strip •	
Scanning

Simplified Ink Quantity Tracking via •	
Patented ‘Virtual Scales’
Complete, Simplified Workflow•	

Also featured will be QuadTech’s Color Control 
with SpectralCam, which compares colour accuracy 
to desired targets—inline, during the print run—and 
detects any variation. If  any problems are found, the 
system automatically corrects the problem without 
the need for operator intervention. The SpectralCam 
camera uses 31-bin spectrophotometer technology 
to measure spectral response and calculates accurate 
L*a*b*, ΔE and ΔDensity values at maximum press 
speeds.

Recent success for the QuadTech’s Color Control 
with SpectralCam includes French printing house 
Imprimerie Bidoit. Director Sébastien Garaboeuf  
comments: “Now our colours are consistent from the 
beginning to end of  the print run. We are achieving 
higher quality with less waste on a variety of  labels 
and substrates. 

The QuadTech SpectralCam delivers L*a*b* data for precise, cost-effective colour management – in the image, in-line, on paper or film substrates.
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Not only has this automation given us advantage 
over the competition, but it shows customers and 
new prospects that we are a company committed to 
absolute color consistency.”

The Color-Logic way to 
differentiate brands

At Print 17 in Chicago, Color-Logic will show 
how printers can use conventional, digital, and 
hybrid printing presses to differentiate products for 
corporate and brand clients. 
“The world today is about brand,” says Mark 

Geeves, Color-Logic director of  Sales and 
Marketing.  “Around the world, printers need 
strategies, technology, and marketing skills to help 
their brand clients differentiate themselves from 
competitors.  In addition to demonstrating our easy-
to-use software, at Print 17 Color-Logic will display 
physical samples showing what can be produced on 
the many and varied printing platforms we support.”

Adds Richard Ainge, Color-Logic chief  Technical 
officer, “Color-Logic works diligently to develop 
technology relationships with press and printer 
manufacturers, substrate (paper, plastic, and foil) 
producers, coating companies, and RIP manufacturers 
around the world.  Thus we are able to provide printers 
and converters with the most economical solutions 
and the fastest return on investment.  Color-Logic 
provides embellishments and decorative effects that 
add pizazz to print, decrease time to market, and are 
economical to design and produce.  With Color-Logic, 

direct marketing, signage, packaging, labels, and tags 
can exhibit the same look across an entire brand 
campaign.  Other decorative effects technologies 
support only one or two applications at most.”

 Corporate clients and brands typically associate 
decorative effects in print with post-finishing 
techniques or the need for additional press units--
either of  which makes most decorative jobs expensive 
to produce.  Color-Logic decorative effects are done 
at the design stage, which reduces manufacturing 
costs and time to market.   

Rapida 75 Pro, ‘ideal 
press at ideal time’ 

It was 45 years ago that LacherDruck in Memmin-
gen converted a former ballroom restaurant into a 
printshop. There are still visible signs today – the 
parquet floor, stucco ceilings and an area which was 
no doubt once a stage for the dance bands. In the 
meantime, the only dancing is that of  the screen dots 
on the paper, the pallets which move back and forth 
between the presses and finishing machines, and the 
printed sheets as they are folded and gathered.

The printshop is bathed in light in the truest sense 
of  the word, and is located conveniently between 
the local motorway junction and the warehouses of  
numerous logistics companies. Space is at an absolute 
premium, however, because LacherDruck continues 
to expand.

The business was founded by Heinrich Lacher in 
1963. His son Gerhard handed the baton over to his 

ColorTrack allows press operators to collect and process color 
measurements, and facilitates fast correction of  ink formulations at the 
press.

Photo call at the Rapida 75 PRO (l-r): Christian Bittner, managing 
director, LacherDruck; Gavin Elflein, KBA Germany; Reimund Degen, 
Flint Group; Walter Demartin, managing director, LacherDruck, and 
printers Manfred Steiner and Mario Lodo.



Industry Updates

32 September 2017SurveyRIND

longstanding staff  colleagues Walter Demartin and 
Christian Bittner four years ago. Today, LacherDruck 
produces a broad spectrum of  commercial and 
packaging jobs, mainly for the regional B2B market. 
Alongside, the portfolio includes various own 
products and a number of  specialities such as sheet 
music.

At LacherDruck used to print on a 12-year-
old four-colour half-format press. Two years ago, 
however, the managing directors decided to invest in 
new technology in order to preserve their ability to 
offer customers print products of  the highest quality 
and at the same time to facilitate further business 
development. Market changes, such as ever shorter 
run lengths, left no alternative to the purchase of  a 
new sheetfed offset press.

The printers checked out the available technologies 
at the drupa trade fair, and followed up their research 
with print tests at KBA-Sheetfed and further 
manufacturers. The final decision at the end of  
this process: A five-colour Rapida 75 PRO. Walter 
Demartin has no doubts whatsoever: “The Rapida 

75 PRO was for us the ideal press at the ideal time.” 
Factors which clinched the deal for the half-format 

Rapida were the compact design, the double-size 
cylinders and the extensive automation for short 
makeready times and reduced waste. “The results 
have been exactly what we were looking for,” says 
Demartin.

There were hardly any changes to be made to the 
foundations compared to the previous four-colour 
press. The Rapida 75 PRO incorporates accessory 
packages which reflect the wide range of  substrates 
handled by the company. Important features include 
the facility to disengage inking units which are not 
in use, CleanTronic Synchro washing systems, an 
ErgoTronic console with ColorDrive and LogoTronic 
CIPLinkX.

Print quality has improved significantly with the new 
press. The dot is clearer and more stable. Inking unit 
temperature control provides for constant process 
conditions and a high degree of  stability over the 
length of  a run. Make-ready times are considerably 
shorter and washing results are flawless. Thanks to 

The Rapida 75 Pro is the new centrepiece at LacherDruck. The foundation is evidence of  how compact it is compared to the company’s previous press.
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its CIP3 interface, the Rapida 75 PRO comes into 
colour – and thus production – much faster. As a 
result, smaller jobs can be handled much more 
efficiently. After all, up to 2500 jobs with average 
run lengths between 500 and 5000 sheets are printed 
every year.

The printers really enjoy working with the new press. 
One example: The disengaging of  unused inking unit 
is really appreciated. “It makes our work so much 
easier,” says Demartin. On other sheetfed offset 
presses, the rollers continue to run and have to be 
protected by applying oil. And when the inking unit 
is needed again, it first has to be washed down. That 
is all different with the Rapidas. Here, the unused 
inking unit is mechanically disconnected from the 
press drive and simply left standing still for the time 
being if  it is not required for a particular job.

For approximately 40 per cent of  all jobs, the fifth 
inking unit is used to apply a protective coating. 
Otherwise, it is available for the printing of  spot 
colours. That, too, makes the press more flexible 
than a straightforward four-colour model.

The printers were equally happy with the 
consumables starter kit supplied with the Rapida 75 
Pro. Many of  the included PressConsum products 
are still in use – from washing solvents to blankets. 
The same applies to the inks recommended by KBA. 
LacherDruck today uses only the Novavit F950 
Plus Bio series from Flint Group. The standard 
scale colours are produced at the K+E works in 
Stuttgart, which is barely 150 km from the printshop 
in Memmingen.

With its Agfa pre-press systems, further single-
colour and digital presses, folding machinery, cylinder 
die-cutting and a booklet stitching line, LacherDruck 
is equipped to provide a full range of  services. Some 
80 per cent of  the value creation chain is handled 
in-house.

Dainichiseika invests in 
KBA flexo technology 

Dainichiseika  Color & Chemicals is one of  Japan's 
leading ink manufacturers. To further advance the 
development of  new inks for the printing of  flexible 
packaging, the company recently decided to invest 
in an ultra-modern flexo press system from KBA-
Flexotecnica, a subsidiary of  Koenig & Bauer AG 
(KBA). The EVO XD is to be used to test new water-

based inks, specifically for printing on plastic films. 
At the same time, packaging printers will be able to 
run trials of  innovative materials without interrupting 
their own production. 
“We are moving forward nicely with KBA-

Flexotecnica. The good cooperation with KBA-
Digital & Web in the areas of  design and development, 
production and service is bearing fruit. Together, 
we can implement new ideas and customer-specific 
solutions even better and faster,” says Christoph 
Müller, member of  the executive board of  Koenig 
& Bauer AG and CEO of  KBA-Flexotecnica. The 
EVO XD is set for commissioning at the production 
facility in Tokyo by September.

Dainichiseika Color & Chemicals was founded 
in 1931 and has grown constantly ever since. The 
company is well established in numerous fields of  
ink manufacture, and today develops, manufactures 
and sells a wide range of  both functional printing 
inks and offset inks for flyers, books and packaging 
materials, as well as inorganic, organic and prepared 
pigments for printing, paints and other applications.

The eight-colour CI flexo press chosen by 
Dainichiseika is a version engineered for a web width 
of  1320 mm and cut-off  lengths between 370 and 
850 mm from the successful EVO XD series for 
printing with water-based inks on a broad diversity 
of  substrates such as films, very thin and sensitive 
‘breathable’ LDPE, laminated materials and paper. 
It offers maximum flexibility for the most varied 
packaging applications and incorporates very energy-
efficient dryer systems. 

The EVO XD uses modules of  the current X 

The EVO XD for Dainichiseika in Japan is prepared for the flexible 
use of  water-based inks.
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the efficiency of  the press while at the same time 
decreasing costs.

Many customers worldwide have chosen the 
comprehensive overall solutions from manroland web 
systems yet. Paarl Media (SA), CTP (SA), Nation Media 
(Kenya), Mediengruppe Oberfranken (Germany), 
Möller Druck (Germany), MDZ (Germany), Styria (A) 
– just to name a few considerable printers worldwide 
that have recently opted for the new service; and not 
only for existing presses but also when making new 
investments.

KBA sees growth in 
service, digital 

After a good start to the year in which Koenig & 
Bauer celebrates its 200th anniversary, the group is 
able to report favourable business performance in 
the second quarter of  2017. “The successful trade 
shows Print China in Beijing, interpack in Düsseldorf  
and Metpack in Essen contributed to a substantial 
year-on-year increase in order intake in packaging 
solutions for cardboard, metal decorating, marking 
and coding and glass and hollow container printing. 

Despite the growth and the expansion of  service 
business, the order intake of  €601.9m was slightly 
down on the previous year’s figure of  €618.8m, which 

series and was designed to meet demands for 
fast job changes, low makeready waste and high 
productivity even with short runs. The automatic 
impression system AIF, the highly efficient washing 
system “Speedy Clean” and the integrated print error 
detection system enable production to commence 
without delay.

Comprehensive overall 
solutions from manroland 

manroland web systems is more and more 
becoming the provider for overall solutions for all 
classical web offset users and the newly developed 
market segments of  digital and packaging printing. 
Thier service offerings are constantly developed and 
renewed. 

All innovations directly aim on reducing costs and 
increasing productivity and flexibility – with a strong 
focus on customer benefit. This means comprehensive 
support – from consultation about the ideal wear 
and spare parts in original quality, training, classical 
repair service, upgrade and automation solutions up 
to maintenance of  the press systems; all available 
as a complete package now due to the new service 
contracts. 

Continuous change doesn’t stop at nothing – not 
even the service department. Therefore manroland 
web systems offers comprehensive service contracts 
with all major offerings for the entire lifecycle of  
the press – this is the new service. The focus lies on 
developing new concepts with automated solutions 
according to Industry 4.0 but also in offering all 
solutions from a single source.

The manroland web systems service contracts are 
presented as a comprehensive package and therefore 
offer immense cost savings, planning capability and 
faster and more effective handling of  all jobs. This 
means maintenance, revisions, spare part packages 
and flat rates and 24/7 TeleSupport.  

In the future there is the possibility for renting 
manroland web systems staff  on site that amongst 
others is responsible for all maintenance activities. 
The packages are not only designed for manroland 
web systems components but also for all components 
of  every other supplier – therewith the customer only 
has one contact and gets highest warranty. Another 
important issue: The new service in particular is 
a service commitment – what means to increase 

Autonomous printing – KBA-Sheetfed is setting new benchmarks in 
sheetfed printing with AutoRun and the Rapida LiveApp.
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had been spurred by major security press orders,” 
says CEO Claus Bolza-Schünemann. With group 
revenue dropping slightly to €538.9m compared with 
the previous year due to more deliveries in H2, the 
order backlog remained high at €620.5m.

EBIT came to €16.3m. “The previous year’s figure 
of  €20.7m had been influenced by a strong catch-up 
effect in Q2 (€4.9m) from the execution of  a large 
security press project and higher revenue,” said CFO 
Dr Mathias Dähn. The group net profit of  €15.2m 

(2016: €17.2m) is equivalent to proportionate earnings 
per share of  €0.93 (2016: €1.05).
“In addition to the continued expansion of  service 

business, profitable growth will be particularly 
driven by our existing and new solutions for printing, 
finishing and post-press processing of  packaging as 
well as our industrial digital printing applications,” 
explains Mathias Dähn. Claus Bolza-Schünemann 
mentioned the strong customer interest in the newly 
developed CS MetalCan solution for printing two-
piece beverage cans. Sales launch is to commence 
in 2018 following the completion of  intensive field 
testing.

Order intake in the Sheetfed segment grew by 12.2 
per cent to €326.3m thanks to increased service 
business and more orders for medium-format 
presses. The flatbed die-cutters for post-print 
processing of  cardboard and corrugated also made 
a gratifying contribution to growth. Revenue rose by 
5.5 per cent from €291.7m in the previous year to 
€307.8m. The additional revenue with better margins 
and lower costs resulted in a substantial increase 
in segment profit to €12.1m (2016: €8.6m). Solid 
order intake of  €85.7m was achieved in the Digital 

The innovative CS MetalCan metal decorating press is revolutionising the 
printing of  2-piece beverage cans with unrivalled makeready times and ten 
inking units.
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& Web segment. With revenue declining to €68.3m 
(2016: €75.5m), the order backlog rose from €92.3m 
to €93.6m. The EBIT of  –€ 2.8m (2016: –€2.7m) 
came under pressure from KBA-Flexotecnica, which 
contributed a figure of  –€3.1m. Optimisation efforts 
at the Italian subsidiary target to speed up the growth 
course in the future market of  flexible packaging. 
Without the flexo activities, Digital & Web posted a 
clear improvement in earnings.

Despite the growth in orders for packaging printing 
solutions, new business in the Special segment 
dropped to €216.3m, down from €269.5m in the 
previous year, in which major security press contracts 
had been received. At €189.2m, segment revenue fell 
short of  the previous year (€222.9m) due to more 
deliveries in H2. EBIT came to €14.6m, translating 
into a gratifying margin of  7.7 per cent. The previous 
year’s figure of  €22.1m had been influenced by a high 
catch-up effect of  €4.9m from a large security press 
project.

The order backlog of  €620.5m at the end of  the first 
half, expanding service business, steady demand in the 
packaging markets and promising customer projects 
in security and digital printing, the management 
board expects revenue growth to accelerate with a 
positive effect on earnings in the further course of  
the year. In the absence of  any material deterioration 
in global economic and political conditions impacting 
its international business, group management expects 
to achieve organic growth of  up to €1.25bn in group 
revenue and an EBIT margin of  around 6% in 2017.

Exciting puzzles and games 
– on Rapida presses

Ravensburger is a leading European provider of  
puzzles, games and activity products, and a leading 
publisher of  children's and youth books in the 
German-speaking region. The blue triangle is one of  
the renowned trademarks in Germany. Founded by 
Otto Meier in 1883, the company today counts 2100 
employees, who together generate annual sales of  
almost €500 million. 

Two Rapida offset presses stand in the competence 
centre for print production, one each in medium and 
large format. The large-format Rapida 145, with five 
printing units and inline coater, was commissioned 
just last year to replace an old large-format press. 
The medium-format Rapida 105 had also been in 

production for over a decade, but has now been 
given a new lease of  life. 

Within the framework of  extensive restructuring 
measures in the print centre, it has been turned by 
180° and treated to a comprehensive retrofit. The 
total investment, including renovation of  the hall, 

More than pleased with the new large-format Rapida (l-r): Gavin Elflein, 
KBA Germany; Günter Märker, head of  Production, Ravensburger; 
Udo Feichtmeier and Christian Pischel (both Ravensburger).

A plate-lift raises the plate trolleys up to the press gallery level, and the 
printers only have to distribute them to the individual printing units. 
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frequently. Consequently, less space is required for 
finished and semi-finished products, and less capital 
is locked up in intermediate storage.

There are typically up to 18 job changes per shift. 
The record to date was 50 make-ready cycles in 24 
hours. Production is generally spread across gang 
formes for maximum flexibility. Pre-press decides 

The Ravensburger headquarters is something of  a local landmark.

amounted to almost €4 million. Both presses now 
run in high-speed unison – the Rapida 145 at 15000 
sheets per hour for 98 per cent of  the time.

The recent investments became imperative due to 
the increasing proportion of  short-run production 
jobs. Print volumes have increased from 39 million 
sheets in 2010 to 48 million sheets, but the number 
of  individual jobs has risen even more sharply from 
7600 to 11000. Overall, average run lengths have 
fallen from 4950 sheets in 2010 to 3900 sheets in 2016. 
Faced with this challenge, there was no alternative but 
to minimise make-ready times and raise production 
output.

That is all child’s play for the Rapida 145. Thanks 
to the facilities for parallel processes (DriveTronic 
SPC with PlateIdent, CleanTronic Synchro and a 
DriveTronic SFC coater with AniSleeve), make-ready 
times have been slashed by a staggering 80 per cent. 
But even that is only half  of  the story. As make-ready 
is no longer such a major factor in production costs, 
classic games such as Ludo can be printed more 



Industry Updates

38 September 2017SurveyRIND

whether a particular product is to be placed on 
the sheet once or several times, depending on the 
overall quantities required and the delivery schedules. 
Between four and sixteen different products are 
printed together on one sheet. CtP is also the stage 
at which it is decided whether to assign the job to the 
medium- or large-format press.

On the Rapidas, one test sheet is normally sufficient 
before actual production commences. In the past, 
three or even four correction steps were necessary. 
As a result, the amount of  makeready waste has been 
halved. Alongside the direct material savings, the 
Rapida presses are in this way also contributing to 
the conservation of  natural resources.

Says Günter Märker, head of  Production at 
Ravensburger: “We can swear by our Rapidas for 
their advantages in board printing.” Typical board 
weights lie between 120 and 450 g/m2. “Both must 
run equally well.” Playing cards are printed on virgin 
pulp stocks.

Even though production is organised so as to 
group together common formats and substrates, it is 
still necessary to perform two to three coating forme 
changes and one or two anilox roller changes every 
day. DriveTronic SFC and AniSleeve are here real 
time-savers. 

Coating plate changes run parallel to other 
makeready processes, and an anilox roller sleeve can 
be changed by a single operator – without physical 
effort and without the need for a crane or the like.

One small detail is especially appreciated by the 
press operators at Ravensburger, namely the plate lift. 
Whole plate trolleys are lifted up to the press gallery 

level, and the printers only have to distribute them to 
the individual printing units. Climbing steps with an 
unwieldy plate has become a thing of  the past.

Before the investment plans could be implemented, 
there was one important point to be clarified: How 
to accommodate continued use of  the existing die-
cutting tools, despite the switch to a new large-format 
press model. After all, considerable money and know-
how had gone into their production. The answer was 
fairly simple: The Rapida 145 uses narrower colour 
bars, and thus the gripper margin required for die-
cutting is still available.

There are 32 employees in Ravensburger’s 
competence centre for print production. They work 
three shifts and are also responsible for cutting. The 
post-press department and the associated store 
occupy much more floor space than the relatively 
small printshop with its 250 m2; the total production 
space amounts to approx. 20,000 m2. The departments 
for die-cutting and lamination of  the puzzles and for 
box-making are much larger. Most machines here are 
the product of  extensive specialist know-how – for 
example the lidding machine which places a lid on the 
finished box sets.

PrintReleaf reforestation 
rate soars

PrintReleaf  has announced that its reforestation 
rate, reflecting the broad acceptance of  its service 
among print service providers, nearly tripled in the 
last twelve months, to nearly a quarter-million copier 

Light-flooded: The press room at Ravensburger with a Rapida 105 (right) and the new Rapida 145.
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pages per month in June 2017.  Since the service was 
introduced in 2014, PrintReleaf  has planted more 
than 465000 standard trees – the equivalent of  some 
3.9 billion standard copier sheets.   Commenting on 
the PrintReleaf  service, founder and CEO Jordan 
Darragh said: "The success of  PrintReleaf  is based 
on the enthusiasm of  our customers, who value the 
verified certification that trees have been planted 
corresponding to their paper use.  Our customer base 
continues to grow, as more and more businesses learn 
how simple it is to be assured their paper consumption 
is being replaced through replanting.  Based on our 
success in the managed print services sector, we will 
introduce PrintReleaf  to the commercial printing, 
packaging, and label printing markets at Print 17 in 
Chicago, September 10-14."

PrintReleaf  creates a global sustainability standard 
by certifiably guaranteeing to re-leaf  the paper 
consumption of  PrintReleaf  customers.  PrintReleaf  
is the only technology platform that measures a 
customer's paper usage and directly compensates for it 

with reforestation projects.  The patented PrintReleaf  
technology not only tracks paper consumption, but 
also monitors PrintReleaf  reforestation partners to 
ensure fulfillment.  

Market-leading companies with a passion for the 
environment and a progressive concern for advancing 
environmental stewardship, together with their 
customers, rely on PrintReleaf  to provide a nexus 
of  partnerships involving forestry, technology, and 
business. 

Wēpa selects PrintReleaf for 
certified reforestation

PrintReleaf  has announced that Wēpa, a cloud-based 
print solution serving college campuses across North 
America, has chosen PrintReleaf  to reforest its entire 
printing production.  Under the agreement, Wēpa will 
use the PrintReleaf  API, assuring Wēpa customers that 
paper used on their print jobs has been certifiably 

The All India Federation of Master Printers (AIFMP) 
organised a joint meeting of printing and allied 
industries associations on 3rd August at Holiday 
Inn, New Delhi. The purpose –to discuss the issue of 
common interest and problems being faced by printing 
and allied industries. The meet was also a promotional 
campaign for Pamex, scheduled in December this year, 
in Goregaon, Mumbai.

Representatives from Federation of Corrugated 
Box Manufacturers Association (FCBM), Association 
of Lable Printers & Suppliers, Institute of Packaging 
Machinery Manufacturers of India (IPMMI), News 
Papers Association of India, Label Manufacturers 
Association of India and Jalandhar Printers Association 

Printers from India and neighbouring countries exchange
 ideas at AIFMP-organised meet in Delhi

attended. The meeting was chaired by Prof Kamal Chopra, president, AIFMP.
The topics discussed at the meet included the state of the economy and the printing industry, 

identifying common issues that can be taken up jointly with authorities, developing mechanism for 
resolving inter trade issues, co-operation and support for industry events. Association and media 
representatives from Bangladesh, Bhutan, India, Indonesia, Malaysia, Nepal and Thailand were 
present.

To strengthen the mutual co-operation for the development and betterment of printing industry 
amongst the neighboring countries, AIFMP organised an International Media Conference the 
following day.

Some members of the group pose before 
the Taj Mahal in Agra. 

Ph
oto

: A
IF

M
P

<



Industry Updates

40 September 2017SurveyRIND

reforested.  Wē pa is a fast-growing provider of  
print kiosk pay stations, at universities and colleges 
including UCLA, Case Western Reserve University, 
The George Washington University, University of  
Colorado-Boulder, and Muhlenberg College.  A pay-
for-print cloud solution, Wē pa enables students and 
the public to print from any mobile device, smart 
phone, or tablet with an Internet connection.  The 
service may also be accessed from laboratory, library, 
and personal computers, as well as cloud storage 
providers and USB files at any Wē pa print kiosk.  

Wēpa is mindful of  the impact printing has on the 
environment, and implementing with PrintReleaf  is 
a continuation of  green initiatives already underway 
at Wēpa.  Wēpa encourages double-sided printing 
by promoting a default-to-duplex option within 
Windows and Mac print drivers.  Wē pa also helps 
schools transition away from ‘free’ printing by 
implementing quotas to reduce printing waste and 
abuse.  For further information, go to www.wepanow.
com.

CEM India 2017 to focus on 
emissions monitoring 

CEM India 2017 is major international Conference 
and Exhibition designed to provide the latest 
guidance on emissions monitoring. The event will 
take place at The Leela Ambience Convention Hotel 
in Delhi from 26th to 28th September.

As one of  the world's fastest growing economies 
and with the third highest level of  carbon dioxide 
emissions, India has a vital role to play in the 
fight against climate change and air pollution. 
Recognising the critical role of  monitoring in 
emissions management, the Central Pollution 
Control Board (CPCB) has adopted Continuous 
Emissions Monitoring Systems (CEMS) as the 
preferred method for measuring industrial emissions 
in India. The CPCB has initially directed plants in 17 
categories of  the most polluting industries to install 
CEMS for real-time monitoring and compliance 
with regulatory emissions limits.

The main themes of  the conference will include 
Indian Regulations and Monitoring Guidelines, 
Manual Stack Monitoring, Continuous Emission 
Monitoring, Calibration and Quality Control, 
Monitoring Techniques for: Particulates; Combustion 
gases including NOx, SO2, CO and CO2, trace 

species such as metals, mercury and dioxins, and Data 
Management. A number of  industrial case studies will 
also be described in detail. Abstracts for all of  the 
presentations are available at www.CEMIndia.com. 

Featuring over 50 of  the world's leading providers 
of  emissions monitoring equipment, the CEM India 
exhibition will provide visitors with an opportunity to 
view the latest equipment and technologies available 
for effective and reliable emissions monitoring. 
The equipment on show will include sampling and 
conditioning devices, continuous monitors, portable 
monitors, bag leak detectors and calibration gases. 
The monitors will cover a wide range of  technologies 
including UV spectrometry, chemi-luminescence, 
laser gas analysers and particulate monitors, amongst 
others.

Registration is now open at www.CEMIndia.
com offering a full three-day package or attendance 
at individual conference days. In addition, it is also 
possible to pre-register for free entry to the CEM 
India Exhibition.

CEM India 2017 follows a highly successful series 
of  CEM events that have been held in Europe since 
1997. CEM India will provide delegates and visitors 
with in-depth information on Indian regulations and 
policy, monitoring guidelines, calibration and quality 
control. There will be case study presentations from 
International speakers, The Central Pollution Control 
Board and the Centre for Science and Environment 
on best practice, installation, procedures and data 
capture.

Running alongside the conference will be an 
exhibition of  domestic and international CEMS 
equipment manufacturers and suppliers who will be 
able to demonstrate and give technical advice on the 
latest technologies, standards, methods and services. 
Delegates and visitors to CEM India will come 
from CPCB, the State Pollution Control Boards and 
process operators for industries that need to monitor 
emissions to air.
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automation of  ad production, better operations, and 
wider process improvements – not least the selection 
and training of  the sales team.

Combining print and digital sales remains a big 
challenge for all traditional publishers. “If  you 
make the packaging of  the digital products easier to 
understand to the advertiser and the sales reps, and if  
you infuse them better, you can get more print sold 
and more digital sold and higher market share,” says 
Mike Blinder, president and founder of  the Florida-
based Blinder Group and a speaker in Berlin.

In his speech at the Print World Conference, 
Blinder will give recommendations on how media 
executives can successfully position their sales teams 
and how they can integrate digital components into 
their existing product portfolio. Another conference 
session about New Revenue Pillars will showcase 
three US case studies concerning the changing mix 
of  revenue, including advances in subscription 
models, an update of  programmatic advertising 
and the evolution in native ad units. The session, 
Digital Success Stories, will present three profitable 
European digital powerhouses as new role models.

Patrika Digital revamped
The Patrika Group has carried out one of  the 

biggest ever revamps in the history of  its digital arm, 
Patrika Digital. Giving its digital platform a complete 
makeover with both back and front ends being totally 
transformed, Patrika Digital aims to make news 
delivery easy, effective and efficient for its users. The 
revamp has catered to all verticals of  Patrika Digital 
including web portals, mobile sites and mobile apps. 

While at the back-end, there is an all new CMS for 
making the site operate at a lightning-fast speed, the 
front-end is more upmarket loaded with latest features. 
All of  this has contributed in offering optimised ad 
performance to different clients. The new site now 
functions on page-based targeting, which will lead to 
achievable ROI.

The key component of  this revamp is an enhanced 
hyper local coverage powered with a map feature 
that allows users to view news. The refurbished 
website has a dedicated page where users can choose 
their location and get geo-specific news as per their 
interest. Along with this, a sharp focus has been put 
on making the layout more urbane and user-friendly 
by using the social media and multimedia options in 

Advertising trends, the focus at 
Berlin Expo

At the Digital Advertising Pavilion, exhibitors at 
WAN-IFRA's DCX Digital Content Expo (Berlin, 
10-12 October) will present the latest trends and 
solutions for a wide range of  advertising offerings. 
The parallel conference programme offers additional 
insights, with expert presentations, case studies and 
the winners of  the World Digital Media Awards.

Advertising remains a fundamental component of  
online news media revenue. By visiting the Digital 
Advertising pavilion, as well as the wider programme 
of  DCX, media executives will have an opportunity to 
both understand new trends and find new solutions. 
The whole show in Berlin will be packed with ideas 
and insights from technology partners and advertising 
experts.

Branded content, contextual advertising, affiliate 
marketing, out-stream video, mid-roll, header bidding 
– these are just a few of  the recent trends in digital 
advertising. The DCX Digital Content Expo, and the 
Digital Advertising Pavilion in particular, is aimed at 
all publishers looking to grow ad revenue and keep 
pace with the continually changing technological 
landscape.

The market is changing fast. Publishers need to be 
familiar with new targeting options being introduced 
to the market, such as time- and geo-targeting. New 
developments in personalisation allow ads to be 
enriched with a personal video message or photo 
gallery. Upcoming technologies like Augmented 
Reality (AR) have evolved fast, adding an extra digital 
dimension to classifieds or display on print.

But ad tech is meaningless without the right 
infrastructure and processes in place. Good 
technology partners can help align CMS and ad 
server technology. Experts from adsdaq, AdSpirit, 
Evolver Services, HUP AG, ProcSet Media Solutions, 
Proxistore and Sapro have announced that they 
will present their latest advertising systems and ad 
services at the exhibition. The CMS exhibitors offer 
more ad integration than ever before. And many 
other exhibitors support ad production, selling and 
publishing with their products.

Publishing ad execs can learn more by attending the 
parallel Expo conferences. For example, talks cover 
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a more structured way. All this has resulted in giving 
a better appearance to the news presentation while 
making it more informative. 

While planning the revamp, a special consideration 
was given to the needs and demands of  the younger 
generation. For this, some exciting new categories are 
introduced in entertainment and career sections. The 
new website is now equipped with a mobile-friendly 
layout, to make sure faster and effective news delivery 
to the users, while they are on the go.

(Courtesy:exchange4media.com.)

Kunal Pradhan named 
HT Delhi editor

Hindustan Times Editor Bobby Ghosh announced 
four editorial elevations to the staff  at HT Media 
on August 3. The foremost among them was the 
promotion of  deputy executive editor Kunal Pradhan 
as HT Delhi’s editor. In his latest assignment, Pradhan 
will edit HT Delhi Page 1 and the Metro section.

Krittivas Mukherjee, another deputy executive editor, 
will from now on be managing editor, Convergence. 
The decision has been taken in recognition of  his 
efforts towards “driving the convergence of  print 
and digital operations” at the Hindustan Times.  
Besides Pradhan and Mukherjee, Sonal Kalra, who 
was until now heading HT City and Cafe, among other 
responsibilities, has been made managing editor, 
Entertainment.

Journalist Anup Gupta, who recently managed the 
launch of  HT’s Pune Edition, bagged the fourth 
promotion after being appointed as managing editor, 
Integration. He has been mandated to restructure the 
legacy media house’s photo department, keeping in 
mind the goals of  the print and digital operations.  

(Courtesy: exchange4media.com)

Vipin Kharbanda is 
VP-Marketing, The Statesman

Vipin Kharbanda has joined The Statesman Group 
of  publications as VP-Marketing from July 1. Prior 
to this, Kharbanda was working with The Tribune as 
regional head, Marketing (North).

Kharbanda brings with him over 25 years of  
experience. He was earlier associated with the Nai 

Dunia Group of  publications, Big FM and Big 
Cinemas and Dainik Jagran.

(Courtesy: exchange4media.com)

Supriya Prasad is president, 
Broadcast Editors Association

The Broadcast Editors Association (BEA), at its 
general body meeting held on August 14, unanimously 
elected Supriya Prasad (managing editor of  Aajtak 
and India Today) and Ajit Anjumas its president and 
general secretary, respectively. Dibang (ABP News) 
and Arnab Goswami ((Republic TV) were elected as 
vice-presidents and Ajay Kumar as treasurer. 

A 15-member executive committee was constituted 
following the election of  the office bearers. The 
committee comprises Qamar Waheed Naqvi, Shazi 
Zaman, N.K. Singh, Milind Khandekar (ABP News), 
Rahul Kanwal (India Today and Aajtak), Sanjay 
Bragta (Zee News), Sonia Singh (NDTV), Deepak 
Chaurasia (India News), Sanjeev Paliwal (AajTak), 
Abhishek Kapoor (Republic TV), Ravi Prakas (TV9), 
Sukesh Ranjan (News 24), Navika Kumar (Times 
Now), Bhupendra Chaube (CNN News 18) and 
Rajesh Raina (ETV).

Industry veteran Ajit Anjum highlighted the need 
for expansion of  the BEA by including regional 
channel editors. For the purpose, a three-member 
sub-committee was constituted with Sanjeev Paliwal, 
Rahul Kanwal and Sanjay Bragta as its members. The 
BEA is the apex body of  the news channels of  the 
country.

(Courtesy: exchange4media.com)

Panesar to lead DSport business
Discovery Communications has appointed former 

CEO of  Hathway Video Business, T.S. Panesar, as 
the head of  the DSPORT channel business in India. 
DSport is an all-new premium sports channel launched 
in India by Discovery Communications earlier this 
year in February. The launch of  the channel was seen 
as the first time in over 10 years for a media company 
to introduce a new sports platform for the Indian 
market.

(Courtesy: exchange4media.com)



EVENTS CALENDAR

45September 2017 SurveyRIND

September 12-14, organised by 
WAN-IFRA, in Chennai: WAN-
IFRA India 2017 Conference. 
More details from sureshbabu.
kr@wan-ifra.org / vijayalakshmi.
murali@wan-ifra.org
September 13-15, organised by 
FESPA, in Johannesburg, South 
Africa: FESPA Africa. Details on 
the FESPA website
September 20-22, organised by 
INMA, in Lima, Peru: INMA Latin 
America Media Conference. 
Details on INMA website
September 21-23, organised 
by FESPA, in Mexico: FESPA 
Mexico. Details on the FESPA 
website
September 25-29, organised by 
INMA, in Oslo, Norway: INMA 
Media Viking Week. Details on 
INMA website
September 26-28, organised by 
WAN-IFRA, in San Francisco: 
eRev Executive Programme. 
More details from cecilia.
campbell@wan-ifra.org

2017

September

October

October 2-3, organised by WAN-
IFRA, in Zagreb, Croatia: Video 
Action Days. More details from ralf.
ressmann@wan-ifra.org/ virginia.
melero@wan-ifra.org
October 2-6, organised by 
WAN-IFRA, in Chicago/ New 
York: Study Tour: New Digital 
Business. More details from nicole.
frankenhauser@wan-ifra.org

November

November 8-10, organised by 
WAN-IFRA & Reuters, in London: 
The International Newsroom 
Summit 2017. More details from 
virginia.melero@wan-ifra.org

October 10-12, organised by 
WAN-IFRA, in Berlin: Digital 
Media World 2017/ Print World 
2017. More details from Manfred.
Werfel@WAN-IFRA.org
October 10-12, organised by WAN-
IFRA, in Berlin: IFRA World 
Publishing Expo/ DCX Digital 
Content Expo/ World Digital 
Media Awards. More details from 
a.kluge@publishing-exhibition.org
October 19-20, organised by WAN-
IFRA and News Media Alliance, in 
New York: North American Digital 
Media Awards/ Digital Media 
North America 2017. More details 
from raquel.gonzalez@wan-ifra.org 
/ michelle@newsmediaalliance.org
October 23-27, organised by WAN-
IFRA, in New York/ Washington 
DC: Study Tour: The Super 
Social Newsroom. More details 
from nicole.frankenhauser@wan-
ifra..org
October 24-25, organised by 
WAN-IFRA, in Bengaluru: Digital 
Advertising – Tech Platform, 
Mobile Formats. More details 
from vijayalakshmi.murali@wan-
ifra.org 
October 26-27, organised by INMA, 
in Dallas, US: INMA Connect – 
Educate, Engage, Experience/ 
Subscriptions Model Summit/ 
Video Revenue Summit. Details 
on INMA website
October 31 – November 2, 
organised by WAN-IFRA, in 
Singapore: Digital Media Asia 
2017. More details from wilson.
leong@wan-ifra.org

November 13-17, organised by 
INMA, in San Francisco: INMA 
Silicin Valley Study Tour. More 
details from Katy.Schaff@inma.org
November 14, organised by 
FESPA, in Bangkok: FESPA Asia 
Congress. Details on the FESPA 
website
November 14-16, organised 
by WAN-IFRA, in Buenos 
Aires, Argentina: Digital Media 
LATAM/ LATAM Digital Media 
Awards. More details from nicole.
frankenhauser@wan-ifra .org/
rodrigo.bonilla@wan-ifra.org
November 15-16, organised 
by WAN-IFRA, in Bengaluru: 
Advanced Photojournalism. 
More details from vijayalakshmi.
murali@wan-ifra.org
November 29-30, organised by 
WAN-IFRA, in Nairobi, Kenya: 
Digital Media Africa 2017/ 
African Digital Media Awards. 
More details from ralf.ressmann@
wan-ifra.org/virginia.melero@wan-
ifra.org 

December

December 1 - February 2: 
Registration starts for WAN-IFRA 
Asian Media Awards. More details 
from wilson.leong@wan-ifra.org
December 7-10, organised by 
FESPA, in Istanbul: FESPA 
Eurasia 2017. Details on the 
FESPA website
December 11-14, organised by 
IPAMA & Expo Centre Sharjah, in 
Sharjah: Print Pack Arabia. More 
details from gaurav@expo-centre.
ae/ rajesh@expo-centre.ae info@
expo-centre.ae
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Yes, digital publishing is here to stay

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

Dinamalar surges forward on the new media front

A 60-year-old newspaper has adapted and moved with the times, and moved quickly.  Its 
Web site attracts more than two million unique visitors and more than 190 million page 
views a month; its iPhone, iPod and iPad applications have recorded a substantial number 
of downloads and page views, with various apps being made available on the Android 
platform as well. All run and managed by a small team that is highly focused on delivering 
value to users as well as clients, and it has paid off well. Sashi Nair reports on the Dinamalar 
new media success story
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Ravensburger is a leading publisher of children’s and youth books in the German-speaking region. At the core of its operations 
are two Rapidas – a large-format Rapida 145 with five printing units and inline coater, and a medium-format Rapida 105 
given a new lease of life with a comprehensive retrofit. Thanks to the facilities for parallel processes (see details on page 36), 
make-ready times have been slashed by up to 80 per cent. Here, it’s not just about the machines, but also about specialist 
knowhow, the key to making a winner. Picture above shows team leader Udo Feichtmeier and printer Christian Pischel at 
the Ravensburger facility prepare a new job at the ErgoTronic console. 

MAN AND MACHINE TOGETHER CAN MAKE A DIFFERENCE


