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Positive prognosi

Estimatesin2007indicated that digital print would flourish over the next five years. PrintiWeek India

Ramu Ramanathan The size of the digital print industry today is
estimated to be worth US$85 million and this figure is predicted
to rise to $2bn by 2012. Would you agree with the figure? And
what is happening with your own organisation in the next five
years? Where do you see the trajectory and traction moving
towards in your own organisation?

Pankaj Kalra (Xerox) These are Pira estimates. There have been
other third-party professional (research) bodies who have been
tracking the digital print industry. We at Xerox have done some
internal tracking during 2007-08 and found that these figures
were very close to our own findings of the expected forecast.

Ramanathan What will happen with Xerox over the next five
years?

Kalra The growth trajectory from 2005 to 2012 was supposed to
be exponential, but by the time we ended 2008, the global slow-
down started to make an impact; and it has impacted the industry
asawhole. The strategies at Xeroxin India, though, have ensured
that the slowdown wasn't too much of a pain. Having said that, 1
consider India as an emerging market with a sizeable population
to be catered to. With the global slowdown bottoming-down, we
see signs of marketing efforts picking up. August 2009 has been a
decent month for us. In my opinion, the global slowdown will
accelerate the trend, with business picking up, but may not be
able to make up for the sheer numbers in the projected time.

Ramanathan Paresh Shetty, where do you see the trajectory and
tractionin HP?

Paresh Shetty (HP) I agree with the comments made by Pankaj
Kalra. India would be the country where the digital sector bothin
the small- and wide-format markets would see good growth.
Although it would be a little difficulty to recover and meet the
trajectory as reported by Pira. For HP, the growth has been quite
consistent, notwithstanding the fact that we have been one of
the last entrants in the field of wide-format. In the past four to five
years, HP has seen a growth of 30-40% year on year. We are
keeping our benchmark in accordance with the industry trends
and predictions. We are hopeful that digital will overturn ana-
logue in which case, by 2015, we would meet the expected expo-
nential growth.

Ramanathan Digital technology is bringing in technical advance-
ments, many more options and exciti ng new features. In what
way are printersin India adapting to the digital technology? How
do printers convince their customers to opt for short-runs rather
than long-run print jobs?

Shetty I think it's all about adaptability. Indiais known to be a fol-
lower market. Once a trend catches up, it does sowith high speed,
like the way it did in wide-format. The past four to five years have
seen the wide-format market make an amazi ng transition from
analogue to digital. We are hoping for a similar happening so that
we can push much more numbers in the small-format than we
are predicting today.

Ramanathan MGi began its operations in India in 2007, what is
your assessment, Natarajan?

V Natarajan (Aura Papers) For sheer numbers, I will go by what
Pankaj and Paresh have said. Ithink these numbers are being dis-
cussed everywhere. If [ go by what our principles MGi has said
India will achieve, we will be laughing our way to the bark. But if
Thave to understand the industry asit prevails now, the fact of the
matter is we have registered close to a 100% growth year on year.
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Thisis not saying much, but we have begun in a right way and we

will continue to

much better.

Ramanathan Has the slowdown affected you?

Natarajan [ do ngt think there is a slowdown or we would be sell-
ing less. I think e are selling much more than we were doing
before and the sgme goes with consumables. Furthermore, we
cater to two different industries — one is the plastic card industry
and the other is graphic arts. The plastic card industry and print-
ing on different gubstratesis growing at the rate of 20-25% every
year. At the momgent, we are comfortable, but I think a lot more
needs to be donejin the near future.
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s for digital print

ites some ofthe medium’s key players to reveal whether that bullish outlook is bearing fruit

sector, I would npt want to comment on it. From the usage
pattern of comparjies for the past two to three years or going by
the outdoor visibility and availability of space, I think the super-
wide format digitgl segment has witnessed a tremendous drop.

high definition graphic market, and it will continue to focus on
that market.

Ramanathan What reasons influenced EFI’s strategic alliance
with Proteck? Was it part of an attempt to re-address the down-
turn and look for a solid partner in India with a broad-base net-
work in India?

Bhanushali Indeed, that was one of the reasons. Vutek made its
entry in 2001 and became operational through Arrow Digital in
2002, that's a while before it was purchased by EF1in 2005. Arrow
Digital did a pretty good job, but as you said, we wanted to re-fresh
everything. We needed a bigger partner, a pan-India presence and
more servicing centres. Proteck has a bigger profile — it hasin its
bouquet niche products, is a manufacturer with a turnover of
over Rs 300 crore and is at a much higher scale compared to
Arrow Digital. Both EFT and Proteck had a certain synergy which
led to a smooth transition in alliance.

Kiran Prayagi (Graphic Art Technical Education) Also, EFI’s prod-
ucts need competent technical support both in terms of installa-
tionand servicingin India....

Ramanathan Deborshi, could you please highlight Apsom’s tran-
sition from low-end wide-format kit to the super-wide market?
Deborshi Paul Choudhury (Apsom Infotex) Apsom had all along
been selling low-end wide-format machinery. About six to eight
months ago, Apsom entered the super-wide market and started
promotingit. As for the low-end investment in the digital market,
Apsom has witnessed a growth of 30-40% year on vear for the last
three to four years. While we expect that trend to continue, we
also see a lot of these buyers gearing to upgrade themselves ta
newer technologies. As for the super-wide market, we must admit
that we are new to the market and are studying the market in
terms of solutions available, market share and the like.

Ramanathan What happens to the low-end machines?
Choudhury From what [ see, there is a good market for low-end
investrent machinery at least for the next three to four years.

Ramanathan Chandan, what is the usage pattern?
Chandan Mishra (Gandinnovations) Since I do not have suffi-
cient background about the narrow or small-format of the digital
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launched the C6500/6501 in October 2008.
unched with Konica Minolta (KM) products
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ited range of products. The past 10 months has been a dream -

witha count of 35
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digital productio

comparison (o th
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Prayagi Have ygu faced any problems with servicing the

machines supplie
Krishnan Not real

d by KM’s previous distributors?
ly. We have extended service support to most of

the KMs digital production machines, even for those machine
supplied by the previous distributors. We gave the customers the
options and have taken those machines under contract. =

This roundtable de

bate continues in tororrow’s (25 October) issue.
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Clearingap

Top-of-the-range technology s a given in digital equipment, but what of the businessand customer

This is the concluding part of a three-part PrintWeek India round-
table discussion on digital print.

Ramu Ramanathan: A big question now is how to do business
better. Print in recent months is on the downside. Printers are
seeking to develop business. What do all these business training
programmes like Xerox's profit escalator, HP Indigo’s digital sell-
ing skills, Canon’s business builder, Kodak’s market mover, exactly
doand how do they benefit a printer?

Pankaj Kalra (Xerox India): Xerox very strongly believes in the
three things that make up a business. One is of course the right
technology: the right workflow; and right business develop-
ment. [fyou have the Iechnology, you can invest in worktlow, but
the important thing is how do you grow the market. Digital
printing is a different ball game. It is not as simple and straight-
tforward as commercial printing used to be, where you geta © I,
your plate from a pre-press house, you print with the approvals
and it goes back. In commercial print, you have a limited number
ofjob but with lar ge print runs. In chglta.l you have small print
jobs in multiples, sometimes in the hundreds. Here, how you
cater to these multiple print jobs to make your business profita-
ble is what becornes important. I have been talking about it for
some time now and I feel you can do in two ways: first is the
capacity to be able to manage those multiple jobs; then of course
manage it correctly and that's where the workflow comes in.
Errors can be very bad and rejections costly. Then, of course, you
need to have some flexibility in printing because all multiple jobs
may not be on the same type of paper, may not be the same size;
some may need high levels of colour matching, some not. In
order to complete this circle, you need to reach your business to
multiple customers, This is where the business development
comesin. Xerox's Profit Accelerator caters to financial resources,
gives insight into decision-making whether to go in to digital or
offqet design resources in the creative arena; Marketing
resources to help sales; and other gamuts of tools which help
customers understand how to do business.

Kiran Prayagi: How active is Xerox in this regard?

Kalra: We are very active. We have a number of customers using
Profit Accelerator effectively and found success. This resource is
available to the client, but it does not come as a default, he has to
purchase separately.

Paresh Shetty (HP India): For years, most printers have been
working from their office in the offset plant itself; never pitched
for jobs always focused on production. The new world of digital
has come with adifferent business system, where one hasto reach
out to gain business. This is a huge change for Indian printers.
The kit or modules provided by the digital companies are solu-
tions to develop business and enhance business competence.

Ramanathan: Can you throwa little light on what HPis doing for
its wide-format clients?

Shetty: Yes. We have found that the wide-format print buyers are
more educated, and they know very clearly that what the cam-
paign isabout. What we or for that matter most of the other com-
panies present here also do, is go to the print buyers and get our
equipment approved.

Kumar Bhanushali (EFI India): As I had said earlier, in future print
is going to be a specs business. As Paresh said, every print buyeror
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sustained growth

sides? Printi/eek India's panel sheds light on what is generating results in the current climate

their offerings. This, in turn, will help them retain their profits.

Ramanathan: OOH continues to be disorganised and frag-
mented. Itis guesstimated to be Rs 2,000-crore industry — static
and digital which comprises billboards, mobile and airport
media. It is expected to grow up to Rs 5,000-crore. What is the
future? Will we see a consolidation with key national players tap-
ping 70% of the market share? How much of an investment will
there be indigital OOH as opposed to the traditional print OOH?
Should one invest in entry level kit or high-end equipment? How
different is the OHH market in different cities?

Shetty: OOH is currently a Rs 1,500-crore market and it is
expected to grow at 20% every year. As a media, OOH is viewed
differently by different users (print and electronic) depending on
area of their functioning, Currently, these users have three choices
— television ie the electronic media, newspapers and OOH; and
within OOH, you have the digital and the non-digital segments.

Ramanathan: A lot has been of the ‘battle’ between offset litho
and digital technologies. Today most offset press manufacturers
have worked hard to reduce makeready times and improve col-
our control to generate the lowest possible level of waste and,
they claim, make even tiny runs down to the hundreds viable on
an offset press. Does this have animpact on OOH?

Shetty: The point is, OOH is a great media which encompasses
wide coverage. The print fraternity catering to OOH should equip
themselves with technology which can provide better turna-
rounds, enhance creativity and add value to products rather than
just printing it as a commodity. The business and potentials not-
withstanding, nobody in the chain is making money and thats
precisely because of the unorganised nature of the business. As
the principle suppliers of equipment, we have to try to see if we
can eliminate the price war. This price war is stopping new invest-
ments and has also become a major hurdle to business growth.

Ramanathan: Does the cost of fabrication vary from city tocity?
Bhanushali: Yes. The cost of labour, infrastructure, transport is
directly proportionate with the cost of fabrication.

Mishra: Most of the top print providers to OOH are very promis-
ing with a good number of years in the business. In my opinion,
there is a great deal of localised printing, I think printers need to
create a benchmark for their processes to bring a service angle to
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