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Heidelberg Direct • Guest Editorial

The Magazine Has 
Changed….and So Can We

With the changes taking 
effect in this issue, Heidelberg 
Direct is standing by its 
pledge to be what the tagline 
on the cover says it is: the 
reader-friendly place “Where 
Print Professionals Turn for 
Answers.” As you can see, page 
layouts and graphics have 
been extensively redesigned 
for improved readability. 
The editorial lineup includes 
features written specifically for 
senior decision-makers at the 

companies that you and I, the readers of Heidelberg Direct, guide 
and motivate every day.

That’s why you’re seeing new columns on Web-to-print, Key 
Performance Indicators, and business consulting—subjects 
pertinent to strategic planning at every printing company. 
Also new are features that will let printers speak directly to 
other printers by shining the editorial spotlight on the best 
management practices of Heidelberg customers.

As a Heidelberg customer and the president of a printing 
company, I’m pleased to see this increased emphasis on 
business management—a skill set in which, frankly, our industry 
sometimes falls short of the mark. We learn to excel at the craft 
of our business, because that’s our passion. But, when it comes 
to managing our companies for financial stability and sustained 
growth, we often learn the hard way that trusting solely in our 
own instincts and experience isn’t enough.

The good news is that we have an amazing resource in 
Heidelberg: not just for equipment and technology, but also for 
the kinds of business intelligence that enable a printing company 
to think strategically beyond the pressroom. That intelligence, 
available to every printer through Heidelberg’s extensive menu 
of consulting services, will be the keynote of everything that’s 
published in the pages of Heidelberg Direct. With the kinds of 
help that Heidelberg can provide, we can become an iron-strong, 
opportunity-seizing industry that excels on all fronts of business 
management.

I’ve seen from personal experience that printer-vendor 
partnerships can and do work. I’ve invested heavily in Heidelberg 
hardware, software, and consumables. I’ve been vocal about 
this—our relationship is even woven into our marketing. I 
genuinely believe Heidelberg wants my company to succeed. This 
fact brings me a level of comfort that I’d like to see every reader 
of Heidelberg Direct enjoy. Let’s exploit the resource and reap 
the rewards.

Onward,

Bob Tursack
President
Brilliant Graphics
Exton, PA
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“The Flying  “The Flying  
Submarine”Submarine”

TThe world’s longest B1-format 
Speedmaster has been installed 
at Chesapeake Branded Pack-

aging’s plant in East Kilbride, UK. 
The Speedmaster XL 106 perfector 
consists of 17 print units: 10 printing 
units, three coating units, four dry-
ing units, and an in-line cold foiling 
option. The configuration lets Chesa-
peake offer customers finishes and 
effects inside as well as outside the 
box. These include multiple color ap-
plications, foiling, and a wide range 
of matt, gloss, and pearlescent fin-
ishes in metallic, spot, and solid ap-
plications. The press, which has been 
dubbed “the flying submarine” by 
Chesapeake personnel, features 
Autoplate XL plate-changing and 
fully automated materials handling.

Technology
WATCH

How Heidelberg Cuts Greenhouse Gas Emissions

Food for Thought at “Packaging Days”
More than 150 participants from 
Europe, Asia, Africa, and North and 
South America attended Packaging 
Days, an event staged recently by 
Heidelberger Druckmaschinen AG 
in Germany. Visitors saw practical 
demonstrations of what Heidelberg 
offers specifically for pharmaceu-
tical and food packaging. A focal 
point was low migration quality 
(LMQ): manufacturing packag-

ing for foodstuffs in such a way that no harmful substances come into 
contact with the edible product. LMQ production was demonstrated on a 
Speedmaster XL 162 five-color press with coating unit. Participants also 
conferred with Heidelberg experts on topics such as remote monitoring, 
Saphira consumables, and methods of color and quality management with 
Prinect Image Control and Prinect Inspection Control including inkjet.

“on the heI Way”

In the U.S., heidelberg is pursuing a 
new go-to-market strategy that unites 
its broad portfolio of products and 

services with a highly individualized, con-
sultative sales approach.  In June, heidel-
berg launched “on the heI Way,” a series 
of interactive, application-specific road 
shows that will visit various U.S. cities 
through the end of the year. The compa-
ny’s Technology center in Kennesaw, gA, 
has been expanded with new equipment 
including four new offset presses, digital 
cut-sheet presses, wide-format inkjet 
printers, and drupa-generation postpress 
and packaging equipment, along with ctP 
systems and integrated workflow. open 
houses and other events at the facility will 
offer individualized presentations to exist-
ing and prospective customers. heidelberg 
will continue to participate in and support 

selected technology expos and education-
al events sponsored by various industry 
organizations. The new marketing strategy 
will not include exhibiting at the Print 13 
trade show, an event that heidelberg has 
decided not to take part in this year.

carbon-neutral manufacture 
of Speedmaster XL 106-6+L

electricity co-generation at 
Heidelberg’s main factory

-260 tons

offset of CO2 from Heidelberg 
stand at drupa 2012 -6,904 tons

-3,700 tons
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Heidelberg Direct • Tips & Tricks

Modern color measuring devices generally are based on spec-
trophotometery. The measuring conditions set on a print shop’s 
devices not only need to be selected correctly but must also be iden-
tical for all devices.

A good strategy is to calibrate a selected spectrophotometer to the 
relevant ISO standards and use this “master device” to calibrate all 
other devices. This ensures maximum measuring accuracy and, ulti-
mately, print quality across every workstation.

To ensure that colorimetric accuracy remains constant for as long as 
possible, every device in the shop should be serviced and calibrated 
regularly. Prinect Net Profiler, a software option available exclusively 
from Heidelberg, lets printers perform this task themselves on almost 
all new-generation Prinect color measuring equipment. This ensures 
that devices are always close to factory settings and therefore are 
delivering highly reliable results.

•• select a “master device” select a “master device”
•• use it as a reference use it as a reference
•• calibrate all devices regularly calibrate all devices regularly
•• use Prinect Net Profiler use Prinect Net Profiler

prepress
Throwing on a coat 

prepress
In the eye of the “master”

At the last minute, the customer has decided to coat the job. There’s 
no time to edit source files, and at this late stage, there are no editable 
files to work with—only PostScript or PDF.

To the rescue comes Prinect Color Editor, an Adobe Acrobat plug-in that 
can quickly and easily create a coating form for individual elements of 
pages or even the entire printing form. Here’s the procedure:pages or even the entire printing form. Here’s the procedure:

•• ggenerate a PDF for the job if one doesn’t already existenerate a PDF for the job if one doesn’t already exist

•• open the PDF in Adobe Acrobat open the PDF in Adobe Acrobat

•• sstart Prinect Color Editortart Prinect Color Editor

• • click the menu item “Varnish”click the menu item “Varnish”

•• select “New” in the “Varnish” window to define a color. Enter the select “New” in the “Varnish” window to define a color. Enter the 
name of the coating and define how it is to be depicted in Acrobatname of the coating and define how it is to be depicted in Acrobat

•• sselect the elements to be coated (image, text, color, vignette, etc.) elect the elements to be coated (image, text, color, vignette, etc.) 

HD41.indd   4 7/29/13   10:06 AM



The goal of “climate-neutral” printing is to make up for unavoid-
able emissions of greenhouse gases resulting from the production 
of paper, printing plates, ink, and other consumables; the energy 

used for printing and finishing; and the energy 
needed to transport finished printed products. 
Printers calculate their CO2 emissions and 
identify ways of avoiding or reducing them. The 
calculation then lets them compensate for their 
emissions by supporting activities to protect the 
climate elsewhere in the world.

Paper, printing plates, ink, and energy con-
sumption generate most of the CO2 emissions in 
print production. The carbon footprint is chiefly 

determined by the paper used (60% to 90%), the energy used in 
production (< 10%), and the printing plates (< 5%, depending on how 
many are used and what they are made of).

The costs of compensating for these emissions can be reduced by 
minimizing waste sheets and by taking steps to improve energy effi-
ciency. For advice and assistance, visit www.us.heidelberg.com/eco. 

Press
Yellow alert

Tips & Tricks • Heidelberg Direct

•• “neutral” means “neutral” means 
“compensated for”“compensated for”

•• printers can and do printers can and do 
compensate for COcompensate for CO22

•• the biggest part of the carbon the biggest part of the carbon 
“footprint” is paper“footprint” is paper

•• to cut carbon, cut paper wasteto cut carbon, cut paper waste

eCO PrINTING
Counting carbon 

Note: This tip comes from the “Ask the Experts” section of Small Print-
ing Solutions, an online resource from Heidelberg. For more like this, 
please visit www.smallprintingsolutions.com.

Question: I’m running a six-color Speedmaster 72 and a few days ago, 
the yellow unit became stuck on impression. I’ve cleaned the sensor 
between the magenta and the yellow unit. I also took the side cover off 
to see if the pin holding the ram in place had come adrift, but it hasn’t. 
What could be causing this problem?

Answer: If the press has a CP Tronic control 
console, the issue could be related to a defective 
board, a solenoid that is always on, or something 
that is mechanically stuck. If the console has re-
lays, look for a defective relay, a stuck solenoid, or 
something else that has become stuck.

If checking for these conditions doesn’t resolve the 
issue, call your local Heidelberg service team to 
determine if on-site service will be needed.

•• check for malfunctioning check for malfunctioning 
electronicselectronics

•• is there a bad relay? is there a bad relay?
•• is something stuck? is something stuck?
•• call for service if issue persistscall for service if issue persists

5
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Heidelberg Direct • Consultant’s Corner

ike all other business owners, printers need practical advice 
about executive management, financial planning, quality 
improvement, sales and marketing, and other subjects that 
contribute to business success. But what they’re principally 

concerned about, says Harald Weimer, president of Heidelberg USA, 
is getting the maximum return from their investments in technology.

Because they know that the search for better ways to serve their cus-
tomers never ends, printers are always open to the idea of acquiring 
new systems and equipment. But when they suspect that they are 
not achieving peak performance, says Weimer, they naturally want to 
know what they can do to leverage the capabilities they already have. 

In this situation, thinking in a vacuum or relying on hunches won’t do. 
Printers know that the most natural place to go for reliable answers 
will be the source that understands the equipment and its operating 
characteristics the best: the manufacturer. Weimer says that the desire 
to meet this expectation is what has led Heidelberg to its related role 
as a consultant to its customers. 

Assistance in AbundanceAssistance in Abundance
It’s a consultative partnership, says Weimer, that Heidelberg regards 
as the foundation of its relationships with its customers. It’s also what 
has prompted the company to create a uniquely broad range of busi-

ness consulting products and services for improving efficiency, reduc-
ing costs, and increasing profitability. All of them are aimed at helping 
printers replace gut-level judgment calls with well-informed, data-
supported decisions about taking the next and best step forward.

Heidelberg’s consultancy spans operator evaluation and training, 
productivity reporting, competitive benchmarking, makeready op-
timization, production workflow analysis, and investment support. 
Some of these services can be carried out using software and remote 
data collection. Others involve on-site inspection and meetings. All of 
them can be packaged, customized, and delivered as each customer’s 
needs require.

The full range of consulting products and services from Heidelberg 
will be covered in future installments of this column. Weimer offers 
the following highlights as examples of what printers of all sizes and 
specialties can take advantage of:

Prinect Performance Benchmarking. This InterTech Award-winning 
innovation lets printers participate in a virtual peer group that com-
pares their plants’ performance benchmarks with those of 200 other 
plants having similar equipment profiles. Now, printers can measure 
exactly how productive their presses are: not in isolation, but in anon-
ymous, point-by-point contrast to real-world competitors.

Operator Evaluation. Online testing in all key aspects of presswork 
measures machine operators’ knowledge and skills, with questions 
pertaining directly to the pieces of equipment that the test-takers cur-
rently are running. Detailed individual reports pinpoint performance 
shortcomings and indicate what kinds of Heidelberg-provided training 
can help operators reach their full potential.

On-Site Productivity Analysis. When there is no substitute for in-
person consultation by an expert, Heidelberg can provide the kind of 
help that will make a difference. Close observation of all production 
areas yields data that determine how systems and equipment can be 
used more efficiently. Recommendations  include specific illustrations 
of potential time and cost savings and offer a game plan for achieving 
them in a systematic way.

Heidelberg encourages its customers to think of engaging business 
consultants as a natural strategic activity: a smart move forward in 
the direction of a more profitable future. For more information, call 
888-472-9655 or e-mail HUS.consulting@heidelberg.com
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Q.Q. Why Should Printers Engage Business 
Consultants?

A.A. To Get the Facts, Make the Decision, 
Reap the Rewards
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Quality Index: share of good sheets of all printed sheets as a percentage 
total of all good sheets ÷ total of all printed sheets

Speed Index: utilization of maximum printing speed as a percentage 
average press speed ÷ maximum press speed

Time Index 1: share of printing within operation time as a percentage 
total printing time ÷ total operation time

Time Index 2: share of printing within available time as a percentage 
total printing time ÷ total available time

Learning the ABCs of OEE

T
he purpose of this column is to familiarize readers with the 
concept of “Key Performance Indicators,” or KPIs: practical 
yardsticks that measure the progress a printing company is 
making toward the achievement of its goals. Because print-

ers have multiple goals, there are multiple KPIs: some for productiv-
ity, some for quality, others for finance, and so on.

Heidelberg helps printers understand and apply KPIs through the 
use of software tools such as Prinect Performance Benchmarking; 
Prinect Analyze Point; on-site consultation; press operator evalua-
tion and training; and study programs at its Print Media Academy. 
The company’s KPI coaches—veteran analysts with 20 or more years 
of industry service—are experts in Lean Six Sigma, GRACoL G7, and 
other performance improvement disciplines. 
 
One KPI that every printing company can benefit from mastering is 
Overall Equipment Effectiveness (OEE). OEE is a universally accepted 
method for measuring the improvement potential of a production 
process. Improving productivity by measuring its variables and elimi-
nating waste from it is the core objective of lean manufacturing. 
 
With a printing-specific OEE, it’s possible to quantify how much 
room for improvement there is in everyday production processes: the 
operations that either help or hurt profitability in a printing plant, 
depending on how efficiently they are being carried out. Heidelberg 
recommends using the following forms of OEE measurement:

KPI 101 • Heidelberg Direct

OEE #1:

Time available 120 hours (5 day work week)

Number of jobs 105.3125

Job run length 5,000 impressions

Makeready time per job 35 minutes

Average running speed 12,500 impressions/hour

Maximum running speed 15,000 impressions/hour

Makeready waste 400 sheets

Run waste 1.50%

Interruptions during production 5 minutes

Waiting times per day 20 minutes

Downtime for maintenance 6 hours

   
Time Index   35%

Speed Index   83%

Quality Index   91%

OEE    27%

 OEE #2

Time available   120 hours (5 day work week)

Number of jobs   116.053

Job run length   5,000 impressions

Makeready time per job  30 minutes

Average running speed  13,000 impressions/hour

Maximum running speed  15,000 impressions/hour

Makeready waste   400 sheets

Run waste   1.50%

Interruptions during production 5 minutes

Waiting times per day  20 minutes

Downtime for maintenance  6 hours

   
Time Index   37% 

Speed Index   87%

Quality Index   91%

OEE    29%

We can see in the second example that after improving the 
makeready time by just 5 minutes and the speed by an additional 
500 impressions per hour, the OEE goes up by 2%, resulting in 11 
more jobs completed per week. It’s also clear that poor performance 
in the Time Index is usually the biggest killer of productivity.

Correctly used, OEE is a good indicator of where money can be saved. 
It also helps to support the calculation of productivity loss. The key is 
continuous, systematic data collection and analysis—routines that can 
and should be established in every printing plant.

Every printer has heard the expression, “What can’t be measured, 
can’t be managed.” OEE and related KPIs provide reliable tools for 
doing both. For more information, keep watching this column. For in-
dividualized assistance, contact HUS.consulting@heidelberg.com.

As the table indicates, there are two ways of measuring OEE 
for a given piece of equipment:
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The ArT  
of The buy

Five printers share their strategies for 
making the best possible decisions 

about capital investment.
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“P
rinters have a weakness,” says Mallery 
Mele, president of Mele Printing. “We like 
to buy things.” But, he also knows how 
to turn that inherent “weakness” into a 
business strength: by buying smart.

Mele is one of five straight-talking Hei-
delberg customers who agreed to share their strategies for capital 
investment with Heidelberg Direct. We asked them to describe how 
they time their purchases; what kinds of advance financial planning 
they do; how they go about gathering the intelligence they need for 
making informed decisions; and what they would recommend to 
other printers who want to invest in capital equipment as shrewdly 
as they do.

Farewell to the Seven-Year Itch
The five printers agree that apart from common sense, there are no 
absolute rules for deciding when the time is right to replace aging 
machinery or add new capabilities. 

“In the ‘old days,’ it was pretty automatic for us to replace capital 
equipment such as presses when it reached the end of its deprecia-
tion period of seven years,” says John Berthelsen, president, Suttle-
Straus. But today, he observes, printers have to figure out how to 
spread their volume across the broader range of production pro-
cesses now available to them: offset, digital, production inkjet, and 
wide format.

At Execuprint, says Bassem Farag, vice president of operations, 
purchasing decisions are based on how much improvement in 
downtime, speed, and productivity the replacement will bring. In 
the case of the Linoprint 901 digital press that Execuprint ordered 
from Heidelberg earlier this year, the primary consideration was 
adding digital printing as a backup for some of the short-run color 
work the company does on its offset equipment.

According to Paul Braverman, COO, KP Corporation, timing a 
purchase “is part science and part art.” One of the scientific meth-
ods he uses is keeping detailed records of spoilage and other indica-
tors of machine performance. “When the data goes in the wrong 
direction,” Braverman says, “we take preventive action” by replac-
ing equipment that has exceeded its useful life. Mele concurs that if 
a press is just “trucking along” and not keeping up with the work-
load, that may be the cue to increase capacity and throughput with 
a new press that can run faster.

The yardsticks that Darrell Moore applies at Modern Litho are 
capacity, efficiency, quality, and frequency of repairs. As the com-
pany’s president and senior decision-maker, he expects a new press 
to improve over an old machine in all of these areas. 

Fire Up the Whiteboard
Needless to say, no prudent printer would make a major capital in-
vestment without detailed financial planning. Moore says that Mod-
ern Litho has been in growth mode for 15 years largely because of 
the close attention it pays to financial management. “We’re a cash 
flow business,” he says, adding that every purchasing decision must 
be made in line with rules for protecting cash flow and controlling 

levels of debt. “We don’t make any business decision that would 
significantly jeopardize the health of our company.”

At Suttle-Straus, says Berthelsen, a basic exercise is to perform a 
cost benefit analysis on the equipment to see how fast the payback 
will be. If, for example, the goal is to reduce outsourcing, he and 
his team determine how much work the new equipment will bring 
in-house and how much time, on that basis, the machine will need 
in order to pay for itself. In general, says Berthelsen, a very large 
capital investment won’t be expected to produce a fast payback, 
although the purchase of a smaller piece of equipment might be 
made with a quick ROI in mind.

“We whiteboard a lot of things financially,” says Mele, starting 
with a wish list of desirable equipment that gets pared down to a 
shorter menu of necessary additions. Then, he says, there are “two 
buckets” from which investment capital can come: one that will pay 
for software and other relatively inexpensive items in cash, if cash 
flow permits; and one for major purchases that will require long-
term financing. As a rule, ROI for cash purchases up to $100,000 is 
looked for in 12- to 18-month increments. Four to five years is the 
ROI expectation for investments of $1 million or more, Mele says.

According to Braverman, KP Corporation typically is conserva-
tive in its ROI projections for new equipment. As cost savings are 
achieved, the philosophy is to share some of the benefit with cus-

Cover Story • Heidelberg Direct
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tomers and apply the rest to paying off the press. He adds that while 
a new press naturally will be expected to do more for less money, 
it should also be purchased with an eye to creating new revenue 
streams.

Like the rest, Farag pays close attention both to ROI and TCO (total 
cost of ownership). In calculating the latter, he says, it’s important 
to include the cost of replacing ancillary systems that may have to 
be upgraded when the new piece of equipment comes in.

Because it’s of paramount importance to understand what every 
dollar of a six- or seven-figure price tag is going to buy, the degree 
of effort that these printers put into researching their purchases is 
in direct proportion to the amounts of money they have committed 
to spend. “You want to test,” says Moore, even when the machine is 
from a trusted vendor. “We make our vendors work pretty hard to 
justify why we should buy their product,” agrees Berthelsen.

“Pristine” Is Not the Real Thing
While visits to trade shows and manufacturers’ demo facilities are 
fine for education, notes Braverman, a press running in the “pris-
tine” environment of an exhibit hall can’t give a realistic impression 
of how it will perform in the real world of a printing plant. He says 
that KP Corporation would never buy a press without seeing the 
same model in live operation at another printing plant, running 
work similar to KP’s.

“I believe in the counsel of many,” says Mele, who, like Berthelsen, 
belongs to a peer group of printers from whom he can get reliable 
technical opinions. He also takes part in a business group that isn’t 
industry-specific, and these peers, he says, have helped him to take 
the “emotional” element out of major investment decisions by over-
looking the technology and focusing strictly on the ROI.

The printers’ perceptions of their equipment vendors also play 
strongly into their decisions about whose technology to invest in. 
Farag speaks for all of them by saying that when he deals with 
vendors’ representatives, he wants to know that they’re “not just 

salespeople” and that they will stand by the sale with service and 
technical support. 

A vendor that wants to partner with Mele Printing should be pre-
pared to respond in detail when its owner asks, “What’s the next 
thing you’re working on?” Mele explains that his curiosity is driven 
by a desire to know what practical and profitable uses he can make 
of what’s being developed in the manufacturers’ R&D labs. Like 
Mele, Braverman believes that vendors should share intelligence 
about developmental works-in-progress so that he can be well posi-
tioned to take advantage of them when they come to market.

Buyer’s Remorse? Never Heard of It
While buyer’s remorse isn’t something that these five printers have 
permitted themselves to fall prey to, each has advice for other print-
ers who want to avoid the sinking feeling that follows an inappro-
priate or an ill-timed capital investment.

Moore tackles the question from the perspective of a partner in a 
family-owned business who has other partners to satisfy in his lead-
ership role. In his opinion, some family businesses make purchasing 
decisions based on what will be good for the family instead of on 
what will be good for the business. Besides staying out of that trap, 
Moore advises doing the homework, avoiding snap decisions, and 
analyzing without over-analyzing.

Never buy impulsively, and never buy defensively in reaction to 
what the competition is thought to be doing, counsels Berthelsen. 
Above all, have a plan and a marketing strategy in place before the 
equipment arrives. An attitude of “build it, and they will come’ is 
no good,” he says.

Mele believes that printers should be committed to continuous in-
vestment in technology as a business strategy, even though some de-
cisions inevitably will turn out to be “flops” instead of hits. Despite 
all of his faith in whiteboarding, however, Mele cautions against 
running the numbers to the point of paralyzing the decision. He 
says that in many cases, instead of spending on things they really 
need, “printers are sitting on the sidelines” while they wait for zero-
risk investment opportunities that will never come.

This is why decisions about upgrading capability should be made 
annually, Mele says, not in the four- to five-year cycles that many 
printers fall into. After the decision has been made, purge the “nega-
tivity” out of it by being 
committed to operator 
training and whatever 
else is needed to deliver 
the sought-after ROI. 

And therein lies the 
real secret of warding off 
the post-purchase blues. 
If you “give it time before 
you have that remorse,” 
says Mele, you probably 
will discover that you 
don’t have any remorse 
to deal with at all.

Execuprint (Chatsworth, CA)
www.execuprint.com

KP Corporation (San Leandro, CA)
www.kpcorp.com

Mele Printing (Covington, LA)
www.meleprinting.com

Modern Litho (Jefferson City, MO)
www.modernlitho.com

Suttle-Straus, Inc. (Waunakee, WI)
www.suttle-straus.com

Sources for this story
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W
eb-to-print (W2P) work-
flows exist for two rea-
sons, one of which tends 
to overshadow the other. 
Internet-enabled print 
vending is what usually 

comes to mind first, with its digital storefronts, 
templated documents, and other conveniences 
designed primarily for consumers buying busi-
ness cards and other simple items online.

But, a Web-to-print workflow drives production 
as well, and a shop suddenly receiving dozens 
of new jobs per day through its Internet portals 
needs to be as capable at the back end of the 
workflow as it is at the customer-facing part. 
For commercial printers serving business cus-
tomers, Web-to-print is mostly about process 
automation—not just at order input, but at ev-
ery stage of manufacturing that follows.

For offset printers, the need for a reliable Web-
to-print workflow is especially critical. The 
workflow mistake that might spoil a few sheets 
in a short-run, digital print environment isn’t 
nearly as costly to correct as the error that 
might cause an entire high-volume offset job 
to be discarded. 

However, until now, most Web-to-print solu-
tions have tended to favor business-to-con-
sumer (B2C) print buying with digital equip-
ment as the production platform. The kind 
of Web-to-print workflow needed by com-
mercial lithographers in the high-end, busi-
ness-to-business (B2B) segment didn’t exist.

Working the Way Printers Work
That changed with Heidelberg’s introduction 
of Prinect Web-to-Print Manager, the first 
workflow built to optimize the entire sequence 
of events in offset manufacturing environ-
ments. This is accomplished by means of four 
fully automated functions uniquely integrated 
within Prinect Web-to-Print Manager. These 
include job setup, preflighting, soft proofing, 
and job routing.

A job entering the production workflow via 
Prinect Web-to-Print Manager is a job that will 
have to be set up only once. At the front-end in-
terface, the software walks customers through 
specifying all of the parameters needed to get 
the job into production. That means no addi-
tional or redundant steps later on.

The subsequent preflight report that the cus-
tomer sees at the front end is the same pre-
flight report that was prepared for the pro-
duction department. This is because both are 
generated by the same software engine at the 
back end.  Presenting identical reports elimi-
nates confusion and minimizes the possibility 
of uncorrected errors slipping through.

Soft proofing takes place in the same unam-
biguous way. The engine that will make the 
plates is also the engine used to generate the 
screen images for the customer to inspect and 
approve. It’s the web-to-print equivalent of 
the contract proofing routine that commercial 
printers have relied upon for years. 

Now that the job is preflighted, proofed, and 
ready to print, Prinect Web-to-Print Manager 
streamlines the output with Smart Automation: 

a set of tools that can automatically route jobs 
to whatever platform, offset or digital, will pro-
duce the work most cost-efficiently. The auto-
mated decision-making can include help from 
Gang Assistant, a feature that groups compat-
ible jobs for economical gang-run printing.

First Things First
In Heidelberg’s experience, the plants best able 
to leverage the benefits of web-to-print work-
flows are medium and large operations (i.e., 
those with at least $5 million in sales) that em-
ploy IT personnel skilled in web design, data-
base management, and Internet security. But, 
the main ingredient for success is pre-existing 
customer demand: a mandate from B2B clients 
to provide the convenience and transparency 
of buying print online.

Demand should always come first, and if a de-
cision to install a web-to-print solution isn’t pri-
marily customer-driven, it may be premature. 
But, if the demand is there, the opportunities 
to build sales volume, increase production ef-
ficiency, and cement customer loyalty probably 
are too good to pass up. With the assistance 
of Prinect Web-to-Print Manager, printers can 
make the most of all of them.

W2P Primer • Heidelberg Direct

Commercial printers 
need Web-to-print 
solutions built for 
commercial printing 
workflows. 

Why It’s Wise to Keep the 
Focus on the “P” in W2P
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Heidelberg Direct • Case Studies

ESP Colour Hub:

“W
e’re forever 
chasing mar-
gins in the 
printing in-
dustry,” says 
Anthony Thirl-

by, managing director at ESP Colour Hub in 
Swindon, UK. He notes that while some shops 
measure profit margins over days and hours, 
ESP Colour Hub prefers to think in terms of 
minutes and seconds. Because pressure on 
pricing never ceases, he says, the only way to 
protect margins is through continuous moni-
toring and adjustment of operating costs.

Thrice-daily cost recovery reports and 
weekly costing rate revisions let him be cer-
tain that the pricing model always is “adjust-
ing to facilitate the recovery we need.” In this 
way, he can keep tabs on gross margin per 
hour per product, making whatever process 
modifications are needed to keep the num-
bers in line.

The methodology is dynamic, and because 
of the global way in which it’s calculated, in-
dividual jobs rarely show positive margins. 
The strategy is to produce jobs in batches 
so that ESP Colour Hub can apply separate 
press makeready and postpress setup charg-
es while it saves time and cost in gang runs. 
“Our profit is generated through product pro-
file and efficiency gains against estimate,” 
Thirlby says. “It’s all about product recovery 
on batch manufacturing.”

Optimized and Ready
Much depends on standardizing production 
to a point where it’s difficult for costs to fluc-
tuate in the first place. To the extent possible, 
the pressroom runs with a prescribed set of 
sheet sizes, press formats, and stock types. 
Sticking to proven ink sets and ink-water bal-
ances means, says Thirlby, that “we’ve al-
ways got the press in optimized condition,” 
ready to run without the tweaking that slows 
down output in environments where the vari-
ables are less rigidly controlled.

Just how much efficiency can be gained 
through these best practices is seen in the 

astonishingly high numbers of makereadies 
and impressions that ESP Colour Hub has 
achieved in high-speed runs on its three 
Heidelberg XL-series Speedmaster presses.

In November 2012, for example, the press-
room set a record of 498 makereadies and 
more than 2 million impressions on the 
Speedmaster XL 105 in one 168-hour week. 
The press ran at more than 17,000 net im-
pressions per hour, and makereadies took just 
three minutes and 54 seconds.

But, the record would fall six months lat-
er when the same press turned around 697 
makereadies in 162 hours, this time with a net 
running speed of 17,103 iph and 13 seconds 
shaved from the earlier makeready average.

Averaging about 4,000 copies per run, 
the three Speedmaster XLs together produce 
more than 180 million impressions annually 
as they depreciate to $0 value on a five year, 
straight line basis—a race to payback that only 
the most disciplined approach to production 
planning can win.

And if run lengths continue to drop, there’ll 
be no cause for alarm in the offset pressroom. 
There, says Thirlby, the routine is so cost ef-
fective that a job’s run length would have to 
be 148 sheets or less before printing on one 
of the plant’s digital presses would be con-
sidered.

What Makes 4 > 10
At some printing companies, beefing up ca-
pacity means adding cylinders—but not at ESP 
Colour Hub, where the emphasis is on get-
ting maximum output from a limited number 
of high-performance printing units kept con-
stantly busy. This explains why the company 
opted to replace a 10-color perfector with a 
straight-printing Speedmaster XL 105 in just 
four colors: a press that, despite its simpler 
configuration, better meets the demand for 
rapid-fire makereadies, top-speed runs, and 
cost efficiency in smaller quantities.

By making ready nearly twice as fast as 
the long perfector with about one quarter of 
the waste sheets, the Speedmaster XL 105 
yields five extra minutes of productive time 

per hour, according to Thirlby. Four cylinders 
vs. 10 means much less time spent in wash-
up, while built-in double dryers let the press 
make quick work of two-sided jobs.

It’s Doable—So Do It
In Thirby’s opinion, holding many printers 
back from the results they could be achieving 
are poor practices such as taking too much 
time in job changeovers; running work that 
isn’t suitable for the press being used; and, 
above all, continuously changing ink sets to 
accommodate too many different kinds of 
substrate. “That’s ludicrous,” he says.

Thirlby knows as well as any other printer 
that print markets are changing, that pres-
sure on pricing is relentless, and the norms 
of production aren’t what they used to be. He 
believes, nevertheless, that “a lot of scare-
mongering is going on” and that instead of 
succumbing to fear, printers should be em-
bracing shorter run lengths and other disrup-
tions that in fact create opportunities.

He insists that there’s nothing being done 
at ESP Colour Hub that couldn’t be done by 
other printers willing to make the same com-
mitment to meticulous process management 
and unrelenting cost control.

“All it is is mindset,” Thirlby says.

“Forever Chasing Margins”—and Always Catching Them
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Anthony Thirlby, 
ESP Colour Hub
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“I
hate to outsource things,” says 
Lynn Nelson, owner of the Al-
phaGraphics printing franchise 
in Idaho Falls, ID. “I can’t con-
trol the time. I can’t control 
the quality.” He has even less 

patience with the notion of waiting for work to 
come in over the transom. These pet peeves go 
a long way toward explaining his steady success 
as the operator of a small printing business in 
an economic climate that has not been kind to 
small firms of any description.

Nelson, an AlphaGraphics franchisee for five 
years, brought a copy shop he had previously 
started into the AlphaGraphics network and later 
opened the plant in Idaho Falls that serves as 
the center of the hub-and-spoke operation he is 
in the process of building.

Today he employs 13 people at the Idaho Falls 
location and 11 at the copy shop—now a fully 
equipped digital printing center—in Rexburg, ID, 
the home of Brigham Young University. In June 
of this year, he broke ground for a third Alpha-
Graphics site in Logan, UT, where he expects to 
be fully open for business in October. 

Stepping Up to Offset
Catering mostly to a business clientele, the 
Idaho Falls plant is open five days a week from 
8 a.m. to 6 p.m. In Rexburg, where walk-in, re-
tail trade predominates, the shop is open late 
into the evening on six days to accommodate 
the needs of BYU students and other university 
customers.

Nelson started franchising as a digital printer 
and didn’t add offset until opening the Idaho 
Falls plant about three years ago. He has 
sourced most of his offset production equip-
ment from Heidelberg, including a four-color, 
Speedmaster SM 52 Anicolor, a pair of QM 46 
two-color presses, a POLAR 78 X automated 
cutter, and a Stahlfolder B 20 folder.

The franchise has digital capability in the form 
of five color and five black-and-white presses di-
vided between the Idaho Falls and the Rexburg 
locations. For signage, display materials, and 
similar products, Nelson has one solvent and 
two aqueous wide-format inkjet printers.

Self-Sufficient Success
Nelson says that most of his B2B volume in 
Idaho Falls comes from three verticals: agri-
business, which flourishes in Idaho; banking, 
including local branches and credit unions; and 
medical institutions in the region. He attributes 
his success in finding, keeping, and growing 
these accounts primarily to his ability to turn 
jobs around quickly—a customer benefit that he 
has built his entire operation around providing.

“That’s why I have as much equipment as I 
do,” says Nelson, noting that even if he weren’t 
opposed to jobbing out, there are no trade 
shops he could easily reach out to from his rural 
corner of the state. In any event, his customers 
have come to appreciate the one-stop-shopping 
convenience that his full-spectrum capability 
gives them.

Things That Only Litho Can Do
As a digital printing business, says Nelson, 
“we’ve always been able to handle short runs.” 
With the Anicolor press, he can also offer quick 
turnarounds in bigger jobs such as the recent 
50,000-copy flyer order that he completed in 
two days—a feat that he says no other printer 

in the Idaho Falls area would have been able 
to bring off. The Speedmaster SM 52, a robust 
offset litho machine, also lets him run heavy 
stocks for packaging, giving him an entré into 
that attractive niche.

Next on his shopping list may be a flatbed 
inkjet printer for specialty jobs on rigid sub-
strates such as glass, wood, and metal. Equip-
ping for new opportunities is part of a long-term 
strategy that also includes opening a sales of-
fice in another Idaho city and, eventually, an 
additional digital printing center.

No Magic or Secrets Here
It’s an ambitious agenda for a small enterprise, 
but propelling Nelson and his shops toward it is 
the momentum of exceptionally high growth in 
each of the last three years (63%, 59%, and a 
projected 43% currently). At AlphaGraphics in 
Idaho Falls, Nelson and his team are prepared 
to go out and capture growth where they find 
it, be it through shoe-leather selling, customer 
TLC, or whatever else it will take to be suc-
cessful.

“It’s not rocket science, but we’re doing it.” 
he says.

Case Studies • Heidelberg Direct

AlphaGraphics Idaho Falls:
Standing Tall Among Small Shops with a Big Plan and a Clear Vision

Lynn Nelson (center), owner, AlphaGraphics Idaho Falls, with Walt Baker (left),  
production manager, and Curtis Carnahan, press operator.
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saphira consumables
a wide range of consumables to cover all of your needs – from prepress to press and postpress. our experts provide 
technical and application support for saphira products, and advise you on how to use them.

prinect integrates the traditionally separate areas of management, prepress, press, and postpress – automating the entire 
printing process, including print shop management, online customer connection, prepress, and digital print workflow 
to makeready optimization, color, quality, machine operation and a full range of services. 

prinect solutions

Prepress Products 

Saphira Plates & Chemistry  

Saphira Proofing Paper  

Prinect Prepress 

Prinect MetaDimension

Prinect Renderer  

Prinect Color Toolbox

Prinect Shooter 

Prinect PDF Toolbox 

Prinect Prepress Manager

Prinect Remote Access

Prinect Signa Station

Press Products

Saphira Coatings

Saphira Digital Inks & Supplies 

Saphira Inks

Saphira Press Blankets  

Saphira Presswashes 

Saphira Rollers

Saphira Wash Up & Go 

Prinect Press

Prinect Axis Control

Prinect Calibration Tools

Prinect Classic Center

Prinect Digital Print Manager

Prinect Easy Control

Prinect Image Control

Prinect Inpress Control 

Prinect Inspection Control

Prinect Online Kit

Prinect Press Center/ 

Prinect Press Center Compact

Prinect Pressroom Manager

Postpress Products

Saphira Stitching Wire 

Saphira Cutting Sticks 

Saphira Glue 

Saphira Banderoles

Saphira Special Clean

Prinect Postpress

Compufold Workflow CFW

Compustitch CSW

POLAR P-Net with Compucut

Prinect Postpress Manager 

Production Data Management 

Prinect Management

Prinect Business Manager

Prinect Integration Manager 

Prinect Web-to-Print Manager

Prinect Color Solutions

Print Color Management (PCM) 

computer-to-plate devices (ctp)
based on the experience acquired with several thousands of installed ctp systems worldwide, the suprasetter® 
is a platesetter generation that sets new standards in all format classes. 

Product Name Image Area, Max. Resolution Plates/Hour

Suprasetter A52 25.59 × 20.67" 2,540 or 2,400 dpi Up to 27

Suprasetter A75 25.59 × 29.52" 2,540 or 2,400 dpi Up to 22

Suprasetter A106 36.1 × 41.5" 2,540 or 2,400 dpi Up to 16

Suprasetter 106 36.14 × 44.88" 2,540 or 2,400 dpi Up to 15, 21, 27, 33, 38

Suprasetter 145 55.63 × 57.48" 2,540 or 2,400 dpi Up to 15, 25, 35

Suprasetter 162 55.63 × 64.17" 2,540 or 2,400 dpi Up to 15, 25, 35

Suprasetter 190 55.63 × 75" 2,540 or 2,400 dpi Up to 15, 25

SDP-Eco 1630lllR 15.9 × 28.25" 1,200, 1,500, 1,800, 2,400 dpi Up to 78 (12 x 18" plate) 

PRODUCT
SERVICES
GUIDE

&
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linoprint digital presses
the linoprint is an advanced digital color production system built for reliability, 
flexibility and straightforward operation with the print quality of an offset press.

Product Name Max. Speed Max. Sheet Size Stock Thickness Max. Monthly Volume

Linoprint C 751 75 pg/minute 13 x 19" up to 0.013" 350,000 A4 sheets

Linoprint C 901 90 pg/minute 13 x 19” up to 0.013" 580,000 A4 sheets

speedmaster presses

vutek®/efi superwide format uv inkjet printers

speedmaster sheetfed offset presses offer a high level of automation and productivity, primarily targeting industrialized 
printing operations. these presses can also be flexibly equipped for a wide range of special applications.

extend your capabilities by offering a wider range of applications – from exhibition graphics, fine art, photographic 
reproduction and point-of-purchase displays to signage, banners, posters, and commercial graphics. 

Product Name # Units Max. Speed (sph)  Max. Sheet Size Max. Image Size Stock Thickness

Speedmaster SM 52 2 and 4 15,000  14.56 x 20.47" 14.17 x 20.47"  0.0012-0.016"  

Speedmaster SX 52* 2-10 15,000  14.56 x 20.47" 14.17 x 20.47"  0.0012-0.016" (opt.: up to 0.024) 

Speedmaster SM 74 2 and 4 15,000  20.87 x 29.13" 20.08 x 29.13"  0.0012-0.024" 

Speedmaster SX 74* 2-10 2-7: 15,000, 8-10: 13,000 20.87 x 29.13" 20.08 x 29.13"  0.0012-0.024" 

Speedmaster CX 102 2-8 16,500  28.53 x 40.16" 27.95 x 40.16"  0.0012-0.040" 

Speedmaster SM 102* 2-6 13,000  28.53 x 40.16" 27.95 x 40.16"  0.0012-0.032" 

Speedmaster SX 102* 2-8 14,000  28.53 x 40.16" 27.95 x 40.16"  0.0012-0.032" 

Speedmaster CD 102 2-10 2-8: 15,000, 10:13,000 28.53 x 40.16" 27.95 x 40.16"  0.0012-0.040" 

Speedmaster XL 75*     2-12      18,000 straight, 15,000 perfecting      20.87 x 29.53" (C)    20.08 x  29.13" (C)   0.0012-0.032"           

    23.82 x 29.53" (F)  23.82 x 29.53" (F)  

Speedmaster XL 106* 2-16 18,000 straight;     29.53 x 41.73" 29.13 x 41.34"  0.0012-0.040"  

  15,000 or 18,000 option for perfecting     

Speedmaster XL 145* 4-12 15,000 straight; 12,000 perfecting 41.73 x 57.09" 40.94 x 57.09"  depends on application; (e.g. for board: 48pt.)

Speedmaster XL 162* 4-12 15,000 straight; 12,000 perfecting 47.64 x 63.78" 46.65 x 63.78"  depends on application; (e.g. for board: 48pt.)

Model Configuration Print Width Resolution Speed Number Of Colors 

H652 flatbed, roll to roll (hybrid) 64" (1.3m) up to 1,200 x 600 dpi 455 ft2/hr 4 plus white 

T1000 flatbed, roll to roll (hybrid) 98" (2.5m) up to 1,200 x 900 dpi 460 ft2/hr 4 plus white

GS2000 flatbed, roll to roll (hybrid) 80" (2 m) true 600 dpi or 1,000 dpi 2,000 ft2/hr 8 plus white 

      switchable to 4 plus white

GS3250 flatbed, roll to roll (hybrid) 126.5" (3.2 m) true 600 dpi or 1,000 dpi 2,400 ft2/hr 8 plus white 

GS3250 LX    with grayscale   switchable to 4 plus white

GS3250r roll to roll 126.5" (3.2m) true 600 dpi or 1,000 dpi 1,200 ft2/hr 6

GS5000r roll to roll 196.8" (5 m) true 600 dpi or 1,000 dpi 3,100 ft2/hr 4 and 8 

QS2 Pro flatbed, roll to roll (hybrid) 80" (2m) up to 1,000 dpi up to 1,000 ft2/hr 6 plus white

Q53 Pro  flatbed, roll to roll (hybrid) 126.5" (3.2 m) up to 1,000 dpi 1,200 ft2/hr 6 plus white

R3225 roll to roll 126.5" (3.2 m) up to 1,200 x 600 dpi 547 ft2/hr 4 color

TX 3250 roll to roll (textile) 126.5" (3.2 m) up to 1,200 x 600 dpi 1,000 ft2/hr 8 color

15* Perfecting option available
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adhesive binding

saddlestitching

efficient solutions for industrial production of books and brochures. the eurobind 
delivers high-quality binding results at high production speed, offering high levels 
of stability and reliability with short makeready times.

these cost-effective solutions offer fast makeready and ensure reliable production 
of varying formats in short to medium runs. enjoy wide-randing potential to add 
value to your shop and work more profitably.

Adhesive Binding Mechanical Speed No. of Clamps Binding Binding Binding 

    Length Height Thickness

Eurobind 600 600 cycles/hour 1 4.72-17.32" 4.72-12.60" 0.08-1.97"

Eurobind 1300 1,500 cycles/hour 4 5.70-14.17" 4.72-11.81" 0.08-1.77"

Eurobind Pro 7,000 cycles/hour 19 or 24 5.5-17.75" 4-12.31" 0.07-2.36"

Product Name Max. Output Speed Min. Trimmer Format Max. Trimmer Format Max. Product Thickness

Stitchmaster ST 90 9,000 cycles/hour 3.50 × 4.625" 12 × 13.75" 3/8"

Stitchmaster ST 100 9,000 cycles/hour 3.50 × 4.75" 12 × 13.75" 3/8"

Stitchmaster ST 200 11,000 cycles/hour 3.125 x 4.75" 12.375 x 18.687" 1/2"

Stitchmaster ST 450 14,000 cycles/hour 3.125 × 4.75" 12.375 × 18.687" 1/2"

Stitchmaster ST 500 13,000 cycles/hour 3.125 × 4.75" 12.375 × 18.687" 1/2"

printmaster and direct imaging presses
efficiency in small format printing. the printmaster series is specially geared to the needs of small and medium-sized print 
shops that are getting started with multicolor offset or want to grow in this market.

Product Name # Units Max. Speed (sph) Max. Sheet Size Max. Image Size Stock Thickness

Printmaster QM 46 1-2 10,000 18.11 × 13.39" 17.83 × 12.99" 0.0016-0.012"

Certified Remarketed   

Printmaster QM 46 2 10,000 18.11 × 13.39" 17.83 × 12.99" 0.0016-0.012"

Certified Remarketed   

Quickmaster DI 46-4 4 10,000 18.11 × 13.39" 17.72 × 12.99" 0.002-0.012"

cutters
polar high-speed cutters meet the highest demands regarding quality, efficiency, and durability. the high-speed cutter can 
be employed either as an individual machine or as the center of an automatic cutting system.

Cutters Cutting Width Clamp Opening Feed Depth

POLAR 56 22" 3.15" 22"

POLAR 66 26.375" 3.125" 26.375"

POLAR 78 30.6875" 4.75" 30.6875"

POLAR 80 31.5" 3.93" 31.5"

POLAR 92 36" 5.125" 36"

POLAR 115 45" 6.5" 45"

POLAR 137 53.9375" 6.5" 57"

POLAR 155 61" 6.5" 61" (78" opt.)

POLAR 176 69.3125" 6.5" 78"

polar pace cutting systems:
PACE stands for “POLAR Automation for Cutting Efficiency.” These systems, 

consisting of POLAR cutters integrated with components for jogging,  

turning, loading, and unloading, offer the highest level of  

automated productivity with the lowest level of staffing.  

PACE systems can be configured around POLAR high  

speed cutters 137, 155, and 176.
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folders

diecutting, blanking, and hot foil stamping

folding carton gluing

heidelberg offers a comprehensive line of buckle plate and combination folders and 
mailing systems as part of the stahlfolder series. their modular design and range of 
accessories ensure maximum flexibility and productivity

high productivity and greater flexibility for effective die cutting and embossing. heidelberg's high-performance die 
cutters are ideal for a whole host of applications – from short to long runs and from complex layouts to just-in-time 
packaging production.

high processing quality, short makeready times and consistent user-friendliness for high-performance handling of 
up to 200,000 folding cartons per hour. produce a broad spectrum of sophisticated and premium cartons in a highly 
economic way.

Product Name Sheet Size Max. Sheet Size Min. Fold Length Max. Fold Length Min. Max. Speed

714XA 14 × 20" 3 × 5" 13.5" 2" 7,080 in/min

Stahlfolder Ti 36 14 × 26" 3.1875 × 4" 17" 0.875" 6,300 in/min

Stahlfolder Ti 52 20 × 40" 4 × 5.875" 21" 1.5" 7,080 in/min

Stahlfolder USA B 20 30 × 50" 5.5 × 7" 26.5" 1.75" 9,000 in/min

Stahlfolder TH 56 22 × 50.375" 5.5 × 7" 22.875" 2.125" 9,000 in/min

Stahlfolder TH 66 26 × 50.375" 5.5 × 7" 22.125" 2.125" 9,000 in/min

Stahlfolder BH 82 32.28 × 50.39" 5.5 × 7" 24.41" 2.17" 9,000 in/min

Stahlfolder TH 82 32.28 × 50.39" 5.5 × 7" 26.38" 2.36" 9,000 in/min

Stahlfolder TD 94 37 × 52" 7.9 × 12" 27" 2.2" 9,000 in/min

Stahlfolder TD 112 44 × 60" 7.9 × 12" 33" 2.4" 8,300 in/min

Product Name Sheet Size Sheet Size Fold Length Max. Fold Length Max.  Fold Length Max. Fold Length Min.  Fold Length Max. Speed  
 Maximum Minimum 1st station 1st crossfold 2nd crossfold 1st station Crossfold (all) in./min.

Stahlfolder KH 56 22 × 50.375" 5.5 × 7" 22.875" 18.0625" 11" 2.375" 4" 8,200

Stahlfolder KH 66 26 × 50.375" 5.5 × 7" 24.20" 20.5" 13" 2.375" 4" 8,200

Stahlfolder KH 78 30 × 50.375" 5.5 × 7" 24.125" 22.75" 15.375" 2.375" 4" 8,200

Stahlfolder KH 82 32 × 50.375" 5.5 × 7" 24.125" 24.125"  16.15" 2.375" 4" 9,000

PRODUCT
SERVICES
GUIDE
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Diecutting Sheet Size Max. Sheet Size Min. Machine Speed Max.

Dymatrix 106 CSB 29.92 × 41.73" 13.78 × 15.75" 9,000 sheets/hour

Dymatrix 113 CSB 32.28 × 44.49" 13.78 × 15.75" 9,000 sheets/hour

Dymatrix 145 CSB 41.7 × 57.1" 19.69 × 27.56" 8,000 sheets/hour

Varimatrix 82 CS 23.82 × 32.09"  11.02 × 12.06"   8,000 sheets/hour

Varimatrix 105 C/CS 29.53 × 41.34"  11.81 × 13.78"   7,500 sheets/hour

Varimatrix 105 CSF 29.53 × 41.34" 13.78 × 15.75" 7,500 sheets/hour

Product Name Width, Max. Length, Max. Machine Speed, Max.

Diana 45 17.72" 23.62" 1,312 fpm

Diana X 80 31.50" 35.43" 2,132 fpm

Diana X 115 45.28" 35.43" 2,132 fpm

Easygluer 100 39.37" 29.56" 1,000 fpm

17
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ANILOX ROLLER PROGRAM 
ORIGINAL HEIDELBERG PARTS

• Cleaning & recertification
• Resurfacing
• New, factory-original rollers
• Custom cell engraving
• Loaner roller program

Affordable prices,  
Heidelberg quality

For more information:
Call 800 437 7388, prompt 1

SAPHIRA CONSUMABLES: 25% OFF FIRST ORDER

• Saphira Proofing Paper EZ
• Saphira RA Imagesetting Film
• Cristala Quickplate
• Ink Fountain Foils
• Perfect Dot Blankets
• Wash Up Cloths

• Saphira Wash-Up & Go
• Saphira Presswash
  (Conventional Ink)
• Saphira Drip Off Matte Varnish
• Saphira Roller Care Products

Try any of the products below and receive 25% off  
your first order of that product:

Call 888 472 9655 for more details

*Not valid for Heidelberg Saphira customers 
 currently under contract

Thanks to installing a VUTEk QS2000 high-speed, grand-format flatbed and roll-to-roll inkjet 
printer supplied by Heidelberg, Cockrell Enovation (Fort Worth, TX) no longer has to subcontract its 
growing volume of signage, POP/POS, window clings, labels, and other material for retail display. 
Cockrell also uses Heidelberg’s expertise in color management to color-match its display products 
across the company’s offset and digital platforms. From left: Bill Burton, operator; John Cockrell, 
Jr.; and John Hoover, prepress manager.
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1
Bindery supervisor Connie Allen and folder 
operator Vincent Vant make good use of the 
Stahlfolder B 26 three-station continuous-feed 
folder at Eastwood Litho (Syracuse, NY). With 
its four combination buckle plates and scoring/
slitting/perforating blades, the folder’s advan-
tages include fast makereadies, rapid running 
speeds, and flexibility to run all kinds of stocks. 

2
Surrounded by his staff at Spectrum Printing & 
Graphics (Rockville, MD), company president 
Andrew Berman (seated, fourth from right, front 
row), shows off his Speedmaster SM 74. The 
automated, five-color press features an inline 
coater and an integrated Wallscreen. Print 
quality is assured by Prinect Axis Control and 
Prinect Prepress Interface.

3
The Multi Packaging Solutions plant in Hol-
land, MI, produces folding cartons, brochures, 
catalogs, patient starter kits, board games, 
flash cards, and POP displays with the help 
of its eight-color Speedmaster CX 102. At the 
console are Gary Kremers, vice president; Jack 
Frost, general manager; and Mark Irving, lead 
operator.

4
A major capital investment by Excell Color 
Graphics (Fort Wayne, IN) consisted of a six-
color Speedmaster XL 105, a Suprasetter 105 
CTP unit, and Prinect Business Manager. The 
shop also uses Heidelberg’s Saphira plates, 
inks, coatings, and blankets. Seen here with the 
Suprasetter are Bob Vayda, Bill Comparet, and 
Rob Dollens.

1
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