


 

Digital Print Case Studies 

 

Best Practices in Digital Print F I F T H  E D I T I O N  www.podi.org © 2005 PODi, the Digital Printing Initiative 

VERTICAL Travel & Entertainment 

BUSINESS 
APPLICATION Specialty Printing/Other 

CLIENT Euro 2004 Sa 

http://www.euro2004.com 

The Euro 2004 Sa is the organization for the 2004 European Football Championship.. 

PRINT PROVIDER Litho Formas Portuguesa SA 

http://www.lithoformas.pt 

Litho Formas is a large Portuguese full-service printing firm that offers traditional as well as 
digital printing. 

HARDWARE Offset: Goebel Optiforma 6 color/Digital: Xerox DC130, DocuPrint 500 

SOFTWARE VenueMaster/MS Excel and Access, Creo Darwin Desktop, Quark Xpress/Creo Darwin 

FINISHING Hologram stamping machine, Kern Multimailer 2000 is the inserting machine that matched 
tickets to letters and put them in the envelope. 

TARGET AUDIENCE About 75,000 clients (average request of six tickets), 1500 top clients on a first-class program; 
20 national associations and more then 20 commercial partners 

DISTRIBUTION 1,280,000 tickets were mailed to 175,000 clients directly 

DATE April to June 2004 

DESCRIPTION The Euro 2004 ticketing program was designed as a marketing tool that would increase 
customer satisfaction and improve service through providing a totally personalized ticket and 
guide to the European 2004 football events. 

The UEFA European Football Championship competition is held every four years with 16 
teams. The Euro 2004 has free matches in the first phase of the tournament. Ticket holders for 
winning teams get free tickets to the next match and vouchers for quarter-finals, semi-finals 
including first and second-leg, as well as the final game vouchers to exchange for tickets at the 
voucher collection points. If a team does not progress, the fan can keep the memorial voucher 
as a collector’s item.  

Both Web and conventional channels did sales in advance, but ticket distribution was done 
only at the last minute in order to prevent counterfeiting and resale on the black market.  

These special tickets provided access control for more than 1200,000 people at ten venues in 
31 matches. Each ticket had on it information about match teams, venue, entrance, client and 
seat location.  

When tickets were sold, information was captured in a central database. Then, confirmation 
letters were sent out about ticket sales with numbers and names. Tickets were sold worldwide, 
and designed to be attractive having all the latest security features for the best access control.  
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One of the main goals in creating the personalized tickets was to aid attendees in finding their 
seats. Graphic data such as flags of the teams, images of the stadium, and more were 
provided for each match. An image of each stadium’s seating chart with the appropriate seats 
highlighted in color was printed on the back of each ticket.  

Another goal was to reduce black market activities such as scalping and counterfeiting. These 
efforts were successful because ticket holders had to show the tickets with the named person 
and appropriate identification at the entry points. Using a barcode scanner that gave the 
correct location and entry for each ticket made it difficult for tickets to be mismatched, scalped 
or counterfeited.  

The venues could account for every seat, and the system would identify any duplicates. There 
were only two problems: attendees tried to redeem tickets for group matches at the wrong 
match.  

SALES PROCESS 

Miguel Abranches Pinto, Director of Litho Formas Portuguesa SA, says the project was an 
enormous one and as such companies from around the world bid on the job. The Tournament 
Board made the final decision. Pinto feels that its existing business relationship with the 
organization helped Litho Formas win. His company had done a personalized mail campaign 
for people who had applied to buy tickets.  

VARIABLE DATA ELEMENTS 

During the two months prior to printing, Litho Formas Portuguesa SA developed procedures 
with Euro 2004 to guarantee data integrity, security and a smooth operation in generating 
database files. The logic for 60 variable data fields, including ten images, was defined in a 
procedures document.  

Rules were applied to the graphic interface using Creo Darwin software. VenueMaster 
captured the information as a database agent with 40 fields and exported data files for each 
ticket. Microsoft Excel macros were used to introduce barcodes in the first stages for later 
matching with the insertion equipment.  

PRODUCING THE JOB 

Creo Darwin and Quark were the main graphics and layout programs used to import the 60 
graphics files. The ticket sheets were first printed using offset equipment and the personalized 
information was printed on the Xerox printer. Optical printing marks on the offset sheets were 
read by the system to trigger the digital printing. Compiled pages were sent to a front-end 
Creo Spire RIP with VPS language to export pages to the Xerox Docucolor 130 for printing in 
full color on both sides. 

Arjo Wiggins Security Paper Division developed special security paper for this project. A 
colored polyester layer was covered by 70 gr/m2 offset paper on both sides. The Web offset 
printing was done on a six-color Goebel press in two runs (front & back) including four 
process colors and four security inks. Die cutting and mechanical numbering was applied. 
Then a specially developed hologram was stamped on the front of the ticket. 

After the variable data information was printed on the tickets, they moved on to the Kern 
Multimailer 2000 for insertion. The insertion process was driven by barcodes printed on the 
tickets and in the letter. The inserting machine read the barcodes on the tickets, which inserted 
them in the C5 window envelopes. An accompanying letter was pre-printed on offset presses 
(four process colors on each side) and personalized in a continuous feed black and white 
printing system (the Xerox DocuPrint 500). 
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The completed ticket packets were stored in huge safes at the printer site. Armed guards 
delivered the ticket packets to National hotels in Lisbon over the course of eight days. Sponsor 
tickets were delivered the same way. Ticket sales began in early 2003 and finished in early 
June 2004. 

RESULTS 

More than a million tickets were issued for the events, and no counterfeit tickets were found. 
Customers liked the design of the tickets and found them easy to read. Pinto says the successful 
project brought in revenue of several hundred thousands euros to Litho Formas. In addition, he 
hopes the flawless operation in producing Euro 2004 will give Litho Formas the inside track for 
printing the World Cup tickets in 2006. 

FUTURE PROJECTS 

Euro 2004 shut down its operation at the end of 2004. However, Litho Formas is now 
producing tickets for the 2005 finals to be held in Lisbon and doing another project for the 
education ministry of Portugal.  

These jobs will be produced based on the same technology but will take the personalization 
another step further. The first stage is the mailing of 120,000 letters with peel-out cards that 
are photo offset printed and personalized on one side. The recipient is directed to a Web site 
to give information used to personalize the next mailer, which is a flyer.   

 


