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RECYCLED 

Planning for the conference in 

Glasgow is nearing completion 

with an exciting line-up. If 

you’re looking to review your 

operations and would like 

your processes to be more 

efficient then the two hour 

session introducing Lean 

Processes will be invaluable 

and will provide you with the 

tools and techniques for 

continuous improvement. A 

lot of our members don’t have 

a Management Information 

System, so we’ve arranged 

for three of our members who 

operate different systems to 

explain the benefits. We’ve 

also engaged Stephen McCann 

to expand on his acclaimed 

session in 2016, focusing on 

image resolution.

The conference is your one-

stop-shop for continuing 

professional development and 

so you need to be there!

Many congratulations to Andrew 

Scott (ex SACPME Chair) and 

Lisa Hoover (ex ACUP President) 

on tying the knot. We wish them 

a very happy future together.

So make yourself a cup of 

coffee, take a seat and have a 

read of this edition of pages. 

There’s plenty here to engage 

you and for the printers 

amongst us, stick your nose 

in and have a sniff – wonderful 

– you can’t get that from a 

screen!

But when you are on-screen 

make sure you bookmark our 

dynamic new website: 

www.acpme.ac.uk

 Andrew and  
Lisa’s big day

“ Conservation has been a part of my life for as long as I can 
remember, and I was drawn to Plymouth because I really felt 
as though they believed in what they were teaching. I’m now a 
sustainability communications consultant, helping businesses 
to become greener. I was always in it for the chance to change 
things…hands on, and from within.”                                                       

Jazz Singh-Khaira 
BSc (Hons) Wildlife Conservation  
Plymouth University Graduate (2011)

600033 260437 Alumni Portraits.indd   6 22/07/2015   16:57
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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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What about the value of in-house design

cheek-by-jowl with in-house print?

I eagerly accepted an invitation to take 

responsibility for the central print unit 

thinking this would be a great opportunity 

to move graphics and print forward 

together. This clearly proved to be the  

right move and in the following 24 months 

we won two HEIST awards and a Times 

Higher award! 

I was never in any doubt that the joint 

location of the graphics and printing teams 

facilitated an interaction that produced 

results greater than the sum of their 

individual parts – and often at incredibly 

short notice. 

However when the staff of the University’s 

TV Centre were transferred into Media 

Services a similar synergy failed to 

develop. Although it offered huge 

opportunities to move us even closer to 

the University’s core mission, the teams 

just didn’t gel in the way that I had hoped 

and anticipated. There are probably many 

reasons for this but I suspect a significant 

factor was that the sections were located 

at opposite ends of the campus! 

What’s more, I had inherited a killer 

commitment to a high-volume ‘click-

based’ contract that I wasn’t sure we 

could service!

What was your biggest leap in the dark?

By 1990 Apple Mac computers were 

becoming increasingly interesting to all but 

the Luddite design community – people 

generally bought a Mac and a laser printer 

to investigate what they could do. Without 

ever having touched a Mac or even a 

mouse I spent £132,000 on Macs, hi-res 

imagesetters, scanners, etc! 

Fortunately this proved to be exactly 

the right way to go and we never looked 

back – although I vividly remember the 

disappointment of not being able to afford 

8Mb hard disks. That wasn’t a problem 

however since the salesman had assured 

me I could work until the end of my life 

and still not fill the 4Mb hard disk that was 

supplied! 

Go on then – tell us the most hours you 

personally worked in a seven-day period?

124! Our art college students had been 

let down by their own in-house team and 

were not going to receive their 64-page 

diploma show programme by the deadline. 

With two weeks to go until the event I 

agreed to help. This was pre-Mac days and 

I designed it, typeset it, re-sized/screened 

the images and did the paste up. The end 

result actually looked good, the students 

were delighted and I was nearly dead!

Were there any ‘light bulb’ moments?

Aye! In January 1998 I received an 

invitation to attend a meeting in the 

University of Stirling. Although we 

didn’t realise it at the time this became 

the inaugural meeting of the Scottish 

University Print Managers Group. I only 

vaguely knew one of the other attendees 

– looking back it is hard to believe that 

we had previously never had any real or 

meaningful contact. 

The meeting was a revelation to me. For 

the first time I found myself sitting in a 

room surrounded by people desperately 

trying to get to grips with exactly the 

same problems as me and I vividly 

remember my overwhelming feeling 

of relief on finding that I wasn’t on my 

own!  The willingness of those present 

to openly discuss their commercial-and-

in-confidence “special deals” along with 

discovering the vastly different prices 

we were paying for the same products, 

clearly illustrated how we were being 

effectively and comprehensively managed 

by our suppliers. We realised that working 

together and pooling our purchasing power 

could help us to redress the situation. 

There and then we constituted ourselves 

as a procurement group.

The latter part of the meeting consisted 

of a presentation from the University Print 

Managers’ Group (UPMG) executive on the 

benefits of membership. It was clear that 

our printroom colleagues in the rest of the 

UK were experiencing exactly the same 

difficulties! There is a certain re-assurance 

and consolation in finding out that it’s not 

just you that doesn’t know the answer – 

and I was to subsequently discover that 

exactly the same applies to our colleagues 

in the United States, Canada, Australia 

and New Zealand. Like everyone else I very 

quickly learned that being able to tap into 

the collective knowledge of a wide group of 

experts definitely makes your life an awful 

lot easier!

Did you attend many UPMG Conferences?

I attended my first UPMG conference in 

the University of Derby in 1999. I found it 

an immensely enlightening and enjoyable 

experience – the opportunity to gather to 

exchange good practice and collaborate 

on common themes proved invaluable. 

During the following sixteen years I never 

missed a conference and, in 2002, hosted 

the event in my University.

At the Derby conference I had heard about 

SCHOMS – the Standing Conference for 

Heads of Media Services – a professional 

body for senior managers responsible for 

a diverse set of support services. I joined 

SCHOMS shortly afterwards in the hope 

that I would find membership of that group 

equally helpful. Little did I realise that 

membership of both of these groups would 

subsequently play such a major part in  

my life and help give me a voice at the  

top table in my University.  

How did things change?

In the HE sector we were experiencing 

change at an unprecedented rate and 

each group began to independently 

undertake major initiatives to address 

these. I was keen to be involved in helping 

to develop solutions and willingly offered 

my assistance whenever possible. In 

APME/UPMG we focused on procurement 

and enhancing supplier relationship 

management to promote and influence HE 

specific requirements and solutions. 

This led to me being invited to join the 

National Working Party for Photocopiers 

and, two years later, I accepted the Chair 

giving me ultimate responsibility for a 

sector spend of £84M! Over the next six 

years or so we were able to demonstrate 

that working closely with our suppliers 

over an extended time-frame had reduced 

costs very significantly. 

But maybe we were too effective. The 

‘new’ Conservative Government had 

started to become increasingly interested 

in what we were doing and this in turn 

resulted in invitations for me to sit on 

Government working parties. Ultimately  

I was left with no option but to consolidate 

our activities within Government 

Procurement. At the formal collaborative 

launch event I had to make a presentation 

before the memorandum of understanding 

was formally signed by senior staff from 

the Government, the Ministry of Defence 

and the Health Service – and guess who 

signed on behalf of HE in the UK? Yes it 

was me – the guy who had hardly known 

anyone at the first meeting in Stirling just  

a few years previously!

For the first time I found myself sitting in a room 
surrounded by people desperately trying to get to grips 
with exactly same problems as me and I vividly remember  
my overwhelming 
 feeling of relief  
on finding that  
I wasn’t on  
my own! 

…the salesman had assured me I could work until the end of my life 
and still not fill the 4Mb hard disk that was supplied! 

 

…the 
opportunity 
to gather to 
exchange good 
practice and 
collaborate 
on common 
themes proved 
invaluable
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Meantime SCHOMS had developed and 

launched the ‘National Benchmarking 

Survey for Media Services’ and 

subsequently published the extensive and 

comprehensive report ‘Getting Value for 

Money from Printing and Copying in HE’.

Both initiatives had a really positive effect 

but I was particularly keen for the latter 

to be successful. In 2005 budget cuts 

were really starting to bite hard across 

the whole of HE and it was clear that 

universities and colleges urgently required 

something that would help them develop 

an understanding of their institutional 

print and the related costs. 

At that time outsourcing companies were 

flooding institutions with promotional 

material and printrooms were one of 

their primary targets. Surprisingly there 

were no existing studies or whitepapers 

concerning the production of print in 

HE and I was keen to present the true 

strengths of central print services to help 

redress the balance. 

I’m pleased to say that the report was 

well received and as a direct – but 

unanticipated – result I started getting 

invitations to present at conferences in 

the UK, the States and in New Zealand. 

Recently I did an interim update to the 

findings and was invited to do it all  

over again! 

Any final thoughts?

I have no concerns for the future of Media 

Services at Heriot-Watt University. It has 

grown into a multi-million £ operation 

and last year’s results were truly amazing 

– but the time came for me to move on 

and leave matters to my younger, fitter 

and more able colleagues. It was a real 

privilege to work with them over the years 

– they made me very proud and it was their 

hard work that gave me the chance to go 

swanning around trying to put the world  

to rights!

It has been an honour to have met and 

worked with so many UPMG/APME, ACUP 

(Association of College and University 

Printer and NIPPA (Network of In-house 

Print Professionals Australasia) colleagues 

over the years and it has been a real 

pleasure to call you friends. 

After more than thirty years in a job that 

I initially wasn’t totally convinced that I 

wanted I can assure you all that I really 

had a ball!

I know you Duncan. Any more final

thoughts in your sporran?

Now you ask… I’ve omitted some pretty 

major events, initiatives and topics that 

I’m sure would be of benefit and interest 

to members. There’s about the same 

amount again, but probably not enough 

room in the printed magazine. 

Anyone who wants to discuss anything 

that I’ve written can contact me at 

duncan.hurst@gmail.com  

 Duncan enjoying 
a tipple with fellow 
Scots Derek Kemp, 
Richard Barrett 
and Greg Cowper 
at the 2011 APME 
Annual Conference 
in Durham. 

BAG YOUR PLACE FOR 

GLASGOW              
‘Creating the right impression’
ACPME Annual Conference, 4–7 June 2017

The theme reflects what we do in 

so many ways

If a phrase could sum up what our 

members do ‘Creating the right 

impression’ hits the nail right on the head. 

And not just because we print marks on 

paper that demand precision, accuracy 

and consistency from the very first sheet 

off the press to on-schedule delivery.

‘Creating the right impression’ is also 

about appealing to hearts and minds – 

changing perceptions, raising profiles 

and generating income. Not just the 

perceptions of the customers our units 

serve directly, but also helping to influence 

how our institutions are perceived  

by the world. 

Speakers / sessions not to be missed

• Cathy Skoglund, Director, ASU 

Technology Centre, Arizona State 

University. 

Cathy will be explaining the 

inspirational way she has marketed  

her services within and outside  

her University.

• ‘Resolution Part Two’ by Stephen 

McCann, University of Glasgow

• ‘Why you should have a Management 

Information System’ – brief 

presentations and a Q&A from users  

of Shuttleworth, Tharstern  

and Accura

• A session on copyright, from  

HE experts in the field.

• Paul Squires 

of Manchester 

will be talking 

about how he 

set-up and operates a 

successful 3D print service.

• Lean Processes for continuous 

improvement. Experts from 

Universities of Sheffield and 

Strathclyde will present two one-

hour sessions introducing tools 

and techniques to make significant 

improvements to your working 

environment.

• A session on colour management

• Plus discussion groups, Question 

Time, the exhibition of up to 20 

suppliers, and lots of opportunities to 

network with other Creative and Print 

professionals.

Think you can afford not to join us

 in Glasgow because you’re too busy?

Think again.

You’ll leave full of fresh ideas, better 

prepared to tackle the challenges ahead 

and closer to a supportive network of 

creative and print professionals.

Whichever road you take (high or low) 
– we’ll see you in Scotland in June

#acpmeconf17 
www.acpme.ac.uk
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CONFERENCE 

UNIVERSITY OF  

BANGOR
Host: Emrys Jones

CONFERENCE 

WESSEX HOTEL 

BOURNEMOUTH
Chair Francis Reis, Vice-Chair Carl  
Schofield, Treasurer Bob Russell, 
Scottish Chair Andrew Scott and  

Trustee Roy Stares

PART OF NWUPG

UPMG started life 
as a sub-group 
of North West 
Universities 
Purchasing Group 
(NWUPG) 

UNIVERSITY OF 

EXETER
Chair Graeme 
Bolsover, Treasurer 
Steve Wilson and 
Secretary Ian 
Hickman

FIRST CHAIR: 
GRAEME 
BOLSOVER

1994–99

CONFERENCE 

UNIVERSITY OF  

DERBY
Host: Neville Wells

Chair Terry Andrews

The first Executive 
Committee was 
formed at the 
conference

CONFERENCE 

UNIVERSITY OF  

PLYMOUTH
Host: Francis Reis

Chair Therese Walker, 
Vice-Chair Francis Reis, 
Secretary Sarah Gibon, 
Treasurer Brian Pickles, 
Scottish Chair Andrew Scott 
and Denise Panatoni

CONFERENCE 

ARDSLEY HOUSE HOTEL  

BARNSLEY
Chair Francis Reis, 
Secretary Sarah Gibon, 
Treasurer Brian Pickles, 
Scottish Chair Andrew Scott 
and Denise Panatoni

CONFERENCE 

ROYAL HOTEL  

SCARBOROUGH
Chair Andrew Scott, Vice-Chair  
Carl  Schofield, Treasurer Bob Russell, 
Scottish Chair Andrew Scott and  
Trustee Roy Stares

CONFERENCE

HERIOT 
WATT 
UNIVERSITY 

Hosts: Andrew Scott 
and Duncan Hurst
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CONFERENCE 

TEWKESBURY PARK HOTEL  

TEWKESBURY 
Chair Francis Reis, Vice-Chair Carl  
Schofield, Treasurer Bob Russell, 
Scottish Chair Andrew Scott and 

Trustee Roy Stares
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Graeme Bolsover Therese Walker Bruce WrigleyTerry Andrews Francis Reis

CONFERENCE 

SHRIGLEY HALL HOTEL 

CHESHIRE
Chair Bruce Wrigley

CONFERENCE 

WESSEX HOTEL 

BOURNEMOUTH
Chair Francis Reis, Vice-Chair  

Carl  Schofield, Treasurer Bob Russell, 
Scottish Chair Andrew Scott  

and Trustee Roy Stares

EXPERTS UNITE AND MOVE WITH THE TIMES

OVER 20 YEARS
As Duncan’s article mentions (pages 4–9), ACPME 

wasn’t born yesterday. We started life as a sub-

group of North West Universities Purchasing Group 

(NWUPG) 27 years ago and formed as UPMG 

(University Print Managers’ Group) in 1997, with our 

maiden conference at The University of Exeter.

From the outset UPMG was inclusive, open and 

supportive. Many of us share Duncan’s memory of 

our first UPMG contact – the pleasure of meeting 

like-minded managers from institutions across 

the UK and the sudden relief in discovering we’re 

not alone in the challenges we face. Together 

we’ve built collective expert knowledge that really 

is ‘greater than the sum of the parts’, driven 

better deals for HE purchasing and, perhaps most 

importantly, forged tremendous friendships.

It must be confusing for people outside the 

Executive to know what we’re called. Under 

Bruce Wrigley’s time as Chair we changed to 

the Association of Print Managers in Education 

in the hope of achieving charitable status. The 

Charity Commissioners unfortunately rejected our 

application, so instead we registered as a ‘not 

for profit’ limited company. Ahead of registration 

we agreed to recognise the importance to our 

members of of design and photography. So the 

Association of Creative and Print Managers in 

Education Ltd was born. As focused as ever, but 

broadening in our scope. 

We’ve registered the new domain with JISC.  

Our new and dynamic website is online at:  

www.acpme.ac.uk. We’ve made great progress 

and we’ve got exciting things in the pipeline. 

 UPMG FORMED
AND FIRST 

CONFERNCE
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CONFERENCE 

MARINE HOTEL  

TROON 
Chair Bruce Wigley,  
Vice-Chair Rebecca Hanlon, 
Treasurer Margaret Angell,  
Secretary Simon Hampton-
Matthews, Trustee,  
Steve Redding

CONFERENCE 

REDWORTH HALL   

DURHAM 
Chair Rebecca Hanlon,  
Vice-Chair Sarah Gibbon, 
Secretary, Simon Hampton-
Matthews, Treasurer 
Margaret Angell, Trustee 
Steve Redding

CONFERENCE 

SHRIGLEY HALL   

CHESHIRE 
Chair Simon Hampton-Matthews, 
Vice-Chair Janine Barraclough, 
Treasurer Steve Thomas, 
Secretary Alsion Freer,  
Trustee Paul Bishop

CONFERENCE 

MAJESTIC HOTEL   

HARROGATE 
Chair Simon Hampton-Matthews, 

Vice-Chair Janine Barraclough, 
Treasurer Steve Thomas, 

Secretary Alsion Freer,  
Trustee Paul Bishop

CONFERENCE 

IMPERIAL HOTEL  

TORQUAY
Chair Rebecca Hanlon,  
Vice-Chair Bruce Wigley, 
Secretary, Simon Hampton-
Matthews, Treasurer 
Margaret Angell, Trustee 
Steve Redding

CONFERENCE 

CHELTENHAM PARK HOTEL  

CHELTENHAM 
Chair Simon Hampton-Matthews, 
Vice-Chair Janine Barraclough, 
Treasurer Steve Thomas, Secretary 
Alison Freer, Trustee Paul Bishop

CONFERENCE 

VALE RESORT   

CARDIFF
Chair Rebecca Hanlon, Vice-Chair 
Sarah Gibbon, Treasurer Francis Reis, 
Secretary Simon Hampton Matthews, 
Trustee Paul Bishop

CONFERENCE 

IMPERIAL HOTEL  

TORQUAY
Chair Simon Hampton-Matthews, 
Vice-Chair Janine Barraclough, 
Treasurer Steve Thomas, Secretary 
Alison Freer, Trustee Paul Bishop

CHANGE FROM  

UPMG
TO 

APME

CHANGE FROM  

APME
TO 

ACPME

New website: acpme.ac.uk

Simon Hampton Mathews– presentRebecca Bloyce(nee Hanlon)

CONFERENCE 

GOLDEN JUBILEE HOTEL  

GLASGOW
JOIN US

www.acpme.ac.uk

 Collection 

of conference 

programme covers

20 
17
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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 ‘Creating

the right impression’. What does this

mean 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 ServicesO
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CONGRATULATIONS

WELCOME TO THE #LBOROFAMILYELLE

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/congratulationsStart 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
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Tell me about this campaign and its aims? 

The #LboroFamily golden ticket followed 

on from the success our 2015 #IAMIN 

campaign. It was designed to raise our 

profile and drive traffic to our website 

during results day and clearing, to 

celebrate achievement and to engage 

with students considering studying 

at Loughborough that may have been 

tempted to go elsewhere. 

We wanted to create excitement and a 

real online buzz, and encourage students 

to engage with others via social media 

– spreading the word about studying at 

Loughborough University. 

What formats did the collateral take? 

The campaign featured a personalised 

printed golden ticket. To ensure it felt 

special we sourced single-sided metallic 

gold card and tested how well digital 

printing worked. It was delivered in a shiny 

gold envelope with a plain address label 

to build anticipation and excitement about 

the content, and welcomed students who 

had been accepted to Loughborough 

University using the hashtag #LboroFamily. 

The theme was carried through in an email 

to successful students confirming a place 

at Loughborough, on our congratulations 

website and as a header graphic on key 

social media channels.

Emphasis was on social sharing; 

excitement and celebration were 

enhanced by further personalised 

messages from the Vice-Chancellor, 

local MP Nicky Morgan and the Students’ 

Union President to congratulate students 

who had achieved their grades, with this 

generating radio coverage on Gem FM, 

BBC Radio Leicester and Capital.

A video taken in the call centre that 

morning was posted on our social media 

channels and widely shared. As the golden 

ticket selfies started to take off we re-

tweeted in real time – then pulling them 

together for montages that were used 

to further amplify and feed the online 

conversation into both a video and Storify. 

Again these were pushed out through 

social channels and embedded in our 

congratulations website.

What was the biggest challenge 

for C&PS? 

There were many, but timing was 

critical and it was ‘no fail’. The 

first wave of printed collateral 

landed on over 2,000 doorsteps 

on the day A-level results were 

published. That meant having 

everything tested way in advance. 

We had to know exactly how and 

when results would arrive from 

the Registry, how we’d handle the 

mailmerge and which materials 

would work best. We needed 

machines (including back-up 

machines) on standby and staff 

across the teams primed to 

spring into action – from print 

finishers who would manually 

stuff variable data tickets into 

corresponding golden envelopes 

to the web and social media 

team who would push out and 

share congratulations. Every 

detail had to be right.

What impact was achieved?

The campaign immediately 

attracted media attention with 

articles in the Daily Mail and The 

Metro highlighting the use of 

the ‘Willy Wonka’ inspired golden 

ticket to welcome new students 

to the Loughborough family and 

was referenced by high profile  

HE commentators.

Furthermore, the golden ticket 

buzz placed Loughborough firmly 

in the social media spotlight 

with thought leadership pieces 

on clearing (written by our 

own Loughborough University 

experts) gaining media coverage, 

and going on to generate interest 

at national and international 

conferences. 

The personalised golden 

ticket was a critical aspect 

to the campaign, triggering a 

highly successful cross-media 

campaign that spanned both 

on and offline platforms, and 

demonstrating the role print 

can play in driving a powerful 

social media campaign to 

achieve significant reach and 

engagement.

What were the results? 

The golden tickets were a big 

hit with incoming students 

amongst their friends and peers. 

Requests even came in from 

existing students and alumni  

to have them too!

Over 200 selfies were submitted 

enabling us to use authentic 

user generated content to push 

through multiple channels.

FACEBOOK  
MAIN PAGE  

total reach

OUR STORIFY PAGE 
saw a 2,000 view increase

TWITTER 
main account  
828.2K impressions  
across one week

ADDING 902  
new followers

1.26 MILLION

2.9K link clicks, 1.2K retweets,  
1.8K likes, 143 replies, +427 followers

SNAPCHAT 
43,800 views

105 Screen grabs
19 Snaps

OVER 200
SELFIES SENT

INSTAGRAM  
3,000 #LboroFamily
VIDEO 
VIEWS

FOLLOWERS 
INCREASE  

259 IN 6 DAYS

 Campaign results

 Ian, Paul and Freddie of 

the design team focusing on 

creating the right impression 

with Lynne (Account 

Manager) and Alison

 Stephen, Elle and 

Jane from  the web team 

focused on creating the 

right impression (at their 

funky adjustable height 

workstations)

We don’t stand 
still and wait 
to be told to 
do things 

ACPME PAGES | 17
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at a glance

47  
equivalent FTE staff

four
digital presses

one
Presstek DI litho press

MFD fleet
258 devices based in 
Loughborough
8 devices based in London

Tharstern
MIS system

DSF
Digital StoreFront web-to-print

Do you think this job could

have been done if it wasn’t  

in-house? 

Honestly, I don’t. Certainly not 

without astronomical costs 

and high security risks. There 

are just too many elements – 

from machines on standby, to 

bouncing data between parts of 

the University as it changes, to 

watching social channels, and 

responding with meaningful 

written and graphic content as 

opportunities arise. We had 

dedicated and knowledgeable 

staff responsible for time 

critical individual activities 

and meticulous planning. We 

also reported back on where 

processes can be improved to 

streamline activities next year. 

How would you describe 

your creative offering? 

That’s simple to answer. We aim 

for the right communications 

regardless of channel, delivered

at the right time to influence the 

right audience.  

You clearly have a focus on

marketing. Do you work closely

with marketing colleagues?

We’re an embedded part of that 

wider team so we work together 

to create what the University 

needs. Creating the right 

marketing communications is 

crucial to our success, but C&PS 

provide a wide range of services 

for staff and for students.

Have you seen any shifts in your

Print Unit’s activity? 

Definitely. Back in 2009 the Print 

Unit faced an uncertain future; a 

declining financial position had 

resulted in an unsustainable 

deficit, in addition there was a 

perception that the Print Unit was 

expensive and reactive.  

I produced a business plan 

to address the deficit with the 

focus on gaining an institutional 

approach to printing and copying 

which ensured that documents 

were produced appropriately 

on the right printing devices, at 

the right time whilst bringing 

sustainability and best value to 

the University. 

Within eighteen months of 

implementation the Print Unit 

exceeded all KPIs. Notably, the 

financial position became stable 

and has been maintained to date.

Operating from this strong 

financial position the Print Unit 

has gone from strength-to-

strength and concentrates on 

providing what the University 

requires at the right times  

cost effectively. 

What’s been the key to the

Print Unit’s success? 

Despite being through uncertain 

and challenging times the Print 

Unit team, under the strong 

leadership of their Manager, 

have shown spirit and the 

determination to succeed.

We don’t stand still and wait to 

be told to do things. There’s a 

real appetite for innovation and 

to push the boundaries of new 

technology. 

Can you give an example of the

Print Unit being proactive?

There are many. The team like 

to get out and do all they can to 

improve the student experience. 

They support learning through 

the delivery of seminars on 

using our services and preparing 

artwork for print – listening to 

students to see if they can meet 

their needs. For instance testing 

whether printing on acetate or 

craft paper is possible.  

Students love this. Academic 

staff appreciate the support, 

and it generates income as well 

as goodwill.

We’re now in a position where 

the Print Unit are pre-empting 

busy periods throughout the 

year, by talking to departments 

about reducing their print spend, 

by looking at what they print 

and why. Whilst this can mean 

a potential reduction in income, 

the value added service leads to 

a much more efficient and cost 

effective service which inevitably 

contributes to a positive student 

experience.

Along with monthly Fleet 

billing reports, we analyse the 

productivity data and review 

if a shift in workflow needs 

to be addressed. We make 

recommendations to move print 

volumes away from over-used 

MFDs to the Print Unit and 

address MFDs that need to be 

moved. As we know in HE, print 

traffic from staff and students 

react at different times 

throughout the year and it’s 

knowing which channels to 

encourage, whether it’s MFD, 

online or Print Unit.

What’s next for C&PS?

We have recently expanded 

our services to include the 

University Mailroom and Parcels. 

Formerly part of Facilities 

Management, mail and parcels 

has been integrated with Print 

Services which enables us to 

deliver a joined-up approach to 

all print, post and distribution 

services. This provides a 

number of benefits including a 

consolidated distribution service 

and single counter service for 

print, post and parcels. 

We’ve been able to secure some 

funding to physically bring all 

three services under one roof, 

which has given the opportunity 

to develop a creative and 

engaging visitor experience. 

We’ve got lots of exciting and 

innovative plans for 2017.  

Watch this space 

 Chris (Printer) focusing on 

creating the right impression

campus
location

 Chris and Mark (Print and Post Services Manager) getting the details spot-on

ACPME PAGES | 1918 | ACPME PAGES 
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SCOTTISH APME MEETING 
Hosted by Antalis Livingston, November 2016, write-up by Martin Parker, Scottish ACPME Chair

The winter SACPME meeting  

took place at the Antalis offices 

in Livingston.

There was representation from 

the following universities: Stirling, 

Glasgow Caledonian, Robert 

Gordon, Heriot-Watt, Glasgow 

and from over the border 

Lancaster. Two alumni; Andrew 

Scott from Glasgow Caledonian 

University and Duncan Hurst 

from Heriot-Watt were also in 

attendance.

The meeting kicked off with 

round robin updates from the 

various institutions present. This 

part took up most of the meeting 

and the morning, as many talking 

points arose from each update. 

The input and perspective of 

the two alumni was also much 

appreciated in the discussions.

Following lunch, Antalis broke us 

into small groups and gave us all 

excellent mini presentations on 

new digital paper products, 

large format substrates, and  

3D printing.

Overall it was felt to have 

been a very worthwhile 

meeting organised by Lynne 

McNaughton, Deputy Scottish 

Chair, and Antalis were 

excellent hosts; providing the 

location, refreshments and very 

informative presentations.
WEB-TO-PRINT SPECIAL INTEREST GROUP 
Hosted by Loughborough University, August 2016, write-up by Darren Lewis   

Loughborough University hosted 

members from as far afield as 

Stirling, York and Brighton and 

it was great to see new faces 

settle in quickly.

Opening small groups discussed:

• Why web-to-print? – building a 

business case and how to sell 

it to senior management

• Income streams – recognising 

how web-to-print can increase 

accessibility and develop  

new income

• Keeping momentum – 

expanding web-to-print 

services and overcoming 

development challenges.

Members talked openly about 

their experiences – progress, 

successes and pitfalls. 

Presentations covered several 

user journeys – both good 

and frankly terrifying – and we 

saw demonstrations of online 

payments, bespoke smartstores 

and how web-to-print has helped 

grow services. 

Some common themes emerged. 

Amongst the benefits were 

labour savings, better controlling 

workflow, reporting back to the 

schools about staff use and 

reduced email communication.

Operational challenges were 

highlighted, such as the amount 

of resource actually required to 

develop, launch and roll-out web-

to-print. 

Some big issues were tabled – 

such as suppliers over-promising 

and under-delivering, spiralling 

costs and why some projects 

were aborted after years of effort. 

The day suggested a list of 

criteria could be developed that 

anyone looking for a new system 

might want to consider. Lively 

discussion also generated ideas 

for expanding services once 

systems are up and running.

Major takeaways were the 

importance of:

• Accurately specifying 

requirements at the outset

• Working with internal 

stakeholders such as IT, to 

define who will provide what 

and when, and procurement 

to bind suppliers to deliver 

against specific defined 

milestones

• Consulting with the  

ACPME knowledge-base 

before committing-up to  

any ‘special deal’.

There’s nothing quite like meeting up with like-minded, professionals and  
sharing first-hand experiences. Networking is one of the key benefits of belonging 
 to ACPME; members from across the country regularly convene to tap into the 
powerful collective knowledge-base. 

  

EXPERT OPINIONS   

CAMARADERIE 

KNOWLEDGE-SHARING

event   

SNAPSHOTS

Web-to-Print SIG

SACPME



ACPME PAGES | 2322 | ACPME PAGES 

POWER OF PRINT SEMINAR 
Attended by Steve Redding, SOAS University of London  

Well I got here ‘super’ early 

even though I had to look up 

Stationers’ Hall to find its actual 

location. Parked only fifty yards or 

so from St Paul’s Cathedral, off 

Ludgate Hill, I realised that I must 

have walked past (and on many 

an occasion staggered past 

it – in my cups) during all those 

years – man and boy – I spent in 

Fleet Street. Think Tudor Square 

surrounded by modern high rise 

and that is Stationers’ Hall.

After a cup of tea under the 

biggest chandelier ever, I 

wandered into the main hall. 

Fabulous architecture – all 

carved wood, heavy panelling, 

livery flags and stained glass 

windows. I find myself seated 

between St Cecilia and Tyndale! 

The welcome was given by 

Charles Jarrold from the 

BPIF – Brexit pre-eminent in his 

address amid worries of financial 

upheaval. 

eight speakers, a couple of 

CBE’s and an MBE, with varied 

backgrounds and experiences 

gave talks with a focus on 

marketing and creativity. Some 

bullet points from the speakers 

include:

Dave Trott  

‘If you can’t explain it to 

an 11 year old – you don’t 

understand it yourself!’

Wayne Hemingway  

‘Print will always survive, pick 

your planning and choose your 

targets.’

David Gold  

‘There will always be a need for 

paper communications and 

information.’

Jonathan Porritt 

‘Paper and pulp should have 

a future because it can have 

a complete closed cycle of 

carbon production.’

Martin Eustace 

‘Two Sides and Print Power 

will always challenge 

“GREENWASHING” – the 

spin that promotes digital 

rather than paper (as more 

environmentally friendly).’

Tiffanie Darke 

‘The problem with reading on-

line is that you never get to the 

end… because of the content 

feed redirecting you to other 

sites/areas/advertising!’

Susan Greenfield  

‘With reading [from paper] you 

are driving, rather than being 

driven– by the screen!’

Kim Willis 

‘Screen readers only read 

what they are interested in.  

Paper enables people to read 

something they didn’t know 

they were interested in.’

Rachel Aldighieri  

‘Print provides the best 

emotional response.’

Throughout the open discussions 

and talks there was a strong 

theme running – print still has a 

place in our modern world; both 

as a standalone product and as a 

vital multi-media channel.

THE PRINT SHOW 
Write-up – Stephen McCann, University of Glasgow  

Our team from the Glasgow 

University print unit like to keep 

abreast of the latest technology 

and The Print Show provides the 

ideal event to do that. Not only 

are most suppliers represented, 

but they bring their latest wares 

to tempt and dazzle you.

Within five minutes of seeing new 

machines or pieces of technology 

we were planning how this or that 

shiny thing could revolutionise 

our business.

I place The Print Show at the 

centre of our research and 

development. It provides 

something for everyone – a 

shop window whatever your 

requirements. 

The cherry on the cake is the 

networking event that all APME 

member institutions are welcome 

to attend. The bonus that you 

have another dozen in-house 

print managers is invaluable. To 

see if they are equally excited 

about the same new innovations, 

to hear their event highlights or to 

be warned that someone already 

bought something and it doesn’t 

do what the supplier said it will. 

This year’s networking was 

excellent. We chatted with 

Loughborough, Sheffield, SOAS, 

Cardiff, Leicester and Leeds to 

name but a few. 

COLOUR MANAGEMENT FOR DIGITAL PRINTING 
Hosted by University of East London, write-up by Christopher O’Brien, University of Glasgow Print Unit   

I attended the Colour 

Management course held 

at UEL in October 2016. I 

found the course to be very 

useful – although I already had 

some working knowledge of 

colour, it really helped me to 

appreciate how colour can be 

affected by factors like light and 

environmental conditions and 

provided practical information on 

how to minimise these problems. 

There was also a refresher on 

the various colour modes, which 

is always welcome and gave 

me some facts I hadn’t known 

previously. I returned to the Print 

Unit at Glasgow feeling a lot 

more confident in my ability to 

recognise and resolve problems 

related to colour mode conflicts.

The course was run by Jan from 

Revolution/Antalis, and he 

was an engaging speaker who 

managed to keep the material 

interesting. I would also like to 

thank UEL for hosting the event.

Steve, Pete, Miriam and the 

entire team made me feel very 

welcome, which I particularly 

appreciated as I attended 

the event without having met 

anybody before.
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01767 685710

www.watkiss.com

FOR THE

PERFECT FINISH,

CHOOSE THE

PERFECT SOLUTION

Watkiss helps you  improve

quality and productivity with

innovative and reliable print

finishing solutions.

PERFECT BINDERS

Easy change-over between soft and hard cover 
books – and our glues give you PUR-like quality 
with the convenience of EVA hot-melt.

LAMINATORS

Entry level to mid-production, manual or

automatic, single or double-sided with bursting.

A wide range of laminators for all applications.

BOOKLET MAKERS

Online and offline – we have booklet makers 
suited to all uses, big or small, including our 
patented SquareBack books.

Visual Identity/Brand  

GUIDELINES  
 

A word on 

COPY 

14%
of in-house creatives  

edit copy extensively

55%
of in-house creatives often  

make copy suggestions 

FORTY 
FIVE %
of respondents feel they have little influence over/or are 

unable to challenge their university’s brand guidelines

FORTY 
FIVE %
of respondents update and manage their university’s  

brand guidelines

18%
of in-house creatives  

feel they shouldn’t question  
the copy supplied

THIRTY%
of respondents produced their brand guidelines in-house

 

Results taken from a recent survey of the current 

ACPME membership. Please note (especially any 

senior managers reading this) that the answers 

only paint a partial picture. No two units are the 

same – priorities, responsibilities and funding 

models differ greatly. Doing the best for each 

institution unites members.

numbers
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OTHER CREATIVE ROLES WITHIN  
IN-HOUSE TEAMS INCLUDE:
CREATIVE  
ARTWORKERS
PROOFREADERS
PREPRESS

14%
Enter time into  

spreadsheets

32%
Write time on job bags  

or paper timesheets

THIRTY SIX %
Enter time into an MIS or design management software 9% MONTHLY

WEEKLY9%
 F

OR
TN

IG
HT

LY

Members’ creative teams contain these  

DISCIPLINES  
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50%  
32% Trello
27% an MIS with scheduling
14% Outlook/iCal 

Use Excel 
speadsheets

OTHERS USE: FILEMAKER OR NO SOFTWARE AT ALL 

CREATIVE TRAINING

WOULD ATTEND RELEVANT 

 ACPME SIGS  68%

REGULARLY 

ATTEND TRAINING 

APPROPRIATE TO 

THEIR PROFESSIONAL 

DEVELOPMENT27%  
HAVE NO TIME  
OR BUDGET 9% 

GRAPHIC  
DESIGNERS

ILLUSTRATORS 18%

DIGITAL 30% 
DESIGNERS

VIDEO PRODUCERS  18%

PHOTO 55% 
GRAPHERS  

 90%
Recording 

TIME  
 

Frequency of members’ creative team  

MEETINGS  

9% DAILY
AD-HOC
36%

36%
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36%  
NONE

23%

14%
18%

11–25%

Are mandated as the route for 

design, photography or video 

production 

Are the preferred option for 

design, photography or video 

production

Are perceived by some as less 

creative than external agencies 

Regularly feel they are 

competing with external 

agencies to undertake creative 

work for their university 

 

5%

45%

69%

50%

23%

18%

50%

Have all the designers on 

campus/at the university  

based within their team

Have designers based within 

their university’s marketing 

function

Have pockets of designers 

spread across their university
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THERE’S TWO SIDES  
TO EVERY STORY
When it comes to the 
sustainability of Print and 
Paper, it’s important to separate 
the facts from opinion and 
misleading information. 

Two Sides is a not-for-profit 

organisation committed to 

promoting the responsible 

production, use and recovery 

of print and paper. Two Sides 

dispels common environmental 

misconceptions by presenting 

consumers and businesses with 

a suite of information on why print 

and paper is an attractive, practical 

and sustainable communication.

Our consumer-focused Love 
Paper campaign promotes the fact 

European forests, despite popular 

belief, are growing in area and the 

paper recycling rate in Europe is a 

world-leader at 72%. The messages 

reach over 30 million people in 

the UK through adverts in national 

newspapers and magazines, as well 

as a social media campaign. 

The Two Sides Anti-Greenwash 

campaign ensures companies 

do not make unsubstantiated 

environmental claims about 

paper e.g. ‘Save Trees – Choose 

e-billing’. The campaign has a 92% 

success rate in the UK and recent 

successes include HSBC, TalkTalk 

and RyanAir. 

Engaging comms at 
down to earth prices 
The HE environment is competitive and changing 
rapidly. Universities, their staff, their research areas 
and their ambitions are as diverse as the audiences 
they want to talk to. We understand how to get the 
subtleties right.

Our team has in-depth experience of internal 
and external HE communications – from staff 
engagement projects to recruitment campaigns. 

We also have experience driving staff and  
students to use in-house print units. 

Give us a shout: 07775 903263

www.creativescrum.co.uk
01779 470606 | WWW.ASHGROVETRADING.COM

INFO@ASHGROVETRADING.COM

INNOVATIVE MATERIALS FOR DIGITAL PRINTING & FINISHING

QuickPro ArtWrap™

COME AND VISIT OUR STAND
AT THE ACPME CONFERENCE

GLASGOW 4-7 JUNE

Creative time spent on  

EXTERNAL WORK  

Hourly  

RATES  

9%

M
O

R
E
 

TH
A
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26%

LES
S

 

TH
A

N
 

5%

6
–10%

£

As an associate member of Two 

Sides, ACPME members can 

personalise Two Sides materials; 

including the Myths and Facts 
booklet, which busts 9 popular 

myths about print and paper. 

For more information about  

Two Sides and how you can 

utilise the tools available, get  

in touch: 01327 262920 

membership@twosides.info  
www.twosides.info

http://twosides.info/lovepaper
http://twosides.info/lovepaper
http://twosides.info/what-is-greenwash
http://twosides.info/Create-Your-Own-Myths-And-Facts-Booklet
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Gateway 
to good
business

OF UK DESIGN AND
PRINT FACILITIES
DON’T HAVE AN MIS

Investing in an MIS system has
given university print and design
agency The Gatehouse beּמer
visibility of its activity, leading 
to beּמer decision making.

ADVERTORIAL

In 2008, live data capture was
introduced at The Gatehouse. If this
seems something of a hiatus - being
seven years aﬞer installation -
actually it reflects what Mr Walker
considers to be a strength of the
Tharstern MIS: its modular nature. 

“I had a commercial print
background and it was clear to me
that we would have to invest in a
means of tracking jobs to deliver
what the University expects - an
internal service with a view to also
operating on a commercial basis,” 
he explained. “We looked at the
market and found that Tharstern
offered a package that fiּמed and
was affordable to our business
needs at the time. 

“We bought in a basic system which
allowed us to book in and close off
jobs. As we got further revenue we
bought additional modules. One of
those, in 2008, was capturing live
data. Previously, operators would
write down on paper what they had
done that day and it would be keyed
into Tharstern. We invested in live
data capture and that eliminated
that manual process.”

The availability of real-time data in
the MIS enables The Gatehouse to
maintain control of the business, 
and it can also use the information
to make end-of-month projections
and prepare business management
reports for senior management at
the University. The Gatehouse does
not operate to a full cost recovery
business model and it therefore 
has had to build a mixed menu 
of charges for core and non-core
work internally, as well as the
commercial print and design that
helps it to invest.

In a recent questionnaire circulated
by ACPME it was discovered that 
49% of design and print facilities 
in the UK education sector do not
use a Management Information
System (MIS) to help them run 
their operation. Half of the sector, 
therefore, is not able to take
advantage of the benefits of 
efficient data capture and informed
business decision making that an
MIS can provide.

49%

Bill Walker, Print Manager at The
Gatehouse, the design and print
agency at Robert Gordon University
in Aberdeen, wouldn’t want to be in
their situation. The Gatehouse has
been a long-term user of Tharstern
MIS – coincidentally, the MIS market
leader among educational
institutions with 23%, according 
to the research quoted above. 
It first put the system in during 
2001, prior to which it was simply
keeping wriּמen ledger records. 
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Mr Walker continued: “Tharstern
have been a great help and support
in geּמing us to where we want to
be, and it has allowed us to develop
and grow in a more efficient way. 
As a tool, it has certainly helped 
us to deliver the data analysis and
reporting that the high-level
directors require. It can help with
making decisions. We have had 
to present cases to senior
management where we extracted
data from Tharstern, for example
when we have asked for investment
in a piece of kit. 

Tharstern has given us the ability to
justify our request by showing the
type of work being produced and
the need for that piece of kit. It’s all
about presenting evidence and a
proper case, rather than just saying
‘this is what we need’. It gives us
hard facts.”

The Gatehouse is currently
embarking on its next phase of
development with the Tharstern MIS:
adding web to print functionality so
that customers can get instant
pricing, request quotes, submit jobs
and track their orders online.
Currently, customers send electronic
order forms and aּמachments to a
specific e-mail address. The practice
has served The Gatehouse well, says
Mr Walker, but it does also involve
some duplication of work for the
administration team, having to 
book customer order forms into 
the MIS and processing electronic
files to the appropriate department
for production of the work.

Implementation of the web-2-print
systems is underway, with trialling
due to begin, at the time of writing,
with a handful of University users.
The hope is that a successful trial will
see it rolled out across all internal
customers and then externally to the
commercial print and design client
base too. 

Mr Walker is phlegmatic when asked
how important the MIS system has
become at The Gatehouse. 
Could they do without it? “It’s like
driving a car. Could you do without it?
Yes, you could, but it would be very
inconvenient. I don’t think we would
want to.”

Tharstern was started more
than 30 years ago has a
client base of more than 700
users across the globe. It has
7,000 users of its MIS and
workflow solutions, with a
96% customer retention rate.

The Tharstern MIS soﬞware
can be configured to meet 
the requirements of clients’
businesses in education and
other different sectors.

Tharstern works with many
other market-leaders, for
example Heidelberg and HP,
both using Tharstern as a
preferred partner for MIS,
as well as Manroland, 
Komori, Xerox, Esko, Enfocus
Switch, Kodak, Agfa, Konica
Minolta and Fuji.

23%
TharSTern

The Gatehouse, which provides design
and print services to RGU as well as to
external organisations, picked up the
‘Best In-House Printed Product’ 
award at this year’s  Association of 
Print Managers in Education  (ACPME)
Conference held in Torquay.

If you’d like to speak to someone
about the Tharstern MIS, or just
want a bit more information, head
to www.tharstern.com/acpme
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How Amanda’s team adapted, learned 

new skills and achieved amazing results

In January 2014 DMU engaged external  

consultants to review the Print Centre 

operation. The review considered the age 

of the equipment, supplier contracts and 

volumes of print performed both internally 

and externally to the University. 

The review concluded that significant 

volumes of print were being outsourced 

due to capability of existing infrastructure 

and the inability to provide quality print at 

very short notice. It was also noted that 

students were also seeking print services 

off campus due to quality and price issues 

and ability to turn jobs around quickly. 

The recommendation was to either fully 

outsource the printing service or invest 

heavily to bring the service to a standard 

that would deliver a 1st class service for 

The Print Centre’s role in transformational change at DMU 

through £1M investment in technology and services – improving the 

student experience and the overall performance of the University.

DE MONTFORT UNIVERSITY LEICESTER  

WINNING students and in addition support the wider 

University requirements and potentially 

attract a level of external business from 

the local community. 

The situation was seen to be both 

damaging for the University reputation and 

did not support the University strategic 

aims for driving improvements to the 

student experience of DMU. 

The decision was taken to make a £1M 

investment in transforming the DMU Print 

Centre to create a 21st Century print 

service that would enhance the student 

experience and optimise the print services 

delivered to the University.  

DMU were already engaged with Konica 

Minolta on a project to deliver a managed 

print service to University staff. 

In April and May of 2014 a fleet of five 

high-volume print production presses and 

a KM colour press were installed in the 

Print Centre, along with a range of high-

tech DUPLO finishing equipment including 

a perfect binder, card cutter, creaser/

folder and a booklet maker. 

A Konsberg CAD cutting table was also 

installed to complete a wider range of 

products and services that could be 

offered to DMU students and staff in 

addition to external customers. 

The investment in infrastructure  

was complimented by new software 

including PlanetPress which enables  

the Print Centre to produce variable  

data work such as personalised 

letters, leaflets and brochures 

and Artios CAD, a program 

dedicated to the 

design of folded 

packaging and 

cartons.

 David Harrison of Sharp 

presenting the Print Service 

of the Year 2016 Award to 

Amanda Thorley of  

De Montfort University

 One of the branded 

promotional pieces produced 

to showcase the wider range 

of products and services 

being offered in-house. 

The clock was cut on the 

Konsberg CAD cutting table 

(top left)

PRINT SERVICE OF THE YEAR 2016 
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Awareness of the Print Centre, its products 

and services was minimal on campus; a robust 

marketing campaign began to raise the profile. 

Branding was developed and put out across the 

campus and beyond. 

To complement the marketing campaign, the 

Print Centre held two open days in May 2015 

where staff, students and external clients were 

invited to come to the Print Centre and see what 

services and products were available. The Open 

Days were a huge success and there was an 

immediate increase in volume of orders.

To cope with the increased workload, existing 

part-time staff were given the option to increase 

their hours which resulted in us gaining one FTE. 

All staff received a good range of training on 

printing and finishing processes to give us full 

business continuity in all areas. There is now a 

very cohesive team within the Print Centre who 

are all proud to wear the new DMU Print Centre 

uniform, another initiative to raise awareness. 

The growth within the Print Centre over the 

last two and a half years has been exceptional, 

the volume in orders has increased by over 

100%. Collaboration with key stakeholders 

has resulted in us gaining a reputation for 

delivering on service, quality, price and 

product. To have rebuilt what was a very poor 

reputation historically has given all of the 

team a great sense of pride.

We continue to diversify and expand the  

range of products and services we offer.  

I am realistic however and aware that 

there may come a time when the success 

will plateau. In the meantime, we are very 

fortunate in that the University continues to 

support our growth in the interests of student 

and staff satisfaction. Amanda Thorley

three
large format machines

at a glance

8.5  
equivalent FTE staff

three
colour devices

four
mono devices

Tharstern
MIS system

 The Print Centre team

Left to right:  

Nick (Print Production Operative),  

Jon (Print Finishing Operative),  

Adam (Graphic Designer & Pre-press 

Technician),  

Victoria (Print Production Operative), 

Amanda Thorley (Printing & Commercial 

Services Manager),  

Annette (Print Production Co-ordinator), 

Dale (Receptionist & Print Administrator, 

Balu (Print Finishing Operative),  

Sam (Print Production Operative)

 A selection of materials 

produced in-house by the 

Print Centre 

Nick focused at his 

workstation
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In a continuous drive to enhance the 

student experience and provide an 

excellent service to internal and external 

customers, SLAs were written, agreed 

and published.

To make use of the new range of 

equipment, new products were added 

and marketed to clients, these include 

cartons, playing cards, 3D models, 

luggage tags and pop up banners.

Further investment has been made with 

an upgrade to the wide format printers 

which has delivered additional capacity 

and capability to produce contra vision 

AND THE 
WINNER IS…

 Machinery designed to 

keep more in-house and 

to increase the range of 

services available 

  The Print Centre entrance 

– transformed with in-house 

large format graphics

CALL FOR ENTRIES
ACPME Awards are an excellent 

opportunity for you to raise the 

profile of your creative and print 

service within your institution 

and across our network. There 

are six categories and each 

has ‘Winner’ and ‘Highly-

Commended‘ awards.

Enter the 2017 ACPME Awards 

– get people talking about your 

team and your work.

The 6 categories:

1. Print Service of the Year

2. Best In-House Design 

3. Best In-House Photography

4. Best In-House  

Printed Product

5. Best In-House Wide Format 

Product

6. Best In-House Innovation

Entry deadline: 8 April at 4pm

Judging: April 2017

ACPME Awards Dinner & 

Presentation: 6 June 2017

www.acpme.ac.uk
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The upskilling of in-house creative  
and print teams in education

DOING HIGHER EDUCATION’S DIGITAL

PROUD

The print sector has witnessed 

a digital revolution in the last 

decade. With the education 

sector home to the millions of 

digital natives making their way 

into our society, its place at the 

forefront of digital technology is 

something of a mandate. That 

said, educational institutes 

themselves are often perceived 

as quite traditional when it 

comes to the latest technologies. 

This is something that in-house 

creative teams in the sector are 

at the heart of changing. 

Never before has there been 

such a choice of digital print 

applications, which means 

the opportunity for in-house 

creative teams in the education 

sector to diversify and upskill 

is unprecedented. Antalis’ 

Digital Academy was created 

for this purpose. A centre of 

excellence for digital printing and 

technology, it offers support for 

in-house teams as they develop 

their offering and increase their 

impact as a support function. 

Based at the Antalis head 

office in Leicestershire, the 

Digital Academy was launched 

in 2012 and now delivers over 

60 specialist workshops each 

year across the UK and Ireland. 

The Academy aims to support 

Print Service Providers (PSPs) 

and in-house teams looking to 

invest in digital print, expand their 

business portfolio or maximise 

the potential of their digital print 

machinery. It is a unique facility, 

equipped with the latest digital 

kit, enabling live demonstrations 

and real-life application  

case studies.

Designed to provide the 

information and skills to support 

business development and 

diversification, the workshops 

offer individual advice and are  

a great way for in-house creative 

teams to learn new techniques 

and gain hands on experience 

in areas such as Colour 

Management, Fine Art Printing 

and Production, Sign Making  

and Vinyl Application. 

Covering a range of colour 

management, practical and 

technical areas, Digital Academy 

courses that have been 

particularly popular with in-house 

creative and print teams have 

included the range of Adobe 

Photoshop, Bridge, Illustrator 

and InDesign workshops. 

Adobe’s editing, page design 

and graphics applications have 

also attracted in-house teams 

looking to upskill in order to work 

faster, more efficiently and more 

professionally with these  

industry leading products.

Two brand new Digital Academy 

workshops have just launched 

including a Web-to-Print 

Workshop. This is aimed at digital 

print and marketing companies 

wishing to be introduced to 

web-to-print and marketing 

engagement solutions, but 

there’s a real opportunity for  

in-house creatives to bring some 

of these skills and services  

in-house.

The print and paper industry is continually 
evolving and there are huge opportunities for the 
education sector to embrace new technologies and 
deliver increased value for their internal clients. 
As a champion for digital printing, Antalis – 
Europe’s leading distributor of paper, packaging 

solutions and visual communication products – has been working in partnership 
with in-house creative and print teams via its Digital Academy to show them how 
to harness the power of digital.  By leveraging this support, print managers can 
increase productivity and expand their capabilities, bringing their most creative 
ideas to life and generating improved cost-efficiencies for their institutions.

Antalis is partnering with the 

education sector to provide 

innovative products and services 

adapted to the very latest 

digital printing technologies and 

skills development support. In 

addition to The Digital Academy, 

Antalis also has a team of Digital 

Partners whose sole focus is 

to develop the digital business 

through training, customer  

visits, market intelligence  

and ongoing expert advice  

for educational institutes. 

As part of our culture to share information and ideas, our 

Digital2Business website (www.digital2business.co.uk) is another 

tool we’ve invested in where customers can find technical advice, 

inspirational case studies and ‘Ask the Experts’ Q&As. Central to 

Antalis’ objective for Digital2Business is the company’s desire to 

provide a ‘hands on’ platform of information sharing, where  

users can engage and interact, share knowledge and obtain 

expert input, as well as keep up to date with events and the latest 

technological developments. It’s a tool proving popular with in-

house print teams across the country. 

If you’re interested in finding out more about  
the latest technologies visit 

www.digital2business.co.uk
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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 campaign

where 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  
VOICE
WITH  
PLYMOUTH 
UNIVERSITY

TakE PaRT IN  
THE STUdENT SURVEY
It’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  
VOICE
WITH  
PLYMOUTH 
UNIVERSITY

TakE PaRT IN  
THE STUdENT SURVEY
It’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  
VOICE
WITH  
PLYMOUTH 
UNIVERSITY

TakE PaRT IN  
THE STUdENT SURVEY
It’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  
VOICE
WITH  
PLYMOUTH 
UNIVERSITY

TakE PaRT IN  
THE STUdENT SURVEY
It’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 th
e survey?

Completing the survey gives you the 

opportu
nity to

 provide honest fe
edback 

on your le
arning experie

nce. W
hen 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



ACPME PAGES | 4342 | ACPME PAGES 

CLICKLOG-IN
C

O
M

PL
ET

E

ww
w

.p
ly

m
ou

th
.a

c.
uk

/s
tu

dentsurvey

can be done in five minutes. The 

campaign idea was eventually 

simplified to: 

What could you do in five 

minutes? 

Make a balloon animal… 

…or fill in the survey and have a 

chance to win travel vouchers. 

The leading image was of a 

balloon giraffe – though a balloon 

swan and balloon dog were also 

used to keep it lively. 

The first rough concept was 

presented at a senior leadership 

meeting in September. It met  

wwith enthusiasm.

Miss Ballooniverse?  

Once the campaign had been 

signed off, we had less than four 

months to work out the detail  

and generate the collateral for 

the campaign. 

Again, some of our wilder ideas 

had to be abandoned. We did 

not engage the services of Miss 

Ballooniverse to come and do 

demonstrations of balloon-

animal making. We did not 

offer balloon-shaped jellies to 

students. The idea of using 3D 

floor stickers did win through, and 

were a huge hit on social media 

once the campaign launched. 

Students tweeted a fair number 

of images of themselves draped 

on the floor in predictable poses. 

These campus-wide projects

can be hard to keep track of. 

How did you map the assets?

We walked the campus to identify 

where the campaign assets 

would best be displayed. Where 

did students congregate in the 

greatest numbers? When would 

they be captive, so to speak: 

when logging on to the network 

or waiting for lectures to start, for 

example. Which places had the 

highest footfall? 

The library was an obvious hot 

spot, so we liaised with the 

library team to agree where, in 

the library, we could display the 

campaign. It was agreed that a 

balloon arch would be installed in 

the library. The Students’ Union 

was another hot spot – and the 

student union committee agreed 

to hold two events at three week 

intervals at which balloons would 

drop from the ceiling, the bar 

staff would wear special t-shirts, 

the tables would carry vinyl 

stickers. We hoped to affix 

stickers to glass doors, mirrors, 

windows and lifts, but the 

estates team was averse to 

this, so it didn’t go ahead. Each 

part of the campaign had to be 

negotiated and agreed – another 

reason we were grateful for the 

long lead-time. 

Spreadsheets were produced 

to capture the specifications 

of all the physical and digital 

opportunities available, the 

location in which they would be 

displayed, the quantities required 

for each asset, and the dates on 

which they would be installed. 

Provision had to be made for 

satellite sites off the main 

campus – the medical school,  

the partner colleges, the 

overseas partners. 

How did you ensure the campaign

held your students’ interest?

Any change to the campus 

is noticed by the users for a 

short time – and then becomes 

background noise. To retain 

the attention of our students, 

we agreed that the campaign 

needed to be ubiquitous – but it 

would also have to change over 

the course of the campaign. 

We planned for two phases, but 

anticipated that a third push 

might be needed.

During Phase One, the 
emphasis was on fun: make a 
balloon animal in five minutes 

Balloons festooned the campus, 

a balloon arch was installed 

in the library, the visuals were 

displayed on printed posters, 

screens all over campus, online 

and on student union channels; 

floor stickers were installed 

in buildings with high footfall; 

the student union tables had 

large visuals on the tables, the 

bar team had t-shirts, there 

was an event at which there 

was a balloon drop; student 

ambassadors handed out 

bespoke lollipops. 

During Phase Two, the 
emphasis was on the 
incentive: Fill in the survey 
for a chance to win travel 
vouchers

The visuals on all channels 

changed to travel destination 

being photo-bombed by balloon 

animals; postcards of the visuals 

were circulated in lecture halls 

and in catering outlets; a second 

event at the student union was 

held at which there were screens 

showing travel destinations.

Screens
RLB foyer
IN 5 MINUTES
YOU COULD...

…make a balloon giraffe

www.plymouth.ac.uk/studentsurveys 

IN 5 MINUTES
YOU COULD...
CLICK
LOG-IN
COMPLETE
the student survey
www.plymouth.ac.uk/studentsurveys 

IN 5 MINUTES
YOU COULD...

…make a balloon swan

www.plymouth.ac.uk/studentsurveys 

CLICK
LOG-IN
COMPLETE

www.plymouth.ac.uk/studentsurveys 

IN 5 MINUTES
YOU COULD...

…make a balloon rabbit

www.plymouth.ac.uk/studentsurveys 

WIN
ONE OF FIVE

£500 
TRAVEL VOUCHERS

www.plymouth.ac.uk/studentsurveys 

Posters
A1 & A0
Six sheet

www.plymouth.ac.uk/studentsurveys

WHERE 
WOULD 
YOU GO
with a £500
travel voucher?

CLICK
LOG-IN
COMPLETE
the student survey
WIN ONE OF FIVE
£500 TRAVEL VOUCHERS

Phase One: The emphasis 

was on fun: make a balloon 

animal in five minutes. 

Phase Two: The emphasis was on 

the incentive: Fill in the survey for a 

chance to win travel vouchers

Pull-up banners
850 Promo

WHERE 
WOULD 
YOU GO
with a £500
travel voucher?

CLICK
LOG-IN
COMPLETE
the student survey
WIN ONE OF FIVE
£500 TRAVEL VOUCHERS

www.plymouth.ac.uk/studentsurveys

WHERE 
WOULD 
YOU GO
with a £500
travel voucher?

CLICK
LOG-IN
COMPLETE
the student survey
WIN ONE OF FIVE
£500 TRAVEL VOUCHERS

www.plymouth.ac.uk/studentsurveys

 Balloon-shaped jelly animal 

sweets didn’t see the light  

of day, but typified the 

creative buzz
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Once the scope of the work 

was clear – and it did go on 

growing for the duration of the 

campaign – the monumental 

task of producing the multitude 

of assets for print and digital 

channels began. It was carried 

out by one member of the design 

team – Tara McCulloch. 

How did you collaborate with

colleagues across the University? 

Of course, apart from the 

professional ability of the 

design team, the success 

of a campaign relies on an 

alignment of a number of factors 

and collaboration across the 

University community. The 

academic lead who delivered the 

project made a huge difference. 

It was essential that academics, 

students and support teams 

collaborate – and he was great at 

networking across the University 

community. I mentioned the 

lead-time and a brief that 

allowed us to play and explore 

options. He also drove the design 

team towards a concept that 

students would respond to. He 

communicated the campaign 

plan to academics and ensured 

that everyone was apprised 

of their role in the campaign’s 

success. He ensured that the  

IT requirements were locked 

down and tested in time 

for the launch and that the 

reporting would be done and 

communicated throughout the 

campaign. He involved the events 

team to install the campaign. 

Critically, he kept the campaign 

project team small. He enlisted  

a member of the Students’ 

Union as part of the project 

group, as well as the Head of 

Communication and Marketing 

for the student union. These 

proved helpful arbiters of what 

students would respond to. 

They also facilitated the use of 

the student union – its venues, 

events and communication 

channels – to help with raising 

awareness of the surveys. He 

also successfully mobilised 

University resources to help 

with the project management 

and planning: a project manager 

and a project assistant from 

the Project Office proved 

indispensable when it came  

to tracking the various strands  

of the sprawling campaign,  

the costs, the responsibilities 

and tasks. 

Did your creative team enjoy

working on this?

From my point of view, it was 

no surprise that the in-house 

design team were able to deliver 

this campaign – even though it 

was one of many jobs and we 

are a small team: we had the 

equivalent of 2.5 full time staff 

plus me. Creative people, given 

the opportunity – as well as 

the conditions and the project 

support – enjoy rising to the 

challenge, extending themselves 

and delivering great work. 

How does having in-house

photographers add creativity?

You only need look at some 

of our projects. The Plymouth 

alumni portraits are an example 

of creative photography. This 

beautifully crafted, creative 

work emerged from a close 

collaboration between design, 

photography, the alumni team and 

copywriter – but the photography 

does the heavy lifting.

Following the success of his ‘Sea 

Portraits’ series for the University 

– portraits of local people who 

have a powerful connection with 

the sea, showing them in the 

places they love – our senior 

photographer, Lloyd Russell, was 

commissioned to photograph 

alumni in the same style. 

The alumni, who may have 

achieved notable success 

or have interesting journeys, 

were chosen because each 

had arrived at a sense of self 

or a sense of purpose through 

their studies. Their stories offer 

insights that are more immediate 

and emotionally engaging than 

marketing ‘blurb’, so were 

designed to inspire applicants to 

the University and to encourage 

alumni to engage with Plymouth. 

The approach follows the trend in 

social media towards marketing 

based on user reviews.

These shoots are on-going and 

involve considerable planning, 

logistically and creatively. Lloyd 

spends time with his subjects 

to better understand them, to 

establish a rapport and do them 

justice – and to ensure that the 

sitter is relaxed. He travels to 

various locations and chooses 

ones that help illuminate the 

sitter’s unique story. He looks 

for the telling detail or salient 

angle that adds narrative depth 

to the image – viewing the dancer 

from above so as to show the 

polished expanse of the wooden 

dance-floor; showing the survival-

trainer’s hunting gun at the 

door of the wood cabin. In this 

way, he achieves portraits that 

feel genuine and in which the 

subjects radiate self-assurance. 

Technically and creatively, Lloyd 

draws attention to the alumni, 
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using sharp focus on just the 

eyes and soft focus in all other 

areas, a subtle understanding of 

natural light and a documentary-

maker’s respect for the people 

and the place. 

The campaign has been applied 

across large format outdoor 

displays, on internal displays, 

printed publications and web 

– always shown with the same 

design layout and biography. 

In Lloyd’s words, ‘We’re lucky 

to work alongside talented 

individuals who write beautiful 

biographies and designers who 

resist the temptation to over-

design and who see the strength 

of daring minimalism. It works!’ 

Like the designers, the 

photographers are the experts 

in their field. When retouching 

and image manipulation are 

required, the job gets passed 

to them. They have a darkened 

studio in which to work and 

image manipulation is their daily 

bread: they have tricks up their 

sleeves that the designers have 

not dreamed of.

Delivering great creative work 

in-house means having drive 

and keeping a look-out for 

opportunities – opportunities to 

have fun, to strive for beauty, to 

think about jobs innovatively so 

as to communicate effectively. 

We leap at the chance to 

explore, to flex our professional 

muscle and to exceed ourselves. 

This is what it is to be creative 

professionals 

“ A dancer becomes confident when they learn and practise their 
moves and steps. But through Contact Improvisation, I now have 
a different confidence – a confidence in myself. I know that I can 
walk into a room having discarded everything at the door.”

Abigail Jackson 
MRes Dance  
Plymouth University Graduate (2014) 
PhD student in the Transtechnology Research Department

600033 260437 Alumni Portraits.indd   1 22/07/2015   16:56

“  A group of us would go mackerel fishing off the Hoe, we’d 
catch what we could and then barbecue them on the rocks. 

  At Plymouth I had some of the most amazing coastline, moorland, 
and forests right on my door. This is a place to inspire people.”

Thom Hunt
BSc (Hons) Marine Biology and Coastal Ecology
Plymouth University Graduate 2004
Founder of leading outdoor course provider 7thRise,  
and one of Channel 4’s ‘Three Hungry Boys’

Alumni Portraits Original Set.indd   2 22/07/2015   16:57

“ Conservation has been a part of my life for as long as I can 
remember, and I was drawn to Plymouth because I really felt 
as though they believed in what they were teaching. I’m now a 
sustainability communications consultant, helping businesses 
to become greener. I was always in it for the chance to change 
things…hands on, and from within.”                                                       

Jazz Singh-Khaira 
BSc (Hons) Wildlife Conservation  
Plymouth University Graduate (2011)

600033 260437 Alumni Portraits.indd   6 22/07/2015   16:57

We leap at the chance 

to explore, to flex our 

professional muscle and 

to exceed ourselves. This 

is what it is to be creative 

professionals

 Designer: Lee Mattock, Photographer: Lloyd Russell, Copy: Andy Merrington
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A D V E R T O R I A L

McLays can trace their roots back around 
200 years – but they are definitely looking  
to the future with the services they offer….

WHERE

HISTORY

How are McLays looking to the future?

As well as continuing to offer quality litho print we 

also provide digital prospectus production, website 

design and development, mobile apps, graphic 

design, large format, postal services, picking & 

packing, hybrid mail and storage.

Many customers take advantage of our ‘one 

stop shop’ when it comes to sending customer 

communications e.g. print and personalise 

documents, enclose them using data integrity 

processes, then sort and mail using ‘MiPost 

Downstream Access’ – the equivalent of Royal Mail 

2nd class but at a wholesale rate.

By using MiPost DSA you can be sure that you’re 

making the most efficient postal choice.

Do McLays print digital 

prospectuses?

We can host ‘prospectus request’ 

pages within Universities 

websites to gather potential 

students’ data, here they 

complete personal information 

and the courses they are 

interested in. They then have 

a choice between having their 

personalised prospectus 

emailed, printed and posted,  

or both. 

As a result, the student only gets 

appropriate information. Fewer 

books are printed, those books 

that are printed are much thinner 

and lighter therefore reducing 

postage costs. Full reporting 

is available to the Marketing & 

Recruitment Departments, with 

contact details and the students’ 

course choices so they can follow 

up with invitations to open days 

and conferences.

Can you prove what McLays do? 

The best way to understand 

what we do is to ask one of our 

customers…

Are McLays new to the education sector?

McLays have been working in the education sector for over 35 years 

– anybody reading this who was at the ‘Conference of University 

Administrators’ in Sheffield between 2nd and 4th April 1981 may  

well have seen the stand!

Even then McLays were proactively trying to save the universities 

money – showing samples of printing on paper weights as low  

as 40gsm!

‘We required foil blocking on the cover of our latest 
Undergraduate Prospectus. The printer’s proof that was 
initially supplied was lacking in the fine detail we had 
anticipated, but after close collaboration with McLays, 
production methods were changed to include the use of  
a copper die, which resulted in a much sharper image.

Just to add that I think the cover  
looks absolutely stunning,  
and the response from  
senior colleagues has  
been really positive’
Lynne Atkin, Account Manager, 

Creative and Print Services,  

Loughborough University

McLays would love to have the chance to add more ACPME members  

to their portfolio.

If you have a project you would like to  

discuss, call Simon on 02920 544120 

or email spayne@mclays.co.uk 

www.mclays.co.uk

& 
Simon Payne 
explains McLays 
history of 
working with the   
HE sector

FUTURE MEET

A McLay and Company Limited
Longwood Drive
Forest Farm
Cardiff 
CF14 7ZB

T: +44 (0)29 2054 4100
F: +44 (0)29 2054 4123
www.mclays.co.uk

Registered in England and Wales No. 75614

Print • Digital • Mail
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YOUR EXECUTIVE

CHAIR SIMON HAMPTON-MATTHEWS 
University of the West of England 

0117 328 4673 

simon.hampton-matthews@uwe.ac.uk

VICE CHAIR JANINE BARRACLOUGH
University of Sheffield 

0114 222 4007  

j.l.barraclough@sheffield.ac.uk

SECRETARY ALISON FREER 
Loughborough University 

01509 222190  

a.j.freer@lboro.ac.uk

TREASURER STEVE REDDING 
SOAS, University of London 

020 7898 4066 

sr54@SOAS.AC.UK

TRUSTEE PAUL BISHOP
Sheffield Hallam University 

0114 225 4541 

p.bishop@shu.ac.uk

SCOTTISH ACPME CHAIR  
MARTIN PARKER
Robert Gordon University 

01224 262942 

m.parker@rgu.ac.uk

EXECUTIVE MEMBERS

IAN HICKMAN 
University of Leicester 

0116 223 1515 

imh3@leicester.ac.uk 

STEVE MARLOW
University of East London 

020 8223 2801 

S.J.Marlow@uel.ac.uk

STEPHEN MCCANN
University of Glasgow 

0141 330 3116 

Stephen.McCann@glasgow.ac.uk

STEVEN THOMAS
University of Lancaster 

01524 592069  

s.thomas@lancaster.ac.uk

IAN WILCOX
University of Southampton 

023 8033 4645 

I.Wilcox@soton.ac.uk

Communications officer 

DARREN LEWIS
apmecomms@gmail.com 

07872 417028

Administrator / conference organiser  

ROY STARES
adminapme@virginmedia.com

07860 722552

DATES FOR YOUR 

DIARY
IN THE NEXT  

ISSUE

KNOW US, LIKE US  

FOLLOW US

WANT TO  
BE IN THE

LIME- 
LIGHT?

Executive Committee meetings

Your Executive will be meeting on  
8 &9 March 2017. If you have any topics 
you would like discussed or suggestions, 
please send them to Alison for inclusion 
at the meeting.

a.j.freer@lboro.ac.uk

Scottish ACPME meetings

The date and venue of next meeting  
is to be confirmed. Watch out for the 
emails. All ACPME members are welcome. 

For details contact Martin:  
m.parker@rgu.ac.uk 

2017 Annual Conference

Golden Jubilee Conference Hotel, 
Glasgow, 4–7 June  
See page 7 and book early to avoid 
disappointment. Complete the booking 
form enclosed (reverse of the cover sheet) 
or visit www.acpme.ac.uk

Special Interest Group Meetings

In our recent survey 68% of you said you 
would attend relevant creative SIGs. 

SIGs can focus on anything from high 
volume copying to creative strategy and 
anything in-between. 

Give hosting a go – you just need to be 
prepared to table a discussion or present 
briefly. It will showcase your University 

and get you known to the group. Some 
costs may be covered by ACPME.

They’re a great way to hear what others 
are doing and to network with like-minded 
members facing similar challenges.

If you have an idea for a SIG meeting and/
or would like to host an event please 
email Alison: a.j.freer@lboro.ac.uk

Print Tech Day

Manchester Metropolitan University, 
Friday 31 March 2017 
Insights into new and exciting 2D & 3D 
print technologies and their introduction 
into HE institutions. Plus selective 
supplier exhibition. 

For details contact Paul Squires: 
p.squires@mmu.ac.uk 
0161 247 3720 

Trade shows

Why not join us at one of these trade 
shows. Email the membership if you  
are planning to attend and meet up for  
a chat and a coffee.

www.signuk.com  
28–30 Mar 2017

www.ipex.org 
31 Oct – 3 November 2017

Showcasing your work

Remember ACPME Awards span a whole 
year. Start thinking about your next 
submissions now.

We’re already thinking 
about the next issue 
which will be published 
after tye Glasgow 
Annual Conference.

There’ll be features  
on Glasgow 2017, 
including coverage 
of the 2017 ACPME 
Creative & Print Awards, 
and more member 
profiles.

If there’s a topic you’d 
like to see featured 
drop Darren an email: 
apmecomms@gmail.com

Follow ACPME on social 
media to see what’s going 
on, what we’re planning 
and how to be involved: 

/acpme.ac.uk
@acpme_uk

Read about others in 
this issue and want to 
tell the world about 
what you do, what your 
team are working on…?

Give Darren a holler: 
apmecoms@gmail.com

Remember that units 
come in all shapes and 
sizes. You don’t need to 
have monster presses 
or huge teams to 
feature. There’ll be other 
teams similar to yours 
within the membership, 
keen to hear what you 
have to say and to hear 
how you’re tackling 
challenges.

 

mailto:a.j.freer%40lboro.ac.uk?subject=APME%20Exec%20Meeting%20suggestions
mailto:m.parker%40rgu.ac.uk%20?subject=Scottish%20APME%20meeting
http://www.apme.org.uk
http://www.signuk.com
http://www.ipex.org
https://www.facebook.com/APME.UK
https://twitter.com/APME_UK
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We’ve reduced costs 
for the University, 
provided an improved 
customer-driven 
service and 
increased demand.

Mark Ramsay 
Print and Post  
Services Manager, 
Loughborough University

Print is no longer about compromise. It’s about 
saying ‘yes’ to customers, exploring bold ideas 
and experimenting with new techniques.

With Canon’s industry leading e-commerce 
solution, EFI Digital StoreFront®, you can say 
‘yes’ to your customers 24/7 with your own 
branded web presence that uses the latest 
responsive technologies to deliver a dynamic 
buyer experience for placing online print and 
non-print orders.

#UNLEASHPRINT

canon-europe.co.uk/unleashprint  
canonproprint@cuk.canon.co.uk

@CanonProPrintUK /canon-uk-ltd


