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DELIVERED TO OVER 1,200 HIGHER EDUCATION  
CREATIVE & PRINT PROFESSIONALS ACROSS THE UK 
IN PRINTED AND DIGITAL FORMATS
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ABOUT ACPME'S FLAGSHIP MAGAZINE

pages

Digital files only

Press-ready CMYK PDFs only. 

RGB files are not acceptable and 

we will ask you to resupply copy.

Please note that live matter 

should be at least 5–7mm from 

trimmed edges.

Trapping is the responsibility  

of the client – please check with 

your designer.

Logos, pics and illustrations 

for advertorials must be saved 

as EPS, TIFF or JPEG with a 

resolution of 300 dpi.

pages reflects the varied 
interests and activities of  
Higher Education creative & print 
professionals. It combines  
in-depth, feature-led content,  
with a unique platform for your 
company to raise its profile in  
the increasingly competitive  
and fast-changing HE market.

Circulated three times a year, in Summer (after 

ACPME Annual Conference), early December and 

March, pages reaches both HE managers who 

are responsible for purchasing, budgets and 

recruitment, as well their creative & print teams  

who want better tools and your latest innovations. 

Each edition is printed in full-colour and distributed 

to a keen audience of 1,200 UK HE creative and 

print staff. 

Each edition contains ACPME highlights and articles 

about ACPME members’ units – discussing topical 

issues such as their equipment and future plans. 

There are event listings – such as factory  

tours – and much more.... 

Discover more: acpme.ac.uk
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20,000+
15,000–20,000

10,000–15,000

5,000–10,000

<5,000

number of students 
at members’ institutions

Web-to-Print systems

THIRTY 
ONE 
PER 
CENT
don’t  
have any  
Web-to-  
Print 

THIRTY 
FOUR 
PER 
CENT
use EFI 
Digital 
StoreFront 
 

Storeway (was i-Way) by Page Flex 3%

PSO – our own system 3%

Red-tie (about to be installed by Marketing not Print room!!!) 3%

Deal direct with i-Way 3%

Skyline to DocQmanager 3%
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orldPay 40%
 

C
ash 97%

 
S
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pus cards 2

6
%

 

Internal cost codes – verifi ed online 5
1%

 

Internal cost codes – verifi ed m
anually 77%

 

D
ebit/credit cards 89%

Cheque 69%

51%
verify internal 
cost codes – 
online 

11%
do not take 
card payments 
 

payment types 
members accept

MIS systems

Clarity

PaperCut

Our own detailed Excel system

M
S Access

Enterprise Prism

Accura 6%

Shuttleworth 9%

Tharstern

23%  
DON’T  
HAVE AN MIS  

49% almost half
students

Finance

Campus Services

University Press 

External Relations

Learning Development Services 

Facilities

LibraryCorporate  

Information  

& IT

Marketing  

& Comms

Commercial  

Services

who members report to
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What did you do before joining 

higher education?

I’m an illustrator. After completing a 

post-graduate degree in illustration and 

fine art printmaking I spent the next 

eleven years working in advertising and 

educational design. I’ve worked freelance 

for advertising agencies, design studios, 

museums, distance learning publishers 

and I was employed by an industrial 

training board where I was responsible 

for creating a wide range of audio visual 

teaching support materials. 

When did it all begin?

I joined the University in 1985. My 

appointment followed an extensive review 

that concluded someone be appointed to 

create a new graphic design service and 

take responsibility for audio-visual – with 

its one member of staff, one trainee and 

virtually no equipment!

This was many years before the creation 

of desktop printing and to ensure easy 

access to phototypesetting facilities, it 

was decided that the graphics team would 

be based alongside the print unit that had 

been created twenty years previously. 

Whilst it clearly wasn’t the first in-house 

print service, Heriot-Watt was the first UK 

university to introduce full-costs recovery. 

This financial model was applied to Media 

Services and I was given a maximum of 

two years to balance the books. 

What attracted you to the role?

The opportunity to be responsible for 

creating and developing something new. 

I found this exciting – but I wasn’t totally 

convinced that I actually wanted to work 

in HE. I only expected to be there for two 

or maybe three years before deciding to 

move on! 

What were the general thrusts and aims

of the service you provided and how did it

develop over the years?

Development within Media Services was 

positive, growth was organic and our staff 

numbers gradually increased to cope 

with rapidly growing levels of business. 

My staff cared passionately about the 

University’s reputation and success. They 

strove to support this through the creation 

and provision of high-quality products 

and services and were prepared to work 

evenings, night shifts and weekends to 

ensure completion of what would generally 

be regarded as unreasonable requests.

As a result Media Services achieved 

high customer satisfaction by delivering 

services that supported the academic, 

administrative and student community. 

Our biggest and constant challenge was 

the one that faces all members: what did 

we need to do to ensure that our University 

considered us as part of the solution – and 

not part of the problem?

From the beginning, my sections were 

operated as separate cost centres each 

with its own manager responsible for day-

to-day business activities. This delivered 

transparency, financial accountability and 

facilitated very specific target-setting.

We provided direct support, advice and 

troubleshooting services to students – 

and demand for these grew significantly 

over the last three years. It included 

printing, binding and large format 

and crucially helping those who were 

experiencing technical problems with  

print files. 

Cost recovery continued to be employed 

with the objective of breaking-even 

on University work and generating a 

surplus through charging commercial 

rates to trading companies and external 

customers. However, when the scale of 

our commercial income began to threaten 

the University’s charitable status we  

were left with no option but to become  

a trading company!

In February 2016, after almost 31 years, Duncan Hurst retired from his role as  
Director of Media Services at Heriot-Watt University. It was a turbulent period in  
which service provision across all of his sections was subjected to huge technological  
and business transitions – some good, some not so good and always accompanied  
by crazy working hours. 

When he looks back on what both his teams and APME achieved Duncan does so with 
immense satisfaction. He reveals some of the many occasions when he had to learn ‘the 
hard way’ and hopes it may be of interest and value to reflect on the major milestones, 
difficulties and things he would do differently if he was given the opportunity to start again. 

  

BRAVEHEART   

RIOT 

APME LEGEND &

-WATT

Duncan Hurst reflects on  

31 years & thanks you all  

for helping make his career a
I constantly attempted to evaluate 

our progress against a ‘strategic 
relevance’ check-list that focused on 

top-level topics such as:

• Are we offering a range of services 

that meet the changing needs of the 

University? 

• Is the service we offer 

straightforward, transparent in 

costing/pricing and is it customer 

focused?

• How reactive are we to change?

• Are we implementing a print service 

approach – in-house and outsourced 

– and are we expertly managing this?

• Are we doing what is ‘right’ for the 

University – even when the outcome 

may not be the best for us?

• Do we have a voice at the top table?

• Are we helping to build efficient, 

responsive, inter-disciplinary 

teams covering print, design, IT, 

procurement, marketing, etc?

• Are we providing the University 

with the information required to 

assist in making informed business 

decisions?

• How are we demonstrating our 

strategic value to our University’s 

decision-makers?

 Duncan  
speaking at the 
2015 APME  
Annual Conference 
in Macclesfield  
about his work  
with SCHOMS. O
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An expert in-house photographer can  

save many tens of £1,000s every year while 

transforming perceptions. Win win?

While it’s true that you can Google 

countless photographers with trendy 

styles and jaw-dropping client lists, first-

class external photography comes at a 

price. It’s not unheard of for institutions 

to spend tens of thousands on individual 

commissions, and for that you’d hope they 

get the moon on a stick.

The argument for using externals seems 

to be that ‘you get what you pay for’. They 

work to a ‘different level’. That their lives 

and reputation ‘hang on the success of 

each shoot’. That kind of thing. And there 

may be some truths there. But you need 

really deep pockets, plus the ability to 

brief professionally. And lots of time – 

time to select, contract, brief and to open 

doors. Then more time to do the right 

things with the images once (sometimes 

if) they land – such as best-managing your 

digital assets.  

How many times has the APME 

email list discussed universities not 

having copyright over images they’ve 

commissioned and issues relating to how  

and where images are stored? Significant 

issues that can be avoided with tight 

procurement contracts. 

What can’t be avoided is the fact that 

universities have an on-going need for 

great images. Photographs of objects in 

departmental research collections, VCs 

gripping and grinning, graduations, alumni 

events, museum artefacts, buildings, staff 

profiles. The list goes on… Enough work to 

keep a handful of image specialists busy. 

We all know the impact great images can make to a publication  

and how the world sees your institution. The competitive market 

for students is driving universities to spend more than ever on 

getting the right photographs and it seems most of this marketing 

expenditure is on external suppliers. But is this external spend 

really necessary? Not if the work of Scottish APME Chair,  

Martin Parker, is anything to go by.

A PICTURE SPEAKS 
A THOUSAND 

WORDS

 Robert Gordon 

University’s  

Martin Parker is 

often seen wielding a 

camera at our annual 

conferences and 

we’ve enjoyed pouring 

over the memories 

he’s captured. 

For a lucky few 

work and hobbies 

intermingle. Martin 

is one those. Making 

powerful images 

doesn’t stop when 

the school bell rings. 

Martin captures life in 

and around Aberdeen 

and the lives of family 

and friends. Most of 

the time he loves it.  

 Robert Gordon 

University’s  

Martin Parker is 

often seen wielding a 

camera at our annual 

conferences and 

we’ve enjoyed poring 

over the memories 

he’s captured. 

For a lucky few, 

work and hobbies 

intermingle. Martin 

is one those. Making 

powerful images 

doesn’t stop when 

the school bell rings. 

Martin captures life in 

and around Aberdeen 

and the lives of family 

and friends. Most of 

the time he loves it.  
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Pen Jordan discusses Plymouth University’s small in-house design team’s successful NSS and their    in-house photography

What makes a successful campaign? It fulfils its objective. 
Can you give an example of a campaignwhere your team delivered?

Sure. In 2014, the in-house design team 
at Plymouth University was entrusted with the design of a joint campaign for 

the 2015 National Student Survey and 
the University’s Student Perception Questionnaire. The purpose of the campaign was to increase the numbers of 

students who filled in the surveys. More 
students did. 

So it made a quantifiable difference? According to the reports received from 
IPSOS Mori, the student response rate for 
the NSS improved 5.8% on the previous 
year. For the SPQ the response rate improved 17.27%. Interestingly for us in the design team, these figures were 

much higher in the first six weeks of the campaign. In response to each new 
phase of the campaign, the week on week 
response was 15% higher for NSS and 
20% higher for SPQ – demonstrating that 
the campaign had a measurable effect. 

During the long tail of the campaign in 
which there was no additional incentive 
or visual change to the material, the response rate declined. 

Can you outline why the project worked?There were many factors that made it possible for the designers to do a good job 
on the campaign. 
The project lead
Firstly, the senior academic who was tasked with delivering the campaign had 

worked successfully with the in-house 
design team before. He trusted us to deliver. He also had a terrific sense of fun. 

‘Groovy’ was his signature word  – and he 
was still taken seriously in all contexts. 
Importantly, he was decisive when decisions needed to be made – and he 

was not countermanded.

FULFILLING CAMPAIGN OBJECTIVES              
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An open brief 
Other than to comply with the IPSOS Mori specifications – and we did submit our final concept to them for approval – the creative brief we were given was fairly simple.

1 The campaign should be fun. 2 Students should notice it – and continue to notice it for the duration of the campaign.3 More students should act on it and fill in the survey.
An adequate lead-time
We were given a long lead-time – seven months from the first conversations in June 2014 

to the installation of the first pieces of marketing collateral in January 2015. For a campaign this significant and complex, this lead-time was about right. 
Time to work – and play
We went through three rounds of concepts before we hit the right note. Among ourselves we agreed that, to have sufficient visibility, the campaign would have to be surprising and it would have to transform the campus. We researched other NSS campaigns and ideas that fill a built environment.

Together, we explored a lot of ideas that were subsequently 

rejected: creating a game to play on mobile devices; building huge letters as NSS hubs around campus; having happenings at which people were invited to dress up; installing graphics on a flight of stairs that would be luminous at night. 
In the end, the idea that won the day was one developed by the in-house designer, Kate Sardella. She identified that a simple obstacle to students filling in the survey might be that it was not clear how long it takes and it is perceived as boring. She focused on the idea that it takes five minutes to fill in the survey – and there are lots of fun things that 

I LIKE PEOPLE WHO REFUSE TO SPEAK UNTIL 
THEY ARE READY 

TO SPEAK.Lillian Hellman

USE YOUR  VOICEWITH  PLYMOUTH UNIVERSITY

TakE PaRT IN  THE STUdENT SURVEYIt’s quick to complete and you’ll be helping 
prospective students make the right choices  
of where and what to study.www.plymouth.ac.uk/student voice

Think twice before you speak, because your words and influence will plant the seed of either successor failure in the mind of another.Napoleon Hill

USE YOUR  VOICEWITH  PLYMOUTH UNIVERSITY

TakE PaRT IN  THE STUdENT SURVEYIt’s quick to complete and you’ll be helping 
prospective students make the right choices  
of where and what to study.www.plymouth.ac.uk/student voice

Concept 2 NSS Campaign Concept 2 NSS Campaign

WHAT ARE THE CONSEQUENCES OF NOT SPEAKING OUT?
Terry Tempest Williams

USE YOUR  VOICEWITH  PLYMOUTH UNIVERSITY

TakE PaRT IN  THE STUdENT SURVEYIt’s quick to complete and you’ll be helping 
prospective students make the right choices  
of where and what to study.www.plymouth.ac.uk/student voice

Ten people who speak make more noise than ten thousand who are silent.Napoleon Bonaparte

USE YOUR  VOICEWITH  PLYMOUTH UNIVERSITY

TakE PaRT IN  THE STUdENT SURVEYIt’s quick to complete and you’ll be helping 
prospective students make the right choices  
of where and what to study.www.plymouth.ac.uk/student voice

Concept 2 NSS Campaign

What is it all about?This online survey gives you the 

opportunity to provide honest 

feedback on your learning experience. 

When you complete the survey you 

will be entered into a competition and 

you could win a substantial cash prize.

Why do the survey?

Completing the survey gives you the 

opportunity to provide honest fe
edback 

on your learning experience. When you 

complete the survey you will b
e entered 

into a competitio
n and you could win a 

substantial cash prize.

When to do 
the survey?
The survey can be 

completed online 

from January. 

Completing the 

survey gives you 

the opportunity 

to provide honest 

feedback on your 

learning experience. 

When you complete 

the survey you will 

be entered into a 

competition and 

you could win a 

substantial cash prize.

Concept 3
Student Survey  Campaign

 Pen Jordan, Design & Publishing Manager, Plymouth University

 Tara McCulloch’s first concept

 Kate Sardella’s first concept
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We caught up with Alison Freer to learn what 
inspires her tight-knit and focused team to ensure 
the #LboroFamily goes from strength-to-strength

Loughborough’s determination to succeed 
and über-positive outlook is tangible – 
from the moment you step onto campus  
or talk to students or staff nothing seems 
impossible. There’s always a buzz and this 
energy carries through Creative and Print 
Services (C&PS), ensuring future potential 
runs through every communication touchpoint and into their customer-focused services.

Rather than wondering about entering 
awards, Loughborough plan to clear up 
and in doing so provide services that are 
genuinely sector-leading. 
Our next conference theme is ‘Creatingthe right impression’. What does thismean to your team?

With 60 (47 FTE) staff, I’ve got a large 
team with widespread and overlapping 
responsibilities. We’re an integral part 

of Marketing & Advancement and the ‘big picture’ is always close at hand. I’m 
focused on the University’s strategic priorities and aware of timings for all marketing activity from an early stage. 

This allows me to ensure the right people 
from C&PS or outside, are briefed early 
and ready to create the best impression 
we can and to achieve maximum results.A recent campaign featuring ‘golden ticket’ is typical of the way C&PS approach a project – bringing together skills 

across channels and combining our departments to make a real impact, despite high pressure and an unmissable deadline.

Think success and Loughborough University springs to mind.

Whether it’s creating sporting icons that harvest Olympic golds and 

shatter world records, to being voted to have the Best Students’ Union, 

or scooping Times Higher and HEIST Awards for sector-leading 

marketing campaigns – Loughborough never accepts second best.

THE GOLD STANDARD              

 Alison Freer, Head of Creative & Print Services
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CONGRATULATIONS

WELCOME TO THE #LBOROFAMILY
ELLE

Congratulations on gaining your place at Loughborough,  

one of the UK’s leading universities offering the best student 

experience in the country! Here’s what to do next:

WELCOME TO THE #LBOROFAMILY

We can’t wait for you to join us in September, but in the meantime follow us 

on social media to stay in the know between now and Freshers’ week.

1
2

3

Share your success by posting a selfie with your golden ticket 

on social media using #LboroFamily 

Find out who else is celebrating and what happens next by 

visiting www.lboro.ac.uk/congratulations

Start your online student registration at  

www.lboro.ac.uk/registration

/lborouniversity

@lborouniversity

/lborouniversity
lborouniversity

 Objective: 
conceive, design, print and mail an effective early 

customer touchpoint in-house and ahead  of the competition

 Result: an effective and self-marketing piece of social media advertising that produces measurable results. From increased brand awareness to more first choice applications

Advert size Dimensions 1x rate 
First edition

Back cover 170 x 245mm portrait £1,500

Inside front cover 170 x 245mm portrait £1,300

Inside back cover 170 x 245mm portrait £1,200

Full page 170 x 245mm portrait £1,000

Double page spread 340 x 245mm landscape £1,800

1/2 page landscape 146 x 109mm landscape £600

1/4 page portrait 71.5 x 109mm portrait £400

1/2 page

146 x 109mm landscape 

Full page

170x245mm portrait

Allow 3mm bleed 

beyond all trim.  

Artwork 176 x 251mm

1/4 page

71.5 x 109 

mm portrait 

People build brands – give 
our network a reason to 
talk about your company

pages offers the largest 
and most comprehensive 
coverage of UK HE  
in-house design studios 
and print units

Rate card

Mechanical data

SUMMER 2017

Booking deadline:  Fri 16 June 2017 

Artwork deadline:   Fri 23 June 2017 

Publishing date:   Fri 28 July 2017

WINTER 2017

Booking deadline:  Mon 23 October 2017 

Artwork deadline:   Thurs 16 Nov 2017 

Publishing date:   Thurs 7 Dec 2017

SPRING 2018

Booking deadline:  Mon 24 Jan 2018

Artwork deadline:   Wed 21 Feb 2018 

Publishing date:   Wed 7 Mar 2018

Publication deadlines

 Spreads 
Issues One and 

Two

We reserve the right to vary deadlines slightly



  adverts from previous editions

To discuss your opportunities call: 

Darren Lewis 

Communications Officer 

07872 417028 

comms@acpme.ac.uk

Get in touch today

Ensure it’s your  
advert we’re all  
talking about

pages is mailed in  
hard-copy and circulated  
as digital pages

Ads smaller than full page may be grouped on a page. We reserve 

the right to reject any ads we deem inappropriate. We reserve 

the right to vary deadlines slightly. All material supplied must be 

copyright free or copyright held by the advertisers.

PAYMENT

Advertisers need to raise a purchase order and with  

completed booking form send to: 

Roy Stares, ACPME Administrator, The White House 

18 Willenhall Close, Luton LU3 3XX |  07860 722552

adminapme@virginmedia.com

Bank transfers to HSBC Bank:  

A/C Name: APME | Sort Code: 40-25-19 | A/C No. 71489852 

Small print

Want to tell a story to show 

thought leadership or run a  

case study rather than place  

one of your standard product 

adverts/shots? 

Talk to Darren: 07872 417028 

about having sponsored editorial 

spreads designed.

We can design 
advertorials
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