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 In 2008, the first edition of Alberta Oil, published  
by Venture Publishing, was released. In just three years, 
Alberta Oil has become the finest source of editorial  
insight into Canada’s energy industry, and as a result, 
was voted Canada’s Business Magazine of the Year in 
2010 and nominated 2011.

The energy sector is an increasingly sophisticated place. 
Alberta Oil reflects that sophistication – in the  
articles we publish, the design we create, and the 
readers we touch.  Alberta Oil caters to the C-Suite class 
of reader: highly intelligent, wealthy, and powerful. 
They’re captains of industry and they look to Alberta Oil 
for an insightful and unique source of business foresight. 

Whether it’s the shale gas revolution, an oil sands 
development, or the newest environmental innovation, 
Alberta Oil examines the new frontiers of the energy 
industry. We pride ourselves on delivering a visually 
striking magazine that hits just as hard in the inside. 
It’s time for your brand to join up with the most  
distinguished industry publication in Alberta.

“Alberta Oil offers me something no other magazine can.  
When it arrives on my desk, it’s the first thing I pick up.” 
Jim Carter

- �Former Syncrude President and chair of the Alberta  
Carbon Capture and Storage Development Council

Canada’s Business  
         Magazine of  
                 the Year



Every issue of Alberta Oil features regular sections 
and columns on areas of greatest concern to readers:

Alberta  
 Oil  
 EditorialStructure  DOSSIER: An in-depth perspective on policy directions from both 

Ottawa and the provincial legislatures.

 LEADING EDGE: A snapshot of bright ideas and novel production 
methods that promise big gains in the energy sector.

 EYE ON OIL SANDS: Zeroing in on business, technology and  
community developments in the oil sands

 THE SUITE LIFE: Providing meaningful insight on executive  
compensation trends, succession planning, governance, board  
development and other issues of pressing concern to CEOs and  
company directors

 DIVIDENDS: A regular column from our investor-in-residence,  
delving into industry trends and the best investment options.

2012 
Editorial Schedule

 January 2012 
C-Suite Award Winners
Advertising Close: Nov 25, 2011
Material Due Date: Dec 7, 2011
Insert Due Date: Dec 20, 2011
Release Date: Jan 9, 2012

 February 2012 
Big Ideas and Innovation
Advertising Close: Dec 22, 2011
Material Due Date: Jan 11, 2012
Insert Due Date: Jan 25, 2012
Release Date: Feb 6, 2012

 March 2012 
Aboriginal Business
Report on the Prairies
Advertising Close: Jan 27, 2012
Material Due Date: Feb 8, 2012
Insert Due Date: Feb 22, 2012
Release Date: Mar 5, 2012

 April 2012 
Technology, Clean Energy and Con-
servation
Advertising Close: Feb 24, 2012
Material Due Da te: Mar 7, 2012
Insert Due Date: Mar 21, 2012
Release Date: Apr 2, 2012

 May 2012 
Drilling
Report on Atlantic Canada
Exclusive: Alberta Oil reports on 
the results of our national survey on 
energy issues
Advertising Close: Mar 23, 2012
Material Due Date: Apr 11, 2012
Insert Due Date: Apr 25, 2012
Release Date: May 7, 2012

 June 2012 
The Top 100 E&P Companies
Top 50 Service Companies
The International Report
Advertising Close: Apr 27, 2012
Material Due Date: May 9, 2012
Insert Due Date: May 23, 2012
Release Date: June 4, 2012

 July 2012 
Energy Services
Report on Ontario
Advertising Close: May 25, 2012
Material Due Date: June 6, 2012
Insert Due Date: June 20, 2012
Release Date: July 3, 2012

 August 2012 
Report on Human Resources
Health, Safety & Environment
Advertising Close: June 22, 2012
Material Due Date: July 11, 2012
Insert Due Date: July 25, 2012
Release Date: Aug 7, 2012

 September 2012 
Report on the Oil Sands
Advertising Close: July 27, 2012
Material Due Date: Aug 8, 2012
Insert Due Date: Aug 22, 2012
Release Date: Sept 4, 2012

 October 2012 
The Juniors
Report on British Columbia
Advertising Close: Aug 24, 2012
Material Due Date: Sept 5, 2012
Insert Due Date: Sept 19, 2012
Release Date: Oct 1, 2012

 November 2012 
Pipelines and Transportation
Report on Energy Infrastructure
Advertising Close: Sept 21, 2012
Material Due Date: Oct 10, 2012
Insert Due Date: Oct 24, 2012
Release Date: Nov 5, 2012

 December 2012 
Natural Gas
Report on the U.S.
Advertising Close: Oct 26, 2012
Material Due Date: Nov 7, 2012
Insert Due Date: Nov 21, 2012
Release Date: Dec 3, 2012

“The magazine  
looks great and  
has the appeal  
of a high-end  
information  
publication. It  
is very attractive  
and eye-catching.”
James Cleland
Alberta Economic  
Development Authority
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joe dion, president 
of frog lake energy 
resources corp.

ENtrEprENEUrs

Aboriginal First
An oil sands venture in Frog Lake is redefining old roles

photography by jason ness

Learn to speLL pimee, the Cree word for oil. Aboriginal 
production will grow – a lot, vows Joe Dion, a hereditary 
Kehewin chief from the southern arm of the bitumen 
belt that starts northeast of Edmonton and runs along 
the border between Alberta and Saskatchewan.

Dion grins when he says, “We’re getting pretty 
restless.” His allusion to the old saying about natives 
is a good-humored way of saying he means business as 
president of Frog Lake Energy Resources Corp. (FLERC). 
“We’ve got a bit of money,” he adds as he describes plans 
for the firm to grow up into an industry force. 
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Gerry DeSorcy helpeD the GooSe that 
lays Alberta’s golden eggs grow up. When he 
landed his first job as a novice engineer in 
1955 with the province’s Energy Resources 
Conservation Board, the Leduc discovery that 
launched the modern Canadian oil and gas 
industry 40 kilometers southwest of downtown 
Edmonton was only eight years old.

As DeSorcy arrived on the scene, Canada’s 
oil production averaged 353,000 barrels a day –
just 58 per cent of national consumption in 
1955, and only one-eighth of today’s output. 
Long-distance transportation of natural gas 
to lucrative markets was still a pipe dream. 

Alberta’s 1955 royalty revenue – $20 million 
($237 million in today’s money) – was only half 
as much as the $40 million which eager com-
panies spent that year on growth visions by 
buying drilling targets at provincial mineral 
rights auctions.

But the ERCB was a watchdog with teeth 
by the time Leduc ushered Alberta into the oil 
big-time. The board packed power that grew 
out of early battles before the Second World 
War to control the industry’s small but rowdy 
Turner Valley cradle, where fiercely indepen-
dent fortune hunters fought all regulation as 
“bolshevism.” 

From the
start, an
environmental
conscience
has evolved
in step with
public desires
and economic
ambition

by Gordon Jaremko / Photography by John Gaucher

 Ethical
     EnErgy

“It’s a marathon, not a sprint; 
it needs to be done over time.”
– Federal Environment Minister Jim Prentice
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aLtErNativEs

Missing Link
A long-awaited tie line could solve an alternative power bottleneck in southern Alberta

By Jeff Lewis

JohaN vaN’t hof has a right to be 
relieved and feel vindicated. Construction 
on his company’s controversial Montana 
Alberta Tie Line (MATL), a 300-megawatt 
transmission link between southern 
Alberta and the Big Sky state, is at long last 
set to begin. 

In an Alberta Oil interview, the presi-
dent and chief executive officer of Ton-
bridge Power Inc. appears eager to put to 
rest a bitter run of legal standoffs that 
culminated in a challenge to the Supreme 
Court of Canada and nearly killed the proj-
ect. “That discussion is over,” he says.

At hearings before the Alberta Energy 
and Utilities Board (now the Alberta 
Utilities Commission), wary landowners 
fought the project with claims that the 
345-kilometer power line would disrupt 

everything from pacemakers to cellphones 
and GPS units.

“It’s almost like having to re-prove 
gravity in every case,” van’t Hof grumbles, 
recalling the litany of complaints and re-
buttals. “The landowners have a point, and 
they should have their day. I don’t resent 
that for a second. It’s just that I think it 
should be about the real issues.”

H-shaped transmission line towers are 
tricky for slow-moving combines and farm 
implements to negotiate, for instance. 
“That’s a legitimate issue, and there’s a 
whack of those that I think are the proper 
things to talk about.”

Financing for the $180-million MATL – 
including $28 million in stimulus money 
for the project’s American leg from the 
United States government – was secured 

last October. Final easements with land-
owners were still being negotiated as 
recently as April and May, but shovels are 
expected to break ground this month at 
Marias, Mont., just south of the Alberta 
border.

MATL is the first so-called merchant 
transmission line – paid for by private 
utilities – to link Alberta with U.S. mar-
kets. Capacity on the power equivalent of 
a private toll road has been purchased by 
Madrid-based NaturEner, Chicago-based 
Invenergy and Wind Hunter, which is 
headquartered in Dallas, Texas.

Van’t Hof says the bidirectional con-
nection will allow generators to capitalize 
on higher power prices in either market. 
“This isn’t just about renewables. It’s about 
backup, it’s about stability and 

IllustratIon by matt daley

For a detailed editorial schedule, 
please contact your account executive.



Alberta  
 Oil  Circulation

Alberta Oil ’s in-depth and industry-leading feature articles  
and columns are required reading for industry executives. Total  
circulation is 17,000 copies, with distribution broken down as:
3,000 copies on newsstands across Canada  
14,000 copies mailed directly to senior decision- 
makers in:

 • Industry

 • Municipal, provincial and federal government

 • Regulatory bodies

 • Financial institutions and investment companies

 • Research and engineering organizations

Addition bonus copies of 
Alberta Oil are distributed at 

key industry events and  
conferences throughout the 

year. Ask your account  
executive how you can 

benefit from this additional 
targeted circulation.

Alberta  
 Oil  Readership

Every issue of Alberta Oil magazine delivers over 107,000  
senior decision-makers in all aspects of the energy sector.  
These high-quality readers turn to Alberta Oil for authoritative, 
balanced coverage of key issues shaping their industry.

Purchasing Decisions

 42% specify purchases

34% approve purchases

22% are responsible for making purchases

2% do not participate in purchasing decisions

*All readership data from 
2009 spring survey  

conducted in-house with 
Alberta Oil subscribers. 

Industry Breakdown 

E&P companies – 43% 

Professional services/consulting – 21%

Energy services – 16% 

Financial – 9% 

Engineering/Construction – 7%

Gov’t – 4%

Job Titles 

62% are senior management

15% are middle management

13% are independent  
contractors/tradespeople/administration

10% not specified

Demographics

89% are male/11% are female

42% have personal annual incomes of more than $95,000

57% are between the ages of 40 and 55
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MgM energy  
president 

henry sykes 
has high hopes 

for northern 
developMent 

   The lure of the Mackenzie Delta 
persists through regulatory 
          delays and a bureaucratic fog

resolve
By Gordon Jaremko  |  Photography by David Dean 

northern

“The NorTh is all we do,” say corporate presentations by MGM En-
ergy Corp. president Henry Sykes. A showpiece of the firm’s Calgary 
office expresses inspiration that the Arctic still arouses in explorers 
and industrial visionaries.

The display combines northern survival skills and craftsman-
ship into a masterpiece of aboriginal cold climate engineering: a 
magnificent Mackenzie Delta fur parka. Pelts of various animals are 
hand-sewn into a pattern that aligns their differing natural advan-
tages with the purposes of the garment’s parts. Tough hide protects 
fray points and blocks wind chill. Softer, more insulating and mois-
ture-resistant furs go where the wearer needs the most comfort. The 
parka has the aura of judicial or royal robes, and MGM hangs the 
work of practical art under glass. 
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Observer news | numbers | people | places

A new ArmAdA of jumbo polAr-clAss drilling craft will 
lead a planned revival of Arctic offshore oil and gas exploration 
farther than ever before out into Canadian waters of the Beau-
fort Sea. Imperial Oil Ltd. and ExxonMobil Canada revealed the 
hardware designs to a northern safety and spill prevention review 
underway by the National Energy Board.

The flagship will be an ice-strengthened drilling vessel with a 
length of 229 meters (756 feet) and a beam of 36 meters (119 feet), 
propelled by 69,000 horsepower. The new industrial cruiser will 
be five times bigger than the largest 1970s-era Arctic drillship.

Imperial and ExxonMobil predict their fleet will be capable of 
operating in frigid seas up to 2,590 meters (8,550 feet) deep. 

Previous Canadian Arctic offshore equipment only waded in coast-
al waters shallower than 305 meters (1,000 feet). The mammoth 
drillship will be protected against drifting floes and supported by 
up to four super-strength icebreakers and supply boats.

Projected total costs of the equipment and deep-water Arctic 
wells are not yet disclosed. About $150 million has already been 
spent on preparations including an offshore seismic survey and 
preliminary engineering work.

Plans for the deep-water Beaufort exploration campaign call 
for the first well to be 180 kilometers northwest of Tuktoyaktuk, 
on a 2,053-square-kilometer lease called Ajurak that Imperial and 
ExxonMobil obtained from Ottawa in exchange for pledges 

Beaufort Cruiser
NortherN fortuNe huNters prepare to tap the sea’s deep eNd

5x

69,000
229meters iN leNgth with 
a 36 meter beam

bigger thaN the largest 
1970s-era arctic drillship

The latest Arctic 
vessels will be:

horsepower
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observer

Afterwaiting two years longer than expected for a 
national regulatory verdict, the $16.2-billion MackeNZie Gas Project
is being promised a break for its next phase. if the owners decide to go 
ahead on construction despite current natural gas surpluses and 
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Still Standing
A new U.S. supply scan sees the high potential in oil sands
washiNGtoN’s official eNerGy

forecaster is far from writing off the oil 
sands as liable to be shut down by green 
protests seeking international trade 
restrictions.

Production is projected to triple to 4.8 
million barrels a day by growing at an an-
nual average rate of 4.4 per cent through 
2035 in the latest global forecast by the 
Energy Information Administration (EIA).

Rising prices will fuel supply develop-
ment in the reference case or outlook rated 
as most likely to come true by the EIA, a 
fact-finding arm of the U.S. Department 
of Energy. By 2025, the annual average 

for premium light oil is expected to reach 
US$156 a barrel, topping the short-lived 
peak of $147 hit by frenzied bull commod-
ity markets in mid-2008. By 2035, light 
crude is expected to cost $224 a barrel.

Annual average prices for U.S. imports 
of all oil varieties are forecast to be $97 a 
barrel in 2015, $120 in 2020, $142 in 2025, 
$168 in 2030 and $204 in 2035. Import 
projections include price discounts on low-
grade supplies such as Alberta’s crudest 
product, oil sands bitumen that has to be 
thinned out with upgraded production to 
flow in pipelines.

The EIA foresees strong growth, by 

an annual average five per cent, for global 
supplies of all types of unconventional 
liquid energy including synthetic fuels 
manufactured from crops, natural gas 
and coal. Total world output is expected 
to increase from the current four million 
barrels a day to 6.7 million in 2015, 8.6 
million in 2020, 10.8 million in 2025, 12.8 
million in 2030 and 14.6 million in 2035.

Global conventional production of 
oil flowing from traditional wells is only 
expected to grow by an annual average of 
six-tenths of one per cent, reaching 97 mil-
lion barrels a day in 2035 compared to the 
current 81.5 million.
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poor prices, the Northwest territories is pledging to 
respond favorably and far faster than the agonizingly 
slow Joint review panel on the production and pipeline 
scheme’s socio-economic and environmental effects. 

“Alberta Oil is 
editorially very 
strong and  
refreshing. I am 
very impressed.”
Jocelyn Christie
Schlumberger Canada



Alberta  
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*All web statistics are  
dated October 2011 

The world comes to albertaoilmagazine.com to learn the latest 
about the policies and issues affecting the Canadian energy sector.

 Average visits per month: 40,000*
 Average page views per visit: 2.97
 Average time on site: 3 minutes

Online Advertising Options

Origin of Traffic:

43% from Alberta

22% from the United States

17% Canadian outside of Alberta

12% from Europe

6% from Asia
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Or explore more pervasive online presence with one of the  
following options:

 •Sponsored Content Categories: Premium positioning is offered within  
	 subject category (Gas, Alternative Energy, Technology, Services, International,  
	 Policy, Environment,Finance, People)

 •Micro-sites: We can develop an entire section of albertaoilmagazine.com  
	 featuring exclusive content on a topic of relevance to your prospective client

 •Blogs: Sponsor a blog and be front and centre as top executives discuss the  
	 latest business issues on albertaoilmagazine.com

 •Web polls: An interactive way to build awareness by sponsoring user– 
	 generated content

 •Interstitials: Get premium exposure as users navigate through our site

 •Podcasts: Embed your ad in Alberta Oil’s informative audio or video content 

 •E-newsletters: You can sponsor a content-specific Alberta Oil e-newsletter  
	 or work with our award winning staff to create a custom piece for your  
	 marketing needs

Industry Breakdown:

E&P: 33%  

Energy Services: 26%

Government: 19%

Financial: 15%

Engineering/Construction: 7%

Ask your account executive for 
placement options and rates for:

Leaderboards

Big Box ads

Skyscrapers



Effective October 26, 2011
Alberta  
 Oil  Rate Card

Digital Advertising Submission Guidelines
Only digital media conforming to Venture Publishing specifications 
can be accepted. These guidelines are for digital media submitted 
to Venture Publishing Inc. for publication. We cannot guarantee the 
correct print reproduction of digital media that does not conform 
to the following specifications and will return those files for 
correction with a report detailing problem areas.

Please submit your ad material through  
Venture Publishing’s FTP site at  
http://www.advertisewithventure.com/ad_upload.php 

With specific production questions, please email  
artdept@albertaventure.com

ONLINE OPTIONS
albertaoilmagazine.com places your online advertising in  
front of energy industry decision-makers from across the world.

Online and magazine advertising work together to create 
unparalleled engagement and awareness. Integrated media 
campaigns allow magazine and online advertising to be more 
engaging, trustworthy and motivational. This relationship allows 
albertaoilmagazine.com’s advertisers to benefit from multi-faceted 
awareness and a highly-motivated audience of purchasers and 
decision-makers. 

Your account executive can discuss our wide range of choices  
for online advertising, and how we can build an integrated print  
and online advertising package to meet your marketing needs. 
Rates: Quoted individually

Contacts
Calgary Sales   
T 403-228-4337 • F 403-217-6588 
calgarysales@albertaoilmagazine.com

Edmonton Sales 
T 780-990-0839 • F 780-452-7588 
Toll-free: 1-866-227-4276 
edmontonsales@albertaoilmagazine.com

Visit advertisewithventure.com for monthly  
updates on content, rates, advertising  
opportunities and sponsorship options

Alberta Oil offers you  
unique opportunities to  

gain additional exposure  
in innovative and cost- 
effective ways. Please  

inquire about how we can 
help your company stand out.

NOTE: 15% surcharge for positioning guarantee

Size 1x 3x 6x 9x 12x
Full Color:

Full Page 5,055 4,800 4,550 4,295 4,045 
Two Third Page 4,550 4,325 4,095 3,870 3,640 
Half Page 3,285 3,120 2,955 2,790 2,630 
Third Page 2,275 2,160 2,050 1,935 1,820 
Sixth Page 1,265 1,200 1,140 1,075 1,010 
Double Page Spread 9,605 9,125 8,645 8,165 7,685 
1/2 DPS 6,240 5,930 5,615 5,305 4,992 
Black and White:

Full Page 3,795 3,605 3,415 3,225 3,035 
Two Third Page 3,415 3,245 3,075 2,905 2,730 
Half Page 2,465 2,340 2,220 2,095 1,970 
Third Page 1,710 1,625 1,540 1,455 1,370 
Sixth Page    950    905    855    810    760 
Double Page Spread 7,210 6,850 6,490 6,130 5,770 
Half Double Page Spread 4,685 4,450 4,215 3,980 3,750 
Cover Positions:

Second/Third 5,815 5,525 5,235 4,945 4,650 
Fourth 6,320 6,005 5,690 5,370 5,055

Rate Base – 17,000
Ad Rates quoted in gross dollars

ADDITIONAL PUBLICATIONS AND  
SPONSORSHIP OPPORTUNITIES
Alberta Oil offers a range of special annual publications 
and events which offer advertisers interactive and  
high impact exposure. Ask your sales representative  
for more information.

ON-PAGE OPTIONS
Alberta Oil Advertorial:A full page, four color  
company profile, perfect for companies seeking to 
heighten their investment profile, introduce new 
products or services, or draw attention to achievements. 
An Alberta Oil Advertorial includes a 400-word article 
written by Alberta Oil ’s staff, a color photograph, your 
corporate logo and address. 
Rate: $6,155 (net) Reprints available upon request.

Gatefold Covers: A triple page spread advertising 
opportunity; ideal for product introduction or  
rebranding messages.

Split Covers/French Doors/Reverse Gatefold: 
Grab reader attention with a double page spread ad 
positioned beneath the outside front cover.

Also ask about interior gatefolds; single or  
double wrap options available. 
Rates: Quoted individually

INSERT OPTIONS
Inserts: Blow-ins, business reply cards, corporate 
brochures and full page size options are all available  
and offer a cost-efficient way for you to deliver your 
message to a targeted audience. Minimum quantity: 
5,000. Specific geographic areas are available,  
ie: just Calgary or just Edmonton. 
Rate: Quoted individually

Tip-on inserts: Removable or permanent tip-ons  
are available; perfect for sampling or unusually  
configured inserts. 
Rate: Quoted individually 

Belly Band: Wrap your message around the cover  
of the magazine. Only available with purchase of full  
page advertisement inside that issue. 
Rate: Quoted individually



Commission and Cash Discounts
Agency commission of 15% to recognized agencies only. 
Overdue accounts are subject to interest at a rate of 2% per 
month after 30 days from date of invoice. All accounts are 
payable to the Edmonton office in Canadian funds, or equivalent 
funds at the rate of exchange prevailing at the time of payment.

Contract Regulations
1.	 The rates, terms and conditions on this card apply to all  

advertising contracts or insertion orders received by the  
publisher. If no contract is received, the advertisers will be 
billed at the single insertion rate.

2.	 Publisher reserves the right to increase advertising rates  
or change in-home date for any issue upon 30 days notice  
in writing before the insertion order closing date of the 
issue. All contracts and insertion orders are accepted 
subject to this reservation.

3.	 Contest advertising rules must be submitted before the  
advertisement is run.

4.	 Publisher reserves option to insert above or below any copy 
the words “Advertising Feature.”

5.	 Publisher is not liable for printed quality of advertising  
if submission does not follow digital guidelines.

6.	 The publisher shall not be bound by any position requests 
unless guaranteed by a 15 % surcharge.

7.	 Mail order copy subject to publisher’s acceptability 
standards. Business should be transacted from a  
Canadian address.

8.	 If complete copy is not furnished according to mechanical  
and deadline requirements, publisher can charge for extra  
production work required. An estimate of such extra 
charges will be furnished upon request.

9.	 Advertisers and advertising agencies assume liability for  
all content (including text representation and illustrations) 
of advertisements printed and also responsibility for any 
claims arising therefrom against publisher.

10.	 Publisher is not bound by any conditions printed on 
advertisers’ or advertising agencies’ contracts or  
insertion orders when such conflict with policies covered  
by this rate card.

11.	 All advertising copy is subject to the approval of the 
publisher.

12.	 The publisher shall be under no liability for failure for any 
cause, to publish any advertisement.

13.	 The publisher shall not be subject to any liability whatever 
for any failure to publish or circulate all or any part of 
any issue or issues because of strikes, work stoppages, 
accidents, fires, acts of God or any other circumstances not 
within the control of the publisher.

14.	 All inserts and advertising must adhere to regulations as set 
down by Canada Post or/and Revenue Canada.

15.	 Inserts may be placed on partial page ads with no liability  
to the publisher.

16.	 Publisher cannot guarantee position of blow-in cards.

17.	 Publisher cannot guarantee specific geographic coverage 
for partial circulation inserts.

18.	 Publisher cannot guarantee positioning or carriage of  
insert if prior approval of insert is not solicited from 
publishing office.
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Full Page
Trim Size: 9 x 10.75
Final Bleed Size: 9.5 x 11.25
Live area: 8.5 x 10.25

Full Page Island
Document Size: 8.125 x 10

1/2 Page Horizontal
Document Size: 8.125 x 4.875

1/2 Page Vertical
Document Size: 3.875 x 10

1/2 Page Mini
Document Size: 5.1875 x 7.25

1/3 Page Horizontal
Document Size: 8.125 x 3.1675

1/3 Page Vertical
Document Size: 2.625 x 10

1/3 Page Square
Document Size: 5.1875 x 4.875

Full Double Page Spread
Trim Size: 18 x 10.75
Final Bleed Size: 18.5 x 11.25
Live area: 17.5 x 10.25

1/2 DPS
Document Size: 17.125 x 4.875

H

COMMISSION AND CASH DISCOUNTS
Agency commission of 15% to recognized agencies only. 
Overdue accounts are subject to interest at a rate of 2% per 
month after 30 days from date of invoice. All accounts are 
payable to the Edmonton office in Canadian funds, or equivalent 
funds at the rate of exchange prevailing at the time of payment.

CONTRACT REGULATIONS

1. The rates, terms and conditions on this card apply to all 
advertising contracts or insertion orders received by the 
publisher. If no contract is received, the advertisers will be 
billed at the single insertion rate.

2. Publisher reserves the right to increase advertising rates 
or change in-home date for any issue upon 30 days notice 
in writing before the insertion order closing date of the 
issue. All contracts and insertion orders are accepted 
subject to this reservation.

3. Printing of key numbers not guaranteed.

4. Contest advertising rules must be submitted before the 
advertisement is run.

5. Publisher reserves option to insert above or below any copy 
the words “Advertising Feature.”

6. Publisher is not liable for printed quality of advertising 
if submission does not follow digital guidelines.

7. Mail order copy subject to publisher’s acceptability 
standards. Business should be transacted from a Canadian 
address.

8. If complete copy is not furnished according to mechanical 
and deadline requirements, publisher can charge for extra 
production work required. An estimate of such extra 
charges will be furnished upon request.

9. Advertisers and advertising agencies assume liability for 
all content (including text representation and illustrations) 
of advertisements printed and also responsibility for any 
claims arising therefrom against publisher.

10. Publisher is not bound by any conditions printed on 
advertisers’ or advertising agencies’ contracts or insertion 
orders when such conflict with policies covered by this rate 
card.

11. All advertising copy is subject to the approval of the 
publisher.

12. The publisher shall be under no liability for failure for any 
cause, to publish any advertisement.

13. The publisher shall not be subject to any liability whatever 
for any failure to publish or circulate all or any part of 
any issue or issues because of strikes, work stoppages, 
accidents, fires, acts of God or any other circumstances not 
within the control of the publisher.

14. All inserts and advertising must adhere to regulations as set 
down by Canada Post or/and Revenue Canada.

15. Inserts may be placed on partial page ads with no liability 
to the publisher.

16. Publisher cannot guarantee position of blow-in cards.

17. Publisher cannot guarantee specific geographic coverage 
for partial circulation inserts.

18. Publisher cannot guarantee positioning or carriage of insert 
if prior approval of insert is not solicited from publishing 
office.
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xporting AlbertA
environmental know-how is a route to growth in good 
years and durability in lean times. Sulphur Experts Inc. 
sets an example of thriving through all turns of the 
economic cycle by combining clean energy and interna-
tional horizons.

The engineering and environmental consulting firm, 
with a Calgary operational hub and a Caribbean corpo-
rate headquarters, grew out of a former branch of the late 
Daryl (Doc) Seaman’s Bow Valley industrial conglomerate, 
Western Research & Development. From its birth in 1965 
to the 1990s, Western stood out as a bellwether in market-
ing Alberta scientific smarts and innovation.

Much of Western’s success stemmed from made-
in-Alberta solutions and equipment for testing and 
controlling sulphur emissions from processing plants 
for sour natural gas steeped in hazardous hydrogen 
sulphide. The firm’s long history as a clean energy 

enterprise counters the current myth, spread by hard-
core critics of fossil fuels in general and the oil sands 
in particular, that the province is a breeding ground 
of dirty supplies.

Founding manager Joe Lukacs cut his professional 
teeth as an engineer by turning the lethal ingredient 
of sour gas into a valuable product and, in the process, 
reducing emissions and raising industry standards to 
comply with tightening provincial regulations. He went 
on to become president of Canadian Environmental 
Technology Advancement Corporation, a not-for-profit 

agency created by Environment Canada and its provin-
cial counterparts with a mandate to help ecological 
entrepreneurs. He still serves on the Sulphur Experts 
board of directors.

The firm always had an international flavour. 
Lukacs arrived in Alberta as a refugee from the 1956 
Hungarian uprising against the former U.S.S.R. The 
current president, John Sames, is a New Zealand-raised 
chemical engineer who was initially hired in 1980 to 
lead a process analytical engineering team.

Sames’ group soon moved beyond measurement to 
show gas plants how to increase sulphur recovery from 
sour gas. This knowledge was in high demand in the 
1980s, when acid rain caused by venting the mineral into 
the atmosphere as industrial waste was a target of as 
much environmental concern as carbon emissions today.

Western sold gas analyzers and sulphur-recovery 
consulting services internationally, and for five years 
in the 1990s Sames served as European general man-
ager, leading a 25-member expert team from a base in 
Germany. With partners Bruce Klint, Gerald Bohme and 
Peter Dale, Sames bought his arm of the firm and turned 
it into Sulphur Experts as an independent environmen-
tal specialty shop. To carry out the employee buyout, 
Sames remortgaged his home. He has no regrets. He calls 
the deal “a gift.”

Sulphur Experts retains many of its predecessor 
firm’s approaches such as five-day sulphur recovery semi-
nars that give the inside scoop on its methods for testing 

and improving gas plants and refineries. To 
conventional entrepreneurs, spilling trade 
secrets this way may seem like a recipe for 
business disaster. But it worked for Lukacs, 
who not only insisted on sharing sulphur-
recovery facts but also on steering clear of 
overt sales pitches.

“Our approach still is to be as open as 
possible. Some will take your advice and do it themselves 
but some will regard you as the expert and keep coming 
back,” says Sames. Generally, participants in the educa-
tional sessions recognize the complexities involved and 
beat a path to Sulphur Experts for advice.

While the seminars may at first have been conceived 
of as soft sell or “subliminal advertising,” they now gen-
erate about 10 per cent of the firm’s annual revenues of 
$12 million. Four to five seminars, each drawing 50 to 70 
participants, are held each year in Canada, the United 
States, Europe, Latin America and Asia.

E
The firm also markets a self-help 

system brand-named Sulsim, which is 
a sulphur process plant simulator that 
enables clients to discover for themselves 
the problems in their operations.

Sulphur Experts derives 80 per cent 
of its revenues from sampling and reports 
using proprietary gas-chromatograph 
technology. Sampling units are hauled or 
airlifted – along with teams of two tech-
nologists and an engineer – to gas plants 
and refineries worldwide.

Results generated by the globetrot-
ting specialists, known as the “sulphur 
doctors,” diagnose the fitness of clients’ 
plants to run efficiently and control pol-
lution. Sames compares sulphur sampling 
to drawing and analyzing patients’ blood.

Just as preventive medicine is continu-
ous for people, good sulphur health  >>

John Sames remortgaged his home
to buy out his arm of the firm and turn   
it into Sulphur Experts.

He has no regrets.


