
MEDIA KIT
U

N
IV

E
R

S
IT

Y
 O

F
 A

L
B

E
R

T
A  

A
L

U
M

N
I 

M
A

G
A

Z
IN

E

S P R I N G / S U M M E R  2 0 2 4

THE  
IMPACT 
ISSUE

Morẹ́nikẹ́ O. láò.sebìkan’s pharmaceutical 
company strives to create equal access 
to drugs. Meet her and 23 more grads 
who are making a difference.

 The Founders 

 U of A grads add $250B  
 a year to the global economy. 
 And that’s just one way 
 you enrich the world 

2025
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CLIMATE RESILIENCE
HEALTHY NEIGHBOURHOODS

GREEN TRANSPORTATION

NOW IS THE TIME TO DECIDE
WHAT KIND OF COMMUNITIES

WE WANT TO LIVE IN

CHALLENGE

Change is inevitable. How we take it on defines our 
purpose. Walk our hallways, our classrooms and our 
labs and you can feel the energy created by those 
Leading with Purpose.

ualberta.ca

We not only welcome change. We redefine it.
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Reaching Alberta  
and Beyond
New Trail is the award-winning magazine for 
the University of Alberta alumni community. 
Twice per year it reaches more than 131,000 
readers in Alberta and around the world. 

Our readers are innovators and 
problem solvers, entrepreneurs and 
neighbours, volunteers and leaders. New 
Trail reconnects them with the curiosity 
and excitement they felt when they were 
students. We are positioned to help you 
engage with this group of readers. 

A Few Words From  
the Editor 
New Trail holds a trusted place in our 
readers’ lives, allowing them to reconnect 
with the smart, worldy student within. 

Our 131,000-plus readers are curious 
and passionate and bring to their worlds 
the daring spirit that has been part of this 
university since it was founded more than 
100 years ago. New Trail offers stories that 
appeal to our readers as thinkers and as 
doers, and helps them maintain a connection 
to that same passion that brought them to 
the university in the first place. 

New Trail reaches a valuable audience of 
influential Albertans. Our grads are CEOs, 
entrepreneurs, policy-makers, educators, 
a former prime minister, a former supreme 
court justice and your neighbour up the 
street. By advertising in New Trail, your 
message can reach this audience from a 
position of trust.

We thank you for your consideration. 

Regards, 
Mifi Purvis 
Editor, New Trail

AT A GLANCE
LAUNCHED

1920 as The Trail

FREQUENCY
Twice a year (print)

10 times a year (digital)

READERSHIP
University-educated readers in 
Alberta, Canada and worldwide

DISTRIBUTION
New Trail is mailed directly 

to 131,000 U of A alumni with 
additional copies distributed on 

campus and at convocation, U of A 
Days and other events. New Trail ’s 

digital publication is emailed to 
88,000 alumni per issue.

READERS
CEOs, entrepreneurs, 

policy‑makers, educators, 
a former prime minister, a former 
supreme court justice and your 

neighbour up the street

WEBSITE
ualberta.ca/newtrail

about

The high-performing team at New Trail sets the standard for what 
an alumni magazine can achieve. The content is smart, confident and 
intelligently playful. New Trail is at once educational and entertaining.”
Suzanne Trudel, executive director, Alberta Magazine Publishers Association (AMPA)

“
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78% OF OUR READERS  
CALL ALBERTA HOME
55% Edmonton and surrounding area
16% Calgary
29% Rest of Alberta 

THEY READ NEW TRAIL 
In surveys, 86 per cent of respondents say 
they read the magazine regularly and nearly 
90 per cent cite New Trail as their top source of 
information about the University of Alberta. 

THEY LOVE ALBERTA 
More than half of our alumni have chosen to stay 
in Alberta and help build this province. In fact, a 
2013 survey found that one in five Albertans was 
employed in an alumni-founded organization. 

THEY GIVE BACK 
One in three alumni-founded organizations has a 
primary cultural, environmental or social mission, 
and U of A alumni give back at a rate even higher 
than the provincial average: 77 per cent of our 
grads have volunteered locally. 

THEY HAVE A GLOBAL IMPACT 
Worldwide, our grads have founded more than 
70,000 organizations and created 1.5 million jobs. 
We have strong alumni communities around 
Canada and the world, including in Vancouver, 
Toronto, New York, California and Hong Kong.

Reader Profile

Faculties With Most Graduates

Education 
Arts 

Science 
Engineering 

Business 
Agricultural, Life & Environmental Sciences

20%
60+ years

54%
Under 45 years

26%
45–59 years

Age Location

4%
Overseas

91%
Canada

Hey publishers of the best alumni magazine! 
I’m a grad of the Faculty of Engineering, 
Class of 2001. I eagerly await every issue of 
New Trail, and read it front to back. I love 
that it’s full of inspiring stories about how 
students at this fine school are solving 
challenges facing our society. Please believe 
me when I say I love New Trail.”
Greg Brown, ’01 BSc(ElecEng)

“

53%
WOMEN

47%
MEN

5%
United States

audience
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The New Tech Revolution

Generative AI puts the power of 
 artificial intelligence in our hands.
 It’s already changing our schools and workplaces. 
 What do we need to know?

By Lisa Szabo, ’16 BA

Illustrations by Taylor Callery

20  ualberta.ca/newtrail new trail autumn/winter 2023  21

New Trail has won five National Magazine awards and has twice been named Magazine of the Year by the Alberta 
Magazine Publishers Association. The magazine also stands out among post-secondary publications. New Trail has 
been named the best university publication in Canada by the Canadian Council for the Advancement of Education.

Features
New Trail stories provoke thought and prompt 
discussion. We examine issues, innovation and events 
through the lens of U of A researchers and alumni. 
Recent topics: AI, energy, virology and quantum science

Thesis
How many different ways can you look at one subject? 
This deep dive taps U of A expertise to spark new ideas.

Notes
Read the news, discoveries, research and current 
happenings from around the U of A.

Continuing Education
Columnist Curtis Gillespie reflects on the unexpected 
opportunities for education that life throws our way.

Speaking Of
Rotating alumni columnists write from the centre of 
experiences the rest of us can only read about.

In Memoriam
This well read section of the magazine celebrates the 
lives of alumni who have passed on.

Class Notes
Stay up-to-date with your former classmates. 

Books
We present a roundup of recent books written by alumni.

\begin{align*}
V^\pi(s) = & E_\pi\left\{R_t \mid s_t=s\right\}\\

 = & E_\pi\left \{\sum_{k=0}^\infty \gamma^k r_{t+k+1} \Bigm\vert s_t=s \right& E_\pi\left \{r_
{t+1} + \gamma \sum_{k=0}^\infty \gamma^k r_{t+k+2} \Bigm\vert s_t=s \right \}\\

= & E_\pi\bigg\{r_{t+1} + \gamma V^\pi (s_{t+1}) \Bigm\vert s_t=s\bigg\}
\end{align*}

{\sum_{k=0}^\infty \gamma^k r_{t k+1} \Bigm\vert s_t=s \right \}\\

+\alpha[r_{t+1}+\gamma V(s_{t+1})-V(s_t)]

When Richard Sutton stood in front of his first class at 
the U of A in 2003, he told the students he might not be 

around to finish the course. But he would try.
Sutton’s cancer had returned. He had endured four major 

surgeries, chemotherapy and immunotherapy after aggressive 
melanoma spread to major organs, including his brain, years 
earlier. The cancer was in remission when he arrived in Canada 
to start his new position, but now the tumours were back.

“My odds were never very good, but we just kept fighting,” 
Sutton says of his years of treatment.

Doctors at the Cross Cancer Institute in Edmonton treated 
Sutton with temozolomide, a powerful oral chemotherapy 
drug. His tumours were last seen in 2004, and he stopped all 
treatment in 2005. “Twelve years clear — it looks like I survived,” 
he said in an interview last fall.

Sutton is considered a founding father of reinforcement 
learning — a key methodology in artificial intelligence research. 
Twenty years ago, he co-wrote Reinforcement Learning: An 
Introduction, which is still considered the definitive book on 
the subject.

Despite his already significant renown in the field of 
artificial intelligence, at the time Sutton’s health issues made it 
a bit of a gamble to bring him to the university, says Jonathan 
Schaeffer, U of A dean of science.

“And it was a brilliant one.”
Sutton is now one of the top dozen or two computing 

science superstars in the world, says Schaeffer. “If we had a 
Nobel Prize in computing science, his is the kind of name that 
people behind the scenes would be whispering about.”

Sutton’s field, reinforcement learning, is the computation 

\THE
DEEP*MIND

^OF
RICHARD 
SUTTON}

If computing science superstars were like rock stars, 
Richard Sutton would be all four of The Beatles. 

The icon shares what he has learned about AI, and 
himself, over his groundbreaking career

1}+\gamma V(s_{t+1})-V(s_t)]

By Scot Morison, ’80 BSc(Spec)

PHOTO BY JOHN ULAN new trail spring 2018  3534  ualberta.ca/newtrail

A Weight on My Shoulders
WHAT MY FRIEND ASKED OF ME TOOK SOME HEAVY LIFTING 
AND A FUNDAMENTAL SHIFT IN MY THINKING

 A couple of weeks after I filed the first draft of this column, the 
seriousness of the COVID-19 pandemic came into focus. What 
remained hazy, however, was the scale of the suffering. You will be 
reading these words many weeks after they were written, and I hope 
we’ll have passed through the worst by then. Either way, it might not 
be a bad thing to take your mind off the pandemic for a while and put 

it in my hands. I promise to be gentle …
In the fall of 2019 (the good ol’ days), I had one of those life encounters that comes 

out of nowhere and turns heavy. You can’t avoid them, simply because you don’t 
know they’re coming. My close friend Murray suggested I get in touch with a mutual 
friend whom I hadn’t seen much over the last few years. I called the friend. What he 
asked of me — no, what he demanded from me — forced me into a decision of such 
fundamental gravity that I could not give him an answer on the spot. I had to go 
home, think about it, discuss it with my wife. But I didn’t regret the encounter or 
the decision that followed. Every now and then you just have to put a load on your 
shoulders and lift it. We all have a weight to bear.

In the end, I decided to comply 
with what that friend — let’s call him 
“Jeff” — was asking because it seemed 
the right thing to do. “I promise,” he said, 
“you won’t regret doing as I ask.” I told 
him I’d been hurt before by what he was 
suggesting. “That won’t happen this 
time,” he said. “You have to trust me.” 
Then he mentioned money. 

Looking back, I’m not sorry I 
proceeded. This journey has reminded 
me that, as with so many instructive 
life experiences, yes is sometimes the 
better answer even if no might be more 
sensible.

Some background. Attentive and 
even distracted readers of this column 
will know that I still cling to the notion, 
delusional or not, that even on the back 
nine of my time on this planet I remain 
an athlete — or at least someone capable 
of an actual, if occasional, athletic 
activity. I have long pursued various 
sports and have drawn a great deal of 
pleasure — as well as the attendant 
physical and emotional benefits — from 
staying active. But for me it has always 
been about more than staying fit. It was 
about being able to answer the bell in the 
athletic arena, from playing college golf 
and soccer, to stepping on the squash 
court, to cycling long distances. But these 
modest achievements were due more to 
hand-eye co-ordination and caveman 
determination than muscle or strength. 
My fitness level has always been a 
byproduct of the sports I’ve played. It 
seemed to work well enough when I was 
younger, but now that I am, ahem, not 
young … well, let’s just say that no one has 
been knocking down my door looking to 
sculpt my physique out of marble.

Along came “Jeff.”
Jeff Woods, co-owner of Custom Fit 

personal training in Edmonton, had 
been encouraging me for years, decades 
even, to start weightlifting with him 
as my trainer. We’d met in the early 
1990s when I was getting into squash 
and he was starting out as a trainer. 
Back then, although I liked Jeff, I put 
weightlifting in roughly the same 
activity classification as car theft or 
being a nightclub bouncer — something 

continuing education
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Learning doesn’t end when you accept your degree. We are all lifelong learners, whether we pursue lessons 
in a class or a lecture hall — or these lessons pursue us. Curtis Gillespie, ’85 BA(Spec), reflects on the 
continuing opportunities for education that life throws our way, sometimes when we least expect them.

}
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thesis

small adjustments make for incremental improvements, 
which are easier to adapt to and internalize than are grand, 
sweeping changes. Just like it’s more sustainable to refit and 
renovate an existing structure than it is to knock it down 
and build new, people and entire systems and organizations 
can build success, brick by brick, by gradually incorporating 
refinements, rather than starting from scratch. 

Repetition is part of how good becomes 
awesome. But what about the role of refining 
your technique, little by little, as you learn?

Better by Increment

d i v i n g  d e e p  i n t o  o n e  i d e a
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notes}

HEALTH

HIT SNOOZE ON YOUR SLEEP PROBLEMS
If you’re having trouble sleeping at night, you’re not the only one. COVID-19 dreams, 

binge-watching TV before bed and the stress of the pandemic have caused a swell of sleep 
troubles that some experts have dubbed “coronasomnia.” “So much of sleep is affected by our 

environment — not just the physical environment, the social environment too,” says Cary Brown, 
professor of occupational therapy and sleep researcher in the Faculty of Rehabilitation Medicine. 

She offers tips to help you get some shut-eye. –anne-marie aguilar, ’15 ba

POWER DOWN
Blue light from devices like 

smartphones can stop your body 
from producing melatonin — a 

neurochemical needed for sleep. 
Turn off devices at least one hour 

before bed to tell your brain  
it’s time to rest.

FIND ROUTINE
We create routines to help 
kids sleep, says Brown. But 

these bedtime cues also 
help adults. Whether it’s 

showering in the morning 
or reading before bed, find a 

groove and stick with it.

CATCH RAYS
Sunlight helps our bodies 

produce the neurochemicals we 
need for a healthy sleep cycle, 

but it’s hard to find in basement 
offices. Take breaks outside 
and try a light therapy lamp 

in your workspace.

PLAYERS FACE OFF TO BEAT CANCER After 252 hours of non-stop hockey, 40 volunteer players 
netted $1.93 million to help fund cancer research — and set a world record for the longest hockey 
game. Much of the February game at a Strathcona County rink was played in temperatures as low as 
the mid -40s that shattered dozens of pucks. Every dollar raised for the Cure Cancer Foundation by 
the World’s Longest Hockey Game will support a clinical trial for a promising U of A-made cancer drug, 
PCLX-001. “Our hope is we will find a safe and effective dose of the drug in this first trial, and that it will 
actually show we can help people,” says oncologist John Mackey. –ross neitz
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AGRICULTURE

TWO NEW CHAIRS 
BOOST LINKS WITH 
BEEF AND FORESTRY 
INDUSTRIES
Two new research chairs have 
been created to help connect 
U of A research with industry 
partners in the beef and forestry 
sectors.

Gleise M. Silva, a PhD 
specialist in beef cattle nutrition, 
holds the first BCRC-Hays Chair 
in Beef Production Systems. 
Silva will work with producers to 
translate research in cow-calf 
production into practical advice. 
Her goal is to help producers 
save money, maintain forage 
lands and advance sustainable 
production.

“Producers are the ones 
working hard for us from Monday 
to Sunday,” she says. “I want my 
research to reach the people 
who need it most.”

Robert Froese will hold the 
first Endowed Chair in Forest 
Growth & Yield. He will build an 
applied research program that 
uses data to measure and map 
how forests will grow. 

The industry can use these 
findings to manage forests in 
a way that’s sustainable for 
both the environment and the 
economy.

Both positions start July 1.  
–anna holtby

COVID-19

Alberta-Made Vaccine 
Candidate Is in Human Trials
The DNA-based vaccine has the advantage of not 
needing low-temperature storage, researcher says
this spring, a made-in-alberta covid-19 vaccine found 
its way into the arms of Canadians as part of Phase 1 clinical 
trials — a major step forward on the path to Health Canada 
approval. Entos Pharmaceuticals, an Edmonton company 
led by John Lewis, CEO and University of Alberta researcher 
developed the vaccine. It’s now at the Canadian Centre for 
Vaccinology in Halifax for trials.

“Getting the first batch out is a huge milestone,” says Lewis. 
“The team is exhausted. They’ve been working non-stop since 
March 2020. It’s a big sigh of relief now that we’ve got that 
batch out and we’ll be looking on with a lot of optimism toward 
the clinical trial results.”

The Phase 1 clinical trial will test the safety of the vaccine 
in 72 participants, split between young adults and older 
Canadians. A larger Phase 2 clinical trial will begin in July that 

will test the efficacy of the 
vaccine.

Unlike conventional 
vaccines, the vaccine is DNA-
based, meaning that instead 
of injecting a weakened 
form of the virus into the 
body, it uses engineered DNA 
to stimulate an immune 
response against the SARS-
CoV-2 virus.

Many of the COVID-19 
vaccines already approved, 
such as Pfizer and Moderna, 
take a slightly different 
approach to DNA-based 
vaccines, using messenger 
RNA (mRNA). They’ve 
proven effective against 
the virus but require low-
temperature storage. “That’s 
a real challenge to scale the 
manufacturing and then 
distribute the vaccines to 
anywhere but urban areas,” 
says Lewis. “And we’ve seen 
those challenges, certainly 
with the worldwide rollout of 
these vaccines.”

The Entos vaccine can 
be kept in a fridge for more 
than a year and at room 
temperature for more than a 
month, Lewis says. Although 
several vaccines have been 
approved for use in humans, 
he says there’s still a need for 
others to reach the finish line.

“We need to get 16 billion 
doses worldwide to beat this 
pandemic, and we believe 
DNA is the perfect way to 
approach that.” –ross neitz

COVID-19

U OF A SPINOFF 
SUPPLIES CRITICAL 
MATERIAL FOR 
COVID-19 TESTS
When U of A professor Stacey 
Hume, ’94 BSc(Hons), ’03 PhD, 
realized Canada could face a 
shortage of medical reagents 
essential to COVID-19 tests, 
she went hunting for a solution.

“During the initial outbreak 
of the pandemic, my lab helped 
with COVID-19 testing, as 
we had all the equipment. I 
became aware of how difficult 
it was to acquire the reagent for 
the COVID tests,” says Hume.

Hume looked for domestic 
partners that could supply 
high-quality reagents. After 
many tests, the reagents from 
a U of A spinoff company, 
Applied Quantum Materials 
Inc., were found to be the best 
at detecting the virus. 

The result was a partnership 
between AQM and Alberta 
Health Services to supply the 
reagents. The company was 
able to create a commercially 
viable product within eight 
months to respond to the need. 

Reagents are an integral 
component of a COVID-19 test. 

When patient samples are 
returned to the lab, a portion is 
treated to break open the virus 
and expose its genetic material. 
The critical step involves 
adding magnetic silicon 
nanoparticle beads, which 
bind to all genetic material. 
The genetic material is tested 
to determine whether the 
SARS-CoV-2 virus is present, 
indicating the patient has an 
active infection.

“These reagents used in 
standard nucleic acid testing 
are the gold standard for 
molecular tests,” says Hume. 
“And until now, Canada did 
not have any suppliers of this 
critical medical reagent within 
the country.”

Many of AQM’s employees 
are U of A grads. Its technology 
is versatile enough to be in 
demand after the pandemic, 
says CEO David Antoniuk, 
’78 BSc(ElecEng), ’83 PhD. 
–andrew lyle

COVID-19

 “Imagine that you will not contaminate 
anyone else or even yourself when you 
touch your mask. When the bacteria or 
virus is killed when it touches the fabric, 
it can’t do any more damage.”
Textiles scientist Patricia Dolez of the Department of Human Ecology, who is leading research on a textile 
treatment for masks and medical protective equipment that would kill viruses on contact, including SARS-CoV-2

The number of seconds it takes 
an automatic door push plate 
made of compressed salt to kill 
more than 95 per cent of bacteria 
and superbugs. Two U of A grads 
who run the startup company 
Outbreaker Solutions have teamed 
up with Edmonton Transit to test 
the plates in some transit stations.
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NUMBERS

60

editorial  
at a glance

ONE OF THE 
BEST IN THE 

COUNTRY
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editorial 
calendar

SPRING/
SUMMER

2025

AUTUMN/
WINTER

2025

special package
How They’re Countering Cancer
Dive into groundbreaking research with our compelling 
feature package, which includes an in-depth profile of 
alumnus Michel Sadelain’s revolutionary CAR-T cell work at 
Memorial Sloan Kettering Cancer Center, and a round-up of 
the cutting-edge cancer research initiatives underway at the 
U of A, where scientists are pushing boundaries in the fight 
against the disease.

FEED YOUR CURIOSITY WITH:
�Research breakthroughs, class notes, stories and more! 

Sparking Creativity and Innovation Together
U of A’s superpower lies in our ability to solve problems 
by working across disciplines and faculties, disolving the 
border between the ivory tower and the community. Find out 
how we make each other better and what it means for our 
collective future.

BUILD YOU BRAIN WITH:
�Humour, research, class notes, Alumni Awards and more! 

Inserts:
Join major brands like The 
Economist and reach our 
more than 131,000 subscribers 
with either a polybag or tip-in 
inserts. Target your direct-mail 
campaign based on location, 
degree year, faculty, etc.

Benefit from exclusivity: 

We limit inserts to one per issue. 
For pricing tailored to you, please 
contact our sales consultants:

Jacqueline Creek
403-880-7265
advertisingwithnewtrail@gmail.com

Anita McGillis
403-909-9839
newtrailmagazine@gmail.com
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ADVERTISING POLICY
We accept advertisements 
in New Trail at the discretion 
of the publisher and with 
the publisher’s approval.

ARTWORK 
REQUIREMENTS
Please submit ad material 
as a press‑ready high-
resolution PDF. Convert 
all RGB and spot colours 
to CMYK, embed all fonts, 
minimum resolution of 
300 dpi for all images at 
100% size.

*LIVE AREA
Our printer recommends 
the “live area” for all text 
and images be within 1/4" of 
the trim size on all sides. 
All content should appear 
within this area, except 
images or backgrounds 
meant to bleed off the page.

FULL, DOUBLE-PAGE 
SPREAD AND OUTSIDE 
BACK COVER ADS
Full, double-page spread 
and outside back cover ads 
should be built to trim size 
and include a minimum 1/8" 
bleed on all sides with crop 
marks. Crop marks must be 
offset by a minimum of .125".

SEND ADS TO:
newtrail@ualberta.ca
Please identify your client 
name and run date in 
the subject line. Please 
compress your files. 

File Naming:
Please include a client name 
with run date.

Effective January 2025

advertising

Booking Deadlines

ISSUE DISTRIBUTION BOOKING ARTWORK

Spring/Summer June April 4 April 25

Fall/Winter December October 3 October 24

SIZE x1

Full Page $4,335

Outside Back Cover $5,420

Inside Covers $4,985

2/3 Page $3,900

1/2 Page $2,820

1/3 Page $1,950

Double-Page Spread $8,235

1/2 Page Double-Page Spread $5,360

Advertising Rates
Ad Sizes

1/2 Page
7" x 4.48"

1/3 Page
2.208" x 9.166"

1/2 Page Island
4.604" x 6.826"

2/3 Page
4.604" x 9.166"

Full Page Island
7" x 9.1667"

Full Page with Bleed
Trim size: 8.125" x 10.625"
Size with bleed: 8.375" x 10.875"
Live area: 7.625" x 10.15"*

Outside Back Cover with Bleed
Trim size: 8.125" x 8.375"
Size with bleed: 8.375" x 8.625"
Live area: 7.625" x 7.875"*

Double-Page Spread with Bleed
Trim size: 16.25" x 10.625"
Size with bleed: 16.5" x 10.875"
Live area: 15.75" x 10.15"*

1/2 Page Double-Page Spread
15.25" x 4.48"

CONTACT 
For more information about advertising with 
New Trail, please contact our sales consultants:
Anita McGillis 
403-909-9839, newtrailmagazine@gmail.com
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Booking Deadlines
ISSUE DISTRIBUTION BOOKING ARTWORK

January 2025 January 28 January 7 January 14

February 2025 February 25 February 4 February 11

March 2025 March 25 March 4 March 11

April 2025 April 22 April 1 April 8

May 2025 May 27 May 6 May 13

June 2025 June 24 June 3 June 10

July 2025 July 22 July 1 July 8

September 2025 September 23 September 2 September 9

October 2025 October 28 October 7 October 14

November 2025 November 25 November 4 November 11

*No digital publication sent out in August or December.

digital
New Trail circulates its digital newsletter 
10 times a year to more than 88,000 readers. 
It brings New Trail’s signature mix of thought-
provoking, fun and inspiring content dropped 
right to their inboxes on the fourth Tuesday of 
the month (except August and December) at 
10 a.m. or 3 p.m.

AD PRICES
Leaderboard: $975
Big box: $975

DIGITAL-ONLY TAKEOVER
Take over all three ad spaces in the digital 
publication, including the bottom leaderboard. 
$2,525

DIGITAL ADD-ON
With the purchase of any half-page or larger 
print ad, add on the following digital options at 
these discounted rates:
Leaderboard: $675
Big box: $675

NEW GRAD ISSUE
Twice a year, New Trail sends a digital welcome 
issue to new graduates. Digital ads in these 
issues will reach a more targeted demographic, 
with 75 to 85 per cent of recipients under the 
age of 31.

DIGITAL AND PRINT BUNDLES
Build brand recognition and save when you 
bundle print ads with three digital ads:

Full page ad in New Trail - $4335
Three (3) digital ads (for the cost of two) - $1950
10% Discount - $630
Package Price: $5,655

Half page ad in New Trail - $2820
Three (3) digital ads (for the cost of two) - $1950
10% Discount - $480
Package Price: $4290

AD SIZES
Leaderboard: 728 px wide x 90 px high
Big box: 300 px wide x 250 px high

ARTWORK REQUIREMENTS
•	 GIF, JPG or PNG, max file size 150kb
•	 Files must be in RGB colour mode, 72 dpi
•	 Animated GIF ads must be 3 loops max or 

15 seconds (whichever comes first)
•	 Animated GIF ads must be slower than 5 fps

SEND ADS TO:
newtrail@ualberta.ca
Please identify your client name and run date 
in the subject line. Please compress your files. 

File Naming:
Please include a client name with run date.


