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SURVEY

How you
read us

Lots of approval for DOMO: that is the upshot
of our reader survey. But there is always
room for improvement,

Dear readers

In the last issue of DOMO we asked you to participate in our reader survey.

247 people did, which pleases us immensely. Numerous participants also used
the comments function to submit suggestions for improvement.

Many thanks for that, too! While some results are open to various interpreta-
tions, others are quite unambiguous.

The most unequivocal answer concerned the question in what format people
read DOMO: 98 percent prefer the print version. The magazine’s overall impres-
sionisrated very favorably; 76 percent are quite satisfied to highly satisfied. We
are particularly pleased that 63 percent of our readers peruse DOMO at home,
taking that fact to mean that our magazine meets with real interest and is not
justread because it is available in the lunch room.

Both the survey results and the comments convey a somewhat more critical
view of our mix of outside (Ringier) and inside (Ringier) stories. 36 percent of
the survey’s participants rate the mix as «just right», but a majority would like
DOMO to devote more space to inside stories, in particular reports on strategic
projects and changes within the company. In our current issue we have fully
complied with this request by exclusively concerning ourselves with inside
topics. All the same, we should bear in mind that looking beyond the limits of
our own company and country will help us understand the sea change that
globalization is bringing to our enterprise and each individual working for it.

Either way - Iwish you a lot of fun reading our current issue of DOMO!

Alejandro Velert, Editor-in-chief, DOMO

/ DOMO is published four
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here is Le Temps?» Joshua

Johnson asked the audience.
The host was quite nonplussed to
find that no-one was there to repre-
sent the Swiss daily and receive the
trophy in Washington on this Octo-
ber 7th. A trophy thatis to publishing
what the Oscaris to the movie indus-
try: the Online Journalism Award in
the category «General Excellence»,
bestowed by the US Online News
Association.

In Switzerland, the members of
the editorial team, who got up in the
middle of the night to follow the
awards ceremony, are watching the
event via Internet. Editor-in-chief
Digital Gaél Hurlimann felt sure that,
despite his team’s solid submission,
they would not stand a ghost of a
chance against one of their compet-
itors, the renowned site ProPublica.
Which is why he decided against
traveling to the U.S.A. Well, his gut
was wrong.

A few days later, the team hosts a
reception to celebrate their victory.
Temperatures are still pleasantly
balmy on the terrace outside the
newsroom at Pont Bessiéres 3in Lau-
sanne, there is a lot of laughter, the
atmosphere is relaxed. The award -
already the second accolade this year
- is the capstone for their successful
digital strategy. It also validates and
encourages the efforts of this team,
which hasundergone some sad times
since their sister weekly I’Hebdo was
cancelled at the end of January and
37 jobs were cut. «This award has
done us a lot of good,» Stéphane Be-
noit-Godet, editor-in-chief of the
print version of Le Temps, admits. «It
proves that digital is the future.
We’re faced with the paradoxical
situation that, on the one hand, the
economic situation of media has
never been more difficult, and on the
other hand, the Web offers us unprec-
edented opportunities. This is the
beginning of a new golden age of
journalism.»

Digital boss Gaél Hurlimann con-
curs. The 43-year-old editor-in-chief
used to work for Romandy’s public
TV, radio RTS and the ICRC, earned
his «digital stripes» in the late 90s at
the Federal Department of Foreign
Affairs (FDFA) and went on to join Le
Temps as its webmaster. Nowadays,
his attitude to the medium is that of
an agnostic: He feels that journalistic
quality does not depend on the chan-
nel but on the ability to determine
and deploy the necessary means for
the best treatment of a given topic.
«Agnostic» has become an in-house

On the same
wavelength with
editor-in-chief
Digital Gaél
Hurlimann:
editor-in-chief of
Le Temps,
Stéphane
Benoit-Godet.

buzzword signifying the end of the
formerly quasi-sacred status of print.
Itimpliesalogic based on «web first»
- and it is this logic that has been
honored with the Online Journalism
Award. This strategy also led to a
tripling of visits since the new team
took over some three years ago: In
December 2014, letemps.ch clocked
306,000 unique visitors; in Septem-
ber 2017, there were already
1,128,000.

Canthis model be applied to other
titles? Gaél Hurlimann does not ven-
ture to answer this question but he

doeslay out the secret of Le Temps’s
success: No-one ever considered
building a huge digital editorial team
alongside the print team. The digital
team, currently totaling twelve
members, now assists the journalists
in the realization of their stories, for
example ifthey want toinclude video
clips or animated infographics.
These journalists «feed» the web
as well as the daily’s print edition.
«Of course we had to convince the
traditional journalists that this was
the way to go,» Hurlimann explains.
«Maybe we would have progressed

more quickly if we’d had two sepa-
rate teams. But that would have
meant forgoing the immense exper-
tise of these people who have been
working for years in their respective
fields.» His deputy, Jean Abbiateci,
adds: «We didn’t make the mistake of
saying: The Web is something for
young people.» The goal of the edi-
tors-in-chief is to provide the same
journalistic quality online that Le
Temps’ readers have always valued.
«That would be hard to achieve if we
didn’t have our most experienced
journalists on board.» >

Editor-in-chief
Digital of Le
Temps, Gaél
Hurlimann (right)
and his deputy
Jean Abbiateci
(center) have
managed to get
the editorial team
of the newsroom
to go along with
their «web first»
strategy.

A highly prestigious
award

Founded by the Online News Associa-
tion, an American organization, in May
2001, the «Online Journalism Awards»
honor outstanding achievements in
digital journalism. One hundred projects
from around the globe were submitted
for the 2017 awards. The projects were
scrutinized and assessed by a jury of 120
experts. Le Temps won the prestigious
«General Excellence in Online Journal-
ism» award in the «Medium Newsrooms»
category. Runners-up were projects by
ProPublica and the San Antonio Express
News.
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New digital narrative forms

The secret of Le Temps's success with its «Grand filthy lifeblood of globalization»; the report on Chernobyl - and the report - illustrated with
Formatn lies in the development of a perfectly the growing passion for skiing in China, featuring 360-degree videos - on the «Bol d'Or», the
working digital toolbox for the newsroom. The spectacular photographs taken from drones; the legendary sailing regatta on Lake Geneva.
journalistic products are composed of high-end report from Mosul, Iraqg, entitled «In Mosul, the
texts, videos, photographs, infographics and ultimate battle against the Islamic State»,

You can find Le Temps's «Grand Format»

sometimes animation. A few excellent examples: recorded with a GoPro camera; the photo report here: https://www.letemps.ch/images/
the prize-winning report «<Heavy Fuel Oil, the

by Nils Ackermann about the children of interactif

Compelling and compassionate: Nils Ackermann’s
photo feature on Chernobyl (Original «Les enfants
de Tchernobyl ont grandi»).

Award-winner: «<Heavy Fuel Oil, the filthy lifeblood ~ Spectacular shots: «When China takes up skiing»
(Original: «Quand la Chine skieran).

of globalization» (Original: «Fioul lourd, le sang

impur de la globalisationy).

A Mossoul, 'ultime
o contre I'ET

Front-line dispatch: The death throes of the Islamic
State (Original: A Mossoul, la sanglante agonie de
I'Etat islamique).

LE BOL D'OR

nologique

technologique»

Eye-popping: A report on the Bol d'Or sailing
regatta (Original: «Le Bol d'Or. Une épopée

Stunning: The war on terror (Original: «2001-2016:
La guerre perdue contre la terreur»).

»  Alotofbarriers had to be broken
down to make that happen. The ad-
vantages of the Web and the new
forms of narration needed to be
demonstrated with convincing ex-
amples. In 2015, the team scored a
landmark success: Their animated
infographic about the Armenian
genocide - hardly a crowd-pleasing
topic - registered the highest number
of visits that year, far more than the
most widely read «traditional» arti-
cles.

Recently, a long-form story on
heavy fuel oil entitled «Heavy Fuel
0il, the filthy lifeblood of globaliza-
tion» won a Swiss Press Online Award
and, more recently, a prize at the
prestigious European Newspaper
Awards - proofthat Internet journal-
ism need not be tantamount to super-
ficiality, irrelevance and a dearth of

information. This feature, the result
of collaboration between Sylvain
Besson, deputy editor-in-chief of the
print edition, and web designer César
Greppin, demonstrates the enor-
mous potential that the Web offers
investigative journalism and back-
ground stories. «I would even go so
far as to say that this medium, with
the new possibilities it puts at our
disposal, is superior to print when it
comes to presenting and analyzing
complexissues,» the journalist main-
tains. Gone, then, are the days when
an editor would get to the bottom of
astoryall by hislonesome. This kind
of venture requires interdisciplinary
teamwork and an appetite for inno-
vation. «We need to mention that our
editors-in-chief give us free rein to
experiment and build up experi-
ence,» says César Greppin, proudly

pointing other successful pieces,
including a long-form story on the
meteoricrise of skiing in China, and
a novel way of presenting the beau-
tiful pictures that photographer Nils
Ackermann took of the children of
Chernobyl.

«It’s true: We have changed the
world abit,» says Vanessa Lam. There
are three video journalists on the
team and sheis the one who hasbeen
here longest, having joined Le Temps
almost six years ago. She spentalong
time working more or less on the
fringes, but now she has taken center
stage in the newsroom, in an area
that styles itself the Digital Factory.
Mothballing the old content manage-
ment system Méthode («a closed
book to me») was the first step on the
path to true freedom. Since then, she
has been regularly hitting the road

along with a fellow journalist, editing
their stories and contributing sug-
gestions for topics. While the major-
ity of the journalists in the newsroom
have grown accustomed to taking
pictures with their iPhones, they do
call on the professionals when it
comes to creating high-end videos.
Training all-rounder journalists
capable of perfectly applying every

sessions were attended by 130 people
in the newsroom and drew a lot of
attention in the social network.

For along time, Le Temps’s man-
agement was leery of Facebook. Now,
this daily with 180,000 subscribers
exploits the network’s potential to
the hilt. «Basically, it’s very simple:
We need to adapt to people’s habits,»
Jean Abbiateci says. «It is also a way

«Digital media are superior to print wheniit
comes to presenting complex issues.»

Sylvain Besson, Journalist

available multimedia tool is still a
pipe dream at this time. Vanessa Lam
and her two colleagues have also
become more involved in handling
Facebook live sessions organized by
the editorial team. Within one week,
for example, Le Temps hosted a talk
about the future of Europe with a
political scientist, and a conversation
with the Bertholet sisters, two young
classical musicians, a cello and a vi-
olin virtuoso, respectively. These

to break with the image of an aloof
and almost arrogant paper that Le
Temps was saddled with for a long
time. The social networks are an ex-
cellent means for fostering exchang-
es with our readers.» On one condi-
tion, of course: that they are used in
away that suits the Le Temps DNA.
One of the community managers,
French-born Cédric Garrofé, spent
several years working for «20 Min-
utes France». There was never any

Large photo:
Sylvain Besson,
deputy edtor-in-
chief Print (left),
and web designers
developed the
long-form story
«Heavy Fuel Qil,
the filthy lifeblood
of globalization»,
which won the
Swiss Press Online
Award as well as a
prize at the
European News-
paper Awards.

Small photo above:
Gaél Hurlimann and
his deputy Jean
Abbiateci are
checking out the
possibilities of the
stereoscope - the
forefather of
modern VR glasses.

Small photo below:
The big Monday
editorial meeting -
the Zurich and Bern
«outposts» are
linked in via video.

discussion of applying that free
daily’s methods to Le Temps and
enticing readers with cute pictures
of kittens. «We have to make a point
of banking on quality, even if that
means bucking current trends.»
Editor-in-chief Digital Gaél Hurli-
mann has setaclear target: The idea
is not to multiply page visits but to
increase the number of unique visi-
tors and the time they spend reading
an article. The underlying intention
is to get people to keep coming back
tothe pageand subscribetothe  »
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» many newsletters offered by Le
Temps, i.e. to bind them to Le Temps
and turn them into subscribers.
Therenowned Online Journalism
Award was, however, bestowed on Le
Temps not only for introducing new
narrative forms and bringing itself
closer into line with its readers with

[
-

Quran incite to violence or the daily’s
scathing 2012 report on the hostesses
hired to attract customers for the
Geneva International Motor Show.
Most journalists have learned that
the Internet not only offers them a
wider readership but also increases
thelongevity of their work. This, too,

«l really don't wish for paper to disappear.
But even now, we need to set everything up
as if that were indeed going to happen.»

Gaél Hurlimann, Editor-in-chief Digital

an exemplary social-media strategy.
It was also because the daily’s news-
room has become something of a test
lab where new tools like «Zombie» are
developed. This program, supported
by the «Digital News Initiative» to the
tune of 50,000 dollars, allows users
to comb archives for previously pub-
lished articles relating to a current
subject. There are timeless topics -
dubbed «evergreens» - that almost
invariably generate record numbers
of visits, such as the article pointing
out that merely five verses in the

runs counter to the popular notion
that digital platforms are only about
reactivity and easily digestible con-
tents to be consumed within sec-
onds.

«We’relivingin afascinating time
that offers many new opportunities.
The Web allows us to interact more
easily with our readers, to correct any
mistakes more quickly, to get closer
to people,» says Anouch Seydtaghia,
who has been writing on information
technologies at Le Temps for several
years. «This entails that we need to

Community
manager Cédric
Garrofé (above)
came to Le Temps
from «20minutes
France». Heis
pushing for
activities on the
social network.

Atright: Vanessa
Lam (front), Xavier
Filliezand
Guillaume Carel
(back left to right)
make up the video
team for Ringier
Axel Springer
Schweiz in the
French-speaking
part of Switzer-
land, - a team that
is growing
increasingly
important.

rethink the ways in which we work
and manage our time. When you’re
writing, you simultaneously need to
think about the dimensions of photo
and video, and about Twitter and
sharing items on Facebook,» the
journalist continues. The newsroom,
physically arather modest space, has
an advantage over larger structures
in that it offers flexibility and a cer-
tain degree of autonomy. That is
undoubtedly another reason for its
success.

Now it is a matter of making the
new contents profitable, and this
more and more digitally oriented
daily needsto find its way back to the
road to financial success as well. Es-
tablishing a Digital Factory capable
of producing video content for both
editorial and advertising purposes is
part of the solution. However, there
are some more radical upheavals in
store. «I’'m convinced that, in four or
five years’ time, we’ll only be produc-
ing one print edition per week,» says
Gaél Hurlimann. «The weekend
edition, in turn, will play to all the
strengths that print still has.» Is he
being provocative? «I really don’t
wish for paper to disappear. But even
now, we need to set everything
up as if that were indeed going to

happen.» (®
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INHOUSE

Changing

perspectives

Buying things, checking in, paying bills - It's all done
digitally. But even young people can find them-
selves out of their depth online. Two Ringier ap-
prentices share their thoughts about Facebook,

FoMO and #badhairday..

Text: Ringier third year apprentices Natasha Varisco and Vanessa Vodermayer

We are them: the generation walk-
ing through the city with their
heads bent. The generation that lets
lunch go cold because the perfect
photoisn’t «Instagram ready» yet. The
generation that has replaced private
tutors with online platforms, travel
guides with Facebook pages, diaries
with apps and cookbooks with how-to

which we benefit from the digital age.
Thanks to technology we only know
the easy, uncomplicated versions of
certain tasks previously requiring
more effort and patience. Payment
transactions are something we do
online, and our check-in for tomor-
row’s flight is accomplished with a few
clicks. Spotify makes it unnecessary

first glance, but it also creates anxiety.

We are swimming in a sea where
everyone is seemingly more beautiful,
more perfect, while your own egoisin
danger of drowning. Some people look
like supermodels before they’ve even
brushed their teeth and others look
flawlessly styled even on a #badhair-
day. Despite our awareness that these

we make a run for the nearest charg-
ing station. At our age, we are totally
subject to FOMO (fear of missing out)
and its consequences. The fact that
the virtual world influences our real
world to this extent borders on the
absurd, but that is the reality of our
generation. Which is why we some-
times seriously consider going back to

needs in a certain way, but neither
should be practiced to excess. Finding
theright balanceis crucial. There’s no
getting away from it; digitalization
has already progressed to such a de-
gree that it determines our daily rou-
tines and our professional lives.

Any company that still struggles
against change and refuses to accept

«Can we write a
piece for DOMO?»
Ringier apprentic-
es Natasha Varisco
(left) and Vanessa
Vodermayer wrote
to us from the
apprentices’
holiday camp. Of

wants to appear in printed form.
Change should be regarded as an op-
portunity - one that does not so much
replace the title’s print format by on-
line platforms social media channels
and apps but uses them to make the
title even more desirable. The possi-
bilities for a title to reinvent itselfand
for employees to act on their creativi-

videos. Ever since YouTube wasborn  forustorun to the musicstore to hear people always show themselves at our crappy Nokia cellphones. But the  theshift towards digitalization tothis | course they can! ty have never been greater! We are
we’ve been in the thick of it. We are  ouridol’s latest hit, and Amazon pro- their best on Instagram, Facebook, temptation to pick up the smartlittle ~ day has essentially signed its own | «Changing looking forward to seeing how this
the future - and the futureis digital. = vides us with a shopping experience Twitter etc., we keep raising the bar box that allows us to do just about death warrant. Perspectives» is media company will evolve in the

Never mind that «elderly people»  that doesn’t require us ever setting for ourselves. If others can look like everythingat onceis simply too great. Ringier has also realized this and | theresult. years to come and we really hope the

like to remind us what it used to be
like: «We wrote real letters to each
other.» «30 years ago we enjoyed con-
certs without filming the whole
thing.» «Today’s kids spend all their
time on their cellphones!»

True. And there are many ways in

footinastore.

While we wholeheartedly approve
of digital development, we are also
faced with its downsides. The infinite
range of sources of inspiration, which
is primarily dominated by bloggers
and influencers, may look awesome at

that, we should be able to do it too,
right?

We feel the pressure of always
wanting to be online to make sure we
don’t miss out on the latest trend, the
hottest gossip or the coolest party.
And if the battery is close to depleted

Photo: Geri Born

The challenge of distancing one-
self from the smartphone and digital
culture in certain situations requires
practice and discipline. If we compare
the use of online media to the con-
sumption of alcohol we discover
similarities. Both activities satisfy our

embraced this change - which is are-
ally good thing! As «youngsters»
within this enterprise we still notice
a certain amount of fear and respect
of this new era in some of our col-
leagues. But one thing’s for sure: A
print title cannot survive if it only

Ringier enterprise will continue to
stay on the ball, thanks to its vigor,
motivation, passion and optimism.
Because even we, the generation that
walks through the city with their
heads bent, could never do without
print entirely! (¥
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FOCUS ON RINGIER

Ringier’s best photos of the last quarter

Every picture tells a story: A cross-country skier on a rollercoaster, a monster
group photograph, a selfie without a smile and a drop in a fiery ocean.

SISPORT
CHRISTOPH KOSTLIN Photographer
ULLI GLANTZ Editor

. =% Top athletes need to push
| their abilities to the limit.

¢ And sometimes beyond.
Swiss cross-country skier

¥ Jonas Baumann did just
that, to the point where he
began to suffer from
exhaustion depression and
became indifferent to his own life. Now, he is
fighting his way back. Photographer Christoph
Kostlin, on assignment for Schweizer
Illustrierte’'s sports magazine Sl Sport, had an
unusual idea for representing Baumann's
ordeal. «I'd seen a few examples of this
Inception effect on amateur photographers'
websites and felt it was very fitting.»
Achieving it took a lot of effort, however.
«Baumann had to pose only once. Then | shot
the scenery around him from various heights
and angles, using a drone.» He wound up
doing most of the work at the computer. «It
took me a whole day to put the pieces
together.» The result was worth it.

SCHWEIZER ILLUSTRIERTE
GERIBORN Photographer
NICOLE SPIES Editor

=~ =& There'snodoubt thata

e Sroup picture is one of
the hardest subjects for a
: photographer. Also: the
higher the number of protagonists, the more
difficult it gets. Photographer Geri Born took
on no less than 94 people. And he had all of 15
minutes to get it right. Schweizer lllustri-
erte had asked him to take a picture of the
staff of the Kulm Hotel in the luxurious alpine
ski resort St. Moritz; after all, this venerable
establishment had just been voted «Hotel of
the Year» by GaultMillau. The lion's share of
the credit for this picture goes to the hotel's
director, Heinz E. Hunkeler, says Geri Born:
«Somehow he managed to assemble the
entire staff - no exceptions - without letting
the 5-star hotel's guests catch on.» It was
particularly tricky to get the top rows into
the picture. «They may be smiling bravely up
there, but they had to lean forward precari-
ously to be visible,» Born explains. The hotel
staff were so disciplined that he even had time
to rearrange the groups several times to set
them up neatly by color.

LILLUSTRE
ROLF NEESER Photographer
JULIE BODY Editor

In 2019, the Swiss will vote

on whether to introduce a

ban on burgas. It actually

takes a long time to find
anyone wearing a burga in Switzerland.
Except in touristic hot spots like Interlaken. So
that is where Rolf Neeser went to get some
pictures for a feature on the burga controver-
sy in the Romandy weekly L'lllustré. In the
Bernese Oberland, however, tourists from
Arab countries generate such plentiful
turnover that even right-wing conservative
politicians are against a burga ban. Neeser:
«Thanks to a stroke of luck | came across these
two women making a selfie. None of it was
staged.» A lucky shot, not only for Neeser but
also for the foreign tourist. In her picture, she
has the legendary mountain trio Eiger, Ménch
and Jungfrau plus a local woman in traditional
costume. And Neeser has a picture encom-
passing everything from tradition and religion
by way of globalization and technology to
politics.

=

BLIC
UROS ARSIC Photographer
SLOBODAN PIKULA Editor

Snap the
picture
quickly,
before the
police
cordon off
the area, is what goes through photographer
Uros Arsic’'s mind as he shoots this blazing
cardboard factory at Ada Huja near Belgrade.
«The fire department was already on the other
side of the premises, trying to keep the fire
from spreading to the factory building.»
Meanwhile, a single workman in the factory's
yard is struggling to extinguish the burning
bales of cardboard with a hose. A hopeless
endeavor. «l shot the picture with a 14-mm
super-wide-angle lens across the fence,» says
Arsic. He always tries to get as close to the
events as possible, the photographer explains:
«Whenever I've managed that, | not only
remember the picture but | can actually feel
the situation.» In this instance, Uros Arsic was
definitely close enough: After this assignment
for Blic his skin was even slightly singed.

SCHWEIZER ILLUSTRIERTE
DOMINIC NAHR Photographer
NICOLE SPIESS Editor

Ifit hadn't been for a
chance meeting, the story
of Dr. Beppe might never
have found its way beyond
the limits of the Onsernone valley in the
canton of Ticino. Last spring, photo journalist
and war photographer Dominic Nahr came to
Switzerland to attend the wedding of a friend
from the days they had both lived in Hong
Kong. In the course of the celebration, Nahr
gets talking with the father of the bride,
Giuseppe Savary. He is the only physician in
the remote Onsernone valley. The locals call
him Dr. Beppe. He zips up and down the valley
indefatigably, to help patients suffering from
coughs, cancer, heartache or traffic accidents.
No-one in the canton of Ticino has written
more death certificates than he has. Dominic
Nahr spent a whole day following him for
Schweizer lllustrierte: «It was impressive.
Dr. Beppe runs around this valley at a
breakneck pace, and | ran after him all day
long. But when he treats a patient, time
almost seems to stand still.»

L'ILLUSTRE
CAROLINE MICAELA HAUGER  Photographer

JULIE BODY Editor
e Almost single-handedly,
Armin Capaul collected
120,000 signatures for his
referendum on horned
cows. He wants to prevent calves from having
their budding horns burnt off with soldering
irons within the first three weeks of their lives.
An old hippie, he likes listening to the Beatles
and Santana in the cowshed, but he is said to
be close-mouthed to journalists. When L'lllus-
tré's Caroline Micaela Hauger arrives at Armin
Capaul's farm at Perrefitte in the canton of
Jura, he tells her to wait in the kitchen as he's
busy in the cowshed. «I sensed that some-
thing exciting was going on, so | grabbed my
camera and followed him,» Hauger recalls. In
the shed, a cow, Rosie, is calving. When the
hind quarters appear, Capaul ties a rope
around the legs and pulls the calf into life
headfirst. «l was standing in a corner of the
little shed, taking pictures, my knees shaking.
It was incredibly moving,» says Hauger. It is a
bonding experience. Hauger spends all day on
the farm and even gets to name the newborn
calf. <Romina,» she says. «l like it,» says
Capaul.

In this feature, DOMO regularly presents the best photographs published by Ringier titles in the past quarter. n
You will find more excellent pictures from the past quarter on our Facebook page DomoRingier.
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o R'ingie_r's newest start-up «izzy» targets young, sophisticated
. women. This Swiss social-media magazine's goal is to provide
‘lntelhgent entertainment and send clear messages

Text: René Haenig, Photos Valerlano ] Domemco :
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START-UP

START-UP

ingier’s latest «start-up garage»

lies, quite unspectacularly, be-
hind some windows facing a smok-
ers’ terrace on the second floor of the
company’s Zurich headquarters on
Dufourstrasse. For several weeks
now, half a dozen women and men
have been sitting there using com-
puters and smartphones and racking
their brains to create anew magazine
for a target audience as young as
themselves. «izzy» is the name of this
Swiss social-media magazine that
spreads its contents primarily via
Facebook and Instagram. In
mid-September, «izzy»’s motley crew
posted their first item. Today, two
months on, they already have 40,000
followers on Facebook and Insta-
gram. «We’re growing at a gratifying
pace,» says Beat Brechbiihl, 40, Chief
Content Officer of the Energy Group
and the mastermind behind the
start-up «izzy».

It is the second Friday in Novem-
ber, 9.40a.m. The door to the confer-
enceroom in the hallway of the Ener-
gy Group is emblazoned with «Jay-Z
& Alicia Keys Empire State of Mind»,
and this is where «izzy» boss Beat
Brechbiihl has assembled the so-
cial-media magazine’sjournalists for
their daily meeting. Florian Scholl,
31,in charge of marketing for the new
brand, is giving a razor-sharp analysis
of'avideo that Cedric Schild, 25, pro-
duced and posted on Facebook two
days ago. The title: <How to respond
to annoying calls from telemarket-
ers». The 85-second clip playing on a
screen on the wall has Cedric’s team-
mates laughing at its funny scenes.
«That did really, really well for us, we
clocked way more than 150,000
views,» marketing honcho Scholl
comments with obvious pleasure.

Cedric had written ten gags for the
clip. As happy as Scholl is with the
overall success, he nevertheless takes
apart each individual skit, ruthlessly
analyzing how well or badly each one
performed. The clip reaped more
than 1,000 comments from users.
«Each comment is useful feedback for
us,» says Scholl. And just as he did
with the gags, he also dissects each
comment, scrutinizing and evaluat-
ing before offering a final summary.
Cedric’s skit with the account num-
ber scored highest; the gag about the
beep, however, was dead in the water.
«Itwasn’t mentioned even oncein the
comments,» Scholl notes.

Day by day, the editorial team
learns from this feedback - because
the numbers don’t lie. And Scholl’s

critiques are a blend of big data, click-
through-rate evaluation, dwell time
- and that first-hand feedback from
the target audience.

Who, then, is «izzy»’s target audi-
ence? First of all, women and one
woman in particular: Anina, 27. She
livesin Zurich, in a trendily gentrify-
ing working-class area, she has fin-
ished her media studies and now
works as head of communications for
a start-up. She is happily single, yet
somehow still on the lookout for the
love of her life, quite openin terms of
tolerance - also with respect to the
LGBT community, where she haslots
of friends. Anina hardly ever watches
TV anymore, she’d rather read abook
or watch a series on Netflix. Tradi-
tional linear television is no way to
reach her. Somuch for the marketing
facts about «izzy»’simaginary Anina.

«Now we’re trying to find those
Aninas out there,» says Scholl, out
there meaningreal life. Anina, ideal-
ly, should meet «izzy» - and become
a follower - on Facebook or Insta-
gram. A dedicated website is also
about to be launched. The «izzy»
creators’ plans appear to be bearing
fruit; within a mere four days they
have acquired another 4,000 new
followers on Instagram.

While «izzy» considers itself a
digital women’s magazine, the crew
behinditisa very mixed bunch. Over
the past weeks and months, «izzy»
boss Beat Brechbiihl recruited men
as well as women for his project. The
team includes journalists from both
print and radio, as well as video spe-
cialists.

One of the first women to join the
crew was Anne-Sophie Keller, 28.
Last summer, she made a name for
herselfin Switzerland by publishing
abook on Iris von Roten, a Basel-born
lawyer, journalist and campaigner for

« We need to have a clear mes-
sage. One that people canreally
stand by and take further!»

«izzy» boss Bernhard Brechbiihl

Above: Bernhard
Brechbiihl, Chief
Content Officer of
the Energy Group.

At right:
Impressions from
«izzy»'s-start-up
garage:

(1) Editorial
meeting with
video analysis.
(2) The latest
gimmick: a lie
detector for
surveys that
mainly promises a
lot of fun, as
Florian, Silvia and
Cedric (l.to.r.)
demonstrate.

(3) Shooting on
locationin Bern:
Anne-Sophie
Keller got up early
to get the new
Taylor Swift
album. Her old
friend, a metal
chick, is assigned
to review it - and
allowed to get
drunkin the
process.

women’s rights who died in 1990.
«Blick» dubbed Keller «the figure-
head of Switzerland’s new femi-
nism»; she wryly and wittily says
about herself: «Here at Ringier, 'm
known as the gender police - oras the
poster girl for feminism.» At the same
time, Keller is a huge Taylor Swift fan.
This morning, Keller got up very
early tostand in line at alocal record
store so she would be one of the first
to get her hands on the US singer’s
new album «Reputation». For «izzy»,
she proposed to have the CD reviewed
-but by a «metal chicky, she explains,
laughing. She managed to persuade
an old friend from school to collabo-
rate on this experiment. «Now she
can get drunk at our expense while
she’s listening her way through the
Taylor Swiftalbum and submitting to
a variety of tests.» Her idea went
down well at the editorial meeting,
sobynoon, Anne-Sophie and a video
journalist are off to Bern to meet her
former schoolmate.

Even though «izzy» is (as yet) de-
liberately active only in the back-
ground, the social-media magazine
has not gone entirely unnoticed in
the industry. In late September, for
example, «Klein Report», a media
service for the communications in-
dustry, commented that the pieces
published to date «almost always
showed a feminist bent.» The term
«feminism» is actually a less than
perfect fit for «izzy», its connotations
being too negative, stuffy and dated.
There are no man-eating women’s
libbers at «izzy». «Sure, we’re ad-
dressing a female audience,» says
Anne-Sophie Keller, «but men can
also identify with us.» Brechbiihl’s
mixed crew of women and men pro-
duces stories that are progressive,
enlightened, reflective - and enter-
taining. >

IR
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»  Cedric Schild, for instance, who
onlyjoined the team a month ago and
had previously worked as a host for
the pop channel «<Radio 105»,isa case
in point. «I wouldn’t call myself a

team had produced a few stories «on
specy, assuming they would appeal
to a young, female audience. Very
soon, however, the crew in the start-
up garage had to face the fact that one

Silvia Princigalli
(large picture)
adding her latest
proposals for
topics to the pin

behavior.

sive Swiss National
Television’s prime-time news pro-
gram «10 vor 10» broadcast a story on
the subject, including an almost
one-minute excerpt from the «izzy»

afraid to ask. Another thing that is
striking about «izzy»: With many of
these topics, especially when dealing
with street surveys, the interviewees
can come off rather badly, but the

velop something new,» Brechbiihl
insists. «Every digital product re-
quires a phase in which you can
simply test the waters of the market
in a live environment.» And every

customized content.»

Bernhard Brechbiihl

the Energy Group, which has grown
into one of Switzerland’s leading
media brands on the social Web,
clocking up to one million user inter-
actions per month in the past year.

huge feminist, and I don’t get why thing was crucial if they wanted to | board. video. editorial team adapts and editsthese  day, «izzy»’s creators learn some- «izzy» is part of a multi-brand so-
<zzy> is being branded a feminist succeed: «Our videos need to have a «izzy»’srange of topics is as varied contributions in such a way that no-  thing new before the official start. cial-media strategy under the Energy
magazine.» According totheanalysis, clear message. One that people can | «izzy»boss as the editorial team itself. Here is a one is exposed to ridicule. In these What are the next steps? «izzy» Group umbrella. After all, in Switzer-
his telemarketing video actually ap-  really stand by and that they them- | Bernhard small selection of their videos pub- times of social-mediabashing, thatis = willlaunch its own website. This will land, as indeed everywhere else,
pealed to more men than women, for ~ selves can take further,» says Brech- | Brechbiihl (at lished to date: hardly a matter of course. not only feature images and videos there is more than a single target
once. «It’s mostly about getting us  biihl. right) with his «Whatblack women go throughin Boss Brechbiihl is justly proud of  intended to score with its sophisticat- group of «young people»; there are
men to become more open-minded.» In the wake of the Harvey Wein- | team atthe Switzerland because of their hair» his crew. At first, they were literally ed target audience but also offer very specific ones like Anina, 27, that

The audience that «izzy»is target-
ing is a demanding one. «We knew
when we started out that it wasn’t
going to be a cakewalk, but that it
would be this hard did come as a
wake-up call to all of us,» says Beat
Brechbiihl, looking back over the past
few weeks. Before the launch, the

stein affair and the associated
#MeToo movement, «izzy» landed a
scoop. The social-media magazine
got women to testify on camera how
they had been harassed while going
out in Switzerland. And men con-
fessed that they had become accesso-
ries by passively acquiescing to abu-

morning editorial
meeting. Everyone
is spellbound by
the detailed
analysis of their
posts recently
published on
Facebook.

«Vegetarians talking the trash
they get to hear from meat eaters»

«We asked men if the woman came
when they last had sex»

«Black people talking the trash
they get to hear from white people»

Many of them are questions that
we have all thought about but were

frowned at by the people on the
smokers’ terrace eyeing themin their
«garage». Everybody wanted to know
what those newbies were doing there.
The fact that information about their
project was scant was not so much a
matter of wanting to be secretive as
«needing the peace and quiet to de-

well-written op-ed pieces. «Our vid-
eosmay assure the necessary growth,
but fine writing will do our relevance
a power of good,» Brechbiihl is
convinced. Every morning, he gath-
ers his team to work on fine-tuning
«izzy». At the same time, he is still
responsible for the digital content of

«izzy» tries to appeal to. There is a
market for it, says Brechbiihl. He also
knows: «If we want to reach all the
young people we’ll have to offer sev-
eral brands with customized content
for precisely defined target groups.»
And Ringier’s start-up «izzy» is lead-
ing the way. (@
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INTERVIEW / START-UP

«Create a

movement»

Launched in Poland two years ago, Noizz has already
spread to six countries - successfully. The boss of this
platform for millennials, Pawel Pawelec, talks about

hypes, Generation C and gender issues.

Interview:Vinzenz Greiner Photo: Wojciech Grzedzinski

DOMO: Pawel, when you founded
Noizzin 2015, did you start out
wanting to create a music news
platform? The name pretty much
sounds like that.

PAWEL PAWELEC: No. We were just
looking for something that would
«click». Finding the name took us
around two months. One of our

top candidates was «hype» and we
presented it to the CEO of Onet at
the time. He replied with the line
from a song by the band Public
Enemy: «Don’t believe the hype!»
And so this name was dead. Then
we thought, maybe we should try
another song by Public Enemy:
«Bring the noise». We changed it
slightly, and Noizz was born.
Onet's CEO warned you not to believe
the hype. Now you are running a con-
tent platform for a younger genera-
tion. Why do you believe init?

A hype can last a few years or burn
out within a few days. When you
follow a hype in media you have

to find smart hooks for your own
content. At Noizz we know we need
to be different, we need to be con-
sistent in building our brand and
getting consumers to trust us.

In which ways are you different from
other young platforms?

We are a platform for people who
represent urban lifestyle, no matter
what the actual demography is. The
initial idea of Noizz was to create

a mixture between Buzzfeed and
parts of gonzo journalism like Vice
and mic.com. We set out to provide
viral content and quick informa-
tion tidbits, thereby presenting the
voice of the younger millennial
generation. As a team of just seven
editors we took these goals and

started experimenting with plenty
of formats.

At what stage are you now?

We now offer a mixture of content
that is innovative and entertaining.
We see Noizz as something huge
philosophically, something that
goes beyond the classic approach
for digital publishing platforms. We
want to create a Noizz «movementy
with a unique style. The voice of
the urban and progressive crowd.
We want to speak to generation C
and their lifestyles, problems and
needs.

What is your definition of generation
C?

C stands for creative, for cool,
always connected and for living

in cities and thus urban. It equally
stands for steadily consuming the
information flow. This lifestyle also
embraces technology and issues
that are relevant to society as a
whole.

Which is more or less the target group
of Vice.

Vice is rough guerilla journalism.
We have a lot in common but ours
is a different style. We are more on
the mass-audience side, even when
dealing with bigger issues, a bit less
provocative but still touching on
heavy subjects and powerful points
of view.

That hardly goes for the story on
Slovak Noizz about ablow jobona
wedding photo in Greece!

Oh, that picture should be hidden
away (laughing). But each editorial
team has its own style and specifics
adjusted to their markets.

What about serious subjects?

We do write about political topics
when they are relevant to our audi-
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ence. On Polish Noizz, we recently
reported on the protests of young
doctors who no longer accept the
state of hospital funding. We also
wrote about the #metoo issue ex-
tensively and in several languages.
«izzy» also wants to write on gender
issues and take an explicitly feminist
approach to topics. Are you both
filling anew niche?

It’s not a niche, it’s the sign of
anew era! Just recently, in the
Noizzes of Romania and Poland,
the Weinstein issue was the most
trending subject, with two articles
each. Bernhard Brechbiihl at «izzy»
is good at picking up on important
topics in society. He was coaching
us when we invented Noizz in
Poland.

Are the same subjects popularinall
Noizz countries? Or are there differ-
ences between the Generation Cin

Serbia or Germany?

We are still in the early days of
analysis. But there are some types of
content that resonate well in most
countries. Cool fashion, hype
culture, smart observations, strong
voices and aesthetic pictures are
popular throughout Europe. But
some regions are more concerned
with social development than
others. For example, a Polish story
about recycling plastic bottles did
well in Slovakia and Poland;
elsewhere it didn’t work as well. In
terms of reporting, Germany, Serbia
and Romania are definitely more
hardcore (laughing). For example,
by discussing more drug- and
alcohol-related subjects and taking
on social problems as well.

Can the other Noizzes profit from mis-
takes you learnt fromin Poland?

We treat the project like a start-

up, so we are in a constant loop of
experimenting and learning. In the
beginning, we made the mistake

of reporting too broadly on too
many subjects. In doing that, you
overwhelm the users. At the Polish
Noizz, we reduced the amount of
content and categories in favor of
quality. This insight is now paying
off for all Noizzes: Every month we
now have over 10 million unique
visitors in the entire Noizz family.
How do you unite the Noizz family?
First of all, we have the «Noizz
Clubv, a platform allowing employ-
ees to find inspiration from content
shared on the basis of data analysis
and cross-Noizz performances. It al-
lows editors to see valuable signals
based on real data insights. We also
have our own channels on Face-
book, there we can exchange inter-
esting articles or ideas. And then

Pawel Pawelec
lives and works in
Warsaw. He is the
«International
Content Product
Officer» at Noizz
and in charge of
strategy and
synergy for the six
Noizz countries.
36 yearsold («I
feel more like 17»),
he has been with
Noizz from Day
One. «In Noizz
articles we never
indicate the
author's age to
forestall ageism.»

there are video conferences and a
channel for the editors-in-chief and
the business owners where they
exchange concepts and share busi-
ness-related experiences. Oh... and
there are «Noizz Summits» twice-a-
year where all our colleagues come
together.

Do you also talk about how to earn
money at these summits? | wonder
how youdo that...

Business cases are one of the most
important items on our agendas.
We share our best ideas. Mostly,

we discuss how we could support
each other and learn from each
other’s ideas. We’ve come to the
conclusion that we need a mix of
packaged formats that we can offer
our advertising clients - from native
advertising to customized banners.
Still, coming up with a pan-Noizz
campaign remains a big challenge.
So far, each Noizz country pursues its
own strategy?

Now, on each national level, we

are doing all forms of advertising.
Recently, for example, the Serbian
team delivered campaigns for Diesel
and Reebok, involving photo shoots
with models. In Poland we made a
mini documentary about Volkswa-
gen Bulli, which scored 250,000
views.

Does that pay?

This July was the first time we had a
positive money flow. In addition, we
are working on developing sustain-
able revenue streams for activities
such as Noizz events.

What are the next steps for Noizz?
We are really focusing on video for-
mats production. The most promi-
nent example is «Noizz Food». Also,
we are developing street-fashion
campaign photography. A big part
of our brand building will take the
form of dedicated Noizz events. We
want to replicate the most success-
ful ones in other markets and estab-
lish sub-brands of Noizz activities,
e.g. our own lines of fashion, food,
drinks or festivals.

Are you planning to enlarge the
family?

There is a lot of intense discussion
going on and it is only a matter of
time before we expand the brand
further. At the same time, we’re
developing «Noizz Food» for even
more markets. Another good exam-
ple of successful expansion is the
Spanish fan page, on which we are
distributing our own productions
to all Hispanic audiences. We want
Noizz to have a more global reach
wherever possible. (®
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RINGIER MEETS THE STARS

«Borls, you owe
me money

Finding Boris Becker strapped for cash did not exactly come as a
surprise to us. Our writer wound up paying the way for the tennis
legend: a couple of beers here, a few costly St. Moritz ski passes
there. At least «<Boom Boom» had a few exclusive stories to tell.

Text: René Haenig

he first time I meet Boris Becker,

50, he is lounging in the chairlift
from Gstaad up to Wasserngrat, his
two sons, Noah Gabriel and Elias
Balthasar, 12and 6 at the time, sitting
by his side. It is mid-July 2006, and
the German tennis legend (still the
youngest Wimbledon winner in the
tournament’s history) is touring the
Bernese Oberland on behalf of the
Cleven Becker Foundation’s project
«Fit 4 Future». On this day, he is ac-
companied by multimillionaire
Hans-Dieter Cleven, 74, then still a
close friend and business partner of
Boris’s, today one of Becker’s princi-
pal creditors (who wants him to pay
back 36.6 million euros).

Iactually have a confirmed inter-
view date with Becker - for the week-
ly «Schweizer Illustrierte» -, but Bo-
ris’s boys are hungry. They are
nagging and dragging their father
mercilessly towards the Berghaus
Wasserngrat restaurant, where lunch
is waiting.

My photographer is griping, too.
He finally wants to get the pictures of
Boris and his kids he was promised -
and then grab a bite himself. I pro-
pose to Boris that we just take a cou-
ple of pictures now and do the
interview in the evening at Le Grand
Bellevue when he’s put his brats to
bed. Relieved, Boris agrees. Hours
later, he turns up at the appointed
placein the luxury hotel’s bar, and his
manager announces a limit of «15
minutes max for the conversation».
Boris sends her away, gently but firm-
ly. I catch myself thinking: «Good

things come to those who wait.» To
start off, Boris orders a beer for him-
self, and away we go: He chats about
his flat in Zurich, his visits to the
fancy restaurant Kronenhalle, his
modest cooking skills («I do soup and
spaghetti») and his even more modest
mastery of Swiss-German («‘s isch
guet» - it’s fine - and «Griiezi» - hello
-isall he’s got).

A good half hour and two beers
later, our interview is over. Boris
takes a powder. The waiter brings the
check. He wants money for Becker’s
two beers. And so, I find myself pick-
ing up the tab for Boris. Little did I
know this would not be the last time.

Boris often takes a powder

Some two years later, around New
Year’s Eve 2009, I am heading for St.
Moritz’s legendary hotel «Badrutt’s
Palace», once again on assignment for
«Schweizer Illustriertey, to report on
how the rich and the famous, like
singer Bryan Ferry - and yes, tennis
legend Boris Becker -, bedecked with
furs and gems, toast each other with
champagne. For several days now,
Boris has refused me an interview,
and itis unlike him to be standoffish.
Late at night, in a dark alley of the
luxury ski resort, I bump into the
reason for his odd behavior: Lilly
Kerssenberg. For three years, the
Dutch model had been Boris’s girl-
friend. A year ago, he had broken up
with her - by text message. Then he
got engaged to Sandy Meyer-Wolden.
And for a few weeks now, he’s been

From Baron von

Slam to bankrupt:

As an athlete,
Boris Becker was
known for
breaking records,
as a private
individual he was
notorious for
breaking news

- about tax
evasion, sexina
broom closet or,
more recently,
going broke after
having earned
millions. Ah yes,
and they even
named a sea snail
after him: Bursina
borisbeckeri.

disengaged. Which is why I find him
strolling through the snowy Enga-
dine valley cuddling and smooching
with his ex-girlfriend Lilly. «Hi, Boris,
enjoy your evening,» I say by way of
a greeting. Becker is obviously sur-
prised to see me. «Come to the Palace
at eleven a.m. tomorrow, and we’ll
talk.» Great, I appear to have my in-
terview.

Long story short: The following

day, I turn up right on time in the
lobby of the Palace hotel. No sign of
Boris. I wait. Half an hour, an hour...
Outside the hotel, my photographer
is slowly but surely freezing her feet
off (in 0 degrees Fahrenheit weather).
Her camera equipment makes it im-
possible for her to enter the balmy
luxury inn. A full two hours late,
Boris finally appears, wearing a yel-
low Bogner skiing outfit and trailing
Lilly and his youngest son, Elias. As
the hotel’s own Rolls-Royceis already
on the road somewhere they all
squeeze into my Audi A3 and I drive
them to the station at the bottom of
the Corviglia ski run. On the way,
Boris cheerfully announces: «We’re
back together and happy!» The year
2009 kicks off with an absolutely ex-
clusive news story.

While Boris and his love pose for a
photo with his son he asks me to go
ahead and buy the ski passes for
them: two adults, one child. And then
he’s suddenly in a hurry, dashing into
the Chantarella funicular with the
passes I had already thrust into his
«Becker fist»... «Boris, you owe me
money!» (P
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MICHAEL RINGIER

The Sleep of Reason

opulist right-wing conservative leaders in democratic countries

all operate according to the same pattern: As they cannot achieve

absolute sovereignty of opinion, they plot against everyone with

differing views. In the countries of Eastern Europe, public broad-
casters are staffed with loyalists and private media are punished through
advertising restrictions or special taxes. And in the U.S.A. they are public-
ly vilified and tweeted down. The left wing, however, likes to perch on the
same high horse as its right-wing adversaries when it comes to defending
sovereignty of interpretation. Anyone who criticizes Islam must be isla-
mophobic, in defending the rights of Palestinians it is fair to deploy some
antisemitism, and leftist feminists are trying to sell us the wearing of
burqas as a symbol of female self-determination.

But now, the unholy monopolists of interpretation have been joined on
their perch by a species no-one really expected to find there: creative ar-
tists. What happened? The Whitney Biennial showed a painting by the
American artist Dana Schutz. It depicts the corpse of Emmett Till, an Af-
rican-American youth murdered in the 1950s by two white men for allege-
dly molesting a white woman. The publication of photographs of the dead
boy was explicitly approved by his mother at the time. For British artist
Hannah Black, however, Dana Schutz’s oil painting is a case of cultural
appropriation: «It is not acceptable for a white person to transmute Black
suffering into profit and fun,» she criticized in an open letter co-signed by
50 artists and curators. She also called for the painting to be removed and
destroyed.

Michael Ringier, Publisher

Journalists do the same thing artists do: They take on a subject and write
or pass judgement on it and get paid for their work. According to Hannah
Black’s logic, white journalists should stop reporting on corruption in
South Africa. And black music critics had better keep their hands off Eu-
ropean classical music. And basically, our restaurant guide GaultMillau
should no longer report on Asian food, or else somebody might call for the
book to be taken off the market. The destruction of works of art is so-
mething that happened not all that long ago. Totalitarianism has finally
arrived in the arts.
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MY WEEK

TUESDAY

My week really begins on Tuesday, the day we
start working on the new issue of Llllustré. We
kick off with the big editorial team meeting; at
noon we have our weekly gathering of the
main editorial office. We combine business
with pleasure by having lunch together at the
Ming Xuan Thai restaurant. In the evening |
have a dinner appointment - I'm meeting
friends for a Halloween party!

WEDNESDAY

The plethora of pictures for all of our stories
threatens to overwhelm us - but only just!
Mireille Monnier and | get to work designing
the stories for the upcoming issue.

The lllustré should be full of variety. From
nature reports on animals to glamourous
photo shoots - each story calls for its own
language, its own style.
B YA
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Julie Body, 43, Art Director
«Llllustré» in Lausanne.

THURSDPAY

Two years ago, my friend Stéphanie Meylan
and | opened «La Sonnette», an art and design
gallery. Tonight, we're presenting visualiza-
tions by post-graduate science students from
the University of Lausanne. Students,
researchers and professors drop in to see
these artistically exciting creations. The place
is jam-packed, the opening a success.

We're thrilled!

FRIDAY

We tackle the cover. There's probably no other
page that is as demanding. Subject, image and
text have to be perfectly in tune. We'll be
making lots of changes to this page until
Monday. At lunchtime, editor-in-chief Michel
Jeanneret and | celebrate our ten-year
anniversary on the job. This year, he entrusted
me with the complete make-over of Llllustré, so
he deserves being treated to lunch.

! $ED
8%%%8}}2%T 6 p.m. Time is running out! And then, the

NOTREA RGENT

o N done it, the magazine goes to press Take

= LE ROLE AMBIGU DELASUISSE
" mLES CHIFFRES DELAHONTE

a deep breath. Tomorrow, a new week
@g& will begin, with a new issue.

SATURDAY

| spend Saturday afternoons minding «La
Sonnette», welcoming visitors and generally
unwinding. | am quite removed from the
publishing house. Here, there's no news, just
art, graphics, pictures. Visitors are very
interested in the scientists’ work, engaging in
lively discussions. Just what we had in mind!

SUNDAY

After a late brunch, | meet Caroline Zingg,
editor-in-chief of our supplements.

We are working on the double issue with the
end-of-the-year review, which is really
important. What were the best stories, the best
pictures, the best topics? The choiceis huge!

MONDAY

Waiting for the Monday miracle! We need to
finish the issue. The layout designers and
photo editors fortunately keep their cool,
despite constantly having to comply with
requests for alterations. Every hour
counts! The first section of the issue

* needs to be done by 10 a.m. the cover by
1p.m., the rest must go to the printers by

Monday miracle really happens. We've
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Diplomacy & Dressage

Michael Passen knows when to apply the whip. In his job as head of
production services at Ringier he is the linchpin between editorial team,
publishing company and printing plant. In his private life he also keeps

a tight rein doing dressage.

Photos: Geri Born, private

ichael Passen, 52, was basically
born to work in publishing: His
parents owned a printing plant. And if
the senior Passen had not found it so
hard eventually to let go and turn over
the family business to his younger son,
the latter would probably now be busy
printing in his own plant rather than
periodically wielding the whip as head
of production services at Ringier. In this
role, Michael Passen is the linchpin be-
tween editorial team, publishing com-
pany and printing plant. A job in which
«you need to be diplomatic, but some-
times you also need to apply pressure.»
If the editorial team of «Schweizer Illus-
trierte» wants to go to print past its
deadline because ace tennis player
Roger Federer is protracting his victory
at some tournament or a baby Royal is
late coming into the world, Passen
makes sure that essentially predeter-
mined timeframes are extended, shifted
or changed altogether. The Zurich native
has been at this for ten years at Ringier.
Previously, he worked for the daily
«Neue Ziircher Zeitungy. A trained print-
ing technologist, he attended several
vocational schools to get his diploma.
When Ringier launched its successful
bi-monthly country-life magazine
«LandLiebe», Passen’s number-crunch-
ing skills were crucial. Long before the
first issue reached newsstands or sub-
scribers, he worked out whether this sort
of «zine» would pay off for the company
down to the last detail. «Paper, printing,
postage, logistics - all of that must be
taken into account if you want to know

whether a new product will be profita- |

ble.» Passen’s numbers provide the basis
for the executive level’s decision: We’re
doing this! or: No profitin it!

In his private life, Passen has found
happiness both at home and on horse-
back. For years he hasbeen participating
in national and international dressage
competitions. He earned the money for
his first riding lessons cleaning out sta-
bles for wealthy lawyers. Today, Passen
owns a farm with seven acres of pastures
and plow land near Riiti, east of Zurich.
He lives there with his second wife -
whom he met working for Ringier, seven
horses - a German shepherd and a Nor-
wich terrier. RH®

5 R

A man with carrots and sticks: Michael Passen has been with Ringier
for ten years. As head of production services he makes sure printing
deadlines and budgets are met. In his private life, he is often on
theroad to national and international dressage events in which he
competes - or at home looking after his farm.
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Editor’s
Choice
by Marc Walder

Ringier CEO

Marc Walder tells you which
books he has read and why
they fascinate him.

Rolf Dobelli
THE ART OF THE GOOD LIFE

What is it, really,
that constitutes
a good life? In his
books, Rolf Do-
belli, bestselling
Swiss writer and
entrepreneur,
points out that the roads to hap-
piness are many. His follow-up
to the chart-toppers «The Art of
Thinking Clearly» and «Die Kunst
des klugen Handelns» («The Art
of Acting Wisely») presents 52
conceptual models to help us
see and understand the world
in new ways. Dobelli, for exam-
ple, explains how to cope with
the focusing illusion. Sounds
complicated but it's really quite
simple: Looking at your life from
the greatest possible distance
you discover that certain things
that seem important momen-
tarily hardly have an impact on
your existence as a whole. If you
look at it this way, a billionaire
like Warren Buffett is not a bit
happier than anyone else. Rolf
Dobelli's writing is wise, enrich-
ing and a real pleasure to read.
Publisher: Sceptre

ROLF DOBELL

Die Kunst
des guten
Le lJ( ns

Cristiane Correa
DREAMBIG

Jorge Paulo Le-
mann is as rich as
he is discreet. The
Swiss  financial
monthly «Bilanz»
B estimates the
wealth of this Bra-

zilian W|th Swiss roots at around
28 to 29 billion dollars. And yet,
Lemann, who lives in Rapper-
swil-Jona on Lake Zurich, is un-
known to most people - despite
the fact that he and his two part-
ners, Marcel Telles and Beto
Sicupira are among the most
successful investors of our time.
In the past few years they have
acquired some of theicons of the
US economy: Budweiser, Burger
King and Heinz. Brazilian journal-
ist Cristiane Correa manages to
give some fascinatinginsightsinto
the way this trio thinks and works.
Publisher: Primeira Pessoa

EVERYTHING NEEGED FOR
VIETNAMESE WOMEN'S LIFETIME

HAPPINESS
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