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Advertising with Purpose

When you advertise with alumni UBC, you are 
creating change – in your community and in the 
lives of students and alumni. You are supporting 
more than your brand campaign. You are helping 
foster dialogue that advances society.
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Our Publications

Trek

TREK is a print and online 
publication for UBC alumni. 
It offers an informed and  
unique UBC lens on key  
social issues, and reflects 
the ingenuity and community 
spirit of an ever‑evolving 
university. The print edition 
is distributed twice per year 
while the digital newsletter 
brings engaging content to 
our alumni on a monthly basis.

With today’s polarized politics, people may 
not agree on the terminology – immigrants? 
refugees? invaders? – but there’s little doubt 
that migration is reshaping the world. 

Who Belongs?
THE  
MIGRATION  
ISSUE

 4  Understanding the 
new world disorder

 8  Tracking land grabs  
in Latin America

 14  Turning journalism  
inside out

 18 Poetry: Dear Nour

 20   Chinese Canadians: the 
fight for a seat at the table

 28  Poetry: Movement

 30  Changing the locks on  
the Canada-US border PHOTOGRAPH BY  M Y RTO  PA PA D O P O U LO S

Cover: A mother and son wait at a refugee shelter in Bulgaria. (Dimitar Dilkoff/Afp Via Getty Images)  
This page: Immigrants land in Greece.

alumni UBC Newsletters

The Programs and Events newsletter  
highlights upcoming webinars, in‑person  
events, educational opportunities, and benefits 
and services for the alumni community.
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Audience & Circulation

Our Audience

UBC alumni live and work in more than 140 countries around the world.  
They are innovators, entrepreneurs, scientists, artists, community builders,  
and advocates. It's a global network of well‑connected, educated and  
influential individuals that we are proud to call our alumni family.

Circulation

TREK print magazine  2 issues per year  190,000 subscribers
TREK website updated weekly   estimated 15,000 impressions per month
TREK magazine newsletter  12 issues per year  170,000 subscribers
Programs and events newsletter  25 issues per year  170,000 subscribers

Circulation Breakdown

by faculty by age by region
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Pricing and Specifications

TREK Magazine

SIZES 

Outside back cover, with bleed* artwork 8.25 x 11 $6,000
 trim 8 x 10.75
 live area 6.5 x 9.25
Inside back cover, with bleed*   $5,500

Full page, non bleed artwork 6.5 x 9.25 $4,800

Half page artwork 6.5 x 4.5 $3,000

Quarter page artwork 3.125 x 4.5 $2,200

Digital Advertising

1 MONTH AD PACKAGE
1x TREK email ad 
1x Programs and Events email ad 
1x month website ads $1,650

3 MONTH AD PACKAGE
3x TREK email ads 
3x Programs and Events email ads 
3x months website ads $4,950

Print and Digital Package

Half page print ad 
3x TREK email ads 
3x Programs and Events email ads 
3x months website ads $7,950

*bleed ads: include 0.125” on 
all edges, keep all logos/text at 
least 0.5” away from all edges 

Pricing for inserts and Presenting 
Sponsor position of a feature 
section available on request.

website

mobile email

Big box
300 x 250px

Banner
620 x 160px

Big box
300 x 250px

Mobile 
leaderboard
320 x 50px

Big box
300 x 250px

Big box
300 x 250px

Leaderboard | 728 x 90px
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Distribution Timeline

*All dates are accurate as of rate kit release.  
On occasion, alterations may be required and 
advertisers will be notified of any changes.

TREK print magazine
 distribution ad material 
 date due date
 31 May 12 April
 22 Nov 18 Oct
 
 

TREK email newsletter
 distribution ad material 
 date due date
 16 Feb 1 Feb
 12 March 1 March
 20 April 1 April
 20 May 1 May
 18 June 1 June
 13 July 1 July
 13 Aug 1 Aug
 24 Sept 1 Sept
 19 Oct 1 Oct
 19 Nov 1 Nov
 17 Dec 1 Dec

Programs and Events newsletter
 distribution ad material 
 date due date
 20 Jan 6 Jan
 3 Feb 20 Jan
 17 Feb 3 Feb
 3 March 17 Feb
 17 March 3 March
 31 March 17 March
 14 April 31 March
 28 April 14 April
 12 May 28 April
 26 May 12 May
 9 June 26 May
 23 June 9 June
 7 July 23 June
 21 July 7 July
 4 Aug 21 July
 18 Aug 4 Aug
 1 Sept 18 Aug
 15 Sept 1 Sept
 29 Sept 15 Sept
 13 Oct 29 Sept
 27 Oct 13 Oct
 10 Nov 27 Oct
 24 Nov 10 Nov
 8 Dec 24 Nov
 
 



ADVERTISING & SPONSORSHIP RATE KIT 2021 7 Jenna McCann Manager, Business Development | 604 822 8917 | jenna.mccann@ubc.ca

Sponsorship
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Sponsorship

Sponsorship Opportunities

alumni UBC is known for offering engaging 
educational content. We have a range of webinar 
series’, a dynamic career development program and 
a mix of virtual and live events for alumni in our key 
markets and we would welcome the opportunity 
to align your business with ours as a sponsor of 
our programming. We can help with recruitment, 
education, volunteerism and general brand 
awareness goals. 

All partnership packages are customized. Supported by:

YOUR 
LOGO 
HERE

Native Advertising

Do you have a story to tell? The alumni UBC team would be  
happy to work with you to create customized content that  
blends your company’s brand with the alumni UBC voice.

$7,250 
1 x Full page TREK Magazine print ad 
1 x Native ad article in TREK digital newsletter

Includes editorial support to craft the content.  
Final approval rests with the alumni UBC editorial team.

TREK digital newsletter placement will link to a standalone  
native ad page on trekmagazine.alumni.ubc.ca  
Maximum two native advertising placements per magazine issue.

In 1960, almost the entire taxidermy collection of the Saffron Walden Museum in England was destroyed, 
on purpose, by fire. No photographs exist from the bonfires, but the picture is clear enough. A disorderly 
mountain of stiffened lion cubs, lemmings, civet cats and barking deer. A smouldering llama, a black 
tailed wallaby, a polar bear – more than two hundred Victorian stuffed beasts had been discarded as 
refuse. No museum would ever dream of burning its unpopular cultural artefacts, but these century-old 
pieces of nature had been heaped on top of each other and set ablaze.

I first heard about the bonfires in the spring of 2005, when I spent several weeks in England visiting 
family. I had recently finished my PhD at UBC in Comparative Literature and just wanted to see relatives, 
go for walks – anything but think about what was next. When I visited a little museum in the countryside, I 
never could have guessed that a lion with wooden teeth named Wallace, the first lion to be born in Great 
Britain (in 1812) and one of the few survivors of Saffron Walden’s bonfires, would determine the next six 
years of my work.

Opened in 1834, the Saffron Walden Museum is the second-oldest purpose-built museum in England. 
Throughout the nineteenth century, like so many Victorian museums, it collected and exhibited a random 
assortment of specimens: mummies, Roman coins, Anglo-Saxon swords, a motley array of stuffed 
beasts. The artefacts are still on display, neatly labelled and arranged behind glass. But with the 
exception of Wallace and a few birds, every once-living creature had been destroyed.

The story goes like this. In 1960, a young curator with a verve to modernize wrote a persuasive report to 
the Saffron Walden District Council. It was time to sluice out the museum’s taxidermy, which she viewed 
as musty relics from a less enlightened era. In an age before colour photography and wildlife 
documentaries, taxidermy had been the cutting-edge technology for showcasing the fauna of distant 
lands. But those days were long gone. She argued that television and zoos gave children a better idea of 
nature; taxidermy had become crassly old fashioned. Plus, nineteenth-century taxidermy was shabby; no 
doubt more than a few hides were cracked with age and sprouting straw. And so, having convinced the 
Council that the museum’ taxidermy was a nostalgic embarrassment, the vigorous young curator hauled 
the antique beasts to the city dump and lit a match. The bonfires lasted three days.

The event seemed so extraordinary. I couldn’t stop thinking about it. Why had these animals been burnt?  
It seemed like a crime against nature, but maybe taxidermy deserved to be burnt. I visited family, I ate 
sandwiches, I went for walks across the astonishingly beautiful Suffolk countryside, and I thought about 
it. What was taxidermy anyway?  And why would anyone want such strange animal-things to exist?  When 
I returned home, my former supervisor urged me to apply for a post-doctoral scholarship, and so I did. I 
settled on the title Taxidermy and Longing. My adventures with taxidermy had begun.

What is taxidermy?  Basically put, taxidermy is an animal’s skin (all flesh and bones removed) mounted 
over an anatomically perfect sculpture, positioned into a lively posture, and adorned with two glass eyes. 
In other words, taxidermy isn’t merely a representation of an animal. It is the animal, but blurred with 
human longing to perpetuate its form. Taxidermy is hardly a swift practice. It takes patience, skill, time 
and exacting labour, all of which depend on an intense desire to keep particular creatures immortally 
whole.

When most people think of taxidermy, they think of hunting trophies. But taxidermy is a far more nuanced 
practice than just trophies and conquests. I’ve come to realise there are eight genres of taxidermy, each 
distinctly motivated. A hunting trophy is a very different sort of thing than a preserved animal companion 
(what I call a perpetual pet), which is different again from a two-headed calf or other such eccentric 
wonder of nature. A little scene of squirrels playing croquet can hardly compare with the tragedy of an 
extinct species. Likewise a natural history specimen, posed to exhibit what makes its species distinct, is 
a fundamentally different sort of thing than an elephant foot stool. And nothing is quite like a jackalope, 
mermaid or other fraudulent creature created from a combination of animal parts. To flaunt a hunter’s skill, 
to immortalise a cherished pet, to amaze, to amuse, to warn, to educate, to decorate a room and even to 
deceive: what unites the genres is the longing to capture pieces of nature and tell stories about their 
significance within human lives.

But all taxidermy owes its existence to wonder. It began in the decades following Christopher Columbus’ 
journeys across the Atlantic. That a vast continent teeming with an astonishing spectrum of life had lain 
hidden for so long quite simply blew Europe’s mind. Armadillos, rattlesnakes, birds of paradise and 
opossums: unknown creatures poured into Europe and were snapped up by anyone who could afford a 
collection. Yet, what arrived on European docks after months of travel was usually a decomposing lump 
of flesh, fur and feathers. Most animals didn’t survive the journey, and preservation techniques were too 
rudimentary to offer anything but the merest shape of a strange beast. And this was a problem. It is true 
enough to say that taxidermy developed precisely to preserve and cherish nature’s most wondrous 
creations.

From such poorly preserved wonders, taxidermy reached its apotheosis in the nineteenth century. 
Victorians loved their nature to death, quite literally. No parlour was complete without a hummingbird 
under glass or an exquisite assortment of birds, butterflies, seaweeds or ferns. The Victorians wanted to 
capture all of nature, to bottle it up and ensure it was ever-present for lovingly close inspection. They 
wanted to see the beast for themselves, and it didn’t matter if its eyes were glass. They wanted the 
intimate encounter.

SPONSORED CONTENT

“I should check my hearing 
but I haven’t the time”
Know the status of your hearing health and gain valuable insight into 
how sound affects you from day to day with a hearing test. The test 
is free for those over the age of 19, and you don’t need a doctor’s referral!

Ra c h e l  Po l iq u i n  i n  th e  Beat y  B iod i ve rs i t y  M u se u m o n  UBC’s  Va nco u ve r  ca m p u s .  Photo:  Ma r t i n  Dee.

Life is worth hearing

We are Canada’s largest group of 
hearing centres with over 200 
locations across the country. We 
give you access to the most 
advanced hearing aid 
technology, clinical support and 
the most up-to-date diagnostic 
equipment. Rest assured that all 
of our clinics are staffed by highly 
trained and certified hearing 
healthcare professionals ready to 
give you professional care and 
on-the-spot results.

Presented by:

A PUBLICATION OF
SUPPORT

About Advertise Contact

Past Issues Spotlight Archive Submissions

Support

© 2020 Trek Magazine   Privacy Policy   Terms & Conditions

FOLLOW US STAY INFORMED
Text talking about subscribing to 
newsletter if they aren’t already.� � �

A PUBLICATION OF

A PUBLICATION OF
GIVE

Sponsorship Opportunities

alumni UBC is known for offering engaging 
educational content. We have a range of webinar 
series’, a dynamic career development program and 
a mix of virtual and live events for alumni in our key 
markets and we would welcome the opportunity 
to align your business with ours as a sponsor of 
our programming. We can help with recruitment, 
education, volunteerism and general brand 
awareness goals. 

All partnership packages are customized.
YOUR 
LOGO 
HERE

Native Advertising

Do you have a story to tell? The alumni UBC team would be  
happy to work with you to create customized content that  
blends your company’s brand with the alumni UBC voice.

$7,250 
1 x Full page TREK Magazine print ad 
1 x Native ad article in TREK digital newsletter

Includes editorial support to craft the content.  
Final approval rests with the alumni UBC editorial team.

TREK digital newsletter placement will link to a standalone 
native ad page on trekmagazine.alumni.ubc.ca 
Maximum two native advertising placements per magazine issue.
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TREK Spotlight

alumni UBC is known for offering engaging content. From our award winning 
publication, TREK Magazine, to virtual educational series, and new digital  
channels featuring articles and insights from UBC researchers and experts,  
we act as a trusted source of information for alumni and the community at large.

We invite you to join us in aligning your brand with our expertise, as we launch 
TREK Spotlight, a six month themed series of print and digital content. As a sponsor 
of this series your brand will be promoted to our subscribers in the following ways:

TREK Magazine

• Logo featured on the introductory page of the themed section

• One full page colour ad in the themed section

TREK Digital 
trekmagazine.alumni.ubc.ca and TREK email newsletters

•  Presenting sponsor recognition on theme section homepage  
of website, on all themed article pages, and in monthly  
email newsletters

• 6 months of website advertising

• Promotion on social media posts related to the themed content

TREK Spotlight Event

•  Presenting sponsor recognition on all marketing collateral  
before, during and after a themed content event

•  Option to provide welcome remarks and/or introduce hosts  
and speakers

Total investment for the TREK Spotlight marketing package  
is $15,000. Additional events and communications touchpoints  
can be added to enhance this package.

UPCOMING THEMES & DATES:

May 2021 to October 2021  
– Frontiers in Medicine

November 2021 to April 2022 
– The Future of Work

AUDIENCE DATA:

TREK Magazine 
190,000 subscribers

Digital Newsletters 
170,000 subscribers

Virtual Event Attendees 
Avg. 1,000 – 2,500 /event

Website 
Avg. 15,000 impressions /month


