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“Panorama” Interview Series
BRIC Countries

Brazil, Russia, India and China are com-
monly referred to as the BRIC countries.
According to prominent economists,
the four emerging markets can overtake

Interview with Romi Vohra and P.R. Lakshminarayanan

the seven most important industrial na-
tions (G7) in two decades. Parallel to a
healthy economy and a high level of dy-
namic economic growth, the graphic

“Greater Automation Needed at Many Indian
Printing Plants”

In addition to India‘s strong population growth rate, the government'’s considerable
efforts in the field of education are contributing greatly to the boom of the graphic arts
industry in India. Romi Vohra, managing director at Repro India Ltd., headquartered

in Mumbai, and P.R. Lakshminarayanan, managing director at Muller Martini India,
believe that their industry will continue to grow in the coming years in a similar fashion.

> “Panorama”: India’s graphic arts in-
dustry, unlike that of many Western in-
dustrialized nations, has been recording
annual growth of around 12 percent
for some time now. What lies behind
this welcome development in your
country?

Romi Vohra: High population growth is
contributing greatly to the increasing print
volumes. More people also means more
readers. Second, and this is of significant-
ly greater importance for our industry, due
te the considerable efforts of our govern-
ment in the field of education the demand
for textbooks and learning materials is in-
creasing. Approximately a half of all Indi-
ans are aged fewer than 24. That gives you
some idea of the massive demand for
books at all levels of education!

Is this growth distributed evenly
throughout all segments of the graphic
arts industry, or are certain print prod-
ucts benefiting more than others?
Romi Vohra: The book market for schools
and universities, which | am wvery familiar
with, is undoubtedly the most important
pillar of India’s graphic arts industry. In
light of the great challenges in education in
India, that will remain the case for some
time.
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P.R.Lakshminarayanan: Daily newspa-
pers are also recording strong growth. On
the other hand, stand-alone consumer
magazines are somewhat stagnant in India.
There is an increasing number of titles, but
the print runs are generally decreasing,
with the result that the total quantity of
magazines is barely changing.

Looking to the future, are you expecting
the graphic arts industry in India to re-
port similar growth over the next few
years?

Romi Vohra: | do not anticipate that the
boom will tail off in the coming years. The
thirst of young Indians for more education
is too great for that. Our company’s figures
are indicative of that: in 2010 our turnover
grew by 30 percent, and 35 percent in
2011. We are anticipating growth of 30 to
35 percent again this year.

P.R. Lakshminarayanan: Since 2004, the
Government of India has been collecting a
special tax called “education cess” of 3
percent towards education. From those
massive revenues, a lot of money is also
flowing into the printing industry. More
print products for students means that
more Indians have a higher level of educa-
tion and better paid jobs. That makes a
maore attractive target audience for adver-

tising — a spiral effect that has positive re-
sults for our industry.

How important are exports to the Indi-
an printing industry?

Romi Vohra: Exports really are a great op-
portunity for our industry. That will remain
the case, provided that Indian printing
houses can better combine their strengths.
That is why Repro launched the “Book
City" project. Together with other firms, we
would like to create specialists for certain
products and production processes, such
as higher autemmation, on the present het-
erogeneous market. Everyone should play

“The book market for schools
and universities is undoubtedly
the most important pillar of
India’s graphic arts industry.”
Romi Vohra
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arts industry is flourishing in all four
countries ~ for “Panorama”, the aim of
an interview series is to take a look be-
hind the scenes at printing houses and

They know India's graphic arts industry like
the back af their hand: Romi Vehea (right),
rranaging director at Repra India Ltd,

and P R. Lakshminarayanan, managing
director at Muller Martini India,

to their strengths on their market. By in-
vesting in larger equipment on the basis
of cooperation arrangements, we can
strengthen our position in the expeort busi-
ness.

P.R. Lakshminarayanan: Exports have
grown continuously in the past few years.
Indian printing houses have also recently
discovered Africa in particular as an attrac-
tive growth market. However, lagistics and
increasingly tight timeframes will pose a
growing challenge to Indian companies.
That is why many companies are setting up
their new production facilities to the viain-
ity of the larger ports.

In parallel with the growth of the graph-
ic arts industry, companies have also
significantly increased their invest
ments in production machinery over the
past few years. Are these increases pre-
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finishing businesses in the BRIC coun-
tries, See Panorama 2/2011 (Brazil) and
3/2011 (China).

dominantly capacity adjustments or are
they also motivated by the desire to
modernize production systems?

P.R. Lakshminarayanan: Both factars are
driving the investments. Expansions are
generally to cater to increased print vol-
umes and modernization due 1o relative
scareity and resultant higher wages for
skilled labor.

What is the situation with regard to the
production machinery of medium to
large-sized Indian printing houses and
finishing companies?

P.R. Lakshminarayanan: The spectrum is
very wide. Only a few large companies,
however, have the necessary cash flow to
be able to afford the most modern, highly
automnated equipment. That is why many
medium-sized and also smaller printing
hauses are investing in secondhand ma-
chines. That holds opportunities for Muller
Martini india. We often install and service
these older machines. By doing so we cre-
ate a relationship with the customer that
one day will result in the purchase of new
systems.

In the past three years, 325 new print-
ing houses have sprung up in India, and
similar growth is anticipated in 2012.

What effect does the increase in print-
ing houses have on finishing?
P.R.Lakshminarayanan: Finishing has
undoubtedly gained in impartance. Many
(new) customers of Muller Martini India
who have invested in printing presses
come to us later hecause they would like to
finish larger volumes automatically. Since
many such companies previously per-
formed the entire finishing process by
hand, the new machines often come from
the entry-level or middle performance seg-
ment.

Then would you say that print finishing
will continue to gain importance in the
coming years?

Romi Vohra: There is no doubt about it in
my opinion. Higher automation is needed
at many Indian printing houses, as | men-

Facts and Figures about
the Printing Market in India

> Between 2006 and 2011, the graphic arts
industry in India grew by an amazing 73 per-
cant.

» In 2011, the graphic arts industry in India
had a turnover of 21 billion US dallars.

» India's printing houses print 10 million tons
of paper per year. As a result, the Indian pa-
per industry shows an annual growth rate of
8 percent.

¥ There are 250,000 printing presses in India
—ameng these 75 percent have either one
on two printing units, nearly 30,000 are large
format machines.

» Almost 80 percent of all Indian printing
houses are family-run businesses.

» In India, 2,200 graphic arts businesses pro-
duce 1.3 billion softcover books per year.

» Every year, 90,000 new books are issued in
India by 19,000 differant publishers.

» Thie total daily circulation of all 8,000 Indian
daily newspapers is 107 million cepies.

» According to a survey, leading representa-
tives in the graphic arts industry axpect an-
nual growti rates of over 35 percent for dig-
ital printing, over 20 percent for large size
printing, over 15 percent for package print-
ing as well as over 12 percent for both web
offset printing and sheat-fed printing.
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Interview with Romi Vohra and P.R. Lakshminarayanan

P.R.Lakshminarayanan: “Thanks to our local presence,
we are very close to our customers”

“Panorama": Mr. Lakshminarayanan, the
graphic arts industry in your country has
been enjoying very high growth for years
now. What does that mean for Muller Mar-
tini India?

P.R. Lakshminarayanan, managing director
at Muller Martini India: It is true that the
grapffic arts industry in India has grown at a
continuously 'high rate over the past decade.
However, owing to the capital-intensive nature
of our industry, there have bean ups and downs

with regard to investments. The great challenge:

for Muller Martini Indiia is to serve the market
and our customers aptimally during both the up
and down periods.

Which segments in particular have experi-
enced growth in the past few years?

All business divisions of Muller Martini have ex-
perienced growth. However, growth has been
particularly high in the areas of newspaper
mailroom systems and hardcover and soft-
caver production.

“Print finishing needs to reach

the same high technological

level like printing presses. ™
Romi Vohra

tioned edrlier in connection with the coun-
try's export oppaortunities. We have many
madern printing presses in India, but print
finishing needs to reach the same high
technological level.

What role do wage costs play in the in-
creasing automation?

Romi Vohra: Salaries are one aspect. To re-
main an attractive partner to our foreign
customers ensuring shorter delivery is
much more important.

P.R.Lakshminarayanan: It is true that
wage costs are rising in India in parallel
with economic growth. Since itis increas-
ingly difficult to find qualified machine op-
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In your eyes, what is the reason for Muller
Martini's huge success in India?

Thanks to our local presence, we are very close
to customers despite the size of the coupitry.
Such close partnership based on proximity to
customers, coupled wWith great confidence. in

the Muller Martini brand, gives graphic arts

companies a strong sense of comfort.

With a population of 1.2 billion and a sur-
face area of 3.3 million square kilometers,
Indiais a huge country. How do you guaran-
tee service and delivery of spare parts to
such a widely spread customer base?

Severdl years ago we $et up Jocal support cent-
ers in the most important cities. Although we
have centralized our spare parts service at our
headguarters in New Dalhi, we have steadily in-
creased the inventory of spare parts at those lo-
cal support centers according to the machines
installed'in the given area. It is said that “the
salesman sells the first machine, and then the
service sells the next!” That is why we — using

erators in the graphic arts industry, they do
not come cheap.

How important are finishing processes
(keywords: finishing, inserts, glued-in
inserts) in the production of print prod-
ucts?

P.R.Lakshminarayanan: Making print
products more attractive has recently in-
creased slightly in importance. However,
since these processes can be performed
by unqualified, and therefore inexpensive,
workers, they are mostly done by hand.
That is why there are few card gluers in use
in India, for instance.

As you mentioned, daily newspapers
are booming in India, unlike in many
Western industrialized countries. Some
107 million copies are sold daily, ac-
counting for 20 percent of world pro-
duction. What makes the Indian dailies
so strong?

P.R. Lakshminarayanan: Inaddition to the
strong population growth, it is predomi-
nantly low prices that explain this great in-

P R. Lakshminarayanan:
“We place great ermphasis on servige. ™

the big advantages of the Muller Martini service
package "MSarvices — will continue to place
great emphasis on service.

crease. More and maore Indians can afford
to buy a daily paper. A second and third
daily newspaper is also quite common. At
newsstands they cost between 3 and 5 ru-
pees (6 to 10 US cents), while a monthly
subscription with door delivery costs just
100 to 150 rupees {2 to 3 dollars). Howev-
er, these low prices also have a downside,
which is not without its risks. Because
newspaper publishars depend heavily with
about 70% coming from advertising reve-
nues, in an economic slump, that would
have disastrous consequences.

What is the situation with regard to in-
serts in such newspapers?
P.R.Lakshminarayanan: They are (yet)
nowhere near as popular as in other coun-
trigs. The number of inserts has increased
significantly in recent years, but for many
newspaper companies it is still more eco-
nomical to have them inserted by hand,
That jab is usually performed by the hawk-
ers dirgctly at distribution points. That is
why there are still few inserting machines
in India.
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“More and more Indians
can afford to buy a daily
paper. A second and third
daily newspaper is also
quite comman.”
P.R. Lakshminarayanan

Do you believe there is great potential in
that field?

P.R.Lakshminarayanan: Yes, certainly,
since magazines or semi-commercials are
increasingly delivered free as inserts to
make newspapers more attractive. That
business model is relatively new in India
and will increase in importance in the com-
ing years.

Are you anticipating unabated growth
of newspapers in the coming years?
P.R.Lakshminarayanan: | am convinced
that newspaper print runs, especially those
of non-English language in tier-l towns and
cities, will increase in a similar fashion in
the next few years.

With 90,000 new titles and a total of 1.3
billion softcover books produced annu-
ally, the letterpress figures are also im-
pressive. Are you anticipating similar
growth in this segment to that of news-
papers?

P.R. Lakshminarayanan: Yes, the number
of books will increase to a similar extent,
There will be increasing focus on automa-
tion for hardcover production. | am expect-
ing that more and mere companies will
switch from working by hand to machine
production. That will enable them to satis-
fy the increasing demands of both the do-
mestic markel and the export market in
terms of quality and production speed.

What role does package printing play in
India?

P.R. Lakshminarayanan: The growth rate
in package printing is double the average
for India’s traditional printing industry. For
Muller Martini, in India, this is largely an un-
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explored segment but potential will be
huge when the printers will want higher
print guality of packaging products.

In the last three years digital printing in
India grew by 25.8 percent per year.
How important are digital print products
in India today?

Romi Viohra: To be hanest, for us this busi-
ness segment has been disappointing so
far. We purchased a digital printing press
four years ago, but the velume of orders
has not lived up to our expectations at the
time. It is true that we produce our text
books predominantly for the government
and are not in open competition. However,
colleagues in other printing segments also
report that they have not yet achieved a
breakthrough in the field of digital printing,
either.

P.R. Lakshminarayanan: \We need to take
anuanced view of the digital printing busi-
ness in India. It is still mainly smaller print
shops that are successful in this. segment,
which is why the investments also tend to
be smaller. However, it is only a matter of
time before a greater number of larger
companies jJump on the digital bandwag-
on

How strong is the competition from
electronic media (for example e-books)
in India today?

Romi Vohra: In the field of textbooks,
which is our strength that is unlikely to be
an issue for many years. The experiences
of my colleagues in the industry also show
that the runs of print preducts are not suf-
fering because of e-media.

Mr. Vohra, the drupa is not long off. Will
you be flying to Diisseldorf?

Romi Vohra: Naturally. | have attended five
drupas since 1990 and the long journey
was worth it every time. This year we will
fly 18 peaple from our company to Dissel-
dorf to see the innovations live at the many
stands during the three to four days. We
are expecting, in particular, that machine
manufacturers will also show us simple so-
lutions enabling us to produce more cost-
effectivaly. 4

Rom{ Vohra launched the forward-looking
“Book City " project.

Repro produces 500,000
books — per day!

With roughly half a million books a day, Re-
pro India Ltd. is one of India's leading book
manufacturers. Some B0 percant or more
are beoks for schools and universities. Re-
pro prints these for various publishers, who
inturn are contracted by the govarnmant.
Some titles have print runs of as many as a
million copies, although the number of cop-
ies typically ranges betwean 10,000 and
36,000

The company, which employs 800 peo-
ple at its three factories in Mumbai (where it
has its headquarters), Chennai and Surat,
has been relying an Muller Martini systems
for perfect binding and saddle stitching
sinee it was founded in 1993. lts most recent
investment was an Acoro AS perfect binder
in 2009.

In order to improve the export prospects
of India's entire graphic arts industry, Repro
launched the “Book City" project that in-
volves combining forces with printing hous-
os (see adjacent interview). “Tagether with
other firms, we would like to praduce spe-
cialists for certain products and production
processes on the present heterogeneous
market,” says managing dirgctor Romi
Vohra. “Everyone should play to their
strengths on their market. By investing in
larger equipment on the basis of coopera-
tion arrangements, we can strengthen our
position In the export business,”
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