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“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

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 colour company profile highlighting your expertise 
and success. This dynamic format is 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: $6,010 (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 ampling 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

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.

Contacts
Calgary Sales   
403-228-4337 
calgarysales@albertaoilmagazine.com

Edmonton Sales
780-990-0839 
Toll-free: 1-866-227-4276
edmontonsales@albertaoilmagazine.com

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

NOTE: 15% surcharge for positioning guarantee

Size 1x 3x 6x 9x 12x

2,3,4 Color:

Full Page 4,930 4,685 4,450 4,230 4,020

Half Page 3,205 3,045 2,895 2,750 2,615

Third Page 2,220 2,110 2,005 1,905 1,810

Double Page Spread 9,370 8,905 8,460 8,040 7,640

1/2 DPS 6,250 5,940 5,645 5,365 5,095

Black and White:

Full Page 3,700 3,515 3,340 3,175 3,020

Half Page 2,405 2,285 2,175 2,070 1,970

Third Page 1,665 1,585 1,505 1,430 1,360

Double Page Spread 7,030 6,670 6,335 6,020 5,720

1/2 DPS 4,690 4,455 4,235 4,025 3,825

Cover Positions:

OBC 6,165 5,860 5,570 5,295 5,030

IFC/IBC 5,670 5,390 5,125 4,870 4,630

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

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



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.

Alberta  
 Oil  Rate Card

V

M

H

V
SQ

Full Page
Trim Size: 9” by 10.75”
Final Bleed Size: 9.5” by 11.25”
Live area: 8.5” by 10.25”

Full Page Island
Document Size: 8.125” by 10”

1/2 Page Horizontal 1/2 Page Vertical
Document Size: 3.875” by 10”

1/2 Page Mini
Document Size: 5.1875” by 7.25”

1/3 Page Horizontal
Document Size: 8.125” by 3.1675”

1/3 Page Vertical
Document Size: 2.625” by 10”

1/3 Page Square
Document Size: 5.1875” by 4.875”

Full Double Page Spread
Trim Size: 18” by 10.75”
Final Bleed Size: 18.5” by 11.25”
Live area: 17.5”x10.25”

1/2 DPS
Document Size: 17.125” by 
4.875”
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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.


