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  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

admin@acpme.ac.uk

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

/acpme.ac.uk www.acpme.ac.uk@acpme_uk  acpme

DISTRIBUTED TO OVER 1,200 HIGHER & FURTHER 
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/FE market.

Circulated three times a year, in Summer (after 

ACPME Annual Conference), early December and 

March, pages reaches both HE/FE 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/FE 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/pages
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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.  
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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

WINTER 2018

Booking deadline:  Tues 27 November 2018 

Artwork deadline:   Mon 3 Dec 2018 

Publishing date:   Fri 14 Dec 2018

Publication deadlines

We reserve the right to vary deadlines slightly

  each edition is produced by our members  in-house 


