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your drupa team in D üsseldorf
Phone +49 (0) 211-4560-

Event service
(Organisation of exhibitor events)
Rudolf Grospitz -241
E-mail: GrospitzR@duesseldorfcongress.de

Trade fair accommodation
(Hotel room reservations, Düsseldorf 
tourist information)
Düsseldorf Marketing & Tourismus
GmbH
Phone +49 (0) 211-17 20 20 
E-mail: 
reservation@duesseldorf-tourismus.de

Phone +49 (0) 211-4560-

Exhibitor Services

Exhibitor passes
Roswitha Okrey              -256
E-mail: OkreyR@messe-duesseldorf.de
Nadine Montforts           -203
E-mail: 
MontfortsN@messe-duesseldorf.de

Exhibitor support
(Registration, stand allocation, sales)
Jens-Michael Bierschenk -524
E-mail: 
BierschenkJ@messe-duesseldorf.de

Account management
(Strategic cooperation, special topics)
Ralph Scholz -514
E-mail: ScholzR@messe-duesseldorf.de

CCD. - Congress Center Organisation
(Vermietung von Räumen für Konferen -
zen/Events)
Hannah Winter -84 16
E-mail: WinterH@duesseldorfcongress.de

Phone +49 (0) 211-4560-

Marketing Communications

Advertising
(Cooperative promotional measures)
Petra Köhler                   -434
E-mail: KoehlerP@messe-duesseldorf.de
Kerstin Abram                -519
E-mail: AbramK@messe-duesseldorf.de

Internet services / new media
(Exhibitor database, online advertising at
www.drupa.de/.com)
Joerk Cardeneo              -663
E-mail: CardeneoJ@messe-duesseldorf.de

Press
(Cooperative work with the press)
Monika Kissing               -543
E-mail: KissingM@messe-duesseldorf.de
Anne Klaus                     -465
KlausA@messe-duesseldorf.de

Phone +49 (0) 211-4560-

Technical Services

Technical stand administration
Bernd Schier                   -525
E-mail: SchierB@messe-duesseldorf.de

Technical services hotline
Phone                              -500
Fax                                   -8566
E-mail: tr-service@messe-duesseldorf.de

Customised stand construction
Enno Block                     -340
E-mail: BlockE@messe-duesseldorf.de

System stand construction
Frank Lorson                  -181
E-mail: LorsonF@messe-duesseldorf.de

Stand construction hotline
Phone                              -600
Fax                                   -8558
E-mail: standbau@messe-duesseldorf.de

Phone +49 (0) 211-4560-

Project Management

Manuel Mataré               -610
E-mail: 
MatareM@messe-duesseldorf.de
Sabine Krebs                   -611
E-mail: 
KrebsS@messe-duesseldorf.de

No. 2: September 2010
No. 3: September 2011
No. 4: February 2012

drupa report
publication dates:

Phone +49 (0) 211-4560-

Fairground Services and
Traffic/Logistics

Logistics processing at the fairgrounds
and exhibitor parking
Werner Arnold               -508
E-mail: ArnoldW@messe-duesseldorf.de
Gregor Ehrhardt             -528
E-mail: EhrhardtG@messe-duesseldorf.de
Arthur Lenhardt             -522
E-mail: LenhardtA@messe-duesseldorf.de
Janina Düe                      -427
E-mail: DueeJ@messe-duesseldorf.de

Container hire on the open-air area
Thomas Schindler          -135
E-mail: SchindlerT@messe-duesseldorf.de

Waste disposal and security/stand 
surveillance
Hans-Georg Klapdor      -540
E-mail: KlapdorH@messe-duesseldorf.de

Admission and space confirmation                        April 2010
Close of registration                                                October 30, 2010
Start of stand location discussions and allocations February 2011
Start of admissions                                                   June 2011
Start of global visitor canvassing                            Summer 2011

Mailing of marketing materials                              October 2011
(Service Compass with online-, advertising- and press tools)

Construction                                                            Thursday, April 12 – Wednesday, May 2, 2012
Duration of the exhibition                                      Thursday,  May 3 – Wednesday, May 16, 2012
Dismantling                                                             Thursday,  May 17 – Wednesday, May 30, 2012

drupa 2012 schedule

drupa on tour: next stops, among others, …
Print                            PackPrint International Ipex 

Chicago/USA: September 11 - 16, 2009 Bangkok/Thailand: September 23 - 26, 2009 Birmingham/UK: May 18 - 25, 2010
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Mr. Martin Weickenmeier
drupa 2012 President 

Member of the Executive Board of
Körber AG,
Chairman of the Körber PaperLink
GmbH Management Board

Dear drupareport Reader,

drupa 2012 is already sending ripples through the industry. At present, that is August,
the starting gun has signalled the “1,000 days before drupa” and set the countdown in
motion. For over half a century, drupa has shaped the print media industry. Serving as 
its engine and its heart, the event has lent the industry momentum. Especially in such
stormy economic conditions as we are currently experiencing, drupa has time and 
again proved a bastion of strength in reasserting the innovative drive and potential of 
the international print media industry.

Over all these decades, the drupa report has faithfully documented the build-up to
drupa as well as kept you up to speed on the leading international print media topics 
in the years in between. This first issue, published to mark Print in Chicago, will be 
followed by two more annual editions timed to coincide with selected industry events as
well as a final issue published in February 2012 to ring in the drupa year. During the
event itself, drupa report will take on the guise of a daily trade fair newspaper, keeping
you abreast of what’s happening in the halls at the Düsseldorf Trade Fair Center. 

As the new drupa President, I have great pleasure in assuring you that we intend to
stick to the successful drupa report concept. The mix of industry information from 
international experts, entertaining topics and drupa news served up in a polished design 
and printed in top quality is a hit in the drupa community. The prizes and award 
nominations received for the previous two editions, including the “red dot” – one of 
the most coveted international design accolades – bear testimony to this.  

The thematic focus of this issue, which is reflected not only in its content but also
the production techniques used, is green printing. Whether environmentally motivated
or for cost and marketing reasons, more and more printing service providers, mechanical
engineers as well as paper and ink manufacturers around the world are going green.
Now’s your chance to read what information specialist writers in the UK, USA,
Scandinavia, India and China have gathered on the subject.

This issue also sees the launch of two regular new features: “Faces behind the fair”
and “Spotlight on international markets”. The latter aims to take a closer look at selected
countries and regions by giving editors in chief of international trade journals space to
air their views. In “Faces behind the fair”, we get up close and personal with the people at
Messe Düsseldorf who ensure that your visit to drupa and the event itself go off without
a hitch. Perhaps you’ll even recognise one or two of them. 

On that note, I wish you happy reading!

Martin Weickenmeier
August 2009
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Editorial by Martin Weickenmeier, President of drupa 2012
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Green printing

1
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Online or offline, energy is needed to disseminate 
information. The print and media industry has further
developed technologies and materials that significantly
reduce CO2 emissions and facilitate sustainably green(er)
printing methods. For environmentally-minded printers,
the new mantra is: reduce + recycle + offset = less C02

The following overview, which was produced in coope -
ration with ClimatePartner, reveals just what is possible
today.
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Heating and cooling as a closed system

The second biggest energy guzzler – much as in private house-
holds – is heating. But by optimising the design of the building
envelope and harnessing existing sources of warmth, such as waste
heat from printing machines or the server room, it’s already 
possible to dispense with traditional heating. As a result, a print -
ing hall can become the equivalent of a passive house. When 
building new facilities, it’s worth considering integrated facade
heating and cooling, while renovations provide an opportunity to
improve insulation, especially of windows. Even when achieving
the levels of insulation found in a passive house are out of the
question for cost reasons, the chosen heating technology can meet
the criteria for sustainability. Depending on the location and size
of the building as well as the corresponding energy requirements,
a system that burns wood pellets or chips and is backed up by
solar heating can be installed. 

ome 80 percent of all CO2 emissions released in turning
out printed products stem from the papermaking process 
and not the print shop. Providing customers with sound

advice on paper choices is therefore key to climate-neutral print -
ing. Just what separates the assurances offered by the myriad
German and international eco seals including the FSC and PEFC
labels, the EU Flower and Blue Angel (a German quality seal for
recycled paper) is much in need of explanation, especially as few
print buyers today are familiar with what exactly certification
entails. As far as inks are concerned, the best rule of thumb is

“reduce rather than offset”. Thanks to the application of the latest
software-driven technologies (i.e. colour management), ink usage
can be considerably diminished with the result that less of this
consumable need be manufactured or transported. What’s more,
there are currently printing inks available on the market that 
are based on sustainable raw materials instead of petroleum. Some
manufacturers even go so far as to offer inks whose production
emissions have been calculated to cover everything from raw
materials to transport and have already been offset.

8 drupareport 

The interface between energy, paper and inks

Right from the planning of new printing house premises, the
foundations for future energy consumption are laid: Building
insulation, short distances between process stations and the 
appropriate positioning of windows are just some of the factors
that need to be taken into account if energy is to be generated 
or consumed in small quantities only. 

In certain instances, the most economical option is to use 
the electricity generated in-house from photovoltaic installations
on building roofs instead of, as has been standard practice in
Germany until now, feeding it into the local utility company’s
grid. Aside from remaining largely unaffected by rising electricity
prices, a further advantage is that the transparent power source
facilitates determining a business’ CO2 footprint. Today, it’s 
already feasible for print shops to generate roughly ten percent 
of their energy requirements via photovoltaics. For businesses 
of a certain scale, it may even be worth considering acquiring a 
combined heat-and-power station to supply the premises. Any
further demand can be met by green electricity generated 
exclusively from sustainable resources. These measures have a 
dramatic impact on a company’s carbon footprint because the
emissions associated with the use of conventional electricity 
often account for more than two thirds of a printing house’s 
emissions. 

Building +
Implement climate-neutral* 
designs & renovations,
aim for passive house standards,
install integrated facade heating and cooling, 
use photovoltaics and solar heating,
etc.

* Refers to states or processes in which released 
carbon dioxide is neutralised, thus not adding 
to the quantity of this gas in the atmosphere.

S

Use green electricity,
and available (waste) heat,
burn wood pellets or chips,
etc.

Energy +
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Workflow: Every mistake wastes energy 

Optimising work processes is not only essential from a business
perspective but also for the sake of the planet. Shorter chains 
of production, the cost-efficient handling of data streams and
standardised communications are also the right strategy for the
environment. 

With JDF workflows (digital job tickets), printers can avoid
breakdowns in communications between departments and mis -
understandings resulting from job tickets completed by hand
right from the outset. That way, the risks of delays and reprints
can be reduced. What’s more, presetting properties via intelligent
networks that link all the equipment in the production chain
helps to minimise set-up times. 

Even communications between the printing service provider
and customer hold potential savings. Printers can save themselves
a lot of trouble by providing agencies and customers with in-
house PDF profiles so that print files supplied meet requirements. 
As a result, printers avoid repeatedly receiving large print files 
and the use of storage media such as CDs/DVDs. User-defined
pre flight profiles give customers a chance to check their own files 
for print readiness from early on.

Work smart +
Streamline processes, 
shorten production chains,
set up JDF workflows,
intelligently network machinery,
standardise communications,
make in-house PDF profiles available,
create user-defined pre-flight profiles,
etc.

Use paper with eco or quality seals,
implement colour management,
inks need no longer be petroleum based,
etc.

* Paper production generates high volumes of CO2 and 
consumes up to 80 percent of the energy used to create
print products. 

Paper* and 
inks +
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The proof is in the savings

Thanks to optimised soft proofs – checking print files on screen –
many problems can be picked up and corrected before costly
materials are used to create a hard proof. The result is savings on
the consumption of inks and special paper stock involved in
prod ucing a series of hard proofs. 

Another method of conserving ink when printing is to opti-
mise print files through intelligent grey component replacement
in which black ink is substituted if possible for the primary
colour used to create shadows. Further advantages include less
paper wastage while getting the press ready to print and during
prod uction runs thanks to greater printing stability as well as
shorter drying times and consequently reduced energy consump -
t ion in the drying process.

Certain environmentally detrimental production steps can be
skipped by using chemical-free or processless plates such as ther-
mal plates. By obviating the need for conventional plate exposure,
the corresponding cleaning and waste disposal costs fall away.
Plus, there’s a saving in the amount of energy required to preheat
the developer. Not only are developer chemicals now dispensable
but water consumption is also decreased. 

Materials +
Do soft proofing,
use grey component replacement,
and thermal plates,
conserve water,
reduce developer chemicals,
cut down on paper wastage,
etc.

T

In the printing process, every detail counts 

In conventional printing, the optimisation of process controls 
is an absolute necessity. Substantial cutbacks in set-up times 
and start-up waste can be achieved by automatically presetting 
ink zones, optimising colour settings as well as employing ink 
measuring and control systems. In-line measurement of ink 
and colour register during operations allows printers to be set up 
without interrupting jobs already underway.

By allowing the inking unit to warm up on start-up and cool
down during production runs, the printing plate, ink and rubber
blanket remain a constant temperature. The upshot is that start-up
and production paper wastage is curtailed. 

Tight deadlines often require that the printing of signatures is
interrupted so that part of the job can be delivered. By saving the
current settings on cutting-edge facilities, the data can be reloaded
later and production can pick up where it left off, thus minimis -
ing paper waste. 

he most energy-intensive aspect of the printing process is 
drying. Instead of expelling waste heat generated during 
drying, the partially recovered thermal energy is left 

to circulate and can thus be reused. Drying performance can also 
be boosted while maintaining the same levels of energy con -
sumption by reducing the distance between the dryer and sheets.
A good solution for lowering UV dryers’ consumption when 
on standby is electrical ballast. Additional heat exchangers transfer
warmth from the exterior.

While heat is required during the drying process, cooling is
essential for operational presses. 

It’s worth considering air-cooling systems instead of water
cooling, as large quantities of heat can be more efficiently carried
in this way via pipes of smaller diameters. Compared with 
traditional air-conditioning units, such facilities are less greedy
consumers of electricity. 

Even enhancing powder application with the aid of dusting
devices makes a difference to businesses’ carbon footprint. Electro -
static processes, for instance, ensure that fine powders adhere 
better to the print substrate. Enveloping the powder jet in air 
propelled at the same speed is also a source of improvement. All
of these advances contribute to saving energy. 

Printing +
Optimise presettings,
preheat,
save signature settings,
circulate hot air,
use heat exchangers and electrical ballast,
improve powder application,
supplement IPA with tensides,
etc.
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“In a print shop, opportunities for saving energy – for instance, 
by implementing more carefully considered working processes – 
can be found everywhere, from the building itself through the 
various production stages all the way to the logistics. Initially, 
implementing improved streamlining and other measures takes
time and money, but ultimately it pays off for the printers, 
their customers and our environment.” 

Alexander Rossner, General Manager of ClimatePartner Deutschland GmbH

Energy-efficient workstations

Large printing equipment isn’t all that consumes energy.
Every computer and peripheral device also uses electricity
and that impacts a company’s carbon footprint.

Consistently putting computers and monitors in standby
mode and other energy-saving settings can help reduce 
energy consumption.

Outfitting each workspace with power strips is a sensible
way to save energy, as they allow peripheral equipment 
to be switched off completely during breaks or after hours. 
Thanks to digital signals, modern flat screen monitors can
produce colours more realistically than ever before, which
means they can replace the CRT monitors previously used
widely in prepress. Flat screen monitors use significantly less
energy than CRT monitors. 

11 drupareport 

Tensides for less ozone 

In conventional offset printing, print plates need to be dampened
with water. This is facilitated by isopropyl alcohol (IPA), which
reduces surface tension. Although IPA, among other things, is
responsible for the formation of ground-level ozone, it cannot yet
be completely eliminated from printing. Low-alcohol or alcohol-
free printing requires special pan and inking form rollers. Other
key areas for improvement are measuring and metering as well as
regular testing of water quality. 

Increasingly, certain tensides are being added to supplement
IPA. There is, however, no substitute available at present that can
reproduce the results achieved through the evaporation of this
alcohol. Despite this, the proportion of isopropyl alcohol in the
fountain solution can be considerably reduced when combined
with tensides. 

Additional facilities for treating fountain solutions have a
notable effect on the quality of the damping fluid. Fountain 
solutions treated in this way have a longer lifespan meaning that
fewer hazardous chemicals ultimately need to be disposed of.
What’s more, higher quality is vital in low-alcohol printing.
Waterless offset printing cuts fountain solution out of the process
and thus isopropyl alcohol, too. What’s more, substantially fewer
developer chemicals are employed when thermal plates are used.
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Potential postpress savings

In-house converting equipment should also be integrated into 
the JDF workflow. Production lines and equipment that can be
design ed and networked in a modular form now facilitate signifi-
cant savings in terms of energy, materials and time. 

When reprints are needed, all the settings and consumption
values are stored in a database, making repeat jobs faster and
more precise. Numbers such as amounts of waste paper, adhesives
and stitching wire have been saved in the database, enabling 
more efficient use of these resources right from the start. 

The level of automation of a converting machine has a huge
influence on make-ready time and thus also when the job can
actually start. Long set-up times usually indicate high paper and
energy consumption. 

With adhesive binding, adhesives with a lower melting point
should be used. Whereas melting temperatures used to be 
approximately 180° Celsius, it is now becoming more common 
to use adhesives with a melting point of 140° Celsius.

Reduce what you can’t prevent

Whether it’s paper, ink or packaging: Even with the most careful
use of resources and consumables, the printing process inevitably
entails some waste. But effective waste management helps save
energy and resources. 

Ink cartridges are one way to improve ink supply. The 
cartridges empty almost completely, which means there is less 
to dispose of. 

Once a job has been completed the leftover printing plates 
are recycled. Since they are composed of almost pure aluminium,
recycling couldn’t be simpler. The plates are melted down into
aluminium bars which then have a multitude of possible new uses. 

Compress and sort waste 

Collecting paper and compressing it into compact units saves
stor age space and transportation runs. All this reduces environ-
mental damage by cutting down on emissions resulting from 
traffic and transport. And rubbish compactors are not exclusively
for large companies: Smaller devices suitable for small to mid-
sized firms are readily available. 

Waste paper extraction systems can be fitted to practically any
machine and ensure continuous suction of all waste produced.
This is a two-fold advantage for printers. First, equipment is kept
free of waste from production, offcuts and misprints. And second-
ly, the waste is carried automatically to compactors and sorted at
the same time. 

This system not only removes large scraps accurately for 
recycling, it also filters dust out of the air, thereby improving 
the atmosphere for workers and for the environment. 

During picking and packing, materials for binding and 
packaging should ideally be chosen according to recyclability 
criteria, so options such as paper bands should get preference.

Postpress =
Introduce waste management,
sort waste,
recycle,
install waste paper suction systems,
use recyclable materials,
choose climate-neutral logistics solutions,
etc.

Integrate converting,
establish modular networks,
set up a database,
cut back on adhesives,
use adhesives with a lower melting point 
in binding,
etc.

Integration +
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“Initially, it seems a major undertaking to implement the many 
greater and smaller measures that add up to climate-neutral 
printing. A lot of what is involved is easy to get the hang of, 
and if everyone in the company pulls together, customers are 
sure to be impressed with the results.” 

Markus Lurz, Project Manager at ClimatePartner Deutschland GmbH

Digital printing: In terms of CO2, it’s a world of its own

Whether you use toner or ink, always look for energy-
efficiency labels such as ENERGY STAR. And check energy
consumed both during printing and in standby mode.

Toner-based printing systems
Laser printers today produce next to no ozone. Smaller toner
particles fix to paper at lower temperatures, which saves
energy. But the process produces waste toner. Manufacturers
should provide a recycling system for this waste toner. Better
still, this toner can then be reused to produce new toner.

Solid inks save packaging
Solid inks come in the form of clean, nontoxic blocks. As they
are not packaged in cartridges, they produce less waste. 

Recycling consumables
Most manufacturers offer their own recycling programmes
for consumables. Equipment should feature easily replace -
able and recyclable individual components. Ink cartridges
for inkjet printers should be designed so that only the 
tank needs to be replaced, while the print head stays in 
the print er.  

Never stop starting your efforts afresh!
Best of luck on your way 
to climate-neutral printing!

13 drupareport 
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The sustainable way to customers

Emissions caused by transporting goods have been on the rise 
for years. The logistics industry is among the largest producers 
of CO2, and unfortunately the greener option of rail transport is 
not a genuine alternative for the distribution logistics of most
mid-sized printing companies. 

istribution logistics pose a conflict between maximum
efficiency in transport and commonly expected tight 
delivery schedules. Despite these challenges it is still

important to plan for transport loads as close to capacity as 
possible. More and more logistics providers are now offering 
climate-neutral transport options. 

The paper management offered by some paper wholesalers is
another way to reduce not only transport emissions but also stor -
age space requirements. With paper management, the wholesaler
not only delivers the base paper but also transports the finished
printed products to their destinations and can even remove waste
paper destined for recycling. 

Add up all these measures and the result is a smaller carbon
footprint for printers – and that is not just a matter of protecting
the planet but also of saving money.  

less CO2
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Green printing
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Can China lead the Asian century to sustainability?

In May 2005 at the International Forum for Printing Development,
the former Vice Minister Yu Yongzhan outlined the overall plans
and specific steps the government was taking to facilitate the
development of the printing industries, “to build China into one
of important printing bases in the world by 2010”. Two ambitions
became apparent – firstly that Chinese printing will “catch-up” 
by 2010 and “excel” by 2020; and secondly, that the 21st century
will see Asians shape print. Weiqan Wren of Beijing Founder at 
the same forum reinforced these ideas: “Asia will pioneer print 
in this century”.

In May of last year at the drupa 2008 Printing and Environ -
ment Forum, Yu Yongzhan said, “At this stage of accelerated develop-
ment of industrialization and urbanization, China is inevitably
encountering the contradiction between economic growth and
environmental protection . . . Firstly, much more attention has
been paid to development and profits than to environmental 
protection and management, and harmonious printing industry
has not been deep-rooted in people’s minds: Secondly, the fact of
lacking R&D on eco-friendly technology and products tailored 
to printing enterprises of various scales and types, and short of
integration and comprehensive application of eco-friendly tech -
nology with independent intellectual property rights, stand in 
the way of the industry’s effective settlement of environmental
problems. Thirdly, overheated development of printing industry
gives rise to fierce competition, resulting in insufficient profit-
making capability of small and medium-sized printing enterprises
(SME), which in turn leads to their inadequate input in environ-
mental protection and governance. Environmental protection 
has ended up as a weak link affecting the healthy development 
of SMEs.”

Scale

Expansion of the Chinese printing industry is slowing. Although
the Chinese printing industry has grown in double digits for
most of this century it has slowed down to the high single digits
in the last 3 years. According to analysts it increasingly faces 
similar forces as industrialised markets -- consolidation, increased
competition, and erosion of profit margins. The Chinese print
industry’s turnover is reported by Printing and Printing Equipment
Industries Association of China (PEIAC; www.print china.com) at more
than twice that of the Indian print industry but it employs 2.5
times the manpower, five to six times the litho plates, and eight
times the amount of paper. The comparison indicates several
anomalies in Chinese figures, the decoding of which we hope to
publish at an appropriate time. There is no reliable data on the
Chinese printing market. But it can be assumed that the figures
captured and published by Stan Widrick and Frank Cost of the
Rochester Institute of Technology (RIT; www.rit.edu) for Chinese 
turnover in print ing and packaging (including all substrates and
other materials) are definitely too low. The 2007 RIT review does
point out that the packaging prod uced for shipment of products
is not counted at all in the Chinese printing figures and is merely
included in the product value figures.

greenprintingChina
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Wang Demao, Executive Vice Chairman of the PEIAC

Practice

Wang Demao, Executive Vice Chairman of the PEIAC in Beijing
told us that currently the print industry is subject only to the
overall industrial policy on environment. That said, however, he
has requested the formulation of a special policy for the printing
industry.
Alain Landis of China Printing Solutions, a print exporter based

in Shanghai says, “Like anywhere I suppose, the level of interest
by most industry players has a direct correlation with market
demand. In similar fashion to what you have described in India,
supply chains in China are far from uniform and there is a lack 
of range of easily sourced sustainable options and information.
There are limited affordable recycled papers available, for in stance,
and those available come with little supporting proof to demon-
strate the percentage of recycled content and source. Recycled
coated stocks must be imported from Taiwan and Japan. Few print -
ers will offer soy ink printing. Waterless printing is unheard of.”
Landis added that, “We have seen a distinct uptick in the last 

6-12 months in ISO-14001 and FSC certification, availability of
alternative paper stocks like sugar cane and mineral composite
paper and general awareness and interest in sustainable practice. 
I would probably go out on a limb to say that in China it is 
the medium-sized players that are driving change because they 
are interested in getting more business. In short, it’s definitely 
possible and it’s definitely getting easier, but there is still a long
way to go.”

China’s centralised ministry and printing organizations are
alive both to the environment and technologies such as digital
printing in which the country is a committed user and developer.
Thus it is possible that by 2020 China and India will play their
part not only in the future directions and technologies of print
but also by their environmental practices, in its very sustainability
as a valued human activity and artifact. 

Green energy superpower

While the US Senate is still discussing measures to require utili-
ties to generate more of their power from renewable sources,
China imposed such a requirement in September 2007. China has
doubled wind capacity in each of the last four years and it will
surpass the United States as the largest market for wind turbines
this year. Dunhuang and other locations, six immense wind
power projects, each with a capacity of more than 16 large coal
plants dwarf anything else anywhere in the world according to
the Global Wind Energy Council in Brussels. Construction of coal-
fired projects has halved, and wind power targets for the end of
2010 were first increased from 5,000 megawatts (MW) to 10,000
MW, and now to 30,000. In 2007 the government said that large
power companies must generate three percent of their power
from renewable sources by 2010 and eight percent by 2020, 
excluding hydroelectric power – which already accounts for 21
percent of Chinese power. There is also a frenzy to build photo-
voltaic power plants including a 10-megawatt build and operate
plant in Dunhuang. Renewable energy targets for 2020 will be
met by the of 2010! 

Paper and other consumables

In spite of McKenzie’s advice in 2000 that China and India should
not manufacture paper, international paper companies have been
rushing into China and the Chinese paper industry has rapidly
grown with current production of more than 85 million tonnes.
China became a net exporter of 740,000 tonnes of paper and
paperboard in 2007.

China imports waste to recycle into both paper and plastics
and is the largest recycler in the world. Recycled newsprint, card-
stock, corrugated board and some uncoated papers are readily
available. Cheung Yan who founded Nine Dragons Paper 13 years
ago buys mountains of American wastepaper, ships it to China at
cheap rates, and makes paperboard for export packaging. By 2001
Nine Dragons became the single largest freight exporter by volume
from the US, and its Dongguan factory with 13 paper machines 
is the largest paper mill in the world. 

However, adoption of forestry certification initiatives like FSC
and PEFC is limited due to a fragmented supply chain and by a
competing certification scheme of the China Forestry Certification
Council (CFCC), hence obtaining FSC/PEFC certified paper can 
be challenging. Another part of the problem is the lack of an air-
tight monitoring system. As a result, it’s sometimes difficult to
determine the exact origins of wood fibre and overexploitation
cannot be entirely ruled out. 
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Long-standing development issues intertwined with 
environmental issues 

Environmental protection is playing an ever greater part in India’s
booming printing industry. Businesses are increasingly tackling
topics such as certification, standards and recycling. Consistent
implementation has, however, been hampered by a number of
factors. 

In July 2004, some 2,000 printers in Delhi’s industrial areas
were among the units threatened with closure for not having
effluent treatment plants and provision for hazardous waste 
dis posal. Of the 670 units who had their electricity and water dis-
connected, 265 were printers. The crisis was “resolved” by putting
waste such as ink cleaning rags into drums marked “hazardous”. 
In the past 5 years despite reminders by the local printers’ asso-
ciations no waste collection has yet been organised by the Delhi
Administra tion. Moreover, at the TERI (www.teriin.org) Green
Publishing seminar in 2008, JK Dadoo, of the Delhi Administration
said that in its 34 industrial estates there were only 11 Common
Effluent Treatment Plants (CETP) and water guzzlers did not recycle.

Energy is the largest roadblock  

Electrical power only reaches 42 percent of the Indian population.
It is well known that almost no modern press anywhere in 
India could function without its own power backup. For instance 
the Thomson Press Faridabad plant generates 60 percent of its 
electricity. The new 500,000-square-foot Times of India plant near
Mumbai has diesel generators for 100-percent backup and 
70 percent of its consumption.
IppStar’s (www.ippstar.org) research shows that in the last three

years, 300 new print ing plants have been built and another 200
will be built by the end of 2011. On average the 500 new plants
totalling more than 20 million square feet will install 500 kW
capacity generators or about 250,000 kW. This captive diesel 
generation will give them full backup and supply 50-70 percent 
of their energy needs.

Two of the bigger plants built in Maharashtra considered
windmills costing about Rs 4.5 crore each (approximately USD 
1 million) but found the investment unviable. Ultimately, both
installed diesel generators that can be switched to CNG if 
that is made available to them. One gravure packaging plant in 
the Delhi region already uses piped CNG that is both cleaner 
and more energy efficient but CNG is not yet widely available.
IppStar estimates that printing and converting businesses 

in India directly consume nine billion kWh of electricity. Since 
half of this energy is self-generated, printers will be huge 
bene ficiaries of sustainable improvements in clean and efficient
power supply.

Consumables – the first step has been taken

India’s printers use about ten million tonnes of paper and board
each year including domestic manufacture and imports. In 
addition 3.6 to 4 million tonnes of plastics is used for rigid, semi-
rigid and flexible packaging. Flexible packaging constitutes 
70 percent or some 2.5 million tonnes of packaging film of all
varieties.

Of the top 15 paper mills, at least ten are already ISO 14001
compliant. Currently the biggest mill is implementing ISO 14001
and increasing its certified inputs from sustainably manag ed
forests. Increased recycling and sustainable practices as well as 
certifications by local paper mills will help in making more Indian
printers FSC compliant. At least two of the mills are carb on 
neut ral and one provides saplings to farmers for free.

The bulk of ink and chemicals are produced by local sub-
sidiaries of European and Japanese manufacturers with green
credent ials and certifications. Indian manufacturer TechNova, a
world leader in inkjet polyester and aluminium plates, is already
ISO 14001:2004 compliant for the manufacture of litho plates
and chemicals. What’s more, it plans to introduce low-chemistry
plates in 2010. 
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Electrical power only 
reaches 42 percent of 
the Indian population.

Of the top 15 paper 
mills, at least ten are 
already ISO 14001 
compliant. Currently 
the biggest mill 
is implementing 
ISO 14001.

greenprintingIndia

Naresh Khanna, 
Indian Printer & Publisher

Certification: ISO 14001 and FSC

We have identified only 7 printing and packaging companies in
India that are currently ISO 14001 compliant. In the past year
there has been an increased interest in green practices and at least
4 more are undergoing certification. Of the 7 that are already
compliant two commercial printers – Thomson und Gopsons – are
also FSC certified, with several other print exporters seeking FSC
certification. The downside is that FSC certified printers have 
had to tie up money in large inventories because distributors are 
not yet part of the chain of custody. The remaining ISO 14001
compliant companies are in packaging with multiple locations, 
including two gravure cylinder plants with the highest effluent
treatment standards using Forbes Marshall controls.

Technology practices and investments

Indian printers have been large buyers of high-technology presses
over the last ten years. Twenty-five percent of the litho plates use
CtP – with one printer in South India reviving the practice of
regrain ing and recoating wipe-on plates for exposure on a Lüscher
UV CtP. 

To decrease costs, reduce alcohol use to three to five percent,
and recycle chemicals and water, reverse osmosis chilling and
circul ation systems are used. Commercial printers are attempting
waterless printing using Toray plates. Similarly, there is interest in
the KBA Cortina waterless web by newspapers.  

Examples of sustainability efforts by printers include Pragati
Offset’s 40-acre plantation of cloned saplings provided by the 
ITC P&SPD paper mill four years ago. Pragati harvested the first
crop in two years selling it back to the same paperboard mill.

Recycling and sustainability

Post-consumer waste recycling is not well organised because the
statutory and municipal bodies are not organised to separate and
collect and there is no infrastructure or centralised facility for
recycling. We do not recycle nearly as much as we could, in sharp
contrast to China, which imports waste to recycle into both paper
and plastics. 

In summation: The Indian printing industry is experiencing
rapid growth. However, old technology and practices are still in
widespread use. What this means is that environmental protection
is not applied widely or stringently enough, although printers and
processors are strong on light weighting and recycling, and inter-
ested in the sustainability issue. With high growth, a yawning gap
exists between old technology and practices and new needs and
systems. 

What’s more, some in the industry are still unaware that green
practices and the bottom line are closely intertwined. This is,
however, not a problem unique to India. 
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Green printing

greenprinting in the

USAof★
The new wave of green sweeping over business in the US is the crescendo of 

a movement that has been underway for over a decade, and there is every rea-

son to believe this wave of change has yet to crest. Despite the global recession,

there is overwhelming evidence that graphic arts vendors and suppliers opera-

ting in the US will be required to develop an unprecedented new array of

sustainable green innovations for the packaging of knowledge and goods over

the next five years.

by Don Carli, Senior Research Fellow at The Institute for Sustainable Communication (www.sustainablecommunication.org), USA
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While environmental issues have typically taken a backseat to
financial issues and investment during difficult economic times,
this time it’s different. Eighty percent of North American cor -
porate sustainability executives recently surveyed by the research 
firm Panel Intelligence (www.panelintelligence.com) plan to maintain 
or increase levels of sustainability-related spending in 2009
despite the current economic conditions. More importantly, R&D 
and coordination of marketing initiatives for the greening of IT 
and digital media are growing and outstripping any comparable
efforts for the greening of print media. 

Not a time for print media to become complacent

Print media service providers, technologists, marketers and their
associations should take note of efforts such as the Climate Savers
Computing Initiative (www.climatesaverscomputing.org), The Green
Grid (www.thegreengrid.org) and the Global e-Sustainability Initia -
tive/GeSI (www.gesi.org). An initiative such as the Sustain able Green
Printing Partnership (www.sgppartnership.org) is a good start, but
more investment and better coordination of efforts with others
are needed. Failure to materially address the greening of print
media supply chains may ultimately seal the fate of print as well
as the fate of the billions whose media-related needs will not be
served by a digital media monoculture. Addressing sustainability
is an issue of growing importance that requires us to rethink
taking a zero-sum approach to the greening of media. Just a few
years ago, few people had any idea what the term “carbon foot-
print” meant. Soon measuring and managing company supply
chain and product footprints may become a global regulatory
requirement as well as a pervasive customer demand.

Print has profoundly changed the world since the days of
Johannes Gutenberg, but now the printing industry is being 
challenged to profoundly change itself. Current patterns of
produc tion and consumption for print and digital media are
increasingly being seen as unsustainable. drupa has been a show -
case of inno vation for decades and drupa 2012 is likely to be a
watershed event for “game-changing” innovation for sustainable
media supply chains that will be of great interest to US graphic
arts companies and their customers.

As the world exits the global recession, we will simultaneously
be transitioning to a low-carbon global economy that will change
the meaning and value of waste and inefficiency. As we do so,
print will survive if it reconfigures its supply chains to use energy
and materials more eco-efficiently and publishers will survive if
they can decouple the message from the medium while meeting
the requirement for “triple bottom line” results that are econom -
ically viable, environmentally restorative and socially constructive.

Growing demand for sustainable media supply chain 
solutions 

The growing demand for sustainable business practices, life-cycle
analysis and environmental product disclosure will impact e-read -
er manufacturers and digital media companies as well as purvey-
ors of print media. Sadly, print has allowed itself to be commonly
seen as a wasteful, inefficient and environmentally destructive
medium, despite the fact that much of print media is based on
comparatively benign and renewable materials. This is particularly
ironic in that print has incredible potential to be a far more
sustainable medium than it is today… and to become the means
for printing flexible polymer digital electronics as well!

e need to recognize that our current digital media sup-
ply chains are unsustainable. The amounts of energy, 

materials and waste associated with the life cycles of print
and digital media are all too often overlooked, misunderstood or
underestimated. There are billions of kilowatt-hours of electricity
embodied in the paper, ink and digital technologies we use each
day, and among our greatest challenges is the need to identify,
measure and reduce the amount of energy, waste and greenhouse-
gas emissions associated with each page or megabyte of inform -
ation we rely on. 

Print has been cast in the role of a mature devil of an industry
in decline despite its importance to business, government and
society. On the other hand, digital media are typically cast as the
technological savior on the rise. Ironically, the future of digital
media and e-book readers is likely to be based on flexible polymer
electronics manufactured using printing presses rather than 
silicon semiconductor technologies. In fact, the next generation of
e-readers will be digital AND be printed, such as the PlasticLogic
e-reader – a flexible polymer printed electronic device.

Know how green your pages and pixels are

It is currently somewhat difficult to discover the carbon footprint
of a printed product, a digital device or for most products.
According to Apple the life-cycle carbon footprint of an iPhone is
responsible for the emission of 121 pounds (some 55 kilograms)
of CO2 equivalent greenhouse-gas emissions over the course of 
a three-year expected lifetime of use, the same amount of CO2 
produced by twelve 100-watt light bulbs glowing for 691 hours or 
a car engine burning 603 gallons (about 2,280 liters) of gasoline.
(Over 10 million iPhones have been sold to date.) Although it is
not a direct comparison, it is interesting to note that Discover
Magazine have been sold to date.) Although it is not a direct com-
parison, it is interesting to note that 2.1 pounds (just under one
kilogram) of carbon dioxide emissions, the same amount of CO2,
produced by twelve 100-watt light bulbs glowing for an hour 
or a car engine burning 14 ounces (about 0.4 liters) of gasoline. 

W

As the world exits the global recession, we will
simultaneously be transitioning to a low-carbon
global economy that will change the meaning
and value of waste and inefficiency. 
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To put the amount of energy involved in context: According to
the Energy Information Administration (EIA; www.eia.doe.gov), 
the US papermaking industry used 75 billion kilowatt-hours of
energy in 2006… second only to the petroleum industry. However,
digital media also consumes prodigious amounts of energy.
During the same period in 2006 the EIA reports that data centers
and servers in the US used over 60 billion kilowatt-hours of 
electricity. Electrical consumption by US data centers doubled
from 2000 to 2006. Recent analysis by Gartner Research (www.
gartner.com) indicates that data center energy consumption is 
expected to double again by 2010 and its growth is unsustainable.
This is why there is such a need for investment in green IT.

In addition to the energy required to power servers, desktop
computers, cell phones and e-books, manufacturing a computer
requires the use of plastics, corrosive gasses and aromatic hydro-
carbon solvents, plus the mining and refining of dozens of 
min erals and metals including tantalum, lithium, gold, silver and 
palladium. Additionally, at the end of their all too short useful
lives, electronics have become the single largest stream of toxic
waste created by man… a stream that is expected to become a
veritable tsunami of toxic e-waste as people turn in their analog
CRT TVs and buy large screen digital HD sets.

Be sure your green is sustainable

Over the next five to ten years, we need to transition from making
paper in outmoded paper mills built by our grandparents to 
producing paper, fuels, energy and renewable chemical and 
pharmaceutical feedstocks in a new generation of integrated bio-
refineries. Likewise, we need to transition from printing methods
that employ wasteful and inefficient mass production to those
which employ leaner, greener digital printing and printed 
electronics manufacturing that support mass customization and
dematerialization.

By the time drupa 2012 rolls around, US printers will be
expecting to see a new range of sustainable and “media agile”
print solutions that will help them transform the flows of infor-
mation, energy, materials and labor required to meet changing
customer requirements, increased competition and growing 
regulatory pressures. Sustainability, energy security and climate
change are challenging issues that are compelling every business,
every government and every individual to rethink the ways in
which they employ energy, source materials, manage waste and 
to redefine what it means to be “greener.” 

More and more 
corp orations and 
publishers press 
their supply chains 
to reduce their 
carbon footprint.

The EPA and the 
US House of
Representatives 
passed the landmark
“American Clean
Energy & Security 
Act of 2009”.

F

While there is still interest in familiar topics such as the use 
of post-consumer recycled content, paper chain of custody certifi-
cation and use of soy-based inks, new topics of growing impor -
tance to advertisers, publishers and print supply chain profession -
als are energy efficiency and management of the “carbon foot-
print” associated with paper, printing and print-related logistics 
as well the broader issue of ISO 14040 Life-Cycle Analysis and
Environmental Product Declarations (EPDs) for substrates, inks,
coatings, solvents and adhesives. 

Welcome to the new normal

Sustainability, energy security and climate change are becoming
mainstream corporate governance priorities among the largest
corporations in the world… Supply chain sustainability is now the
focus of a growing number of companies that are also dependent
on print for the packaging, promotion and advertising of their
products.

or many of the companies in sectors such as pharmaceut-
icals and packaged consumer goods, the greening of supply
chain practices began over a decade ago with a focus 

on their “tier-one” suppliers. Despite the fact that printing can 
represent 20 percent or more of every dollar spent by most cor -
porations, it is not typically considered a “tier-one” supply chain
function. As a result, printing has only recently come under 
scrutiny now that the “lean and green” sustainability initiatives
directed at “tier-one” supply chain purchases have matured. 
In response to initiatives from organizations such as the Carbon
Disclosure Project, the Carbon Trust and the Climate Group, 
corporate and publishing giants like Wal-Mart, Procter & Gamble,
Time Incorporated and NewsCorp are beginning to press their 
supply chains to reduce their carbon footprints and reconfigure
their products and services to measure, manage, report, verify and
continuously improve their “triple bottom line” performance.
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For a myriad of reasons, a growing number of large corpo -
rations and publishers are now under pressure to manage the 
sus tainability and climate change impacts of their supply chain 
practices. As a result, many are rewriting their vendor qualifica -
tion scorecards, putting new environmental management and
greenhouse-gas-emission information requests in their RFIs and
putting new sustainability reporting and verification provisions 
in their RFPs. Organizations such as the ISM (Institute for Supply
Manage ment; www.ism.ws) and the Sustainability Purchasing Net -
work (www.buysmartbc.com) have developed sustainable purchas -
ing initiatives, and increasingly printers in the US are being asked:
-----------------------------------------------------
– How they measure, manage and report on their company’s 

environmental performance and carbon footprint.
-----------------------------------------------------
– How much time senior management spends guiding the 

company’s environmental performance strategy.
-----------------------------------------------------
– If their company has attained or is seeking ISO 9002/ISO 14001

certification.  
-----------------------------------------------------
– If their company documents the environmental life-cycle

impacts of the products and services that it buys.  
-----------------------------------------------------
– What strategies and tactics for continuous improvement they

require of their suppliers in addressing climate change and
sustainability. 

-----------------------------------------------------
Due to rising competition from alternative media and due to 
the prodigious volumes of energy and materials required by print, 
the graphic communications industry is being challenged to 
reinvent and reconfigure its workflows and the life-cycle impacts
of its offerings if it is to play a significant ongoing role providing
essential services and benefits to business, government and society.

Shrink your carbon footprint or be prepared to pay for it

After close to a decade of governmental inaction in response to
the challenges of climate change and sustainable development,
the US government appears to be making up for lost time with
the passage of a sweeping portfolio of legislation and regulatory
reform that will radically change the costs associated with busi-
ness as usual and create new incentives for the adoption of clean
technologies, renewable resources, energy efficiency and greener
low-carbon business practices.

Among the most significant legislative and regulatory changes
on the horizon are federal regulation of greenhouse-gas emissions
and regulation of green marketing claims by the FTC (Federal Trade
Commission; www.ftc.gov). The US EPA (Environmental Protection
Agency; www.epa.gov) has filed an “endangerment ruling” pro -
viding for the regulation of green house-gas emissions by the 
EPA, and the US House of Re presentatives passed the landmark
“American Clean Energy & Security Act of 2009” which will 
institute a federal cap and trade as well as require the US to 

B

reduce carbon dioxide and other greenhouse-gas emissions that
can lead to climate change by 17 percent below 2005 levels by
2020 and 83 percent by 2050. The Obama adminis tration is 
now placing intense pressure on the US Senate to introduce, vote
on and pass a similar bill prior to the December 2009 Climate
Change Summit in Copenhagen as an example of leadership to
China and India. 

In addition to supply chain and legislative action on climate
change, the rapidly increasing number of brands making un -
substantiated and confusing “green,” “environmentally friendly,” 

“sustainable” and “carbon-neutral” product claims has caused 
concern on the part of the US Federal Trade Commission. The FTC
has recently conducted hearings and is expected to press for eco-
labeling standards, increase its enforcement activities and issue 
a new and more stringent set of “Green Marketing Guidelines.” 

Print as if your life and the lives of future generations
depend on it 

In combination, these factors are providing both companies in
the print and digital media supply chains of business and govern-
ment with a clear and unambiguous call for innovation and
change. Mature industries create opportunity by embracing
change and finding common ground with adversaries. There are
fortunes to be made by companies who adapt and change to 
meet the challenges and the opportunities presented by the 
growing importance of alternative media and growing need for
sustainability and climate-change action. 

usiness, government and day-to-day life depend on both
print AND digital media to a far greater extent than 
is commonly realized… but neither is without its pluses

and its minuses. As discussed, both have significant carbon foot-
prints and life-cycle impacts that are seldom addressed today…
but they will have to be addressed going forward. At drupa 2012,
the graphic communications industry has an opportunity to come
together and demonstrate how print and digital media supply
chains can and must work together to ensure the sustainability of
our common future. 
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how greenisprinting inEurope?

Green printing

J

by Laurel Brunner, Digital Dots, UK (www.digitaldots.org)
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or many years environmental lobbyists have criticised 
the printing industry for its perceived negative impact. 
Their argument rests on the fact that forests must be cut

down to make paper. The point they often miss is that the paper
industry in Europe reforests more trees than it fells. After all,
uncontrolled logging is counter to the paper industry’s interests.
Expressed in figures, the European paper industry’s efforts to 
combat deforestation are contributing 45 million square metres 
of new forest per day in Europe. According to the European Paper
Industries (CEPI; www.cepi.org), thirty-three percent more trees
grow in Europe annually than are felled. And trees are uniquely
able to remove CO2 from the atmosphere and store it, so books
and newspapers are therefore highly efficient CO2 receptacles.

Initiatives such as the Forest Stewardship Council (FSC; www.fsc.
org) and Programme for Endorsement of Forestry Certification (PEFC;
www.pefc.org) provide Chain of Custody certification for papers,
giving printers and their customers further assurance that their
raw materials are produced from sustainable sources. The FSC
has certified over 600 printers in the UK and approximately 
1,500 print-industry-related businesses in Europe. And almost 
500 companies in the UK are PEFC certified, with another 900
or so elsewhere in Europe. That so many companies are respond -
ing to initiatives to demonstrate their environmental commit -
ment suggests that the European print media industry is actively
striving to improve its environmental impact. 

High CO2 emissions from digital media and IT

Electronic media are the primary competitor to print on paper.
Because they don’t use paper, digital delivery is commonly
present ed as having a less damaging effect on the environment
than print equivalents. This may not necessarily be true, however,
and awareness of the potentially negative effects of electronic
media on the environment is rising. According to a report in the
New Scientist (www.newscientist.com) last year, data centres driving
the Internet consume one percent of global electricity capacity.
With consumption growing 17 percent annually, this figure should
not be dismissed lightly. Industry analysts Gartner (www.gartner.org)
have estimated that the global IT industry generates about two
percent of global CO2 emissions, which is as much greenhouse
gas as the world’s airlines!

Throughout Europe and the UK people are starting to think
about electronic media’s environmental impact. Companies 
and their customers are questioning the energy requirement for 
digit al media. The proliferation of desktop printers has not yet
entered into peoples’ environmental thinking – but it needs to 
be because print produced in this way has a heavy carbon foot-
print. European printers have yet to raise the question of how 
this particular form of production impacts the environment with
print media consumers.

U

F But initiatives from paper manufacturers and print providers are
really only a small part of the problem. Making sure that print’s
environmental impact is positive comes down to maximising 
efficiency and minimising waste. Production improvements have
been substantial in recent years with the advent of digital work-
flows, variable data digital colour presses and improvements to
traditional press technologies which minimise waste. 

Recycling – reclaiming raw materials

Recycling options are also improving throughout the UK and
Europe with curbside collection in many communities, including
paper and board as well as rigid packaging. Entrepreneurs are
gett ing into the recycling business and waste producers increas -
ingly understand that one man’s waste is another man’s raw 
material. Printers support government-sponsored initiatives that
have been put in place to optimise reuse and reduce excess waste.
In the UK the Organisation Waste and Resources Action Programme
(WRAP; www.wrap.org.uk) working with major UK grocery 
organisations has set up the Courtauld Commitment. The objective
of this voluntary agreement was to design out packaging waste
growth by 2008 (achieved), to deliver absolute reductions in 
packaging waste by 2010, and to help reduce food waste by
155,000 tonnes by 2010 compared to 2008. Innovative packaging
solutions are helping to deliver on this commitment with new
formats, lower weights, and more reusage through refilling 
and self-dispensing systems. Packaging printers are also working
with their customers to create innovative new designs that 
minimise waste.

ltimately, it is with media consumers that the power to
change European media habits lies. Apart from a few 
pioneering companies, the printing industry is, as yet, 

not responding directly to this challenge despite the fact that it
represents a real opportunity. In the grocery business consumers’
willingness to choose green products has encouraged retailers 
to offer an increased range of goods sourced from ethical sources.
This has contributed to positive figures from many food retailers
despite the recession. Printers working to improve the environ-
mental impact of print are also responding to changing customer
requirements. They are implementing new technologies such 
as Web-to-print systems to exploit the DIY ethic of the Internet,
making on-demand print purchasing convenient and simple.

Now more than ever before, it’s apparent that printers whose
business is based on variable data production and on-demand
print are better equipped to ride out the crisis. They have rejected
traditional high capacity commodity print models and developed
digital data production systems, supporting multichannel media
production. This model is complicated and risky for printers
reluctant to invest in the human resources and technologies 
required to support it. However, it is a model which simultane-
ously makes print more relevant as digital data production is
based on highly efficient systems with minimal waste and actively
involves the consumer.
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The wings of 
the Swan protect
the north

By far the most popular environmental quality seal 
in the Nordic region is the Swan. More than 
200 Swedish printers are Swan accredited. In Denmark, 
Finland and Norway roughly 80 percent of the bigger 
printing companies are entitled to use the Swan.

by Paul Lindström, Sweden
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News reporters and the public often view conventional print-on-paper
publish ing as an environmentally “unfriendly” process. One recent example
of this attitude is the statement made by California’s Governor Arnold
Schwarzenegger indicating that textbooks will be replaced by electronic 
reading devices “to save some trees”. Without going into the details of the
research into the carbon footprint of reading material published on the
Internet and on paper, it’s obvious that a change in perceptions is needed.
The print and publishing industry must communicate to customers, 
i.e. readers and print buyers, that the graphic arts industry is making real 
progress towards an environmentally friendly publishing process.

In the Nordic region – comprised primarily of Denmark, Finland,
Norway and Sweden – the greening of print isn’t a new topic. Thanks to
strong interest and commitment, especially from the manufacturers of 
equipment and material as well as printers, progress is well underway. 

onditions, however, vary between the countries. For example, while 
Norway and Sweden are able to generate plenty of green electricity 
in the form of hydroelectric power, notably Denmark’s output 

in this field is minimal, despite expanding its windmill programme. What’s
more, Finland, Norway and Sweden have extensive forests. There is, however,
little domestic paper production in Denmark. Sweden has about twice the
population of any of the other countries and accordingly is home to roughly
twice as many printing companies.

The intensity of research devoted to environmental issues within the graphic
arts industry also differs. Finland and Sweden boast dedicated institutes
(VTT/KCL, Innventia respectively), while in Denmark the research is often
initiated and financed by the Graphic Association of Denmark (GA; www.ga.dk)
but conducted by various other organisations. Denmark’s GA has a well-
structured Web site boasting a wealth of information and educational pro-
grammes on environmental issues for members. Although the Norwegian

print ing federation (NHO Grafisk; www.nhografisk.no)
spearheads some initiatives, its Web site offers less 
detailed information on environmental issues. There 
is, however, a lot of cross-border cooperation in the
Nordic region to the extent that much of the research
carried out is shared by all the four countries (five if
tiny Iceland is counted).

One such initiative in the Nordic region is the
cooperation between all 17 printers in the Nordic
Associ a tion of Heatset Printers (NAHP; www.nahp.nu), 

to implement the “best available techniques” (BAT). As a cornerstone in 
the European Union’s Integrated Pollution Prevention and Control Directive (IPPC)
the best available techniques provide sound technical solutions and relevant
emissions for printing processes. 

Governmental regulations

Naturally, all printers and publishers must not only adhere to national regulations
and legislation but also EU directives as all the countries except Norway are EU
members. In general, legislation and directives regarding the environment have
long been relatively strict and comprehensive. In many cases, national and local
governments are also discerning print buyers, often making voluntary environ-
mental and eco label certification conditions when negotiating print contracts. 
As a result, ISO 14001 certification has relatively high penetration among Nordic
printing houses, especially the larger companies. About 100 of the Swedish 
print ers are ISO 14001 certified, trailed by some 40 Danish printers and slightly 
lower levels of around 20 in Finland and Norway, respectively. While in Denmark,
Finland and Norway, the majority of the biggest printers boast ISO 14001
certification, in Sweden, many of the small or medium-sized printers have also
introduced an environmental management system of some kind.

“The larger printers in the Nordic area have come
a long way in complying with regulations and legislation 
and will in future focus their environmental efforts 
on voluntary certification schemes, such as the FSC 
and other eco labels.“

Pentti Viluksela, researcher at VTT/KCL in Finland

C
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Eco labels

Aside from complying with legislation and regulations, more and more
Nordic printers are adding voluntary certification to their “environmental
portfolio”. By far the most popular eco label is the Swan (www.svanen.nu),
established by the Nordic Council as far back as 1989. Over the years, the 
criteria for Swan certification have changed. The current audit encompasses
the whole printing process and not just the printed product or the paper.
More than 200 printers in Sweden are entitled to use the Swan eco label, 
as are some 90 in Denmark, 70 in Norway and 30 in Finland. Because the 
Swan eco label enjoys such high levels of recognition in the Nordic region,
the “EU Flower” (www.eco-label.com) is less prevalent. Some printers and
publishers double up nevertheless.

Other voluntary certifications

Another green reference helpful when compiling and recommending paper
options for print buyers is the Forest Stewardship Council (FSC; www.fsc.org)
The FSC employs “Chain of Custody” certification, which ensures that the
raw fibre used in paper comes from sus -
tainably managed forests. 

Extending over close to 10 Mio. mil-
lion hectares, the area of FSC certified
forest in Sweden is second only to
Canada. Consequently, it’s increasingly
common for Nordic printers to menti-
on the FSC in environmental informa-
tion.

An alternative is to indicate the CO2
emissions calculated for end-to-end
production. Printers and publishers can even be classified as CO2-neutral.
Four companies in Sweden hold this status: the printing houses Elanders
Malmö, Edita and Mittmediaprint as well as the newspaper Sydsvenska
Dagbladet. Denmark’s KLS Grafisk Hus and Norway’s Grøset Trykk have also
been accredit ed as carbon neutral. 

“There is increased interest in Design for Environment. DfE 
requires that designers, publishers and printers take environ- 
mentally motivated decisions in the publishing process 
(electronic and otherwise).”

Åsa Abel, researcher at Innventia, Sweden

“There is a clear trend among Danish printers towards eco labels.
Mr. Bøg further encourages and supports them in raising the 
profile of ongoing environmental activities among print buyers
and the media.”

Carsten Bøg, responsible for environmental issues at Denmark’s Graphic Association (GA)

09-08-2804_drupa engl_Inhalt:drupa report  28.08.09  19:23  Seite 30



Curtain up!

30 drupareport 

MARKETINK
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Companies are experiencing a period of sea change. What does 
this mean for the print media industry? In this new series, 
five journalists from five countries report on what is 
happening around the world.
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MARKETINK
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With the US printing industry historically tracking the GDP 
growth rate, American printers of all sizes have seen their sales, and profit margins, dwindle during what
some economists are now calling the Great Recession. But, just as every dark cloud has a silver lining, 
continued success will be had by those companies that position their organizations now for the better
economic times that lie ahead.

It all starts with leadership at the top. Visionary owners are not focused solely on hunkering down 
and cutting costs in these tough times. Rather, they are continually seeking lean manufacturing 
best practices and new services to make their operations more productive and more integral to 
the success of their clientele. Market leaders are embracing cross-media and ancillary services to 
complement their traditional ink-on-paper output. By offering variable data digital printing, 
personalized URLs, database management, Web site design, response tracking and the like, these
marketing communications service providers don’t even define themselves as being printers
any more. 

Smart managers are developing cross-training programs to maximize employee output. 
And making the hard decisions necessary to replace weak performers with more talented
individuals who are readily available due to the weak job market. They’re also embracing
stronger financial and reporting software tools to better manage their businesses. 

Given that today’s technology offerings allow printing companies to compete on
level playing fields from the price, quality and delivery standpoints, managerial
excellence and innovation are what separates the winners from the losers—both 
in good times and in bad.

Mark Michelson, Printing Impressions, USA

SERVICE,SERVICE and above all
SERVICES
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FLEXIBLE
SYSTEMS

The effects of the global crisis on 
the Brazilian economy have proved diverse and some 

market segments have been harder hit than others. This is
equally true of the print industry. As the crisis culminated at 

the end of last year, commercial printing and printing on plastic
packaging suffered most. Despite the difficult conditions, printing

on paper packaging climbed by three percent above the previous
year’s level. In 2008, the Brazilian print industry generated sales of

USD 10.5 billion. 

One of the major challenges to business posed by the current global
slump is the difficulty in obtaining credit to purchase new equipment

and keep operations ticking over. Nevertheless, the Brazilian print industry
invested in equipment to the value of USD 1.8 billion in 2008. A further

problem and indicator of the industry’s financial health is the prevalence of
cash flow shortages. 

At such times, creativity is essential. Companies need to understand the
demands and circumstances of customers who are also struggling with the crisis.

Now more than ever, taking full advantage of the capabilities offered by cutting-
edge technology is key to boosting productivity and reducing delivery times.

Entrepreneurs are increasingly turning to flexible systems that ensure jobs entailing
print runs of different sizes can be handled with equal efficiency. In this regard, 

digital printers’ performance deserves a special mention. According to a local supplier,
his company is experiencing a 50-percent increase in demand for digital printing 

consumables above the 2008 peak. A clear sign that there is light at the end of the tunnel. 

Plinio Gramani Filho, Publisher, Revista Abigraf, Brazil
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In the 
Japanese printing 
industry, two separate factions with 
distinct business strategies are emerging: Some 
companies are investing heavily in equipment and technology, 
while others are focusing on marketing and promotion. This is 
causing radical differences among the companies in terms of their 
business volume and size, particularly as the number of printing companies 
is decreasing. Diversification and the integration of non-traditional activities 
have given rise to one-stop service providers. The industry is in the process of 
redefining itself: Here, it is about finding the best business model and the ideal setup 
to match.

In this process, our perception of printing systems has also changed. For us, digital or offset 
printing equipment translates into tools to facilitate one-to-one services. 

If we view the first “one” as the output of digital content and data, the second “one” refers to 
individual customers. Depending on the specific requirements – such as location, purpose, target 
group and time – it is possible to deliver a huge variety of products and services, even in small lot sizes, 
in real time. 

Printing companies can now build options such as cross-media services and DOD into their marketing 
strategies to flexibly meet customers’ vastly different individual needs. The result is truly excellent customer
satisfaction. 

At drupa 2012, I am confident of finding not only the necessary systems and software to achieve this objective
but also specific suggestions and relevant business models to serve our customers. 

Katsumi Kitano, President, Japan Printing News

DELIVERYonDEMAND
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PLUG ‘N’ PRINT
and COOPERATE

In today’s economic climate, the rising trend of Web-to-print presents both new potential and
possible threats for the Dutch printing industry. On the one hand, innovative, efficient ways of

communicating with customers offer exciting potential. Web-to-print challenges organisations
to look at their business model and reconsider their strategy.

On the other hand, for most companies Web-to-print entails restructuring the organi -
sat ion and making substantial investments in both hard- and software. In the current 

economic environment, it is difficult for some organisations to find the necessary
resources. Especially the smaller print companies that have a relatively long payback

period are faced with a new form of competition which they cannot equal.

There is a need in the Dutch market for plug and play software solutions and
business development programmes aimed at small companies, giving them 

a quick ROI and the ability to cooperate with each other.

Alex Kunst, Editor in Chief of Graficus, Netherlands
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HELP
YOUR
CUSTOMERS

The unique economic circumstances that the world has found itself in have thrown up a
number of grave challenges for UK printers.

The rate of business failure, due to tough trading conditions and the tightening of credit,
means that when we do come out of the recession – and we will – the industry will look
very different to when we went into it.

The companies that survive will be leaner and fitter, partly due to internal changes, but
also because the industry itself will be leaner, with much of the overcapacity that has
blighted it removed.

It’s well established that the companies that grow after a recession are those that had
continued to invest during it, not just in equipment, but also in innovation, staff
and infrastructure.

The print shops that are weathering the storm best are either those that benefit
from economies of scale or those that are small, light of foot and operate in
niche markets.

Those that are actually prospering – and yes there are some – are those that
have embraced new technologies and identified ways to reduce their clients’
costs. Importantly not by cutting prices; many have tried and it’s clear that
selling print as a commodity is not sustainable. The real innovators are
those that have added value through new services; anything from wide-for-
mat or digital print to data handling or logistics.

The key is that in a recession clients need suppliers they can trust, are
creative and innovative and allow them to focus on their core business.
In short, printers that take away headaches will be the ones that 
prosper.

Darryl Danielli, editor of PrintWeek, UK
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When economics meet ecology ...
... then the benefits to the German print and paper technology industry and
its stakeholders are spread far and wide – to the environment, printing houses
and paper companies as well as their customers and staff. That’s because
green technology made in Germany not only protects people and the 
environment but above all also makes a dent in operating costs. So it’s not
surprising that it is very much in demand on the international markets. 00 00

00000
Inking in
the future
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“Green production technologies are a source of tremendous
opportunity for the whole spectrum of mechanical engineering.”
This was the conclusion drawn by Manfred Wittenstein, Chair man
of the Verband Deutscher Maschinen- und Anlagenbau (German
Engineering Federation – VDMA; www.vdma.org) at the association’s
recent congress on more intelligent production. He further 
explained that these technologies were the key to future growth
for manufact urers of all forms of machinery in Germany. In both
print and paper technology, German plant and equipment is 
the undisputed global market leader. Against the backdrop of the 
difficult global economic climate, these are precisely the manu -
facturers in a position to secure their future on the world markets
with strategies effective over the long term. 

Lean machines are green machines 

The VDMA Chairman’s unambiguous statements are confirmed
by a highly topical study commissioned by the Printing & Paper
Equipment and Supplies association within the VDMA in autumn
last year. Prognos AG, the Berlin-based economic researchers, inves -
tigated resource, energy and environmental efficiency in the print
and paper industry over the period from 1991 to the present. 
The most important thing that they discovered is that the biggest 
pollutant is not the manufacturing of plant and equipment but
its operation and use by paper producers, printing houses and
converters. This is a clear message to manufacturers of machinery
as to where their contribution to environmental and climate 
protection is needed: They must support their customer base in
turning out green products, which are more in demand than ever. 

First initiatives yield gains in efficiency of 15 percent 

The study also revealed that great strides have already been made
in this field. Improved operating technology in the papermaking
and printing trades have already achieved gains in efficiency of 
15 percent over the period investigated. Progress has proved mul-
tifaceted. Printers in Europe now use considerably more recycled
paper. As a proportion of the total, recovered paper accounted for
39 percent in 1991 and 48 percent in 2007. Over the same period,
the volumes of primary raw materials such as wood and cellulose
used has fallen by a substantial ten percent. In addition, the paper
production and converting processes as well as printing are now
far more energy efficient. This is thanks among other things to
improved drive technologies, optimised drying processes and new
solutions for cooling machinery. Today papermaking also releases
far fewer harmful gases into the atmosphere than before. Notably,
sulphur dioxide emissions dropped impressively by 80 percent
between 1990 and 2006. The printing industry also went a long
way in reducing emissions of volatile organic compounds (VOC).
Another major achievement is the considerable cutback in the
quantities of fresh water used to produce paper and print prod -
ucts. In 2004, the papermaking trade consumed 58 percent less
than 1991, while the printing industry scaled back its use by 44
percent between 2000 and 2007. Carbon dioxide emissions, which
were central in triggering the climate-change debate and to which
papermakers contributed heavily, have also been significantly curbed.
Between 1991 and 2006, a 23 percent decrease was achieved 
by altering the mix of fuels among other methods. What’s more, 

intelligent colour management and efficient metering systems
have helped printers to lower the quantity of inks and varnish
used by 16 percent between 2000 and 2007. It’s also worth 
mentioning that printing waste has also been pushed back.
Improved quality controls, automated processes, highly advanced
measuring and control technologies as well as short inking units
have trimmed waste paper production a good deal. 

Abstaining from alcohol improves industry’s health 

Another example of how machinery manufacturers are contribut -
ing to environmental protection as well as conserving energy 
and resources takes the form of low-IPA or IPA-free printing. IPA
is the acronym for isopropyl alcohol, a very pricey consumable,
which until recently was frequently used in offset printing. 
This volatile organic compound (VOC) is, however, not only part -
icularly damaging to the environment but also dangerous to 
human health. Stricter environmental requirements introduced 
at EU level are likely to drive the costs of using IPA sky high. 

Consequently, offset faces a serious challenge – reducing or com-
pletely eliminating IPA without compromising on print quality.
The industry has already responded by developing new technical
solutions such as special damping devices, water pre-treatment,
alternative roller materials and fountain additives. These all aim to
dramatically cut back on or dispense with IPA while maintaining
print quality. Printing houses were, however, initially sceptical:
Early adopters of the technologies immediately assumed that 
operational problems were due to the absence of IPA. The bigger
commitment to process control and cleaning demanded of print -
ers further hampered acceptance. A recently concluded two-year
research project determined which factors impact on IPA-free
printing. The Forschungsgesellschaft Druckmaschinen e. V., a research
institute within the VDMA, and the Leipzig-based Sächsisches
Institut für die Druckindustrie GmbH (Saxon Institute for the Printing
Industry) came to the conclusion that although IPA-free offset
printing is not a simple process, it is definitely within reach. The
secrets to success lie in ensuring that all machinery is in good
condition and materials are carefully matched and measured. Last
but not least, the printer, too, must do his part. This involves
adopting new process controls and being ready to carry out an
investigation into the real origins of problems. If these conditions
are met, the new methods without the expensive chemical can
really pay off. After all, “Alcohol-free printing has distinct advan-
tages for employees, the planet and entrepreneurs, who can 
look forward to printing at a more affordable cost without IPA. 
It’s a classic win-win-win situation,” explained Markus Heering,
Managing Director of the Printing & Paper Equipment and Supplies
association within the VDMA. 

Low-IPA or IPA-free printing is a classic
win-win-win situation for entrepreneurs, 
employees and the environment.
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+ 48% recovered paper 
-  10% wood and cellulose 
-  80% sulphur dioxide 
-  58% fresh water (paper)
-  44% fresh water (print)
-  23% carbon dioxide emissions
-  16% inks and varnish

higher quality, efficiency and profitability

ourgreencapital:
The following data        is taken from a study conducted by Prognos AG 

in autumn 2008 on behalf of the VDMA and covering the period from 

1991 to 2007.

Green principles will pay dividends in future 

Dr Heering believes that now more than ever mechanical engineer -
ing has the chance to make a significant contribution to slashing
costs in the printing and paper industry while simultaneously
doing more to preserve the planet. What’s more, this also has the
potential to boost manufacturers’ sales. “Nowadays, business and
the green principles mix well. Before, environmental protection
was expensive, but today it pays off,” pointed out Heering. “That’s
because efficient equipment is also eco-friendly equipment –
something the printing industry now sets store in more than ever.
Before the climate debate had even began, mechanical engineer -
ing proved that it was capable of developing sustainable con cepts.”
The Environmental Protection and Energy Saving Programme (ERP)
offered by German bank KfW Förderbank bears testi mony to the
fact that commitments to more efficient and thus environmental -
ly friendly print products are being honoured. The same organi -
sation also runs a special energy efficiency fund that aims to sup -
port SMEs in cutting energy costs. A subsidy is paid to companies
that agree to receive advice on energy efficiency. Furthermore,
they can make use of an investment loan with pref erential interest
rates to acquire new or replacement plant and equipment that
contributes to saving energy over the long term. “In view of the
expanding international sales markets, where green machinery 
is also in demand, there can be little doubt that this will be one 
of the defining issues for manufacturers of print ing and paper
technology in the coming decade,” emphasised Heering.  “The
VDMA continues to offer its members the best possible support
on such matters through the efforts of its work committees 
on the environment and energy. For instance, we are currently 
discussing a new instrument that would make it easier to 
com pare the energy consumption of different printing presses.”
This promises to stimulate further global growth. After all, the
future is green.
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Raw materials

ISO 9001  andISO 14001

FSC,PEFC,BLUE ANGEL,andEU FLOWER
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Paper – simply fascinating!
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Paper is a visual and tactile experience. It gives brochures and
business reports, mailings and flyers that final, special touch.
Whether embossed or coated, brightly coloured or in earth tones,
each kind of paper has its own individual character and adds 
to the message printed on it. But that’s not all substrates do: 
Today, many materials come with a certificate testifying to their
eco-friendly qualities. There are a number of established systems, 
the most widely known being FSC, PEFC, the Blue Angel (in
Germany) and the “EU Flower”. 

Sustainable forestry: FSC and PEFC 

International paper manufacturers are banking increasingly on
these certifications, primarily the FSC and PEFC labels. The major
paper manufacturers in the Nordic countries, for example, now
report that some two-thirds of their paper is FSC/PEFC certified –
and this trend is on the rise.  However, so far less than ten percent
of all forests worldwide have earned one of these two seals. 
The result is a certain scarcity of the resources needed to produce
FSC and PEFC paper. 

The FSC is the acronym of “Forest Stewardship Council”, an
independent international organisation which was established 
in 1993. Both the international parent organisation and the 
national initiatives promote sustainable forest management. The
FSC chain starts with the forest owner, who can have his timber
certified. Products made from the wood from sustainably 
managed forests receive the FSC label when the entire production 

chain has been certified. Annual reviews confirm compliance with
the established criteria, which define the ecological and social
standards to be met. For instance, wood with the FSC seal may
not be combined with uncertified timber. A significant element 
of the FSC is its tripartite organisation of members into environ-
mental, social and economic chambers. They represent forest
owners, non-profit, non-governmental organisations, unions and
other members interested in promoting responsible forest
management. Each chamber carries the same vote for all decis -
ions, thus guaranteeing that, for example, the interests of wood-
land owners cannot dominate over those of environmentalists. 

Another organisation with similar goals to those of the Forest
Stewardship Council is the Programme for the Endorsement of Forest
Certification schemes, or PEFC. Founded in 1999, this umbrella
organisation promotes sustainably managed forests through third-
party certification. The criteria here are based on international
resolutions such as those adopted at the Ministerial Conferences
on the Protection of Forests in Europe held in Helsinki in 1993,
Lisbon in 1998 and Vienna in 2003. FSC and PEFC have very
similar missions, with the differences mainly in the details.

Germany’s Blue Angel certification has been around since
1978. In the paper industry, it mainly appears on substrates made
from 100 percent recovered paper. 1992 saw the introduction 
of the EU Ecolabel, known for its distinctive flower logo that is
found on environmentally friendly products throughout the
European Union. To be eligible for the EU Flower, paper must 
be made from fibre from sustainably managed forests using 
prod uction processes in which carbon output, water pollution
and sulphur emissions are minimised. 

Rising demand 

The trend towards certified paper has been growing for quite
some time. The Global Paper Forum recently backed this up 
with the latest figures: In 2007, 40 percent more certificates were
awarded than in the previous year. International corporations and
large companies are the frontrunners in enhancing their market -
ability by requiring that sustainably produced paper products 
be used for their printed materials. If they want an eco-label on 
printed materials such as their annual reports and brochures, 
they must choose certified printers. Many service providers are
happy to go the extra mile – not least in order to give their 
customers this added value and to stand out in the marketplace. 

ompanies are also seeking ways to offset their carbon out-
put, the buzzword being climate-neutral printing. In this 
process the emissions resulting from production are calcu -

lated precisely, and can then be balanced by purchasing compen -
sation certificates. The money generated through the sale of these
certificates is then channelled to environmental projects. Service
providers such as ClimatePartner can also help by calculating 
the exact amount of carbon generated during paper production.
Paper is then categorised according to classes. ClimatePartner
awards class A (low emissions) status, for example, to paper whose
production generates 200 grams of CO2 or less per kilo of paper.
These classifications, which can appear on the paper’s packaging,
make it easier for printers to choose papers which will fulfill 
customers’ requests for climate-neutral jobs. 

inished printed products consist mainly of paper
and ink. Those two essential consumables can be 
upgraded with greener alternatives. Manufacturers

have already come a long way, providing certified 
environmentally friendly paper and printing inks from
renewable resources.  

F

C
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Once again, the current issue of drupa report is printed on
Maine Gloss Green and Satimat Green – FSC-certified papers
manufactured in ISO 9001 and ISO 14001 accredited facilities.

Inks from renewable resources

In addition to paper, the second key consumable in the produc -
t ion chain is ink. Green printing is just as hot a topic here as for
paper manufacturers, even though specific certifications for 
particularly eco-friendly inks have not hit the industry – yet. Inks,

put simply, consist of colou-
rants, binding agents, and addi-
tives. The colourants – usually
pigments – put the colour 
on the print ed surface. The 
binding agents – usually resins
– make sure the colourants 
adhere to the substrate. And
the additives ensure specific
qualities such as quick drying
or gloss. 

In eco-friendly inks the
petroleum in the binding
agents is usually replaced with

vegetable oil-based materials. But convent ional inks already 
contain veget able-based ingredients – in fact, way back in Guten -
berg’s day vegetable oils and tree resins were used in printing. 

Each year around a million tonnes of ink are used in Europe,
a quarter of those in offset printing. Both types of inks – green
and conventional – perform similarly in sheetfed offset printing.
But the alter natives to petroleum in offset printing inks are more
costly, which means that green printing is still somewhat pricier –
for the time being. Petroleum is usually still necessary for web 
offset printing to ensure that the inks dry quickly on the paper.

Today, there are even water-based coatings produced entirely
from sustainable materials. For instance, TerraGreen, whose main
ingredients are naturally occurring resins and waxes and which
has been used on drupa report. 

Recycling saves resources

Manufacturers of printing inks are also concentrating on recy -
cling and deinking capabilities. Deinking means separating the
ink from the paper. In order to recycle substrates, mainly paper,
the ink first needs to be detached. In Europe, the process most
commonly used is flotation, which takes advantage of the fact that
inks repel water while paper fibres absorb it. 15.4 million tonnes
of recovered paper were used in paper production in Germany 
in 2008, according to the German Pulp and Paper Association (VDP;
www.vdp-online.de). Europeans top the charts for reusing discard -
ed paper: 64.5 percent of the paper consumed is recycled, accord -
ing to the Confedera tion of European Papier Industries (CEPI; www.
cepi.org) statistics. This percentage is climbing steadily, although
the economic crisis may have a negative impact. 50 percent of the
paper recovered comes from commerce and industry, 40 percent
from households and 10 percent from offices. The American Forest 

Greater awareness 
of the need to con-
serve resources is 
also reflected in the
growing acceptance 
of the quality seals 
and ISO 14001 standard.

& Paper Association (AF&PA; www.afandpa.org) reports similar
figures: 57.4 percent of the paper con sumed was recycled in the
USA last year, where it is most commonly used to make news -
print. Enhancing the green factor of recycling, of course, is the
fact that the more paper that is recyc l ed, the less fresh wood needs
to be cut to make pulp. 

The International Association of the Deinking Industry (www.inge-
de.com) has made it their mission to make paper even more readily
recyclable. The toner used in some digitally printed materials
poses a particularly tough challenge, as do newspapers produced
with flexographic printing. The pigments used in flexo printing
are not water-based, so they are difficult or impossible to detach
with the flotation process. Manufacturers are working to improve
deinkability here and have achieved some success, particularly
with packaging.

Printing services providers expanding their horizons 
as well

Many suppliers of paper and inks now produce more ecologically
as a rule. This is also reflected in the ever greater popularity of the
ISO 14001 standard. Companies pursuing this certification need
to present and carry out a detailed environmental management
programme, where the crucial factors are planning, implementa -
tion, maintenance and continuous improvement. A company-
specific environmental management system helps put the meas -
ures into operation. First introduced in 1996, ISO 14001 can 
be combined with the ISO 9001 quality management standard, 
so the two processes go hand in hand. 

anufacturers are not the only ones riding the green
wave. More and more printing services providers have 
realised that protecting the environment isn’t just a 

marketing pitch. There are countless advantages inherent in turn -
ing to greener consumables, reducing emissions and minimising
energy use. While protecting the planet and shrinking their 
car bon footprint, companies can also save money and acquire and
keep customers at the same time. For the day-to-day business 
of companies that act responsibly towards the environment, that
means one thing: Green lights all the way. 

M
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Faces of the fair

46 drupareport 

Welcome!
The Messe Düsseldorf reception is the first port of call for visitors from all 
over the world. Here, the reception team is always ready to go the extra mile.
Sometimes the situations that develop along the way make for amusing 
memories … 
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Giulia Piroddi, Wilfried Schraven, Gabriele Bienert, Marisol Maldonado and Tanja Masham love how varied their work at reception is.
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“Rhinelanders are known to be silent types, so I won’t have much
to relate for your drupa report,” says Wilfried Schraven with a grin
and his tongue firmly in cheek. He has worked at the fairgrounds
for 23 years and is in fact the crack communicator in the recep -
tion team. “But seriously, you also have to know when to keep
quiet,” he added, “That’s as much part of our job as talking.”
Mum’s the word, for instance, when powerful emotions or little
vanities take over. 

“It’s hard to believe,” relates Schraven, “but some people
appar ently think we’re just an obstacle in the way of them getting
to their appointment. For others, we are information point, agony
aunt and emergency service all rolled into one. Whatever the 
attitude of the person facing you, a bit of psychological savvy is
essential.” The ability to read each visitor’s mood and respond
accordingly makes all the difference. But time is short. An assess-
ment has to be made in the time taken to cross the five metres
between the door and counter. “We tune into each individual’s
emotional wavelength – regardless of whether they’re irritable
because things aren’t going according to plan or nervous because
they’re hoping for business or applying for a job.” 

hen asked what she likes best about her job, Giulia 
Piroddi answers without hesitating: “The people, of 

course. Interacting with other cultures. Plus, I enjoy
playing the hostess.” Something she’s been doing since 1997.
Originally, the mother of a nine-year-old daughter worked as 
an interpreter at Messe Düsseldorf for many years. She explains 
that being able to approach others with open ease was just as
important in her old job as it is today. 

Marisol Maldonado, who refers to herself as a Ruhr Valley
Spaniard, agrees. “Here in reception, no two days are the same. 
It’s the variety that makes the job 
so stimulating.” It’s not unheard
of for visitors to arrive only to find
they’ve made a mistake with the 
date. “A couple of years ago, a
mobile home from Sweden pulled
up. The whole family got out and
asked where the entrance to the
trade fair was. I had to break the
bad news to them that this partic -
ular fair only opened in a year’s
time. At first, they were very quiet.
Then, we all started laughing.”

W
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“Once, a married couple came into reception wanting 
to attend a fair. Only, the event they were looking for
wasn’t on in Düsseldorf but being staged at that very
time in Beijing. You can just imagine their faces when
they found out. So we quickly put together a tour of
Düsseldorf for them. Basically, we organised a short
holiday break.”

“That happens quite often,” chimes in the fourth person on
the team, Gabriele Bienert. In her five years of service, she recalls,
“Once, a married couple came into reception wanting to attend a
fair. Only, the event they were looking for wasn’t on in Düsseldorf
but being staged at that very time in Beijing. You can just imag -
ine their faces when they found out. So we quickly put together 
a tour of Düsseldorf for them. Basically, we organised a short 
holiday break.” Here, Gabriele’s experience in the tourist industry 
really came in handy. 

The fifth member, Tanja Masham, lives by the motto “Just do
it” – even if it sometimes means putting herself at risk. As was 
the case back in April 1996, when she still worked at an airline
check-in counter and the devastating fire broke out at Düsseldorf
International Airport. “I headed for the lower floor first to see if
anyone was still down there. When I got back to the upper level,
the building had already been evacuated and I had to hurry 
to get out,” she recalls. “But that’s not the kind of story you want 
for drupa report,” interjects the UK native who joined Messe
Düsseldorf in 1997. After all, she continues, the article is not
about her as an individual but the whole team at reception. 

Well said. And this is a team that puts people first. Without
going on about it.

09-08-2804_drupa engl_Inhalt:drupa report  28.08.09  19:23  Seite 50



d
New departures
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e.g.extendedancillaryprogramme,boosteduser groups,addedservices

Both the new and the familiar will shape drupa 2012
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e.g.extendedancillaryprogramme,boosteduser groups,addedservices

Interview with Werner M. Dornscheidt, President and CEO of 
Messe Düsseldorf GmbHBoth the new and the familiar will shape drupa 2012

1
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There are still over two years to go before drupa 2012 

kicks off. But already preparations for the print media trade

fair are underway. What are you currently working on? 

That’s right, for us the end of one staging of drupa signals the
start of the next. The countdown to the industry’s big event began
in August with the “1,000 days before drupa” milestone and 
flanking campaign. At present, we are shaping the drupa 2012
framework in close consultation with the drupa Committee, 
industry associations and other print media partners. Certain 
questions that determine our course of action from here on in
must be decided, such as: How can the print media trade fair
nomen clature be made to reflect the challenges currently facing
the industry? What marketing and PR activities need to be 
implemented? What line of approach should the specialist 
ancillary programme take? 

d“The print media industry faces major challenges. drupa2012 …

The international print media industry is currently contend -

ing with the difficult economic climate. What role do 

inter national trade fairs like drupa play during such tough

times? 

As the mirror image of the market, drupa is naturally subject to
the changes at work in the print media industry – as are all other
fairs. Time and again throughout its more than 50-year history,
drupa has proven to be the industry’s driving force, not to say its
bastion of strength. This is no accident. Notably the top inter -
national events in their respective industry score points for market
penetration on both the supply and demand sides. And it is for
this reason that top fairs are prioritised in exhibiting companies’
marketing mixes. A recent survey by the Emnid market research
institute confirms this: Trade fairs far outrank conference 
presentations, Internet sales and PR for achieving B2B success.

A trade journal, Printing News/USA, sums it up even better 
in an article entitled “One Year Later: drupa’s Impact on the
Industry”. The article reviews the year since drupa 2008 in dis -
cussions with a diverse range of industry representatives. Its con-
clusion: “When it’s all said and done, drupa 2008 impacted the
industry in many ways. The size and scope of offerings 
on display from almost every company worldwide 
that deals with print can’t help but have an effect. 
However, at the end of the day, it was the technol- 
ogies and companies we’ll remember, not the
show itself. Which is exactly what a good trade 
show should do.”

09-08-2804_drupa engl_Inhalt:drupa report  28.08.09  19:23  Seite 53



What in your opinion are the biggest tasks and challenges

for drupa 2012? 

We already attract a large proportion of high-powered drupa 
visit ors – almost every second attendee (44 percent) is part of top
management and therefore directly responsible for investment
decisions. The figures are even better for overseas visitors, with 
77 percent indicating at drupa 2008 that they had come to
Düsseldorf with specific investment objectives. The high calibre of
drupa visitors shapes the event. This, combined with the virtually
end-to-end range of global offerings on show, makes it the 
undisputed No. 1 event for the industry. The outstanding results
achieved at drupa 2008 have spurred us to raise the bar yet again.

Our second major goal is to expand our canvassing and culti-
vation of new target groups. With the premiere of the drupacube
in 2008, we succeeded in creating an offering dedicated to the
large and diverse print buyer target group. In this regard, drupa
2012 will pick up where we left off.

53 drupareport dwill once againbe the ultimate  platform forexperiencing  technologiesandapplications.“

“The print media industry faces major challenges. drupa2012 …

The entire specialist ancillary programme at drupa 2008 was

a huge success. The drupa innovation parc and drupacube

especially received a very warm response. What are your plans

in this regard for drupa 2012? 

The specialist ancillary programme, which comprises the drupa
innovation parc, drupacube, Highlights Tours and Compass
Sessions as individual building blocks, has indeed developed into
a key component of drupa and is an important complement 
to our exhibitors’ technology offerings. What makes the various 
programme elements such a success is not only that they cater 
to specific target groups but also their modular design. 

At the moment, it is still too early to provide details of the
individual programme items. But one thing is for sure: Exhibitors
and visitors can look forward to a fine-tuned lineup at drupa
2012. One example of this will be the increasingly international
profile of the offerings at the drupacube. 

Industry initiatives and user groups are a growing force. Do

you foresee these networks increasingly making their home

at drupa? 

Many groups and initiatives already used drupa as a meeting
point during the last event. FSC, PEFC, DOXNET and Xplor, for
instance, staged congresses and/or forums in Düsseldorf. The Xing
Print & Production group – an Internet community – similarly
came together at drupa. In future, we would like to cluster the
activities of these various industry initiatives even more intensively
at drupa, thus creating synergies for all concerned. Here’s to 
another resoundingly successful drupa in 2012! 

More details on interesting developments at drupa 2008 can be
downloaded as a PDF from the drupa homepage www.drupa.com
(“Profile data 2008”).
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d54 drupareport April 2010 Mailing of Check in/registration forms

October 30, 2010 Close of registration 

February 2011 Start of stand location discussions and allocations 

June 2011 Start of admissions

April 12 – May 2, 2012 Construction

Duration

September 2009 drupa at Print in Chicago

Summer 2011 Start of global visitor canvassing

October 2011 Mailing of marketing materials (Service Compass with online-, advertising- and press tools)

drupa2012 schedule
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dApril 2010 Mailing of Check in/registration forms

October 30, 2010 Close of registration 

February 2011 Start of stand location discussions and allocations 

June 2011 Start of admissions

April 12 – May 2, 2012 Construction

Duration May 3-16, 2012

September 2009 drupa at Print in Chicago

55 drupareport 

Summer 2011 Start of global visitor canvassing

October 2011 Mailing of marketing materials (Service Compass with online-, advertising- and press tools)
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Supplement

Inks

Reduction
in alcohol 

Maine Gloss Green, glossy wood-free art paper, 
250 g/m², FSC certified embossed; TerraGreen gloss
and matte (partial application) dispersion coatings 

Main Gloss Green, glossy wood-free art paper,
150 g/m², FSC certified, TerraGreen gloss and matte
(partial application) dispersion coatings 

Satimatt Green, semi-matte wood-free art paper, 150 g/m²,
FSC certified; TerraGreen matte and gloss (partial
application) dispersion coatings

Iriodin (silver pigment) with TerraGreen dispersion
coating 

Iriodin (red pigment) with TerraGreen dispersion
coating 

Satimatt Green, semi-matte wood-free art paper, 
100 g/m², FSC certified, TerraGreen satin matte and
gloss (partial application) dispersion coatings 

“Green” inks solely containing materials based on 
renewable resources 

Only three percent alcohol (down from 60 percent)

The paper Arjowigginspaper, distributed in Germany by Antalis
The papers Satimat Green and Maine Gloss Green belong to 
a new generation of high-quality, environmentally friendly products 
manufactured by Arjowiggins with an eye to FSC standards, the 
use of recycled fibre and energy conservation. As a result, the paper
manufacturing process not only requires 20 percent less energy 
and 35 percent less water but also generates 20 percent fewer 
CO2 emissions. These figures are derived from a comparison with
similar wood-free art papers. In Germany, Antalis is the sole 
distributor of this paper.

The varnish ACTEGA Terra’s TerraGreen coating 
According to the manufacturer, the TerraGreen product line makes
it possible for the first time to turn out a printed product using 
consumables (substrate, ink and coating) based on renewable 
materials. In contrast to conventional water-based coatings which
contain petroleum derivatives, TerraGreen’s main ingredients are
naturally occurring resins and waxes. Because of this, the coating
conserves non-renewable fossil resources.
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Making of

10597 kilogrammes of CO2 were saved during 
the printing of this issue of drupa report including 
the supplement.

one world – one drupa
Masthead

www.natureOffice.com / DE-136-600803
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your drupa team in D üsseldorf
Phone +49 (0) 211-4560-

Event service
(Organisation of exhibitor events)
Rudolf Grospitz -241
E-mail: GrospitzR@duesseldorfcongress.de

Trade fair accommodation
(Hotel room reservations, Düsseldorf 
tourist information)
Düsseldorf Marketing & Tourismus
GmbH
Phone +49 (0) 211-17 20 20 
E-mail: 
reservation@duesseldorf-tourismus.de

Phone +49 (0) 211-4560-

Exhibitor Services

Exhibitor passes
Roswitha Okrey              -256
E-mail: OkreyR@messe-duesseldorf.de
Nadine Montforts           -203
E-mail: 
MontfortsN@messe-duesseldorf.de

Exhibitor support
(Registration, stand allocation, sales)
Jens-Michael Bierschenk -524
E-mail: 
BierschenkJ@messe-duesseldorf.de

Account management
(Strategic cooperation, special topics)
Ralph Scholz -514
E-mail: ScholzR@messe-duesseldorf.de

CCD. - Congress Center Organisation
(Vermietung von Räumen für Konferen -
zen/Events)
Hannah Winter -84 16
E-mail: WinterH@duesseldorfcongress.de

Phone +49 (0) 211-4560-

Marketing Communications

Advertising
(Cooperative promotional measures)
Petra Köhler                   -434
E-mail: KoehlerP@messe-duesseldorf.de
Kerstin Abram                -519
E-mail: AbramK@messe-duesseldorf.de

Internet services / new media
(Exhibitor database, online advertising at
www.drupa.de/.com)
Joerk Cardeneo              -663
E-mail: CardeneoJ@messe-duesseldorf.de

Press
(Cooperative work with the press)
Monika Kissing               -543
E-mail: KissingM@messe-duesseldorf.de
Anne Klaus                     -465
KlausA@messe-duesseldorf.de

Phone +49 (0) 211-4560-

Technical Services

Technical stand administration
Bernd Schier                   -525
E-mail: SchierB@messe-duesseldorf.de

Technical services hotline
Phone                              -500
Fax                                   -8566
E-mail: tr-service@messe-duesseldorf.de

Customised stand construction
Enno Block                     -340
E-mail: BlockE@messe-duesseldorf.de

System stand construction
Frank Lorson                  -181
E-mail: LorsonF@messe-duesseldorf.de

Stand construction hotline
Phone                              -600
Fax                                   -8558
E-mail: standbau@messe-duesseldorf.de

Phone +49 (0) 211-4560-

Project Management

Manuel Mataré               -610
E-mail: 
MatareM@messe-duesseldorf.de
Sabine Krebs                   -611
E-mail: 
KrebsS@messe-duesseldorf.de

No. 2: September 2010
No. 3: September 2011
No. 4: February 2012

drupa report
publication dates:

Phone +49 (0) 211-4560-

Fairground Services and
Traffic/Logistics

Logistics processing at the fairgrounds
and exhibitor parking
Werner Arnold               -508
E-mail: ArnoldW@messe-duesseldorf.de
Gregor Ehrhardt             -528
E-mail: EhrhardtG@messe-duesseldorf.de
Arthur Lenhardt             -522
E-mail: LenhardtA@messe-duesseldorf.de
Janina Düe                      -427
E-mail: DueeJ@messe-duesseldorf.de

Container hire on the open-air area
Thomas Schindler          -135
E-mail: SchindlerT@messe-duesseldorf.de

Waste disposal and security/stand 
surveillance
Hans-Georg Klapdor      -540
E-mail: KlapdorH@messe-duesseldorf.de

Admission and space confirmation                        April 2010
Close of registration                                                October 30, 2010
Start of stand location discussions and allocations February 2011
Start of admissions                                                   June 2011
Start of global visitor canvassing                            Summer 2011

Mailing of marketing materials                              October 2011
(Service Compass with online-, advertising- and press tools)

Construction                                                            Thursday, April 12 – Wednesday, May 2, 2012
Duration of the exhibition                                      Thursday,  May 3 – Wednesday, May 16, 2012
Dismantling                                                             Thursday,  May 17 – Wednesday, May 30, 2012

drupa 2012 schedule

drupa on tour: next stops, among others, …
Print                            PackPrint International Ipex 

Chicago/USA: September 11 - 16, 2009 Bangkok/Thailand: September 23 - 26, 2009 Birmingham/UK: May 18 - 25, 2010
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your drupa team
Phone +49 (0) 211-4560-01

If you have any questions, please feel free 
to call us or go to www.drupa.com.
We’ll make every effort to help you 
as quickly as possible. 

We look forward to hearing from you. eeee
neeer

l
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Messe Düsseldorf GmbH
Postfach 10 10 06
40001 Düsseldorf
Germany
Tel. +49(0)2 11/45 60-01
Fax +49(0)2 11/45 60-668
www.messe-duesseldorf.de
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