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P roPrint provides our readers 

with vital industry information, 

news, views, reviews and in-

depth features to help them remain 

competitive in the dynamic print 

media industry. 

The magazine is aimed at the  

decision-makers at printing compa-

nies across the many and varied  

sectors of the industry. 

Update
Each month, our ‘Update’ section 

reveals the latest news taking place 

across print. Along with general 

industry news, Update also includes 

sub-sections dedicated to business, 

international news, and the environ-

ment, along with monthly columns 

from industry experts. 

Our ‘Online Update’ double-page 

spread rounds up the best content 

from the ProPrint website, including 

the results of our weekly online poll, 

comments from our forums and rank-

ings of the most-read stories.

ProPrint magazine

Profile
ProPrint gets under the skin of the 

industry in our monthly ‘Profile’ area. 

This is where readers can find interviews 

with industry figures, profiles of stand-

out printing companies, as well as on-

the-floor coverage of global events.

Focus
The magazine goes in-depth in our 

‘Focus’ section. Each month, we pub-

lish a series of feature articles that 

provide detailed analysis and insight 

into the technology, business, indus-

try sectors and products that are part 

of the print industry. ‘Focus’ features 

appear on our features list. 

Product Portfolio
Finally, ProPrint’s ‘Product Portfolio’ 

section gives readers the inside track 

on the latest developments of printing 

technology, with news and reviews. 

This is where you’ll find our ‘Product of 

the Month’ article, where we take a 

fine-tooth comb to a piece of kit that’s 

making a splash across the industry. 

ProPrint is the leading monthly magazine  
for Australian and New Zealand printers

Circulation
9,875 copies  
(April to September 2009, Circulation Audit Board figures)

Contact
Steven Kiernan, Editor
+61 (0)2 8908 2208, skiernan@proprint.com.au

Carmen Ciappara, Group Advertising Manager
+61 (0)2 9625 4434, carmen@proprint.com.au 

Get involved. Have your say. Join the debate. Vote now. 
This week’s poll is up on the proprint.com.au homepage.

 
THE PROPRINT ONLINE POLL

update   ONLINE

Is the federal 
government’s new 
print procurement 
initiative good for 
the industry?

0%
Yes Because all printers 

will need to meet the 
government’s high standards 

to be competitive

35.3%
No It restricts public sector 
opportunities to a limited 
pool of print suppliers

29.4%
No The same big 
companies will still take 
the lion’s share of work

26.5%
Yes It creates a level 

playing field for printers 
of all sizes to access 
public sector work

8.8%
It will have no 

tangible effect on 
the majority of the 

industry

Why do 
printers end 
up being hit 

with large 
unsecured 

debts?

Do you think  
it makes sense  
for Heidelberg 
to take over 
selling Kodak’s 
sheetfed  
CTP range?

52%
Because printers need to 
have better credit control

27%
Because printers need 

to fill their presses 
with whatever work 

they can get

16%
Because customers 

treat printers 
like an unlimited 

credit facility

5%
It’s just a reflection of  
the economy we live in

41%
No It’s unlikely 
to create any 
major benefits 
for either vendor, 
or for printers

25%
Yes Having Heidelberg push the 

Kodak range could make prices in the 
wider CTP market more competitive

20%
No It is unclear how 

the Kodak range will sit 
alongside Heidelberg’s rival 

Suprasetter range

8%
Yes When press sales are 

down, manufacturers need 
to have stable, steady 

revenue streams

6%
Yes Heidelberg’s broad 
sheetfed customer base will 
see a benefit from getting 
more access to the Kodak range

your say

SNaP NOdS TO HaPPy cuSTOmERS  
THaNkS TO TRuLy GREEN ETHOS
From what I’ve seen and heard around the 
industry, GASAA are on a winner here. 
PIAA course is nowhere near good 
enough, like most things PIAA do! ;-) 

IndustryWatcher

We will be working through PIAA’s Level 2 
SGP program later this year as ultimately 
we want to achieve ISO 14001. SGP gives 
us the option of working towards that in a 
stepped approach – more affordable and 
easier for us to manage. When we are 
ready, we can take the next step to Level  
3 and ISO 14001. It’s true that PIAA don’t 
always get it right. But in terms of their 
environmental program – their’s is well  
in front of GASAA. 

TonyMeman

OmNIGRaPHIcS PRINTS TELSTRa’S ‘fROG 
aNd GOaT’ TRadING POST camPaIGN
No disrespect to Omnigraphics who only 
printed the posters, but this has to be one 
of the most awful ad campaigns ever. 
First, Sensis abandon printing Trading Post 
instead of exploring creative new ways to 
service their customers with what they 
want – relative, targeted, customised 
printed communications. Then they come 
up with a strained, amateurish, off-target 
campaign using a stupid-looking goat  
with a frog on its head. Frogs don’t go 
‘Reckon’ – they go ‘READ-IT’. Goats don’t 
go ‘baaaa-gain’. They bleat. It’s got failure 
written all over it. A six-year old would 
have done better. Get back into print 
Sensis... intelligently. 

FinkyMcHee

XEROX TO SELL ESPRESSO BOOk macHINE 
Seriously, does this mean the equipment 
manufacturers are selling into our market 
place? Will this impact book printers who 
will see publishers move away from 
printers? Whether or not these printers 
have digital production or direct 
distribution networks, manufacturers 
such as Xerox have the financial clout to 
carry the cost of the installations into 
retailers with a view to market share  
and ultimately profits through consum-
ables. We’ve all been there – digital 
production looks cheap until you  
dig deeper and uncover the underlying 
costs of ongoing operation.

InkyMcFee

mELBOuRNE TEEN makES PRINTING  
BLaNkET REcycLING BREakTHROuGH 
Eddie has been sending blankets to the 
Philippines to turn them into shoes for 
years now – will he be sharing in the 
Entrepreneur of the Year award? 

RealityChek
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Would a shift to 
RGB stack up?

C
MYK once seemed like a given 
for print But with such a 
diversity of output devices now 
at the end of the workflow, a 
common question is whether to 

keep a file in its RGB format to a late stage 
in pre-press. Is there scope for a colour 
model revolution?

There’s certainly no shortage of primary 
material in RGB. After all, digital capture 
devices, down to the most basic consumer 
cameras and scanners, grab data in  
RGB. Conversion to CMYK four-colour 
separations ahead of platemaking is 
increasingly seen as a hangover from 
analogue pre-press days – but is still 
regarded as a viable process if the 
destination device is an offset or digital 
production press. 

But the new generation of wide-format 
inkjet printers often have additional 
colours, such as orange, and are capable  
of producing a far more ‘hi-fi’ image than 
what is supplied in a CMYK file.

“It all depends on what kind of device 
the material will be printed on,” says Agfa 
commercial print products manager 
Harry Kontogiannis. 

“These days, with so much print being 
multi-purposed to offset, digital, and to 
electronic destinations such as plasma 
screens, or the internet, it pays to consider 
the destination before making the call on 
RGB or CMYK.”

One-way street
The point is that CMYK has a very 
restricted colour gamut, so once the  
image or artwork has been converted 
from RGB to CMYK, a ‘one-way street’  
has been walked, with no recourse to 
undoing things.

“When you convert to CMYK, you  
shed a lot of data and shrink the colour 
space. That’s not an issue when you’re 
making plates for a press, but if you are 
intending the job to go to, say, a wide-
format inkjet device, you’ve lost a lot  

a lot of voodoo out there about colour 
management, so printers like to stick to 
what they know.”

Why not CIELAB?
Heidelberg ANZ’s product manager for 
pre-press and workflow, Soeren Lange, 
asks why files are not kept in the ultra-
large CIELAB format, which has a larger 
colour gamut than the largest of the RGB 
format types. 

Working in large colour spaces such  
as CIELAB enables the user to take 
advantage of proofers with a wide  
colour gamut from manufacturers such  
as Epson and HP, as there is more colour 
information in the file before converting 
into a smaller space like RGB or CMYK. 
Down-conversion should be left to the last 
possible point, either in the RIP or using 
Heidelberg’s colour tools, he says.

A CMYK workflow might seem like a no-brainer, but thanks to 
today’s multitude of output devices and new media options, more 
printers are keeping files in RGB to a late stage, finds Peter Kohn

of data that these devices are capable of,” 
explains Kontogiannis

So what is an RGB workflow? It means 
leaving a file in its RGB format until the 
last possible stage, and then converting  
it to CMYK in the RIP. 

There are also several intermediate 
points where conversion can be made. 
However, today’s widely accepted PDF-
X-1A platform is designed for CMYK and 
may even reject or “re-fry” files that do  
not conform during pre-flighting. As such, 
the newer PDF-X-4 platform is a more 
tolerant vehicle, suggests Kontogiannis, 
but is not in common usage in Australia, 
at least not yet.

RGB-friendly software is available.  
For example, Adobe Creative Suite will 
honour the RGB format and Acrobat  

will PDF it as RGB. And with today’s 
workflow products from the major pre 
-press vendors, conversion has a ‘drag- 
and-drop’ simplicity.

“But a prerequisite for working in  
an RGB workflow is an excellent 
understanding of colour management,” 
says Kontogiannis. “The operator needs  
to get the right RGB profile to the RIP 
software to maximise the quality.”

Many press operators are used to a 
certain type of colour separation and, 
when faced with working in RGB, may not 
be familiar with rendering ICC profiles in 
grey component replacement (GCR) or 
under colour removal (UCR). 

“This could have diabolical conse-
quences,” warns Kontogiannis.

As a rule of thumb, Australia’s pre- 
press departments are still “around 80%” 
supportive of CMYK workflows. “There’s 

focusPRODUCT FOCUS   PRE-PRESS

A prerequisite for working in an  
RGB workflow is to have an excellent 
understanding of colour management
Harry Kontogiannis, Agfa
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“If you only have the choice between 
RGB and CMYK, I would always 
recommend RGB. But you could also leave 
it in CIELAB and just attach the colour 
profiles for the monitors, which should  
be calibrated anyway.” 

Lange says the tendency, deeply 
ingrained, to convert down to CMYK 
sometimes originates at the very point of 
image capture. Photographers know their 
work will be used in four-colour print, so 
some will helpfully decide to convert their 
files down. That same mindset exists in 
agencies – so that by the time the artwork 
arrives in pre-press, hi-fi colour options 
are foreclosed. 

Lange says that education facilities  
such as the International Centre for 
Graphic Technology at RMIT, as well  
as the trade press, as agents for change  
on this issue.

McKellar opts for RGB
One printer that has got behind RGB 
workflows is McKellar Renown in 
Melbourne. Managing director Stephen 
Norgate blames the tight economy and 
risk-averse thinking for clients’ file 
submission habits. Mistakes cost  
money, and everyone is playing it safe.

The all-offset commercial printer 
produces high-end mail-order catalogue 
work, where images of fashion products 
are the customer’s only access to the 
merchandise, so it has to be totally 
accurate, says Norgate. 

He estimates that in around five years, 
the industry will be more attuned to the 
colour needs of printing, and will stop 
trying to make ill-advised conversions  
to CMYK before submitting files.

“At present, photographers or their 
assistants, or the designers that end up 

with the files, think that because the 
destination is print, they need to make 
their own file conversions, but Photoshop 
isn’t the best way to do that.”

Armed with dedicated Heidelberg 
colour management software, McKellar 
Renown’s own pre-press department is  
in a much better position to make quality 
conversions. McKellar Renown’s business 
development manager Zoran Ovuka 
describes the subtractive CMYK 
separation as “three colours and black, 
trying to represent a complex image on 
white stock – it’s not going to be nearly  
as true as RGB”.

Another RGB advocate is The Digital 
Centre. The company, which has around  
a dozen staff, is based in Sydney and 
produces ongoing work for many of 

Australia’s top agencies. Production 
director Ashley Risstrom relies on years  
of exposure he has gained through being  
a production/operations manager building 
business workflows from the ground  
up, in magazine, agency, financial and 
capital markets. 

He has considerable experience in 
commissioning an array of web offset, 
sheetfed and digital print to meet end-
clients’ expectations.

Risstrom says the type of workflow used 
depends on the job. “If I’m briefed on a job 
where visual impact is paramount, I’ll 
guide them into an RGB workflow.” This 

RGB workflow Pros and Cons

PROS

With so much print being 
multi-purposed to offset, 
digital, and to electronic 
destinations, an RGB 
workflow preserves the 
image files at a superior 
quality to CMYK.

The RGB format allows 
digital proofing and 
printing devices that can 
produce special colours to 
use hexachrome inks to 
their full advantage in a 
much wider colour gamut.

CONS

CMYK offers repeatability 
and consistency, even  
if that’s at the expense  
of more vibrant hues in  
a wider gamut.

Conversion to CMYK is a 
familiar and trusted process. 
It meets ad agencies’ 
expectations for print. 

Press operators are used  
to a certain type of colour 
separation and, when 
faced with working in  
RGB, may not be familiar 
with rendering ICC profiles 
in grey component replace-
ment (GCR) or under colour 
removal (UCR).

focusPRE-PRESS   PRODUCT FOCUS

Some designers think they need to 
make their own file conversions,  
but Photoshop isn’t the best way
Stephen Norgate, McKellar Renown

>>

www.proprint.com.au February 2010  ProPrint  49

PRO_048-50_Feb10_Fprod-prepress.indd   49 22/01/10   4:44 PM

Go to proprint.com.au for break-

ing print industry news from 

both sides of the Tasman and 

worldwide. The website is packed with 

news and interactive content, such as 

our weekly online poll plus forums 

where our readers can air their views.

News happens every minute of every 

day. ProPrint is the only Australian 

printing industry website to provide a 

daily email newsletter, sending the 

breaking stories direct to inboxes 

across Australia and New Zealand.  

The website is constantly growing. 

In January 2010, we published more 

news stories online than our two  

closest competitors put together. 

ProPrint website

Our readers, who are made up of the 

decision-makers at the helms of 

dynamic communications businesses, 

deserve the news that matters. 

At ProPrint, we take our news  

seriously. We strive to get to the  

bottom of the issues facing our 

industry by providing unbiased  

and well-researched news. 

Page impressions
33,447 (January 2010)

Unique users
10,429 (January 2010)

ProPrint is using new media to support 
the future of traditional media



Material deadlines 2010

Issue month Material deadline* On sale

February 15.01.2010 01.02.2010

March 12.02.2010 01.03.2010

April 19.03.2010 05.04.2010

May 16.04.2010 03.05.2010

June 21.05.2010 07.06.2010

July 18.06.2010 05.07.2010

August 16.07.2010 02.08.2010

September 20.08.2010 06.09.2010

October 17.09.2010 04.10.2010

November 15.10.2010 01.11.2010

December 19.11.2010 06.12.2010

* This is the deadline for Finished Advertising Material
For Ads Requiring Layout/Alterations by Haymarket Media...

• �Please advise Haymarket Production NO LATER THAN TWO 
WORKING DAYS prior to material deadline that you will require 
ad layout/alteration

• �Ensure all copy is proofed and finalised, all images and 
logos are high-res and supply all raw materials with clear 
instructions to Haymarket production by material deadline

• �A proof will be back to you as soon as possible for approval

Should you have any questions regarding material deadlines or 
advertising material, please contact  
Ewa Grygier, Production Co-ordinator, on 02 8399 7625

* Distributed everyday and a summary weekly newsletter sent on Friday
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ProPrint rates & deadlines

DPS Full Page Half Page Quarter Page

Casual $8,820 $4,640 $3,325 $2,465

3 Issues $8,565 $4,505 $2,950 $2,320

6 Issues $8,000 $4,210 $3,010 $2,215

11 Issues $7,730 $4,060 $2,920 $2,145

Full Page Half Page Quarter Page Eighth Page

$1,195 $770 $410 $260
Single Sheet Four Pages Six Pages Eighth Page

$3,075 $5,025 $6,225 $7,370

Inside Front Cover Outside Back Cover Inside Back Cover Centre Double Page

+20% +25% +15% +20%

Leaderboard Island Ad Button Ad

$2,000 $1,500 $500

Leaderboard Button Ad

$2,000 $500

Electronic Direct Mail, Skins, Takeover Page, Peel Pages

Prices on request

Display Advertising

Market Place/Classifieds Onserts (positioned behind address flysheet)

Preferred Positions

Run of Site (per month) ProPrint Daily Newsletter* (per month)

Special Online Advertising

Front Cover Sponsorship (Prices on Request)

Advertising Enquiries
Carmen Ciappara, Group Advertising Manager
+61 (0)2 9625 4434, carmen@proprint.com.au 

magazine  Rates are per page, per issue in Australian Dollars, plus 10% GST

online  Rates are in Australian Dollars, plus 10% GST

• Bound-in Insert – Add $80 per 1000

• �An additional charge of $320 is made for loose inserts that will be placed randomly within the magazine. We reserve the right to view all inserts 
and onserts prior to delivery to our mailing house to ensure that we are meeting Australian Post standards.



EMAIL
egrygier@haymarketmedia.com.au
(Please do not email files over 5mb)

FTP
Address:	 ftp://ftp.haymarketmedia.com.au/

Please send your high resolution PDF file to Ewa Grygier at one of the following:

NOTE: 
Please advise via email when your file is uploaded.

	 Trim (HxW)	 Bleed	 Type safe area
Front cover:	204 x 137mm	 -	 -
Full page:	 280 x 216mm	 290 x 226mm	 270 x 200mm
DPS:	 280 x 432mm	 290 x 442mm	 270 x 420mm

	 Trim (HxW)	
1/2p horizontal:	122 x 190mm
1/4p horizontal:	57 x 90mm
	

* all fractional ads are floated

1/2 PAGE 
HORIZONTAL

1/4 PAGE 
HORIZONTAL

Display advertising  (Please note images are not to scale)

Marketplace advertising

Please supply DPS ads as two single pages
To ensure no information is lost, please avoid running text within 10mm of the fold

Important:
please double check the following on your 
document before converting to a PDF. 

• Delete unnecessary elements such as spot colour
• �Check that graphics are high resolution of 300 dpi* 

and all  images are saved as CMYK 
• �Check all linked images are updated & no fonts are 

missing
• Ensure all fonts are converted to outline
• �Check all colours are set up as process separation 

or CMYK
• Check trim, bleed and type-safe area is correct
• �Please supply a colour correct digital proof of your 

advertisement*

NOTE:
*For more information on how to create a high resolution PDF file, 
please go to http://www.3dap.com.au

*Failure to supply a proof is entirely at your own risk. Your file, 
without a proof, is impossible to check or colour match and 
Haymarket Media Pty Limited cannot be held responsible for the 
reproduction quality of your advertisement.

QUICKCUT
http://www.quickcut.com.au/home/index.asp

MAIL / COURIER
ATTN: Ewa Grygier
Haymarket Media Pty Ltd
52 Victoria St, McMahons Point 
NSW 2060, Australia
Tel +61 (0)2 8399 7625  
Fax +61 (0)2 8399 2201
www.haymarketmedia.com.au

1/2 PAGE 
VERTICAL

1/2 PAGE 
HORIZONTAL

1/4 PAGE 

1/8 PAGE
marketplace 

only

Please note that as of June 2008, 
ProPrint is no longer printed at A4. 
Due to the proportional difference 
and resulting difficulty in resizing, 
ads supplied at A4 size (including 
fractionals supplied based on A4 
dimensions) will not be accepted. 
Should you require further 
information about ad sizes, 
please contact the production 
department on the number above. 

FO
LD

DOUBLE PAGE SPREAD 
(DPS)

FULL PAGE (FPC)

FRONT 
COVER 
AD

Trim (HxW)
1/2p horizontal:	 122 x 190mm

1/2p vertical:	 252 x 90mm

1/4p vertical:	 122 x 90mm	

1/8p marketplace:	57 x 90mm	

For full-page marketplace ads, please see display specs
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ProPrint advertising specs 


