
High Time? Legalizing marijuana / Urban Angels The Matthews’ gift to Toronto / Enchanted Evening The officers’ ball
Those Things We Do U of T’s fave traditions / Curbing Emissions Recycling CO2 / Truth and Reconciliation Taking action

spring 2016

Life after Grad School
Preparing PhD students  
for rewarding careers  
outside of academia

summer 2015

Getting Smarter The father of AI / Student Commons Coming to St. George / Pharmacare A universal drug plan
Breaking News Rethinking journalism / Clutterbugs Too much stuff! / Survey Camp Memories of Gull Lake

Game On!
The Pan Am Games  
will leave a golden  
legacy for U of T, its  
athletes and the city

At this year’s Spring Reunion, you can attend lectures
by noted U of T professors, grads and authors without
needing to worry about homework or studying for an
exam. You get all the learning with none of the stress!
All talks are free and will take place in Sidney Smith
Hall, but you do need to register:

Online: http://springreunion.utoronto.ca
Email: spring.reunion@utoronto.ca
Phone: 1-888-738-8876

Spring Reunion takes place this year from May 30 to
June 3. If you graduated in a year ending in a 7 or a 2,
then this is a reunion year for you!

volume 39 no. 3
www.magazine.utoronto.ca

pm40065699

Earn a Stress-Free
Degree

Seeing Disease
How advances in 
medical imaging 
could one day 
save your life

Planet Hunters Does life exist on other worlds? / Money Votes Politics and the 1% / Class Struggle Keeping kids in school
Frye’s Anatomy Remembering a scholar / Internet for All The $50 tablet / Power Plants Blueprint for an artifi cial leaf

spring 2012

Friday, June 1
1 p.m.

What’s New about
21st-Century Spying?
Prof. Wesley Wark

Transition Towns:
A Global Social Move-
ment Builds Community
Resilience in the Face
of Climate Change
and Peak Oil
Prof. Blake Poland

Celebrating 400 Years
of the King James Bible
Prof. Stuart MacDonald

2 p.m.

Has the World Gone Mad?
Prof. Joseph Heath

Nutrition and
Brain Function
Prof. Carol Greenwood

The Art of Play
Prof. Mark Kingwell

Saturday, June 2
9:30 a.m.

Marshall McLuhan:
The Man and His Message
Prof. Don Gilles

10:30 a.m.

Engineering Today
Prof. Yu-Ling Cheng,
Prof. Lloyd A. McCoomb
and Prof. Milica Radisic

How to Look for Love:
A Refreshing New Take
on Men, Women
and Romance
Prof. Mari Ruti

Bringing Hunger
Out of Hiding
Prof. Valerie Tarasuk

11:30 a.m.

Nurturing Excellence:
How Canada Became
a Leader in Stem Cell
Science
Joe Sornberger

Technologies for
Aging Gracefully
Prof. Ronald Baecker

A Healing Bridge
Dr. Izzeldin Abuelaish

ALUMNI INSURANCE PLANS

Alumni Insurance plans can help prepare
you for whatever life throws your way.
Term Life Insurance  Income Protection Disability Insurance
Major Accident Protection  Health & Dental Care
Critical Illness Insurance

Call us at 1-888-913-6333
Or visit us online at www.manulife.com/uoftmag

What if there were no curveballs?

Manulife, Manulife Financial, the Manulife Financial For Your Future logo and the Block Design are trademarks of The Manufacturers Life Insurance Company and are used by it, and by its affiliates under license.

The Manufacturers Life Insurance Company

Underwritten by:

autumn 2015

A Golden Glow Triumph at Pan Am! / Safe Passage Preventing rail disasters / John and Yoko Varsity Stadium, 1969
Medicine by Design The power of stem cells / Just the Facts Keeping politicians honest / Writing Contest Winners

From Good to Great
18 ideas for building  
an even better Toronto

spRING 2017

Warrior for Peace Physicist Ursula Franklin / Living without Lungs A surgical first / Sidewalk Saloon Toronto’s piano man 
Lost Words Languages at risk / A Stronger Net? Testing a guaranteed income / Zooming In A revolutionary microscope

So You Want to 
Build a Startup?
10 tips from  
some of Canada’s  
top entrepreneurs

Gene Editors Altering DNA to cure disease / Tree Tents Camping redesigned / Rap Dreams An alternative to gangs
Followings U of T’s social media stars / Flappers in the Quad Convocation 1930 / Children’s Crusader Keeping kids safe 

summer 2016

Generation LGBTQ
“It’s important to share 
our experiences”

Bringing Science Back Kirsty Duncan’s gambit / Skule Spirit A nickname’s origins / Gang Life Up close with the Maravilla
Scaling Up Rotman’s global ambitions / Know Thy Selfie Viral vanity / Brick Artist Graeme Dymond’s unique creations

AUTUMN 2016

The Hidden  
Epidemic
One prof ’s quest  
to help survivors  
of child abuse

WHAT THE WORLD 
NEEDS NOW

HOPE
UNDERSTANDING
LEADERSHIP

OPPORTUNITY
CREATIVITY
INNOVATION
How U of T’s historic Boundless campaign is lifting 
the university, the city, Canada, and beyond

WINTER 2017

Class of 2020 A snapshot / Ancient English How we spoke a millennium ago / Money from Nothing The next Airbnb? 
Birding Pleasures Beauty in the everyday / Life of Rajiv The role that got away / Ice Queens Women’s hockey in 1910

Author Incubator Growing literary giants / Teaching Teachers OISE’s new direction / Prof. of Adventure Harold Innis 
Tech in 2025 Robot cars and more / Restoring UC Updating an iconic college / Why Diets Fail Dr. Freedhoff explains

summer 2014

A celebration of unique, extraordinary and record-breaking  
facts from the university’s 187-year history

WINTER 2016

Healthy Minds Opening up about mental illness / Exploring Mars Mission: Inspirational! / A Cut Above Safer surgeries
Goodbye to Cars! Front campus, boldly reimagined / Seeking Refuge Helping migrants / Taking Flight Robarts’ new wing 

A Life in Blue  
and White
Former champion  
runner Bruce Kidd 
takes on his biggest 
challenge yet
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Vision U of T Magazine is the official magazine 
of the University of Toronto, reaching 
330,000 highly educated, affluent and 
engaged readers

Each issue of U of T Magazine features stories about 
groundbreaking ideas and innovations, written by 
leading Canadian journalists. We chronicle the often 
untold stories of alumni who have taken leadership 
roles in Canadian business, politics and culture. 
We document the trends affecting post-secondary 
education in Canada and the country’s largest 
university campus.

We engage readers with compelling ideas, intelligent 
and thought-provoking articles, dynamic photos and 

illustrations and enticing display copy. We don’t tell 
readers how U of T is making a difference; we show 
them – by capturing in well-written stories just how 
vibrant and innovative this university is.

The University of Toronto is Canada’s leading 
post-secondary institution, with the country’s largest 
and most diverse alumni community. By advertising 
in U of T Magazine, you’ll reach the influential thought 
leaders of today – and tomorrow.

WHAT WAS OLD WILL BE NEW AGAIN. And what is new 
will be harmonized with the old.

After months of study and public engagement, 
the Landscape of Landmark Quality competition 
has selected a consortium of KPMB Architects, 
Michael Van Valkenburgh Associates (MVVA) 
and Urban Strategies to restore, renew and 
beautify the central spaces of the University of 
Toronto’s historic St. George campus.

“This was a difficult decision owing to the great 
imagination shown by the entrants,” says Scott 
Mabury, U of T’s vice-president of operations 
and co-chair of the Landmark Committee over-
seeing the competition. “The quality of the  
submissions has redoubled our conviction that 
this project is entirely worthy of the time and 
resources it will entail.”

The winning proposal, which envisions a car-
free necklace of paths around King’s College  
Circle, a stately column of oak trees along Tower 
Drive and granite surfaces in place of asphalt 
and concrete, is a point of departure, not a final 
blueprint. The eventual design will depend  
on what the development team learns through 
further public consultations.

Text by Arthur Kaptainis

Goodbye  
to Cars!

U of T embarks on a bold 
plan to restore, renew  

and beautify the historic 
St. George campus

winter 2016 39
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The Facts
You’ve got several great reasons to 
advertise in U of T Magazine

DESIRABLE DEMOGRAPHICS AND ENGAGED READERS
U of T Magazine readers are highly educated and affluent thought leaders, 
two-thirds of whom spend 30 minutes or more with each issue of the 
magazine.*

Although alumni and friends of the university receive U of T Magazine  
three times a year for free, thousands of readers make a voluntary 
contribution to the magazine every year, signalling their commitment to 
the publication. In 2015, donations to the magazine totalled more than 
$100,000.

*online readership survey, Oct-Nov 2010, 530 respondents

SUPERB VALUE FOR YOUR ADVERTISING DOLLAR
Reach the readers you want, for less. U of T Magazine delivers desirable 
reader demographics at a fraction of the cost of other national 
publications.

AWARD-WINNING DESIGN AND EDITORIAL
U of T Magazine is recognized for excellence both within and outside the 
educational community. Since 2009, the magazine has been nominated for 
five National Magazine Awards. 

In the past five years, U of T Magazine has also received 21 awards in  
writing, photography and illustration from the U.S.-based Council for  
the Support and Advancement of Education and the Canadian Council for 
the Advancement of Education. In 2014, the Canadian Council named  
U of T Magazine Best University Magazine.

FULL PAGE AD COST CIRCULATION COST
(COLOUR, 1X RATE) PER M

Maclean’s $40,510 313,007 $129.42
Report on Business $26,345 264,640 $99.55
Zoomer $14,675 184,561 $79.51 
Toronto Life $13,005 86,128 $151.00
The Walrus $9,700 60,000 $161.67
U of T Magazine $8,570 330,000 $25.97

What Our 
Advertisers Say

“The [advertisement] opportunities in  
U of T Magazine provide Manulife 
Financial with a relevant and targeted 
medium through which to increase 
the awareness of insurance products 
available to University of Toronto alumni. 
A presence in the magazine is integral  
to delivering this message.”

Kristy Ryan 
Marketing Manager 
Affinity Markets 
Manulife Financial   

“For many years, U of T Magazine has 
been an important vehicle for promoting 
the benefits of the TD Insurance Meloche 
Monnex home and auto insurance 
program to University of Toronto alumni. 
It has consistently delivered a message 
that strengthens our partnership as we 
strive to provide outstanding service.”

Paul Douglas
Vice president
Affinity Market Group
TD Insurance Meloche Monnex
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Reader 
Profile

A Prizm profile* of U of T Magazine readers’ postal 
codes found that they tend to be concentrated in 
urban groups that rank highly for income, educa-
tion and MOPEs**. Together, these five desirable 
groups represent 63% of U of T Magazine readers

NEIGHBOURHOOD 
GROUP % OF ALUMNI  INDEX AVG AGE AVG HHI INDEX
 
URBAN ELITE 16.2 457 53 $240,158 457 

Older, university-educated executives and professionals who live in fashionable homes in 
big-city neighbourhoods. They buy expensive clothes, luxury cars, financial products and 
travel services.
 

URBAN YOUNG 9.2 311 46 $106,964 311 

Upscale, university-educated singles and couples who hold white collar jobs, live in older 
apartments and lead hip, progressive lifestyles. They frequent bars, health clubs, theatres 
and art galleries, and purchase the latest electronics and designer clothes.
 

URBAN UPSCALE ETHNIC 12.3 383 44 $91,205 110 

Middle-aged Italian, Portuguese and Greek couples with large families and children in their 
late teens and twenties. They attend the theatre and opera, frequent restaurants and food 
shows and shop at boutiques.
 

SUBURBAN UPSCALE ETHNIC 13.9 224 39 $100,989 122 

Upper-middle-class, younger and middle-aged families — many from China, India, 
Pakistan and the Philippines — who hold white-collar and service-sector jobs. Their 
children of varying ages play outdoor sports, own a lot of computer and electronic gear 
and frequent rock concerts and amusement parks.
 

EXURBAN ELITE 10.9 172 46 $125,675 172 

Large families of teens and tweens in comfortable households, they have high rates for 
going camping and playing organized sports, visiting amusement parks and ski resorts, 
and playing video games and watching TV. They frequently purchase $30,000 SUVs and 
sporty luxury cars.

*2013 estimates, modelled and compiled by Environics Analytics
**Managers, owners, professionals and executives

summer 2015

Getting Smarter The father of AI / Student Commons Coming to St. George / Pharmacare A universal drug plan
Breaking News Rethinking journalism / Clutterbugs Too much stuff! / Survey Camp Memories of Gull Lake

Game On!
The Pan Am Games  
will leave a golden  
legacy for U of T, its  
athletes and the city

U of T alumna Sasha Gollish hopes to race  
for Canada in the Pan Am Games in July 

FOR YEARS THEY’VE BEEN PUSHING their bodies to  
run faster, leap higher, throw farther and swim 
harder than they ever have before. They’ve been 
training with coaches and teammates to learn 
their sport inside and out, to come up with the 
dazzling plays and the incredible feats of athleti-
cism that will carry them to victory – and the 
gold medal. This summer, almost 7,000 athletes 
at the very top of their game will converge on 
Toronto to compete in the Pan Am/Parapan Am 
Games, the world’s third-largest international 
multi-sport event.

And the University of Toronto community will 
be right there, cheering them on, with a little 
extra oomph, perhaps, for the squad of current 

and former Varsity athletes selected to represent 
Canada. What’s unique about these Games is that 
U of T is also playing host – welcoming athletes 
from 41 countries in at least a dozen events  
to new aquatic, field and gymnasium facilities at 
the U of T Scarborough and St. George campuses.

In these pages, you’ll meet some of the univer-
sity’s Pan Am athletes – and those who hoped 
to qualify. We hope you’ll also get a sense of  
the renaissance in sporting facilities underway  
at U of T. For a few weeks this summer, we’ll  
celebrate our athletes’ achievements, but long 
after the Games, these new facilities will remain 
to inspire generations of U of T students in their 
own athletic ambitions.

TORONTO’S PAN AM GAMES WILL LEAVE A GOLDEN  
LEGACY FOR U OF T, ITS ATHLETES AND THE CITY

GGG AAA MMM EEE OOO NNN !!!

Photography by Sandy Nicholson Text by U of T staff
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The Prizm profiles* further break down 
University of Toronto alumni postal codes 
into urban clusters. Together these six 
highly desirable clusters represent 26% 
of U of T Magazine readers (versus 3.8% of 
the Canadian population)

CONTINENTAL CULTURE
Successful multi-ethnic urban households

U of T alumni index: 842
Average age: 47
Average HHI: $102,884  (Cdn. average: $81,665)
Income Index 842

A mixture of Canadian families and first-generation 
European immigrants, these younger residents tend to have 
university degrees, white-collar jobs, cultured lifestyles, 
progressive social views, and high rates for attending theatre 
and opera.

COSMOPOLITAN ELITE
Very affluent middle-aged and older city dwellers

U of T alumni index: 817
Average age: 55
Average HHI: $481,270 
Income index 582

Canada’s wealthiest lifestyle: elegant homes, cottages, kids 
at private schools, luxury cars, and winter getaways. They 
support cultural, educational and environmental groups.

 

ASIAN AFFLUENCE
Established Chinese families in suburbia

U of T alumni index: 841
Average age: 42
Average HHI: $125,076 
Income Index 151

Educated, middle-aged families, one third of whom speak a 
Chinese language. They drive luxury cars, are early adopters 
of fashion and technology, and are three times more likely 
than average Canadians to travel internationally with their 
children.

URBANE VILLAGERS
Wealthy middle-aged urban sophisticates

U of T alumni index: 619
Average age: 53
Average HHI: $222,650 
Income Index 619

Second wealthiest cluster, characterized by stately homes, 
high-end cars, golf club memberships, designer clothes, 
cottages, and frequent trips abroad.
 

 
YOUNG DIGERATI
Young and well-off urban trend-setters

U of T alumni index: 605
Average age: 48
Average HHI: $122,752
Income Index 148

Tech-savvy singles and couples living in condos in fashionable 
city neighbourhoods. They are affluent, highly educated, 
ethnically mixed, and socially conscious consumers. They are 
big purchasers of the latest electronic devices, and they bank, 
shop and invest online. 

FURS AND PHILANTHROPY
High-achieving cultured urban families

U of T alumni index: 507
Average age: 49
Average HHI: $148,663
Income Index 180

Educated, upscale and nearly two-thirds Jewish, this group 
consists of larger families and empty nests concentrated in 
a handful of big-city neighbourhoods. They tend to have 
late teens and older children at home, they travel to the U.S. 
and the Caribbean, and are employed as professionals and 
executives.

*2013 estimates, modelled and compiled by Environics Analytics.

Neighbourhood 
Type



U of T Magazine Media Kit 2017-18  |  6

For more information about advertising 
in U of T Magazine, please call 
Sally Choi at (416) 978-0838 
or email sally.choi@utoronto.ca

U of T Magazine 
Readers

READING HABITS* 

Overall, how satisfied would you say you are with U of T Magazine?

83% of survey respondents say they are either satisfied or very satisfied with U of T Magazine. 

37% of survey respondents said they had discussed or forwarded a U of T Magazine article or issue.

Of the 5,000 respondents who receive an alumni magazine from another institution, 73% say they spend more 
time with U of T Magazine.

PROFILE 

Male: 52%   |   Female: 48%   |   Average age: 48

89% 
of readers “agree” or “strongly 
agree” with the statement, 
“I always find at least one 

interesting article to read in 
each issue of U of T Magazine.”

89% 
of readers “agree” or “strongly 

agree” with the statement “I am 
pleased the university sends me 
a copy of U of T Magazine each 

quarter.”

83% 
of readers “agree” or “strongly 

agree” with the statement 
“The cover of the magazine is 
attractive and makes me want 

to read something inside.”

*from an online readership survey conducted March 2014, 7,573 respondents
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Distribution

Canada 290,302

U.S. 14,325

International 13,410

Total 318,037

Toronto (GTA) 228,289

Ontario 270,804

Rest of Canada 19,498

GEOGRAPHIC BREAKDOWN (DECEMBER 2014)

CANADIAN GEOGRAPHIC BREAKDOWN

6%

85%

72%

91%

5%

4%
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ACCORDING TO RECENT STATISTICS, about a quarter of Canadians 
aged 65 and up are unable to perform simple activities, such 
as making a meal. This takes a toll not just on seniors them-
selves, but also on their caregivers, many of whom take time 
off work to look after family members. One Canadian study 
puts the cost in lost productivity as equivalent to 157,000 
full-time employees annually. As the number of seniors soars 
in coming years due to an aging population, the burden on 
caregivers will intensify – unless new ways are found to assist 
aging Canadians.

Enter Alex Mihailidis, a professor of occupational science 
and occupational therapy, whose lab at the Toronto Rehabil-
itation Institute is developing, among other things, a robot 
that can coach people to wash their hands and make a cup  
of tea. It can propel itself (like those robotic vacuum cleaners) 
and will eventually assist with other straightforward tasks, 
such as grooming, bathing, getting dressed and preparing 
simple meals. Studies of caregivers suggest these activities are 
where people need the most help.

The robot won’t sympathize with your woes but it can alter 
its visual and verbal prompts to suit individual needs. Some 
people might need only verbal prompts, for example, while 
others might require visual ones, or to be prompted differently, 
depending on the time of day. “The system can recognize 
this and adapt its prompts automatically,” says Mihailidis.

The technology appears to work even for people with mod-
erate and severe dementia, but it’s not designed to replace 
personal caregivers or the human touch. “That’s always 

“There is no evidence 
that says prison is 
effective in reducing 
crime”
U of T Mississauga  
sociology professor  
Kelly Hannah-Moffat

p. 24

A Robot’s Helping Hand
A U of T lab is developing  
new technologies to assist  
older people with daily tasks

Leading Edge

PHOTO: FROM “ROBOT & FRANK,” SONY PICTURES ENTERTAINMENT

“ Winning the Riddell 
Fellowship is not 
about me. I believe 
my research will 
enhance the care 
nurses provide.”

To find out more, contact  
michelle.osborne@utoronto.ca
416-978-3846  
or give.utoronto.ca

Gillian is doing her PhD thanks to help  
from Dorothy Grace Riddell’s bequest to  
U of T. As a researcher, Gillian will advance 
the use of technology in her profession. As 
an aspiring professor, she hopes to mentor 
future generations of nurses. Include a gift 
to the University in your will and support 
the boundless potential of dedicated grad 
students like Gillian.

GILLIAN STRUDWICK
Pursuing a PhD in Nursing Science

 Summer 2015 19

An effort to alleviate this space crunch and make the library 
more inviting is now underway as the 14-floor building under- 
goes its first expansion in its 42-year history. A five-storey 
free-standing addition will be built on the library’s west side, 
and will be connected to the main library by a four-storey 
bridge. To be called the Robarts Common, the building will 
increase study spaces by 25 per cent, bringing the total num-
ber to just over 6,000.

“Extra space is very badly needed, so I think this expansion 
will make a huge difference,” says U of T chief librarian Larry 
Alford. “Some students want places where you can hear a pin 
drop, and others need space to work with each other . . . This 
addition will add to the mix of those kinds of spaces.”

Robarts Expansion  
to Begin This Spring
Five-floor addition will boost  
study and meeting spaces

Life on Campus

PHOTO: COURTESY OF DIAMOND SCHMITT ARCHITECTS

AT ROBARTS LIBRARY, finding the title you want among its  
4.5 million books is easier than finding a spot to study. That’s 
because the St. George campus library attracts as many as 
18,000 visitors a day – double what it was 35 years ago – but 
the number of workstations hasn’t kept pace with demand. 

“ Terrified doesn’t 
even encompass 
what I felt”
African Studies student 
Michel Chikwanine on 
being abducted as a child 
from his home in the  
Democratic Republic of 
the Congo 

p. 14
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a curiosity in me to know more about what’s out there,” she 
says. In her teens, a sci-fi TV show called Stargate SG-1 and 
the real-life accomplishments of astronaut Roberta Bondar 
(PhD 1974) expanded this wanderlust to include extraterres-
trial worlds.

Today, Panek designs technology destined for space. MDA, 
a global communications company, hired her in 2010 to work 
on the Next Generation Canadarm. She has helped design 
robotic arms that could potentially be used for repairing and 
refuelling satellites that are integral to our communications 
systems – a possible solution for the “dead” satellites currently 
orbiting the Earth. In October, she spoke at TEDx Toronto 
(her third TED talk) about how this robotic technology could 
allow more sustainable space exploration. 

Panek’s current focus is designing and building the chassis – 
or frame – and locomotion system for the European Space 
Agency’s 2018 ExoMars Mission rover. “Our team is responsible 

“  Blogger is a label  
I embrace”
Kerry Clare, who teaches 
The Art of Blogging at  
U of T 
p. 57

All About  
Alumni

PHOTO: JACKLYN ATLAS 

Space Odyssey
Rocket scientist Natalie Panek  
designs technology bound for Mars
ON A TRIP TO BAFFIN ISLAND last summer, Natalie Panek (MASc 
2009) and a friend hiked for 100 kilometres among moun-
tains and glaciers without encountering a single person.  
“I like to go to places that are very remote, where I can have 
that feeling of maybe being the first one to step foot in a spe-
cific place.” For now, those places are here on Earth. In the 
future, she hopes they will be somewhere else in the universe.

The aspiring astronaut, current aerospace engineer, 
explorer and high-profile advocate for women in science says 
her passion for exploration is rooted in a childhood of camp-
ing and outdoor adventures in Alberta. “It really fostered  

Natalie Panek in 
U of T’s MarsDome
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Time Capsule

PHOTO: COURTESY LASSONDE INSTITUTE OF MINING

As summer slips into fall before their third year of study, 
civil and mineral engineering students spend two weeks 
in the heart of cottage country to learn the art of land 
surveying. Survey Camp, a 175-acre property on the 
northern shore of Gull Lake in Haliburton, Ont., has been 
a fixture in field work education since 1919, when the  
University of Toronto purchased the land. “The country  
is broken and rolling and admirably suited for the various 
problems that arise in practical surveying,” states the 
1930s camp manual. 

Surveying is a core skill for these students, but “the 
main thing I learned at camp has more to do with life 
than with engineering: I learned that everybody has 
something valuable to offer,” says Marcia Lamont Scott 
(BASc 1947). “Survey Camp taught us a lot technically, 
but it also taught us so much about working together.”

“When you spend concentrated time sleeping, eating, 
learning and romancing with a group,” adds Gordon 

McRostie (BASc 1944), “you develop a camaraderie that 
is uncommon among classes.”

While the fundamentals of surveying haven’t changed 
since the camp opened in 1920, the students have.  
Lamont Scott was the first woman civil engineering grad 
in Ontario; in 2014, engineering boasted 31 per cent 
female enrolment in the incoming class. Between now 
and 2020, Survey Camp aims to raise $1 million to upgrade 
its 95-year-old buildings and add new women’s facilities.

Ekaterina Tzekova (BASc 2009, PhD 2015) got to know 
her fiancé, Stephen Perkins (BASc 2009), at Survey 
Camp; he proposed at the fire pit where their relationship 
kindled. While studying for her PhD, Tzekova returned to 
Gull Lake yearly as a teaching assistant to watch a new 
crop of campers make memories. “You wonder about the 
experiences of the students who came before you,” she 
says. “It’s neat how people of different generations have 
this place in common.” – AMY STUPAVSKY

Summer 1925
Why learning to survey  
is an unforgettable  
experience for  
U of T engineers

MEMORIES OF GULL LAKE

These campers catching a tow circa 
1925 were among the first to make 
memories at Survey Camp

Computer science professor Geoffrey Hinton 
believes artificial intelligence will soon transform 
almost everything we do

Geoffrey Hinton has a news bulletin for you: You’re  
not conscious. 

OK, you’re conscious as opposed to being unconscious – 
such as when you fall asleep at night, or when you get knocked 
out during a boxing match or when a doctor administers  
a general anesthetic before surgery. But you don’t have some 
intangible mental quality that worms or daffodils – or toasters, 
for that matter – lack.

“Consciousness is a pre-scientific term,” says Hinton, as 
we sit in the lounge down the hall from his office in the 
department of computer science. (Actually, Hinton remains 
standing, explaining that it’s easier on his back; to show me 
something on his laptop, he kneels.) He draws an analogy to 
how we conceived of the notion of “life” a hundred years ago. 
Back then, scientists and philosophers imagined that living 
things were endowed with a “life force” – the French philoso-
pher Henri Bergson called it élan vital – that distinguished 

living from non-living matter. But once we got a grip on 
genetics and microbiology, and especially the structure and 
function of DNA, the notion simply faded away. Living matter, 
it turns out, is just like non-living matter, except for being 
organized in a particularly complex manner. Eventually, says 
Hinton, as we come to see brains as machines (albeit extraor-
dinarily complex ones), we’ll see consciousness in a similar 
way. Consciousness, perhaps, is simply what it feels like to  
be using a brain.

“Of course, a boxing referee will have his own definition  
[of consciousness] – but all of them are just a muddle,” says 
Hinton. “When we get down to doing science, it’s just a use-
less concept.”

And with that philosophical hurdle out of the way, there’s 
nothing to stop us from constructing truly intelligent 
machines, Hinton says. To be sure, with today’s technology, 
no machine can perform as well, at so many different kinds 
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A U of T computer scientist is helping to build  
a new generation of intelligent machines
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Inside 
U of T Magazine
LIFE ON CAMPUS
Profiles of successful and interesting students and articles 
about campus life that keep alumni connected to what’s 
going on at today’s U of T.

LEADING EDGE
Highlights U of T’s world-class researchers and their 
groundbreaking research across a variety of academic 
disciplines. Demonstrates that U of T research is making  
a positive difference in society and is a crucial source of 
ideas and innovation.

ALL ABOUT ALUMNI
Profiles of U of T’s diverse and successful alumni in  
Canada and around the world.

TIME CAPSULE
Features an intriguing event or person from the university’s 
188-year history and underscores U of T’s long tradition of 
excellence.

FEATURE STORIES
• In-depth profiles of alumni in arts, politics, business  

and other fields
• Clear and compelling articles about how U of T research  

is making a difference in the lives of Canadians
• Historical pieces that illustrate the university’s impact 

over the decades
• Extensive coverage of the students, faculty and staff  

who make U of T Canada’s leading university 
 
 

The January issue includes a list of all U of T donors who gave 
more than $5,000 in the previous year.
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For more information about advertising 
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2017/2018 
Rate Card

ADVERTISING DEADLINES
ISSUE SPACE CLOSE MATERIAL DUE DISTRIBUTION
Autumn 2017 June 27, 2017 July 25, 2017 Sept. 05, 2017
Spring 2018 Jan. 26, 2018 Feb. 23, 2018 Apr. 05, 2018
Autumn 2018 June 26, 2018 July 24, 2018 Sept. 04, 2018

4 COLOUR PROCESS 1 AD 2 ADS 3 ADS
Full Page $8,570 $8,140 $7,285
½ Page $5,740 $5,450 $4,880
¼ Page Banner $3,430 $3,260 $2,915
Double Page Spread $15,425 $14,650 $13,110
IFC $10,710 $10,175 $9,105
IBC $10,280 $9,640 $8,740
2-Page Gatefold $16,970 $16,115 $14,420

Black and White: 10% discount
Mixed Units: Advertisers in three or more consecutive issues may vary 
the sizes of their ads according to the standard units shown and obtain 
the multiple-issue rate for each unit.
Taxes: Rates are not subject to GST or HST.

EFFECTIVE WITH THE AUTUMN 2017 ISSUE,  
UNTIL FURTHER NOTICE
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Mechanical Advertising 
Specifications
SIZES

Full-page
Bleed

Full-page
Non
Bleed

1/2  Page
Horizontal

1/2 Page
Vertical

1/4 Page
Horizontal

Double
Page
Bleed

 WIDTH HEIGHT

ARTWORK SIZE 8.125” 10.75”
TRIM SIZE 7.875” 10.5”
LIVE AREA 7.125” 9.75”

ARTWORK SIZE 7” 9.75”

ARTWORK SIZE 7” 4.637”

ARTWORK SIZE 3.408” 9.75”

ARTWORK SIZE 7” 2.229”

ARTWORK SIZE 16.25” 11”
TRIM SIZE 15.75” 10.5”
LIVE AREA 15” 9.75”

The trim size of the magazine is 7.875” x 10.5” 

ARTWORK REQUIREMENTS 
FOR ALL ADS:
• This publication is printed full- 

colour throughout on a web press  
to SWOP coated standards

• PDF/x-1a is the only file format 
accepted

• All fonts must be embedded or 
outlined

• All ads are full-colour. Artwork must 
only use CMYK colours. If RGB, spot 
or Pantone colours are used, they 
will be automatically converted  
to CMYK. Some colour shifting  
may occur.

• Photos and bitmapped graphics 
(i.e. placed JPG, TIF or PSD images) 
should be 300 dpi at their final size.

• The artwork size should be exactly 
the size required. Do not leave 
extraneous space surrounding the 
artwork.

• Do not save artwork with crop marks 
and extraneous content.  
This includes full bleed ads. 

Please send final PDF to Sally Choi at  
sally.choi@utoronto.ca by material deadline.

ADVERTISING DEADLINES
ISSUE SPACE CLOSE MATERIAL DUE DISTRIBUTION
Autumn 2017 June 27, 2017 July 25, 2017 Sept. 05, 2017
Spring 2018 Jan. 26, 2018 Feb. 23, 2018 Apr. 05, 2018
Autumn 2018 June 26, 2018 July 24, 2018 Sept. 04, 2018
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Inserts and 
Polybagging
WHAT IS POLYBAGGING?
Polybagging is co-mailing your titles with a copy of U of T Magazine. It is a cost-efficient 
alternative to mailing your brochure or publication on its own. This does require you to 
align your publication’s printing schedule to ours (U of T Magazine is typically published in 
April and September).

U of T Magazine’s polybagging services allow our clients to zone by geographical 
location; choose an audience based on factors such as age, gender, degree, field of study; 
and even target mailing through the Prizm segmentation system, which groups readers 
according to consumer behaviour such as shared demographics, lifestyles, values, 
household income, marital status, education and dwelling type. 

With U of T Magazine polybagging, campus clients also enjoy: 

• Greater postal discounts: The cost of mailing a magazine or newsletter up to 30g in a 
company envelope is over $1.70 per piece for Canadian addresses, and publications 
mailing can range from 54¢ to 60¢ per piece. The costs of mailing to the U.S. and 
internationally are significantly higher.  Our rates start as low as 40¢ per piece when 
co-mailed with U of T Magazine — this includes mailing to Canada, U.S. and 
international recipients.  Rates are not subject to HST. 

• Access to our audience: By polybagging with U of T Magazine, your piece will be 
targeted to our highly educated, affluent and engaged readers.

• Environmentally friendly option: Our poly (wrap) material is biodegradable and 
designed to be completely recyclable. 

WHAT IS THE DIFFERENCE BETWEEN AN OUTSERT AND AN INSERT?
Capture the attention of our readers by including your outsert on top of U of T Magazine 
within the polybag — outserts can range from magazines and newsletters to catalogues 
and brochures. 

Postcard-sized inserts can be placed inside the magazine as a blow-in (loose-leaf), tip-in 
(glue/tape) or bind-in (saddle-stitched).
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Inserts and 
Polybagging Rates

MECHANICAL 
REQUIREMENTS: 

Outsert
• Paper - 75lb. Postal Offset or 60lb.

Offset or 80lb. Coated
• Minimum size - 4” x 6”
• Maximum size - 7-7/8” x 10-1/2”

Insert 
• Blow-in, bind-in, tip-in
• Maximum size - 6” x 6”
• Please inquire regarding multi

layered blow-ins or blow-ins
exceeding single-leaf format

CANADIAN       US & INTERNATIONAL 

OUTSERTS WEIGHT        COST       OUTSERTS WEIGHT COST
Up to 75 grams:              $400/M             Up to 34 grams: $840/M
76 to 100 grams:            $460/M       35 to 150 grams:  $1180/M
101 to 125 grams:            $520/M 
126 to 150 grams:           $560/M 
151 to 175 grams:            $640/M 

Note: Prices must be quoted individually on items exceeding 175 grams for Cana-
dian mailings, and 150 grams for US and international mailings. Two grams will be 
added to your publication’s weight to split the cost of the 4-gram polybag. 

BLOW-IN, BIND-IN, COVER WRAPS

CANADIAN       US & INTERNATIONAL 
INSERTS WEIGHT        COST INSERTS WEIGHT COST
Up to 10 grams:           $14/M       Up to 4 grams: $55/M
11 grams and over:      $35/M        5 grams and over:  $580/M

TIP-IN
CANADIAN       US & INTERNATIONAL 
INSERTS WEIGHT        COST INSERTS WEIGHT COST
Up to 10 grams:           $45/M        Up to 4 grams: $55/M
11 grams and over:      $68/M        5 grams and over:  $580/M

Taxes: Rates are not subject to GST or PST

*Minimum fee: $3,000

INSERT/POLYBAGGING DEADLINES
ISSUE SPACE CLOSE MATERIAL DUE** DISTRIBUTION
Autumn 2017 June 23, 2017 Aug. 11, 2017 Sept. 05, 2017
Spring 2018 Dec. 15, 2017 Mar. 09, 2018 Apr. 05, 2018
Autumn 2018 June 01, 2018 Aug. 10, 2018 Sept. 04, 2018

**For inserts (blow-in, bind-in, cover wrap, tip-in), please send a PDF of the art-
work for review by the material due date for advertising copy (see page 9).

NOTE: Cancellations after the space close date will result in a fee, determined 
after the distribution date, to offset associated production costs (e.g., sorting).

POLYBAGGING RATES*
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Terms and 
Conditions
Acceptance of any advertisement in U of T Magazine is at the sole discretion  
of the publisher. All copy and graphics are subject to approval by the publisher.

CONTRACTS
The publisher is not bound by any conditions, printed or 
otherwise, when such conditions conflict with the rate card 
or the publisher’s policies. Contracts cover any 18 months, 
starting with the first insertion.

The advertiser and/or advertising agency assume liability for 
all content (including text, representation and illustration) 
of each advertisement printed and also assume responsibility 
for any claim arising from there against the publisher.  
The advertiser and/or its advertising agency agree that  
U of T Magazine shall be under no liability for its failure, for 
any cause, to publish any advertisement.

TERMS
Advertisers and their agencies have dual liability to the 
publisher in the event of non-payment for advertising. 
The agency is responsible for the client, and vice versa, 
notwithstanding any statements to the contrary on agency 
or advertiser insertion orders or contracts.

RATE REVISIONS
The publisher reserves the right to change these rates at any 
time. Existing contract rates are guaranteed only for the 
next three issues from the date of acceptance of the contract.

PAYMENT
The publisher is entitled to payment as herein provided, upon 
having completed the printing and taken reasonable steps to 
distribute the publication. Payment is due in Canadian funds 
at the space closing date at U of T Magazine’s office unless 
credit has been granted.

CREDIT
Where credit has been granted by the publisher, payment 
is due 30 days from the date of invoice. If the advertiser has 
excess credit owing to the publisher, the publisher retains the 
right to cancel any additional advertisements.

AGENCY COMMISSION
15 % of gross billing to recognized advertising agencies.

CANCELLATION
All magazine ads must be cancelled at least 5 business days 
prior to space closing. Failure to do so will result in a 25% 
cancellation fee.


