
Front Cover
Requi rements

Free Design Service...
Westwick-Farrow Media offers a free service by professional designers for our covers. A high 
resolution digital image file, a logo and a few words of copy are all we require. A colour digital 
(pdf) proof will be sent to you for approval.
•	 If you are having an agency or in-house person design the cover, they must adhere to the 
requirements. It is important that they also read this information.
•	 Please send a proof/mock-up of your design before spending too much time or money.  Early 
receipt of material lessens the possibility of rejection.
•	 If you are unsure as to the suitability of material please contact our Production Manager or 
your Account Executive.

Covers are NOT 
advertisements!
The most successful covers have been those that 
focus reader attention on a product linked to a 
corporate identity.
Integrity is maintained by avoiding the treatment of 
the cover as an advertisement.

Westwick-Farrow Media  has developed these requirements to help you achieve maximum 
results from your investment in a cover. 

To maintain market credibility and a quality, product oriented feel to all Westwick-Farrow 
magazines it is important that these requirements are followed as you prepare the subject, 
design and content for your Cover. 
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•	 Our magazines focus on new products relevant to the industry. Covers 
and cover stories, which highlight an interesting new product that has not 
featured in the magazine previously, have consistently been found to enhance 
the professional credibility of the company and generate the most reader 
enquiries.

•	 The cover cannot be a repeat of an advertisement or cover we have 
previously run. A product illustration must be part of the over-all design. 

•	 A short line of text, up to a maximum of 12 words, can be used. Maximum 
font size can be 22 pt, but this will be reduced if the full 12 words are used.

•	 A company logo can be used.

•	 To allow for the masthead and feature listings, all logos and text should be 
on the bottom third of the page. 
Consideration for the masthead and listing possibly obscuring an important part 
of the product should be given. These items are added by our designers, and 
requests for sympathetic colours to be used will be given consideration.

Requirements Cover Material Accepted: 
Digitally supplied material: 

IBM Formatted (preferred):Hardware: CD, DVD 
Software: Acrobat 8, Adobe Pagemaker 7, Adobe Photoshop CS3, Adobe 
Illustrator CS3, InDesign CS3

MAC Formatted: Hardware: CD, DVD 
Software: Adobe Photoshop CS3, Adobe Illustrator CS3, InDesign CS3

All digital material must be CMYK, 300 dpi or higher & accompanied by all 
linked files, postscript fonts and a proof.

Cover Material Not Accepted:
Film, Microsoft Publisher, Freehand, CorelDraw  Word or Powerpoint files, 
True Type fonts or low resolution images.

Material Size	 Width - mm	 Depth - mm
Full Page Trim	 210 	 297 
Full Page Bleed	 220	 307
Full Page (image area)	 200	 287



An important element of the cover is the Cover Story, which is the first article appearing after the cover. 
The client is responsible for providing a story. The story can contain 500 words, should be product oriented and relevant to 
the cover image. It must not be a corporate profile, be in the form of an interview nor contain quotes. News and personal 
details are also inappropriate.
The most successful stories are about a new product or closely related range of products - outlining the item’s features, 
benefits and applications.
As editorial, the story is subject to amendment or alteration to comply with these requirements and magazine style. However, 
we are here to help you make the most of your cover investment. We are happy to collaborate with you on your cover story 
or to help with further explanation of our requirements. Early submissions of a first draft of your article will give us both the 
time to ensure the success of your cover investment.

Material can be accepted in Word format, and should be emailed to the Editor at: rc@westwick-farrow.com.au

Cover Story
Requirements

If you are unsure of anything, please give us a call.
Enquiries: contact the Production Manager or Editor on +61 (2) 9487 2700.4   RADIO COMMS - July/August 2009 www.radiocomms.com.au

NOTICE
All material published in this magazine is published 
in good faith and every care is taken to accurately 
relay information provided to us. Readers are advised 
by the publishers to ensure that all necessary safety 
devices and precautions are installed and safe working 
procedures adopted before the use of any equipment 
found or purchased through the information we provide. 
Further, all performance criteria was provided by the 
representative company concerned and any dispute 
should be referred to them.
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P ublic safety organisations will 
be the benefactors of recent 
P25 developments that are 

set to improve interoperability and also aid the 
management of secure radio channels.

From its global headquarters in New Zealand, 
Tait Radio Communications is establishing itself 
as one of the leading P25 manufacturers with an 
addition to its encryption solutions portfolio and 
its recent alignment with a new interoperability 
program. 

The company offers a range of P25 solutions 
including portables, mobiles and base stations for 
conventional, trunked and simulcast systems.

In May, the US Department of Homeland 
Security (DHS) announced the first test 
laboratories to participate in 
the P25 Compliance Assessment 
Program (P25 CAP).

Tait is among the four radio 
manufacturers to be named 
and the only one to have a 
recognised lab outside the US. 
Other radio manufacturers 
include Motorola, EF Johnson 
and Tyco.

The P25 CAP helps ensure 
that Phase 1 P25 equipment 
radios and networks from 
participating manufacturers will 
work seamlessly with each other and conform to 
the technology’s standards. 

Until now, P25 buyers have had to rely on 
the goodwill of manufacturers to participate in 
voluntary interoperability testing.

“This announcement is more proof that Phase 
1 P25 is a good long-term investment because it 
is supported by multiple manufacturers working 
together to improve the technology,” says Simon 
Britten, Tait P25 portfolio manager. 

“Public safety and government agencies can 
collaborate effectively and taxpayers’ dollars are 
saved because freedom to choose is maintained 
in a multi-vendor environment.”

A requirement of the participants is the 
development of Supplier’s Declaration of 
Compliance (SDoC), which includes information 
on what product is tested and the scope of the 
testing. 

“The burgeoning uptake in P25 around the globe 
means that these standards being developed are 
effectively setting the benchmark not just for users 
in the US. Any organisation investing in P25 will be 
able to request these SDoCs to ensure they are 
getting interoperable equipment,” says Simon.

Although the company is developing a leadership 
stance on interoperability, the organisation is 
also positioning itself as an expert in secure 
communications and has developed a suite of 
encryption tools to suit a range of needs from large 
fleets to small teams. 

“Often crucial and sensitive information may 
be shared by staff using a radio network, especially 
those staff carrying out tactical operations. 
Without some sort of encrypted channels, the 

communications are vulnerable 
to eavesdroppers using a radio 
scanner,” he says.

With a range of P25 portables, 
mobiles and base stations on 
offer, the company has developed 
the Key Fill Device (KFD) for 
backroom and in-field encryption 
key transfer to P25 radios. It has 
also been developing a server-
based Key Management Facility 
(KMF) to enable large fleets to 
encrypt radios utilising Over-the-
Air Rekeying (OTAR).

The KMF can allow administrators to assign 
radios and users to regional sectors or specialist 
teams, interactively check the radio status using 
the dashboard and work compatibly with the KFD 
to store and forward keys.

“Encryption is an investment and can be a 
real financial burden if the solution does not fit 
the security needs,” says Simon. “Worse still, 
mismanagement of encryption can leave an 
organisation more vulnerable than if it didn’t 
have it — so it is important to invest in the right 
encryption solution.

“Radio communications is a big investment, 
but partnering with the right P25 provider can 
really improve the efficiency of staff, the safety 
of the community and in the process conserve 
taxpayers’ money.”

Tait Radio Communications
www.taitworld.com
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