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Carrying on
On 17 March we received a report from Nihon Shinbun Kyokai (NSK), the 
Japanese Newspapers Association, about how newspapers across the country 
were affected by the catastrophic events that unfolded after the earthquake 
and subsequent tsunami on 11 March in northeast Japan. 

Amazingly, many of those newspapers directly damaged by the events somehow managed 
to get a publication out in the subsequent days. Even if they were four-pagers or one-page 
flyers, these reports served as a life line to the thousands of readers and families displaced 
across Japan, searching for any reliable information amid such a terrible tragedy. 

We heard about many paid-for websites tearing down their paywall to allow people to 
see the latest news and serve as a platform to connect with each other.

And we heard similar stories from our colleagues in New Zealand after the 21 February 
earthquake in Christchurch, somewhat forgotten after the events that followed in Japan.

In both cases, newspapers and media companies across the region banded together to 
get valuable information to the public. And certainly, you can never truly prepare for such a 
disaster, but it is clear that most newspapers actually had anti-disaster plans in place, and 
when those didn’t work, they were cooperating with usual heated competitors.

The events showed me the emotional impact that both print and electronic media can 
have in times like these: I will never forget the images of stranded people lined up to get 
that four-pager the day after nor the reports of worried family members connecting with 
their lost loved ones through social media.

To our colleagues in those affected regions, our heartfelt wishes go to you and your 
families.

Dean Roper
Editor-in-Chief

WAN-IFRA Maga-
zine is the inter-
national journal of 
news publishing

[reader@wan-ifra.
org] – to comment

[ads@wan-ifra.org]
– for opportunities

[www.wan-ifra.
org/pressrelease]
– to upload industry 
announcements and 
media

[www.wan-ifra.
org/subscribe]
 – to start or change 
your subscription 

+49.6151.733-789 – 
to call the editor 

 [dean.roper@wan-ifra.org]

 [www.wan-ifra.org]

WAN-IFRA is committed 
to defending and pro-
moting a free and inde-
pendent press world-
wide everyday, but 
particularly on 3 May, 
World Press Freedom 
Day. We invite you to 
visit our website [www.
worldpressfreedom-
day.org], download 
and freely publish our 
materials, with credit to WAN-IFRA and the authors, on or around 3 May, in order to 
explore press freedom issues with your readers. This year’s theme is the importance 
of a free press for democracy, whether emerging or well established. “Silence kills 
democracy… But a free press talks.” You can publish free of charge any editorial and 
advertising materials available on the site. You may also translate any of the material 
into another language that we do not currently offer. 
Contact Alison Meston, Deputy Director Press Freedom and Media Development, 
tel. +33 1 47 42 85 06, e-mail [alison.meston@wan-ifra.org]

3 May: World Press Freedom Day
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in some cases, technology to satisfy their customers.
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In February, Erik Bjerager,  Editor-in-Chief and Managing Director of the Danish na-
tional daily Kristeligt Dagblad, was elected President of the World Editors Forum. In 
an extensive interview, he talks with us about the challenges facing newsrooms 
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As more newsrooms have embraced digital technologies and begun integrating their print and 
digital workflows, they also have come to realise that the change process needs to be ongoing 
to meet the sure-to-come challenges ahead – whether it be the arrival of the next iPad or a 
new wave of smartphones or whatever the next development may be.
 (Photo courtesy of Ringier).
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When Craigslist, Monster and the like hit the scene, newspaper publishers were blindsided and quickly lost 
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Read the complete media-enhanced 
WAN-IFRA Magazine in ePaper  
[www.wan-ifra.org/epaper].

Some articles provide additional 
information on our website. To access, 
type the Article ID [number] into the 
search field at [www.wan-ifra.org/
magazine].

44 Press freedom
WAN-IFRA’s América Latina conference provided an ideal opportunity for delegates 
to address press freedom issues that resonate throughout the region. In a panel 
event titled “Press Freedom in Latin America – One Continent, Multiple Chal-
lenges,” the discussions were frank and revealing, and provided insight into the 
many problems facing journalists, editors and newspaper publishers in the region.
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FotoWare a.s
Oslo, NORWAY
Tel: + 47 22 03 24 00
sales@fotoware.com

For a demonstration or more information 
contact your local FotoWare Certified Partner:
www.fotoware.com/contactus  

Color Factory from FotoWare has long been a trusted production and 
workflow workhorse. And with the SmartColor™ module, it becomes even 
more valuable. Making the best of the Color Factory engine, SmartColor™ 
automates image optimization without sacrificing quality!

SmartColor™ works fully automatically and performs: 
-  Contrast enhancement 
-  Color enhancement 
-  Shadows and highlights enhancement 
-  Enhancement of natural colors to make your images look their best

SmartColor™ analyzes images and performs a series of optimization tests 
before finally applying the best possible optimization to the images in your 
workflow. And it does so without compromising quality. 

Sound too good to be true? Contact your local FotoWare Certified Partner 
and get a full demonstration of what Color Factory with SmartColor™ 
can do for your organization!

“SmartColor has drastically 
reduced the processing time 

of our images.”

Achim Leimig, IT Manager 
at Rhein-Zeitung, Germany

AUSTRALIA: Lesley Zammit. 
CANADA: The Globe 
and Mail. DENMARK: 
Sjællandske Medier, 
Politikens Lokalaviser A/S, 
Egmont Magasiner A/S, Lokal-
Bladet Budstikken. FINLAND: 
Viestilehdet Oy, Sanomalehti 
Karjalainen Oy, Sanomalehti 
Keskisuomalainen Oy, 
Sanoma WSOY - konserni, 
Savon Sanomat Oy. FRANCE: 
Ouest-France, HFA (Hachette 
filipacchi), LNVO, Le Journal 
de L’Humanité, Groupe Midi 
Libre, France Soir, La Tribune, 
Le Monde Newspaper. 
GERMANY: Nussbaum Medien, 
Zeitungsgruppe Thüringen 
GmbH & Co. KG, Wetzlardruck, 
Braunschweiger Zeitungsverlag, Mittelbayerischer Verlag KG Regensburg, DuMont Sytems GmbH & Co. KG, Märkischer Zeitungsverlag - Oranienburger 
G, Goslarsche Zeitung, Bonner Zeitungsdruckerei und Verlagsanstalt H. Neu, Mittelrhein-Verlag GmbH, J. Fleissig GmbH & Co. / Allgemeine Zeitung, 
Nordbayerischer Kurier GmbH & Co., Morgenpost Verlag GmbH, Einbecker Morgenpost, Verlag Parzeller GmbH & Co KG, Oldenburgische Volkszeitung, 
Zeitungsverlag Der Patriot GmbH, Prima Druck + Verlag GmbH & Co. KG, Ludwigsburger Kreiszeitung, Frankfurter Societäts-Medien GmbH, Westermann 
Druck GmbH, Donaukurier Verlagsgesellschaft mbH & Co.KG, Verlag Lensing-Wolff GmbH & Co. KG, Stroh. Druck und Medien GmbH, Verlag Dierichs GmbH 
& Co. KG, Sonnenverlag GmbH & Co. KG, Bechtle Verlag & Druck, Stadtzeitung Werbeverlag und Reisebüro GmbH & Co. INDIA: The Printers Mysore Pvt. Ltd. 
IRELAND: Sportsfile, ISRAEL, Denya labs. ITALY: Athesis S.p.a. MALAYSIA: The New Strait Times Press. NORWAY: Media Norge ASA, Hjemmet Mortensen 
AS, BKK AS, Verdens Gang, Posten Norge AS, Etterretningstjenesten, Aller Media AS, A/S Avishuset Dagbladet, Edda Mediateam AS, Norsk Bokforlag AS. 
POLAND: Polskapresse Sp. z o.o., Agora S.A. SWEDEN: LRF Media, Promedia, Aller media, Göteborgs Posten, Herenco Data, Svenska Klasskort AB, Buildpix 
Commercial, Gota Media AB, Helsingborgs Dagblad, Egmont Tidskrifter AB, AB Kvällstidningen Expressen, Förlags AB Albinsson & Sjöberg, OK FÖRLAGET, 
Egmont Tidskrifter AB, Dagens Nyheter, Skånska Dagbladet. THAILAND: The Vacharaphol Co. Ltd. UNITED KINGDOM:
North Wales Police, Guernsey Press Co Ltd. UNITED STATES: World Publishing Company.
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Jacob Mathew
Executive Editor and Publisher 
of the Malayala Manorama 
Group of Publications 
in Kerala, India

Indian publisher 
named new president

Jacob Mathew, Executive Editor and Publisher of the Malayala 
Manorama Group of Publications in Kerala, India, has been 
elected President of WAN-IFRA.

Mathew, who will begin his two-year term on 1 July, is the first Indian to hold the presi-
dency of the global organisation of the world’s press. He will succeed Gavin O’Reilly, Chief 
Executive Officer of Independent News & Media plc, who has been president since 2004 
and notably oversaw the 2009 merger of the World Association of Newspapers (WAN) 
with IFRA.

Mathew was elected 8 April by the WAN-IFRA General Assembly of Members, held 
during the WAN-IFRA Board meeting in Dublin, Ireland. Tomas Brunegård, CEO of the 
Stampen Group in Sweden, was elected First Vice President.

“I have served on the board and the Executive Council for a period of four years. I have 
also been an active participant in many WAN-IFRA events for over two decades. WAN-
IFRA’s wonderful work has contributed much, especially when the industry is going 
through a critical period,” Mathew said.

“There are opportunities and challenges. We know the global trend in the industry. 
However, the encouraging sign in the Asian market at the moment is different. So one 
needs to address issues separately. With the committed team of WAN-IFRA, we should be 
able to handle the different challenging situations in a positive manner.”

The Malayala Manorama group publishes Malayala Manorama daily with a circulation 
of more than 1.9 million copies per day. The group has 50 publications, as well as the 
24-hour news broadcast channel Manorama News and FM stations. Manoramaonline is 
one of the most widely read newspaper websites in India.

Mathew is a trustee of the Press Institute of India/Research Institute for Newspaper De-
velopment and is also on the Asian Board of INMA. He is a past president of the Indian 
Newspaper Society and is a past chairman of the Advertising Standards Council of India.

Brunegård has led the Swedish media company Stampen Group since 2004 and has 
been a driving force in reshaping the Swedish media market. Under his leadership, the 
company has quickly grown to be one of the largest media groups in Sweden. He is also 
Chairman of the Board of the WAN-IFRA Press Freedom Development Fund, which over-
sees the press freedom and media development work of the organisation.

Six new members were also elected to the Board of WAN-IFRA: Libuše Šmuclerová, 
CEO of Ringier Axel Springer, Czech Republic; Mart Raudsaar, Managing Director of the Es-
tonian Newspaper Association; Philippe Massonnet, Information Director of Agence 
France-Presse; Eric-Paul Dijkhuizen, CEO of AD NieuwsMedia, the Netherlands; Patrick 
Morely, Chief Operating Officer of Telegraaf Media Group, the Netherlands; and Ivar Rus-
dal, Managing Director of Jaerbladet, Norway.

Three ex-officio members were appointed: Margaret Boribon, Chairwoman of the 
Committee of Directors of WAN-IFRA Member Associations; Erik Bjerager, President of the 
World Editors Forum; and Mathew.

Profile in upcom-
ing July/August 
edition

WAN-IFRA Magazine 
will profile Jacob 
Mathew in its July/
August edition, as 
well as talk to out-
going President, 
Gavin O’Reilly. 

http://www.wan-ifra.org/magazine


ABB’s retrofit solutions for newspaper presses will extend the productive life of your 
press, improve print quality, reduce waste and improve efficiency — for a fraction of 
the cost of a new press. Worried about the availability of spare parts for your existing 
controls? With an ABB retrofit you know that spares will be available worldwide for 
ten to fifteen years. Whether looking for replacement drives, new controls, conversion 
to shaftless or a complete press reconfiguration, ABB has the right solution for you. 
The key to the future of your printing business lies with ABB. www.abb.com/printing

Another 10 years with your old press?

ABB Switzerland Ltd
Business Unit Printing
CH-5405 Baden 5 Dättwil
Phone +41.58.586 87 68
E-Mail: bu.printing@ch.abb.com

Certainly.
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Digital Media Europe summaries

WAN-IFRA’s Digital Media Europe 2011 conference 
was closing just as we went to press, but you can 
follow all the speakers’ presentations at this link:
[www.wan-ifra.org/node/35094]

JOB OPPORTUNITY
Executive Director, World Editors Forum

If you are looking for a unique opportunity to 
organise, coordinate, and develop all critical 
activities related to the World Editors Forum, 
WAN-IFRA is now accepting applications for 
this prestigious position.
Your tasks:
W Setting up the annual World Editors Forum 
with some 500 participating editors from 
around the world.
W Responsible for content, direction of the 
Editors Weblog (www.editorsweblog.org), 
the daily WEF online publication.
W Responsible for the WEF annual report – 
TRENDS IN NEWSROOMS.
W Coordinating with, and contributing to 
events of the Newsplex newsroom training 
department and other WAN-IFRA depart-
ments and subsidiaries.
W Developing strategies/conference content 
regarding editorial matters in liaison with the 
WEF President and Board (22 editors and 
senior news executives in 2011).
W Contributing to the press freedom work of 
WAN-IFRA.
W Coordination of WEF Board meetings.
W Managing the WEF team.

For more specific details about the position, 
please visit [www.wan-ifra.org/jobs]. 

Mastering ‘old-fashioned’ Internet
When a speaker at a media conference refers to the traditional 
desktop-based Internet as “the old-fashioned Internet,” you know 
that the media world is evolving faster than ever.

In language that was once reserved for newspapers, the PC-based Internet 
took a back seat to mobile and tablets at Digital Media Europe confer-
ence, which drew nearly 250 participants from 38 countries to London 
from 11-13 April.

The reach of the new mobile web was evident in the room itself. The 
250 participants had 309 devices connected to the conference Wi-Fi.

But while the Internet may be relatively old-fashioned, the challenge it 
poses for traditional media companies is as fresh as ever.

“You have to face the same problems on mobile that you face on the 
Internet, so mobile won’t save us and Steve Jobs is not our saviour,” says 
Morten Holst, Strategy and Business Advisor for VG Multi-
media in Norway (more on VG on opposite page). “We 
have to solve the Internet problem. When we convert a 
newspaper reader to the web, then we lose 70 percent of 
the revenues. When we convert Internet users to mobile, 
you lose 70 percent again. But we don’t have a choice, 
because our readers expect us to be there. But we have to 
solve this problem.”

The companies featured at the conference – Bloomb-
erg, A&N Media, Samsung, Google, Bonnier, Axel-Springer, Ringier, Yelp, 
Panfu and many others – are seeking to do just that, with a wealth of new 
business models and projects for generating revenue on full display. 

The projects and strategies examined during the three-day conference 
included both traditional content and completely new businesses, as 
newspaper companies seek new revenues to help support their core and 
essential product: quality, credible journalism.

Politiken in Denmark, for example, is not only Denmark’s leading qual-
ity daily but also the country’s leading retailer of bicycle helmets. Its read-
ers include a lot of bicycle riders, so why not sell them helmets?

Likewise, A&N Media’s Metro has found a new business in apps and 
games designed to appeal to readers of Metro. For many companies, of-
ferings that leverage the core brand into peripheral products is providing 
new revenue streams.

“As long as (the product) is in line with our values, we can go along 
with it,” said Anders Emil Moller, Director of Digital Development for JP/
Politiken Hus. “The users, formerly known as readers, are not surprised by 
the offer of buying a helmet or a book of the month, because that’s part 
of our values already.”

If one message emerged from the conference, it was that the powerful 
and credible brands of traditional media companies, along with their 
unique content, are their unique selling points, and that future success 
must involve the exploitation of these brands across platforms and busi-
nesses.

Summaries of all presentations can be found at 
[www.wan-ifra.org/node/35094].

Morten 
Holst

http://www.wan-ifra.org/magazine
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Jamaï receives Tueni Award
Aboubakr Jamaï, the co-founder and former man-
aging director of the weekly newspaper Le Journal 
Hebdomadaire and a pioneer of the independent 
press in Morocco, was presented the 2010 Gebran 
Tueni Award in a ceremony in Beirut, Lebanon, in 
mid-April. Gebran Tueni was killed by a car bomb in 
Beirut in 2005, and the WAN-IFRA annual award 
honours an editor or publisher from the Arab region 

who demonstrates the values incarnated in Tueni: attachment to 
freedom of the press, courage, leadership, ambition, and high man-
agerial and professional standards.

The award recognises Jamaï’s constant struggle in publishing 
some of the region’s finest independent journalism while dealing 
with a monarchy that prefers to maintain control of the Moroccan 
media. “I have the honour to receive this award when our region is 
experiencing a development unprecedented in recent history,” he 
said. “Our region has more need than ever of the kind of journalism 
that today is gagged. It requires journalism that informs and struc-
tures, that renders intelligible the complexity of public affairs. Jour-
nalism that will help us build a common future of free peoples.”

Newspapers and TV

The future of TV will be dramatically different than 
it is today, said Morten Holst, Strategy and Busi-
ness Advisor for VG Multimedia in Norway, during 
the Digital Media Europe conference (11-13 April) 
in London. VG is big in TV. It produces three daily 
news shows, viewable on digital platforms, as well 
as providing entertainment content as well. It even 
developed its own TV series, which drew 1 million 
viewers – not bad in a country of 5 million.

The problem, as Holst said, is there is not 
enough revenue at present to replace revenues 
lost to print, even given VG’s current success. 
“We’re looking for the big revenues,” he says.

But he said the TV market is fragmenting, new 
players are entering, and that opens opportunities 
for others, including traditional newspaper com-
panies. “You don’t need to launch a satellite to 
provide TV, which reminds me of our own situa-
tion – you don’t have to own a press to publish. 
This allows other players to enter the market.”

Aboubakr 
Jamaï

Ferag AG

Zurichstrasse 74

CH-8340 Hinwil

Telephone +41 44 938 60 00

Fax +41 44 938 60 60

info@ferag.com

www.ferag.com

Flow-line folding and stitching

fold n' stitch

■ Quality folding and stitching in one and the same component

■ Inexpensive solution for semi-commercial production

■ Easy to integrate into any system environment

■ Mobile for maximum flexibility

■  Expansion options to form a full-blown 

inline finishing installation

021_300_FoldnStitch_189x135.3_E_CH   1 15.02.11   15:32
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Digital printing breakthrough
With maritime activities and tourism business serving as the backbone of 
Malta’s thriving economy, it is the ideal destination for international news-
paper titles to be digitally printed for its readers abroad – on time, in full 
colour and on newsprint.

That was the thought behind Miller Newsprint launching a digitally 
printed service for international titles to be distributed in Malta, said CEO 
Malcom Miller, who spoke at WAN-IFRA’s Printing Summit on 6-7 April. 
Today Miller said the company is the largest digital printer of international 
titles in the world, printing some 50 titles.

The company is working with Kodak and Hunkeler to print and pro-
duce the copies. Average print runs per day vary between 800 and 1200 
copies, and some titles have as few copies as 30, others up to 3000.

In order for this to work, the newspapers need to be at 
European accepted retail levels, on sale by dawn, and pro-
duce enough copies in the 8- to 10-hour production win-
dow.

“In the beginning, understandably many publishers 
were wary of doing this, but we (Kodak and Hunkeler) 
were determined to make this work, so went forward 
with the few titles we had on board,” he said. Six months 
later those titles were being produced to the level and 

costs associated with offset, and then other publishers followed.
The systems can print 125 meters per minute and 800 64-page edi-

tions per hour on 52 g/m2 paper. They are printing two formats: English 
tabloid and Berliner. Miller said the cost cross-over which makes digital not 
as attractive as offset printing is 2000 copies. But he said to make digital 
more attractive it makes sense that the presses have more speed in the fu-
ture, there are lower costs per page, and it is more ideally suited for a 
shorter production time window.

Augmented reality closer to reality?
While iPad offers users a true interactive experience, augmented reality 
(AR) solutions might in the near future offer a similar experience for users, 
but in print. Herbert Bay, co-Founder and CEO, Kooaba AG, Switzerland, 
which is a provider of augmented reality solutions, says AR needs more 
development to build a critical mass for newspaper publishers, but he be-
lieves print and AR form a logical marriage.

His company’s AR technology works by the user taking a photo of a 
particular article with a mobile phone, not aiming at codes like in the past. 
That image is then transferred to Kooaba’s database, which features about 
25 million objects, then the file runs through a 3D model and is trans-
ferred back to the camera for the user to view. It could be a 3D image or 
perhaps a video. Of course there are a number of technical challenges fac-
ing AR providers like Kooaba, he says. Then there is the business model: 
how does the publisher and the provider make money? “For us and pub-
lishers, it lies in advertising. Publishers don’t want to pay for this now so 
we offer it for free. We work on a sharing agreement with publishers for 
ads placed in their content.“

NYTimes, others introduce 
digital subscriptions
On 28 March, The New York Times launched its 
digital subscription plan, which allows visitors to 
access 20 articles per month at no charge. The 
company is offering three digital subscriptions 
packages starting at US$ 3.75 a week, which are 
billed every four weeks.

According to analytics firm Experian Hitwise, 
visits to NYTimes.com, measured 12 days after the 
launch and compared to the 12 days before 
launch, “decreased in the overall visits between 5 
and 15 percent.“

Other news publishers in the US and UK have 
also launched digital subscription plans in the past 
couple of months.

On 4 April, the UK dailies Express & Star and 
the Shropshire Star, both owned by the Midland 
News Association, began bundling print and dig-
ital subscriptions at 2.34 pounds per week, or a 
slightly higher 2.81 pounds per week for a digital-
only subscription package, which includes mobile. 
The company said the higher fee is due to UK tax 
laws. Breaking news on the website is still free of 
charge, but a subscription is required to access all 
other content.

Also on 4 April, the Tulsa (Oklahoma) World 
began charging frequent website users who were 
not subscribers to the newspaper’s print edition 
(print subscribers continue to have free access). 
Non-subscribers are allowed to view 10 Tulsa 
World produced stories or content every 30 days, 
after which they are asked to become digital sub-
scribers. Prices for the digital subscription vary 
from US$ 14.99 a month for a one-year subscrip-
tion to US$ 16.99 a month for a single month 
subscription. Combined print and digital subscrip-
tions vary from US$12 a month for Sunday only 
print delivery and unlimited digital access to US$ 
20 a month for 7-days a week print delivery and 
unlimited digital access.

News Corp reports 
79,000 digital subscribers
In late March, News Corporation, which put up a 
paywall in July 2010 for its titles The Times and 
The Sunday Times, said the two titles combined 
had 79,000 monthly digital subscribers at the end 
of February, which it said was up from just under 
50,000 on 31 October 2010.

Malcolm 
Miller
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Clawing back classifieds

“When it comes to classifi eds, newspapers have been bloodied 
– and once you’ve been punched in the nose you realise you’ve 
got to get up, dust yourself off and get stuck in and fi ght.”

So says Joe Slavin, 11 days after taking up the newly created post of digital classifieds man-
aging director at UK regional publisher Johnston Press. Slavin’s view of the industry has 
been forged from his previous experience as chief executive of classifieds portal Fish4.
co.uk, now wholly owned by Trinity Mirror, and before that as managing director of classi-
fieds pure player Monster (UK and Ireland). 

“You’ll find that any business going through wrenching change requires a complete 
shift in attitude and focus,” he says. “In newspapers, we are creatures of habit, and we 
don’t change as rapidly as we’d like to believe, so papers weren’t used to the game chang-
ing. When it then changed so quickly, it was understandable that we were caught out.”

A quick slide

Figures from the Newspaper Association of America show that back in the year 2000 clas-
sifieds totalled US$ 19.6 billion and accounted for 40 percent of newspapers’ total ad reve-
nues in the US From 2005-2007 classified revenues fell 18 percent and by 2009 total classi-
fied revenues had fallen from nearly US$ 20 billion in 2000 to just US$ 6.2 billion. The first 

Local online
ad potential 

Despite a huge slide 
in classifieds for 
newspapers in the 
recent years, BIA/
Kelsey predict that 
local online ad reve-
nues will reach US$ 
42.5 billion by 2015; 
nearly twice the 
2010 figure of US$ 
21.7 billion.
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Germany’s Axel Springer bought the much sought-
after SeLoger.com property site last year.

three quarters of 2010 saw a fall of 10 percent on the previous year. The economic down-
turn inevitably hit recruitment, car, and real estate advertising very hard, but also a new 
generation of online-only classifieds sites jumped in to snatch the lunch from what had al-
ways been the newspapers’ plate.

Nor was the problem restricted to the US. Other well established markets were domi-
nated by shocking headlines – Newsquest (a Gannett company) in the UK was reporting 
classified ad revenue falls of 45 percent year on year by 2009 and other European countries 
such as Switzerland and Holland are reported to have seen half their classified revenues mi-
grate to purely online players.

Buying back time

Yet this is no simple tale of doom and gloom and there is plenty of evidence that the more 
energetic newspaper groups are fighting back. The past year has seen a ferocious battle for 
French property portal SeLoger.com with German newspaper group Axel Springer eventu-
ally snapping up the company. Before that, we saw Norwegian publisher Schibsted taking 
sole control of another French classifieds portal, LeBonCoin. Newspapers are buying their 
way back in and with reason – the forecasts are that it’s a market worth fighting for.

In the US, the researchers at BIA/Kelsey predict that local online ad revenues will reach 
US$ 42.5 billion by 2015; that’s nearly twice the 2010 figure of US$ 21.7 billion. 

That won’t come as a surprise to the likes of UK regional Northcliffe (owned by the 
Daily Mail group DMGT), whose digital arm AND has spent the last year pushing heavily 
into the local ad markets.  

“Our background is in local newspapers,” notes Dan Taylor, head of strategy at AND. 
“So the group’s plans for the Localpeople network is to focus on all communities where we 
think there is a need for local news and comment. We sort out community sites and add 
business directories, local display advertising, etc.”

The Localpeople network was launched in July 2009 with just 20 websites in southwest 
England. Now there are 153 sites run by a combination of Northcliffe journalists and com-
munity managers. 

Erik Spickschen is the CEO of Kimeta, which provides a job search engine solution for 
regional newspapers in Germany, and he believes the job and real estate markets should 
still belong to publishers. ”We can assert that the market for cars by now is – at least per-
ceived – a greater-regional to national market (though one could argue that even though 
buyers want to check out prices all over Germany, in 90 percent of the 
cases they do buy a car in their own region), whereas jobs and real estate 
still is a local or at max a regional market. So with the latter two markets, 
regional newspapers still should have the authority and capability to re-
gain a dominant market position.”

Mobile might provide a boost

Mobile is also a huge area for growth, albeit one that challenges newspa-
pers as they move into areas of competency that are totally unfamiliar to 
traditional management.

The move is already coming – by the fourth quarter of 2010, the US 
newspaper industry’s online revenue stream managed to increase by 14 
percent with digital platform newspaper ads providing 12 percent of the 
industry’s revenue.  

The challenge, according to Slavin, is no longer a question of recognis-
ing the need to adapt, but one of re-moulding attitudes towards classi-
fieds themselves. Having worked both for pure players and for newspaper 
classified sites, he concludes that: “the difference between newspapers 
and the likes of Monster is that Monster is an ‘outbound’ business 
whereby there is no reliable source of people calling on Wednesday to 
place an ad, so instead they have to go out and drum up business. Papers 

Germany’s Axel Springer bought the much sought-

Monster and Co. 
shook the tress, 
though, and as 
the market moved 
they [pure online 
players] picked 
up share. Papers 
were caught fl at-
footed, but that is 
now changing and 
they are getting 
more focused on 
response, so if they 
did get beaten up 
a bit they are now 
coming up swing-
ing.

Joe Slavin
Managing Director 
Digital Classifi eds,
Johnston Press, UK

”

http://www.wan-ifra.org/magazine


14 www.wan-ifra.org/magazine05/06.2011CLASSIFIED ADVERTISING

have always been the opposite with a solid name, years in the market, and the calls com-
ing to them. Monster and Co. shook the tress, though, and as the market moved they 
[pure online players] picked up share. Papers were caught flat-footed, but that is now 
changing and they are getting more focused on response, so if they did get beaten up a bit 
they are now coming up swinging.”

The poster child

Slavin points to the likes of Finn in Norway as the “poster child” for how newspaper classi-
fieds can go digital. Finn (part of Schibsted) was founded by a group of regional dailies 
coming together and actively going out to cannibalise their print classifieds. Ironically, that’s 
very much what Fish4 tried to do in the UK, but as Slavin notes: “the difference between 
Finn and Fish4 was that there was more of a unified front on Finn, while Fish4 in the early 
days had different key investors proceeding in different directions.”

Finn leads the market in all the major verticals (cars, jobs, property, etc) and is the coun-
try’s second most viewed site, partly due to the fact that it is a restless and lean entity, its 
offices dominated by large screens displaying constant feedback on figures and perform-
ance. That sense of energy and staying on top of the metrics is what Slavin feels to be the 
key. 

“What gets measured gets managed,” Slavin explains. “At the end of the day, you just 
have to worry about what your customers are coming to you for; which is response.... and 
then you obsess about it. Papers didn’t have to do that when they were the only game in 
town to the point where they didn’t even worry about counting it – but as Internet adop-
tion has grown, the likes of Monster knock on the door of clients and say ‘I got you 27 job 
applicants and they cost you precisely this much.’ The papers had no answer to that at first, 
but if you understand that response is king you can find a way to innovate and make sure 
that print products and their companions online and mobile are all designed to generate 
maximum and measurable response.”

The pace of development is not about to slow, and online classifieds portals have found 
that mobile is fast becoming the way to go with all that it entails including geolocation, 
tracking codes, and SMS capabilities. But the key would seem to be to not let the technol-
ogy distract from the essential job of proving response to clients and to understand the 
need to reach out to those clients, including sectors not traditionally targeted by papers.

“We know that when you place a retail ad in a paper and online you get significant, 
even overwhelming response, but there are pockets of opportunity where print prices be-
came expensive in the past and some advertisers dropped away – like retail and manufac-
turing – but now there is an opportunity to get them back or get them onboard for the 
first time by showing that response is good even in those categories,” Slavin says. “Most 
manufacturers wouldn’t think of placing ads in a newspaper, but if we focus on response 
and get it right, whether on a mobile phone or wherever else the candidates are to be 
found, then we’ll be in business forever.”

Technology’s role

“Getting it right,” however, is notoriously easier to say than to do. Part of getting it right is 
about fine tuning the tactics involved, as Matthias Kretschmer, CEO of Xalmiento, points 
out when he notes the trends he observes amongst German newspapers refining their on-
line classifieds strategy. Xalmiento is a provider of web services and helped Germany’s ZEIT 
ONLINE, the online company of the weekly newspaper DIE ZEIT, relaunch its job market 
website this past fall.

“The first trend is the use of meta-search technology to aggregate regional ads across 
competing websites for a more comprehensive list of ads, for example, like what German 

SEM and SEO

Erik Spickschen, CEO of 
kimeta, a provider of 
search engine solutions 
to help publishers with 
their job markets (like the 
one above for the Man-
nheimer Morgen), ex-
plains how search engine 
marketing (SEM) and 
search engine optimiza-
tion (SEO) play a role in 
publishers’ maximising 
their classified results.
“If you can generate 
enough traffic for your 
classifieds through your 
own news portal plus 
marketing activities, SEO 
and SEM is NOT critical. 
SEM and SEO are just 
very cost-efficient ways to 
build up the traffic on 
your classifieds. And as 
we see more and more 
people in Germany using 
Google as their ‘gateway 
to the Internet,’ it will be 
important to get that 
Google traffic either way 
for your classifieds cus-
tomers. 
And if you really get into 
SEO and SEM, it will 
teach you some impor-
tant things about online. 
You will learn to target 
the right keywords, you 
will learn to optimise your 
own website to reach 
more people and make 
the people that visit you 
get the most out of it.”
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systems provider Kimeta 
does (see opposite page).

The second is using re-
gional reach in online 
news,” he continues. 
“Thirdly, publishers are no 
longer providing their own 
classifieds from their own 
servers but rather relying 
on Software-as-a-Service 
that handle the day-to-day 
operations. Fourthly, pub-
lishers are getting smarter 
about providing users with 
the possibility to upsell.”

For some newspapers, 
however, the quickest way 
to acquire the savvy of the 
pure players is either to ac-
quire the company itself or 
sign up for partnerships. 
That’s the kind of approach that has seen UK regional publisher Archant sign up with prop-
erty portal Zoopla. Serge Taborin, Business Development Director at Archant, points out 
that the deal enables the local papers to muscle up their advertising offer to local busi-
nesses; “This partnership will allow Archant to provide our users with a market-leading on-
line property search product and focus on maximising traffic to the homes24.co.uk web-
site, while giving our local estate agents significantly greater exposure and helping them 
generate even more leads. With a vast majority of people searching for property online, 
this deal enhances our online strategy and serves to maximise the opportunity from each of 
our media assets.” 

In short, Archant gets to focus on key skills while handing off the online to the proven 
talents at Zoopla in return for which it gets a share of the market share it might otherwise 
have lost to them. Simply put, the papers are conceding that in the world of online classi-
fieds the strength of their name is not in itself enough – but combined with the fresh ap-
proach of online pure players they still has a lucrative role to play for the future. You could 
say Schibsted and Axel Springer have come to the same conclusion but reacted with 
deeper pockets and more aggression.

The argument over whether papers should rebuild their own online classifieds division, 
or buy into someone else’s will undoubtedly continue to rage, but for the foreseeable fu-
ture the smart money says that there will be both a lot more new posts created as head of 
digital classifieds and a lot more acquisition announcements. Standing still is no longer an 
option. 

Classified Intelli-
gence advice 

Peter Zollman, ex-
pert classifieds ana-
lyst and publisher of 
Classified Intelli-
gence, has this ad-
vice for newspaper 
publishers: “News-
paper companies 
can either stay in the 
classifieds business 
by making sure their 
own digital classified 
businesses are ‘best 
of breed,’ working 
with best-of-breed 
companies that op-
erate top-notch 
sites, or owning the 
best players in the 
business. Some com-
panies have acquired 
classified pure-plays; 
others have affiliated 
with them, and still 
others have focused 
so effectively on in-
teractive classifieds 
in conjunction with 
print classifieds that 
they’re doing very 
well on their own.”

World Advertising
Conference
coverage 

On the following 
page, we feature a 
summary and a few 
highlights of the 
21st World Newspa-
per Advertising Con-
ference, which took 
place in Malta in late 
February. For com-
plete coverage of 
the conference, visit:
[www.wan-ifra.org/
node/33277].  

Archant has signed a deal with property portal Zoopla which 
will allow it maximise the reach of its homes24.co.uk site.
Archant has signed a deal with property portal Zoopla which 

 Steve Shipside, Dean Roper

 [reader@wan-ifra.org]
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More conference 
coverage

Summaries of all 
presentations at the 
21st World Newspa-
per Advertising Con-
ference are available 
on the WAN-IFRA 
website at: 
[www.wan-ifra.
org/node/33277] 

One of the key themes for newspaper publishers at the 21st World Newspaper 
Advertising Conference in Malta in late February was that while digital revenues 
are making gains, the print newspaper is not only still relevant but also remains 
the major source of revenue for now as well as the foreseeable future.

“Digital revenues are not going to be more than 10 percent of your revenue structure up 
to 2014,” said speaker Eamonn Byrne, Managing Director of the Byrne Partnership in the 
UK. “You are not going to be getting 50 percent of your revenue from digital anytime 
soon. … You are not going to replace print revenues with digital revenues.”

He also said while publishers may hear a lot about the growth in digital advertising, ap-
proximately 65 percent of that money goes to Google. Byrne suggested publishers “focus 
on where the money is, and the money is in print. One of the key ways you can make print 
fashionable again is to develop multimedia products that have print at their core.”

Developing digital products, behavioural targeting and “augmented reality”

Sweden’s Aftonbladet is among the publishing houses working hard to develop new digital 
products, but doing so with realistic expectations. “We have to continue to develop new 
products, but not all of them will work. Five of them may fail, but we hope that two, three, 
four will succeed,” said Anders Berglund, Sales Director for Aftonbladet.

Andy Mitchell, Group Commercial Director for the Mailonline Associated & Northcliffe 
Media in the U.K., presented an overview of his company’s network ad sales strategy, in-
cluding behavioural targeting and the development of advertising trading exchanges. 
“What came out of the project is intelligence, knowledge of our audience, of where they 
are going, what they are doing and how they’re reacting to campaigns,” Mitchell said. 
“We can provide real-time, actionable insights to campaigns.”

Speaker Thomas Balduff, Head of Sales for Germany-based Total Immersion, discussed 
the possibilities of using augmented reality technology to reach advertising customers, and 
he demonstrated software solutions that integrate 3D objects into live video. The user ex-
perience can start by a holding up a print product in front of a computer screen equipped 
with a camera.

Big money still in print

 Brian Veseling, Larry Kilman

 [brian.veseling@wan-ifra.org]

 Brian Veseling

 [www.wan-ifra.org/node/33277]

The 21st World Newspaper Advertising 
Conference drew more than 200 partici-
pants from 47 countries to Malta on 24-25 
February. Among speakers were (from 
bottom left), Eamonn Byrne, Andy Mitch-
ell, Thomas Balduff and Anders Berglund.

More conference 
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Newsroom 
Summit in Zurich  

On 9-10 June in Zu-
rich, WAN-IFRA is of-
fering a programme 
packed with practi-
cal advice on highly 
topical subjects such 
as content strategy 
for tablet publishing, 
paid-content strate-
gies, building audi-
ence engagement as 
well as the latest de-
velopments in news-
room transforma-
tions. 

Ongoing innovation: 
the evolving newsroom

As more newsrooms have embraced digital technologies and 
begun integrating their print and digital workflows, they also 
have come to realise that the change process needs to be ongo-
ing to meet the sure-to-come challenges ahead – whether it be 
the arrival of the next iPad or a new wave of smartphones or 
whatever the next development may be. While the bold, revo-
lutionary rethink of the newsroom might have taken place, the 
need for evolution marches on.

This year’s WAN-IFRA International Newsroom Summit Conference (9-10 June in Zurich, 
Switzerland) includes speakers from several top news publishing companies that have radi-
cally changed the way their newsrooms operate in the past few years who will be discuss-
ing what they did, how they did it, how it’s helped them and what they plan to do next.

For example, in March 2010, Ringier, one of Europe’s largest publishers, began opera-
tions in its new, integrated newsroom in Zurich for its four Blick products: Blick, Sonntags 
Blick, Blick am Abend and the Blick.ch website. The central challenge of the project was 
how to bring all the titles together and make the most of the synergies among them while 
at the same time keeping the identity of each of the titles.

Today, a little more than a year after the launch, this challenge has largely been met. 
“The workflows are leaner, the work processes have been optimised and the coordination 
between the four newspaper titles now produced in the newsroom has been improved,” 
says Ralph Grosse-Bley, Editor-in-Chief of Ringier. “In the past, the individual newspaper ti-

The Oakland Press newsroom in 
Pontiac, Michigan, published by 
the Journal Register Company, 
livestreams its coverage of the 
local primary election last year. 
(Photo courtesy of Journal Reg-
ister Company.)
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Two workshops 
set for 8 June:

In connection with 
Newsroom Summit, 
two pre-conference 
workshops are 
planned for 8 June. 
W “Resilience and re-
organisation in edi-
torial – Future proof-
ing the multiple-me-
dia newsroom” will 
examine the funda-
mentals for creating 
resilient newsrooms 
and the issues sur-
rounding changes to 
workflow and struc-
tures. The workshop 
will be led by Sarah 
Schantin Williams, 
Senior Associate 
Consultant for WAN-
IFRA, and Dietmar 
Schantin, WAN-IFRA 
Executive Director,  
Publishing Editorial 
and General Man-
agement, who is 
also moderating 
Newsroom Summit.
W “Online, mobile 
and tablets: turning 
links into a news 
show,” will examine 
how the needs of 
users are evolving in 
the multi-device age 
and what publishers 
can do to meet 
those needs. This 
workshop will be led 
by Grig Davidovitz, 
Consultant, GD Con-
sulting. For more de-
tails visit: 
[www.wan-ifra.org/
node/31877]

 Brian Veseling, Emma Heald

 [brian.veseling@wan-ifra.org, 
emma.heald@wan-ifra.org]

 [www.wan-ifra.org/
node/31877]

tles had totally stand-alone and independent newsroom structures. Although the newspa-
pers have retained their journalistic independence and continue to address different target 
audiences, the processing of the news stories in the newsroom is now much more efficient 
and better coordinated. We can utilise many synergies, and use authors in a new cross-
newspaper way,” Grosse-Bley adds. “We no longer process the news in parallel in the 
morning (eliminating work duplication) and can run news items in a way that is story-fo-
cused. That means: we take a central decision on which aspect of the story should be pub-
lished when and on which channel.”

However, the company also well understands that it cannot claim “mission accom-
plished” and indeed, several things have been changed since the newsroom opened.

“We are constantly carrying out fine-tuning and optimisation,” Grosse-Bley says. “Such 
a newsroom project is never simply finished. For example, we have successively integrated 
several colleagues into the normal newsroom process who previously worked specifically 
for the Sunday edition. The magazine of SonntagsBlick has 
also been integrated more effectively in the last weeks. In 
addition, we have raised staffing levels slightly at nearly all 
editorial desks.”

Over the next six to 12 months, “the process of fine-
tuning will continue,” Grosse-Bley says. “For example, the 
CMS has not yet been harmonised and the image work-
flow can and should be optimised further.”

Journal Register turns its fortunes around

Another large news organisation that has undergone mas-
sive change in the past year and will be presenting its story 
at the Summit is the U.S.-based Journal Register Company 
(JRC). The company publishes 18 dailies and hundreds of 
non-daily publications, mostly in the northeastern region 
of the country. In February 2009, JRC filed for bankruptcy, 
but the company managed to emerge from it in August of 
that same year. Since John Paton was appointed CEO in 
early 2010, JRC has frequently been hailed as an example 
of how to innovate dramatically and Paton has become 
well-known for his “digital first” mantra.

In his mind, digital has to come first and print last, not 
because print is the least important, but because it is the 
last thing to be produced in the newsroom cycle. And 
Paton is confident that his news organisation can take on 
and beat competition in the digital field, thanks in large 
part to its strong brands and investment in content. 

Jon Cooper, Vice President for Content, has been at 
JRC for 13 years working in several areas. It is a completely different place to work since 
Paton came in, Cooper says. One of the main fundamental changes is a willingness to ex-
periment with new ideas, an obvious example being the ideaLab, a project that invites staff 
to contribute ideas to increase value or efficiency. Those selected are given paid time to ex-
periment and work on their ideas. 

Another way in which the newsrooms have embraced change is in the “Ben Franklin” 
Project, which encourages staff to use free, open-source tools vs. expensive software. And 
at the Register Citizen, in Torrington, Connecticut, readers are invited into the newsroom 
as part of the open newsroom project, which JRC hopes to replicate across its papers.

There has been a significant increase and improvement in communication, openness 
and collaboration, particularly between properties. Cooper pointed out that the JRC had 
been built through acquisitions, therefore all the publications are used to working inde-
pendently, rather than as a network. Now, this is changing. 

We are constantly 
carrying out fi ne-
tuning and opti-
misation. Such a 
newsroom project 
is never simply fi n-
ished.

Ralph Grosse-Bley,
Editor-in-Chief
Ringier, Switzerland
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Paid-content, tablets 
dominate supplier requests
Several suppliers have signed up as either sponsors 
or exhibitors at the Newsroom Summit, and we 
asked them to tell us what questions publishers 
have been asking them the most often this year. 

“Nowadays, editors are very interested in 
knowing how they can be present in all channels: 
paper, web, tablets, smartphones,” says Fernando 
Pérez Ortega of Protecmedia, which will be high-
lighting their ideas and solutions for media com-
panies through its editorial platform, MILENIUM 
Cross Media.

Aptoma will be highlighting its DrFront dy-
namic web editing tool at Newsroom Summit. The 
company’s Business Director, Rikke Horn-Berlin, 
says DrFront is an addition to a publisher’s CMS 
and frees them up from website templates. 
“When big events happen, our customers are able 
to quickly adapt their appearance to the current 
media picture, something that really has been im-
portant lately,” she says.

For Vidar Meisingseth, Project Manager of Ver-
dens Gang (VG), which will be exhibiting its VG 
News Portal software in Zurich, the big question 
from publishers lately has been “how may we 
earn money on the new media?”

Other suppliers also told us that the issue of 
paid content has been common for them this year.

“Our most frequently asked question is: ‘What 
form can a profitable business model take for paid 
content?’” says Rainer Lang, Director of Sales & 
Marketing for alpha Media.

Alisha Lyndon, Marketing Manager EMEA for 
OpenText, says “we regularly discuss how to make 
the paywall work without alienating traditional 
readers.”

Adds Kim Svendsen, Marketing Manager for 
CCI, “we are faced with two big questions right 
now. One is the same as everyone else: ‘How can 
we monetise content?’ And the other is we have a 
lot of requests about installing big data centres, 
such as the one we are in the middle of right now 
with Gannett.” (See related item about McClatchy 
and CCI on page 37.)

And, of course, tablets remain a hot topic for 
news publishers as well. 

“At the moment, most of our customers are 
interested in driving tablet editions from existing 
newsflows and that’s where most of our develop-
ment work is focused,” says David Baker of Eidos-
Media.

In order to allow journalists to focus more on the local content that is JRC 
papers’ main strength, the company’s latest major initiative is Project 
Thunderdome, which Cooper describes as “the improvement and expan-
sion of our content.”

The basic concept is there are efficiencies to be found between publi-
cations that could free up reporters and editors to concentrate their efforts 
on what is going on in their local area, rather than someone at each paper 

spending time writing a different but simi-
lar story about national news. Currently, 
there is a roughly 50:50 split at the papers 
between national and local content. 

Therefore, the papers are introducing 
new common templates so that national 
stories can be laid out once across the 
publications, as part of a strategic rede-
sign of all publications. This will result in 
both the papers and websites having a 
more standardised look and feel. 

National content that can be used 
throughout the papers will come from 
partner news organisations. A first con-
tent-sharing deal with The-Street.com 
was recently announced: TheStreet will 
supply national business, financial markets 
and personal finance coverage to all Jour-
nal Register papers. Cooper explained 
that rather than having different editors 
lay out this coverage, one person will be 
able to do it for all papers.

The JRC has hired Jim Brady, former 
executive editor of WashingtonPost.com 
and founder and former manager of TBD, 
to coordinate the Project Thunderdome 
effort. The company said his job is “to 
lead the digital transformation of all its 
newsrooms on all platforms.” 

This effort to streamline the produc-
tion of some content will lead to some 
staff cuts, Cooper says, but the staff who 
remain will be devoted to creating con-
tent. “The real goal is more feet on the 
street, more people reporting,” he says. 
“None of our editors went to school and 

went into journalism to use Quark or InDesign: they got into it because 
they want to tell stories and serve their community.” The key in many 
areas, Cooper reiterates, is a change in mindset and culture. 

Business models, tablets and more

A further highlight at Newsroom Summit will be a session on business 
models for the newsroom and will include News International Group Gen-
eral Manager Will Lewis discussing paid-content strategies.

Tablet publishing will also be in the spotlight, and the Frankfurter 
Rundschau’s Editor-in-Chief, Rouven Schellenberger, will explain how his 
company has successfully integrated tablet publishing into its newsroom.

The real goal is 
more feet on the 
street, more people 
reporting. None of 
our editors went to 
school and went 
into journalism 
to use Quark or 
InDesign: they got 
into it because they 
want to tell stories 
and serve their 
community.

Jon Cooper, 
Vice President 
for Content, 
Journal Register 
Company

http://www.wan-ifra.org/magazine


21www.wan-ifra.org/magazine FOCUS: NEWSROOMS IN CHANGE05/06.2011

World Newspaper 
Congress, World 
Editors Forum in 
October in Vienna

From 12-15 October, 
WAN-IFRA will host  
the 63rd World 
Newspaper Con-
gress and the 18th 
World Editors Forum 
in Vienna.
For programmes and 
registration see: 
World Newspaper 
Congress [www.
wan-ifra.org/
node/31936] and 
World Editors Forum 
[www.wan-ifra.org/
node/33854]

Special Reports on 
Ringier, Archant
WAN-IFRA Newsplex has published two English-lan-
guage Special Reports relating to the newsroom 
projects at Ringier in Switzerland and Archant in the 
UK, each of which worked with Newsplex and will 
have speakers presenting at Newsroom Summit in Zu-
rich in June.

The Ringier report focuses on the new Blick news-
room in Zurich that brought together the company’s 
four Blick titles and was mentioned in the previous arti-
cle. This report is also available in German.

The Archant report describes how the regional pub-
lishing house implemented a massive newsroom trans-
formation process for all of the company’s 64 titles.

These Special Reports are available in printed form, 
and copies will be distributed at Newsroom Summit. If 
you are interested in a copy, contact Kerstin Oestre-
icher [kerstin.oestreicher@wan-ifra.org].

www.mullermartini.com, Phone +41 (0)62 745 45 75

Muller Martini has built you the 
most versatile and reliable insertion 
system in the business. ProLiner 
is modular, so it can be easily re -
confi gured to help you stay on top 
of changes in the marketplace. 

ProLiner – from a base model 
to a high-performance
inserting system.

And ProLiner is fast. That means 
your bindery will easily keep pace with 
the new generation of high-speed, 
extra wide presses. Grow with a secure 
investment in inserting productivity – 
Grow with ProLiner. 

Grow with ProLiner. 
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Bjerager is also the 
Editor-in-Chief and 
Managing Director of 
the Danish national 
daily Kristeligt Dag-
blad. 

He was elected by the 
Board of WEF in mid-
February for a two-year 
mandate, after serving 
as a member of the 
WEF Board since 2001. 
He has been Editor-in-
Chief of Kristeligt Dag-
blad since 1994, and 
became Managing Di-
rector of the daily in 
‘95. In Denmark, he is 
chairman of the board 
of the media-owned 
national news agency, 
Ritzau. He has been the 
chairman of the Danish 
Press Foundation since 
2001, and is currently 
the chairman of the Co-
penhagen’s Editors As-
sociation.

Erik Bjerager, President
World Editors Forum (WEF)

‘We must develop 
with readers and users’ 

In February, Erik Bjerager was elected President of the World 
Editors Forum (WEF), the global association for senior newsroom 
executives within WAN-IFRA. Here, he talks with us about the 
challenges facing newsrooms and how editors can meet them, 
as well as his objectives for WEF.

WAN-IFRA: With more pressure than ever to generate unique, multifaceted con-
tent, that will also help to create more (and new) revenues, how do you see the 
role of an editor evolving in the short term and long term? 

BJERAGER: I think the traditional role of an editor, which has, of course, been to edit a 
newspaper, is slowly and continuously changing. Editors in the future will inevitably have to 
be very much directed more towards multimedia and the rest of the digital world. This in 
turn means that editors must be very focused on innovation and on the business side of 
the media. The Internet, maybe even more than print, is very much driven by a search for 
traffic, and to boost traffic on a website I believe you have to think more commercially than 
we have been used to in print. In short, I think that an editor’s role will evolve to include 
much wider requirements than before. The silo of editors is breaking down. So editors are, 
and must continue to be, involved in many more areas of the newspaper and the business.

WAN-IFRA: How can newspapers ensure that editorial integrity and independence 
stay a top priority in the face of today’s rabid digital “breaking news” mentality?

BJERAGER: The survival of newspapers on the Internet and on all digital platforms depends 
on their brands being synonymous with quality. In my opinion, a clear separation between 
quality news sites and other sites will emerge, and if news organisations want to retain 
their role as reliable sources of information, they need to embrace the tough but crucial 
task of remaining keenly focused on quality. Throughout all of this, we must be careful not 
to get distracted by what is new and neglect print. I believe that for the foreseeable future, 
print will what pays, and I think that we should therefore spend significant time and effort 
on strengthening our print newspapers. There is a lot of focus lost in developing digital 
services, and most newspapers realise that they make very little money online just yet. A re-
cent study showed that print will still be providing 86 percent of U.K. newspaper revenue 
in 2017 – that’s six years away. In the U.S., 9.3 percent get their income from digital source 
now and it will be 14.6 percent in six years time. Income from digital activities will indeed 
grow, but I really believe that we should work hard to adapt print to the new market situa-
tion, because print is still what pays. 

WAN-IFRA: How do you think most newsrooms are doing today with training 
their journalists to stay nimble on their feet on the ever-increasing multiple-media 
platforms? 

BJERAGER: I don’t know what most newsrooms are doing, but I know a little bit about 
what newspapers in my part of the world are doing, and we are certainly not doing 
enough. It is necessary that all newspapers step up the training of their journalists: it must 
be a continuous process. We need to become much better. In the Danish media world, 
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18th World Editors 
Forum, 12-15 Oct. 
in Vienna 

The editor as innova-
tor, as businessman, 
as the centre of the 
community: this 
World Editors Forum 
in Vienna will ex-
plore these multiple 
facets of an editor’s 
job and look at how 
he/she can excel at 
each but still main-
tain a key focus on 
good content. For 
more information on 
the event, visit:
[www.wan-ifra.org/
node/33854]

every journalist is entitled to about one week’s training each year, but I think many news-
papers and media companies would benefit greatly to organise short training courses on 
various subjects, lasting a day, or half a day. At my newspaper, for example, journalists have 
just had a two-day training session on Internet research with qualified instructors. We also 
have basic journalism training: how to brush up your language, write stories and headlines 
better, and, generally, how to deal with basic journalistic issues in a better way. We think 
we master these things but we don’t: We can always become 10 percent better. This 
should be our way to go forward, we must always strive to become 10 percent better at 
what we do.

WAN-IFRA: How do you see the role of social media playing out in the newsroom?

BjErAgEr: Multimedia platforms provide very different challenges for newspapers, and 
they have very different ways of dealing with these. There will certainly be a need to re-
think the way we do our work in terms of social media: how we can use social media as a 
journalistic tool, to reach new sources and to get new angles on our stories. I also think 
that social media can be used on a larger scale for newspapers in terms of developing 
strategy and getting new ideas, and how to develop your business. You can ask your users 
questions, and communicate with them in a much more creative way than before. We 
should also seek to make the best use of the generosity of our readers: They would like to 
contribute to our newspapers and our digital development in a way that we cannot even 
imagine today. I think there is a whole new world waiting for us. In the past we have been 
developing our media for our readers and users; today and in the future we must do it 
WITH our readers and users.

WAN-IFRA: There have been so many editorial jobs lost in the past few years… 
have newsrooms reached a point of diminishing returns with perhaps more cuts 
on the horizon? 

BjErAgEr: In Western Europe and the U.S., newspapers are experiencing a continuous 
drop in circulation. If the loss in revenue is not compensated by an equivalent rise in reve-
nue from digital media or other sources, then the newsroom will inevitably have to be cut 
further, which I see as a challenge or even a threat to a well-organised democracy. I believe 
that nobody has yet been able to establish digital media that can take the place of newspa-
pers in a democratic structure. Print, at a local, regional and national level, is able to edit 
and prioritise news, debates, and commentary. We are still waiting to see how digital 
media can sustain and support a continuous debate and guarantee a coherent overview of 
the public debate and transparency. There is so much out there in cyberspace that it can be 
easy to get lost.

WAN-IFRA: What will be your main objectives as President of the World Editors 
Forum? 

BjErAgEr: Above all, the aim is to enhance and develop quality journalism. Within this, I 
plan to build WEF’s network of editors, and to develop events such as conferences and 
study tours, which can really help editors around the world to get an insight into best prac-
tices. My hope is that WEF can continue to be an inspirational forum for editors. The fight 
for increased press freedom is also a great priority in my work as WEF president.

WAN-IFRA: What do you think will be the major issues being debated and dis-
cussed at this year’s WEF?

BjErAgEr: One issue that everyone is still debating is how to make money online. Once 
again, this will be the big question: how to make money on tablets, on mobile and, of 
course, on the Internet. This is our biggest challenge because without sufficient income, 
we face further cutbacks in newsrooms. We need income from our digital activities to 
compensate for the drop in revenue that almost everyone has experienced in print.

JOB OPPORTUNITY

Executive Director, 
World Editors Forum

If you are an experienced 
editor looking for a unique 
opportunity to organise, 
coordinate, and develop all 
critical activities related to 
the World Editors Forum, 
WAN-IFrA is now accept-
ing applications for this 
prestigious position.
For details about the posi-
tion and to apply, visit: 
[www.wan-ifra.org/jobs]
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 Dean Roper, Caryl Holland

 [dean.roper@wan-ifra.org]

 TMP Birmingham photos cour-
tesy of Production Journal

Making the most
of the mailroom

Printing plants around the world are trying to maximise the uti-
lisation and fl exibility of their equipment, whether it be taking 
on more newspaper products or semi-commercial work, for ex-
ample. Here we feature two companies that are investing in cut-
ting-edge postpress equipment while adapting their workfl ows 
and, in some case, technology to satisfy their customers.

Axel Springer printer ahead of the race 

Since landing the contract for the Berliner Woche, Druckhaus Spandau, the printing plant 
of German publisher Axel Springer AG in Berlin, has literally been in a race to produce the 
1.53 million copies of this free weekly newspaper, the largest of its kind in Berlin.

Specifically in the mailroom, a 36-hour race is on to process and deliver this Axel 
Springer newspaper, which includes 250 million inserts per year (40 percent of the plant’s 
total inserting volume) and 33 local editions, says Frank Wagner, Head of Postpress for 
Druckhaus Spandau.

The Berliner Woche is just the latest title to join production in Spandau. The company 
also handles the production of eight daily newspapers with a print run of about 1 million 
copies: Die Welt, BZ, Berliner Morgenpost, and Bild from Axel Springer, and contract jobs 
of the Süddeutsche Zeitung, Tagesspiegel, Potsdamer Neueste Nachrichten and Han-
delsblatt. 

Speaking of semi-
commercial ... 

WAN-IFRA Magazine 
will publish its sec-
ond EXTRA edition 
of the year in late 
May and the issue is 
focused on Semi-
Commercial in Print-
ing and Postpress. 

Left: Nick Calim (left) and Alex Henderson 
watch Streamfold in action in the Trinity Mir-
ror Printing Birmingham plant. Above: One of 
the two ProLiner inserting lines at Druckhaus 
Spandau in Berlin.

http://www.wan-ifra.org/magazine
mailto:dean.roper@wan-ifra.org


www.wan-ifra.org/magazine 05/06.2011 BEST-pracTicE producTion 25

Then there is the Berliner Morgenpost EXTRA weekend edition (1.34 million copies), as well 
as some commercial printing jobs.

Before this year, production of the Berliner Woche had been produced at another com-
pany, but to improve the daily utilisation of the company-owned equipment, Axel Springer 
opted to bring the production of these product to Spandau. 

Berliner Woche was relaunched with a new Nordic tabloid format, and this along with 
the inserting volume brought a number of challenges, and opportunities, to the table, says 
Wagner.

To prepare for this change in the plant, the company decided to invest in two new 
identically configured high-speed ProLiner inserting machines from Müller Martini (the 
eight daily and five Sunday newspapers are produced on nine NewsLiner inserting ma-
chines with a maximum of six feeders). 

Each of the 12-station ProLiners are equipped with a CoLiner pre-gathering unit with 
six stations, giving each inserting line a total of 18 insert feeders.

Fortunately, the company already had one of the more advanced automated roll stor-
age systems in the world, according to Wagner. It has a capacity for approximately 1.5 mil-
lion, 64-page copies. The main sections are rolled on to the PrintRoll system and are then 
transferred via a shingle stream conveyor to the feeders on to the ProLiner. 

Both of the newspaper inserting systems comprise three CombiStack bundle builders, 
which includes bottom wrap, address unit and strapping. 

The entire workflow is controlled and monitored by the Müller Martini Mailroom Pro-
duction Control (MPC) system.

Trinity Mirror Printing in 
Birmingham features two 
Ferag Streamfold endorse 
folders fed by Ferag Job-
Feed and with stream sepa-
rator enabling four-page 
endorse folded products.

w w w . p r o t e c m e d i a . c o m

Multi-media Advertising (Web, Classifieds Portal, Newspapers, Magazines, New Media) 
Cross-Media Editorial Planning – Multi-media CMS – DAM – Participative Audiences
Multi-channel Distribution (web, tablet, smartphones, in print…)
Business Intelligence, Subscriptions Management, Paid Content – Geo-Targeted Marketing

The most comprehensive and versatile software portfolio

How to achieve efficiency 
and productivity 
in a multi-media scenario 

...with less

More...
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Also working in their favour was the company’s printing capacity, top-notched trained 
staff, and synergies with other weekly newspaper production – all adding up to a solid 
foundation for moving forward.

The production strategy for BW leans on five key elements for success, says Wagner: 
optimised machine scheduling; the performance of the two high-speed Proliners (43,000 
copies per hour); staff changes without interruption; job changes without interruption; and 
just-in-time logistics.

To run the machines, the production is done in three shifts with five staff on each shift. 
Everyone knows how to do each other’s job to create flexibility and breaks. Forty to 50 ex-
ternal staff is brought in on a contractual basis to help on inserting, palletising, etc.

After the first eight weeks of production of the weekly, the results are encouraging, 
Wagner says.

Volume of inserts: ranged from 3.3 million to 8.2 million. Spandau is expecting to reach 
12-14 million in the future.

Performance: the plant exceeded the goal of 43,000 copies per hour four times and fell 
below 40,000 just twice. 

“Of course we had some teething problems from the outset, dealing with such a high 
volume and new equipment, but we are working hard to improve every day,” says Wagner.

The next goals for the company are to reduce waste, improve inserting quality, increase 
storage capacity and decrease dispatch time.

Trinity’s thinking out of the box 

Handling semi-commercial work requires thinking out of the box both in terms of staffing 
and production as Trinity Mirror Printing (TMP) has found out.

UK-based Trinity Mirror Printing’s regional newspaper production facility on the out-
skirts of Birmingham was built in 2003, representing an investment of over 60 million Brit-
ish pounds. Set up for producing both in-group and contract newspapers, a single line of 
12 Goss Colorliner 70 four-high towers were installed, while the Ferag mailroom consisted 
of four publishing lines, three with inserting capabilities giving it significant fire power.

To improve press and mailroom utilisation, TMP is therefore increasingly turning its at-
tention to semi-commercial production including four-page supermarket promotional flyers 
and leaflets for political parties. 

To handle such work, the company has installed a Ferag trimmer plus two Ferag 
Streamfold endorse/quarter folding lines. Unusually, the Streamfolds are run off-line being 
fed by Ferag JobFeeders. This not only means that there can be better utilisation of the 
presses and the work can be carried out in quieter periods, but it has also been found that 
the Streamfolds run much more consistently. This is especially the case with the four-page 

endorse fold products, 
which are printed two 
up and subsequently 
separated.

“The biggest ad-
vantage we have over 
gravure and heatset 
presses is the turna-
round time,” says Alex 
Henderson, general 
manager, TMP Mid-
lands. “Also, many 
double-width presses 
can’t produce a four-
pager. However, we 

A view of the three automatic Combistack packaging machines 
at Druckhaus Spandau in Berlin.

Trinity equipment 
highlights

W Goss Colorliner 
70, 12-unit press 
with four folders. 
W Press web width - 
1,440 mm; cut-off - 
578 mm. 
W 3 Tolerans on-line 
stitchers. 
W Four Ferag pub-
lishing lines includ-
ing automated 
stacking, strapping 
and palletising. 
W On-line inserting 
consisting of three 
Ferag MSD systems, 
Multi-disc and LAT 
feed, plus four-sta-
tion Ferag Rollstream 
system capable of 
inserting seven in-
serts into one jacket. 
Ferag trimming line 
fed by Ferag Jet 
Feeder. 
W Two Ferag Stream-
fold endorse folders 
fed by Ferag Job-
Feed and with 
stream separator en-
abling four-page en-
dorse folded prod-
ucts.

Druckhaus 
Spandau

Postpress equipment 
refers to production 
of its weekly titles. 
W 8 Colorman (man-
roland) presses
W 6 Agfa Polaris 150 
CTP systems
W Automatic storage 
system (Printroll) 
W 2 Proliner (Müller 
Martini) inserting 
machines, with 12 
insert feeders
W 1 Coliner pre-
gatherer with 6 
more feeders for 
each Proliner; total 
of 18 feeders.  
W 3 Combistack au-
tomatic wrapping 
machines per line.
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can print them two-up and separate them. That’s the 
uniqueness of what we are doing.” 

It has to be said though that producing such prod-
ucts has involved somewhat of a learning curve. Al-
though as newspaper producers, TMP is used to mak-
ing large bundles but, for smooth subsequent 
handling, care has to be taken to ensure that the cop-
ies are presented to the hoppers correctly in order to 
achieve a consistent speed: too much ink/damping 
means that the copies stick together, while if the hu-
midity changes during storage copies tend to curl. In-
terestingly, a number of the hopper feeding issues 
were solved through the installation of vibrating ta-
bles that align the copies and put some air in be-
tween. As a result, the company is able to endorse-
fold four-page lightweight (52 gsm) flyers, which to 
be fair is a little outside Ferag’s Streamfold specifica-
tion, at a net output of around 35,000 copies an 
hour. 

This is quite an achievement especially considering 
that none of the mailroom staff had previous experi-
ence in handling semi-commercial work. To overcome 
this, a specialist team of three has been formed as 
Henderson explains.

“We have created what I call a finishing team who 
handle all the trimming and quarter/endorse folding 
work,” he says. “They are supplemented by the nor-
mal crew, but these are the guys who are defined as 
the experts in this field.”

In addition, in order to make the most use of the 
equipment by running it both day and night, all the 
mailroom staff are in the process of being trained to 
operate the machines. In fact, all the mailroom staff 
are currently undergoing a major multi-skill training 
programme.

 A firm believer that semi-commercial and com-
mercial work is the future for newspaper printers who 
want to survive, Henderson adds that the company is 
planning to diversify even further, having recently 
bought a spine gluing system from WRH Marketing, 
and that it is looking into producing catalogue work 
which will require a more precise fold.

“Essentially, we are constantly challenging our-
selves to improve and innovate on what we currently 
offer,” he says. “On top of that, we are always look-
ing at potential opportunities in new areas. We have a 
number of innovations and industry firsts that we are 
working on.”

TMP portion of this article is an edited excerpt from an 
originally published article in Production Journal in the U.K.

a company of manroland AG
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Content-X is revolutionizing the editorial workflow. Simple 
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cally makes content available for cross-media editing.
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Piecing together 
good quality colour

Quality is not an absolute quantity. “To achieve, and if possible even surpass, what the cus-
tomer expects should be the benchmark for quality,” says Manfred Werfel, Executive Direc-
tor of the WAN-IFRA Competence Centre Newspaper Production. “In its efforts to do so, 
the newspaper house is always caught between the – sometimes unrealistic – customer ex-
pectations and the available technical possibilities.” 

If the quality of the newspaper product as a whole is considered, this naturally goes far 
beyond just the printing quality. Laying the basis for quality begins already at the time of 
generating content, but there are countless threats to quality in the production and finish-
ing process, including distribution of the finished newspaper, until the newspaper copy is 
finally in the hands of the reader. Any reason for customer dissatisfaction – even if only late 
delivery – is a quality deficiency. On top of this there are subjective criteria, regional differ-
ences as well as various other factors. Many relevant aspects are not measurable and there-
fore cannot be set against reference values. Seen this way, it becomes clear that quality can 
be standardised and monitored only to a certain degree. Colour printing quality, which this 
article focuses on, is one important aspect of newspaper quality.

 
Colour printing quality – how to approach it correctly

A foundation for high standards of colour printing quality in newspapers, practice-proven 
and easily realisable, consists of observing the ISO process standard 12647-3 in prepress 
and print. Moreover, there are many aids and measures available that offer the potential to 
promote good colour quality. It is especially important to identify possible sources for faults 
in order to be able to avoid them right at the start. 

Printing good quality colour is 
essential for the newspaper – 

today more than ever. But how 
do you define good newspaper 

quality? What does it depend 
on and who determines the 

final result? Despite sophisti-
cated technology, standards 

and automation, the standard 
of newspaper quality readers 

and advertisers can expect is still 
very diverse. Everything stands 

or falls with the knowledge and 
skilful management of the proc-

esses by personnel, and their 
motivation.

Checklist for 
further colour 
quality  
optimisation

A standard of quality 
can be influenced 
favourably by satisfy-
ing a number of 
conditions. Our 
checklist online at 
Article ID [13035], 
provides an indica-
tion of where the 
potential for possible 
optimisation could 
still exist. 

http://www.wan-ifra.org/magazine
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Automating prepress processing

The area between page production and print run contains a number of work 
steps that have major effects on the quality of the finished product. “In recent 
years, there has been a dramatic change in the prepress area – away from the 
individual processing of ads and images towards automated processing – ac-

companied by drastic personnel reductions,” says Roland Thees of WAN-IFRA who also 
provides prepress consulting services. “Today, perhaps only three of four people are work-
ing where there used to be 10. The specialised know-how that used to be absolutely es-
sential has now been largely shifted on to the software,” says Roland Thees of WAN-IFRA 
who also provides prepress consulting services. “That is not necessarily a disadvantage, on 
condition that there are at least two people in the company who have a solid specialised 
know-how and understand both the individual processes (overall) as well as the workflows 
(in detail). This will decide how safe and efficient the entire prepress processing will be real-
ised and it is also the guarantee that, in case of new investments in hardware and soft-
ware, the correct decisions will be made in view of the existing conditions at the actual op-
eration concerned.”

Each new element, whether hardware or software, that is integrated into a functioning 
workflow represents a potential source of operational malfunction that could constitute a 
threat to production (see also right column on page 31). 

It is impossible to overemphasise the importance of checking all basic settings of the 
applied programs: the standard settings are not usually applicable.

The basic steps within prepress workflows are very much identical at most newspapers: 
producing and checking PDF or EPS files, image optimisation, controlled use of colour man-
agement for correct RGB to CMYK or CMYK to CMYK conversion, ink saving, colour sepa-
ration and bitmap production. What is different is, depending on the company’s philoso-
phy, the sequence of the steps, e.g. whether colour space conversion should be done at an 
earlier or later stage of processing, where safety and flexibility considerations also play a 
part (due to the use of the data material for different media).

Workflow systems that integrate individual processes, carry out control functions and 
control, automate and make the entire process transparent for personnel can help ensure a 
smooth operation. If the decision is made in favour of such an integrated solution, which 
undoubtedly has its advantages, it should be borne in mind that this may mean being lim-
ited to certain product lines when selecting equipment components.

To sum up, it can be stated that anyone who wishes to stay independent and has the 
necessary know-how in-house can create his own workflow and use hot-folders to auto-
mate. But anyone who does not have (or no longer has) this specialised know-how at his 
disposal and values the benefits of having a single contact partner on the supplier side is 
best advised to go for an integrated workflow solution. 

Platemaking, printing and the influence of materials 

Important for correct plate exposure is the checking – and in most cases  
correction – of the basic RIP setting (dot shape, screen ruling, etc.). At the 
platemaking stage it is vital to have constant conditions (developer tempera-
ture, laser intensity, etc.), thus calling for regular controls and careful mainte-
nance to be carried out in accordance with a service schedule. A closed-loop quality  
control, in which the plate exposure, alignment and edge-bending are checked, is a good 
solution here. 

“Good printing quality stands and falls with the correct density. Printers must under-
stand the processes and correctly operate the presses,” says Moritz Schwarz, WAN-IFRA 
Consultant. The use of print control elements in conjunction with densitometric measure-
ments would be highly beneficial, but this is seldom done in practice because integrating 
such elements into the page is not considered for optical reasons (exceptions confirm the 
rule). To obtain as consistently good quality as possible, ink-key presetting at the press and 
start-up curve optimisation are especially important.

“Quality is not 
an absolute – it 
must be oriented 
towards the cus-
tomer. Customer 
satisfaction is the 
ultimate bench-
mark. We must 
try to better un-
derstand what the 
customer wants 
from us and put 
ourselves in his 
position. In all 
aspects, it is our 
personnel – their 
qualification and 
their motivation – 
who constitute the 
all-deciding 
element. 

Manfred Werfel 
WAN-IFRA 
Deputy CEO, 
Executive Director, 
Newspaper 
Production

http://www.wan-ifra.org/magazine
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“Care must be taken with the use of self-learning systems, as in this case everything de-
pends on correct operation,” Schwarz advises. “Whoever is not absolutely confident in this 
is recommended to deactivate this function. The best approach is optimisation on the basis 
of measurements carried out by a specialist, combined with the printing of a test form.”

The second important pillar in colour printing is colour register, as register problems are 
noticeable immediately. More difficult than matching up the plates of a set of colour sepa-
rations is compensating the fan-out effect that occurs frequently in four-high towers. Fan-
out is dependent on the print substrate and becomes more pronounced the wider the web 
is. “There are several corrective steps that can be complementary: the first step is the 
standardised compensation in the RIP, which has the greatest corrective effect,” says 
Schwarz. “The second step consists of a dynamic, i.e. speed-dependent bustle wheel sys-
tems. Then for extremely exacting demands there is the closed-loop control in the running 
web, for final fine adjustment.”

An aspect that is frequently overlooked is lighting at the printer’s workplace: at the con-
trol desk. Besides the use of standardised light, care should be taken to avoid the intrusion 
of light from other sources and a black work surface.

In the final instance, it is ink and paper that determine how the finished 
newspaper product will be, so their selection and consistent quality are cor-
respondingly important. “For this reason, a printing company should give 
the manufacturers not only exact specifications concerning the properties 

of the materials, but also limit the number of their suppliers to minimise fluctuations,” says 
Beatrix Beckmann, WAN-IFRA materials expert. “It is beneficial not to mix paper grades in 
the production run.” Matching the materials and the press is important. If a printing com-
pany decides to use different paper qualities – e.g. to enter the semi-commercial business – 
printing tests could help to find the best suited paper. In any case, paper buyers (especially 
if they centralise buying for several printing companies) and production specialists should 
talk to one another and communicate their experiences. The same applies for cooperation 
with the manufacturers who are dependent on feedback from printing companies to opti-
mise their products. In the event of a quality-related problem, e.g. if the desired colour 
density is not obtained with a certain ink, it may prove necessary to commission a special-
ised laboratory to carry out a material test to establish the cause. 

Personnel must master the processes and be motivated

“If I want to verify that a certain process is functioning properly, I must en-
sure that everyone involved in the process has all the necessary information 
at his disposal,” says Werfel. “In most cases, insufficient communication is 
the cause of faulty processes. Statements such as: ‘I assumed that my col-
league knew it,’ cannot be tolerated. Everyone must pass on all the neces-
sary information and check that it has, in fact, been received.”

“A quality manager can be a valuable asset provided that he sees it as his job not to act 
alone but instead to bring together the involved personnel, get them to work more closely 
together as well as ensure their training. Quality management is an ongoing process, as it 
has no fixed target that – once achieved – only has to be maintained. For this reason, per-
manent personnel motivation is decisive,” Werfel adds. 

Whereas quality itself is not a measurable quantity, quality objectives, e.g. waste and 
error levels, on-time delivery, number of customer complaints, etc., certainly are. The partic-
ipation of a newspaper printing plant in the competition for membership in the WAN-IFRA 
International Newspaper Color Quality Club and other such projects can also serve to in-
crease the motivation of the personnel concerned and re-orient them.

Printing quality comprises many elements – and all are important.

WAN-IFRA Training

Investing in personnel 
know-how is worthwhile. 
The WAN-IFRA Academy 
offers practice-oriented 
training courses from 
which participants can 
gain direct benefit for 
their daily work. 
 

Visit our website to view 
the updated training 
event schedule [www.
wan-ifra.org/node/31301].
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New ICC specification 
for ISO profiles
ISO newspaper profiles are a generally accepted 
standard in the industry. The introduction of Ver-
sion 4 of the ICC specification for ISO profiles has 
caused some uncertainty. This new version, that 
offers the prospect of certain benefits for colour 
image reproduction, gives rise to problems in prac-
tice in the form of numerous error messages. 

Naturally, users are put off by this drawback of 
Version 4 and are staying with the Version 2 that is 
in widespread use in the industry and works with-
out any problem. 

Andy Williams, WAN-IFRA colour management 
expert, says: “The problem with Version 4 is that it 

is incompatible with Version 2. 
Consequently, if input and output 
profile do not match – both 
should be either Version 2 or Ver-
sion 4 – such error messages will 
be the inevitable result.” 

In the meantime, the ICC Con-
sortium is working on Version 5 of 
the specification that not only 

contains further improvements in colour manage-
ment but also is intended to guarantee that the 
input profiles of Versions 4 and 2 do in fact work. 
“I would not speak in terms here of reverse com-
patibility in the usual sense, because the benefits 
of the output profile of Version 5 can, of course, 
only be used provided that the input profile corre-
sponds to Version 5,” Williams says.

“Version 5 of the ICC specification for ISO pro-
files is scheduled to be published in 2013. Moreo-
ver, a new colour management module (CMM v5) 
is also needed, for which the ICC will make availa-
ble a corresponding reference CMM. With that, 
the preconditions for using new profiles and an 
automatic version match would be satisfied,” adds 
Williams. 

Will the enhanced colour description precision 
promised by Version 5 be reflected in applications 
in the printing area? WAN-IFRA examines this as 
well as other related questions in a new Special 
Report on colour management in which the latest 
developments in this sector are highlighted. Andy 
Williams is the author of the reports, which are 
scheduled to be published shortly [andy.williams@
wan-ifra.org].

Is image quality
really important? 
The spontaneous answer would be: Of course! 
However, newsrooms frequently attach greater 
importance to the topicality or exclusiveness of 
an image than its technical quality. Does news 
value always justify such compromises? 

Not every image that is printed in the newspaper is a good image. 
In many cases that is not the fault of the processing nor of the 
printer. Besides image material supplied by the newspaper’s own 
staff and agencies, newsrooms are increasingly receiving images 
taken by readers with their mobile phones.

 Stefan Schröder, Chief Editor of Germany’s Wiesbadener Kurier, 
uses several properties to describe the minimum standard of technical  
quality of a newsphoto: “It must have a minimum resolution for 
printing, it may not be unsharp (except in the case of an image show-
ing motion), the central objects or people must be reproduced in 
focus.” Unfortunately, these properties often take a back seat to im-
ages that show extraordinary occurrences or give rise to emotions – 
the journalist argument. How much can the reader be expected to 
put up with? Where is the limit? In some cases would not a few 
words say more than a poor image? 

Discussions between the newsroom and prepress department 
about whether to publish a poor quality image are not uncommon: 
“There are images that have such an important documentary value 
that sometimes we run them despite their poor technical formal qual-
ity. But that should not be the rule,“ says Brigitte Meyer, Art Director 
at Neue Zürcher Zeitung in Switzerland. “Discussions often end in fa-
vour of the image with technical shortcomings.“  

“A good newspaper photo first and foremost satisfies the jour-
nalistic criteria,“ says Christian Pohlert, Head of the Photo Newsdesk 
at the Frankfurter Allgemeine Zeitung. The newsroom also decides 
whether an image will be run. Quality and authenticity have top pri-
ority. A lower resolution is acceptable for electronic media. “Even 
poor quality images can look good on an electronic device,” he says.

Front page photos 
in the Wies-
badener Kurier 
on 18 March 2011 
show hazy shots 
of the desperate 
efforts to cool the 
nuclear reactors 
in Fukushima by 
dropping water 
from helicopters.

A. Williams

Front page photos 
in the Wies-
badener Kurier 
on 18 March 2011 
show hazy shots 
of the desperate 
efforts to cool the 
nuclear reactors 
in Fukushima by 
dropping water 
from helicopters.
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INCQC 2012-2014
In January 2012, WAN-IFRA will invite newspapers from all over the 
world to participate in the 10th International Newspaper Color 
Quality Club (INCQC) competition. The most important objective of 
the INCQC is to take the colour printing quality to a level that is in 
line with the ISO process standard for newspapers. Every year, 
more newspapers succeed in satisfying the specifications.

The printed newspaper faces stiffer competition than ever before with 
electronic media and magazines. For this reason, good printing quality 
constitutes a basic requirement from readers and advertisers. Expectations 
are high especially in advertising, because the objective is to obtain a 
largely identical colour printing result worldwide, despite independent pro-
duction locations and different equipment. To guarantee this, it is essential 
to follow certain rules that are laid down in the ISO 12647-3 standard for 
coldset newspaper printing and recognised internationally. 

The success of the competition, held at two-year intervals, shows not 
only that it is possible – by making a suitable effort – to satisfy the exact-
ing demands; the character of the competition transforms it from being a 
sober project into a collective undertaking. And with a clear objective: We 
want to gain entry to the Quality Club and we will make it! WAN-IFRA 
supports the participants with a number of offerings (see left column). 

The monthly printing tests that are to be carried out during the period 
of the competition are like the stages in a race, as participants receive ori-
entation and new impulses from the intermediate evaluations (similar to 
the display of interim times). The motivational effect on personnel is one 
of the most important reasons for participation for many newspapers – 
besides improving processes, raising quality consciousness and the level of 
know-how among staff, lowering the costs of dealing with advertisers’ 
complaints, international recognition of the award with its positive effects 
for the newspaper’s image, etc.  

WAN-IFRA developed the IFRA Cuboid for the evaluation of the sub-
mitted printed samples. This is a print control element in the form of a 
customer ad that, without having a disturbing effect, can be positioned as 
a colour filler ad anywhere in the newspaper. The IFRA Cuboid permits an 
evaluation based on measurements to be carried out from which conclu-
sions can be drawn concerning the used materials (paper, ink), RIP settings 
and press configuration. 

Participation in the INCQC 2012-2014 does not require any special 
production runs. The IFRA Cuboid has a format of 42 x 28 mm and should 
ideally be integrated into the regular production run. One test per month 
is carried out from January to March 2012; in addition, 10 copies must in 
each case be sent to WAN-IFRA (Darmstadt) for evaluation. Besides the 
measurement-based evaluation, a visual assessment is also carried out 
based on a defined catalogue of criteria (set-off, smearing, soiling, etc., 
lead to point deductions). To obtain more information and to register on-
line, visit the website [www.colorqualityclub.org]. 

Preparing to participate 
in the competition 
WAN-IFRA facilitates preparing for a successful 
participation with several offerings:
W Quiz seminars (quality initiative newspaper print-
ing)
W Tutorials and seminars in Europe, Asia and South 
America
W Press acceptance test and individual consulting
W Quality control with the WAN-IFRA Quality 
Check (charged)
W Quality control with the WAN-IFRA Self-Check 
(free of charge). 

Especially the WAN-IFRA Self-Check is a valua-
ble and free-of-charge tool that allows participants 
to use their own measuring instruments to check 
whether their production is in line with the stand-
ard. After logging on to the WAN-IFRA website, 
the link [www.wan-ifra.org/cqcselfcheck] can be 
used at will to check the production results and 
the used materials. The evaluation is based on the 
IFRA Cuboid test element that must be printed 
and then measured.

WAN-IFRA has offered this service since sum-
mer 2009. Since that time (up to March 2011), a 
total of more than 9300 reports have been gener-
ated automatically. The added value for the user is 
that personnel gain experience in working with 
the measuring instruments. Furthermore, an ob-
jective evaluation of the used materials is possible. 

With 5 stars in the Star Club
In 2010, the WAN-
IFRA Star Club was es-
tablished as a special 
recognition of the 
performance of those 
newspaper printing 
operations that have 
participated repeat-

edly with success in the International Newspaper 
Color Quality Club competition. 

Five stars open the doors to the club: A Star 
Club star is awarded for each successful INCQC 
participation, independent of the number of suc-
cessful newspaper titles. WAN-IFRA Certification 
of a printing location brings two Star Club stars. 
Star Club membership is valid for two years and 
can be renewed by participating in the INCQC 
competition or attaining the WAN-IFRA “Certifi-
cate for Standardised Printing.”

http://www.wan-ifra.org/magazine
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WAN-IFRA Certificate  
for Standardised Printing
Certification of compliance with ISO standards is recognised 
worldwide. With the WAN-IFRA Certificate for Standardised 
Printing, a printing operation proves to its customers that it has 
undergone a strict quality check with successful results. 

In nearly all industries throughout the world, it is accepted practice for production to be 
carried out in accordance with ISO standards. ISO stands for quality and reliability, and con-
stitutes an important benchmark in an increasingly globalised market. In response to re-
peated approaches from newspaper companies, WAN-IFRA has decided to incorporate a 
certification in accordance with the ISO standard for newspaper printing operations into its 
service offering. Printing companies can use this certificate for promotional purposes and 
to attract new customers. The procedure for obtaining certification is similar to that for ob-
taining membership of the International Newspaper Color Quality Club (successful partici-
pation in the competition for membership is credited), but involves a longer printing test 
period, audits as well as additional elements. See right column.

We make print happen

Millions of people hold technology supplied by EAE in
their hands every day. Because our products permit the 
production of countless newspapers worldwide day 
after day. EAE ensures that information can be copied
and reach people in the form of words and images. 
To guarantee this reliability, we invest cutting edge 

technology, precision work and high standard quality 
in our systems. That makes EAE a reliable partner and 
successful supplier.

www.eae.com

Certification  

W 6-month 
product analysis 
W Test prints of 
successful INCQC 
participants are duly 
honoured 
W Proof of a consist-
ently high standard 
of printing quality 
throughout the de-
fined period 
W On-site audit by 
a WAN-IFRA auditor, 
covering the work-
flow, process analy-
sis and evaluation 
W Certification in the 
event of successful 
completion within a 
maximum period 
of 12 months

http://www.wan-ifra.org/magazine
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News photos are benefi ting directly from the huge advances 
that are being made in digital image processing technology. Dig-
ital cameras and automatic image processing (AIP) programs are 
improving their remarkable speed, quality and consistency be-
cause of the widespread investment in industrial research in im-
aging and computer science, fuelled by a vibrant cross-exchange 
of information and technology. 

Five years ago, computing hardware centred on driving the CPU at increasing frequencies 
up to 3.5 GHz. Even “over clocking” the hardware was possible. However, problems of 
heat generation, cooling and power consumption signalled a change of strategy was 
needed.

Two years ago, dividing the CPU into multiple cores and using parallel processing pro-
duced more efficient processing power but it meant developing new programming tech-
niques and re-writing large sections of software for the new processors.

Today, parallel processing using multiple cores is still the way forward but utilising the 
architecture of the Graphics Processor Unit, the GPU, for the bulk of any repetitive data 
processing. Driven by the computer games market, GPUs and parallel processing have 
reached a much higher state of development than the CPUs. The speed gains naturally de-
pend on the types of algorithms and operations involved but a conservative estimate of 5 – 
8 times increase in productivity can be expected in image processing using the best com-
mercial GPUs and re-worked AIP software. That’s a dramatic increase in computing power 
over multi-core CPUs in just two years.

Automatic image processing – 
fast-forward with GPUs

Andy Williams, 
Research Man-
ager Color and 
Imaging Newspa-
per Production, 
WAN-IFRA 

Andy Williams fo-
cuses his research 
activities on image 
reproduction and 
colour manage-
ment, having car-
ried out numerous 
research reports 
during his career at 
WAN-IFRA.
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Intel pays nVIDIA 
US$ 1.5 billion 
for licensing fees

nVIDA announced 
that Intel will pay ---- 
an aggregate of 
US$1.5 billion in li-
censing fees payable 
in five annual install-
ments, which began 
on 18 January 2011. 
Under the new 
agreement, Intel will 
have continued ac-
cess to nVIDIA’s full 
range of patents. 

Windows support 
for System on a 
Chip architecture

Also in January, Mi-
crosoft announced 
that the next version 
of Windows will sup-
port System on a 
Chip (SoC) architec-
tures, including 
ARM-based systems 
from partners nVIDIA 
Corp., Qualcomm 
Inc. and Texas Instru-
ments Inc. SoC archi-
tectures will fuel sig-
nificant innovation 
across the hardware 
spectrum when cou-
pled with the depth 
and breadth of the 
Windows platform. 

Some AIP suppliers argue that their programs are already fast enough and they would prefer to 
use their resources to add features. While their overall speed meets the requirements of printed 
newspaper deadlines, there is another more subtle advantage. Algorithms that were too compu-
tationally intensive to use on slower hardware, now become viable. Faster processing can lead to 
the successful application of a wider range of algorithms to a broader range of images, to even 
better quality and to more multimedia news publishing activities.

The prognosis for more video clips, increased colour data bandwidths, high dynamic range 
imaging, audio processing, more sophisticated image data compression, panoramic pictures, 
searching for pictures by face recognition or scene content, multi-format conversions and multi-
media encoding can quickly ramp up the processing time needed by a newspaper. Indeed, one 
forecast is that video will account for about 90 percent of all consumer Internet traffic by 20131. If 
you want to see what a GPU can do for video productivity, look at Adobe’s demo of their new 
Mercury playback engine in Premiere Pro CS52.

Already some and perhaps many AIP programs can use parallel core CPUs effectively. Fewer 
can extend that to installed GPU hardware. Arcadia’s PhotoPerfect software is one program that 
can access CPU and GPU cores. Re-working an AIP program written for older serial-processing 
single core CPU computers is time consuming and expensive. But there is no alternative. Compu-
ter operating systems, such as Microsoft Windows 7 and Apple Mac Snow Leopard, have parallel 
processing software routines to take advantage of parallel processing in silicon, regardless of 
whether it’s multiple- or multi-core CPUs and GPUs.

Until recently, GPUs were regarded as niche hardware for moderate bandwidth video and 
gamers. Not anymore. The GPU manufacturers are now including more general purpose comput-
ing instructions in their opcodes and optimised routines to handle more computations within the 
GPU, without transferring data to a slower CPU and memory. nVIDIA’s Processing Primatives NPP 
3.2 library, for example, has about 300 image processing routines and about 100 digital signal 
processing routines. The nVIDIA GTX 580 GPU has 512 cores, 1.2 billion transistors and the same 
processing power as a decade-old supercomputer – all for the price of $499. The nVIDIA GTX 
560 GPU has almost the same processing power for $256. Even the most powerful supercom-
puter today, China’s Tianhe, is now based on nVIDIA Tesla GPUs3.

Image processing can be given a dramatic increase in processing speeds by installing the latest 
high speed GPUs and upgraded software. In the immediate future, computers will be a combina-
tion of reduced instruction set computer, RISC, architecture CPU cores controlling a large number 
of GPU cores with integrated data buses and controllers, perhaps on a single silicon die. Auto-
matic image processing software using parallel processing technology in CPU and GPU architec-
tures is no longer an option. It’s becoming a necessity.

1 [www.nytimes.com/2011/01/04/technology/04chip.html]
2 [blogs.adobe.com/genesisproject/2009/11/technology_sneek_peek_adobe_me.html]
3 [www.zeit.de/digital/internet/2010-10/china-supercomputer?page=2]

Left: An ‘old’ 
nVIDIA GTX 285 
GPU outperforms 
Intel’s Core Duo 
and Core i7 
(Nehalem) CPU 
processors. 

Right: Newer 
GPUs are even 
more produc-
tive (Source: 
AnandTech.com).
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WoodWing’s tablet solution passes 200 mark; 
company releases open format 

W With 68 new apps of newspaper and magazine 
publishing houses as well as corporate publishers 
in 2011 alone, the number of tablet publications 
created with WoodWing’s Tablet Publishing Solu-
tion surpassed the 200 mark, WoodWing reported 
in March. [13053]
W  The new tablet-only daily Brasil 247 and Harian 
Metro in Malaysia are also created with Wood-
Wing’s Tablet Publishing Solution for the iPad. 
[13079; 13105]
W  In another announcement, in April WoodWing 
said it is making its tablet publishing format pub-
licly available free of charge, in an effort to work 
towards standardisation for interactive publica-
tions. WoodWing says this applies to publications 
on tablets running for example iOS, Android, 
Blackberry Tablet OS and HP webOS, as well as in 
HTML5 browsers. [130185]

Dar Al Hayat, AAP with KnowledgeView

W Dar Al Hayat, publisher of the leading Pan-Arab 
daily newspaper, Al-Hayat, from centres in Lon-
don, Beirut and KSA, a Saudi edition, web sites 
and Laha magazine, has launched an innovative 
iPhone app on the Apple store, developed by 
KnowledgeView. [12987]
W The Australian Associated Press (AAP) and 
KnowledgeView recently concluded a wide-rang-
ing agreement to co-develop and offer to the Aus-
tralian publishing market advanced mobile, iPhone 
and iPad applications based on KnowledgeView’s 
“Publish live mobile” technology. [13067]

Sport with vjoon: Kicker uses K4

Kicker, a German sports magazine, will in future 
be produced with vjoon K4. The Olympia publish-
ing house in Nuremberg has commissioned vjoon 
integration partner SNAP Innovation to implement 
the cross-media publishing platform. Kicker has 
also produced its first iPad edition with vjoon K4 
and the Adobe Digital Publishing Suite. [12802]

A1 Direkt with HUP-publishing software

A1 Direkt, a service and logistics company in 
Croatia, has put into operation the HUP publishing 
software for subscriptions, logistics and finances. 
Besides the HUP software, a web interface has 
been built that the publishing house can use to 
manage subscriptions and orders. A1 operates as 
a service provider to publishing houses and is a 
joint venture of the Agrokor Company. [12801]

Druck und Pressehaus Naumann 
now with ClassWizard and compass
Druck und Pressehaus Naumann, a publishing house based in the Main-
Kinzig region of Germany, has modernised its IT infrastructure as well as 
all its software and hardware in just a few months: It entrusted this task to 
the ClassWizard and compass companies that within a short time together 
designed a total system as a single unit and took it into production with 
the publishing house. Among other features, bi-directional communica-
tion between [advantage] Catapult and ClassWizard as well as between 
ClassWizard and the Milenium editorial system (from Protecmedia) was 
implemented. [12814, German]

The Guardian use CrowdSourcer to pick the best country in Europe

Stream UK is working with the Guardian to allow readers to contribute 
videos about their favourite European country. The project, launched in 
March uses the Stream UK CrowdSourcer to allow users to upload their 
video. Once uploaded, the Guardian moderation team chooses the best 
and makes them public at www.guardian.co.uk/world/new-europe-your-
videos. [12999]

artundweise relaunches portal of the daily newspaper, Die Glocke

Die Glocke, published by E. Holterdorf in Oelde, Germany, has a new on-
line presence: The portal www.die-glocke.de was designed and developed 
by artundweise. In July 2010 the digital publishing specialists in Bremen 
were awarded the contract for the relaunch. Strategic objective: a up-to-
the-minute Internet presence for the regions of Gütersloh, Warendorf and 
surrounding areas. [13069, German]

Protecmedia: Shipo in Catalonia, Milenium in Peru

W At the end of last year, the daily newspaper Ara was founded with head-
quarters in Barcelona. Besides the Protecmedia Milenium Cross Media 
publishing platform (see WAN-IFRA Magazine, 03/04.2011, page 36), Ara 
will in future also use Shipo Abonnements, the Protecmedia solution for 
subscriptions management. [12864]
W Epensa, a publishing group based in Peru, has entrusted Protecmedia 
with the modernisation of its technological infrastructure in all areas of 
newspaper production. It is acquired the Milenium Cross Media editorial 
platform for the newsroom, advertising, circulation, archive, etc. [13052]

Germany’s Druck- und 
Pressehaus Naumann 
publishes the Gel-
nhäuser Neue Zeitung 
for the central Main-
Kinzig region.
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Sensix announces four new customers
In recent months, Sensix has signed up four new customers in the 
media area: Schwäbische Zeitung in Leutkirch, Freie Presse Chem-
nitz, Medienhaus Lensing in Dortmund and Mediengruppe Presse-
druck (Augsburger Allgemeine). These customers have decided in 
favour of the Sensix media template that was developed on the 
technical basis of the update CRM solution. [13005, German]

Germany’s Zeitungsverlag Aachen selects DTI

The media house Zeitungsverlag Aachen (ZVA) will in future use the 
DTI ContentPublisher from Digital Technology International (DTI) to 
produce its daily newspapers Aachener Zeitung and Aachener 
Nachrichten as well as its weekly newspapers Super Sonntag and 
Super Mittwoch. DTI celebrates its 30th anniversary this year. 
[12932; 12989]

Lima News, Ohio, goes live on Atex solutions

The Lima (Ohio) News is live on hosted Atex Advertising and Atex 
Editorial Content Management solutions. The Lima News is the sec-
ond Freedom publication to implement the Atex solutions – follow-
ing The Yuma (Arizona) Sun, which went live in mid 2010. [12988]

McClatchy’s NewsGate data centre 
adds Miami Herald, el Nuevo Herald

After completion of the roll-out at the end of 
March 2011, The Miami Herald and el Nuevo Her-
ald became the latest recruits to sign up to Mc-
Clatchy’s CCI NewsGate data centre. The centre, 
which is based in Charlotte, North Carolina, which 
now hosts The Charlotte Observer, The Raleigh 
News & Observer (North Carolina), The Rock Hill 
Herald (South Carolina), The Sun News (South 
Carolina), The State (South Carolina), The Miami 
Herald and el Nuevo Herald (both Florida). [13099]

The Hellenic Voice expands 
online marketplace with Adicio

Adicio, provider of interactive classified advertising 
software solutions for media companies, and The 
Hellenic Voice, the largest and most widely ac-
cepted English weekly dedicated to Hellenic Amer-
icans, are working together to help connect Greek 
Americans with viable job opportunities and new 
homes. [12869]

New business opportunities – personalised copies

High Capacity Inserter
A 1455   

Added Value 

Innovation with customer focus – Targeting
Schur Packaging Systems provides fl exible solutions for mailroom and distribution, customised to 
meet the requirements of today and future demands.

Welcome to our stand at Publish Asia in Bangkok.

Schur Packaging Systems • Telegatan 2 • 575 36 Eksjö • Sweden • Tel. +46 381 66 33 00 • Fax +46 381 66 33 99 • www.schur.com

http://www.wan-ifra.org/de/node/34361
http://www.wan-ifra.org/node/33893
http://www.wan-ifra.org/node/34313
http://www.wan-ifra.org/node/34305
http://www.wan-ifra.org/node/34918
http://www.wan-ifra.org/node/33405
http://www.schur.com
http://www.schur.com
http://www.wan-ifra.org/magazine


38 www.wan-ifra.org/magazine05/06.2011Industry updates

[Article ID] To read the full article, simply input the article ID no. in the search box. 
For latest news, see [www.wan-ifra.org/industryupdates]

Printing plates
W Since 2001, platemaking has been done on five 
Krause LS Jet CTP lines at the two MafraPrint 
printing locations in Prague and Olmütz. From 
2009 to 2010, due to increased production needs, 
new CTP installations were planned and an order 
placed with Krause to supply five CTP production 
lines (LS Jet 350 V multi-format imager and Blue-
Fin 650 processors): three for Prague and two for 
Olmütz. [13101] 
W Krause-Biagosch and Xitron have also an-
nounced in Germany the Krause Production Man-
ager for use with the entry-level CTP systems and 
the Krause Imposition Manager. [13109] 
W Nela has announced successful recent installa-
tions of Nela equipment and multiple new orders 
for its Punch and Bending equipment and Lock 
Ups at several news print sites throughout the U.S 
[13006], including for example also The Oregon-
ian in Portland. [13080]
W Southern Lithoplate reported that several news-
paper companies in the U.S.A. in January enjoyed 
a quick and easy transition to computer-to-plate 
(CTP) production built around violet laser technol-
ogy and Southern Lithoplate Replica HSV violet 
plates. [12991]

Gassmann realises virtualisation 
of the prepress workflow with Kodak

Motivated by successful virtualisation projects in 
other areas of the company IT, the Swiss printing 
company W. Gassmann became the first user op-
eration in Europe to implement the virtual Kodak 
operating environment in its  Kodak Prinergy Con-
nect Workflow system. [12994, German]

In Bielefeld: 200 years for Neue Westfälische 
and 350 years for Küster-Pressedruck

The Neue Westfälische in Bielefeld, Germany, is 
200 years old. At the same time, the Küster-
Pressedruck printing company affiliated with the 
publishing house is celebrating its 350th anniver-
sary. On the occasion of an official ceremony in 
April, a new printing and mailroom system was 
taken into production at Küster-Pressedruck: three 
19-year-old, 32-page presses were replaced by 
two Wifag evolution 473/4 presses. In the mail-
room, three Ferag Rotadisk lines are being re-
placed by two new MultiSertDrum lines equipped 
with the dynamic MultiDisk wind-on/wind-off sys-
tem. A total of about 25 million Euro has been in-
vested in the new equipment. [12901, German]

Al-Ghad signs deal for  
OneVision software package
OneVision has announced that Al-Ghad, one of the leading newspapers in 
Jordan, has made a considerable investment in prepress technology from 
the German-based software company. On the  occasion of the 6th WAN-
IFRA Middle East Conference in February in Dubai, Mohamad Alayyan, 
Publisher and CEO of Al-Ghad, and Ramsay McAllan, Account Manager 
Middle East at OneVision, signed the contract for a software package of 
Speedflow Basic Plus. [12973]

ProImage Press Register improving print quality across Asia

New ProImage has announced that its ProImage Press Register software, 
first announced at IFRA Expo last year, has quickly gained success, particu-
larly in Asia (India, Malaysia, Philippines, Singapore and Thailand). [13058]

EPC in Belgium automates waterless printing with 3TControl

One of the world‘s most modern print facilities, Eco Print Centre (EPC), lo-
cated in Lokeren, Belgium, has placed an order for 3TControl‘s IPA print 
automation system. After a comprehensive production trial of 3TControl‘s 
invisible mark technology, the contract was signed to bring a new level of 
production automation to the waterless KBA Cortina press. [12906]

Hellenic Miller Newsprint 
installs Kodak Versamark
After investing in a Kodak Versamark VL4200 printing system, the new 
newspaper printing company Hellenic Miller Newsprint, a joint venture of 
Hellenic Distribution Agency and Miller Distributors in Cyprus, has started 
with the printing of 25 foreign newspaper titles. [13083, German]

A view of the inside of a printing unit of the Kodak Versamark VL4200 
printing system.
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Wifag takes over Solna and Ekpac 

W Wifag Maschinenfabrik in Switzerland is taking over the Solna 
Group in Sweden and Ekpac Graphics in Hong Kong. Solna manu-
factures mainly single-width presses for the newspaper and book 
printing market and thus extends Wifag’s programme of products. 
With Ekpac Graphics, Wifag gains a direct sales channel and access 
to the markets in China, South East Asia and the Middle East. 
[13103]    
W The printing house Bilbao Editorial Producciones has commis-
sioned Wifag to extend its existing OF 370 installation. As part of 
this job, Wifag, in cooperation with ABB, will also carry out electro-
technical work. [12904]   

Goss installations in North and South America

W Signature Offset brought a Goss web press system into produc-
tion ahead of schedule in late 2010 to accommodate new newspa-
per and publication contracts at its brand new facility in Jackson-
ville, Florida. The new four-tower Community SSC press features 
Goss Omnicon controls and a versatile N-40 folder with quarter 
folding capability. [12820]
W Latin American publisher C.A. Diario Panorama has chosen Goss 
Universal XL press technology to boost production capacity at its 
print facility in Maracaibo, Venezuela. [12868]

manroland installations, orders in Thailand, Finland

W A team of manroland engineers from Germany spent two years 
overhauling the six Geoman installations at Thairath Daily in Bang-
kok and thus fulfilling the company’s most extensive service con-
tract to date. The complex job consisted of replacing and rebuilding 
the complete installation controls, including the MEGTEC autopas-
ters. [12998]
W Alma Manu, the printing and publishing company of Alma Media, 
has bought a manroland Colorman autoprint for its new newspaper 
printing centre in Tampere, Finland. [13084]

Manugraph DGM with new press orders

Manugraph DGM announces the sales of new equipment to news-
paper groups in Brazil, partly working in cooperation with their sales 
partner Ferrostaal: Diario do Amazones of Manaus, Diarios do Para 
of Belem-Para and Zero Hora, headquartered in Porto Alegre; exist-
ing Manugraph customers Editoria Boa Vista, Jornal O Debate and 
Correio da Bahia added new Manugraph India manufactured City-
line Express 4-high towers. [12986]

Tensor/manroland sell T-1400 to Brazil

W The first installation within the framework of the cooperation 
agreement between Tensor and manroland, a Tensor T-1400, was 
sold to Editora Central in Maringá in the north-east of the Brazilian 
State of Paraná. [12811; 12903]
W Also MPD in Sydney, Australia, installed its sixth Tensor four-high 
tower in February, 2011. The T-1400 single wide tower increases 
colour pagination on one of MPD‘s Tensor press lines dedicated to 
printing coldset magazines and newspapers. [12992]

Japan’s Asahi Shimbun places  
another DiamondSpirit press order

The Asahi Shimbun Company has placed another 
order for Mitsubishi 4 x 1 DiamondSpirit newspa-
per offset presses. This latest order is for five 
presses to be installed at a new plant in Ebie, 
Osaka, and follows on the heels of Asahi Shim-
bun’s first DiamondSpirit press ordered for its 
Funa bashi Plant. [12849]

Mitsubishi 4 x 1 DiamondSpirit press.

Investments in KBA  
Commander CT and Comet
W The Swedish Bonnier media group has placed an 
order with KBA for a Commander CT installation 
for DNEX Tryckeriet in Kista, near Stockholm, a 
company belonging to its Bold Printing Group. 
The 96-page press line is scheduled to be taken 
into production in 2012. [12778]
W With the Mayer & Söhne printing and media 
group in Aichach, another German user has de-
cided in favour of the KBA Commander CT. This 
marks the seventh installation of this compact 
press for Germany within the past eight months. 
To date, KBA has sold a total of 20 Commander 
CT installations equipped with 99 double and tri-
ple-width printing towers in Europe and North 
America. [12855]
W Verlagsgruppe Nordkurier in Neubrandenburg, 
Germany, is also investing in its core printing busi-
ness and has ordered a double-width, 32-page 
Commander CT press from KBA. [13077]
W The first KBA Comet press in Cameroon is 
scheduled to be taken into production this au-
tumn at the Société de Presse et d‘Editions du 
Cameroun in Jaunde. [13002]
W KBA has also entered into an agreement with 
Chicago’s RR Donnelley Co. for the development 
and production of digital printing systems. [12983]
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Ferag systems 
for Europe, India
W Zeitungsverlag Aachen (ZVA) has commissioned 
Ferag to install two MSD inserting lines. The exist-
ing bundle dispatch installation will have a PKT 
system added. Each inserting line is equipped with 
ten JetFeeder hopper feeders. [12976]
W At the beginning of last year, the new produc-
tion facility Mittelbayerisches Druckzentrum in Re-
gensburg, Germany, introduced a full production 
programme in three-shift operation. Ferag sup-
plied the processing and dispatch installation to 
this customer, too. [13046]
W Coldset Printing Partners, the joint venture of 
Concentra and Corelio in Belgium, has chosen 
Ferag technology: The Ferag installations at the 
Paal-Beringen printing centre have been repeat-
edly modernised and extended in recent years. 
[13047]
W The Italian Sigraf company is converting from 
belt conveyors to Ferag gripper conveyors. By 
doing so, the job printing operation aims to be 
able to react quickly and flexibly to customer 
wishes. [12995]
W The Times of India is equipping its printing sites 
in Pune, Kolkata, Chennai and Bangalore with 
Ferag mailroom systems. [13090]

Saudi Arabia: Schur A 1455 
for Okaz and Al Shamla

W Okaz Printing Organization for Press & Publication in Jeddah is the first A 
1455 customer in Saudi Arabia and recently replaced its existing inserter of 
a different brand with Schur new high speed inserting technology. The A 
1455 has been running in full production for more than two months in 
the printing plant in Jeddah.
W Furthermore another Saudi Arabian company, Al Shamla, has placed a 
major order with Schur for the supply of a complete new mailroom system 
to its printing plant in Riyadh. The new mailroom system consists of two 
single gripper conveyors TGG 3200 from folder to stackers/inserter, one A 
1455 inserting system for inserting 6:1, one reel storage system for auto-
matic feeding of supplements, three stack/packaging lines including 
stacker TS 800, under wrapping and strapping connected to a truck load-
ing system. [13048]

World first: NewsLiner A with CoLiner
W Kieler Zeitung Off-
setdruck has be-
come the first 
newspaper house 
to connect an exist-
ing NewsLiner A newspaper 
inserting system to a Müller Martini 
CoLiner pre-collecting system (see diagram). 
“For us,“ says Sven Fricke, head of the print-
ing and logistics centre, “this is a fast and 
cost-efficient solution to satisfy the in-
creased demands in the inserting area.“ 
[12844]
W Sichuan Daily in China is upgrading its six-years-old Müller Martini mail-
room solution with two additional NewsGrip A newspaper conveyors and 
Listo compensating stackers. [12843]

Mittelbayerisches Druckzentrum in Regensburg 
uses Ferag mailroom equipment.

System layout of Al Shamla installation in Riyadh, Saudi Arabia: The new 
mailroom system will be in operation by the end of 2011.

FC St. Pauli using MemoStick

The football club FC St. Pauli has distributed some 
26,000 MemoSticks together with a part of the 
circulation of the Hamburger Abendblatt. All the 
MemoStick contained was a promotional message 
and a link to a subsite of the football club. Within 
one week, some 2200 unique visitors were re-
corded and in the follow-up 30 ticket packages 
sold for return round matches valued at 1500 
euros each – for a media value of 3000 euros for 
the campaign, Ferag reports. [13065]
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print-to-web and web-to-print, newspapers are changing and printing presses 
are changing too. With its unequalled experience in hybrid printing and its  
expertise in a wide range of formats, manroland sets the standard when it comes 
to flexibility in production. Take advantage of manroland’s groundbreaking  
developments in automation to open up new lines of your business and secure 
your company’s future. 

400 million readers daily.
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Latin American publishers 
grab challenges, opportunities 

Newspapers in much of the world are 
facing dual challenges from digital de-
velopment and from pressures on free-
dom of the press. In many places, the 
issues are intertwined. This is indeed 
the case in Latin American countries.

Latin American publishers and editors gathered in Bo-
gota, Colombia, on 9 and 10 March to discuss pressing 
business development issues such as  the opportunities 
presented by publishing on new platforms like the 
iPad, the best ways to develop multiplatform content, 
and how to attract and keep audiences in a fragment-
ing media environment.

More than 180 publishers and editors from 19 
countries attended the two-day conference. The delegates heard much about the opportu-
nities for growth in the region, and about the business strategies for the future. But they 
also heard how censorship, physical attacks and murders, economic pressure and other 
measures afflict the independent press and limit its development (more on this situation on 
page 44).

In addition to the session on freedom of expression, the conference covered a wide 
array of business and editorial issues including: social media, mobile devices, trends in ad-
vertising and production, successful cross-media publishing, young readers and more.

Latin American publishers have reason to be optimistic for the future, said WAN-IFRA 
CEO Christoph Riess: whereas print circulation has declined in many parts of the world, in 
this region it has increased 5.1 percent over five years. And though newspaper advertising 
revenue was stagnant during the global downturn in 2009, it had increased 65 percent 
over a five-year period, and still has room for expansion. And there’s more: the overall eco-
nomic situation is improving, with GDP growing; cross-media strategies are developing; 
mobile penetration rates provide opportunities for paid content; with print revenues pro-
viding the bulk of revenues for the foreseeable future, there is time to develop successful 
digital strategies.

The Colombian newspaper El Espectador is a good example of a company in the region 
taking advantage of cross-media and digital strategies. The paper increased its Sunday cir-
culation by 51 percent, generated US$ 500,000 in new income, increased web traffic by 1 
million page views and 350,000 new users, all by reviving a 1980s-era cartoon game for 
the multimedia age.

Alejandro Pardo, Sales Director at ICCK-El Espectador.com, described how the “Where 
is Javier?” contest – a game where the character Javier is hidden in a massively complex 
scene and is found with the help of clues – was successfully brought back to life. The cam-
paign used the respective strengths of print, Internet, radio, television and social media 
with provocative advertising, drawing people to the game to be played in print and online. 
In the end, “people had an experience with the entire group,” Pardo said.

More conference 
coverage

W Many Latin Ameri-
can publishers face 
numerous chal-
lenges regarding 
press freedom. See 
pages 44 and 45.
W WAN-IFRA pro-
vided real-time up-
dates at the América 
Latina conference in 
Bogota. For the 
summaries of each 
speaker, visit:
[www.wan-ifra.org/
node/33821]

Luis Miguel de Bedout, Manag-
ing Director of El Colombiano, 
talked about how his Medellin-
based newspaper works with 
other newspaper companies for 
mutual advantage.
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From top left (clock-
wise): Eleonora 

Rabinovich, Director 
of the Freedom of Ex-
pression Programme 

at the Association 
for Civil Rights in 

Argentina; Catalina 
Botero, Special Rap-
porteur on Freedom 

of Expression of 
the Organization of 

American States; José 
Luis García Paneque, 

exiled Cuban journal-
ist; and Rocio Galle-

gos, a reporter with El 
Diario de Juarez 

in Mexico.

Latin America faces numerous 
challenges with press freedom

WAN-IFRA’s América Latina conference provided an ideal oppor-
tunity for delegates to address press freedom issues that reso-
nate throughout the region. For the occasion, WAN-IFRA invited 
high profile speakers to contribute to a panel event titled “Press 
Freedom in Latin America – One Continent, Multiple Challenges.” 
The discussions were frank and revealing, and provided insight 
into the many problems facing journalists, editors and newspa-
per publishers from the Rio Bravo to Tierra del Fuego.

Cuba: forever the exception

“In Cuba, it is impossible to exercise free journalism legally,” said José Luis García Paneque, 
former director of Libertad News Agency. More than most, García Paneque embodies this 
reality. In March 2003, he was arrested and sentenced to 24 years in prison during the 
massive wave of government arrests known as the “Black Spring” that saw 74 dissidents, 
of whom 20 were journalists, also incarcerated. Since July 2010, all of these prisoners have 
been released, most of them forced to leave Cuba. The island remains the most repressive 
regime on the continent. Its constitution and legal framework infringe upon freedom of ex-
pression and the tight control the government exerts over the media silences any inde-
pendent voices. 

More conference 
coverage

WAN-IFRA provided 
real-time updates at 
the América Latina 
conference in Bo-
gota. For the sum-
maries of each 
speaker, visit:
[www.wan-ifra.org/
node/33821]
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Confronting war in northern Mexico 

Since 2006, a virtual state of war has pitted government forces against organised crime 
groups and resulted in an oppressive climate of violence and impunity across vast areas of 
northern Mexico. Operating in what is considered the most dangerous region on the conti-
nent for media employees, newspapers have been forced to increase security measures and 
significantly alter their editorial strategies. 

Ciudad Juárez daily El Diario took an unprecedented step in an 18 October 2010 edito-
rial that directly addressed the city’s organised crime groups. Titled “What do you want 
from us?” the front-page editorial was published in reaction to the killing of one of the 
newspaper’s reporters two days previously. Designating them as the “de facto authorities,” 
the controversial editorial requested an “explanation from the drug-trafficking organisa-
tions, in order for us to stop paying with the lives our colleagues.”

“More than a surrender, our editorial was the sounding of an alarm to everyone, to so-
ciety, to our profession, to the ‘narcos,’ to the authorities. It was impossible to ignore what 
was actually happening,” said Rocío Gallegos, journalist at El Diario. 

Censorship through legislation and the allocation of official advertising

Elsewhere on the continent, attacks against press freedom can take far subtler forms, par-
ticularly when it comes to the vague definition and terminology used in media legislation. 
Despite essentially legitimate aims and purposes, “their application is open to dangerously 
broad interpretation and can be used to censor dissenting voices,” warned Carlos Cortés 
Castillo, former Executive Director of the Foundation for Press Freedom (FLIP) in Colombia. 
For this particular reason, the Law on Social Responsibility on Radio and Television in Vene-
zuela, the Law Against Racism and Social Discrimination in Bolivia, and a Communications 
Law project in Ecuador have become the focus of both national and international concern.

Discriminatory allocation of official advertising is one of the most widespread mecha-
nisms for censorship in the region. According to Eleonora Rabinovich, Director of the Free-
dom of Expression programme at the Association for Civil Rights (ADC) in Argentina, offi-
cial advertising is used to “award or punish editorial lines, for personal or political 
favouritisms, or for actions of corruption,” and is often “hidden behind a legal façade that 
is particularly difficult to detect.” Across the region, governments have considerably in-
creased spending on advertising in recent years: Argentina has seen a 1300 percent rise in 
the period 2003-2009. Worryingly, such advertising has been used for partisan purposes or 
for the self-promotion of politicians, thus violating the public utility purpose behind official 
advertising.

Drawing on the above, and with the cases of 40 murdered media professionals during 
the past two years remaining largely unsolved, violence and impunity have undoubtedly 
become the most serious challenges facing press freedom in Latin America. “Organised 
crime has an extraordinary capacity to infiltrate the state, and many governments fail to act 
with enough authority,” said Catalina Botero, Special Rapporteur for Freedom of Expres-
sion at the Organisation of American States, OAS. Self-censorship is often the only means 
of protection for media employees in countries like Honduras, Mexico and Colombia, and 
the lack of effective protection and the failure of investigative protocols reveal that “au-
thorities are continuously turning a blind eye to the problems they do not want to see.” An 
immense challenge indeed, but one that the industry is determined to face in order to con-
tinue spreading the news and informing public opinion. 

More than a sur-
render, our editorial 
was the sounding 
of an alarm to eve-
ryone, to society, 
to our profession, 
to the ‘narcos’, to 
the authorities. It 
was impossible to 
ignore what was 
actually happening

Rocío Gallegos,
El Diario
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Women in News 
Empowering media professionals

“There are 153 years of experience in this room. We all know 
what we have to do to excel, and we are going to help each 
other do it,” media trainer Paula Fray told a group of 16 women 
media managers from Botswana, Namibia and Zambia, when 
opening a leadership workshop within Women in News (WIN), a 
WAN-IFRA initiative that launched its second year in early April 
in Johannesburg, South Africa. 

Creating strong local media enterprises

Launched in 2010, WIN equips women from both the commercial and editorial side of 
newspapers with sustainable strategies, skills and support networks to contribute to the 
growth of strong local media enterprises. The programme partners with local and interna-
tional experts to deliver high-impact and personalised leadership development opportuni-
ties to mid-level women media professionals, who are generally under-represented in top-
management positions. Of the 14 participants enrolled in the first year of the programme, 
nearly 30 percent were promoted within their organisations and several others reported an 
increase in their capacity as both managers and leaders in their current roles.

Leah Komakoma Kabamba, a mid-level manager with The Post newspaper group in 
Zambia, and a WIN 2010 participant, says of her experiences in the programme: “The 
media landscape in Zambia is void of women in managerial positions. The few that are 
there are extremely frustrated, and being in the WIN programme helped me realise that the 
frustrations are not unique to Zambia, nor are they insurmountable.”

Media Develop-
ment online 

For the most up-to-
date information 
about the WIN pro-
gramme, visit WAN-
IFRA’s Media Devel-
opment microsite at:
[www.wan-ifra.org/
node/31094]

All participants, 
coaches, mentors and 
organisers involved in 

the WIN programme 
break for a group 

photograph during 
the 2011 launch in 

Johannesburg 
in early April.

 Catharine Fulton

 [kajsa.tornroth@wan-ifra.org]

 [www.wan-ifra.org/pressfreedom]
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Leveraging local knowledge

In 2011, WIN increased from 15 to 31 participants and introduced 
the concept of local coaches to complement the input of interna-
tional coaches as part of an overall goal to encourage local owner-
ship of WIN and support a return of traditional African practices of 
mentorship and community support networks. As in 2010, the new 
participants are drawn from a diverse range of professional back-
grounds within the media industry of their respective countries.

Returning participants are also taking on a leadership role in the 
programme by becoming peer mentors to the new participants as a 
means of developing their own leadership skills.

Unique to WIN 2011 is one participant who is in the process of 
launching her own newspaper in Northeast Namibia, The Northern 
Bulletin, which she hopes will go to print by the end of May 2011. 
“All of Namibia’s newspapers are based in Windhoek, so I identified 
a gap in information share in Rundu, the second largest city in Na-
mibia. That’s why I’m launching The Northern Bulletin,” says Ritha 
Siteketa. “With such a massive undertaking, I am truly looking for-
ward to absorbing all the knowledge that WIN can provide; it will 
benefit this new paper and my community.”

2011 and beyond

Over the coming nine months, the participants will meet twice 
more as a complete group for coaching, skills development, men-
toring and networking and also on four occasions within their na-
tional markets to focus on topics that will address their unique re-
quirements for professional development.

WIN is funded by the Swedish International Development Cooperation 
Agency (Sida) under a strategic partnership to advance media development 
and press freedom worldwide.

Coaching and mentoring 
at the core of WIN 
“WIN is not about somebody doing something for 
you, it’s about you doing something for yourself,” 
says Caroline Phiri-Lubwika, one of the local 

coaches engaged in the WIN pro-
gramme. “When you talk about 
women’s issues there is sometimes 
a negative connotation around 
them, but this programme gives 
women an opportunity to grow 
and to develop in the right way.”

She continues: “This is one of 
the first coaching and mentoring 
programmes that I have come 

across in Botswana and the region. The empower-
ment that takes place within the programme is 
equipping women to become assertive and take 
on new roles in decision-making and leadership.”

Local coach Sandra Agyemang says: “It is 
often easy to forget that we are all mentors in our 
own way, and therefore tend to not pay much at-
tention to those very qualities others admire in us. 
As a local coach, I find the programme very fulfill-
ing from the point of view of being able to give 
back to the world, and I cannot help but notice 
the hunger for knowledge in different fields from 
the ladies I have the opportunity to work with.” 

Caroline  
Phiri- 
Lubwika

Tracy Eagles, a WIN Local Coach from Namibia; 
and Brenda Zulu, a WIN participant from Zambia; 
attending the WIN 2011 launch in Johannesburg in 
early April.

WIN participants attending a session on financial management at 
the WIN 2011 launch in Johannesburg. From left: Letty Gaolape, 
Maria Hango, Baboki Kayawe, Nancy Kachumi and Chandapiwa 
Baputaki.
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Print ambassadors
“It’s nice to be in a room of believers, as I always seem to be the 
last man standing touting print,” says Phillip Crawley.

Crawley, CEO of The Globe and Mail in Canada, is indeed an ambassador 
for newspapers and print. About 100 other “believers” from 22 countries 
joined him at the WAN-IFRA 2011 Printing Summit in Mainz, Germany, on 
6 and 7 April, to reaffirm print’s vital role today and in the future.

The conference ad-
dressed all the critical issues 
facing newspaper printing 
operations, particularly 
how improved and innova-
tive print products will help 
companies forge a strong 
future. Summaries of all 
conference presentations 
can be found at: 
[www.wan-ifra.org/
node/34952].

Many newspapers and 
printers are convinced 
that offering value-added 
print products (also semi-
commercial) to readers 
will help cement their fu-

ture prosperity, thanks in large part to today’s modern, flexible technolo-
gies as well as more awareness of market orientation.

The Globe and Mail is a prime example: the company relaunched its 
newspaper last October. At the core of the multi-platform launch was a 
completely redesigned newspaper, leveraging the capabilities of the new 
presses (KBA Commander CT) that were bought and installed at Transcon-
tinental, which has printed The Globe and Mail since 1995. The Globe and 
Mail has a contract with Transcontinental until 2028.

“The day those presses started up in October in Toronto was one of 
the most exciting days of my career,” said Crawley.

The results in six months since the launch:
W The newspaper has increased circulation by 4.4 percent.
W Its weekend Globe Life semi-commercial product has attracted 100 new 
advertisers and revenues are up 45 percent since its launch.
W Its new glossy Globe Style magazine has increased revenue 125 percent 
since its launch, attracting advertisers, like L’Oreal normally not associated 
with newspapers.
W And readers overwhelmingly like the new narrow format and design, 
spending more time with each edition during the week and weekends.

Kasturi Balaji, Managing Director of Kasturi & Sons, publishers of The 
Hindu in India which prints a number of semi-commercial newsprint prod-
ucts, said newspapers need to reinforce their value in print today more 
than ever.

 “When 85 percent of our revenues still comes from print, we better 
produce the best quality products possible to impress our readers and ad-
vertisers, and there are a number of ways to do that today,” he said.

New members
W British Industries 
Printing and Pack-
aging Co.: based in 

Kuwait, and owned by Kuwaiti shareholders, the 
company was established in 1993 and is the re-
gional leader as well as an important global player 
offering high-value offset printing, soft box manu-
facturing and general printing solutions at com-
petitive prices. ISO 9001 certified, the company is 
the winner of numerous awards, including Sappi 
European Printer of the Year in 2005 and Most 
Distinguished Factory in Kuwait 2007. Its facilities 
include the latest technologies: 32 printing towers 
with inline water base and UV coating; modern 
prepress; high speed die cutting/stripping, folding/
gluing, window patching, perfect binding, stitch-
ing, sewing and specialty finishing.

W MMM Business 
Media: based in Bel-
gium, the company 

specialises in business-to-business communication 
within the following three sectors: transport &  
logistics, fleet management and international  
mobility. They are known for providing decision-
makers with content that has high added value. 
The target groups concerned represent particularly 
significant sales potentials. Each communication 
platform involves three pillars: printed editions 
(magazines, guides and specials), digital communi-
cation (websites, newsletters, mobile tools…) and 
events & trainings.

W Newspaper-
Direct: based in the 

U.S., the company delivers the world’s publications 
to millions of readers – in print, online, mobile, 
tablet or eReader. NewspaperDirect’s proprietary 
digital publishing technology is the foundation  
behind four multi-platform global distribution 
services: 
1. PressDisplay.com, an aggregated portal of over 
1700 full-content newspapers from 94 countries.
2. PressReader: The offline application that delivers 
PressDisplay titles to numerous devices and sys-
tems.  
3. SmartEdition: A fully customisable ePaper and 
companion offline application solution powered 
by PressDisplay technology.
4. Print-On-Demand: The global digital on-de-
mand print network with more than 1200 print 
locations in 105 countries.

Marcelo Benez, Advertising Director of Folha 
de S.Paulo in Brazil, shows one of the innova-
tive ad formats his company can produce.

9 – 10 June 2011, Florence

WAN-IFRA Italia 2011
Building for the future

The international conference for the Italian 
publishing and printing industry – XIV Edition

In association with:

www.wan-ifra.org/events/wan-ifra-italia-2011
www.fieg.it · www.ediland.it

CONFERENCE

www.wan-ifra.org/events/wan-ifra-italia-2011

9 june 2011: Special evening

Private guided visit to the 
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South Asia Young Reader Summit
At the first WAN-IFRA South Asia Regional Young Reader Summit, held in Delhi, India, 83 
participants from nine countries heard presentations by speakers from several continents. 
The session was part of the run-up to the 9th World Young Reader Conference, 16-18 No-
vember in Madrid, titled “Newspapers and the Young in a Mobile World.” 

Speakers at the Delhi summit included Gerard van der Weijden of STEPP, Belgium, a fre-
quent WAN-IFRA consultant, who also conducted a day-long workshop. Anshul 
Chaturvedi, editor of the Times of India’s city supplements, presented youth-centered con-
tent strategies that emphasize debates and celebrity-tracking. Alok Sanwal, CEO and edi-
tor, i-Next, spoke on Health Meter, the WAN-IFRA award-winning young reader initiative.

Samyak S. Chakrabarty, Chief Youth Marketer for Concrea Communications, talked 
about providing blogs for urban youth and providing opportunities for rural youth to learn 
first-hand about journalism by becoming contributors. Dipanjan Dutta, corporate manager 
of The Telegraph in Schools, described how the publication has expanded print readership, 
increased interactivity, and developed cross-platform strategies.

Angela Ravazzolo, Education Editor at Zero Hora in Brazil, explained the “Total Youth 
Think” attitude that made the paper WAN-IFRA’s Young Reader Newspaper of the Year in 
2009. Aralynn McMane, WAN-IFRA’s Executive Director of Young Readership Development, 
described the winners of the 2010 World Young Reader Prizes and discussed WAN-IFRA re-
sources that newspapers can use to explain press freedom to young readers.

WAN-IFRA CEO Christoph 
Riess (centre) and Thomas 
Jacob (right), Deputy CEO 
and Managing Director of 
Greater Asia and Pacific for 
WAN-IFRA, were recently 
in Indonesia and met with 
Satria Naradha, President 
Director of the Bali Post and 
Bali TV.

9 – 10 June 2011, Florence
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Calendar of events
3-4 May Training: Meeting the needs of digital users

Darmstadt, Germany (English)

10-12 May WAN-IFRA Ibérica 2011
Madrid, Spain (English, Portuguese, Spanish)

15-20 May Study Tour: Innovative Multimedia Newsrooms
 – Washington, D.C. and New York
 USA (English)

19 May Conference: Design for the News and Magazine   
 Publishing Industry

Paris (English, French)

23-24 May Training: Cross-media Advertising
Mumbai, India (English)

24-25 May Managing the Human Capital
Singapore (English)

26-27 May Nordic Local Media Conference 2011
Stockholm (English)

8-10 June 10th International Newsroom Summit
Zurich, Switzerland (English, German)

9-10 June WAN-IFRA Italia 2011
 Florence, Italy (English, Italian)

27-28 June 6th Summer University – Put local and hyperlocal 
 content at the heart of your future projects 

Paris, France (English, French)

6-8 Sept. WAN-IFRA Expo India 2011
 WAN-IFRA India Conference 2011
 Chennai (English)

15-16 Sept. WAN-IFRA South East Europe Conference
 Split, Croatia (English)

10-12 October IFRA Expo 2011
Vienna, Austria

10-11 October The Power of Print: Focus Sessions at IFRA Expo
 Vienna, Austria (English, German)

11 October 4th International e-Reading & Tablet Conference
  Vienna, Austria (English)

12-15 October 63rd World Newspaper Congress
 18th World Editors Forum
 Info Services Expo 2011

Vienna, Austria (English, French, German, Spanish, Russian)

*  For all conferences marked, simultaneous translation is provided.  
For further information please visit: [www.wan-ifra.org], and contact: [events@wan-ifra.org]. 
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4th International *
E-Reading & Tablet Conference 

Taking tablets to the next level
Publishing on mobile platforms.

11 October 2011, Room Lehár 1-3 
Reed Messe Wien

www.wan-ifra.org/e-reading_conference

The Power of Print *
Focus Sessions at IFRA Expo 

Sessions on Trends in Printing, Lean 
Production and Colour Quality

10 – 12 October 2011, Room Stolz 2 
Reed Messe Wien

www.wan-ifra.org/events/the-power-of-print

WORLD NEWSPAPER WEEK 2011

* Registration to those events includes a Season Ticket for IFRA Expo 2011.    
** Attending those events is free of charge for IFRA Expo 2011 or World Newspaper Congress / WEF participants.

 For more information and online-registration www.worldnewspaperweek.org/registration-fees

WAN-IFRA Get-Together **
Monday evening at IFRA Expo 2011

Drinks – Snacks – Music 
Make new and renew existing contacts

10 October 2011, Media Port
Reed Messe Wien

www.ifraexpo.com

IFRA Expo 2011
Passion for Publishing

The leading event of the news 
publishing and media industries

10 – 12 October 2011
Reed Messe Wien
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Media Port **
Publishing trends at IFRA Expo 2011

A programme of lectures, representing 
an ideal complement to your Expo visit

10 – 12 October 2011, at IFRA Expo
Reed Messe Wien
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63rd World Newspaper Congress *
Taking Publishing to the next level

The global annual summit meeting 
of the world’s press

12 – 15 October 2011
Reed Messe Wien

www.wan-ifra.org/wnc2011

18th World Editors Forum *
Taking Publishing to the next level

Multiplatform news businesses, what 
goes where, and how to make money

12 – 15 October 2011
Reed Messe Wien

www.wan-ifra.org/wef2011

Info Services Expo 2011 **
In conjunction with the WNC and WEF

Offering a chance to talk to leading 
suppliers to the newspaper industry

13 – 15 October 2011
Reed Messe Wien

www.wan-ifra.org/info-services-expo2011

WORLD NEWSPAPER WEEK
10 – 15 October 2011, Vienna, Austria
Reed Messe Wien
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