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editorial mission

Washington State Magazine’s combination of
journalistic excellence and engaged 

readership offers exceptional advertising 
value as a regional university magazine.

Washington State Magazine is the window on Washington State University — around the state and 

around the world — for more than 150,000 well-educated, multinational readers.

We tell Washington State’s stories. No matter what the issue of the day, it becomes our story, 

through the eyes and work of our people. We are serious about giving our readers the best 

possible reporting on science and academe. But we also like humor and sports, good food and 

wine, great photography and thoughtful essays. We tell the stories of our readers themselves,  

our alumni, through lively profiles.

We are Washington State’s magazine. We are about people and place, about great ideas and the 

good things in life, about doing good in and making sense of a fascinating world.
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average total circulation: 150,000
QUARTERLY : : FULL COLOR : : 56 PAGES

ALSO DISTRIBUTED THROUGH AL ASKA AIRLINES AND AMTRAK

commitment to sustainability
FSC® AND SFI® CERTIFICATION FROM A NORTHWEST PAPER MILL PARTICIPATING IN PROGRAMS WITH  

THE ENERGY TRUST OF OREGON  (ENERGY-EFFICIENCY) AND THE U.S. DEPARTMENT OF AGRICULTURE  
(CONVERTING WASTEWATER RESIDUAL INTO A LIME SUBSTITUTE USED BY LOCAL FARMERS).

digital versions
WEB : : INTERACTIVE MAGAZINE : : E-NEWSLETTER : : VIDEOS : : PODCASTS 

M A G A Z I N E

circulation + distribution

A HIGHLY ACCL AIMED AND AWARD-WINNING 
PUBLICATION that is eagerly anticipated by 
graduates, donors, faculty, staff, and friends of 
Washington State University.
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sample stories + departmentsour readers

gender

Male: 51%

Female: 49%

age distribution

under 20: < 1% 21–25: 6%  26–30: 10%

31–40: 20% 41–50: 21% 51–60: 22%

61–70: 12% over 71: 9%

level of education (alumni)

Bachelor degree: 82%

Masters degree: 12%

Doctoral degree: 6%

market areas

Seattle/Tacoma/Olympia CSA: 35%

Portland (Vancouver) MSA: 11%  (other Oregon: 1%)

Tri-Cities/central Washington: 10%

Spokane/Coeur d’Alene: 10%  (and adjacent counties)

Pullman/Moscow: 6%  (and adjacent counties)

N. California: 4% S. California: 4%

other Idaho: 2% NY/New England: 2% 

Arizona: 2%  Texas: 1% Washington DC: 1%

other US: 11% other int’l: < 1%
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spring 2022

The secrets beneath Yellowstone

Putting down roots

For the love of a burger

summer 2022

Rethinking a virtue at long last

Preserving the “Land of Origins”

Pickleball, inside and out

fall 2022

Smarter orchards 

An unbreakable bond

In fine voice

winter 2022

The return of the Washington fairs 

Power to the people—and to the planet

Strength in numbers
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P r o f i l i n g  p e o p l e

p l a c e s

a n d  p o s s i b i l i t i e s

i n  t h e  N o r t h w e s t

 virtual experiences around the world: magazine.wsu.edu/extra/VR-travel

UPfront

HUMANS COME FULLY EQUIPPED WITH 
CURIOSITY AND AN IRRESISTIBLE URGE 
TO EXPLORE THE NEXT HORIZON. IN 
2018, THAT WANDERLUST ADDED NEARLY  
$9 TRILLION TO THE GLOBAL ECONOMY 
ACCORDING TO THE WORLD TRAVEL  
AND TOURISM COUNCIL.

It’s been a different story for 2020 as pan-
demic travel restrictions crippled airlines, cruise 
ships, hotels, and Airbnbs with up to 90 percent 

fewer bookings overall. While it may take 
years for the industry to recover, the 

shutdown is proving to be 
an unexpected 

boon 

for the virtual reality market, which reports a 
big spike in interest.

Once the domain of  video gamers, virtual 
experiences are increasingly popular with educa-
tors, ecotourism operators, retirement and care 
facilities, as well as would-be tourists who are 
bored and stuck at home. 

VR technology and 360-degree video were 
already in use by a few airlines and travel agents 
as a vacation destination “try-before-you-buy” 
experience. Today, companies like Visualise and 
National Geographic give consumers a chance 
to virtually immerse themselves in the wonders 
of  Machu Picchu, Cuba, the Great Barrier Reef, 
or even the horrors of  war-torn Syria.

It’s all an educational goldmine for  
Andrew Perkins (’95, ’98 MBA),  

director of  the Washington 
State University 

Center 

for Behavioral Business Research. The associate 
professor in the Carson College of  Business runs 
a virtual reality laboratory where he studies the 
physiological and emotional responses that occur 
while someone is experiencing a virtual space.

One of  his goals is to compare how people 
behave in real versus virtual retail environments.

Using an Oculus Rift VR headset and a 
specially designed computer, Perkins has par-
ticipants don goggles and walk through a virtual 
art gallery, for example, while measuring their 
responses to changes in the layout and ambience.

“We invented a way to collect data in the 
virtual space,” he says. “For the experiment in the 
art gallery, they can walk into another room and 
use their controllers to answer survey questions 
in 3D right in front of  them — just point and click.

“Figuring out how to get that to work was 
a tough nut to crack,” Perkins says. “Once you 
take someone out of  the virtual space and hand 
them a clipboard and pen, the VR effects may 

vanish. So, we had to find a way to collect 
data while they are still in VR.”

Perkins says 
the virtual 

experience can activate the same emotional  
responses that, at least on some level, happen in the 
real world. He personally tries out each virtual en-
vironment before enrolling study participants and  
says the experience can be shockingly intense. 

“I’ve done roller coasters, dinosaurs, and 
standing on a platform a thousand feet in the 
air,” he says. 

An especially intense program was experi-
encing rock climber Alex Honnold free solo the 
1,500-foot El Capitan wall. 

“When you put on the headset, you are sort 
of  floating in space as you watch him climb from 
bottom to top,” says Perkins. “I rock climbed for 
20 years and I can’t even watch the entire thing. 
It’s that emotionally difficult and scary to watch 
him climb this incredibly difficult route.”

Perkins also had a graduate student try a 
virtual astronaut training program. “The kicker is 
that if  something goes wrong, you go spinning off  
into space. You can be crawling along carefully fix-
ing the space station when suddenly your 
rope breaks and you’re head over 
heels out of  control,” 
he says.

“When the student exited the program, he’d 
sweated through his shirt, and the goggles and 
controllers were soaked — he was so viscerally  
a part of  that experience.”

But while virtual reality can be incredibly 
immersive, Perkins says the technology has a long 
way to go before it can become an authentic travel  
alternative.

“The goggles are still heavy and large, 
and we use little hand controllers. It can be 
disorienting if  the space is not well designed 
because, when you disconnect what you’re 
seeing and hearing from what your body is 
feeling, it’s like being on a roller coaster and 
can cause motion sickness. So, we have to 
be very careful how we design these virtual  
spaces.

“As good as VR looks 
now, it will look a 
million 

times better five or ten years down the road,” 
he says. “Some argue it will be indistinguish-
able from reality — with technology we can’t 
yet imagine.

“It could be that we’ll have the ability to increase 
the physiological response so that if  you’re visiting 
a virtual beach, we can make you feel the warmth 
of  the sun or feel like you’re actually skiing down 
the Swiss Alps.”

Perkins says although sensory haptic suits could 
provide some of those experiences, many futurists 
predict we will soon have computer 
technologies that interface 
directly with the 
brain.

360º V
R PA

N
O

R
A

M
A

 FRO
M

 T
H

E RIM
 O

F M
O

U
N

T
 ST. H

ELEN
S (C

O
U

RT
ESY

 M
O

U
N

TST
H

ELEN
S.C

O
M

)

 going virtually where   you’ve never gone before
B Y  R E B E C C A  P H I L L I P S

BEING THERE
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As Andaya Sugayan (‘17 Comm.) recalls it, 
her passion for women being involved in 
politics dates back to elementary school, 
when she learned women in America didn’t 
always have the right to vote.

“It just struck me as unjust,” she says.
By the time Sugayan got to high school, she was setting the 

highest sights. “I wanted to be president for a really long time,” she 
says, recognizing even then how difficult that could be. “On the one 
hand, women were starting from behind, but on the other hand, 
I knew as a woman I could do really anything that I wanted to.”

Sugayan (who still touts the fact that she played clarinet 
in the Cougar Marching Band) is a regional coordinator in the 
Philadelphia area at Inspire U.S., a nonprofit, nonpartisan group 

that helps high schools conduct student-led voter registration drives 
in 10 states. Her previous political positions include working as a 
digital director for the Washington State Democrats, as a field direc-
tor for Hillary Clinton’s 2016 presidential campaign, and as deputy 
campaign manager for Matthew Sutherland (’16 Poli. Sci.) who ran 
for the legislature in 2017.

Not surprisingly, Sugayan has strong feelings about 2020 being 
the centennial of  the 19th constitutional amendment being made 
into law and giving women the right to vote.

“Women tend to work really behind the scenes in the political 
process,” she says. “We’re seeing a lot more women being able to 
be the face of  the political process. But there are still hurdles to 
overcome.” For one thing, Sugayan wants to see attention focus 
more on women’s ideas and their actual contributions to the 

I can do it!
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t h e  i m p o s s i b l e  d r e a m

The lament 
is laced with 
confusion 
and angst. 
“I’ve got a 
decent job. 
Why can’t 
I afford 
to buy a 
house? 
Or even 
rent a nice 
apartment?”

It’s not an isolated com-
plaint. From the Seattle-Tacoma 
area to Spokane, the Palouse, and 
other cities across Washington 
state, the clamor for affordable  
housing has risen to the break-
ing point.

According to a recent report 
by Up for Growth, a Washington, 
D.C., nonprofit research firm, the 
Evergreen state logged a shortfall 
of  225,600 homes between 2000 
and 2015 — eighth worst in the 
nation for housing underpro-
duction.

Indeed, housing for low- 
and middle-income families is 
in short supply in many areas 
of  the United States. Add that 
to rising construction costs, stag-
nant wages, and a complex set of  
other factors, and America is now 
facing its highest population of  
cost-burdened and homeless citi-
zens since the Great Depression.

Cost-burdened means 
having to spend more than 30 
percent of  family income on 

housing, with subsequent dif-
ficulty affording food, clothing, 
transportation, child care, and 
medical care. Severely burdened 
households dish out more than 
50 percent of  income on rent.

Seattle has some of  the 
highest rates of  cost burden in the 
nation according to The Harvard 
Joint Center for Housing Studies’ 
2018 State of  the Nation’s 
Housing Report. More than a 
third of  Seattle families with 
incomes under $75,000 struggle 
to pay the rent. It’s a number 
surprisingly similar to sparsely 
populated Whitman County, 
where the Palouse Regional 
Housing Assessment estimates 
37 percent of  area residents are 
cost-burdened.

Though cost burden can 
lead to homelessness, today’s 
housing crisis is also about low- 
and middle-income citizens 
holding down two or three jobs 
and still not being able to make 
ends meet. It’s about teachers, 
firefighters, and full-time staff  
at Washington State University 
priced out of  finding a safe, com-
fortable, and secure house — or 
even apartment — of  their own. 

The housing crisis is funda-
mentally a crisis of  affordability, 
which, after many years in the 
making, has grown to the point 
that it threatens middle class 
stability. The solutions, unfor-
tunately, are extremely complex 
and difficult to implement. The 
best estimates are it will likely 
take decades to produce enough 
homes to meet projected needs. 

Ryan Smith, however, 
doesn’t want to wait that long. 
As director of  the WSU School of  
Design and Construction in the 
Voiland College of  Engineering 
and Architecture, he is boldly  
taking steps to tackle the af-
fordable housing problem. 
Working with a diverse team of  

faculty researchers, students, and 
community partners, Smith is 
reshaping our vision of  hous-
ing with solutions ranging from 
exciting modular construction 
concepts to high-efficiency 
Habitat for Humanity homes.

The story begins last 
November at an all-night  
hack-a-thon.

 

It was five 
o’clock and 
already dark. 
A few stubborn 
leaves rattled in 
the wind outside 
the entrance to 
Carpenter Hall 
on the WSU 
Pullman campus. 
Inside the classy 
old architecture 
building, the lights 
were bright, and 
corridors filled 
with the excited 
voices of nearly 
100 students who 
gave up their 
Friday night to 
partake in WSU’s 
first Hack-A-House 
competition.

Smith organized the 
event with the help of   
Matthew Melcher, associate 
professor of  architecture. It was 
sponsored by Ivory Innovations, 
a housing affordability incuba-
tor at the University of  Utah. 
The center was started by Ivory 
Homes, Utah’s largest develop-
ment firm. 

“Hack-a-thons are tradition-
ally idea competitions or ‘sprints’ 
where people get together to hack 
a problem,” says Smith. “In this 
case, Ivory Innovations had the 
idea to do a 24-hour competitive 
sprint centered on solutions to 
affordable housing.”  

Ivory’s first competition was 
held at the University of  Utah in 
2018 and focused on solutions for 
the Salt Lake City area. Smith, 
previously a professor at Utah, 
was asked to take part. The event 
was so successful, Ivory decided 
to expand to other universities 
in 2019, including WSU last 
November.

For Pullman’s hack-a-thon, 
Smith invited graduate and un-
dergraduate students from both 
WSU and the University of  Idaho 
to submit ideas for innovative 
housing solutions in the Palouse 
area.

“We put them into teams 
of  4–5 students,” Smith recalls. 
“Each team was assigned their 
own private room to brainstorm 
and create a slide presentation. 
We provided food, coffee, and 
snacks, and also had speakers, 
including Jennifer Wallace from 
Palouse Habitat for Humanity, 
who helped frame the problem.

“The next day, the students 
made three-minute business 
pitches which were judged by a 
panel of  local jurists,” he says. Ten 
thousand dollars was awarded in 
prizes including $5,000 to the 
overall winner — a team of  WSU 
graduate architecture students 
who proposed building modular 
housing on Palouse farmland that 
is too steep to cultivate.

Coleman Coddington, and 
teammates Ezekiel Nelson, Gabe 
Hernandez, and Jake Monroe 
designed a “housing unit that 
could be prefabricated and rep-
licated to cut down on cost. The 
units could potentially be stacked 
and would fit right next to each 
other,” Coddington explains. 

“We inserted these units on 
steep farmland and extended the 
adjacent farmland over the top, 
giving farmers more useful land 
than they had before. The owners 
of  the units would rent their roof  

B Y  R E B E C C A  P H I L L I P S

In an unstable economy, Washington  

residents struggle to find affordable housing
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advertising specs

two-pagefull-page

1⁄ 3-page
bc

1⁄ 2-page

2 ⁄ 3-page

ad sizes
 width	 	 height
two-page spread (bleed)* 16.75" x 10.75"

two-page spread (no bleed) 16.25" x 10.25"

full-page (bleed)* 8.375" x 10.75"

full-page (no bleed) 7.625" x 10"

2/3-page (bleed)* 5.25" x 10.75"

2/3-page (no bleed) 4.667" x 9.125"

1/2-page (bleed)* 8.375" x 5.25"

1/2-page (no bleed) 7.125" x 4.5"

1/3-page (no bleed) 4.667” x 4.5”

business card (no bleed)** 2.125" x 3.5"

BLEED SPECIFICATIONS: Bleed ad dimensions above  
DO NOT include an additional .125" on all sides (required)  
which is trimmed away during magazine construction.

AD GRID MARGINS: All type and graphics should reside  
.75" in from the trim, or .875" in from the bleed.

**The business card ad has special specifications. 

artwork specs
Ads may be created using Adobe InDesign, Illustrator or 
Photoshop; you can submit a press-ready PDF saved from  
these applications. 

All artwork should be produced using CMYK color mode and  
the US WEB Coated (SWOP) v2 color setting. Images should be at 
least 300 pixels per inch (at actual size); line art at least 1200ppi.  
Spot colors should be converted to CMYK equivalents and fonts, 
whenever possible, converted to outlines.

Setup for the above applications as well as PDF conversion 
instructions may be found at magazine.wsu.edu/artwork .
Washington State Magazine is not responsible for the quality of 
any printed ad that does not conform to these specifications.

SUBMISSION INSTRUCTIONS
Digital files may be submitted to the art director on a CD/DVD 
via FTP at filetransfer.wsu.edu (use jpaxson@wsu.edu as the 
recipient’s name), or by email (under 10MB) to jpaxson@wsu.edu. 
Please include all pertinent insertion and contact information 
along with payment.
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rates + deadlines

ad rates
 1X	 2X	 3X

two-page spread $7,430 $7,060 $6,705

full-page $4,150 $3,945 $3,745

2/3-page $3,485 $3,310 $3,145

1/2-page $2,655 $2,520 $2,395

1/3-page $2,075 $1,970 $1,875

business card $500 $450 $400

Payment is due with ad submission. 

Cancellations must occur on or before the space close date to not  
risk forfeit.

advertising deadlines
issue space	close	 ad	due

May 2023 (Summer) - exclusive distribution 1/27/23 3/10/23

August 2023 (Fall) 4/21/23 6/2/23

November 2023 (Winter) 7/21/23 9/1/23

February 2024 (Spring) 10/20/23 12/1/23

2023

Ads are placed at the discretion of the art department with 
attention to effectiveness and relationship to editorial and 
graphic content.

AVAIL ABLE ON REQUEST
Inserts such as business reply cards, brochures and envelopes 
are priced separately from the above advertising rates.



magazine.wsu.edu/advertisinglegal stuff
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ADVERTISING RESTRICTIONS
Washington State Magazine reserves the right to refuse any ad not 
compatible with the mission of Washington State University or 
the magazine. WSM will not accept ads for:

casinos, gambling, or other wagering companies, 
websites, or facilities

websites or publications containing adult or 
pornographic content

Additionally, postal regulations prohibit Washington State Magazine 
from accepting print advertising for credit cards, insurance, or travel 
arrangements. This does not apply to web advertising.

DELIVERY ADDRESS
Washington State Magazine Advertising
Information Technology Building, Room 2013
Washington State University
PO Box 641227
Pullman, WA 99164-1227
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kudos
From its very first issue, Washington State Magazine has consistently been recognized for excellence in writing, 
design, and photography by the Council for Advancement and Support of Education (CASE), an international 
organization that promotes excellence in educational advancement through alumni relations, communications, 
marketing, and fundraising.  

MAGAZINE STAFF

Editor:  Larry Clark ’94

Associate Editor:  Adriana Janovich

Art Director:  John Paxson

Writers:  Alysen Boston,

Addy Hatch
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