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GETTING UP CLOSE WITH AUDIENCES
A new weekly newspaper launched in Hong Kong, HK01, is a multichannel project and is available in print and on the web, as 
well as on tablets, smartphones and on social media (see page 25). HK01 has been utilising WoodWing solutions to create, 
manage and publish its content in print and online, on tablets, for mobile as well as for social media. As its editor-in-chief 
says, “high-quality content across multiple platforms enables us to highly engage with our audiences on a daily basis”. And 
that, as more and more publishers are finding out, is one of the secrets to success in today’s media world. 
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FROM THE EDITOR

Sashi Nair
editorpiirind@gmail.com

Putting readers first matters – they are 
not passive anymore

There is an interesting article in this issue by 
WAN-IFRA’s Cecilia Campbell on the topic of 
online users downloading ad blockers because they 
are so fed up with online advertising and, as a result, 
publishers wondering what to do. While Campbell 
goes into the crux of the problem and provides a 
wide-ranging perspective, what she says towards the 
end of her piece is quite pertinent: “For all the talk 
of data, your customers are actual people. They will 
respond to how you treat them. They may respond 
to explanations about the cost of good journalism 
and the value exchange. But first and foremost, they 
need to know that you’ll protect their interests and 
that you care about and control what is published 
on your website, as well as who has access to the 
underlying data. If we’re to stop more people from 
resorting to ad blocking, everything must flow from 
this: trust.”

That the reader is king in today’s world of journalism 
there is no doubt. An article on the Newspaper 
Association of America website talks about the rise 
of the opinion section in newspapers. It says that 
several news media outlets have recently announced 
the expansion of their opinion section offerings, 
even creating new ones, to accompany their current 
news coverage. These include The Washington Post, The 
Chicago Tribune and The Tennessean. All of them having 
the “common desire to engage and connect with 
readers”. The article talks about “the importance of 
an engaged readership that feels represented and is 
encouraged to participate”. The publication’s readers 
are no longer simply ‘consumers’ or customers 
(the word Campbell uses) – they become active 
participants in representing the news that matters to 
them, the article points out. So, in many ways, the 
wheel has turned full circle. 

A recent report by the American Press 
Institute emphasises the importance of a collaboration 
between publishers and their audiences.  The key focus 
of the study, which features feedback and insight from 
25 news leaders and innovators, stresses how a strong 
relationship between journalists and their consumers 
can help to “produce strong, engaging content that 
is of value to readers”. Collaboration, the report says, 

“is not about what your audience can do for you, but 
what you can do with your audience”.

Monica Guzman, writing for the American Press 
Institute about the best ways to build audience 
and relevance by listening to and engaging your 
community, says people don’t just consume news 
today; they participate in it. “People have access to 
vast and varied information. They pursue news on 
their own time, and on their own terms, connecting 
with others who share and help satisfy their curiosity 
about their world. This presents an opportunity for 
news publishers strained by shrinking resources and 
growing competition: Now more than ever, journalists 
can engage their audiences as contributors, advisors, 
advocates, collaborators and partners.”

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

An article by Ingrid Cobben on the WAN-IFRA 
website talks about building a community willing to 
pay for quality journalism. She provides the example 
of Danish publication Zetland, which is well on its way 
to doing so. Cobben says one of the co-founders and 
the editor-in-chief, Lea Korsgaard, wanted to create a 
platform that puts readers first, strongly believing that 
journalistic authority comes from standing among the 
audience rather than above them. “We consider our 
readers active not passive. They are more than capable 
to not only read, but also react, and use our stories 
out in the world, but also critically capable of giving 
us ideas, input and new perspectives,” Korsgaard had 
told the World Editors Forum recently.   

Asked how she was building a strong community, 
Korsgaard tells Cobben: “A lot of it has to do with 
the tone of voice. It needs to be human, personal, 
not just a machine talking, so that readers can actually 
feel that there is someone behind the words. This is 
so contrary to what we’re used to from the traditional 
news business, where news is written in a very 
anonymous way. I still think there are good things to 
say about that, but it doesn’t build community.” 

Food for thought, indeed. 
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Encouraging the quest for 
consistent quality
Being a part of the International Newspaper Color Quality Club is a matter of prestige 
for newspapers world over. Anand Srinivasan, who played a crucial role in calling 
for entries, collating them and arranging for the jury members to evaluate, takes us 
through the only global competition for newspaper production

The International Newspaper Color Quality Club 
(INCQC), being organised since 1994 by WAN-
IFRA (World Association of Newspapers and 

News Publishers), is the only global competition 
that evaluates and awards print quality in newspaper 
production. INCQC 2016-18 competition was by far 
the toughest when compared to the past few editions. 
Each and every newspaper title that participated in 
the competition had put in tremendous efforts to 
come up with their best. Our hearty congratulations 
to the club members of INCQC 2016-18 (list of 
winners was published in RIND Survey July).

The competition is open for all newspapers 
irrespective of their production technology. To 
facilitate this, the competition has four technical 
categories – Category 1 for coldset printing, Category 
2 for heat-set printing in newsprint, Category 3 for 
heat-set printing in super-calendared paper, and 
Category 4 for other printing processes such as digital. 

Category 4 is also open to newspapers that want to 
follow their own in-house standards. 

INCQC 2016–2018 received 130 entries from 29 
countries across the four technical categories. For the 
first time, the highest number of entries came from 
India (31 entries), followed by Germany with 25. The 
high number of entries from India can be attributed 
to the growing newspaper market in the country and 
the fact that standardised high-quality newspaper 
printing is gaining importance in a competitive 
market. We also find that the interest in INCQC is 
growing among newspapers in Latin America, from 
where 17 entries were received.

Before drafting instructions for INCQC 2016-18, 
we discussed the format of the competition with 
several industry experts to gain insights as to how to 
make the competition more challenging and useful for 
the participants. The idea of asking the participants 
to print the WAN-IFRA cuboid for one whole week 
in every competition month originated in one such 
discussion. We also added emphasis to the ‘general 
print quality’ evaluation by inviting a panel of expert 
judges. 

To print high quality in accordance with international 
standards throughout the competition period is 
not an easy task and it is possible only by getting 
the entire production staff to be closely associated 
with the project, creating quality awareness across all 
departments, and working on finer aspects of quality 
and its control. We believe that when printers think 
and work towards achieving high quality throughout 
the four-month competition period, then quality will 

INCQC 2016-18
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become part of their day-to-day activity and this is 
really the key objective of the competition.

As Patrick Zucker, managing director, Freiburger 
Druck GmbH + Co KG, Germany, a participant, 
mentioned, “The whole team of Freiburger Druck 
worked closely together and gave their best to 
print the finest high-quality products during the 
competition. The whole staff was very curious and 
full of expectations about the monthly INCQC 
results, which built a close connection between the 
printers and the whole team of Freiburger Druck. 
For our customers the membership is a proof of 
our high standards.” From such testimonials come 
happiness – in knowing that INCQC has helped 
motivate staff and that the competition has achieved 
its objectives.

Newspaper printers commonly believe that to 
secure an INCQC membership one must have 
modern and state-of-the-art infrastructure. This 
is not the case. INCQC is based on ISO 12647-3 
and the standard is applicable to all printing plants. 
The standard works in all parts of the world. Strict 
and consistent process control procedures are all 
that are necessary to make a mark in the INCQC 
competition. Says Fredrik Koch, pre-press manager, 
Paarl Coldset, South Afric: “Reaching the ISO print 
quality standard in a minimum amount of copies was 
challenging for us due to the fact that our presses 
are 15 years old and do not consist of any automatic 
register or cut-off control systems. The competition 
allowed us to revisit our process control methods 
and implement measures to strengthen our processes. 
We are proud to secure two memberships in INCQC 
2016-18.” There are similar examples from many 
other countries.

Winning a club membership is not an easy task 
either. Aspirants must re-visit their entire production 
workflow; streamline it to suit the recommendations of 
ISO 12647-3; build a team with representatives from 
all departments such as editorial, imaging, advertising, 
pagination, CtP, materials and production; and make 
regular test runs and standardise materials, CtP, 
colour correction, all pre-press parameters and dot 
gain in the press. Such preparation would take at least 
12 months before the start of the competition. We 
asked Aszman Kasmani, general manager, Production, 
The New Straits Times Press, Malaysia about their 
experience. “After unsuccessful attempts in the past, 
we are pleased to finally achieve qualification to 
the INCQC this time around. It is a validation of 
our long-term strategy and the culmination of an 
intensive programme over 16 months to get all of 
our equipment to the desired levels,” he says.

WAN-IFRA has also announced the inclusion of 
four newspapers into the WAN-IFRA’s Star Club. 
The new members are Freiburger Druck GmbH + 
Co. KG, Freiburg, Germany; Nordost-Druck GmbH 
& Co KG, Neubrandenburg, Germany; Ungeheuer 
+ Ulmer KG, Ludwigsburg, Germany; and Verlag 
Nürnberger Presse, Nürnberg, Germany.

Star Club is an elite group comprising newspaper 
printers who have proved consistency in quality over 
several years by winning membership of the Color 
Quality Club or achieving certifications. Star Club 
membership is presented to a company in recognition 
of its outstanding printing quality, if it achieves five 
or more stars by participating successfully in the 
International Newspaper Color Quality Club or by 
obtaining WAN-IFRA certification for standardised 
printing. One star is awarded for every successful 
INCQC participation in a competition year, 
independent of the number of successful entries. 
Two stars are awarded for the successful WAN-IFRA 
certification of a printing plant. Certification is valid 
for two years, after which it can be renewed.

Registration for INCQC 2018-20 will open on 1st 
June 2017. For regular updates, you may log on to: 
www.colorqualityclub.org.

(The writer is a research manager with WAN-IFRA South Asia.)

<

INCQC participation categories
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Backing up his statements with charts showing 
various facets of the newsprint business, such 
as demand, capacity, balance, profitability, 

EBITDA (earnings before interest, tax, depreciation) 
and cost across countries, Emmy D’Silva, consultant, 
Newsprint Procurement, Logistics & Other Allied 
Services, India, told the audience at last year’s 
WAN-IFRA Conference that globally, the supply 
and demand of newsprint was 28 million tonnes vs 
25 million tonnes, which amounted to a surplus three 
million tonnes. The surplus had resulted in plateauing 
of prices during five quarters – Q4 13 TO Q3 15. 

The EBITDA profit and loss graph showed that 
cost of production was higher than selling price. 
This resulted in closures and downtime at mills. 
Approximately 10 million tonnes of newsprint had 
already been cut back during the past six years and 
further shutdowns of manufacturing facilities were 
mooted to help make some price increase possible 
for manufacturers who were reeling under loss. 
The manufacturers wanted to either close down 
their production units or switch to other, more 
remunerative grades, D’Silva said, in his presentation 
on ‘analysis of the global newsprint industry – 
prices, forecast, demand and supply’. The cost of 
raw material – recycled fibre and energy – had also 
negatively impacted profitability, he pointed out.

India’s newsprint demand growing
India was the only exception to the worldwide 

decline, D’Silva said. Newsprint demand in India 
was likely to match that of the USA at three million 
tonnes and seemed set to overtake it by 2020. This 
was significant because the change had taken place 
post 2000, when consumption in India stood at one 
million tonnes while USA needed 13 million tonnes. 
India now was the world’s hub for consumption and 
the focal point of supply for newsprint manufacturers 

Newsprint trends and price 
forecast
Worldwide newsprint consumption is on the decline, according to Emmy D’Silva, consultant, 
Newsprint Procurement, Logistics & Other Allied Services, India. And the decline is concentrated in 
North America, Western Europe, China and Japan

in North America, Western Europe, Russia and 
Korea, he said.

Demand growth in India was projected to be six 
per cent per annum for the next five years, D’Silva 
said, adding that the catalysts were literacy growth 
and better earning power. Despite the increase in 
newsprint demand in the country, Indian newsprint 
manufacturers were not doing well, he said. Out of 
120 mills, only 75 were functioning now and the rest 
were either closed or in the process of closing. He 
said the capacity utilisation of Indian mills was only 
55 per cent due to major challenges: more than 50 
per cent of newsprint used in India was imported, 
and better quality and competitive pricing were the 
major drivers. 

Currently, indigenous newsprint costs about Rs 
32000 to Rs 36000, while imported newsprint costs 
between US$ 490 and 520 for 45 GSM and US$ 520 
to 560 for 42 GSM – more competitive than Indian 
rates. The pricing is expected to remain stable till 2017. 
Indian mills can produce mainly 45 GSM newsprint, 
whereas the trend in the industry is to use 42.5 GSM 
newsprint.

Ph
ot

o:
 W

A
N

-IF
R

A

Emmy D'Silva pictured during the course of his presentation. 
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Indian mill capacity projected to decline
The industrial capacity of Indian mills is projected 

to decline from 2.5 to 2.2 million tonnes by 2017. 
Capacity utilisation may also fall from 55 per cent to 
45 per cent or below due to closures, sale of mills 
and mills switching to other more remunerative 
grades. Indigenous newsprint sales volumes were also 
projected to register drops from 1.26 million tonnes 
in 2014 to 1 million tonnes in 2015 and go down 
to further in 2017, D’Silva warned. The drop would 
mean imports increasing to 55 per cent in 2016 and 
60 per cent in 2017.

In India, the changeover to 42 GSM and 40 GSM 
will be rapid. By 2017, nearly 90 per cent of newsprint 
used in India would be from the lower GSM category, 

<

D’Silva said, adding that indigenous mills would 
continue to be adversely affected by cheaper prices 
from imports and the inability to offer lower 42/40 
GSM newsprint, which would in turn result in drop 
in sales. 

A weak indigenous capacity leaves India open to 
risks. Will overseas suppliers capitalise by increasing 
their rates? That was the thought that D’Silva left his 
audience with. 

(Emmy D’Silva has vast experience in engineering, sales and purchase, 
working with both multinationals and Indian companies for more than 
40 years. He spent about 15 years at Malayala Manorama, where he 
was responsible for materials management and implementation of special 
systems such as ERP, ISO, etc. This report had appeared in the WAN-
IFRA India 2015 Printing Summit Conference Summary.)

Please contact us for more information or to make an appointment at WAN-IFRA India:
indiasales@ppimedia.de • +49 160  96903262
gopal@thinkprint.in • +91 98112 91887

www.ppimedia.de

High performance digital asset management

Low investment and maintenance costs

Mobile access on the road

Fast and simple setup

Short project times

24/7 Support

One Editorial System for Multiple Languages.

Meet us at

India 2016
21st-22nd September,

Kolkata
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World News Publishing Focus
Your Guide to the Changing Media Landscape

BY SPECIAL ARRANGEMENT WITH WAN-IFRA

We wanted to learn about the strategies 
and tactics they are using in finding and 
exploiting new sources of income – and 

then share the lessons with the industry. (Of course, 
there are many revenue streams publishers can open, 
and we could not possibly cover them all in this 
report. In choosing the ones to include, we tried to 
focus on streams that have the greatest potential for 
the widest possible range of publishers.)

What we found is that the collision between the 
traditional publishing world and the digital economy 
forces publishers to rethink everything they have 
tried before. That means developing new products 
for advertisers, taking an innovative approach to 
holding events, and finding ways to monetise new 
kinds of content such as video. 

The cases we selected for the report (see box) 
fall into two categories. One finds small and large 
media companies investing to develop revenue 
sources that have been in their portfolio for some 
time but remained largely dormant because other 
areas were easier to exploit. The second category 
finds publishers using existing strengths to finance 
ventures into completely new areas.

The goal is to balance revenue risks in the future, 
which sometimes means diversifying beyond the 
realm of news media. It is worth taking (calculated) 
risks in order to boost revenue, and it does not have 
to be an adventure into the complete unknown. 
Help is available from peers and specialists. Many of 

Rethinking revenue
Alternative revenue streams: those three magic words spell out the holy grail of newspaper publishing 
the world over. The quest for the grail has become rather urgent, too, as print revenue continues to 
shrink and digital income grows too slowly. That is why WAN-IFRA decided to investigate some of 
the alternative revenue streams that publishers are tapping into. Here is their report

the examples we use are built on existing strengths. 
Of course, there is a need to modify some job 
descriptions.

And from the top down, nobody at publishing 
companies can afford to be oblivious to the changes 
in customer habits. As Sverre Munck, known for 
his role in helping transform Schibsted into a global 
media company, told us, “The evolution of society 
and how people consume sheds some light on how 
we could change traditional activities.” He went on to 
describe a service that uses online technologies and 
geo-targeting to deliver fresh and locally produced 
food products as well as newspapers to consumers.

A recurring theme: digital marketing services
Many of the publishers we contacted are helping 

businesses reach consumers by means other than 
advertising, or plan to start doing so soon. A digital 
marketing services agency – situated in the publishing 
house or externally – would appear to be a ‘no-
brainer’, a business area that is obviously well-suited 
and potentially lucrative for news publishers.

Offering the widest possible range of services – 
from Google AdWords to websites to social media 
management – seems to be a good tactic for keeping 
competitors, who usually specialise in one area or 
another, at bay. Some publishers say re-selling white-
label services from remote providers is the more 
profitable path; others argue that more profits and 
other benefits can be derived from fulfilling services 
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ad revenue. (The site will continue with a Catholic 
fraternal organisation as its new partner.)

That naturally made us slightly nervous that a similar 
fate might befall STAT, despite what Executive Editor 
Rick Berke told us about Globe owner John Henry 
giving it lots of time to establish itself. Fortunately, at 
this writing, there are no signs of upheaval at STAT. 
In fact, it recently announced it will launch several 
additional e-mail newsletters.

The 'e' in e-commerce does not mean 'easy'
As we heard from RCS in Italy and Germany‘s 

Südkurier, e-commerce has its own challenges. “A lot 
of money is needed for customer acquisition. Also, 
the profitability is lower than advertising,” Alceo 
Rapagna at RCS told us. In Germany, Michel Bieler-
Loop said Südkurier’s e-commerce operation is a 
slow mover.

This is where we are reminded of the phrase, “If 
your name is Amazon…”. As fortune.com’s Jeff 
Jordan pointed out in an article in October 2013, 
economies of scale are key to the success of Jeff 
Bezos’s behemoth. Following Rapagna‘s premise: If a 
large investment is needed to acquire each additional 
customer, then you need to derive as much revenue 
as possible from that customer – usually by offering 
a large number of goods and thus increasing the 
likelihood that he/ she will find lots of things to 
buy. That is a solution to the problem of low profit 
margins too, of course.

Thus it’s not surprising that RCS treats e-commerce 
as an interesting but experimental revenue stream. It 
and Südkurier try to differentiate themselves from 
the Amazons of the world by offering goods that are 
difficult or impossible to find elsewhere, exploiting 
synergies with editorial content, and trading on the 
power of editorial brands.

Explore all logical possibilities
Here are some major takeaways from the report:

Obviously, there is no ‘silver bullet’ revenue • 
stream out there that publishers can latch onto to 
create a sustainable business; hence the urgency 
of exploring all logical possibilities.
That urgency must come, however, from a bold • 
but thoughtful leader who brings a vision of 
change far broader than ‘a tweak here and a tweak 
there’. In all the successes profiled here, that type 
of leadership is indeed a common thread.

internally. Some publishers use a combination of 
those two tactics.

Regardless, a major challenge lies in distilling the 
complex area of online marketing into a set of clearly 
defined service offers that salespeople can readily 
sell to businesspeople with little or no technical or 
marketing background. That requires strong marketing 
skills on the part of the agency and intensive training 
programs for salespeople. Also, digital services clients 
demand to be shown clear return on investment, so 
good reporting is essential. Of course, an element 
of risk remains. For instance, some regional and 
local markets are not ready to support full-service 
digital agencies. Thus, any move into the area is best 
preceded by careful market research.

STAT going strong despite upheaval at Crux
Just as we were finishing the report, which includes 

an extensive Q&A about STAT, The Boston Globe’s 
ambitious health and medicine site, came news that 
The Globe will stop supporting Crux, its niche site 
about the Catholic Church, because of a lack of 

The 92-page report was researched and 
written over a period of several months. 
Topics include diversification, events, digital 
marketing services, e-commerce, and video.

It includes 14 case studies, including The 
Dallas Morning News, NOZ Medien (Germany); 
Boston Globe Media, Texas Tribune, FT Live, 
Grupo Nación (Costa Rica); Le Télégramme 
de Brest (France); Süd kurier (Germany); 
Johnston Press, Archant, RCS (Italy); and 

WAN-IFRA Report examines 
revenue streams

FAZ (Germany). It also 
includes numerous 
pieces of advice from 
experts in the field.

The report is available 
free of charge to WAN-
IFRA members and is for 
sale to non-members. 
See [www.wan-ifra.org/
revenue_report] for 
details.
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Simply managing the decline of the legacy • 
business while hoping that digital revenue makes 
up for it is a doomsday scenario. As Dallas 
Morning News publisher Jim Moroney says: “To 
create a sustainable business model, you have to 
have growth.”

What‘s the commercial potential?
Here are more detailed takeaways:

The commercial potential of any new journalistic • 
activity must be given at least as much weight as 
the editorial impact. The longstanding process at 
news publications, which started with journalists 
deciding what to cover and potential advertising 
sources considered as an afterthought, must be 
turned on its head, Gordon Borrell, CEO of 
Borrell Associates, told us.“Now you need to 
flip that model so it is a collaboration of news 
and advertising to see if it can be done. That’s an 
essential component of the process of deciding 
what to cover, even if it is going to disagree with 
a lot of journalists to be part of an advertising 
decision,” he said.
New digital businesses/verticals/activities are • 
increasingly being managed separately from the 
legacy business. STAT, for instance, is separate 
from The Boston Globe newspaper, though they 
share content. “STAT’s creation as a separate 

company from The Globe grew out of my view 
– and the belief of editorial and business leaders 
at The Globe – that a news organization can be 
most nimble when it is built organically for the 
digital age,” Globe owner and publisher John 
Henry explained when the site was launched. 
Events are a natural extension of a publisher‘s • 
brand and its editorial might. Start small. Learn. 
Then grow. Scalability is a big advantage of events 
over other potential areas of diversification. A 
media company can start, for instance, with an 
awards dinner for the best local entrepreneurs, 
which goes with an annual editorial supplement, 
on-stage fireside chats, or a roundtable on the 
future of the real-estate market, and grow from 
there. 
Turning video investments into incremental • 
revenue is a core challenge for publishers. 
Additional revenue streams are available by 
distributing through an app on platforms like 
Apple TV, Amazon Fire TV, Spotify and local set-
top box providers. Other streams can come from 
sponsorships, branded content, and content 
partnerships. 

(This article was originally published in the April-May 2016 edition of 
World News Publishing Focus, the bi-monthly magazine published 
by WAN-IFRA.)

Developing new products for advertisers, taking an innovative approach to holding events, and finding ways to monetise new kinds of content such as 
video have all beocme important for publishers today.
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BY SPECIAL ARRANGEMENT WITH WAN-IFRA

How did we arrive at this situation and more 
importantly, what can be done about it? The 
good news is premium publishers are trusted 

brands and have an opportunity to build on that trust 
– through communication, transparency and taking 
control of the ad experience. 

Rewind back to April last year and the WAN-IFRA 
team was getting ready to launch our Data Privacy 
Report. Its basic tenet was that consumers’ concern for 
their online privacy was growing and that publishers, by 
being open and transparent, could turn privacy policy 
into a competitive advantage. To be honest, while 
we were working on that report, it was evident that 
the industry interest was limited. And it didn't really 
mention adblocking. 

In April 2016 there are few publishers – at least in 
the West – who are not acutely aware of consumer’s 
concerns about being tracked online. Because they 
have told us so. An estimated 200 million+ users in 
the world have downloaded an ad blocker to shield 
themselves from increasingly intrusive advertising, 
which interrupts the reading experience, slows down 
site performances, and gobbles up data about what 
they do online.

Publishers must consider readers' perspectives
Publishers can no longer afford to close their eyes to 

their readers’ perspectives about the ad experience they 
deliver – and the tracking that goes with it – because 

A wake-up call: Recoup 
trust, revenues  

The publishing industry appears to be facing a crisis, at least partly of its own making. In some markets, 
more than a quarter of online users are so fed up with online advertising that they’ve opted to download an 
ad blocker. In this excerpt from WAN-IFRA’s newly published report on ad blocking, Cecilia Campbell, the 
lead author, examines some of the reasons for this growing crisis and what publishers can do about it

the inevitable consequence of that affects the bottom 
line.

While brands and advertisers are losing access to 
their potential customers – indeed the young, male, 
tech-savvy audience is becoming something of a blind 
spot in some markets – publishers are the stakeholders 
hit in the pocket. Even quality publishers who take an 
active role in protecting their readers’ data must take 
action as they will be caught in the crossfire of those 
same readers reacting to practices of less scrupulous 
websites elsewhere.

Little wonder, then, that the gut reaction of many 
in the publishing industry has been to go after the 
enablers of the current crisis, the ad block companies 
themselves. In Germany, a handful of court cases has 
been brought forward, in particular against Eyeo, the 
company behind the most downloaded ad blocker, 
Adblock Plus. In fact, judgment in the first one was 
passed almost exactly a year ago. In that case – as in 
subsequent ones – the courts have found consumers 
to have every right to install and use ad blockers. In the 
most recent case, the judge even told the publisher it 
was up to them to innovate.

The thing is, no matter how publishers feel about 
ad block companies – or the users who download 
the software – markets tend to regulate themselves. 
Remember email marketing back in the 1990s? 
Marketers suddenly woke up to the amazingly personal, 
not to mention cheap, way of reaching huge groups of 
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consumers: Send an email! It worked for a few years (if 
that, in fact). Consumers were understandably incensed 
at being bombarded with unsolicited messages.

And where there’s a problem there’s invariably an 
entrepreneur. Enter companies like Spamhaus, who 
created lists of bad actors, based partly on what people 
marked as spam. Their business model was to sell those 
lists to email service providers, who would then block 
the offenders. Sound familiar? Email marketing has 
of course come full circle, and today many publishers 
build great relationships with their readers through 
daily inbox round-ups of the news they want.

In the (equivalent) current ad block situation, the 
offenders are all the stakeholders in the advertising 
value chain – and that includes publishers. Brands, 
agencies, ad tech (including ad networks as well as 
many of the tech companies who have built their 
businesses on leveraging user data), and publishers 
have all contributed to a situation where users frankly 
have had enough. This may be anecdotal, but several 
people we talked to in the publishing industry admit to 
using ad blockers themselves. What does that tell you? 

Get in the driver's seat
The basic message is take control and clean up. It’s a 

tough one to respond to, not least because it involves 
forgoing short-term financial gains and focusing on 
the only thing that really matters long-term: keeping 
readers. 

Here’s the thing: none of the research done indicates 
that consumers (on the whole) are against online 
advertising per se. What they object to is the intrusion 
and interruption it carries with it today. From a 
publisher’s point of view, the easiest aspect to tackle 
should be cleaning up the ad formats you serve your 

users. And there may be an opportunity to sell what 
you’re left with at a premium – on desktop as well as 
mobile.

Mobile is serious business at Schibsted in Sweden. 
At flagship title Aftonbladet, mobile ad revenues 
outperform print advertising. Schibsted surveyed some 
37000 of their mobile users in the first half of 2015. 
The survey participants were exposed to 30 campaigns 
from 10 global brands in three formats; static image, 
rich media and video. The result showed that compared 
with video and rich media, a single static image is the 
advertising creative that will most likely trigger mobile 
users to buy a product. 

Schibsted’s result shouldn’t come as a surprise. It’s 
in line with what Internet users in general have been 
saying: Ads that move and cover the content are bad, 
and are part of the problem that’s led to the huge ad 
block uptake. The point is that armed with insights 
like this, publishers have an opportunity to convince 
advertisers and agencies to go for creatives that their 
target audience a) doesn’t object to, and b) actually acts 
on. Furthermore, publishers who can show proven 
effectiveness should also be able to charge a premium.

This leads us to a basic economic premise: supply 
and demand. If a premium publisher creates scarcity 
of ad placements, demand should go up and CPMs 
(or whatever metric is used) should follow. From 
the advertiser’s point of view, their message is then 
presented in a less cluttered environment where 
users are more likely to see and engage with it. Most 
importantly, users would be happy with the advertising 
experience and be less likely to Google “ad blocker.” 
And looking at it long-term, the publisher is building a 
lasting relationship with the user, who in turn maintains 
his trust in the publisher’s integrity. 

Of course, as a publisher, the challenge is to keep 
your cool and not worry that some advertisers may go 
and buy huge pop-ups from the competition. Which is 
why collaborations such as one in Sweden have come 
about, where everyone agrees on a set of formats and 
(it is hoped) sticks to them.

Time to focus on contextual advertising?
The second, and probably more challenging, aspect of 

taking control is getting on top of how to protect your 
users’ data and keep third-party ad tech players in line. 
The latter is a tough nut. On the face of it, the obvious 
answer would be to bring ad serving in-house, but that 
remains unrealistic for all but a very few publishers. 

AD BLOCKING
Implications and strategies for publishers
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 An all too familiar symbol publishers have become wary of.
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Looking over how publishers sell programmatically 
would be a start.

There also is an opportunity here around contextual 
advertising. Of course there’s nothing to say publishers 
cannot include some of the first-party knowledge they 
have of their customers’ behaviour and preferences to 
add value to that. The key is to put safeguarding and 
respecting your audience at the front and centre of 
everything you do.

To that end, it might also be time for publishers to 
give customers more control over their own advertising 
experience. A first step would be to give them a direct 
and easy way to give feedback, not just through a 
customer service department, but actually on each 
page, in conjunction with the offending ad(s).

Another opportunity could be letting users create 
their own profiles, in which they can set up preferences 
for what categories of marketing information they are 
interested in – on quite a granular level both in terms 
of topics and time periods. 

For all the talk of data, your customers are actual 
people. They will respond to how you treat them. 
They may respond to explanations about the cost of 
good journalism and the value exchange. But first and 
foremost, they need to know that you’ll protect their 
interests and that you care about and control what is 
published on your website, as well as who has access 
to the underlying data. If we’re to stop more people 
from resorting to ad blocking, everything must flow 
from this: trust.

Those interested in this topic should also bookmark 
WAN-IFRA’s Ad Blocking microsite, where you 
will find not only the latest posts on the topic and 
information from events such as Ad Blocking Action 
Day, but also curated links to the latest stories around 
the world about ad blocking. See [www.wan-ifra.org/
adblocking].

(This article was originally published in the April-May 2016 edition of 
World News Publishing Focus, the bi-monthly magazine published by 
WAN-IFRA.)

In April, WAN-IFRA published a 76-page report titled Ad Blocking: Implications and 
Strategies for Publishers. The report looks not only at the state of ad blocking and why 
people install ad blocking software but also at a number of case studies from Sweden, 
France, Germany, the Netherlands, Norway and the United States to see how some 
publishers are taking action by listening to their readers’ concerns about intrusive 
advertising and then making the necessary adjustments to regain their users’ trust. 
The report is available free to WAN-IFRA members and is for sale to non-members. 
See [www.wan-ifra.org/ad_blocking_report].

AD BLOCKING
Implications and strategies for publishers

WAN-IFRA Report: Best-practice cases, expert advice 

The Wire has announced the appointment of Pamela Philipose as its Public editor, a position  created 
to add a new layer of  transparency and accountability to the organisation’s editorial functioning. She 
will function independently of The Wire's editorial structure and her mandate will be to examine and, 
where appropriate, investigate complaints and concerns that readers may have about its coverage. The 
Wire says it will undertake to publish her views on its coverage without editorial interference.

With the appointment of Philipose, The Wire becomes the second Indian media organization (after 
The Hindu) to appoint a Public editor, and the first purely digital publication to do so. She will formally 
assume her duties at the end of September. 

One of India’s most experienced and respected journalists,  Pamela Philipose began her career 
with The Times of India and was until 2014 the director and editor-in-chief of Women’s Feature Service. 
She has since worked as a senior fellow with the Indian Council of Social Science Research to research 
contemporary trends in the mediatisation of Indian society. She was an advisor to the Media Task Force 
of the Government of India’s high level committee on the Status of Women Report. 

Earlier, Philipose was senior associate editor with The Indian Express, anchoring the edit page and 
writing commentary on a range of issues. She was awarded the Chameli Devi Jain Award for Outstanding 
Woman Journalist in 1999 and the Zee Astitva Award for Constructive Journalism in 2007.   
                       (Courtesy: The Wire)

Pamela Philipose to be Public editor, The Wire

<
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Today, one of the key challenges for printers 
is to control costs without compromising 
print quality or speed of operations. This is 

definitely not easy when images come in with large 
variations in quality and consistency, such as in the 
newspaper production environment.

In most newspaper houses across the Indian sub-
continent, the source of input images varies from 
pictures scanned from old archives to photos shot 
with low-end digital cameras and mobile phones. 
As a result, the quality of source images available 
for newspapers is generally below average, at best. 
Further, all kinds of formats are used. This makes 
it extremely difficult to maintain consistency in the 
images featured.

Arkitex Enhance IntelliTune is an intelligent, 
production-minded software solution aimed at 
newspaper printers that use large quantities of 
different quality images, arriving from a wide variety 
of sources. It is special to the newspaper market as 
the preferred tool that quickly improves images in 
an automated process. The results on the press are 
high-quality images with a consistent look and feel 
throughout the whole publication.

The software specialises in making pictures 
even more eye-catching by automatically applying 

An intelligent, production-
minded software solution

Agfa’s Arkitex Enhance IntelliTune, brought to you by TechNova, raises your pictures to a standard 
of perfection, for every platform: web, print and mobile. IntelliTune analyses every image to improve 
print quality

corrections for each of the channels. IntelliTune 
works with web, print and mobile, by analysing the 
tone, colour and spatial characteristics of the images. 
It improves contrast and removes noise. It sharpens 
details, makes skin tones more realistic and improves 
general clarity. Most importantly, it does this not by 
applying a one-size-fits-all technique, but by analysing 
each and every image individually, quickly and easily.

Newspapers traditionally have a team of people, 
dedicated to the time-consuming and tedious 
task of scanning and correcting images. By using 
ArkitexIntelliTune, newspaper houses can instantly 
automate the entire image scanning and correction 
process, making it faster and less labour intensive, 
resulting in improved productivity and efficiency.

IntelliTune comes in two variants, one that works 
on a Mac and one that works on a PC. Both the Mac 
as well as Windows versions have identical image 
processing capability, and customers can select either 
version depending on their IT infrastructure and 
platform preferences.

In India, TechNova has been working with 
customers with specific requirements and helping 
them evaluate ArkitexIntellitune within their printing 
conditions and environs. According to Amit Khurana 
of TechNova, the results have been very encouraging. 
Khurana also adds that the Indian newspapers have 
the need for stunning visuals on every page each day, 
as an element of differentiation. Arkitex Enhance 
Intellitune, fulfills this need perfectly.

According to Khurana, “ArkitexIntelliTune offers 
newspaper printers three distinct advantages: It 
quickly and automatically converts low-quality images 
to acceptable print resolution, ensuring consistent 
look and feel of images, irrespective of the original 
image source. Moreover, due to the automated 
image correction process, a much smaller team is Before and after images showing intelligent noise reduction.
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now required in the colour correction department, 
resulting in improved efficiency.”

KEY FEATURES

Automatic image enhancement
- Improved contrast and highlight control without 

altering overall tonal and colour balance
- Advanced sharpening intelligently compensates 

for previously applied sharpening tools and maintains 
integrity of tones
- Improved noise removal corrects artefacts, typical 

in digital camera files and mobile devices

Easy-to-use tools
Automatic colour and artefact corrections, 

intelligent sharpening, smoothing, noise reduction 
and interactive editing capabilities make it an easy-
to-learn, and easy-to-use software. In fact, it almost 

eliminates the need to switch to Photoshop for 
standard and repetitive image editing.

Adaptive contrast enhancement
Adaptive Contrast Enhancement (ACE) gives results 

that put Arkitex Enhance IntelliTune way ahead of its 
competitors. It processes images with details in both 
highlight and shadow areas, and preserves the details 
in both. ACE also brings out the details, even better 
than USM. Images look sharper and clearer than ever 
before.

Resolution-independent sharpening
In most cases, the need for image sharpening 

is dependent on the source file. The same level 
of sharpening is not needed on a photo clicked 
by a journalist, as compared to a photo clicked on 
a mobile phone camera. IntelliTune applies the 
sharpening, smoothing and noise reduction, taking 
into consideration the resolution of the original image. 
This ensures that a range of images from different 
sources share the same look and feel, independent of 
how these images were captured. 

Intelligent image processing
The secret of IntelliTune’s success is Multi-

Dimensional Processing (MDP). MDP brings together 
years of Agfa’s experience in analog and digital image 
capture, photographic and raster image processing, 
screening technology, colour management and image 
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Before and after images showing advanced skin tone filtering in 
IntelliTune.

A screen shot showing how selective colour correction can be carried out.
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output. MDP analyses spatial quality and geometry, 
as well as tonal characteristics and colour values. This  
helps it to identify where sharpening was previously 
applied, to prevent excessive sharpening.

Automated PDF processing
- Enhancing flattened images: IntelliTune 

automatically recognises flattened images and 
intelligently recreates the original unflattened images 
to ensure flawless and full enhancement
- Intelligent Similarity Correction: Some PDF 

creation software superimposes a cropped version 
on top of the original image, which can give rise to a 
spurious discontinuity
- Arkitex Enhance IntelliTune recognises such 

instances and ensures both images are given identical 
correction

Support for multiple file formats
Traditionally, the image files in the newspaper 

production houses come from a variety of sources. 
As a result, there is no consistency in the quality as 
well as in the image formats used. Arkitex Enhance 

IntelliTune's PDF processing option enables script-
based processing of RGB, CMYK and Greyscale 
PDF files. Embedded ICC Profiles can be used, 
ignored or overwritten. Arkitex Enhance IntelliTune 
also supports JPEG, JPEG encoded EPS, TIFF, EPS, 
PICT, PSD, BMP, and DCS 2.0 single file formats.

Intelligent interfacing
IntelliTune offers a large scope of interfacing 

possibilities, including tight integration with Arkitex 
Production workflows. It has an easily scalable 
configuration facility which enables a wide range of 
workflows to be constructed. 

Memory colours
IntelliTune features Selective Colour Correction, 

which applies automated memory colour corrections. 
Presets including Nature, Landscapes and Architecture 
can be applied to generate the appropriate look and 
feel for special images. Users can even select a source 
and target colour, to be defined for upto 8 different 
colours.

(This article is a press release from TechNova.)

<
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WoodWing Content 
Station 10 is launched

WoodWing’s Content Station 10, the new HTML5-
based version of its editorial management application, 
is now available. As the central dashboard of 
WoodWing’s multichannel publishing system 
Enterprise, Content Station allows publishers to drive 
and control content creation and production processes 
from a single point of truth. As the industry moves 
away from Flash, Content Station 10 allows publishers 
to future-proof their mission-critical systems. The 
new version offers an outstanding browser-based 
user experience and greater flexibility, and will help 
ease implementation. 

The industry’s migration away from Flash represents 
a significant trend. It’s a response to security issues, 
device dependencies, limited usability and the fact 
that browsers are moving away from Flash. The trend 
led to WoodWing’s decision to re-create its editorial 
management application Content Station using 
the latest HTML5. Content Station 10 emphasises 
optimal usability and minimising data traffic. As a 
result, Content Station 10 offers a consumer-grade 
user experience along with excellent performance.

Navigation in Content Station is easy, since users 
can utilise the environment they are most familiar 
with: their web browser.  They can also use common 
browser features such as bookmarks, tabs and 
history.

Content Station 10 is responsive and displays 
perfectly, even on the iPad. Offering the same 
functionality on the iPad as on the desktop, the new 
version provides publishers with new opportunities 
to define workflows. Editors on the move or external 
contributors using an iPad can create dossiers for 
projects, upload text and images, write articles and 
sign off on content – just as if they were at their 
desk.
“Publishers strive for ever-increasing efficiency of 

their processes and better rate of return from the 
systems they use. They want to work smarter and 
faster, and they want future-proof technology that 
imposes no limits,” says Roel-Jan Mouw, CEO of 
WoodWing Software. “Feedback from beta users 
assured us that Content Station 10 meets all these 
requirements and that we are on the right track.”

The previous version of Content Station and 
Content Station 10 can be used in parallel seamlessly. 
Customers can implement Content Station 10 step by 
step, according to their individual requirements. Since 
the new version is browser-based, there is no need to 
install software on individual machines. WoodWing 
will provide bi-weekly updates and will continously 
add new features to Content Station 10. Customers 
with a valid maintenance agreement will get the new 
version and the ongoing updates at no charge.

More information can be found at www.
woodwing.com/en/multichannel-publishing and  in  
WoodWing’s product blog. In a introductory webinar 
on September 15, WoodWing will explain and demo 
how newspaper publishers, magazine publishers as 
well as textbook and corporate publishers can benefit 
from the new version of Content Station 10. The 
registration for this webinar is available on woodwing.
com.

O Globo banks on 
manroland for updates

The Brazilian publishing and printing giant O Globo 
was providing visitors to the Olympic Games in Rio de 
Janeiro with “news at the moment”. O Globo Olympic 
was what they called the daily special edition, which 
was distributed in the busy Olympic Park, among 
other locations. The Brazilian newspaper is a leader 
in the International Newspaper Color Quality Club 
2016-2018 (INCQC), particularly in the discipline of 
Print Quality. 
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Content Station 10, the new HTML5 based version of WoodWing´s 
editorial management application, enables publishers to future-proof 
their essential publishing systems.



Industry Updates

24 September 2016SurveyRIND

O Globo is one of a variety of newspapers produced 
on manroland web systems presses, which have 
made the jump to membership of the exclusive Club 
of the WAN-IFRA. O Globo has been printed on a 
Geoman press since 1998, which remains today one 
of the longest newspaper printing configurations 
in the world. The printing system avails of regular 
updates that are realized by the manroland web 
systems service professionals. 

manroland at PrintExpo
manroland Web Systems showcased its digital 

finishing solutions at PrintExpo 2016 in Chennai. The 
Expo, which covered pre-press, press, print finishing 
and converting, provided customers venturing into 
digital printing a good platform to get a complete 
end-to-end solution. manroland also exhibited 
its offering in print consumables with the brand 

name, Printcom. Blankets for the offset presses were 
also on offer. Rollers and chemicals are likely to be 
launched soon.

Kodak Prosper inkjet heads 
power SPH variable data

By installing Kodak Prosper Inkjet heads on the 
original newspaper printing press, Singapore Press 
Holdings (SPH) prints variable data, including texts, 
graphics, bar codes and QR codes in black or red 
on the specified area of each piece of newspaper, 
without shutting down the press or changing plates

It means that the newspaper and advertisers are 
able to use this solution to produce personalised 
content, such as unique passwords for lucky draws, 
coupons and promotions for every reader.

According to SPH, the communication between 
the brand owners and reader will be more efficient 
and flexible. In addition, the readers will enjoy a new 
experience of interaction.

Says Cai Guoling, executive vice-president and 
chief manager of Marketing, SPH: “Leveraging 
the new technology, the brand owners can deliver 
different promotion information to readers at the 
same day. It helps to improve the effectiveness of 
communication and interaction of 1: 1, resulting in a 
successful promotion”.

The luck draw, Know the World at a Glimpse, is a 
perfect application of variable printing technology. 
The special advertising with lucky draw password 
was printed on ZaobaoNowthrough the week. The 
password is unique in every copy of the newspaper.

Carlsberg partnered with The New Paper in this year's 
European Football Championship. With variable print 
technology, readers were able to participate in similar 
prize contests over the course of the championship. 
One interesting one was where the readers could select 
the most powerful combination of their choice from 
four national teamsin a special ad in The New Paper. If 
the selected combination matched the sports editor’s 
choice, the winner had the opportunity to win tickets 
to watch the championship semifinals live.

Says the Printing Production manager, K Seharan, 
a veteran with 27 years of newspaper printing 
experience: “It would have been impossible to print 
unique content on so many copies without Kodak’s 
Prosper Imprinting Systems. Previously we had to 
insert additional pages into the newspaper manually, 

O Globo Olympic: Turned out to be ideal reading for sport fans in 
the Olympic Park in Rio de Janeiro.
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A discussion on at the manroland booth. 
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which is time-consuming and labor-intensive. But 
Kodak’s inkjet heads have not only helped us to 
streamline operations by being more productive, but 
also opened up a new set of possibilities altogether. 
The new solution doesn’t sacrifice newspaper printing 
processes or speed. More than 1000000 copies are 
printed efficiently daily to meet the rigorous demand 
of newspaper deadline.”

Hong Kong newspaper opts 
for WoodWing solution

A new weekly newspaper launched in Hong Kong, 
HK01 is a multichannel project and is available in print 
and on the web, as well as on tablets, smartphones and 
on social media. The title is accompanied by a monthly 
and two weekly magazines. All content is produced 
in an efficient workflow based on WoodWing’s 

multichannel publishing system Enterprise, and 
the digital asset management solution Elvis DAM. 
Both applications are deployed in a virtual private 
cloud environment based on Amazon Web Services 
(AWS).

Published by the media holding WeMedia01 (HK), 
HK01 is a smart offer of daily, weekly and monthly 
content in digital and print formats. The four sections 
of the printed weekly newspaper offer articles about 
local and global developments in politics, business 
and finance, and engages readers with aspirational 
content in fashion, beauty, travel, culture, technology 
and more. It also includes feature stories about people 
from all walks of life. The initial print run is 100000 
copies.

HK01’s wide range of digital offerings presents 
up-to-the minute news, long-tail stories, insights and 
analysis of issues from local to around the globe. 
The accredited editorial team aims to provide the 
community with trusted news, analysis, data and tools. 
The website, launched in January this year, attracted 
300000 page views in February. The Facebook page, 
started in December last year, has attracted more 
than 112000 fans. HK01 is also available on tablets 
and smartphones.

The newspaper is accompanied by two weekly 
magazines. Being Global features stories and powerful 
photography with coverage on global news and 
business, as well as culture, innovation and sports. 
The other weekly magazine, Being HK, offers 
features from local community to address society 
issues on everyday living with focus on preserving 
and protecting our living space. The monthly ladies 
magazine Being Ms covers everything from styling 
to well-being, providing insights for women from 
women.
“HK01’s high-quality content across multiple 

platforms enables us to highly engage with our 
audiences on a daily basis,” says Lung King Cheong, 
editor-in-chief at HK01. “This goal led to high 
requirements for the production environment. We 
needed a flexible solution and dedicated partners to 
build the entire newsroom from scratch. WoodWing 
and its partners were on board from the very 
beginning and helped us substantially in maintaining 
our tight schedule.”
“We congratulate WeMedia on the successful 

launch of this ambitious project,” says Roel-Jan 
Mouw, CEO, WoodWing Software. “The launch 
represents a special milestone for WoodWing. HK01 

Kodak's inkjet heads have helped to streamline operations by being more 
productive.
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hybrid workflows. Integration tools such as MasterQ 
combine and control production planning for offset 
and digital printing. For customers, manroland offers 
the entire package, thinking across platforms and 
providing the technologies needed for industrial 
digital and offset printing processes.

Why is automation so worthwhile? With a high 
level of automation, printing presses can produce 
independently and reliably. The printer monitors 
the process and ensures quality. manroland web 
systems is close to this aim with the new operating 
concept and the fully automatic plate – (APL and 
APl logistics) and reel handling (Aurosys). These and 
many more features are integrated into Pecom-X. 
The umbrella brand from manroland web systems 
combines all networking and automation functions 
for printing companies. Pecom-X structures the core 
competencies and divides the overall networking 
and automation offering into clear product groups. 
At five levels, the innovative software and hardware 
products from manroland web systems play their role 
in achieving efficient, economic print production 
and finishing.

As a self-learning system, Pecom-X can be retrofitted 
and integrates all stages of print production. This 
ranges from process-optimised evaluation and 
diagnostics to networking and production planning 
and operation with all its pre-settings through to the 
production process including all control functions 
and its control. manroland web systems presents 
new products that ensure production reliability right 
now and will continue to do so in the future.

Everyone can benefit from groundbreaking 
automation solutions: With a retrofit or upgrade, 
they can be integrated perfectly into existing offset 
production environments. The current Pecom-X 
generation makes even more extensive networking a 
reality. The new operating system controls the offset 
press and transforms the operator into a pilot who 
monitors all production processes from a central 
touch screen. Whenever mobility is the key factor, 
the printer simply uses the MobilPad control console. 
Fully automatic plate- and reel handling facilitate 
work and speed-up processes. The Inline Control 
Systems boost productivity. The offer includes inline 
control functions for ink density, color register, cut-
off register, fan-out, and spectral control.

Digital printing in an industrial dimension: 
manroland web systems has already realised this 
goal with many of its customers. The products 

is the first newspaper customer in Hong Kong China, 
and the first customer worldwide that runs a truly 
multichannel newsroom based on Enterprise and 
Elvis DAM in an AWS environment.” WoodWing’s 
Digital Services division, based in Kuala Lumpur, 
provided comprehensive consulting. In addition, two 
WoodWing partners were involved in the project: 
Serioustec of Kuala Lumpur and GrandTech of 
Hong Kong.
“HK01 represents the state-of-the-art in modern 

publishing technology,” says Bruce Persaud, managing 
director, Serioustec. “WoodWing’s solutions are the 
most innovative in the market, and the private cloud 
approach on AWS offers enormous advantages in 
terms of cost efficiency, scalability, availability and 
flexibility.” All reporters, editors and designers are 
connected from their desktops or mobile devices to 
WoodWing’s applications on AWS. 

“WeMedia has an innovative multimedia concept for 
the content management and production workflows 
HK01 benefits from,” says Lok Wai Keung, technical 
director, GrandTech. “We are glad to have been 
involved in that project from a very early stage all the 
way to the successful launch of HK01 in print, web 
and social media, as well as on tablets and mobile — 
all created within just six months.” 

manroland focus on 
automation, networking

Who can best integrate hardware and software 
into my existing workflow? The skill is crucial to 
publishing houses and printing companies that are 
planning an investment project. Only with a highly 
automated, integrated workflow printers can realise 
business models and production processes that are 
profitable both in the short and long term. This 
applies to book, newspaper, and advertisement 
printing, in web offset and digital.

manroland web systems has made a mark as one 
of the leading integration partners in the printing 
industry. The philosophy of the German company: 
they do not offer isolated solutions, but instead link 
complete printing systems based on their expertise 
in folding technology and workflow networking. The 
results are non-stop production processes in offset 
printing, as well as digital print workflows with the in-
house Inline-Finishing development for some years 
now. The software products put in use are tailored to 
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Strong figures and a very successful drupa in Düsseldorf for press 
manufacturers characterised Koenig & Bauer’s second quarter.

gives us ample security to raise our targets for 2016 
despite existing economic and political turbulence. 
We now expect an EBT margin of around 4 pc with 
group revenue between €1.1 and €1.2bn.”

A rise of 30 pc in revenue compared to 2015, solid 
capacity utilisation at KBA’s facilities and cost savings 
from the restructuring programme completed 
at the start of the year had a positive impact on 
earnings after six months despite high trade show 
and development costs. EBT improved to €20.7m 
compared to the prior-year loss of –€8.3m. A slightly 
negative interest result of –€2.9m led to a group pre-
tax profit (EBT) of €17.8m. After deducting income-
tax expenses, group net profit came to €17.2m (2015: 

–€9.3m). This corresponds to earnings per share of 
€1.05 (2015: –€0.55).

The increase in inventories for the sales volume 
anticipated in the second half of 2016 and the rise 
in receivables following higher deliveries strained 
the net inflow of funds. Nevertheless, compared 
to the prior year (2015: –€28.9m) cash flows from 
operating activities improved markedly to –€10.6m 
thanks to the company’s solid earnings. The free cash 
flow stood at –€14.4m, compared to –€25.2m twelve 
months ago. Funds at the end of June 2016 came to 
€168.7m. Less bank loans, KBA’s net liquidity stood 
at €154.5m. Despite a group net profit, a decrease in 
the discount rate for domestic pensions from 2.4 to 
1.6 pc led to a slightly lower equity ratio of 25.5 pc 
(end of 2015: 26.5 pc). 

Trade show drupa brought in orders in the triple-
digit million euro range for KBA’s largest segment, 
Sheetfed. Around a third of these orders were 
already visible in the group’s figures for the second 
quarter and the other two thirds will be booked in 
the coming months. At €290.8m order intake with 

hailing from Augsburg have automated the digital 
workflow to the extent that it produces high print-
runs with full flexibility and efficiency. Central 
software in the process is WorkflowBridge, which 
gives the FoldLine folding unit or the FormerLine 
book block solution clear work instructions. The 
software ensures high-volume finishing and overall 
production. WorkflowBridge coordinates everything 
from intelligent job changeover, printing, finishing, 
reporting, and monitoring, as well as the connection 
to MIS systems. 

Automation also prepares hybrid printing. Every 
print job received is immediately assigned to the 
production press that will achieve the greatest profit. 
Framework conditions of the job parameters or 
production conditions change? No problem: Because 
digital and offset printing systems are coupled in an 
overarching solution, referred to at manroland web 
systems as MasterQ. 

No doubt, conventional offset printing and digital 
printing will continue to merge in the form of 
hybrid production systems. manroland web systems 
software solutions assume the results in the areas of 
production planning, job definition, job management 
and preparation. They automate job planning before 
printing presses produce the printed products with 
all their automated workflows. Automation and 
networking is the manroland web systems mission.

KBA raises revenue, 
earnings targets 

Alongside a successful drupa trade show, the second 
quarter of 2016 for the Koenig & Bauer Group (KBA) 
was characterised by strong order figures, revenue and 
earnings. At €352.5m group order intake from April 
to June was up 17.2 per cent year-on-year, although 
the group’s figures for the quarter only contain around 
a third of orders placed at the trade show which were 
in the triple-digit million euro range. The catch-up 
effect will ensure additional stimulus in the second 
half-year as KBA traditionally only books orders that 
are fully documented and financially secure.

After six months group order intake of €618.8m 
was 1.9 per cent higher than the strong prior year. 
Revenue increased over the same period by 29.7 pc to 
€553.9m and order backlog rose 7 pc to €639.8m. Says 
KBA president and CEO Claus Bolza-Schünemann: 

“This is a solid buffer for the second half-year and 
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unchanged good margins was on track. However, 
given the weaker economy in some key markets it 
did not reach the prior year’s high figure of €368.1m. 
Revenue was up 22.1 pc to €291.7m compared to the 
previous year. Order backlog at the end of June came 
to €281.9m. Although all expenses tied to drupa and 
the development of a new digital sheetfed press have 
already been recorded as costs, segment profit rose to 
€8.6m (2015: €3.8m).

At €66m order intake in the Digital & Web segment 
was similar to that of the prior year. Revenue rose by 
over 75 pc to €64.5m with digital presses for the decor 
and corrugated markets making a key contribution. 
Order backlog remained solid at €71.8m. Although 
development expenses for the growing digital printing 
market impacted on earnings, the segment loss was 
reduced further to –€0.9m (2015: –€8.9m) thanks to 
a profit in the second quarter. This segment is well on 
its way to achieving its annual target of a profit.

The group’s export level rose from 84.9 pc in 2015 
to 86.1 pc; 28.4 pc of deliveries went to other parts 
of Europe, 14.1 pc to North America, 30.4 pc to the 
region Asia and the Pacific and 13.2 pc went to Latin 
America and Africa.

The KBA group is also confronted with unfavourable 
global economic conditions. Nevertheless, the positive 
book-to-bill ratio with a rise of 30 pc in group revenue 
in the first six months compared to 2015, high order 
backlog, a raft of promising customer projects and 
the growing service business, have prompted the 
KBA management board to raise its revenue and 
earnings targets for 2016. The management board is 
targeting a profit in its Digital & Web segment by 
the end of the financial year. The KBA management 
board is targeting a rise in group revenue above its 
initial planning to between €1.1 and €1.2bn as well as 
an increase in the EBT margin to around 4 pc.

Goss highlights benefits 
of web offset

Goss International Brazil recently sponsored and 
presented at one of the most important events in the 
packaging sector, the drupa panel. Attendees were 
provided with details of the latest Goss technology 
innovations, the current packaging market trends and 
how web offset printing was meeting and exceeding 
market demands. The event, organised by the 
Instituto de Embalagem, took place after drupa 2016, 

end-June. The agenda was focused around insightful 
presentations from a host of industry experts, 
detailing the latest products and trends within the 
packaging sector, specifically those announced at 
drupa 2016.

Vitor Dragone, general manager of Goss Brazil, 
presented details of the comprehensive Goss 
packaging portfolio, including the Sunday Vpak series 
and the recently acquired Goss Thallo hybrid systems. 
Dragone also discussed the many benefits and cost-
efficiencies of the web offset printing process versus 
other processes used by packaging converters.

Speaking about the event, Dragone says, “From 
our side, it’s really interesting to see how the debate 
on package printing has changed since our web 
offset systems were introduced. Web offset systems, 
and specifically those in Goss’ portfolio, have now 
proven to be robust and cost-effective solutions 
for short and medium run lengths. Customers and 
prospects have witnessed the clear advantages of high 
flexibility and uptime, whilst maintaining high levels 
of quality. Specifically, the modular hybrid system 
of the Goss Thallo allows converters to combine 
all of the benefits of web offset with the inherent 
advantages that flexo, gravure and digital can offer. 
This provides additional benefits to their businesses 
and helps them to continue to address today’s market 
requirements.”

Goss Sunday Vpak and Thallo web offset press 
models for folding carton, flexible packaging, pre-

Vitor Dragone, general manager of Goss Brazil, presented details of 
Goss’s comprehensive packaging portfolio.
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New strong business partners – manroland web systems and Dorrer 
& Englmeier (from left): Franz Gumpp, member of the Management 
Team Production, IT, Purchasing, manroland web systems; Alexander 
Englmeier, Operations manager Dorrer & Englmeier; Mehmet Kus, 
Eduard Maier, Ali Kocakahya, Fabian Hampel, Robert Müller, 
all Process mechanics, Dorrer & Englmeier; Franz Englmeier, 
Operations manager, Dorrer & Englmeier; Daniel Raffler, member 
of the Management Team HR, Legal, Business Development and 
Communications, manroland web systems. 

print and label applications are available in web widths 
from 20.5 to 75 inches (520 to 1905 mm) and print 
at speeds of up to 1500 feet (457 meters) per minute. 
Key features include quick-change sleeve adapter 
technology for efficient, cost-effective size changes, 
advanced offset inking, precise tension control and 
advanced pre-setting systems.

Dorrer & Englmeier, new 
partner for manroland 

Two strong partners in the metal processing industry 
are looking forward to their new cooperation on the 
premises of manroland web systems. The paint shop, 
which was previously run in-house, was taken over 
by the Dorrer & Englmeier coating centre on 1st July 
this year.

The Dorrer & Englmeier family business, which 
specialises in wet varnishing and powder coating, 
will from now on reside on the factory premises of 
manroland web systems GmbH. The printing press 
manufacturer is to benefit from the comprehensive, 
long-standing experience of the new partner. For 
this reason it was agreed to outsource the painting 
works completely to Dorrer & Englmeier in order to 
pool expertise and make use of the existing know-
how. With the expansion of their business operations, 
Dorrer & Englmeier will additionally act as a contract 
coater in Augsburg. 

The Power & Free plant of manroland web systems, 
which Dorrer & Englmeier will take over, offers 

fully automatic powder coating, wet varnishing, 
phosphate conversion coating as well as cathodic dip 
primer coating and a sandblast cabin. All of this will 
now also be available for new customers of Dorrer 
& Englmeier. The business expansion will create 
additional jobs in Augsburg.

The partnership with Dorrer & Englmeier is 
another step for manroland web systems GmbH 
towards optimising the in-house production 
processes, concentration on the core business and 
thereby securing the leading role in the web offset 
printing business. "We are happy to have yet again 
found a strong partner for our production,” says 
Alexander Wasserman, director of manroland web 
systems. "We not only offer Dorrer & Englmeier a 
site that is conveniently situated and well connected 
to the infrastructure, but we also gain a partner who 
ensures an optimal material supply and the realisation 
of our painting work." 

Dorrer & Englmeier and manroland web systems 
had signed the contract for the transference of 
the paint shop in May. A long-term framework 
procurement contract for the delivery of coated 
parts as well as rental contracts for the warehouse, 
manufacturing and administration buildings round 
off the collaboration. All co-workers employed 
by manroland web systems in the paint shop will 
continue their work with Dorrer & Englmeier.
"The collaboration with manroland web systems 

means an expansion into new business areas for us. 
We are proud to be a modern, growing company 
and are very happy about our new partnership with 
manroland web systems", the managing directors 
Franz and Alexander Englmeier of the Dorrer & 
Englmeier coating centre explain.

GMG launches matte 
OBA proofing media

GMG, a leading developer of high-end colour 
management and proofing solutions, has announced 
the launch of GMG ProofMedia studio OBA matte 
150. This is GMG’s first matte surface proofing 
media containing high Optical Brightening Agents 
(OBAs). It has been developed for highly accurate 
proofing and the closest visual match of commonly 
used uncoated production papers.

In the past, it was problematic for design agencies, 
pre-press and print companies to deliver a visual 
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match between proofs and prints, even with good 
colorimetric measurement, as matte proofing media 
contains no or too little fluorescence. The issue can be 
solved with GMG’s new high OBA contained matte 
150 media. Featuring fluorescent levels comparable to 
popular production papers, proofs printed on GMG 
ProofMedia studio OBA matte 150 deliver good 
visual matches to final production. This includes the 
FOGRA52 printing condition.

GMG studio OBA matte 150 not only contains 
high OBA, but also has a higher brightness level. 
As a result, OBA matte 150 provides a larger color 
gamut in highlight areas compared to many other 
proof media.

The main features of GMG ProofMedia studio 
OBA matte 150 are:

the surface and color characteristics make it •	
possible to achieve a visual match between proofs 
and prints for popular uncoated production 
papers
the FOGRA52 printing condition can be •	
simulated perfectly
the paper tint of L* 97; a* 2,5; b* -10 provides a •	
larger color gamut in highlight areas compared to 
most proof media
it is recyclable•	
it is available in 17, 24, 42 and 44-inch widths•	

Service push at 
KBA Web lounge

KBA Digital & Web boosted its service push 
at drupa with data glasses (KBA AR-DataGlass) 
and many other new offers. The KBA Augmented 
Reality Service unites the real and virtual world. 
KBA specialists can see exactly what the technicians 
are doing on-site in real time with AR-DataGlass. 
Intervention times are significantly reduced and there 
are no communication problems through bad phone 
connections. A raft of web printers value the option 
to receive help quickly and cost-efficiently when it 
comes to potential press errors.

KBA MobileConsole, a tablet compatible with 
industrial use as a fully mobile console with all 
operating functions, is also new and helpful. Operating 
and authority levels are the same as those at the press 
console. Press operators and maintenance personnel 
can make changes or corrections at the press from 
any position via the tablet.

First Xaar 1201 printers 
launched, in China

Xaar plc has announced that Guangzhou Xucheng 
Electronic Technolog is the first OEM partner to 
develop, and launch, wide-format inkjet printers 
based on the innovative new Xaar 1201 Thin Film 
piezo printhead. Xucheng, under the brand name 
Xu Li, has produced four wide-format, roll-to-roll 
eco-solvent printers with the Xaar 1201 and recently 
demonstrated two models — the X7-3207 and X7-
2007 — for the first time at ISE in Guangzhau, 
China.

Says James Zhao, general manager of Xucheng. 
“Xaar already dominates the coding and marking and 
ceramic tile inkjet printing markets and I am certain 
that with the Xaar 1201 we are entering a new era in 
the graphics industry. Xucheng is very proud to be 
part of this.”

The Xaar 1201, announced at drupa in June, is a 
versatile and compact greyscale printhead. It prints 
one, two or four colours, delivers a high level of quality 
and performance, and is capable of handling aqueous 
and eco-solvent inks. Designed for easy integration 

The Xaar 1201 printhead 
is set to make a mark in the 
graphics industry.

The KBA MobileConsole is a fully mobile console with all SW-based 
functions.
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by printer manufacturers, the Xaar 1201 features 
1280 nozzles jetting variable drop sizes to produce 
high quality graphics on a wide range of substrates at 
an apparent resolution of up to 1440dpi.
“The wide-format graphics market has been waiting 

for a flexible, high-resolution printhead which 
delivers the very best combination of photo quality 
and productivity, at an affordable cost,” says Bob 
Bobertz, director of Sales, Asia. “No other printhead 
comes close to producing the impressive levels of 
performance delivered by the new Xaar 1201 and we 
are not surprised by the response to this printhead 
from manufacturers around the world. Xucheng has 
moved quickly to take advantage of the new printhead 
and, in addition to their new eco-solvent printers, the 
company plans to introduce aqueous models using 
the Xaar 1201 in the future.”

Global Graphics unveils 
bilingual typeface 

A new bilingual Arabic-Latin language typeface 
developed in response to the fast growing Arabic 
market has been unveiled by Global Graphics’ font 
foundry URW++. Boutros-URW Franklin Gothic 
Arabic is the result of a unique collaboration between 
London-based Boutros, which has specialised in 
Arabic fonts since 1966, and URW++, designers of 
fonts for Mercedes Benz, Siemens, General Motors, 
Blizzard (Activision) and developers of the highly 
successful Latin face, URW Franklin Gothic.

The new typeface is a happy marriage whereby 
the clean lines of the Latin URW Franklin Gothic 
Arabic have inspired the development of the Arabic 
companion typeface. “The Arabic market has been 
fast-growing since the 1980s” says Mourad Boutros, 

“and bilingual typefaces are in demand.  Our aim is to 
work with professional type foundries like URW++ 
that have successful Latin fonts.  We worked the 
Arabic font design around their Latin font and the 
result is a modern, aesthetically pleasing Arabic face 

available in four weights, light, book, medium and 
demi.”
“Bilingual fonts need to be visually compatible with 

each other,” says Frank Steitiya of URW++.  “We 
took Boutros’s beautiful Arabic design and converted 
it into the OpenType/ TrueType Format.  We’ve also 
written supporting technical documentation so that it 
can be implemented successfully by graphic designers. 
It is suitable for virtually all communications from 
headlines to body copy in all bilingual Arabic-Latin 
languages.”

Boutros-URW Franklin Gothic Arabic is designed 
for maximum legibility, especially at small point sizes. 
The spaces between characters and between leadings 
have been condensed, giving high ‘x’ heights and 
wider white areas. This has made the new typeface 
especially suitable for setting body text in manuals, 
directories, dictionaries and the like.

The new typeface is based upon the highly acclaimed 
Latin typeface Franklin Gothic which was designed 
in 1902 by Morris Fuller Benton. It was named 
after Benjamin Franklin, one of the most prolific 
American printers. Franklin Gothic has been widely 
used in press and advertising applications for more 
than a hundred years. While some minor adjustments 
have been necessary to accommodate digitisation 
and changes in printing techniques, Franklin Gothic 
remains one of the most successful fonts of all time.

URW++ has established itself in the graphic design 
industry by continually developing and marketing 
innovative font and software products. 

Global Graphics develops software platforms 
for digital printing, digital document and PDF 
applications, including the Harlequin RIP. Customers 
include HP, Quark, Canon, Kodak and Agfa. The 
roots of the company go back to 1986 and to the 
iconic university town of Cambridge, and, today, 
the majority of the R&D team is still based near 
Cambridge. Global Graphics acquired URW++ in 
2015.

Grupo Gondi inks 
deal with Bobst

At drupa this year, leading Mexican paper and 
packaging manufacturer Grupo Gondi signed a large 
deal with Bobst and BHS Corrugated for the supply 
of eleven new production lines. The order will see 
equipment installed at existing Grupo Gondi facilities Varying shades of the bilingual typeface.
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in Mexico, as well as at green field sites over the next 
two years. The purchase includes two complete 2.5m 
wide corrugators designed by BHS Corrugated, a 
Bobst pre-print press line, high accuracy flat-bed 
Bobst die-cutters, and five automated Bobst folding 
and gluing lines. The delivery of the equipment will 
commence during the last quarter of this year.

Says Eduardo Posada, CEO, Grupo Gondi: 
“These investments will support the rapid expansion 
we are undertaking by updating and expanding 
our production capabilities with state-of-the-art 
technology and by adding the extra capacity we need 
for the near future. It means that we will continue to 
provide the market with the best possible packaging 
solutions while we also support the investments that 
our major clients are making in new plants in the 
region.”

Says Emilio Corti, head of Sheet-fed sales at Bobst, 
“With this third multi-machine deal, we continue to 
prove that our equipment and services are the right 
ones to support the ambitious growth plans of 
Grupo Gondi. The combination of our state-of-the-
art machinery, which is capable of meeting Grupo 
Gondi’s high standards for productivity and efficiency, 
with our strong local service provision, backed by 
our worldwide centers of excellence, has allowed us 
to continually support Grupo Gondi’s business. We 
are delighted to be the preferred supplier of one of 
the world’s fastest growing packaging groups and we 
will continue to work hard to warrant their business.”

Adds Lars Engel, managing director, BHS 
Corrugated: “Following the successful start-up of 
their latest corrugator designed by BHS Corrugated, 
at PiedrasNegras earlier this year, the order for 
two further lines reflects our ability to supply our 
customers with both performance and reliability. 
Through our local organisation we are able to ensure 
the best service and spare parts support for Grupo 
Gondi and all of our customers in Mexico.”

Bobst 90SIX hits top of 
the charts in pre-print

Bobst 90SIX has become the best-selling press 
in the pre-print market worldwide by delivering the 
highest performance available for the CI (central 
impression) flexo printing of pre-printed linerboard 
and coated box board. The success of the 90SIX 
reflects Bobst’s position of leadership in the market, 

held since the 1980s. Grupo Gondi’s new 90SIX will 
feature repeats of up to 2060 mm and speeds of up 
500 meters per minute. 

The CI architecture makes it ideal for printing on 
low grammage paper while delivering graphics close 
to offset quality, and helps to considerably lower box 
makers’ production costs. The press will join two other 
90SIX presses in the group and will be installed at an 
undisclosed Grupo Gondi plant by the end of 2017. 
Like the two presses bought by Grupo Gondi before 
it, the new 90SIX will be equipped with smartGPS, 
Bobst’s off-press impression setting system that 
reduces set-up waste to almost zero and allows users 
to produce even the smallest of orders. Another 
special feature of the press is a downstream unit 
designed for the application of both water-based and 
UV curable inks. This allows the machine to be used 
for all types of pre-print carton applications, including 
the production of premium beer packaging.

Designed by BHS Corrugated, the corrugators being 
supplied to Grupo Gondi feature a 2.5-metre working 
width, double-wall capabilities and a running speed of 
400 metres per minute. The lines have been specified 
to give Grupo Gondi the highest performance and 
maximum flexibility in production, especially when 
running pre-print. The line includes an Advanced 
Facer AF-P and a belted Modul Facer MF-B, which is 
the only single facer in the industry to run pre-print 
paper as the inner liner. The Duplex Dry Ends are 
equipped with HQ-M drives and Carbon Fiber Knife 
bars to enable high speeds, especially when running 
short sheets. The exclusive BHS Corrugated pre-print 
equipment will be installed on both levels of the Dry 
End with pre-print marks detected from both sides. 
In addition, special BHS Corrugated high speed pre-
print cameras will control the pre-print cut, allowing 
online correction of the cut-to-mark and reducing 
set-up waste to a minimum. A Duplex Stacker AS-M, 
with the combination of one upstacker and one 
downstacker, will deliver very fast change-over times 
for small stack heights and allow several orders to be 
managed on the belts at the same time. 

By incorporating features such as intelligent feeders, 
vacuum transfer and register control, along with high 
performance dedicated peripherals, the Masterline 
2.1 die-cutting lines ordered by Grupo Gondi will 
deliver the high net output, shorter make-readies and 
matchless quality that the company requires. Taking 
in sheets through its fully automated Loader – which 
can handle almost any material from carton board and 



micro-flute to corrugated board as thick as double-
wall – the line’s integral Mastercut 2.1 die-cuts with 
high precision even the most complex shapes at up to 
7,000 sheets per hour. A breaker flat track unit then 
forms complex layers of boxes ready for the Palletizer 
2.1, which frees up operatives to concentrate on 
maximising performance and ensuring quality. Using 
Masterline, just two operators, covering two shifts, 
can process over 20 million square meters of board 
a year., yet because of its total integration of every 
element, Masterline is very easy to set and run.

The five folder-gluer lines to be installed in Grupo 
Gondi plants represent the most versatile, creative 
and productive available for carrying out the process. 
The Masterfold 110 GNB lines not only process 
carton board packaging at speeds of up to 450 meters 
per minute, but can rotate the product through any 
angle, allowing packaging that in the past required 
a second pass, or a dedicated ‘right-angle’ machine, 
to be processed in-line at full running speed. The 
Gyrobox module which enables this opens up all 
sorts of opportunities to pack designers, while giving 
packaging manufacturers a unique advantage over 

their competition. At the end of the two Masterfold 
lines will be new Cartonpack 4 high performance 
packers, which were launched at drupa. The units 
automatically fill shipping containers with folded and 
glued cartons. All of the settings and movements of 
the Cartonpack 4 are motorised and its additional 
case erector unit can handle up to ten cases per 
minute, allowing the Cartonpack 4 to handle more 
than 200000 boxes per hour and run for up to 30 
minutes without an operator.

Thanks to a large number of design and technology 
innovations, the Expertfold 165 A2 folder-gluers 
in the order will give Grupo Gondi true control 
of the folding and gluing process. Able to handle 
substrates from N- to A-flute, including double-wall 
and litho-laminates, the Expertfold 165 can process 
blanks up to 1700 x 1100mm in size and up to 25mm 
thick when folded. Control of the blank as it enters, 
travels through and leaves the folder-gluer is the 
forte of the Expertfold 165 and is achieved thanks 
to Accufeed blank alignment that ensures precise 
folding; a high accuracy pre-breaker which ensure 
excellent performance on machine-erect lines; and 
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a folding process that minimizes fishtailing and gap. 
The latter is aided by an extra-long folding section 
which creates smoother folding. Along with newly 
developed creasing units at the entry, this ensures 
the high folding quality that manufacturers need 
today. The Expertfold lines will also feature Virtuo 
automatic packers which are particularly suited to 
medium to large runs of micro flute, litho-laminated 
or heavy solid board cartons.

Bobst is one of the world’s leading suppliers of 
equipment and services to packaging and label 
manufacturers in the folding carton, corrugated board 
and flexible materials industries. Founded in 1890 by 
Joseph Bobst in Lausanne, Switzerland, the company 
has a presence in more than 50 countries, runs 12 
production facilities in 8 countries and employs close 
to 5000 people around the world.

Grupo Gondi is a leading paper packaging company 
in Mexico, strongly committed to its consumers, 
collaborators, investors, the environment and Mexico 

– where, over the past 60 years it has positioned 
itself as one of the major players in the paper and 
packaging industry. The group is composed of 14 
companies and has a labor force of more than 7000 
employees. 

28 metres of high-tech 
sheetfed offset in Slovakia

Following successful installations of KBA sheetfed 
offset presses in other print companies belonging 
to the Slovakian Grafobal Group, whose operations 
are spread over several Eastern European countries 
and cover numerous other segments beside the core 
competency in packaging, the first KBA Rapida 106 
has now been taken into operation at the Grafobal 
headquarters in Skalica. The configuration of the 28-
metre high-tech press, with its 13 printing, coating 
and dryer units, is unique in Slovakia – and no less 
remarkable far beyond the local borders.

Nine printing units are followed by a coater, two 
dryer towers, a second coater and a triple-length 
extended delivery with installation space for further 
dryers. This is at first sight a typical double-coater 
press for conventional, UV or mixed operation in the 
high-quality printing and finishing of folding carton 
products. Accordingly, the Rapida is also equipped 
with board-handling accessories and customer-

specific pile logistics facilities, while a 675 mm plinth 
enables the use of higher piles when printing thick 
substrates.

Much less common for such a long press, however, 
is the enormous output of up to 18000 sheets per 
hour with the HighSpeed package. One of the features 
which makes this possible is the extremely precise, 
sidelay-free SIS infeed (Sensoric Infeed System), 
which is only to be found on KBA Rapidas. Similarly, 
the standard for the Rapida 106, in contrast to many 
other medium-format presses of this category, is 
the consistent implementation of a dedicated drive 
concept at the feeder, with separate motors for the 
feeder head and feed table. In combination with 
the special Venturi sheet guiding system, high-
performance VariDry dryers and a dynamic sheet 
brake in the delivery, these technical details lay the 
foundation for optimum print quality even at high 
speeds.

High net outputs are dependent not just on high 
production speeds, but especially on fast make-ready. 
The job changeover program of the Rapida 106 
ensures that all selected changeover processes are 
performed automatically and in optimised sequence. 
The LogoTronic Professional software enables the 
data and corresponding press settings for the next 
job to be loaded into the ErgoTronic console while 
the current production is still running. The actual job 
changeover can then be started with a single press of 
a button.

For over ten years now, the magic word for fast 
job changeovers on the make-ready world champion 
press Rapida 106 has been ‘simultaneous’. In the 
meantime, other manufacturers have also started to 
use the term, though users must remain wary as to 
exactly what it is intended to describe. For the Rapida 

The 28-metre long 13-unit Rapida 106 at Grafobal.
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106 in Skalica, the situation is unambiguous: thanks 
to the DriveTronic SPC (Simultaneous Plate Change) 
direct drive technology on the plate cylinders, the 
plates can be changed in all nine printing units at the 
same time. KBA Plate Ident reads a data matrix code 
to identify the mounted plates and can thus monitor 
their correct positioning and order. Parallel to this, i.e. 
without any loss of time, the blankets and impression 
cylinders can be washed with the CleanTronic Multi 
system.

Another important function which contributes to 
fast make-ready in folding carton production using 
a large number of different colours is the washing 
system DriveTronic SRW for the ink rollers in 
printing units 1, 2, 7, 8 and 9. If any of the units 
are not required for the current job, the rollers can 
already be washed down during production. Time-
consuming ink changes between jobs thus become 
a thing of the past. Fast job changeovers are not 
limited to just the printing units, however. One of 
the coaters incorporates an AniloxLoader system 
for automated anilox roller changes without physical 
stress for the operator. Three anilox rollers are held 
in a magazine directly on the coater. This system, too, 
is unique in Slovakia.

A double-coater press permits a multitude of 
coating effects. All the more so, when it is equipped 
not only with supply circuits for dispersion and 
UV coatings, but also with provisions for special 
coating types such as gold, silver and Iriodin. The 
outputs of the IR/hot-air intermediate dryers and 
the VariDryBLUE IR, hot-air and UV dryers in the 
triple-length extended delivery are adapted to handle 
these applications. The VariDryBLUE final dryers 
are particularly efficient, as the hot air delivered to 
the initial segments is subsequently recirculated for 
drying in the rest of the delivery. The benefits of 
repeated heat use are especially evident in an air-
conditioned hall.

For printers of highly demanding packaging, for 
example, for cigarettes, continuous quality control 
is an absolute must. On the Rapida 106, a camera 
system enables the operator to stay abreast of what is 
happening inside the press. The on-press measuring 
and control system QualiTronic Professional uses 
inline measurements to evaluate every single sheet 
and to detect possible defects in the printed image. If 
necessary, the inking can be corrected and expensive 
waste is reduced to a minimum. The customer can also 
be offered a detailed quality report. Further systems 

which help the operator to monitor print quality 
are ErgoTronic ColorControl for the measurement 
of ink densities and L*a*b* values, and ErgoTronic 
ACR for register evaluation.

In addition to its primary function of simultaneous 
plate changing, the SPC system can also be used to 
adjust the print length. This practical function is 
a highly valued means to further enhance product 
quality.

The operator-friendly ErgoTronic console 
enables convenient and efficient press handling. All 
functions are accessed and controlled intuitively via 
the TouchTronic interface, which never requires 
more than two taps on the console touchscreen. The 
program, One-Button Job Change, accelerates job 
changes by optimising the sequence of individual 
process steps. The FastInkUp function, on the other 
hand, is able to reduce start-up waste by up to 40 
per cent; the last sheets of a job are used to reduce 
the old ink profile on the rollers, and the inking unit 
comes into colour faster with the new profile. The 
operator is presented a clearly arranged job list with 
information on ink coverage, visualisation of the 
ink profiles and preview images. The coverage data 
of the individual jobs facilitate determination of an 
optimum job sequence to minimise start-up waste 
and makeready time.

The sixth installation of a Rapida press in a 
company of the Grafobal group underlines KBA's 
strong position in packaging print. This applies not 
only in large formats, where KBA is the uncontested 
market leader, but also in the highly competitive 
medium-format segment. Proof is furnished 
not least by a recent stream of installations with 
packaging customers on the Czech and Slovakian 
markets. But not only the packaging segment is 
convinced – commercial and book printers are equally 
appreciative of the practice-oriented automation and 
high production output of the KBA Rapidas.

Breakthrough technologies, 
from QuadTech 

QuadTech has announced that they will bring two 
breakthrough colour technologies to Labelexpo 
Americas 2016 (booth 3717), September 13-15, at the 
Stephens Convention Center near Chicago’s O’Hare 
International Airport. Both new products were 
introduced at drupa 2016 in Düsseldorf, Germany 
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in early June. Live demonstrations of QuadTech’s 
ColorTrack are scheduled for 9.30 am, 11 am, 1 pm, 
2.30 pm, and 4 pm daily.

Says QuadTech president Karl Fritchen, “The live 
demonstrations at drupa were virtually ‘standing room 
only’ events every day. ColorTrack and DeltaCam 
both generated high interest in Europe, and we are 
eager to debut these solutions in the Americas.”

ColorTrack is a highly adaptive new colour 
management software solution for packaging 
applications. Without any hardware modifications to 
the press, QuadTech’s ColorTrack software seamlessly 
integrates with ink formulation software to not only 
simplify workflow, but also dramatically reduce the 
number of ink corrections needed to achieve accurate, 
optimal colour.
“Meeting the quality and consistency demands 

of brand owners has become increasingly difficult,” 
says Stephan Doppelhammer, QuadTech Marketing 
manager for Packaging. “QuadTech, in partnership 
with ColorConsulting, has developed a ‘colour expert 
in a box’ that automates the process of delivering 
absolute consistency from press-to-press, shift-to-
shift, and plant-to-plant.”

With human colour experts, three to five colour 
corrections on startup are typical for a new job—
or even six to eight for difficult colors. ColorTrack 
can achieve more accurate colour in one or two 
corrections. ColorTrack is the only software solution 
that offers the level of press-side connection between 
color measurement and ink management. QuadTech’s 
Color Measurement with DeltaCam makes advanced, 

inline spectral measurement affordable. For around 
the cost of a colour register system, printers can utilise 
accurate, automated L*a*b* measurement on film, 
paper or board—ensuring that all printed product is 
within their customers’ color specifications. 

Printers can 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. Operators can spot problems early 
and make corrections quickly, thus inimizing waste, 
customer complaints, and rebates.

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

The DeltaCam provides accurate inline spectral measurements, reducing 
waste and ensuring all printed products are within your customers’ colour 
specifications.

www.pressinstitute.in

For more stories
such as this, visit the 

website of the 
Press Institute of India
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Kohli Graphics founder passes 
away

of its content as for the effectiveness of its creative 
advertising products. Over the past few years, 
Levasseur has led the company’s digital publishing 
operations and the development and implementation 
of La Presse+, a digital edition for tablets. 

Thousands of visitors from more than 
900 companies and 82 countries are expected to visit 
the 100-plus exhibitors over the three-day World 
Publishing Expo, organised by the World Association 
of Newspapers and News Publishers (WAN-IFRA). 

Economic & Political Weekly 
turns 50

The Economic & Political Weekly, often referred to 
as EPW, has completed fifty years of existence. The 
journal was originally christened as The Economic 
Weekly and began publishing in 1949. Later on, it 
came to be known by its current name which was 
born in August 1966. “I think EPW is unique not 
only in India but also in the world. It is a combination 
of scholarly research work done by academics with 
analysis, commentary and reports on current affairs,” 
says Paranjoy Guha Thakurta, editor-in-chief of 
EPW.

Describing EPW as a “multi-disciplinary journal”, 
Guha compared the journal with a book as it 
publishes an average of 70000-80000 words in every 
issue. Much of content is derived from individual 
contributors who retain the copyright. Elaborating 
on the financial setup of the journal, Guha termed 
it as a small organisation with an annual turnover of 
Rs 10 crore.

According to Guha, roughly 40 per cent of the 
revenue came from subscription and sales. He 
mentioned that EPW sells 12000 printed copies and 
has a digital subscription of 6000. Another 40 per cent 
of the revenue is sourced from advertisements with 
the primary advertisers being banks. The remaining 
20 per cent is pumped in by the interest income from 
the corpus of Sameeksha Trust that controls EPW. 

“We have been able to maintain our independence 
and autonomy because we are not dependent on a 
set of individuals or organisations for our funding,” 
claimed Guha.

   (Courtesy: exchange4media.com)

Kohli Graphics founder and chairman 
Jogi Kohli passed away at the age of 74 
on 1st July. Kohli started his career in 
the mid 1960s and joined The Printers 
House where he spearheaded the sales 
activities of the company and helped 

establish their full range of printing presses not only 
in India but also abroad. He founded Kohli Graphic 
Systems in 1982. His contribution to the Indian 
graphic art industry was no small feat. His leadership 
and guidance led KGS to blossom to a leading 
organisation with a presence across India, dealing 
in pre-press equipment, software and consumables 
for the newspaper, commercial print and packaging 
industry. 

    

Vienna Expo to highlight 
industry’s key challenges

The World Publishing Expo, taking place from 
10 to 12 October 2016, at Messe Wien in Vienna, 
will showcase vision and strategies to address the 
industry’s key challenges of the day. Pierre-Elliott 
Levasseur, chief operating officer of La Presse in 
Canada, will review the latest developments of La 
Presse+, the successful transplanting of a newspaper 
content to tablet. 

Three years after its launch, La Presse+ tablet 
edition has established itself as an essential news and 
information reference in its market and is seen as a 
leader in the worldwide daily newspaper industry. 

During the opening session to the two high quality 
conferences (Digital Media World 2016 and Print 
World 2016), readily accessible to all visitors of the 
World Publishing Expo, Pierre-Elliott Levasseur, chief 
operating officer of La Presse, will explain the vision 
and strategy that enabled La Presse, a 131-year-old 
daily, to successfully complete its transformation from 
a print newspaper to a leading-edge digital medium. 
You can learn how the Montréal news organisation 
created an innovative and effective digital business 
model by developing an engaging digital edition for 
tablets that is as acclaimed for the quality and depth 

Jogi Kohli.
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September 7-9, organised by 
Newspaper Association of America: 
NAA Retail Revenue Exchnage 
Conference. Details on NAA 
website

September 7-9, organised by 
FESPA, in Johannesburg: FESPA 
Africa 2016. Details on the FESPA 
website

September 14-16, organised by 
INMA, in Monaco: European 
News Media Conference 2016. 
Details on INMA website

September 21-22, organised by 
WAN-IFRA, in Kolkata: WAN-
IFRA India 2016 Conference. 
Details from infoindia@wan-ifra.
org 

September 22-23, organised by 
INMA, in Panama City: INMA 
Latin American News Media 
Conference. Details on INMA 
website

September 28-30, organised by 
WAN-IFRA, in Johannesburg: 
Digital Media Africa 2016. Details 
from christin.herger@wan-ifra.org

October 2-3, organised by 
Newspaper Association of America, 
in Ohio: Ohio Newspaper 
Association 2016 Circulation 
Conference. Details on NAA 
website

October 3-4, organised by INMA, 
in Chicago: INMA Business 
Strategies 2020 Conference. 
Details on INMA website

October 3-7, organised by WAN-
IFRA, in New York/ Washington: 
Study Tour – The Super Social 
Newsroom. Details from nicole.
frankenhauser@wan-ifra.org

October 10-12, organised by 
WAN-IFRA, in Vienna: World 
Publishing Expo 2016/ Digital 
Media World/ Print World. 
Details from sergio.oliveira@wan-
ifra.org

October 17-21, organised by 
INMA, in San Francisco: INMA 
Silicon Valley Study Tour. Details 
on INMA website

October 31 – November 3, 
organised by Informa Exhibition, 
in Birmingham, UK: IPEX 2017 

– A Showcase of Innovation, 
Technology in Action, and 
Business Solutions. Details at 
http://www.ipex.org/

November 4, organised by INMA, 
in Zurich, Switzerland: INMA 
Ideas Day on Mobile Innovations. 
Details on INMA website

2016

September October

November

November 8-10, organised by 
WAN-IFRA, in Singapore: Digital 
Media Asia 2016. Details from 
wilson.leong@wan-ifra.org

November 14-15, organised by 
INMA, in Cape Town, South Africa: 
INMA Global News Media 
Summit Africa. Details on INMA 
website

November 15-17, organised by 
WAN-IFRA, in San Francisco: 
Study Tour – Strictly Digital. 
Details from nicole.frankenhauser@
wan-ifra.org

November 17-18, organised by 
WAN-IFRA, in Buenos Aires, 
Argentina: Digital Media Latam 
2016. Details from raquel.gonzalez@
wan-ifra.org 

November 21-23, organised by 
WAN-IFRA, in London: The 
International Newsroom Summit. 
Details from virginia.melero@wan-
ifra.org

November 21-23, organised by 
FESPA and the China Screen 
Printing and Graphic Imaging 
Association, in Guangzhou, China: 
FESPA China 2016. Details on the 
FESPA website

November 22, organised by INMA, 
in Copenhagen, Denmark: INMA 
Ideas Day on Editorial and 
Newsroom Innovations. Details 
on INMA website

December

December 8-11, organised by 
FESPA, in Istanbul: FESPA 
Eurasia 2016. Details on the 
FESPA website
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Yes, digital publishing is here to stay

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

Dinamalar surges forward on the new media front

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

                 >>> more
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GETTING UP CLOSE WITH AUDIENCES
A new weekly newspaper launched in Hong Kong, HK01, is a multichannel project and is available in print and on the web, as 
well as on tablets, smartphones and on social media (see page 25). HK01 has been utilising WoodWing solutions to create, 
manage and publish its content in print and online, on tablets, for mobile as well as for social media. As its editor-in-chief 
says, “high-quality content across multiple platforms enables us to highly engage with our audiences on a daily basis”. And 
that, as more and more publishers are finding out, is one of the secrets to success in today’s media world. 


