


Munich's BILD added a second half-size parallel
version to its reqular broadsheet edition by simply
scaling the content by half without any image
adaptation. The tabloid edition saves 50% of paper
and although the text is small, it is targeted at new
younger readers whose eyesight is not challenged.
The geographic distribution area where both
formats are available is now being enlarged.

Photo manroland.

Cross media interface

This low cost technology provides publishers
and advertisers with a traceable and interactive
client relationship to develop new services

and revenues. The simple interface between
the print and electronic media uses the camera
of a mobile telephone to capture a code

on a printed page to immediately connect

the reader to an Internet site. In the example,
the Finnish newspaper MEGA combined

a print advert with an UpCode link to allow
readers to watch movie trailers and then
order tickets at the cinema.

Photo UpCode.

The Horloges special watch insert for De Telegraaf,
Netherlands, was printed heatset on uncoated
paper on the COLORMAN press at Roularta

in Belgium to deliver an excellent print quality —
see page 8 for more information.

Photo manroland.

Freshink, is a new fast-to-read newspaper
distributed free in retail outlets in Colorado
Springs. The title addresses an additional
target group to the classic readership

of its publisher the Colorado Springs Gazette.

The cover of Brazil's Lance! is a broadsheet
design but the content is in a tabloid format.
At the point-of-sale the sports newspaper
looks like a broadsheet but it's internal tabloid
format makes it easier for commuters to read

in the restricted space of public transport.
Photo manroland.

Freshink has four weekly editions (each with
a circulation of 10 000 copies) that features
local news and advertising from local retailers.

Photo manroland.

VAPoON key to success

Total process optimisation is the fundamental key to success for both value added
print quality and to minimise production costs.

Augsburg's Presse-Druck- und Verlags-GmbH have developed their own ‘High Quality
Package' (HQP) to produce significantly higher coldest print quality for commercial
customers and their own publications. They have achieved this by the optimisation

of their production process along with printing on high quality papers. Process optimisation
begins with a customer consultation prior to their design work, and continues in-house
through prepress, printing and to the point of delivery. This ensures that the sharpness
of detail, contrast and colour space are precisely tuned to Pressedruck’s printing
system and the paper being used. In their opinion this is the only way to ensure

all creative possibilities are explored, the budget minimised, and high quality guaranteed.
The manroland press runs a range of high quality UPM papers from 52 to 90 gsm

that do not require any additional drying on press. This approach allows highly
competitive commercial printing from 20 000 copies, with 4 to 96 pages, in formats
from A4 to 350 x 510 mm, that can be subsequently stitched and bundled.

This brochure promotes Augsburg's Presse-Druck- und Verlags-GmbH new commercial
printing business and explains its HQP approach.
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The world’'s largest heatset
press capable of printing up

to 128 tabloid pages is installed -

at Belgium's Roularta Printing.
The unique manroland
COLORMAN newspaper press
has four double-width

8-couple towers each equipped

with a MEGTEC heatset dryer
that delivers an outstanding
production quality as a base
for creative printed products.

MULTI MEDIA GROUP

Roularta Printing is a member of the Roularta Media
Group (RMG). This family-managed group has
grown within 50 years from a local newspaper to
an international multimedia operation with activi-
ties in nine business areas - daily and weekly news-
papers, lifestyle papers, free papers, magazines, books
and directories, services, new media, Internet,
radio & TV. The group has 3000 employees and a
turnover of around 750 million €.

THE PRODUCTS.

Until recently RMG's growth was exclusively gener-
ated from its own innovative business ideas. This
included launching a large number of free papers, a
variety of news and specialized niche magazines, and
creating TV channels. RMG recently acquired the French
publishing company Express-Expansion, and intends
to grow its multimedia future from both its own inter-
nal innovations as well as through acquisitions.

RMG's vast print product portfolio justified the heat-
set COLORMAN investment. More than 80 journals

are published throughout Europe (France, the
Netherlands, Belgium, Germany, Norway and Spain).
City and Sunday papers have high colour content
and even free papers are produced in full colour
on high grade papers to meet the quality standards
demanded by advertisers for jewellery, watches or
fashion items. Some examples:

De Zondag is Belgium's only free Sunday newspa-
per. Its 14 editions provide reports on local and
regional events, sport and culture news, and tips
on things to see and places to go. It's unique
distribution channel is via 4000 bakers' shops that
provide 630 000 copies that reach some
1,8 million readers within two hours.

De Streekkrant is the biggest daily free newspaper
in Flanders that first appeared 50 years ago and
today has the highest Dutch language circulation
in Belgium of three million copies that reaches to
more people than the local TV station.

City magazines are delivered free to mailboxes and
their success comes from a mix of a lifestyle mag-
azine and city guide concept. Steps appears
monthly in 24 regional editions in Flanders; the Dutch
version Style has 23 different monthly editions; while
A Nous is fortnightly for larger French cities with
a regional edition for each one.

Roularta Printing has been a pioneer of innovative
technology for over 20 years. The key to their suc-
cess is founded on the high level of professional
competencies that have made them one of the
most renowned European printers for high-quality
coldset and heatset printing.

Roularta Printing’s unique heatset
manroland COLORMAN newspaper press.

Photo manroland.

HIGHER QUALITY ADDS VALUE

Unlike many other printing companies, Roularta does
not just see cost reduction as the only way to survive
in a highly competitive environment. Their concept is
oriented on using added value to gain and hold more
readers and advertisers, thus increasing sales.

"“The market demands high full-colour quality from
us - this is why we invested in the COLORMAN with
dryers," says William Metsu, Director of Printing at
Roularta. “Customers do pay for better quality. If
the advertisers in a lifestyle magazine think that it
is well printed on good paper, then they are ready
to pay more for it." There are similar experiences
with De Streekkrant newspaper that has lots of colour
and high print quality that makes it stand out from
the competition to benefit its advertising sales.
Roularta Printing is a trade printer serving many
publishers including RMG. The Express-Expansion
acquisition which publishes leading French titles such
as L'Express, L'Expansion or L' Entreprise bought new
jobs for Roularta Printing increasing printing volume
from around 70 000 to 100,000 tonnes. This has
been made possible by an investment of around 100 €
million for equipment and doubling the production
floor space to accommodate not only the COLOR-
MAN, but also a 72-page LITHOMAN, a 16-page
ROTOMAN and two other newspaper presses. ll



How should hybrid be defined? For press manufacturers a

hybrid press is one that can print both coldset and heatset.

This could mean the press is a conventional coldset line

equipped with a hot air dryer, or alternatively, a press line

with one or more towers dedicated to heatset production

while the others are used exclusively for coldset. In either

case, the press units would run either heatset or coldest inks.

Sun Chemical has a slightly different definition for its
Uniweb Hybrid inks. These inks are designed to run either
as standard heatset inks, or as standard coldset
inks without assisted drying — two applications from a
single ink.

When the ink is used for coldset it is subject to the
normal restrictions of this process on paper grades
that can be printed, while the choice of papers when
running heatset is any grade that can normally be
printed with a hot air dryer.

Uniweb Hybrid inks require no special prepress work.
It is recommended that prepress should be opti-
mised for running heatset, or coldset because the
TVI (Tonal Value Increase) for each depend on a

range of factors related to the paper grade,
including the degree of ink penetration. However,
a single set of prepress parameters can be used
when only a single heatset tower is used in a
coldset press line. All other variables — e.g. damp-
ening solution, heatset dryer settings, etc. -
remain unchanged.

The advantages of using Sun Chemical's hybrid sys-
tem rather than separate dedicated heatset and
coldset inks include:

+ Simplified logistics from only one set of inks and
tanks to manage, use and maintain.

+ New press installations require only a single ink
storage and delivery system rather than two.

Heatset Hybrid Coldset
HS mode CS mode

Application on INP/SC/LWC in HS mode = k& A k% > %Ak
Application on NP in CS mode dokkkk  kokkokk
Gloss ek %k Kk k 2.8.2.8.9 *
Colour Density 2.8.2.8.8 ¢ 2.2.9.8 ¢ ok * Kk
Tack Stability 2.8.2.¢ 2.8.2.8.9 2.8.2.0.¢ 2.8.2.0.08.¢
Rub Resistance kK kk 2.2.0.0.¢ * *k
Mist, Sling Yk Kk Fok ok 2.8.9.9 ok
Energy Efficiency kK 2.0, 8.¢ dokkohkk  kokkkok

ybrid inks for hybrid presses?

What type of ink?

The needs of printers is what really
matters in ink development,
for example, Roularta:

Q: Why do run your presses without
dryers?
A: Cost savings - simply that.

Q: What is your production mix?
A: 30% Coldset and 70% Heatset

0: What disadvantages are there?
A: More press cleaning.

Q: What is the advantage from a single
ink system?

A: It's the only way to combine Heatset
and Coldset on one press.
It's not economic to change inks
in the ducts.

+ Press utilisation and flexibility are improved
because there is no need to change and clean units
when changing ink types.

On the other hand, the highest achievable quality
from a dedicated combination of heatset ink and
coated paper may not achievable when using hybrid
technology. However, this ultra high quality is prob-
ably not required for the bulk of work produced on
newspaper presses and it is therefore worthwhile
to identify if the achievable quality will satisfy the
advertiser, publisher, and target market.

Uniweb Hybrid incorporate new generation ink tech-
nologies and resin systems that provide cleaner copy,
allows higher ink densities without excessive mark-
ing, and reduced dot gain for sharper printing. Trial
guantities are available for assessment now. ll
www.sunchemical.com

This chart shows the relative performance
of Uniweb Hybrid in comparison
to dedicated inks for heatset and coldset.

Source Sun Chemical.
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ull colour digital
newspapers

“There are a variety of initiatives across the industry showing

a clear trend of the proliferation of targeted newspaper print

products, the use of digital printing for short-run targeted

products, and the smart distribution of targeted products.”

A big step for publishers to adopt new business
models is the introduction of high output digital inkjet
printing technology to produce offset quality 4-color
newspaper products.

Océ has recently introduced a new family of full
color web fed digital inkjet presses that are per-
fectly suited for the digital newspaper market. In
October 2009, two Océ JetStream 2200 lines with
a speed of 150 m/min and
a paper width of 543mm
will be installed producing
digital newspapers.

The next leap in productivity
will be the launch of the Océ
JetStream 2800 with a
wider width of 762 mm to
allow most titles to be pro-
duced 2-up at 130 m/min.
The output of 2500 tabloid
copies per hour, without scaling, means a two-shift
operation can produce around 40 000 copies per
day. This press will be available in early 2010.

In June 2009, Spain’s Imcodavila became the world's
first short-run newspaper production site for domes-
tic and international titles. Their new Océ JetStream
2200 provides them with digital flexibility, rapid deliv-
ery, and offset 4-colour quality. The press has allowed
them to create a new revenue stream by opening
the market for short-run niche titles that were pre-
viously unavailable to readers in Madrid.

Imcodadvila is an independent newspaper contract
printer with a turnover of €10 million and employs

The Power of Print, WAN 2009

55 staff in Avila, about 100 km from Madrid. It is
owned by Hidelsu and was created following Diario
de Avila’s decision to spin-off of their printing facil-
ity. The company prints six daily newspapers - La
Vanguardia, Publico, 20 minutos Madrid, 20 minu-
tos Valladolid, Diario de Salamanca and the local
Diario de Avila, plus a number of weekly, fortnightly
and monthly publications. These are printed on three
manroland UNISET coldset presses, Their new Océ
JetStream 2200 inkjet color
web press produces nearly
65 000 tabloid pages per
hour at 600 dpi resolution
using dye-based inks whose
droplet size can be varied.

The company provides a
wide range of services
including the management
of logistics for distributing
newspapers to any part of
the Iberian peninsula. Imcod4vila started by using
the Océ press to print foreign newspapers that were
previously only available in Spain late in the day,
or on the day after publication, and distributing
them to one of Europe's largest expatriate and
tourist communities. Titles can printed within min-
utes of their editorial closure that may be anywhere
in the world.

“The installation of Océ's JetStream printing system is
fully in line with our commitment to innovation in the
editorial business. Digital presses can handle a wider
range of formats and provide a faster turnaround time
than a web offset press if starting a job from scratch.”

Luciano Monedero, Managing Director, Imcodavila

Spanish newspaper printer Imcoddvila
recently installed a 4-colour Océ JetStream
2200 alongside three web offset presses
for short-run newspaper production

of domestic and international titles.

Photo Océ.

Plans are underway to move some short run domes-
tic newspaper contracts from web offset to the dig-
ital press. Later this year, the Océ JetStream will
be moved to Madrid in a co-operation with a trans-
actional printer to make greater use of the system
during the day. "It takes 40 minutes to travel from
Avila to the outskirts of Madrid and that is a long
time in newspaper terms. Being in Madrid will give
us more time to produce more newspapers,
particularly with digital printing,” said Luciano
Monedero, Managing Director Imcodavila.

SMART DIGITAL PRINTING

Digital newspaper printing was pioneered by Océ in
2001 with its Digital Newspaper Network that has
since produced more than 20 million copies. The Océ
JetStream helps customers expand from decentralized
production of international newspapers to support
regional, ethnic minority and other micro-targeted
editions with a typical run length of 5 000 or less
copies that are uneconomic for offset production.
The latest project is the world's first individual-
ized newspaper. niiu to be launched in Berlin in
October 2009. Each reader will create his own
daily paper by selecting content sources from
regional, national and international newspapers,
and the internet. The content is then merged into
a single reader-unique newspaper that will be
printed on an Océ JetStream 2200 every night
and delivered by mail each morning. l
www.oce



Research

As part of its ongoing
PRINTplusX project,

the PrintCity Alliance is making
available the summary

of Jochen Wied's graduate
thesis (at Germany's
Hochschule der Medien

in Stuttgart) on the Cost
and Benefit of Value Added
Printing, working together
with the Fachverband
Medienproduktioner (f:mp.)
and PrintCity.

The 2008 research began in 2008 with the creation
of a specially designed PRINTplusX folder showing
arange of Value Added Printing (VAP) samples using
unique, fictitious brands to act as a discussion point
in interviews and workshops. The research findings
are based on over 100 surveys with international
visitors to Drupa 2008, and by an Internet survey
in Germany with over 400 people, including brand
owners, designers, publishers and printers.

Jochen Wied developed the Advertising Value of
Finishing* (AVoF) formula to assess the potential ben-
efits of different VAP techniques using the quantitative
survey data and results from published brand research.
The AVoF measures the comparative impact of a range
of printing and packaging value added scenarios.

The AVoF formula offers a starting point to the ques-
tion of VAP profitability. The factors addressed are
the weighted estimations for: price value, quality, added
value, willingness to invest more in a print product,
increased product loyalty value through multi-sensorics,
value of higher advertising impact, and value for higher

Results

4

order levels through enhancement. The profitability
trend of a VAP technigue is the calculated ratio from
the AVoF formula to the additional cost required.

VAP RESEARCH RESULTS

+ About half of all printed advertising media can be
meaningfully upgraded using enhanced print and
finishing techniques.

* Emerging new VAP print enhancement techniques
can offer good niche differentiation opportunities
for printers and packagers.

+ Quality perceived by customers at the Point-of-
Sale (POS) is vital for impulsive and emotive buy-
ing decisions — ‘less' is often ‘more’.

+ Customer product loyalty may double if a brand
can be experienced with several senses, rather
than with one.

PRINT

plus

= e

» VAP gives a print product ‘added value' by inten-
sifying the impact of a brand message - this
should be used in combination with other mar-
keting techniques

Every printing project is different and it is recom-
mended that publishers, brand owners, and design-
ers should assess and measure the opportunities
from VAP with their printers and suppliers. The key
success factor results is for all participants in the
value chain to work together to ensure the most
efficient use of VAP techniques to optimise differ-
entiation, recognition and increase sales.

A summary of the research results are published
in English and German on the PrintCity web site,
and the original full thesis is available in German
at www.printplusx.com. A package of VAP print sam-
ples is available on request to info@printcity.de. B

*('Finishing” includes on-press enhancement, substrates
and postpress effects).
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adlue Added Magazine
Production — VAMP™

Over 800 magazine publishers, CEQ’s,
designers and advertising agency

delegates attended the 37th
FIPP World Magazine Congress
held in London in May 2009.

The International Federation of the
Periodical Press (FIPP) was founded
in 1925 to promote the common interests
of magazine publishers. The two day

Congress was hosted by the UK Periodical
Publishers Association (PPA) on behalf of FIPP.

The Congress addressed the future for the indus-
try and celebrated the ‘'magic of magazines'. In keep-
ing with this theme the PrintCity Alliance in part-
nership with PPA produced an interactive and visually
enhanced printed Congress programme that fea-
tured Value Added Magazine Production (VAMP)
effects and interactive features to demonstrate how
innovative print publications can heighten reader
engagement and unlock revenue potential.

INK-ON-PAPER

Printing is synonymous with magazines and the medium
remains fundamental to the dynamic future of the indus-
try. Not only does print provide a proven revenue stream,
it also has ‘magic’ attributes that satisfy readers, adver-
tisers and publishers. The continuous improvement of
these attributes over several decades has maintained
the ‘magic’ of print by adding value through product
differentiation and by reducing its cost base.

Print is the only medium that offers an endless combi-
nation of colours, surface treatments, shapes, substrates,
smells and tastes, all of which appeal to our senses to
create emotional value to suit a publication’s specific
audience and purpose.

Competitive differentiation and
positioning are also vital to a
magazine's cover to attract point-of-sale attention
- it's rather like adding make-up to a beautiful face
to create an instant impression . .. ! The moment
of truth is whether the magazine is selected or not,
and according to behavioural research, this moment
may last only a fraction of a second.

The underlying costs of printed magazines have
been fallen over the last three decades through
improved performance in printing technologies and
consumables, shorter production times and
reduced waste. This has been assisted by the trans-
formation of printing from an analogue-based craft
to a digital technology industry (see page 15 Ultra
Wide Webs).

WHAT IS VALUE ADDED?

PrintCity has been a leader in Value Added Printing
(VAP) since 2003 and VAMP (Value Added
Magazine Production) is the latest of a series
PrintCity projects in this domain - see also
“PRINTplusX" on page 11. The objective of VAP is
to increase product differentiation by combining
several elements. There is no one-size-fits-all solu-

Outside cover is printed with cold foil, oil-based
4-colour process inks and a flood sealer, followed

in a second run by UV fluorescent (a world first)

and an oil-based coating, and a UV coating to provide
a textured hybrid effect.

tion. Rather, there is a large menu of options from
which to define the right solution for a specific prod-
uct and target market.

FUTURE TRENDS

The future ‘magic’ of magazines will combine enriched
conventional printing with the convergence of other
technologies. Digital printing, smart inks, RFID and
hybrid printed electronic media will provide maga-
zine publishers with new value opportunities. One that
is already available uses the camera of a mobile tele-
phone to capture a code on a printed page and imme-
diately connect the reader to an Internet site. Last
year the US magazine Esquire published the first mag-
azine cover that used e-ink technology. Last month
the first video-in-print advertisement was published
in selected copies of the US Entertainment Weekly
using slim screens with chips that hold up to 40 min-
utes of video that preview TV programmes and show
adverts from Pepsi. Another new US initiative are




Taste 'n Save peel-and-taste strips attached on to a
magazine advert to get readers to sample new prod-
uct flavours — see page 14 for more information).

FIPP CONGRESS PROGRAMME

FIPP's objective for the Congress Programme was to
demonstrate print media excellence and interactivity
from optimising its design, production and materials.

“The key to our success was the fusion of publisher,
designer and technical concepts from a cross-industry
team. PrintCity provided a crucial role from the com-
petencies of their alliance partners and project skills.”
Sarah Tunstall, COO of PPA and manager of 2009 World
Magazine Conference.

VAMP techniques used for the Congress programme
included a triple gate fold cover, thermochromic and
‘Scratch and Sniff' effects and printed UpCode
digital links in the text. In addition, the programme
featured a range of tactile and visual enhancements
including UV protective coatings, fluorescent inks,
cold foil & soft touch effects, pearlescent coatings,
hexachrome printing and the use of translucent paper.
Physical differentiation was further increased on some
inserts by reducing their width and making an angled
corner cut. PrintCity Alliance participants included:
UPM, Sun Chemical, manroland, Leonhard Kurz, Merck,
Hammesfahr, D&S - Alexander Dort, UpCode,
Reproflex and Polestar.

VALUE OF VAMP?

Delegate research completed by the PPA after the
event showed that the VAMP techniques demon-
strated by the printed Congress programme had
created a noticeable impact.

+ 70% of respondents said that the VAMP tech-
niques can help magazines to attract and retain
advertisers.

+ 46% felt that VAMP can help magazines increase
circulation and readership.

* 71% felt that the linking of printed magazines and
digital media VAMP techniques would help attract
and retain advertisers

+ 69% of respondents indicated that they would
consider investigating VAMP and interactive print-
ing techniques for their own magazines ‘very
much'’ or ‘quite a lot". M

ACT.

1. Map overlay
This translucent sheet overlays
the map of London. It is printed
on both sides, with the image
on the reverse bringing an effect
of depth. Opaque white ink is used
to create a false fold-over corner.

2. Thermochromic

A hidden image creates interactivity
within this insert. The hidden image
is produced using a thermochromic
ink that changes under the heat
and pressure of a finger from a pink
colour to transparent. A soft touch
coating adds a further haptic effect.

3. Sunset bridge

Inconsistency over a double-page
image can have an interesting
effect. A standard 4-colour text
page on the left is contrasted on
the right by an insert using a
different paper that is also coated
with a pearlescent-effect coating.

4. Oranges
Hexachrome 6-colour printing
significantly increases
the photograph’s colour gamut.
An interactive orange fragrance
is added by a water-based
coating and the whole insert
is gloss coated.
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of Ultra Wide Web Printing

PrintCity's Watch The Step

To Wider Web Widths project team
is currently reviewing the technical
and economic implications

of the complete process chain

to run heatset presses with web
widths approaching 3 m.

This is a follow-on from Watch

the Step to Larger Roll Diameters -
the industry’s definitive evaluation
of moving from 1250 mm to

1500 mm diameter paper rolls -
available from www.printcity.de).

Publication gravure has used wider web widths for
decades with most installations in recent years being
for 3600 mm and wider, while there has been a
significant decline in widths below 3000 mm.
The move to larger offset press formats began
in the late 1990s with sheetfed, followed by news-
paper and heatset presses up to 2 m wide. Ultra
Wide Web Offset (UWWO) now extends heat-
set widths between 2250 to 2860 mm to print
up to 96 pages A4.
Some of the reasons for migration to heat-
set include:
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New heatset formats (A4)

» Advances in prepress technology strongly bene-
fited offset more than gravure.

« Significant growth of heatset web widths during
the last 10 years with over 300 new presses of
48pages and larger. In the same period only 54 new
gravure presses were installed and over 70% were
for web widths between 3081 to 4320 mm.

« Gravure printers with older and narrower presses
have increasing difficulty to compete with offset.
+ Heatset UWWO (over 2000 mm) now extends
into publication gravure web width/page capac-
ity with 6 presses sold in 2008, while only 13 gravure

Internet bubble burst Bank crisis
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lines of up to 3000 mm width were sold in the
previous 10 years.

+ Growth of hybrid newspaper presses with dryers
- around 400 are installed worldwide - that print
magazines and inserts. The largest has four
double-width towers capable of printing 256 magazine
pages in a single run (see page 8).

+ The significant investment in large heatset press
capacity has been facilitated by intense competi-
tion between several large manufacturers of press
and prepress systems. Whereas publication gravure
has had more limited development, and today there
is only a single press manufacturer and limited
prepress competition.

CONSOLIDATION

Gravure printer consolidation increased from the
late 1990s and resulted in capacity rationalisation
combined with new investment into extra wide webs.
Some of the larger printers have reduced their
gravure printing capacity by around 20% as a result
of the current economic downturn. A number of
Gravure printers also use heatset offset — 8 of
the 10 largest European printers operate both pro-
cesses. but Only the French heatset printer Lenglet
went in the opposite direction by adding four 3,68 m
gravure presses to 6 existing heatset lines in the
early 2000s.

India is a new market for publication gravure. The
50-50 joint venture between Burda and HT
Media are commissioning a 50 000 tonnes per
year plant in New Delhi by transferring two presses
from Germany.

Evolution of paper consumed by process
in Western Europe

This chart shows the relative evolution

of papers printed by process, and the dates
when new generation heatset web offset formats
became available. During the last 10 years,

the tonnage printed by web offset printed

has increased by 42%, while publication gravure
has only grown 8%. Note that paper tonnage

as a measurement understates the area of paper
printed in the last decade because the reduction
in average basis weight is not visible.

The 2009 figure is an estimate that shows the
deceleration in paper demand since the banking
crisis of September 2008.

Source EMGE.

1:

The last decade has seen accelerated changes in
the magazine and catalogue markets that tend to
favour heatset production. These have been iden-
tified by multiple industry sources* and can be
summarised as:

Magazines: Multi-million print run magazine titles have
declined; there has been an increase in new titles
but these are mostly of low to medium run lengths;
and turn around times have been reduced.

Catalogues: Traditional large pagination mail-order

catalogues have been significantly eroded by the
influence of the Internet. These catalogues have mostly

2:

Heatset 1999-2008

stagnated since 2000 and some have disappeared.
Printed catalogues now tend to be smaller, more
frequent, and require faster delivery times.

Inserts: Consumer inserts of 4 to 48 pages, distributed
by newspapers or mail, have remained a relatively
robust media with a high frequency. The key trends
are ultra rapid turn-around of 24-48 hours with highly
efficient delivery logistics.

The underlying trends of these market segments
- that should continue into the foreseeable future
—help explain the significant growth of heatset web
offset during the last decade.

*Sources include EGME, ERA, FIPP, manroland, Sun Chemical, UPM and WOCG.

2008

+300 x 48-72 pp

6 x 80-96 pp
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Publication Gravure
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Comparative process evolution during the last 10 years shows that new gravure press installations have
been mostly over 3 m wide, with low investment in 2-3 m which is the area where heatset is now entering.

Sources: PrintCity/ERA/manroland/UPM.

PREPRESS

While prepress and proofing costs are approximately
the same for both processes, the same is not the
case for imaging which is probably the single most
significant source of performance difference
between them.

+ Advances in prepress technologies have benefited
offset far more than gravure.

* Investment cost of gravure cylinder processing is
about four times higher than a similar capacity off-
set system.

+ Offset has lead times as short as 1 hour to make
8plates, whereas even using 2-3 gravure engrav-

ing systems in parallel requires 5-10 hours (depend-
ing on technology used) to image 8 cylinders.

Offset platemaking: CTP (Computer to Plate) combined
with long run plates (of up to 1 million revolutions)
became a faster, simpler and more cost efficient
imaging technique than gravure cylinder process-
ing from the late 1990s. The accuracy of CTP plates
have also reduced press makeready time and waste;
and allow the use of AM/FM hybrid screens for high
fidelity colour reproduction. Low/no process plates
are now further simplifying plate making while
reducing chemical and water waste.

Continued page 16 p>
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> From page 15

Gravure cylinder processing: Direct digital mechani-
cal engraving is the mainstream technology that
undergone only incremental improvements in per-
formance since the 1980s. Direct laser engraving
offers the benefit of being faster with a better con-
trol of the cell structure to optimise quality, but is
used by few European publication printers.

Prepress supply dynamic: Offset plate and CTP man-
ufacturing is led by three large global suppliers and
there are also many smaller players, while the
gravure cylinder processing market was dominated
by only two players who merged in 2009. As a
result, the on-going investment to develop offset
technologies continues to be substantially higher
than for gravure.

PRESSES AND PRINTING

Gravure has a clear advantage over offset
because its cylinder circumference is variable and
can be changed to different cut-off(s) at a later
date by investing in new sets of cylinders, or chang-
ing the circumference of existing ones. Variable
cut-off can be the single determining factor to
use gravure; however, this advantage becomes
limited on magazines and catalogues produced
to standardised formats (a significant proportion
of print demand). Offset presses have a fixed cut-
off that cannot be changed and have a plate lock-
up gap that generates paper waste with every
revolution of 0,05 to 0,08%. This structural waste
does not apply on certain types of retail cata-
logues/inserts where there is no trimming and
the non-printing gap white area becomes part of
the product's border.

The maximum web widths currently available for
heatset are 2860 mm < (96 pages A4 long grain),
and for gravure 4320 mm (short grain - 4U 128 pages
and 6U 192 pages). Larger web widths are only more
economic where they produce an efficient signa-
ture/product using their full width.

Both heatset and gravure presses can print at up
to 17 m/s. High offset speeds and improved qual-
ity have been facilitated by sleeve and blanket tech-
nologies, along with gripper folders that also reduce
paper trim waste. Other factors that have helped
reduce waste and improve quality are independent
drives, closed-loop automation and control systems.
Heatset has also become more cost efficient from
integrated dryer-oxidisers that recycle evaporated
solvents into energy for drying.

The slow and expensive processing of gravure
cylinders compares unfavourably with offset plates.
Photo UPM.

Quality considerations

Heatset has more process variables than gravure
but the significant improvement in prepress,
press control, automation and consumables have
narrowed the previous print quality difference to
a very low level.

“The former qualitative difference between web offset

and gravure printing is diminishing and no longer a sales
argument.”

Dr. Wolfgang Jeschke, GC Graphic Consult GmbH,

at ERA Annual Meeting in 2003.

New technologies for presses and their ancillary
systems have significantly improved the environmen-
tal profile for both technologies but in different ways.
This includes reduction in energy, reuse or recy-
cling of ink solvents, less printed waste, reduc-
tion/elimination of chemistry and waste water.

Press supply dynamic: There are several large man-
ufacturers of web offset presses and the competi-
tion between them is fierce. In contrast, there is
now only one manufacturer of publication gravure
presses and the lack of competition and low order
volumes tends to impede development.

Some conclusions

The trend to offset is not the result of a process
“war" but rather driven by changing comparative
economics and market evolution. Both processes
have their places.

The on-going dream of many printers is the combi-
nation of the best of both worlds — the simplicity and
stability of gravure printing combined with the ease
of imaging from offset — but this still remains a dream.

Both processes retain their different advantages and dis-
advantages but the relative importance of many of these
have been reduced in recent years. The selection of the
most appropriate process for a given print job will depend
upon the relative importance of a combination of criteria —
these include attributes like run length, pagination, paper,
format, delivery time, etc. and the total production cost. M
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Ultra wide press systems require the connection of competencies from all partners in the process chain. The PrintCity Alliance brings together the industry’s leading
web offset suppliers to provide fully integrated answers — manroland, MEGTEC, Mdiller Martini, Procemex, Sun Chemical, Trelleborg, UPM. Boettcher, Fujifilm, and

Lischer.
Source PrintCity.



ean and green
heatset drying

The first installation of

the new wide web Dual-Dry™
RTO drying system was

on an 80-page manroland
LITHOMAN press at

the LEYKAM Let's Print
plant in Neudoérfl Austria

in April 2008.

LOWER THAN EXPECTED GAS USE

The average total gas consumption predicted for this
dryer was 24,4 m*/h for a mix of all production con-
ditions — printing, makeready, heat-up, and blanket
wash. MEGTEC has been tracking daily gas consumption
and reviews the results weekly with a special soft-
ware analysis tool ( X-counter). The results since
July 2008, show that the actual average consumption
was 22,6 Nm?*/h for the production mix - including
directory work as well as high coverage inserts.

Gas consumption on integrated dryers is highly
dependent on production conditions and particularly
the ink coverage, paper weight, actual printing speed
and blanket wash frequency. “We do not know exactly

what will be produced on a press, but we have col-
lected and analyzed large amounts of data from many
sites with our conventional Dual-Dry dryers" explains
Andy Keil Director of Marketing and Product
Development in MEGTEC's Printing Products Group.
"“This allows us to reliably predict gas consumption
for a longer period and we have clearly proven that
the Dual-Dry RTO is the most energy efficient dryer
for heatset presses in the world.”

“We are very satisfied with the low gas consumption

but also with the overall function of the dryer”
Peter Unterscheider Operations Manager at
LEYKAM Let's Print in Neudorfl.

MEGTEC has integrated a Regenerative Thermal
Oxidizer (RTO) in the drying system. The high ther-
mal efficiency of 95% of the internal ceramic heat
exchanger reduces the gas consumption by 50%
compared to the best available conventional sys-
tems. Through its unique design it is possible to
produce in auto thermal mode — without gas — under
many production conditions

SAVE 70 000 € PER YEAR

Annual savings of approximately 70 000 € can be
expected on a wide commercial press, depending
on the local gas price,

Results of tracking gas consumption at LEYKAM Let's Print plant in Neuddrfl clearly
show that the Dual-Dry RTO is the most energy efficient dryer available for heatset presses.

Graph MEGTEC.

"Theoretically, it is possible to reduce gas con-
sumption on a conventional dryer by drastically reduc-
ing the exhaust flow rate. However, this may impact
the performance of the dryer, in particular, the
longevity of the steel construction of the oxidizer
and heat exchager.” adds Andy Keil.

MEGTEC installed eight Dual-Dry RTO dryers in 2009
and for customers like Leykam energy savings
become more and more important.

“It is the combination of low energy consumption, low

emissions and long lifetime which make the Dual-Dry

RTO so attractive. The technology is more expensive,

but it pays back on the customers’ bottom line from
day one.”

Eytan Benhamou, VP Printing business

at MEGTEC

"Printers increasingly recognize that their customers
are becoming more environmentally aware and
therefore have to demonstrate their own environmental
credentials and ethos when making investments in
equipment. Lower natural gas consumption has an
reduction on the greenhouse house gas, Carbon Dioxide.
Over a 10-year period, an 80-page press equipped
with an RTO system should eliminate around
3000tonnes of Carbon Dioxide emissions compared
to a conventional dryer-oxidiser,” says Eytan Benhamou.

ULTRA LOW EMISSIONS

In addition, air emissions at at Leykam were
recently independently tested by TUV who found
the measured average values of Carbon Monoxide
(CO) at 3 mg/nm? and Oxides of Nitrogen (NOx) at
5 mg/nm? compare extremely well to the EU stan-
dard of 100 mg/nm?. This further reinforces the clear
green benefits of the DDHRTO which can be used
to help promote and differentiate a printer In very
competitive market conditions.

The LEYKAM Let's Print Holding AG, is the leading
web offset printer in Austria and among the top
five European companies in this market. The
Holding has its headquarters in Graz, Austria and
it operates 15 web offset presses in three produc-
tion plants: Neudorfl and Mllendorf close to Vienna,
Austria, and Hoce near Maribor in Slovenia. LEYKAM
Let's Print Neuddrfl is the biggest production plant
that also operate a 72-page, two 64-page and a
48-page LITHOMAN, as well as a fast and very flex-
ible ROTOMAN. &
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he impact of blankets
on energy consumption

The blanket can play

an important role to minimise
energy in the printing unit,

in some cases by up to 20%.

Until recently, blankets were required to reliably give
good printing quality and ink transfer and attain
the right dot gain with a good paper release after
impression. However, these characteristics on their
own are no longer adequate for shaftless presses
and wider web widths. Blanket performance must
now minimise energy in the printing unit and avoid
overheating. Blankets features that influence energy
consumption are:

+ Carcass design (fabrics, compressible layer, top)
» Compressibility (which load value)

+ Top face rubber compound (polarity)

+ Surface finishing (roughness)

In practical terms, the blanket should maintain the
temperature of the cylinders during printing to within
a certain range and within a power absorption range
defined by the press manufacturer. This can be
achieved by designing blankets with different
dynamic and feeding characteristics. The blanket
supplier must evaluate the most suitable product
for each specific new press installation and then
test it to ensure that its characteristics satisfy the
needs of the press.

An example of a blanket that minimises power con-
sumption of the printing units and heat generated
during printing is metal back blanket (MBB) tech-
nology used on shaftless newspaper presses.
Blanket feeding can significantly impact energy con-
sumption on all web offset presses. Each type of
blanket has its own paper feed characteristic that
plays an extremely important role in web tension
control. This is mainly influenced by the blanket's
construction, top rubber compound characteristic,
surface finishing and compressibility. By simply chang-
ing the blanket construction, it is possible to obtain

Offset Printing Blankets compressibility test.
Photo Trelleborg.
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a blanket with a positive or negative paper feed.
There are many blankets available with very dif-
ferent paper feed characteristics and the printer
needs to select the most suitable one.

WHAT IS A POSITIVE
OR NEGATIVE FEED BLANKET?

Positive feed blankets tend to ‘give more paper’
and the tension after the printing unit will decrease
compared to the infeed because the web tends to
follow the leading blanket cylinder—the web will flut-

The schematic shows an infeed and a single
printing unit followed by a load cell

to measure paper tension. All tension values
after the infeed (slitter, RTF and nips) are
expressed in gain % compared to the speed
of the printing unit's drive motor. To evaluate
different blankets they need to use the same
ink and paper for all trials. The paster

and infeed value is maintained as a constant
by only changing the blanket. The paper tension
(measured in Newtons ‘N') after the printing
unit then shows the paper feed behaviour

of different blankets.

Source Trelleborg.

ter due to this loss of tension. In this case, all ten-
sion points on the press have to be perfectly
adjusted-the infeed unit must give less paper to
the printing units and more tension to the chill rolls
and folder.

Negative feed blankets have a higher paper tension
than the infeed-the web will go to the next print-
ing unit correctly tight. However, if the blanket paper
feed is too high there is not enough correction mar-
gin at tension points on the press. Working at max-
imum tension increases the risk of web breaks,
particularly during splicing.

« Example of positive feeding: Splicer: 200 N / Infeed:
220 N / Load cell: 170 N or < than infeed unit

« Example of negative feeding: Splicer: 200 N / Infeed:
220 N / Load cell: 220 N or > than infeed unit
Environment sustainability also includes the mate-
rials and process to produce the blankets. This
includes selecting technologies to eliminate or dras-
tically reduce the quantity of solvent used during
production because this lowers solvent recovery
power consumption by 50%. l



system

Five years ago leading gravure and web offset printers
started developing web monitoring technology

with Procemex. This uses high-speed cameras fitted

to different parts of the press to help increase press
runnability and overall efficiency. Central to this approach
is an easy to use user interface combined with a networked
client-server architecture to access video based events
at the press, or at any linked production office.

The system is focused on solving problems with web
breaks, roll changes, mill splices, blanket wash sequences,

folder jams and paper defects.

The experience from over 100 presses equipped
with the system shows that it is necessary to focus
on three areas to gain higher overall press effi-
ciency: paper, press performance and operators.
Improving only one of these areas will not lead to
optimum results

The system structure allows up to three presses
to be connected with one server. Each press has a
database of its own and is handled separately by
the software. The server itself is connected with
the plant information network to allow recorded video
sequences to be viewed anywhere in the plant.

PAPER QUALITY CONTROL

The paper procurement has network access to the
Procemex database. Paper-related issues can be
searched, sorted and reviewed by the type of event
and/or by paper manufacturer. Selected events
can be printed out, or exported into Excel spread-
sheet, or to an HTML-page, or simply sent with
photos by e-mail. It is also possible to periodically
make a DVD.

To make communication faster and easier, Procemex
software also offers a unique way for light video
data transfer and provides a way to communicate

amera web monitoring
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The system structure allows up to three presses
to be connected with one server.
Source PROCEMEX-PRINT.

On press mounted cameras help improve press efficiency by monitoring and recording events.
Source PROCEMEX-PRINT.

with paper mills in real time. Printers can publish
selected recording and allow paper mills to access
these recordings covering only their related events
which the mills can view to help establish the root
cause of web break or other event. B

Splice after tha paster
leading to a web break.
Source PROCEMEX-PRINT
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irtual training today

for tomorrow’s printers

Simulation-based training

is now the worldwide norm

in almost every profession

to optimise skills and problem
solving. UPM uses printing
simulators to help train its
customers in paper and print
related matters.

The use of simulation-based learning is the only way
to give 'hands-on’ experience without interrupting
production schedules, incurring equipment risk, or
the cost of press time and materials. They provide
structured training that is both interesting and effi-
cient because 'hands-on’ problem solving is the most
effective adult learning method.

During the last year UPM has provided innovative
training sessions for its customers at their Paper
and Printing Schools. The programmes include six
types of technical courses that focus on paper, cold-
est-heatset printing or sheetfed-heatset printing. The
courses also provide information about the princi-
ples of papermaking, different printing methods
and their requirements for paper, as well as envi-
ronmental issues. UPM also arranges tailor-made
versions of some of is courses.

FAILURES LEAD TO SUCCESS

There has been an enthusiastic response to these
courses where trainees get an excellent oppor-
tunity to deepen their knowledge of different print-
ing techniques and the role of paper in the print-
ing process. The opportunity to learn more about
trouble-shooting from the hands-on printing sim-
ulator training at UPM Printing School is particu-
larly appreciated.

The printing simulator is a training platform that
shares knowledge, experience and ideas while
performing a printing exercise. It gives users the

UPM's simulator console has been specifically designed to allow
training for heatset, coldest, and sheetfed from the same console.
Photo UPM.

opportunity to experiment with their curiosity by
taking a procedure, or product, up to and beyond
its performance limits without risk. Simulated
training is the place to make mistakes, take cor-
rective measures and learn from errors. In essence,
it is failure that leads to success. Failures on a
simulator avoid the high cost and risk of failures
done on a running press!

The UPM printing simulators will be the core of new
training sessions that are being prepated for begin-
ner and advanced levels in 2010. The simulator helps
both new printers to acquire skills, and experienced
staff to sharpen and extend their knowledge.
UPM's courses increase the trainees' print related
knowledge through exercise problems of differing
complexity according to their skill levels. The train-
ing is available to all target groups from office staff
to press managers. Training is available for groups
of only six people to make it possible to concen-
trate more on the printing simulator.

UPM works closely with Sinapse Print Simulators
to constantly improve the quality of the simula-
tion software. The technology allows complex

simulation that is visually stimulating, interactive
and provides immediate feedback. It covers the com-
plete printing process including the press electri-
cal and mechanical components, consumables, and
quality control tools.

MORE COURSES TO COME

UPM will expand its courses during 2010 from its
Augsburg training centre. The Mini Paper Schools
and UPM Printing Schools will continue, and courses
in German will be added to the portfolio. There will
also be more opportunities for tailor-made courses
to suit a customer's specific needs.

Are you interested to know more about how UPM's
training can address your specific needs — from the
basics about printing or to deepen your knowledge
even in a very specific printing problem? If so, you
can check out the timetables of the courses, pro-
grammes, fees and find the registration form in
www.upm-kymmene.com/en/paper/seminars_and_trainings/
<http://www.upm-kymmene.com/en/paper/seminars_and_trainings/> M



arbon Footprints
& All That Gas...

Carbon Footprints and Greenhouse Gases (GHGs)

are terms we hear about every day but often are difficult
to understand what they, are, why there is such a fuss,
where do they come from and what to do about them?

Some explanations...

The greenhouse effect is where more infrared radi-
ation is absorbed by the atmosphere and re-emitted
in all directions by greenhouse gas molecules and
clouds. The effect of this is to warm the earth's
surface and lower atmosphere.

In its 2007 report, the UN's Intergovernmental Panel
on Climate Changes found that unless global warming
is dealt with in the next 10-15 years it will lead to
catastrophic consequences.

"To avoid a risk of giving the earth a 2°C temper-
ature rise we need to reduce the cause rapidly. Some
countries, have committed to at least a 60% reduc-
tion in GHG emissions by 2050. However, if the
world's emissions are only gradually reduced, then
climate scientists believe it's more likely, than not,
that global temperatures will rise by more than 2°C.
The possibly safe trajectories require global emis-

sions to fall by 70% or 85% by 2050." Sustainable
Energy - Without the Hot Air 2009.

The key to global reduction will be the Copenhagen
UN Intergovernmental Climate Conference in
December to replace the Kyoto Treaty. The big dif-
ference (compared to Kyoto) is the engagement of
the US, Ching, India and Australia who did not endorse
the previous treaty. The negotiations to achieve a
final treaty will probably take 2-3 years and the results
should have significant impact on every inhabitant,
business and government.

WHAT ARE GHGs?

The Kyoto treaty formally identifies six greenhouse
gases (GHGs) — carbon dioxide (CO,), methane (CH?),
nitrous oxide (N°0), hydrofluorocarbons (HFCs), per-

fluorocarbons (PFCs), and sulphur hexafluoride (SF®).
Continued page 22 p>
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Organisations sharing the value chain

In spite of the severe economic
downturn climatic issues have not
disappeared. Indeed, environmental
and financial sustainability will be
the two dominant drivers of the 21*
century for every business

and inhabitant of the planet.

Climatic issues will have an accelerating
impact across the entire value chain
of publishers, advertisers, packagers,
printers, and their suppliers.

Some of the implications are:

* Energy and greenhouse gases (GHGs)
will be important legislative and
commercial factors.

+ The issues require an international
response because they, and the industry,
are international.

* There is a potential negative impact on use
of ink-on-paper as a media, and impediment
to fair and equal cross-border trade.

+ Carbon Footprint(s) can be complex and
confusing to understand, measure,
calculate, compare and use because of
diverse approaches.

+ Optimisation of Carbon Footprint and
Energy go hand-in-hand to reduce global
GHG emissions.

PrintCity and Intergraf have therefore
launched a pan-industry initiative to address
these issues because it is in the industry’s
best interest to have a common set of
international procedures to manage emissions.

Their goals are to achieve a single,
credible and strong position on Carbon
Footprints; to increase synergies of their
harmonisation, application and use to
improve performance; by using common
methodology, data and assumptions that
are open, transparent and verified across
the value chain; and to proactively
influence GHG impact on the industry
through a common and credible approach.
The initiative has received positive
response from many European
associations to participate.

There is a close relationship between
Carbon Footprints and energy as well as
on the use of print. For example:

* The cheapest kW/h — with zero Carbon
Footprint — is the kW/h not used.

« Printing is the only media with a 1-time
Carbon Footprint - all other media require
energy every time they are looked at.
Intergraf and PrintCity are also working
on these related issues.
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Each GHG has different physical properties that
are expressed as carbon dioxide equivalents
(or CO,-e)- where ‘equivalent’ means having the
same warming effect over 100 years. GHG calcu-
lations are simplified by expressing all 6 gases as
being ‘'normalised’ to ‘carbon dioxide equivalents’
- the global warming effect of CO, is 1, and all other
gases are multiplied by their global warming poten-
tial. (or GWP — CH, x 21, N,O x 310, HFC-134a x 1300).
One ton of CO, equivalent is abbreviated as “1tCO.ge,"”
and one billion tons (1000 million tons) as “1GtCO,e"
or one gigaton.

“In 2000, the world's GHG emissions were about
34 billion tons of CO,-e per year or a planet per
capita average of about 5,5 tons CO,-e. However,
the output per capita is highly variable by coun-
try: 20-24 CO,-e for Australia, USA and Canada;
and 8-12 CO,-e Europe and Japan-. While China's
total emissions are similar to the USA's, their per
capita emissions are below average, and India's are
less than half world average (much of their indus-
trial emissions are associated with the manufac-
ture of goods for countries with above average
CO, consumption).” Sustainable Energy - Without
the Hot Air.

SOURCE OF GHGS?

GHGs are generated by a wide range of human activ-
ities, including agriculture, transport, sewage treat-
ment and energy generation. There is a very sig-
nificant correlation between CO, emissions and fossil
fuel energy consumption which have the largest
single greenhouse effect.

"While there are very large natural flows of CO,
in the atmosphere and ocean, these have been con-
stant over the last few thousand years and can-
cel themselves out. The problem comes from the
additional flow switched on 200 years ago when
fossil fuels became the energy source for the
Industrial Revolution. Coal was used to make iron,
build ships, to heat buildings, to power locomotives
and other machinery, including pumps that enabled
more coal to be mined. From 1769 to 2006, world
annual coal production increased 800-fold and is
still increasing today. Other fossil fuels like oil are
being extracted too but, in terms of CO, emissions,
coal is still king."” Sustainable Energy - Without the
Hot Air. (Currently, Europe generates 29% of its
electricity from coal, the US 50%, India 68%, and
China 75% - Eurocoal, IFP, IEA).
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the manufacture of goods for countries with above average CO2 consumption.

Source: Sustainable Energy - Without the Hot Air.

What does carbon neutral mean?

All commercial/industrial activities and processes
generate carbon dioxide emissions. Carbon neu-
tral is defined as no net carbon emissions across
a product's entire life cycle (including that of its
raw materials, the product's use and disposal)
achieved by applying an administrative system of
offsetting emissions. A more accurate term would
be “carbon neutralised”. Many first movers are

claiming, or committing, to be carbon neutral but
their definition is often confined to their own busi-
ness— direct emissions of GHG from their own pro-
cesses and indirect emissions of GHG emitted by
the generators of their purchased energy. Their
measure of carbon footprint does not include raw
materials or the use and disposal of the product.
The business may be carbon neutral . . . but the
products are not.



What is a carbon offset?

This allows a company to negate the creation of
its carbon by avoiding the release of, or remov-
ing from the atmosphere, the same amount of
carbon somewhere else. The Kyoto treaty man-
dates that this must be “...real, verifiable, and addi-
tional to what otherwise would have occurred.”
Examples include: methane destruction by farms
and landfills to earn offsets by using digesters
to collect and destroy methane; agricultural
practices to earn offsets including planting grass
and trees, and by collecting methane from
manure; forest enrichment and conservation
projects, and planting of trees in urban areas;
renewable energy projects like wind, solar,
hydropower, and biofuel systems to earn offsets
based on the amount of energy supplied to the
grid that replaces carbon emitting generation.

Carbon trading and caps

The European Union Emission Trading Scheme (EU
ETS) is one of the most significant measures of
the EU climate policy. Industrial installations
within the European Union exceeding certain emis-
sion thresholds are obliged to participate—these
represent about 40% of GHG emissions. Permits
for carbon emissions can be traded on regulated
markets to ensure their net reduction. Offset emis-
sions can be purchased to allow expansion.
Companies that reduce emissions gain credits to
sell as offsets or to hold for future expansion. The
maximum emissions can be capped at or below
the current permitted level. As the cost of per-
mits increases so does the economic incentive for
remedial action at source.

What can | do to improve my carbon footprint?

The principal actions are:

1. Implement an environmental and energy man-
agement strategy.

2. Measure energy consumption
(from fossil fuels) and identify
areas for improvement.

3. Reduce energy consumption by
improving efficiency of production
technologies, their use and main-
tenance. This includes secondary
use of hot air and water, and power
generation.

4. Improve the energy efficiency of
buildings and their services.
5. Reduce transportation energy used.

GHG measurement & reduction

The GHG Protocol is the origin of reporting standards, labels, carbon calculators etc.
The Greenhouse Gas Protocol: A Corporate Accounting and Reporting Standard was first
published in 2001, and has been continually developed. Other standards like 1SO 14064-1

gustainable EnerEl
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and PAS 2050 have been derived from it.

The objective of the Protocol is to simplify and sys-
temise the complex process of collecting informa-
tion, calculating and reporting GHGs. It's a tool to
facilitate the consistent management, measurement
and reduction of emissions. It also provides advice
on quality management, setting meaningful targets,
and reporting that is transparent and credible. Tools
and application guidance is available as free down-
load at www. ghgprotocol.org.

Setting Boundaries & Scopes

The principal implementation steps are the deci-
sions of where to set the boundaries and what will
be included, excluded, and reported.

A: Organisation boundary: Defines which parts of a
company, group, subsidiaries, joint venture, etc. are
concerned.

B: Operational boundary: Defines the depth at which
emissions will be analysed - this is structured by
three Scope levels:

1: Measures only the emissions from the direct activ-
ities of equipment owned or controlled by a company.
2: Accounts for emissions from the production of
purchased electricity. This can have a significant impact
as fossil energy generation has a high GHG impact,
while sustainable and nuclear have the lowest.

3: Measures ‘embodied emissions’ from the activ-
ities of a company but from external sources, e.q.
created from manufacturing, materials and serv-

ot &

D - Packay

ices purchased, logistics, employee commuting, etc.
Not everything has to be included - but it is essen-
tial to define what is excluded and why, and where
estimates are used. The result of the first phase of
Intergraph’s Carbon Footprint Working Group is the
definition of around 15 factors responsible for over
95% of emissions at most printers.

The embodied emissions in the supply chain are the
most comprehensive and there is a growing trend
to measure them. To reduce their footprints, print-
ers need to understand where they are today, and
what can be changed - materials, processes, energy
supply, logistics, physical environment, product
specifications. Supply chain Carbon Footprinting and
labelling is already being used by some graphic arts
industry companies to help them optimise the emis-
sions and energy use in their plants, as well as to
allow carbon labelling of individual products.

The GHG Protocol is developing two new standards
to provide guidelines on international supply chains:
Product Life Cycle Accounting and Reporting; and
Corporate Value Chain Accounting and Reporting
(scope 3) for the end of 2009. An ISO standard is
also under development.

However, emissions are not yet reported consis-
tently and this is a barrier to direct comparability
- some use absolute emissions and others emis-
sions intensity (e.g. relative to production, or sales).
There are also inconsistencies in the use and appli-
cation of Carbon Footprinting that the PrintCity and
Intergraf initiative seeks to address (see page 22).H

Sustainable Energy - Without the Hot Air (2009)

is a clear quide for anyone seeking a deeper understanding

of the real problems involved. It's author, David MacKay
FRS, is a Professor in the Department of Physics at

the University of Cambridge and a member of the World
Economic Forum Global Agenda Council on Climate
Change. The electronic version of his book is available
free from www.withouthotair.com
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A new approach to promoting product samples

to consumers is currently being trialled in North

America. Taste 'n Save are flavoured peel-and-taste

strips attached on to a newspaper or magazine

advert to get readers to sample new products

flavours of foods and beverages. It has already

been used by brands such as Welch, Campbell,
Arm & Hammer and SKYY Vodka.

“Close to 90% of all new grocery products fail,
but it isn't because people didn’t like them - It's
because people never tried them."”

Paco Underhill, Why We Buy

This new sensorial experience is less expensive
than poly-bagged samples inserted into publi-
cations, and more time and cost efficient than
in-store sample distribution because Taste 'n
Save campaigns can quickly reach hundreds of
thousands of con-
sumers at a com-
petitive cost.

The tamper evident
pouch opens easily
to provide readers
with a taste of a &
product. It uses r?
Peel'n Taste tech-

nology from First %"”’”Mnfmﬂ'ﬁmhhmrrmrmmﬁl
|

Flavor combined

A consumer response study to a Taste 'n Save
grape juice promotion placed on a two-page
insert in People magazine found that 1,5 mil-
lion readers (29%) tasted the strip, brand aware-
ness was noted by 70%, and 59% said they
were more likely to buy the product.

Sensory sampling delivers the product’s flavour as

well as the brand message. It provides packaged
goods, food and beverage advertisers with a good

reason to use printed
i J OU|

publications in their

marketing campaigns.
Jr GM

Taste 'n Save can
help advertisers
acquire consumers
who are not famil-
iar with their prod-
uct, can provide
same day sales lift,

Taste 'n Save note being peeled from newspaper.

with an ink devel-
oped by their part-
ner US Ink, a division
of Sun Chemical. A food compliant ink is printed
on a food grade edible film base that is cus-
tomised to optimise each flavour experience.
Taste 'n Save strips can be applied inline with
printing, publishing or binding, depending upon
the equipment available.

Photo Sun Chemical.

Sensory sampling delivers the product’s flavour
as well as the brand message.

as well as creating
a strong impact on
future purchases.
They are an opportunity for publishers to gen-
erate incremental advertising revenue by
providing their readers with an interactive
experience that takes advantage of the phys-
ical delivery of publications — an attribute that
no electronic media can match.

Unique Cross Industry Alliance

connection of competence

manroland manroland
www.manroland.com

MEGTEC Systems
M www.megtec.com

Océ
WWW.0Ce.com

PROCEMEK Procemex

www.procemex.com

SunChemical Sun Chemical Corporation
st lEE - wyww.sunchemical.com

Trelleborg
TRELLEBORG www.trelleborg.com

UPM-Kymmene Corporation

;
U™ www.upm-kymmene.com

Webline is published by PrintCity’'s
Publishing, Commercial & Web
Activity Group to provide information
on market trends and technologies
related to web printing.

Gerry Schmidt, Group leader
Gerry.Schmidt@sunchemical.com

PrintCity is recognized as the 'connection
of competence' strategic alliance
across the entire printing, packaging
and publishing value chain, promoting
the value of print and packaging.

We deliver value to the customers
by leading global knowledge sharing
and networking together.

We deliver knowledge through seminars,
trade fairs, project studies, publications
and electronic platforms.

We want to maximise synergies
to grow business effectively and be
cost efficient.

For more information on our unique
alliance please visit www.printcity.de
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