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Introduction & Benefits

There is no other publication that delivers more col-
lege-educated readers in the Pacific Northwest than
Columns Magazine the University of Washington
alumni publication.

More than 250,000 college-educated, upper-income
readers turn to Columns for news and features about
the University of Washington and their changing
world. Media Inc. ranks us in the top five for consumer
magazine circulation, in the Puget Sound area.

But there are other impressive numbers as well.
Columns is ranked as one of the best university maga-
zines in the nation. Since 1990, the magazine has won
112 awards in local, regional and national journalism
competitions. These awards encompass all facets of the
publication—writing, photography, design, illustration
and overall periodical publication.

What is unique about our audience is its passion for
the magazine and the university that it covers. There
are very few magazines that can deliver such a strong
link. We get hundreds of letters to the editor and thou-
sands of class notes over the course of a year. Our
alumni want to share the milestones of their lives with
fellow UW graduates—and they want to read about
the milestones in the life of their university as well.

Columns also attracts the best and the brightest of
the UW as contributors. Our pages have featured writ-
ing by bestselling authors who are also UW alumni
such as Ann Rule, David Guterson and Timothy Egan.
We’ve also featured award-winning photographers
such as wildlife photographer Art Wolfe or Pulitzer

Prize-winning cartoonists such as Mike Luckovich and
David Horsey.

Our content is as boundless as the university itself.
Sure, there are alumni profiles and articles about sports,
but in the last two years we’ve also covered genetic re-
search, Seattle traffic, business start-up competitions,
heart attacks, African-American history in the West, air
travel stress, international adoptions and the rise of
Christianity.

By joining the Columns family, advertisers can be part
of the award-winning publication of a world-class uni-
versity.

Readers react to Columns:

”I can’t quite imagine how you can continue to keep
up to the high standards you seem to have set for your-
self. But give it a try. I found more of interest in this last
Columns than I often do in some of the magazines I
pay big money for.”

—Warren Koenig, Watsonville, Calif.

“As a reporter, I delight in reading well-written sto-
ries. ... I appreciate your magazine’s commitment to
searching out the everyday person on campus who re-
ally isn’t everyday at all.”

—Linda Elliott, Tacoma

“I really enjoy reading Columns, and figure that the
lifetime membership I bought in 1984 was one of the
better bargains I’ve ever had. Thanks.”

—Cathi Soriano, Seattle
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“University of Washington alums read their Columns Magazine. For several years we have run advertising
featuring pictures of University of Washington faculty, staff and graduates who live at Horizon House. The
immediate response from callers makes the ad value easy to track. As a matter of fact, I have just completed
signing another stack of follow-up letters.”

—Joan Carufel
Administrator for Marketing and Community Relations

Horizon House Retirement Community
Seattle

“I have advertised in several editions of Columns Magazine since our hotel opened in 1999. By far this has
been the best advertising partnership we have encountered. The success from the business response card has
been tremendous and working with the professional staff at Columns Magazine has been a pleasure.”

—Tom Ebner
Director of Sales

Courtyard by Marriott at Lake Union
Seattle

“Columns Magazine is the perfect vehicle for University Book Store to reach UW alumni. After
our ad for Husky apparel ran, phone orders increased significantly. Thanks Columns Magazine!”

—Marsha Fuesel
Marketing Manager, University Book Store

Seattle

“Our ad in Columns was an excellent investment. There’s a close fit between Kozmo.com’s target audience
and Columns Magazine readers.”

—Jackie Collard
Sales & Marketing Manager, Kozmo.com

Seattle

“Our advertising for the conference center has been extremely successful. Columns has proved to be the single
most successful magazine venue. I honestly would not consider dropping advertising dollars for Columns.
I would skimp somewhere else before I would give that up.”

—Holly Shook
Marketing Manager, Columbia Hospitality

Seattle

Advertiser Testimonials
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980 47,805
981 61,125
982 11,881
983   8,859
984   5,381
985   5,572

•  $94,000 average household income
• 100% college graduates
• 100% mailed to alumni homes
• Low CPM
• 1.1% circulation increase every issue
• Published since 1908

146,000 in Puget Sound
155,000 in Washington state

Columns total circulation 222,127

Puget Sound Magazine Circulation Comparison

March ’99 ............................. 211,023
June ’99 ............................... 212,953
September ’99 .................... 214,431
December ’99 ..................... 215,756
March ’00 ............................ 216,146
June ’00 ............................... 216,680
September ’00 .................... 218,724
December ’00 ..................... 222,127

East & South King County
West King County
Northwest Washington
Pierce and Kitsap Counties
Tacoma
Thurston County

Columns USA circulation counts

Zip code distribution within Puget Sound Area

Circulation
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Circulation
September ‘00 issue 218,724
December ‘00 issue 222,127

• Average number of Columns readers per household 1.5
• Average time spent reading Columns 37 minutes
• Recipients who spent less than 30 minutes reading Columns 39%
• Recipients who spent more than 30 minutes reading Columns 61%
• Recipients who save Columns for 2 or more months                70%

SOURCE: GMA RESEARCH CORP.
COLUMNS READER SURVEY &

MRI RESEARCH READER SURVEY

Editorial Interest Level by Rank
University History 1
Research 2
University News 3
Teaching 4
Campus Controversies 5
Legislation affecting University 6
Alumni Accomplishments 7
Faculty Profiles 8
Community Involvement 9
Class Notes 10
Sports 11

Other Publications Read Regularly
National Geographic 38%
Smithsonian 22%
The Wall Street Journal 17%
Money 13%
The New Yorker 13%
Travel & Leisure 10%

Readership
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Gender

Male 53%

Female 47%

Age

18-34 24%

35-44 20%

45-54 23%

55-64 17%

65+ 16%

Average age 48 years

Household Income

$50,000-$99,999 32%

$100,000-$149,999 20%

$150,000-$200,000 or more 17%

Average Household Income

$94,000

Education

College graduate 100%

Postgraduate study   69%

Postgraduate degree   51%

Family

Married   73%

Single, never married   16%

Occupation

Professional   80%

Retired   17%

Home

Home owner   82%

Residence

Puget Sound area resident   65%

Other Washington     5%

Other USA   30%

Demographics
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Digital advertising materials are encouraged. Film will be converted into a digital format.
We accept Macintosh platform only in the following illustration and publishing software programs:

Freehand 9.0 or earlier
QuarkExpress 4.0 or earlier
Photoshop 5.5 or earlier
Illustrator 7.0 or earlier
PageMaker 6.5
InDesign 1.5

Please note the following specifications:
• All color image files must be saved as CMYK files. No RGB files are accepted.
• All fonts must be included with your files, or fonts converted to paths.

No True Type fonts accetpted.
• All photos must be .TIFF or .EPS format that are linked to your layouts.

No JPEGS are accepted. No LZW compression allowed.
• Include all support files in .TIFF or .EPS format that are linked to your layout.

Please include native files.
• Do not include low resolution FPO files or images.
• Use 150 line screen

We accept digital files on diskettes, CDs formatted for Macintosh, 100mb ZIP disks and Jaz disks.

Please forward all mechanical files to your advertising representative at Varsity Communications.

Display Mechanical Information
Information in inches width x depth
(full) full-page bleed 8 5/8 x 11 1/4

• trim size 8 3/8 x 10 7/8

• non-bleed 7 x 10
(full) spread bleed 17 1/4 x 11 1/4

• trim size 16 3/4 x 10 7/8

• non-bleed 15 x 10

(2/3 v.) two-thirds vertical 4 9/16 x 9 3/4

(1/2 v.) half-vertical 3 3/8 x 9 3/4

(1/2 h.) half-horizontal 7 x 4 9/16

(1/3 sq.)        one-third square 4 9/16 x 4 9/16

(1/3 v.) one-third vertical 2 1/4 x 9 3/4

(1/6 v.) one-sixth vertical 2 1/4 x 4 9/16

Mechanical Information



Buyer Information
¥ This rate card information is for 2002.
¥ All mailings are sent directly to the homes of University of Washington alumni. Additional copies are
mailed to industry representatives nationwide.

2002 Issues            Space Deadlines      Ad Material Deadlines    Mailing Date
March  1/11 1/18  3/1
June  4/12 4/19  6/1
September  7/12 7/19  9/1
December 10/11 10/18 12/1

Extras
¥ The adjacent prices reflect digital ads only.
¥ Ad design time is to be billed at $75 per hour for displays to be built.
¥ A 15 percent discount is offered to a recognized ad agency.
¥ No more than a 15 percent discount is offered to any advertiser.
¥ Specific pages may be secured at an additional 10% fee.

General Rate Policy
¥ Advertisers will be protected for duration of contracts that are in effect at the time rate changes are
announced. A service charge of two percent per month will be charged on all 30-day past-due accounts. If
contract terms are not met an adjustment will be made per rate frequency used. In the event collections are
to be made, the UWAA is not responsible for legal fees. Ad agencies are not liable Ñ the advertiser is held
accountable and liable.
¥ All advertisers must sign an insertion order at the time of sale, bonding them to the space reservation.
¥ Covers are non-cancelable.

Production Details
¥ Digital advertising materials are preferred. We accept Macintosh platform only and prefer eps files in
Quark Xpress 4.1, PageMaker 6.5, In Design 1.5, Illustrator 8.0., Freehand 9.0, and Photoshop 5.5 or
earlier. Please refer to the digital advertising materials page for more information.
¥ All color ads must include a matchprint color proof for accurate color match on the press. Advertisers
not providing color proofs of their ads assume full liability for quality of final piece.
¥ No ads will be available for other usage or removal from UWAA office until after press time.
¥ For complete digital specifications please call (206) 367-2420.

UWAA Protective Clause
The UWAA reserves the right to cancel or reject any advertising at any time. Also, the phrase Òpaid
advertisementÓ may be added to any copy, which in the UWAAÕs opinion, simulates editorial matter and
might be misleading. The UWAA will not be bound by any conditions, printed or otherwise, appearing
on order blanks or copy instructions when such conditions conflict with the regulations set forth in this
rate information.

Ad Rates For 2002  Frequency Discounts Listed Below
4 color only 1x 2x 4x
�  back cover $  6,646 $  6,205 $  5,765
�  inside front $  6,415 $  5,985 $  5,565
�  inside back/pg.3 $  6,122 $  5,712 $  5,303
�  spread $  9,208 $  8,589 $  7,990
�  center spread $11,340 $10,605 $10,080
�  full-page $  5,114 $  4,777 $  4,442
�  two thirds $  4,095 $  3,822 $  3,549
�  half-page $  3,370 $  3,150 $  2,930
�  one-third $  2,562 $  2,394 $  2,226
�  one-sixth $  1,869 $  1,733 $  1,617

Advertising & Color Rates

Columns Magazine
Represented by:
Varsity Communications, Inc. ¥  13540 Lake City Way NE ¥  Seattle, WA 98125-3665
¥  PH. 206.367.2420 ¥  FAX 206.363.9099
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Black & White 1x 2x 4x
�  full-page $4,116 $3,843 $3,570
�  two-thirds $3,297 $3,077 $2,856
�  half-page $2,720 $2,530 $2,352
�  one-third $2,058 $1,922 $1,785
�  one-sixth $1,502 $1,397 $1,302
�  spread $7,277 $6,920 $6,426

Spot Color/Inserts
Spot-color (magenta, cyan or yellow): Black & White rate
plus 10%

Matched color (tint builds): Black & White rate plus 10%
for each process color to build the tint.

Inserts: Blow-in cards, bind-in cards, inserts and tip-ons
available, including printing services. Insertion space is
limited. Fees and space availability upon request.

information in inches width x depth
(full) full-page bleed 8 5/8 x 11 1/4

¥ trim size 8 3/8 x 10 7/8
¥ non-bleed 7 x 10

(full) spread bleed 17 1/4 x 11 1/4
¥ trim size 16 3/4 x 10 7/8
¥ non-bleed 15 x 10

information in inches width x depth
(2/3 v.) two-thirds vertical 4 9/16 x 9 3/4
(1/2 v.) half-vertical 3 3/8 x 9 3/4
(1/2 h.) half-horizontal 7 x 4 9/16
(1/3 sq.) one-third square 4 9/16 x 4 9/16
(1/3 h.) one-third horizontal 4 7/8 x 4 5/8
(1/6 v.) one-sixth vertical 2 1/4 x 4 9/16

Display Mechanical Information

full

1/2 h. 1/3
v.

1/3 sq. 1/6 v.

spread 2/3
v.

1/2
v.


