
CASE STUDY

Striking it Rich in the Oil Sands: 
Strategic Media Outreach Captures National Media Interest

The Project
 “Gaining ground in the sands 2011: A look at 10 of the top issues facing the oil sands sector” is a comprehensive industry 

analysis written by the Canadian Energy & Resources practice of a leading professional services firm. The analysis was 
created to assist the firm’s oil sands clients by offering an in-depth understanding of the emerging critical issues affecting 
their businesses.

The Challenge
 Broad Reach Communications was asked to develop and execute an English language media relations campaign to secure 

national mainstream and industry media coverage of the report, while simultaneously positioning the firm’s new Energy & 
Resources practice leader as the go-to Canadian marketplace specialist on issues affecting the oil sands sector. 
Furthermore, because the report’s timing coincided with increased Canadian media attention of the oil sands sector, 
Broad Reach faced the additional challenge of creating unique story angles to break through a cluttered media landscape 
and secure coverage for the report and the firm’s practice.  

The Solution
 The Broad Reach team planned and executed a cross-Canada media relations campaign with outreach to national, 

regional and trade media across print, online and broadcast properties. To ensure media coverage, the team created 
supporting media materials that positioned the report in a compelling and newsworthy way. By offering media a unique 
perspective on the range of complex issues facing the oil sands industry, Broad Reach secured immediate attention from 
top tier media for the report, the practice and the new practice leader ─ across the country and across all media.

The Results 
The media relations campaign was a major success, and it augmented the firm’s eminence and thought leadership position on 
issues affecting the oil sands industry: 

 Immediate interest was generated from top tier media as a result of Broad Reach’s strategic approach to media 
relations targeting the practice’s key stakeholders. 

 Stories focused exclusively on the report and the proposed news angle, with some stories linking to the report.
 International media coverage included an article by Dow Jones, which was picked up by a number of online properties 

including Forbes and Fox Business. 
 National media coverage included a Globe and Mail article on page two of the prominent Report on Business section, 

featuring a headline that captured the campaign’s key messages and proposed news angle. BNN also interviewed the 
campaign spokesperson for a segment on the report, which was also featured on Canoe.ca and Canada.com. 

 Regional print coverage included stories, from east coast to west coast, in the Fredericton Daily Gleaner, Montreal 
Gazette, Ottawa Citizen, Windsor Star, Regina Leader-Post, Calgary Herald, Calgary Sun, Edmonton Journal (which 
published two stories on the report), Edmonton Sun, Vancouver Province, Vancouver Sun and Victoria Times Colonist. 

 Regional broadcast coverage included interviews on CFRA-AM Ottawa, 680 News Toronto, CBC Radio Calgary, AM660 
Calgary, AM770 Calgary, AM630 News Edmonton, AM880 News Edmonton, and Mix 103.7 FM Fort McMurray. 

 Trade media coverage included the Daily Oil Bulletin (the report was featured as the lead story of this prominent and 
influential industry daily newsletter), Mining.com, Environmentconservation.org, Infooil.com, Junewarren-nickles.com, 
Oilsands.infomine.com, Petroleum News, Rigzone.com and Theoildrum.com. 
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