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The only goal is
Absolute Quality

Quality – the one goal which every company strives for irrespective of the market it serves. As a brand owner, you want 
to know that you are receiving only the best. While quality can often be a subjective thing, when it comes to tangible 

elements, quality is obvious, while the opposite is just as obvious.

Take print – for those of you who still consider print a valid part of your 
marketing campaigns – good quality print contributes to and enhances 
the appeal of your campaign while poor quality print can ruin a strong 
campaign. Not all printers are made equal. So, how do you tell a good 

printer from one who does not apply the same standards? The answer is simple, 
do your homework. Meet printers, see their work and judge for yourself.

Here at Nex Media, we search for quality across all sectors and one way of doing 
this is through the Nex Invasion – a visit to a company to meet with the people 
who deal with customers to find out what makes the company tick. Our latest 
victim was House of Print – a company which takes print quality so seriously 
that every single person is actively involved in quality control.

House of Print is part of the CTP Group of companies having merged with Artone 
Press almost four years ago as part of a strategic move to streamline the music 
market. At the time the market for music printing – CD inserts and covers – was 
split between House of Print and Artone Press. The primary concern for these 
two companies was the shrinking market in music printing. The synergies which 
existed between the two companies made a merger the optimal solution bringing 
two similar organisations together under one umbrella.

The Nex Invasion of House of Print was designed to explain the range of services 
offered by the company, to introduce the people who deal with clients and to give 
you a better understanding of how this company achieves quality at any cost.
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Run by managing director Andre Bam, House of Print has been around for a long 
time. Andre has personally been at the helm of the company for more than 20 
years. His personal philosophy is quality at any cost. It is not surprising then 
that House of Print is based on this same foundation. For Andre quality extends 
beyond the simple matter of print quality to the full experience received by the 
customer. Andre’s background is print having successfully run his own company 
Execuprint for many years before buying into House of Print. He knows what 
customers want and expects that his team will do everything possible to 
ensure that this is achieved.

While Andre is completely hands-on in terms of the day-to-day operations of the 
company, relies on a dedicated team of knowledgeable and experienced people 
to ensure smooth running of the daily functions but more importantly that client 
expectations are met, even some of the more complex requirements.

Peter Downer is the general manager of production with the responsibility of 
overseeing all aspects of the various jobs printed at House of Print. The company 
has four main streams of print production, Financial Printing, Commercial Printing, 
Point-of-Sale and Music. Each one is managed as a separate entity, even where 
crossover occurs. This is partly due to the different production techniques but also 
because of the specific requirements of the customers in each sector. Financial 
Printing addresses the market for annual reports and other financial reporting 
structures where accuracy, correctness and timeliness are of paramount 
importance. Music Printing is pretty self-explanatory and Point-of-Sale includes 
all manner of instore display and promotional material. Commercial Printing 
includes all other types of litho and digital printing ranging from packaging 
through to publications and everything else in between.

Peter commented, ‘We work on a system of percentages of correctness. Every job 
that arrives is considered to be a 100 percent problem. The task of every person in 
the production process is to reduce that to the point where the job is sent out to 

the customer and it must be 100 correct. What this means is that each person is 
responsible for quality control and checking. Every single person has the authority 
and obligation to reject a job should they come across a problem.’

A full set of operational procedures has been put in place governing the process 
of checking and rejecting a job as it is received from the previous process. The 
entire process starts with the sales reps who deal with the customers as the 
initial point of contact. However, as in any organisation, the primary function of 
the sales team is selling and as a result each incoming job is handed over to 
one of the three customer liaison executives, Priscilla Gounden for commercial, 
Dawie Coetzee for financial work and Angelina Govender for music work. 
Point-of-sale is handled directly by Pedro Martins, the administrator of the 
Point-of-Sale department. 

All processes within each production stream are co-ordinated by these people 
including all interaction with clients. This allows customers to have a single 
point of contact for all queries. There is one exception, when quoting clients on 
a specific job, the information gathering is handled directly by one of the four 
estimators, one for each sector of the company. This ensures that the people 
who understand what is required obtain and impart the relevant and correct 
information for each job. Estimators are encouraged to develop a close working 
relationship with clients which assists in educating clients on the type and 
nature of information needed for accurate quotes to be generated.

Consistency of contact is important for customers and the House of Prints 
client liaison ensure a constant and accurate flow of information to and from 
customers, keeping them up-to-date with the status of jobs throughout the 
production process. Priscilla has been with House of Print for five years but came 
to the printing industry in 2000. Dawie has been in the industry for over 20 years, 
the two act as a go-between with each stage of the production process and the 
customer. As with every other employee in the company they are responsible for 
ensuring that quality remains a top priority. Each and every client is required to 
complete a Data Form which gives the company all relevant information on the 
client. This streamlines all future dealings with that client. As the client liaison, 
for the commercial and financial sectors part of their responsibility is to inform 
clients on what is possible and what timelines will be required to achieve each 
type of job.

Andre Bam, managing director of House of Print

Peter Downer, general manager of production

Priscilla Gounden

Dawie Coetzee
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Peter added, ‘We are always working on the percentages of problem. There is 
no point in a job reaching the end of the production process only to discover that 
a problem has gone through. It is in everyone’s interest to resolve a problem as 
soon as it becomes apparent. As an example, our machine minders know that 
they can pull a job off the press and reject it if they find a problem, because 
once it is printed the cost of fixing it is so much greater.’ 

On the music side of the business, Angelina has been with the company for 
26 years. This is a simpler process in that the vast majority of the clients that 
House of Print deals with have a longstanding relationship with the company 
and therefore, know the technical requirements. A lot of the work handled in this 
department is repeat work or at very least based on a template system. Due to 
the level of experience and expertise within the company, and the fact that Music 
has its own dedicated production stream.

Printing is very much a cyclical business with peak and trough periods. The 
music industry has its main period towards the end of the year as this is when 
the greatest volume of music is released. The financial sector has a couple of 
high points depending on the financial year-end of the various companies it deals 
with. The Point-of-Sale Department has a number of peak periods during a year 
based on the peak sales periods throughout a year. 

Work is scheduled for production according to a number of factors. A first-in 
first-out scenario does not always work because rush jobs are always a factor 
that have to be accommodated. It is for this reason that jobs are looked at 
according to the run length and requested delivery date – especially in the 
commercial and financial sectors. Jobs of under 500 copies are automatically 
scheduled for one of the digital presses. 

House of Print was one of the early adopters of digital printing and currently has 
three full-colour digital presses and three black-and-white presses. The digital 
printing department, under the guidance of administrator Immaculate Thubakgale, 
is self-sufficient with its own dedicated finishing section. An important benefit of 
digital printing is the ability to handle variable data. Many jobs require variable 

data or personalisation, something which cannot be achieved by litho printing. 
The latest addition to this department is the new Xerox Colour 1000i press which 
has the ability to print silver, gold or clear varnish inks thereby enhancing the 
appearance of the printed job.  

Peter added, ‘This machine has allowed us to produce some spectacular gold 
prints. It also has a feature which allows us to create a raised varnish effect 
giving a new dimension to the prints we can do for our digital print customers.’

Jobs ranging from 500 copies up to 18000 copies are printed on one of the five 
sheetfed litho presses including an eight-colour Heidelberg Speedmaster 74 
perfecting press, a five-colour MAN Roland 700, an eight-colour KBA Rapida 105 
Universal and the flagship Rapida 106 eight-colour perfecting press with reel 
feeder, which offers greater efficiencies and cost-effectiveness. This particular 
press, with its maximum printing speed of 18000 sheets per hour, high levels of 
automation and complete print in a single pass has single-handedly taken over 
the work of four other presses, all of which have been decommissioned. This 
machine is run by a single machine minder with one assistant and another 
person responsible for ensuring that there is sufficient paper lined up to keep 
this hungry press fed.

Angelina Govender

The Xerox iGen 4The eight-colour KBA Rapida 106 press at House of Print

Peter Downer checking quality coming off the Xerox Colour 1000i

Gary Kingston, checks all jobs before they go to press
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House of Print caters for all sectors of the market. Longer runs may be handled 
to one of the web presses within the holding company. For large magazine or 
Catalogue printing, the covers will be handled by House of Print and the text of 
the job will be sent out to one of the group companies.

Andre commented, ‘This is one of the benefits of being part of a larger 
organisation. We have the access to almost any type of production facility to be 
able to meet the specific requirements of our customers. Another major benefit is 
that we can use the financial power of the group to negotiate the best possible 
prices for all our production consumables which means that we can offer our 
clients the most preferential pricing.

The Point-of-Sale department run by Pedro Martins is, by its very nature, a 
more labour intensive department. Teams are created in each section of the 
department with a skilled person heading up a team to achieve the various 
necessary tasks. Pedro has been with the company for more than 20 years and 
is responsible for more than just the production in the Point-of-Sale department. 

Many of the items printed and created in this department have to tie in with 

other elements produced in other departments. A CD launch for example can 
have elements produced in every department. A CD cover for example, can have 
elements printed on litho and digital, it can have point-of-sale displays and 
posters printed on the large-format Vutek flatbed press and all of these will 
have to be pulled together as part of a complete campaign before delivery to 
the client or to various locations around the country.

The other main difference of this department is that most of the creative 
conceptualisation for the jobs produced are actually done internally. With most 
of the other departments what is printed will have been almost entirely received 
from clients. With the Point-of-Sale department the designs for the various 
elements will be handled by House of Print in collaboration with the client. The 
client will have the concept but House of Print will have to take that concept 
and find a viable way of making it work. 

Attention to detail underpins every single facet of the work handled by House of 
Print as it is this which ensures that quality is maintained. This extends to record 
keeping. The production and yield of every single press is recorded, measured 
and monitored to ensure that it is operating at optimum levels or to find where 
shortfalls occur and then to determine the best method of rectifying a situation. It 
also provides a means of controlling the cost of sales and cost of production.

Andre concluded, ‘Our approach is designed to empower our staff to take 
responsibility for every job they work on. We have tried to remove the emotion 
and increase accountability, not for the sake of punishment but for the sake of 
improvement for the benefit of our customers but also to have a positive 
influence on the bottom line which benefits all our staff members.’

While many people may consider print to be a declining process, a visit to a 
company like House of Print is clear evidence that this is not the case. Printing 
may have changed but it is still an essential part of the sales and marketing 
process and will continue to remain relevant for a long, long time. Why not 
conduct an invasion of your own and see how House of Print can help you to 
turn print to your advantage.

Pedro Martins

Luke Biccard and Shayne Mushekwa in the CTP departmentThe point-of-sale department
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