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PUBLISHER’S NOTE
As this edition gets published there’s lots of national
discussion around the Trudeau government. It’s no secret
that as a business title we lean right in favour of lower
taxes and less government intervention.

Jesse Landry speaks regularly
with business and industry
leaders from across the globe.
His career experience includes
the North America, UK, and
Australian markets and he has
served on both boards and
committees.

In the face of a number of recent scandals facing his
government, the passion for conservatism looks to be on
the rise.
From the perspective of the West this appears to be
true, including our interviews with Alberta Fights Back
and Theo Fleury explaining in great detail the economic
shackling of Alberta.
Further Western coverage in this edition includes
Vancouver based companies The Joseph Richard Group,
Avricore Health, Oakwyn Realty, and Blume.
We also share some corporate travel opportunities from
our neighbours in the south.

In addition to The Canadian
Business Quarterly he produces
Th e A u s t ra l i a n B u s i n e s s
Executive, and Executive America. He also hosts his
own podcast, Landry.Audio speaking with recognizable
personalities from business, politics, entertainment,
literature and sport.
He is a dual citizen of Canada and Australia.
Find out more by visiting www.RomulusRising.com.

Hope you enjoy.

Jesse Landry
MD & Publisher
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News In Review

Air Canada enters into exclusive
agreement with Transat A.T. Inc.
to pursue a combination of the
two companies

A

ir Canada announced that it has entered into an
exclusive agreement with Transat A.T. Inc. (Transat)
regarding the proposed purchase by Air Canada
of all issued and outstanding shares of Transat and its
combination with Air Canada. The proposed transaction,
valued at approximately $520 million or $13.00 per share
of Transat (on a fully-diluted basis), will create a Montreal-based
global travel services company in leisure, tourism and
travel distribution operating across Canada and internationally.
Air Canada has all the necessary funding required to
complete the transaction which is accordingly not subject
to financing conditions.
“A combination with Transat represents a great
opportunity for stakeholders of both companies. This
includes the shareholders of both Transat and Air Canada,
employees of both companies, who will benefit from
increased job security and growth prospects, and
Canadian travellers, who will benefit from the merged
company’s enhanced ability to participate as a leader in
the highly competitive leisure travel market globally.
The acquisition presents a unique opportunity to compete
with the very best in the world when it comes to leisure
travel.

6

BMO announces New
Technology & Innovation
Banking Group to accelerate
technology practice

C

anada’s technology sector is growing quickly. To
help companies compete and grow in this
burge oning sector, BMO has introduced its
Technology & Innovation Banking Group.
This specialized group provides advice and funding
to companies at every stage of their lifecycle – from start-up
to post exit or IPO – and is uniquely positioned to help
technology and innovation companies, by tapping into
BMO’s strong North American presence and by helping
them build seamless cross-border operations.
“The technology sector is transforming our country
and ensuring the continued success of these companies
will be important to helping Canada reach its full economic
potential,” said Cameron Fowler, President, North American
Personal & Business Banking, BMO Financial Group.
“BMO has a strong North American banking business, and
customer relationships are at the heart of this strength.
We’re here to help entrepreneurs bring new ideas to
market, drive innovation and e nable e stablish e d
e nte rprise s to reach their full potential and scale.”
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News In Review

Scotiabank confirms
creation of Global
Wealth Management
business line

CN investing approximately
US$45 million to expand and
strengthen Mississippi’s rail
infrastructure in 2019

C

N (TSX: CNR) (NYSE: CNI) said it plans to invest
approximately US$45 million in Mississippi in 2019 to
strengthen the company’s rail network across the state.

“Following a record capital program in 2018, CN has
been able to take on more traffic from different commodity
sectors based on contracts with our customers,” said Derek
Taylor, Vice-President of CN’s Southern Region. “This
year, we are continuing to invest to boost capacity and
network resiliency and to meet growing traffic on our
corridors across Mississippi.”
The Mississippi investments are part of CN’s 2019
record US$2.9-billion capital investment focused on
enabling growth from all commodity segments, including
consumer goods, grain, agricultural, forest, and energy
products from all of our customers, safely and efficiently.
Over two years, CN will have made a US$5.7-billion
capital investment.
CN is currently deploying important safety enhancing
technologies across its network, such as the Autonomous
Track Inspection Program, Distributed Air Cars, Automated
Inspection Portals, and the Positive Train Control System.

T

he new business line, Global Wealth Management,
reflects commitment to accelerating their wealth
management strategy, following the recent acquisitions
of MD Financial Management and Jarislowsky Fraser, and
the Bank’s focus on achieving scale across Canada and
our key international markets. Canadian Banking will remain
focused on growing Personal, Commercial Banking and
Insurance businesses in Canada, delivering for customers
and driving the digital agenda.
In preparation for their fourth business line, and
the changes to the Canadian Banking business unit,
James O’Sullivan, Group Head of Canadian Banking has
decided to take this opportunity to transition to a strategic
advisor role for the Bank, effective June 1st. James will
remain with the Bank advising on key banking and
policy matters.
“On behalf of the Board and Management, I would
like to personally thank James for his continued and
unwavering commitment to Scotiabank and his drive to
build value for our customers, employees and shareholders,”
said Brian Porter, President and CEO, Scotiabank.
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Education that fits.
www.virtualhighschool.com
Virtual High School is a private, asynchronous, Ministry-inspected, online high school
offering over 70 high-quality Ontario Secondary School Diploma credit courses.
Students from around the world may enrol on any day of the year, may begin the course
within 24 hours of registration, and have up to 18 months to complete each course.

VENTRIPOINT
DIAGNOSTICS (TSXV:VPT)
DIAGNOSING HEART DISEASE FASTER,
SAFER AND MORE AFFORDABLY
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Ventripoint Diagnostics

Revolutionizing the heart
imaging industry

T

A

In his recent discussion with The Canadian Business
Quarterly, CEO Dr. George Adams shares how Ventripoint’s
novel system has the potential to transform the multi-billion
dollar cardiac care industry. As the VMS product line enters
the international market, Ventripoint is attracting widespread
attention from top cardiologists, investors and distributors.

Imaging methods including CT scans, ventriculography
and angiocardiography expose patients to radiation. MRIs
require patients to stay completely still for up to two hours
at a time, which is difficult for adults and impossible for
children without requiring sedation. Sedation introduces
new risks, plus doctors spend at least an hour analysing the
results. “That’s both inconvenient and very expensive, so
they don’t do it,” he says. Insurance plans, he added, may
only pay for one MRI every two years.

oronto-based Ventripoint Diagnostics Ltd. is on the
verge of revolutionizing how heart patients receive
cardiology care. Its Ventripoint Medical System (VMS)
is the first cost-effective and accurate AI tool for measuring
whole heart function using conventional ultrasound. By
harnessing the power of artificial intelligence, Ventripoint can
offer the global medical community a revolutionary device
that makes diagnosing and monitoring heart diseases faster,
less expensive and with equivalent accuracy to MRI.

“The company is focused on precise, rapid, inexpensive
ways to get information on what is happening in all parts of
your heart,” explains Dr. Adams, who is a pioneer in developing
life-improving tools as well as a serial entrepreneur and
financier. “Changing standard medical practices is difficult,
but we have leading cardiac centres purchasing our current
system, a number of key sites promoting it, regulatory
approval and scientific publications saying it works. Now
we are in the pre-launch awareness campaign stage bringing
our next-generation VMS+ system into the market.”
10

ccording to Dr. Adams, there is a huge need to shake
up how heart patients receive care. While the cardiology
community has numerous tools to assess the volume
and function of a patient’s heart, none can easily provide
information about the whole heart. Additionally, the American
Heart Association recommends MRI scans every three
months for significant heart conditions, but he says MRI is
not realistic for several reasons.

As a result, most cardiologists rely on echocardiography
equipment to reveal the severity of the disease and track
treatment effectiveness. While this non-invasive ultrasound
procedure is safer and faster for the patient, it only generates
two-dimensional images. Physicians make a visual diagnosis
based on their knowledge of deformities to the heart’s
shape. Chest anatomy characteristics, image quality and
skill of the sonographer can all affect the doctor’s ability to
make an accurate diagnosis.

The Canadian Business Quarterly - www.TheCBQ.ca
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“Ventripoint’s VMS+ system is focused on a better
way to look at all four chambers of your heart with the
convenience of 2D ultrasound,” explains Dr. George Adams,
who describes the VMS+ technology as absolutely
transformational. “There’s no need for children or adults to
be traumatized by going for an MRI or having to wait months
to get another MRI.” With this system, patients can see their
doctors every three months for a quick analysis of what is
actually going on with the heart.

The science behind
the technology

V

entripoint ’s technology is a leading Artificial
Intelligence (AI) approach known as Knowledge-Based
Reconstruction (KBR). The breakthrough device
builds a complete 3 D model of th e h e ar t using th e
KBR algorithm from standard 2D ultra sound images.
This is done through an expansive MRI database,
which contains data for all four chambers of the heart
with a variety of normal and diseased states. The precise
image is used to show volume, shape and how much
blood the heart is taking in and pumping out.
The innovative concept here, notes the company’s
website, is using AI to harness the collective knowledge
about heart size and shape. The patented AI technology
used in the VMS+ is based on an invention created at the

12
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University of Washington in Seattle, which has granted an
exclusive use license to Ventripoint. After obtaining regulatory
approvals worldwide, numerous clinical studies, and two
dozen reviews in scientific publications, the VMS+ method is
producing results that are equivalent to MRI without any of
the costs or risks associated with MRI. The ultrasound imaging
takes just five minutes, and the analytics provide answers
within 15 minutes.
The much-needed technology can be used in a wide
range of applications, including paediatrics, heart diseases
and currently being evaluated for use on patients undergoing
cancer treatments, and is readily accessible. “Every cardiologist
in the world has a 2D ultrasound machine, even in Third
World countries, because that’s what you need to look at
hearts. So, everybody has the core technology,” Dr. Adams
says. “We can give them the analytical techniques to take
that same information and actually get answers.”
Founded in 2005 in Seattle, Ventripoint is now
headquartered in Toronto, Canada, and led by an impressive
group of experts in commercialization of ultrasound inventions.
The executive team consists of President Desmond Hirson,
CFO Ellen Briant and Regulatory Affairs/Quality Assurance
Director Dr. Alvira Macanovic. Dr. Adams joined the team as
CEO in 2010 to share his dual expertise in developing
cardiovascular devices and global investing relations.
With degrees in mechanical and biomedical engineering,
along with a Ph.D. focused on blood and cardiovascular
diseases, Dr. Adams has spent his career pushing the current
The Canadian Business Quarterly - www.TheCBQ.ca
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Ventripoint Diagnostics

boundaries of medical knowledge. His experience spans
serving as the CEO, director or chair for more than 30 public,
private and start-up companies that have raised over $100
million.
Under this dynamic leadership, Ventripoint has
grown rapidly. The VMS+ system is already being used in
many of the top cardiac centers throughout North
America and Europe. Last summer, MD Anderson Cancer
Center in Houston, Texas, became the first U.S. customer.
They are using the system to assess cancer patients, as it
is well known that chemotherapy agents are cardiotoxic
and lead to a significant number of chemotherapy patients
acquiring heart dysfunction.
Spearheaded by Dr. Roberto Lang, the University of
Chicago Medical Center in Chicago will be installing the
VMS+ system to be used for 3D volumetric analysis of the
whole-heart. St. Michael’s Hospital in Toronto purchased the
system in December 2018, and the University of Ottawa
Heart Institute will be receiving a system soon. Dr. Leong-Poi
of St. Michael’s Hospital notes “Artificial intelligence holds a
great deal of promise for many clinical imaging applications
and we are very excited to participate with this leading-edge
technology to more accurately assess cardiac chamber
volumes and function by echocardiography.”
The prestige that comes with working with the
preeminent cancer hospitals and echocardiographers in
the world is rapidly opening new doors for Ventripoint. “We
are in full commercialization mode now, booking onsite
14
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demonstrations for clinical evaluations at major centers
across the U.S. and Europe,” Dr. Adams shares. “Our marketing
team is working to build awareness within the cardiology
community to tell doctors it is now possible to get additional
information to figure out what’s wrong with all of the different
chambers of the heart. No one else has been able to achieve
this. We have no competition in the marketplace.”

Continued innovation and
expansion into the world market

“It’s a multibillion-dollar opportunity that we have to
sell the equipment and move into a SaaS model,” Dr. Adams
explains, “where we actually do the reconstructions for
the doctors and give them back the results and charge
them for that service.”
As a publicly traded company on both the TSX
Venture Exchange (VPT) and OTCQB Exchange (VPTDF),
investors can buy and sell shares every day. The $10 million

I

n the meantime, the team continues to innovate the
equipment, finalizing the patent-pending position sensors
that allow patients to move during the imaging exam.
They have also added an interactive workflow to guide
clinicians through the imaging procedures. Although it
is not yet commercially available for sale, the next-generation
VMS+ 3 .0 made it s public de but at th e Ame ric an
C olle ge of Cardiology’s Annual Scientific Session & Expo
in mid-March. This global marketplace for cardiovascular
innovation attracts more than 20,000 heart specialists,
providing an opportunity to give live hands-on demonstrations in
the Ventripoint booth to a highly captivated audience.
Ventripoint’s forward-thinking leadership team aims
to develop a suite of applications for all major heart
diseases and imaging modalities using the VMS technology
platform. The company is also exploring ways to expand
its business model beyond device development.
The Canadian Business Quarterly - www.TheCBQ.ca
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market cap company landed on the 2018 TSX Venture 50
due to its tremendous 384% market capitalization growth,
258% share price appreciation and trading volume of 206
million shares in 2017.
“Heart diseases are still the number one problem
worldwide, so we look forward to growing all over the
world,” Dr. Adams says. “We will continue into Europe and
North America with direct marketing and signing up
distributors. We are open to looking at global strategic
partnerships to bring this system to everyone.”
The March news that Ventripoint is now cleared to
sell the VMS system (QAS-R in China) for analysis of the
right ventricle in the Chinese market opens up a $77 billion
market that is rapidly growing. Dr. Adams explains that
hospital admission rates for cardiac issues are almost
twice as high in China than in North America and
echocardiograms are routinely given before any surgery.
“Not only is the market huge,” he notes, “but they have
a much higher prevalence of heart disease in China. It’s going
to be a very interesting year in China. The Chinese market
can open very quickly because of the way it’s structured
and our joint venture partner is very well connected there.”
Find out more about Ventripoint Diagnostics (TSXV:VPT) by visiting www.ventripoint.com.
16
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AVRICORE
HEALTH
(TSXv:AVCR | OTCQB:AVCRF)
transforming modern healthcare

L

et’s face it, when we go to the doctor and we
are prescribed a drug we assume the medicine
will work because a study was done on some
people, somewhere, and it generally had an effect
on them.
But do drugs work the same on everyone?
Science says “no,” and that our DNA is what makes
the difference.
This is where the importance of pharmacogenomics, the study of the genomics drugs and
the patient, and personalized medicine comes into
play. If the physician knows how the patient will
metabolize certain drugs, they are then able to
deliver the right medicine at the right dose.

The Canadian Business Quarterly - www.TheCBQ.ca
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Avricore Health

And, while understanding the role genetics play in
medicine has been a major focus for drug makers in
re ce nt years, health providers have had challenges
accessing the types of blood test required in a quick and
reliable manner.
But one company, Avricore Health, thinks it has the
solution: your community pharmacist. These healthcare
team members are on the frontline in terms of drug knowledge
and administering medications. They play an important
role in educating patients and have the ability to administer
POTC (Point of Care) Technologies.
Avricore plans to do this with its HealthTab technology, a
revolutionary platform for blood testing using a simple
finger stick sample. By using a NASA developed analyzer
called the Piccolo, HealthTab can deliver up to 21 bio-marker
tests in less than 15 minutes. The test provides consumers
with real-time data on their health which they can share
with their physician.
More than that, HealthTab can act as a platform for
even more POTC tests, such as pharmagenomics targeted
at medicinal cannabis. This year, Avricore and personalized
digital health company MolecularYou have partnered to
release a pilot program called myCannabisPGX. This test
will allow consumers to chose medicinal cannabis strains
which best match with their metabolism and health
concerns. Shedding real scientific light on this emerging
healthcare segment.

18
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Given that Ontario has recently mandated training
for pharmacists and doctors with respect to cannabis
prescription, Avricore has already been redeveloping its
highly successful online pharmacist educational and sales
platform to include modules and product information –
including genetic testing of patients. This education for
physicians, pharmacists and consumers will reduce the
risk of negative drug interactions between current and
potential medications and the THC and/or CDB’s they are
introducing.
In fact, the drug interaction tool included in the
product allows health providers and consumers to check
40+ over-the-counter and prescription medications for
potential negative drug interactions between current and
potential medications — and 10,000 prescription and
POTC drugs including cannabis, THC and CBD.
Leading the way into these major developments at
Avricore is CEO, Bob Rai. With over two decades of pharmaceutical experience, Rai first joined VANC Pharmaceuticals’ board of directors before becoming interim-CEO.
With Avricore’s new vision, Rai is excited to revolutionize
the pharmaceutical industry.
The company, formerly known as VANC Pharmaceuticals,
has pivoted its focus away from generic pharmaceuticals
and is now a biotechnology company focused on delivering
the best healthcare to consumers through the pharmacy
counter.

The Canadian Business Quarterly - www.TheCBQ.ca
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The company is taking a look at how pharmacies
and pharmacists currently operate and identifying
potential opportunities to enhance services. The company
feels the pharmacy counter is greatly overlooked and harbours
the most potential in delivering personalized healthcare.
Given the rise of on-demand retail testing, like 23andMe
and Ancestry, which are purchased online - the logical
next step is for pharmacists to take on a larger role and
be able to help consumers with their healthcare concerns
face-to-face.
Of course, you can not mention drug therapies today
without discussing the opioid crisis. When it comes to opioids,
the company can look at a consumer’s pharmacogenomic
and drug interaction data so that health providers will be
able to safely prescribe cannabis and other medications.
This type of testing would provide an important opportunity
to offer patients other choices and steer away from
unnecessary opioid usage.

These advancements also have the pharmacogenomics market on track to reach $10.2 billion by 2025 at a CAGR
of 8.6% until then, this is an important and growing industry
to tap into. It is also one that has received a lot of attention
from health providers based on its potential to better serve
patients and consumers.
An improved understanding of this science will help
companies in the healthcare space expand their offerings
and improve the future of healthcare. It will also reduce
inefficiency and expense in the healthcare system.
Avricore’s role is expected to grow significantly as the
company works to further revolutionize direct to consumer
healthcare.
Find out more about Avircore Health (TSXv:AVCR |
OTCQB:AVCRF) by visiting www.avricorehealth.com.

Technological innovations have given shape to the
study of pharmacogenomics and how genetics play a
significant role in an individual’s response to drugs. Data
from the U.S. Food and Drug Administration shows that
over 260 therapeutic agents have information on how genes
affect them, especially when it comes to labelling — and this
number will likely continue to grow.

20
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ALBERTA
FIGHTS BACK
PROTECTING ALBERTA’S
NATURAL RESOURCES

W

ith its resource-based economy contributing
significantly to Canadian GDP, Alberta’s natural
resources are under threat by internal disputes,
leading to growing calls for the province to secede from the
nation.
Formed around the main aims of reasserting full
constitutional authority over Alberta and the promise of a
referendum on the issue of the province seceding from
Canada, Alberta Fights Back is a grassroots movement
organized to protect Alberta’s economic and political
interests. The man behind the movement is Executive
Director Peter Downing, who spoke with The Canadian
Business Quarterly recently about the growing political
situation regarding Alberta’s inability to develop its own
resource-based economy.

The Canadian Business Quarterly - www.TheCBQ.ca
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Alberta Fights Back

Conflict over natural resources

W

ith the regulation right now out of Ottawa,” Mr
Downing explains, “with bill C69, tanker bans,
expanded regulatory process for approvals on
pipeline expansion, [Alberta is] basically at capacity for our
crude oil exports. We’re suffering.”
Finding itself with no say over oil capacity, decided in
parliament in Ottawa, the province of Alberta is unable to
develop its resource-based economy, something that
Alberta Fights Back deems unacceptable.
“We need expanded pipeline construction to be able
to export more of our natural resource, to be able to make
up for the revenue shortfall. We’re unable to develop. Quebec
has stated that there is no social acceptability for the Energy
East [pipeline].”
The result is a political and economic situation between
the province and eastern Canada, particularly Quebec. Much
of this conflict has arisen from the way confederation taxes
are used across the country in the form of equalization
payments.
“Alberta has paid around $622 billion into confederation.
It’s basically our federal taxation. Those taxes go to all the
federal expenditures, the cost of running federal government,
plus social benefits.

22
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Overwhelmingly more of those social benefits end up
in Quebec, so Quebec has things that Alberta doesn’t have.”
Major sectors such as childcare, post-secondary education
and family planning are heavily subsidized in Quebec, with
tax money transferred from the federal government for the
province to use as it sees fit.
“In Alberta, when we’re looking at Quebec, who hold
a large political sway within Canadian confederation, we see
that they’re a recipient of $13.1 billion this year, and they’re
actively hostile towards the Alberta oil and gas sector.”
Albertans have become disgruntled with the
antagonism from the east regarding natural resources,
leading to a serious call for change. The conflict has
been intensified by concerns that Alberta’s natural
resources are playing second fiddle to economic concerns
in the east.
“We have a west coast tanker ban – we can’t export
our oil offshore. We can’t run our pipelines east. But for
anybody who thinks that it’s environmental, there’s certainly
no east coast tanker ban. That allows oils from other countries
that have terrible human rights records. It’s political, it’s
eastern Canadian economic protectionism.”
This discrepancy between the use of equalization
payments across Canada and the clear block on developing
Alberta’s resource-based economy has become too much
for many in the province to accept.
The Canadian Business Quarterly - www.TheCBQ.ca
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“We have 20,000 people out of work just in December
(2018) alone in Alberta, and we’re seeing our money
transferred to other people for special privileges. And that
same group who’s getting all those special treatments
telling us that we can’t develop our economy through their
jurisdiction, which benefits everybody – kind of kicking us
again while we’re down.”

Why the time is right
for secession

I

f you go back to the 70s, when Pierre Elliot Trudeau
was the Prime Minister, it was the same sort of the
thing. The big thing that got the industry’s back up
was the oil export taxes, an additional tax on the exportation
of our natural resources.”
As now, there was a clear division between federal
and provincial jurisdiction in terms of the confederation,
with the province in charge of natural resources. Even
then, Alberta felt that a grab for their resources was taking
place.
“There was a lot of hostility there, the separatist
movement kicked up. Peter Lougheed, the governor of
Alberta, was able to sooth the anger somewhat, and after
Trudeau didn’t win the next round of office, that anger
started to subside.”

24
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But many Albertans remember all too well the National
Energy Program (NEP) imposed by Trudeau and the Liberal
Party. These events have had an impact on how both the
national and local party has been viewed in the province
ever since the 70s.

“That’s why [pollster] Angus Reid found that 60% of
Albertans are willing to vote separatist, and in fact an official
separatist party in Alberta, the Alberta Independence Party,
has been registered with Elections Alberta. This is now a real
electoral option.”

“Quebec versus the west has always been a theme.
When Justin Trudeau got elected, and the price of oil took
a hit, it seems like it is the more traditional Laurentian
Alle giance – the older cities in Quebec and Ontario
reasserting their dominance over the west, trying to claim
virtues of environmentalism, gender equality, but really it’s
pure power and politics.”

Alberta is not the only province with these concerns. In
fact, each of the three western Prairie Provinces are seriously
considering the issue of whether to secede from Canada.
Around half of voters in Saskatchewan have signaled their
intentions to vote separatist, as well as around a third of voters
in Manitoba.

The electoral structure in Ottawa also has a significant
effect on this ongoing rivalry, with any Prime Minister taking
office being electorally bound to a large number of seats in
Ontario and Quebec.

“[These] provinces could serve as an effective political and
economic block, controlling well over a trillion dollars of natural
resources. It really is [about] people here having their economic
future, their livelihoods, controlled by eastern Canada,
particularly Quebec.”

“The province of Alberta has 34 seats within the House
of Commons. The city of Toronto alone has 25, and the city
of Montreal alone has 10. You have two old stock cities that
have been financial power centers since confederation
outvoting the whole province.”
The result is that Alberta struggles to feel any sense of
autonomy or control over its own economy, finding itself at
the start of 2019 in the middle of a perfect storm of history
and politics which has led to serious calls for a secession
from the confederation.

The Canadian Business Quarterly - www.TheCBQ.ca

25

Alberta Fights Back

Fighting back

W

e have a federal government that strongly favors
Quebec, so we have to look at our situation, and
see what we can do about it, logically, legally,
ethically, and [Alberta Fights Back] is the strongest option
that we have.”
Mr Downing started the Alberta Fights Back movement
in January 2019, recognizing that other separatist minded
groups or conservative splinter groups, such as the Alberta
Independence Party, were trying to get registration, and
planning a different approach.
“I recognized that there needed to be more development
of the political education around this issue. I started the
organization as a political action committee, a third party,
independent advertiser, with Elections Alberta.”
In February the organization began transmitting its
message from digital billboards in Edmonton and Calgary,
asking whether Alberta should leave Canada. The campaign
saw a strong response from media, volunteers and donors.
“After that I got invited to join the leadership team with
a group called the Prairie Freedom Movement, which has
basically been doing the same thing at a more prairie-regional
level for the past three years.”
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This led to a similar campaign being launched in
Saskatchewan, with billboards erected in Regina and
Saskatoon, eliciting an even bigger media response. The
campaign for Manitoba followed soon after.
“Looking from a political power perspective, what
we’re doing is the coordination to develop three co-branded
separatist parties at the provincial level in each of the Prairie
Provinces, to give a little more economy of scale in terms of
negotiation with Ottawa.”
The organization has no affiliations with any other
political groups. All funding is handled at grassroots level
by Mr Downing and the leadership of the Prairie Freedom
Movement.
“We’ve had a lot of interest from some bigger political
actors. We’re starting to see more of industry reaching out
to us, but [the organization] really is folks looking at the
political marketplace and what voters want. We’re offering
a product that we don’t think is being offered right now.”

I don’t even think that’s going to be a reality in the current
political situation.”
Mr Downing believes it’s important for voters in
other provinces to recognize the effect their elected
officials are having on Alberta. One of the goals of the
movement is to educate the country on the political
issues that are going on.
“This movement isn’t based on national or cultural issues.
This is purely economics and politics, and trying to have
some sort of ability to develop our economy, our way of life,
our careers, without being kneecapped and road-blocked
by opposing political and economic interests within the
same country that we all call home.”
Find out more about Alberta Fights Back by visiting
www.albertafightsback.com.

Mr Downing doesn’t believe that Alberta currently has
any option to protect its political interests other than
secession from Canada. Even the thought of significant
negotiation to solve the problem seems out of reach.
“A model where you have elected representatives who
are representing regional concerns and interests [would be
a start] – but I don’t think that’s going to solve the problem.
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BLUME
THE BRAND THAT GIRLS
GROW UP WITH
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A

venture-backed self-care company based in Vancouver,
Blume is focused on empowering girls through clean
period and personal care products, and sex education,
working with data collected from customers to provide the
very best products.
Blume was co-founded in 2014 by sisters Taran and
Bunny Ghatrora, with the aim of de-stigmatizing periods
and creating the next generation of confident, tenacious
and conscious women. Taran Ghatrora is driven by her passion
for women’s health and gender equality, and has been
recognized as both a Top 30 Under 30 and G20 youth
delegate for Canada. She is also a 500 Startups fellow. Ms
Ghatrora spoke with The Canadian Business Quarterly
recently to discuss the self-care concerns that have driven
Blume’s growth, the effective technique of surveying
customers and crowd-creating products, and the process
of securing venture capital to help the business thrive.

Addressing key
health concerns
e

W

e started Blume because we surveyed our audience,”
Ms Ghatrora says, “and 60% of women told us
that they could pinpoint that their self-esteem
plummeted when they went through puberty.”
Through the use of customer surveys, Blume found
that a large percentage of women had trouble finding safe
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and effective products for period care and other issues
experienced during puberty, such as natural deodorant and
face wash.
“It’s a really tough time to go through for most people,
and then when you add to that the lack of sex education
and the lack of safe and effective products geared towards
this life stage, we were getting overwhelmingly great
feedback around this idea and these products.”
Blume is not just your average profit-making company,
with a large part of what has driven its growth being the
desire to bring to light health issues and potential problems
in the personal care industry.
“Only 26 states [in the US] mandate sex education,”
Ms Ghatrora explains, “and in Ontario they just reverted
back to a pre-1993 sex-ed curriculum. That’s problematic,
and something we want to help with. So many people, girls
and boys, are navigating this time of going through puberty
without accurate information about their bodies.”
Part of Blume’s mission is to be a relatable and medically
accurate resource for those going through puberty to get
information that they may not have been given or able to
effectively digest through traditional channels such as
school. It is also committed to creating a product line that
tackles issues within the self-care industry.
“There are a lot of parabens and endocrine disruptors in
products, like aluminum in deodorant, which can potentially

30
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cause breast cancer. There are a number of things in pads
and tampons – bleach, dioxins, pesticides. We try to tackle
both of those things through content and then products.”
This has resulted in a product range that is cruelty
free, vegan and consisting of mostly organic ingredients.
Blume is strongly invested in providing transparency in
terms of its ingredients and processes.
“We collected data for over two years on what kinds
of personal care products our audience cared about. For
the brand itself, we wanted it to be more than just products.
It’s actually a community, as well as education around real
women’s stories.”

Organic pads
and tampons

T

he idea for the company emerged when Ms Ghatrora
was studying law in the UK. As she was ordering
groceries and other essentials to her home for
convenience, finding affordable and familiar period product
brands was proving difficult.
“I thought, why is there a subscription for razors,
and bacon, and snacks, all these things that aren’t necessarily
a monthly need, but not for pads and tampons. So that’s
when I called my sister up, saying maybe we should do
something. She was on board right away.”
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From there the sisters proceeded to research the
space, preparing for writing articles and beginning a website.
It was at this point that Ms Ghatrora began to learn a little
more about how mainstream period products were
produced, and the dangers that existed in the space.
“Pads and tampons are a space very different to most
other spaces, in the sense that for a very long time, almost the
last hundred years or so, there’s only been two large brands
manufacturing all of the mainstream pads and tampons.”
This market duopoly has created a lack of transparency
in terms of ingredients, along with questionable manufacturing
processes, including bleaching processes in some cases,
and other instances where the cotton is grown with pesticides.
“The thing about this space is that people haven’t really
talked about periods or period products as openly as they
do in other spaces, so women were purchasing pads and
tampons for a really long time as a rote behavior, just to deal
with it.”
A large element of standard buying behavior has been
missing from the space, notably product recommendations
or talking with friends about the benefits of certain products,
which Ms Ghatrora puts down to the historical stigma
surrounding periods.
“It’s something that’s been silenced for so long. What
we think at Blume is that that’s one of the big reasons for
the lack of innovation in this space. For us, the main reason
32
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to supply and provide organic pads and tampons as a
choice is because we believe that people deserve to know
what’s in their products, and because women deserve choices
in this space.”
This led to the company deciding to start with a single
product – organic pads and tampons. Ms Ghatrora explains
that this was a crucial starting point, as the need to have
safe and transparent period products on the market was of
utmost importance.

Crowd-creating products

O

nce the decision had been made to begin selling
organic pads and tampons, the company started
running a subscription box service, a monthly delivery
of these products across the US and Canada that included
third-party bonus products.
“Around the same time, both of us had shifted to clean
beauty, so natural deodorant and skin care. We were sharing
all of these different products that we would cherry-pick
with our audience. So they’d get the pads and tampons every
month plus two other gifts in the box.”
These third-party partnerships were a useful way of
delivering customers the products they needed, and at the
same time drumming up business for the burgeoning company.
At this point, Blume had not started manufacturing its own
products.
The Canadian Business Quarterly - www.TheCBQ.ca
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“Those companies looked at us as marketing and
advertising to reach their target consumer, although we
were quite small, but that’s how we were pitching it to them.
We always were solving the same problem, and over time
how we solved that problem is what evolved, but we stuck
to the mission.”
The intention was never to create a rigid subscription
box format, but instead to constantly communicate with
customers about how best to solve problems around monthly
periods and self-care.
This approach led to the Ghatrora sisters deciding to
collect data on what kind of personal care products audience
members were enthusiastic about, data which would eventually
help Blume expand its range.
“We did surveys every single month,” Ms Ghatrora
explains, “to find out about how we could give customers
more of what they wanted. We then launched four products,
and we actually crowd-created them with our customers.”
This crowd-creation was an important part of Blume’s
development. After a year and half collecting data about
potential products, the sisters began to see patterns in the
data indicating the kinds of products their growing customer
base was having trouble finding.
“For example, natural deodorant that’s unscented – that
was really hard for our audience to find, and one that actually
worked. That would come up again and again. The same with
34
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an acne treatment that worked and didn’t have benzoyl peroxide
or salicylic acid, and didn’t make your skin peel and scar. There
were a number of patterns that kept coming up.”
After collecting this feedback, the sisters dove deeper
into each product, speaking with customers on the phone
and sending out samples to make sure they were providing
the very best options for each. This process resulted in the
creation of Blume’s four main products.

Raising capital the right way

A

fter bootstrapping the company through the early
months, the Ghatrora sisters soon realized they
would need to secure venture capital if they were
to keep expanding the business, a process which was
never going to be easy.
“We didn’t even know that venture capital was an
option, or that is was even available [at first]. There’s a
really great angel investor in Vancouver we met at a student
pitch competition, who offered us our first check for $25k.
That kept us going until we got accepted into [global venture
capital firm] 500 Startups.”
500 Startups invested what Ms Ghatrora considers
the company’s first real venture check, handing over
$100k to help Blume reach the next level. This helped the
sisters become more familiar with the venture world and
how to raise further capital.
The Canadian Business Quarterly - www.TheCBQ.ca
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“[This was] when our business grew drastically, and
then prior to the rebrand and the product launch, we raised
a small round of $250k, and that got us to over a $2m run
rate, and then at that point we raised a larger round of $3.3m
from venture capitalists.”
Ms Ghatrora is under no illusions about how hard it
was to make these significant financial steps. Only around
2% of venture capital goes to women, and even less than
that is offered to women of color.
“I think we are very fortunate to have raised the money
that we did,” she says. “I think what made it easier is relationship
building. Obviously having traction and a growing and
healthy business is first and foremost, and you need to have
that, but sometimes you can have a great business and still
not be able to raise money. That happens a lot.”
Blume was in a great position as a rapidly growing
business, but Ms Ghatrora knows that business owners need
to be able to pitch a business in a way that makes sense in
the venture world and for it to make sense to raise venture
in the first place.
“We built relationships over at least two and a half
years, some of them longer, of folks that got to really watch
our progress. We would ask them for help when we needed
it, without even considering what we’d raise from them in
the future, in all honesty.”
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Raising money in this way is a rigorous process. It
involves a lot of work on refining the message, knowing the
businesses numbers inside and out, the overall vison and
the finer detail, and more than anything else it takes time.
“[It’s about] running a real process when you’re
fundraising, and not just partially fundraising off the side of
your desk, but actually doing it full time for a set period of
time and making it very clear when your fundraise closes
and how much you’re raising and where that’s going to get
you. As simple as that is, not everybody runs their process
that way.”
One of the most important factors in successful venture
funding is finding that difficult balance between actively
fundraising and making sure that the business is running
smoothly at the same time.
“We started to prepare for our fundraise in December,
and made sure that everything was completed, ready and
prepared as much as we could. We were on a good gross
trajectory, which was nice, and I’m really lucky to have a
wonderful co-founder who’s able to hold down the fort.”

“We definitely spend as much attention on Canada
and the US, but there’s just more density in the States. That’s
one thing, there’s just more people, and also shipping is a lot
more convenient, and the infrastructure for shipping is more
affordable and quicker.”
All of these efforts have ensured the company is in an
extremely healthy position. Sales are mostly direct-to-consumer,
but the company has also branched out to working with major
retail brands such as Anthropolgie and Urban Outfitters.
“We’re growing very quickly,” Ms Ghatrora says, “and
we’re really focused on building the community and brand.
Over the next twelve months or so we’ll be growing our team,
we’ll be creating a lot of educational content – it’s really just the
beginning for us to become the brand that girls grow up with.”
Find out more about Blume by visiting www.
meetblume.com.

Despite being based in Vancouver, Blume does 90%
of its business in the United States. Ms Ghatrora explains
that th e re are a numb e r of key re asons why this
discre pancy is so large, and that it is by no means by
design.
The Canadian Business Quarterly - www.TheCBQ.ca
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OAKWYN REALTY

ASCENDING VANCOUVER’S
REAL ESTATE MARKET

T

he founder of Oakwyn Realty faced some
indomitable challenges on his way to becoming a
highly successful entrepreneur in Vancouver.
The untimely and unexpected death of his father
caused Michael Uy to drop out of university classes
without any knowledge of how to support his family
during a trying time. He recently told The Canadian
Business Quarterly that the tragic circumstances
propelled him into a career that he had never even
remotely considered. His company, Oakwyn Realty,
ranks as one of the top five real estate brokers in
the Vancouver area.
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Launching a career
without training

CREATE. CONNECT. CONVERT.
PROUD DIGITAL PARTNER OF OAKWYN REALTY

W

ith no acquired skills as qualifications for employment
to provide support for his Philippine family, he
discontinued his studies and accepted the advice
of a friend to get a real estate license. He soon realized that
the environment in the city offered very few programs for
new cultures or for young professionals either. Selling properties
for a couple of Vancouver’s top firms for seven years gave
him the opportunity to devote his entrepreneurial strengths
to co-founding Oakwyn Realty as CEO in 2013.

Taking an innovative approach
to selling real estate

W

hile most Vancouver real estate brokerages hire
agents in the over 50 age group, Michael Uy found
those in their early 30s provided the spirited and
motivated workforce that he prefers. His company profile
reflects a reliance on putting people first with the purpose
of treating agents and clients with the utmost respect. Oakwyn’s
innovative ideals brings freshness and dynamism to real
estate brokerage transactions with its industry-leading
agents. From its inception, Oakwyn has chosen a path that
incorporates a collaborative model with innovation in all

“

Our digital agency, AntiSocial, has elevated
and evolved Oakwyn’s online presence.
With customized digital marketing
campaigns and quality content, we now
reach 1,000,000+ online yearly. Their team
is great to collaborate with.

- Michael Uy

”

ANTISOCIALSOLUTIONS.COM
AntiSocial is one of Canada’s leading Digital Marketing Agencies,
visit our website for more information on our services + clients.

Oakwyn Realty

aspects of its operations. The company intends to “reinvent
real estate,” and it wants everyone to work together. The
path has led to extraordinary success.
The innovative approach that has brought Uy’s company
to the pinnacle of real estate in Vancouver rests on the
motivation to “change the way the industry works” as
well as the way that company employees work. With the
assurance of mutual support for each person, the company
encourages questions and “rethinking the norm.” To establish
the concept of mutual support and the importance of helping
each other, Oakwyn’s offices depart from traditional
office centers. The design creates an environment that
resembles a family setting that enhances the goal of
collaborating openly and freely.
The young people whose energy and innovativeness
define the company profile make no apologies for promoting
the studious and committed image of “nerds.” While the
company encourages agents to rest and get a good
night’s sleep, it also welcomes the kind of passionate
interest that may keep them up on occasional nights. Along
with collaboration and innovation, agents develop traits
that they like to see in others, and they believe that modeling
them can help others adopt the practices as well. The company
values transparency, passion, trust and humility. A desire
to learn characterizes the young people who devote their
days and some nights to show the way to think that does
not involve ego.
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Perhaps a consequence of having no access to
growth opportunities when he started in the real estate
field, Michael Uy’s endorsement of education inspires the
employees at Oakwyn Realty. His enthusiasm for learning
may stem from the necessity for him to leave his university
studies and find work to provide support for his family. A
decision to not further his education may spark his interest
in encouraging his employees to “seek out and incorporate
new learning” in even the most ordinary activity. He
wants everyone to listen, learn and share information
that may interest others. An open mind provides a
basis for accomplishing a task that the CEO regards as
an important one. The consequence of incorporating the
values that Uy recommends leads to creating an atmosphere
that welcomes change.

Providing a different
kind of offerings

W

ith the principles and work ethic that Michael Uy
instills in his employees, the company can pursue
offerings in the real estate field that make it
unique. An emphasis on selling buyers a home instead of
a house marks a huge difference between the Oakwyn
approach and its competitors. A review of the market
occupies Uy for an hour or two every evening providing
the basis for a thoughtful way to treat every client with
respect. The company’s media campaigns promote a
mutually beneficial relationship between agents and clients that
involves lifestyle as a bond or unifying interest. The personal
The Canadian Business Quarterly - www.TheCBQ.ca
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aspect of the relationships helps establish an appropriate
use of advertising media that contrasts with the prevailing
tone and content. Uy’s company understands the importance
of the humanizing influence that minimizes statistics and dollar
signs. The respectful and innovative approach to commerce
seems to work very well for Oakwyn Realty. Uy recently
explained his company sold $2.7 billion in real estate across
British Columbia in 2018, contributing to its standing as the
largest and highest selling brokerage.

Showing significant growth

T

he extraordinary success that Michael Uy enjoys with
the company that he co-founded attests to the validity
of his innovative and collaborative approach. After
less than 10 years in operation, he has achieved levels that
many companies never reach. Clients who choose to work
with Oakwyn Realty account for its highly significant
growth rate, and they express their opinions and appreciation.
The qualities in Oakwyn agents that they regard highly
include excellent communication and negotiating skills
among honesty, professionalism, knowledge, politeness
and patience. Attention to detail wins approval from
clients who may never have seen the level of efficiency
that Uy makes sure his company provides. Clients often
think of Oakwyn agents as family members for their
willingness to give helpful advice with enthusiasm and
personal concern. For more information on Oakwyn Realty
visit www.oakwyn.com.
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JOSEPH
RICHARD
GROUP
RECOGNIZING UNIQUE
OPPORTUNITIES

O

ne of British Columbia’s fastest growing
hospitality companies, The Joseph Richard
Group (JRG Group) is a collection of unique
hospitality ventures, real estate, retail and other
businesses with an unwavering commitment to
exceptional service.
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Lending with hospitality in the
Canadian restaurant sector
JOSEPH RICHARD GROUP
Corporate Term Loan & Development Facility
19 Premium Casual Restaurants
British Columbia & Alberta
SUBWAY + SUSHI SHOP
Area Developer
Acquisition, New Construction, Renovation,
Relocation, & Development Facility
51 Quick Service Restaurants
Quebec
SHOELESS JOE’S
Corporate Revolver & Development Facility
33 Sport’s Grill Restaurants
Ontario, Alberta, Saskatchewan

IDH INVESTMENTS
Meat & Bread + Noodlebox Franchisor
Corporate Term Loan & Development Facility
23 Fast-Casual Restaurants
British Columbia & Alberta
SYNERGY FRANCHISING
Popeyes Louisiana Kitchen - Area Developer
Term Loan & Development Facility
12 Quick Service Restaurants
Northern Alberta
ORIGINAL JOE’S + STATE & MAIN
Area Developer
Acquisition Facility
10 Casual Dining Restaurants
Northern Alberta

Over the past year, CWB Franchise Finance has delivered solutions to a variety of corporate and owner-operated restaurant clients across
Canada. Experience matters when it comes to understanding the specifics of brands, markets, and structuring transactions for success.
Find out more on how we can become a financing partner for your growing restaurant business at cwbfranchise.com.

Edward Khediguian,
Vice President – Franchise
t. 289.998.0275
edward.khediguian@cwbfranchise.com

Jacob Mancini,
Assistant Vice President – Restaurants
t. 289.998.0277
jacob.mancini@cwbfranchise.com

Trish Halliwell,
Senior Manager – Restaurants
t. 289.998.0276
trish.halliwell@cwbfranchise.com

Dimitri Mazur,
Senior Manager – Restaurants
t. 289.998.0282
dimitri.mazur@cwbfranchise.com

GUSTO 54 RESTAURANT GROUP
Gusto 101, Trattoria Nervosa, Chubby’s
Jamaican Kitchen, Gusto 501
Term Loan, Real Estate Construction, &
Development Facility
4 Premium Casual Restaurants
Toronto, Ontario
WISE KEG GROUP
Keg Steakhouse & Bar - Area Developer
Term Loan, Revolver, & Development Facility
7 Premium Casual Restaurants
Southern Ontario
ICONINK GROUP
IconInk Hospitality Group
Term Loan & Development Facility
6 Premium Casual Restaurants
Toronto, Ontario

Joseph Richard Group

Ryan Moreno is co-founder and CEO of The JRG Group,
which currently operates twenty-five food and beverage
establishments, a private-label beer called Two Pals Lager,
wine proprietorship Chapter Estates WineCo., and a catering
division called Blank Canvas Catering. Mr Moreno was
named finalist for the Ernst and Young Entrepreneur of
the Year in 2017, as well as being awarded the 2018 Business
Person of the Year by the South Surrey White Rock Chamber
of Commerce. The Canadian Business Quarterly spoke with
Mr Moreno about the evolution of his career, the diversity of
The JRG Group’s footprint, and the exciting new venture
promising to disrupt the restaurant industry.

An exciting partnership

M

r Moreno co-founded the Joseph Richard Group in
2009 with friend and business partner Andre Bourque.
The two men have known each other for a long time,
having been best friends since elementary school.
“Like many people in our industry,” Mr Moreno says, “I
started as a busboy. Like most, I didn’t really see it as
something I would do as a career, but I enjoyed it. It was
great while I was in school.”
At age 22, Mr Moreno was introduced to the uncle of
a girlfriend, who owned a large restaurant in Burnaby. He
agreed to take on the running of the restaurant, believing it
to be an excellent opportunity to kick-start his career.
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“She lent [the money] to me,” Mr Moreno explains,
“and I had it paid back in eight months. It was pretty gutsy
considering I had just lost everything in this restaurant and
was struggling for the last three years.”

YOUR BUSINESS INSURANCE
SPECIALISTS
Preferred Insurance Partner of
The Joseph Richard Group of Companies
Burnaby: #2 - 1601 Burnwood Drive, Phone: 604-420-5470
Langley: 19987 - 96th Avenue, Phone: 604-888-9096
Abbotsford: #104A - 2596 McMillan Road, Phone: 604-504-0757

www.godoys.com

“As most stories go, it didn’t go as planned. We actually
had some success right out of the gate, and it did fairly well,
but there were a lot of licensing changes and a lot of things
beyond our control that changed the landscape of the
industry at the time. It was just one thing after another.”
After losing all the money saved for the restaurant, Mr
Moreno was offered the chance to invest in a nightclub
where he used to work. Without any capital, the only way he
could do so was to ask his mother for some much need
financial help.
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From there Mr Moreno’s career took off. He admits to
having started in the nightclub industry at a good time, as
well as being lucky enough to work with some extremely
talented and committed people.
“We learned to hustle, and it was really about the
guest experience. I think that was a guiding principle that
Andre and myself separately both really enjoyed. We really
embraced that, and I think it was a big catalyst that helped
us to grow and find some success.”
After forming a close friendship in elementary school,
Mr Moreno and Mr Bourque were well suited to going into
business with one another. It was clear early on that the
friends shared similar professional interests and goals.
“We both started in the industry, and at about 19 we
both took a bartending school course locally, as that was
something that we wanted to get into doing. It seemed like
a fun job. The school that we happened to take out here, we
thought it was pretty dated.”
The friends felt that there was an opportunity to
create a similar format that was both more relevant to the
modern world and offered a better learning experience.
The idea soon grew that they could provide this service
themselves.
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“It took a bunch of time. Nobody had ever shown us
how to start a business, how to set it up. We had some success
there, we had a lot of students, a lot of fun doing the business.
We liked working together. We were the best of friends, so
it was good.”
After a period working apart, the friends were eventually
presented with the opportunity to buy a bar together in
British Columbia. With their first chance to work together in
the hospitality industry, both were excited to form a business
partnership.
“The bar shot off like a rocket,” Mr Moreno says. “It
was awesome. Again there were a lot of factors in that. We
had some amazing people there. It went really well, and
from there we opened a handful more bars.”

Diverse footprint

A

big part of the friends’ early business plans revolved
around diversifying, taking their talents into a
variety of different industries. This desire was the
true catalyst for the forming of The Joseph Richard
Group in 2009.
“We started in the nightclubs and eventually transitioned
into pubs, so we have about fifteen public houses now. We
have a couple of different restaurant concepts, and we’ve
been into the retail sector, where we have a number of
liquor stores around the province.”
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Another key area of diversification has been a recent
move into real estate, something that Mr Moreno explains
was always high on the to-do list. The venture began as a
more low-risk part of the group’s portfolio.
“You have the business there, you hope and plan for
the business to be there for 20, 30, 50 years, so it makes
sense if you can own the dirt to be able to do that. We’ve
been fortunate to be able to find some opportunities. We
do own a handful of the properties.”
Additionally, the group has recently purchased a
winery to further diversify, and has opened a private label
beer and wine brand. But perhaps the most exciting area of
development is a new venture the group is undertaking
called Meal Ticket Brands.
“A few years ago we were at a conference and we saw
the emergence of these third-party deliveries, like Uber
Eats, Skip the Dishes, DoorDash, Foodora, all those sorts of
apps. We saw that it was a sector that was really starting to
grow.”
It soon became clear that the group could repurpose
its existing spaces and equipment to offer a similar kind of
service. Whilst attending this conference, Mr Moreno realized
that the time was right to attempt this kind of venture.
“Equipment is equipment,” he says, “it’s the people behind
the equipment who make the difference. It’s a trend where
consumers are saying – this is what we want. We want some
better delivery options than your traditional pizza or
Chinese food.”
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Since then, the Meal Ticket Brands division has
launched a number of delivery-only restaurant concepts via
the Skip the Dishes app. The core idea behind the venture is
to cook and deliver a variety of different dishes from the
same kitchen.
“We launched 100 restaurants in just one day, and
that’s something that I don’t think has ever been done before.
We took our existing restaurants – we had seven concepts
spread out through the different cities – and we launched
them all online. I’m really excited about it. It’s just a new
evolution in the industry I believe.”
Meal Ticket Brands has become the group’s core focus,
with the plan being to expand the business rapidly across
the province and then the country, with the purchase or
lease of a number of assembly kitchens that can service a
dozen delivery-only restaurants.
“The focus is just refining, tweaking it, making the adjustments needed. The challenge with this model is that
your interaction with the guest is very limited. You don’t
really have a second chance [to correct mistakes]. The standard is pretty high, and that’s the whole opportunity.”
With such an exciting start to a venture promising to
disrupt the restaurant industry, JRG is in great shape. The
group’s diversification looks set to continue, putting it in a
good place to experience many more years of success
across a number of industries.
Find out more about The Joseph Richard Group of
Companies by visiting www.jrg.ca.
The Canadian Business Quarterly - www.TheCBQ.ca
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DESTINATION

USA
T

A TRAVEL
FEATURE

he USA is an exceptionally large country and
surprisingly diverse in its culture, beliefs, and
business attitudes.

The Australian Business Executive recently
visited to look at some of the main cities and what
they offer the business traveller.
Come with us as we explore Dallas, New Orleans,
Chicago, and San Francisco.
Our accommodation partners during our time
in the USA were Stay Alfred (Dallas, New Orleans,
Chicago) and Zeus Living (San Francisco).
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DESTINATION DALLAS
Everything’s bigger in Texas

T

here’s a well-known saying in the United
States regarding the nation’s second largest
state, declaring that “everything is bigger in
Texas.” Located in the huge Dallas–Fort Worth
metroplex, the city of Dallas is the most populous city
in the fourth-largest metropolitan area in the country.
It’s fair to say that big is what Dallas does best.

The city’s location in the middle of the United
States makes it ideally placed for travel to and from
other US cities, coast to coast, as well as offering
significant global appeal, with Dallas Fort-Worth
being one of only a dozen or so airports in the
world offering service to over 200 international
locations.
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Over the years, the region has hosted the headquarters
for a diverse range of firms, with household names such as
ExxonMobil, American Airlines, Toyota, and Dr Pepper all
calling the region home. The Dallas Fort-Worth area boasts
22 Fortune 500 company headquarters and 42 headquarters
from Fortune 1000 companies.
Global business is welcomed in Dallas. Situated in the
heart of downtown, the Kay Bailey Hutchison Convention
Center Dallas is one of the nation’s largest convention centers,
with over a million people passing through its doors each
year to attend major national and international conventions,
meetings, concerts, and much more.
In nearby Fort Worth, north of the downtown core,
are the historic Fort Worth Stockyards. These 98-acres of
land contain a former livestock market and celebrate the
area’s long tradition as part of the cattle industry. The Stockyards
are now used primarily for shopping and entertainment,
promoting the image of Fort Worth as America’s Cowtown.
When visiting Dallas, you won’t to miss out on
sampling the region’s famous cuisine. The taste for great
BBQ permeates the city, with restaurants such as the Lockhart
Smokehouse on West Davis Street offering an authentic
Texan BBQ experience. Equally sought after are the city’s
unique Tex-Mex dishes, which can be sampled at Herrera’s
Cafe on Sylvan Ave.
Heading into the Dallas Arts District will quickly quench
any thirst for the city’s artistic culture. The Dallas Museum of
Art, the Nasher Sculpture Garden and the Morton H. Meyerson
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Symphony Center are all located here, in an area offering
music, performances, exhibits and tours, along with a wide
selection of dining and shopping venues.
As far as sports are concerned, Dallas doesn’t
disappoint. Home of the world famous Dallas Cowboys,
the AT&T stadium in Arlington is the fourth largest in the
NFL, offering an exciting match-day experience. If soccer is
your thing, then MLS team Dallas FC is located in nearby
Frisco, at the Toyota Stadium.
Dallas is most famous for the mystery surrounding the
assassination of President John F. Kennedy in 1963. In downtown
Dealey Plaza, the Sixth Floor Museum is extremely popular,
hosting special exhibits that explore the impact of this historic
event. Whether or not you believe in the conspiracy theories,
the museum is a fascinating place to spend an hour or two.
While here you simply must take a closer look at its
incredible skyline. The historic Reunion Tower is one of the
city’s most recognizable landmarks, and its 470-foot-high
GeO-Deck offers 360-degree panoramic views that will
take your breath away. With a selection of dining, cocktails
and private parties also on offer, the view is just the start.
Whether you are staying for a day, or a week, or even
a month, Dallas promises to provide you with plenty of big
experiences. Our accommodation provider of choice when
staying in Dallas is Stay Alfred, offering short or long-term
stays right in the downtown core. Find out more at
www.stayalfred.com.
The Canadian Business Quarterly - www.TheCBQ.ca
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DESTINATION
NEW ORLEANS
Experience Southern hospitality
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Destination New Orleans

A

former French colony, New Orleans, often referred to
as ‘The Big Easy’, is a truly unique city, not just in the
United States but across the world. With a proud
cross-cultural and multilingual tradition, this one-of-a-kind
city situated alongside the great Mississippi river is a growing
tourist destination, welcoming close to 18 million visitors in
2017.
Marketing itself as a state of opportunity, Louisiana
offers a business environment built for success, combining
an extensive collection of competitive advantages, including
customized workforce training, low business operating
costs, and robust infrastructure. As a major port, New Orleans
is considered an economic and commercial hub for the Gulf
Coast region.
Founded in 2004, the New Orleans Chamber of Commerce
helps members build mutually beneficial partnerships within
the city, and currently boasts around 1,300 members. This
focus on business has helped Louisiana rank among the top
ten business climates in the nation across three independent
sources.
The recently revamped New Orleans Ernest N. Morial
Convention Center plays a major role in the success of the
city’s business events. The center is the sixth largest convention
facility in the United States, boasting over a million square
feet of exhibit space, and regularly ranks in the country’s
top ten facilities holding the most annual conventions and
tradeshows.
The Canadian Business Quarterly - www.TheCBQ.ca
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In New Orleans, both business and culture are abounding.
Steeped in a proud musical tradition, there is never a night
in New Orleans where one can’t see the finest jazz and blues
musicians lighting up a stage, along with a host of other
performances that give a real flavor of the city’s historic
music and arts scene.

A short walk further south, in the CBD, is the National
WWII Museum. Designated by the U.S. Congress as the nation’s
official National WWII Museum in 2003, it offers a range of
fascinating special exhibits and events, as well as museum
tours across its six-acre campus, interactive features, oral
histories, and personal vignettes.

If one is lucky enough to visit the city in carnival season,
then the Mardi Gras celebrations across New Orleans are
less of a ‘must see’ and more of a ‘cannot miss’. For two
weeks in February or March, the city is transformed into a
cornucopia of celebration, hosting parades, balls and many
more vibrant community events that get the streets dancing
and singing.

A visit to Louisiana wouldn’t be complete without exploring
the New Orleans plantations, which provide insight into some of
America’s most interesting and tragic stories. The history of slavery
in the state, and the nation, is not always comfortable to learn
about, but these tours give a fascinating glimpse into both the
opulence and exploitation of plantation life.

Those visiting outside carnival season are still in for a
treat. The French Quarter is the city’s historic heart, famous
for its vibrant, around-the-clock nightlife, and colorful
buildings resplendent with cast-iron balconies. The center
of activity is famous Bourbon Street, packed with such
crowd-pleasers as jazz clubs, Cajun restaurants and rowdy
cocktail bars.

New Orleans has earned a reputation as one of the world’s
most culturally rich destinations, and the sense of excitement
and joy that permeates this great city is infectious. Our
accommodation provider of choice when staying in New
Orleans is Stay Alfred, offering short or long-term stays right
in the downtown core. Find out more at www.stayalfred.com.

Head down to the Toulouse Street Wharf and one can
see the city differently by taking a ride on New Orleans’ only
steamboat, the Steamboat Natchez. This two-hour cruise
from the heart of the French Quarter will take you around
the beautiful crescent of the lower Mississippi River, with
food, cocktails and wine available on board to help you float
in style.
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Winter in the Windy City
The Canadian Business Quarterly - www.TheCBQ.ca

57

Destination Chicago

A

s the third most populous city in the United States,
Chicago is an international hub for finance, culture,
commerce, industry, technology, telecommunications,
and transportation. Known around the world as The Windy
City, Chicago is located on the shores of Lake Michigan, one
of the area’s five Great Lakes.
Chicago’s O’Hare airport is one of the busiest in the
world, offering non-stop flights to 218 destinations in North
and South America, Europe, Africa, Asia and Oceania. The
Windy City is also known as the railroad capital of the US,
with more than 1,300 trains carrying freight and passengers
going in and out of the city each day.
Chicago boasts one of the world’s largest and most
diversified economies, and is a key national player in a variety
of sectors. Employing in excess of four million people, and
generating an annual Gross Regional Product of over $609
billion, the city is home to more than 400 major corporate
headquarters, 36 of which are in the Fortune 500.
The city’s McCormick Place Convention Center on the
shores of Lake Michigan is the biggest of its kind in the United
States. Comprised of four state-of-the-art buildings, the
center offers 2.6 million square feet of exhibit halls, as well
as two four-star hotels, the Hyatt Regency McCormick Place
and the Marriott Marquis Chicago.
In 2012, the city’s Mayor launched a new tourism organization
called Choose Chicago, with the aim of restructuring all tourism
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sales and marketing activities under a single agency with
clear objectives. In 2018, Chicago tourism saw an all-time
high of over 57 million visitors, making it second only to New
York City as the most-visited city in the nation.
Chicago is well known for the architectural boom that
rose out of the Great Chicago Fire in 1871, helping usher in
the skyscraper era. The city’s Willis Tower, formerly Sears
Tower, is the second tallest building in the Western Hemisphere.
The tower’s skydeck on the 103rd floor is open to the public,
providing spectacular views that span four states.
A highlight of any Chicago visit is a boat tour down
the river. Wendella boats is Chicago’s original architecture
tour, offering a range of distinctive narrated tours, all focused
on the city’s rich architectural heritage and history, including a
lake and river tour, sunset cruise, and summer fireworks tour.
The range of exciting tours around Chicago doesn’t
stop there. Head to East Pearson Street in the city’s Magnificent
Mile district and board the Chicago Crime Tours bus to escape
into Chicago’s underworld on a crime and mob tour, exploring
the lives of criminals such as Al Capone and John Dillinger,
and visiting historic landmarks like the Biograph Theatre.
Sports are something of a big deal in Chicago. In the
North Side community area of Lakeview is world-famous
Wrigley Field, home to the Chicago Cubs and the second
oldest baseball park in the Major Leagues. The city also
homes the Cubs’ fierce rivals, Chicago White Sox, who play
in southern area of Park Boulevard at Guaranteed Rate Field.

The Canadian Business Quarterly - www.TheCBQ.ca

59

Destination Chicago

Equally important in the city’s sporting calendar is ice
hockey, which sees the Chicago Blackhawks, one of the
original six NHL teams, play at nearby United Center. The
arena is also home to basketball team Chicago Bulls, which
enjoyed a period of sustained success in the 1990s with
world-famous players such as Hall of Famer Michael Jordan.
Chicago has long been at the forefront of American
economic, cultural and political history, with a standing as
one of the most dominant Midwest metropolises. Our
accommodation provider of choice when staying in Chicago
is Stay Alfred, offering short or long-term stays right in the
downtown core. Find out more at www.stayalfred.com.
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DESTINATION SAN FRANCISCO
Golden Gate City

T

he jewel in the crown of the San Francisco Bay Area on
America’s west coast, San Francisco has a reputation for
progressive living and technological innovation, and was the
highest ranked American city for livability in 2018. To those living in
the area, San Francisco is normally referred to as ‘The City’.
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The cultural, commercial and financial center of Northern
California, San Francisco is the thirteenth-most populous
city in the US, and the fourth-most populous in California.
Nearby San Francisco International Airport offers non-stop
flights to more than 39 international cities on 33 international
carriers, averaging over 55 million passengers per year.
Two of the Bay Area’s major cities, San Francisco and
San Jose, have the strongest economies in the US. In 2017,
the Bay Area alone generated a GDP of $748m, with an
annual growth rate nearly double that of the entire nation. If
the Bay Area were a country, it would be in the top 20
largest economies in the world.
Much of the region’s prosperity is generated by its
proximity to Silicon Valley, the epicenter of the tech world,
which has become one of the biggest contributors to the
national economy in the past few decades. A host of tech
giants call San Francisco home, including Twitter, Pinterest,
Dropbox and Reddit.
The city’s tourism industry is another of its key
strengths. In 2016, San Francisco welcomed around 25.1
million visitors to the city, helping to generate over $9.5 billion
for the city’s economy. In addition to being a favorite for
international visitors, the city remains in the top ten US cities
for domestic vacations.
There is plenty to do and see around the city. Those
who are already a little familiar with the area will be keen to
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visit the Golden Gate Bridge, a spectacular sight that can be
viewed from a variety of awe-inspiring spots.Those wishing
to get a little closer can walk or bike across the bridge, or
even take a guided tour.
While in close proximity to the Bay, the next stop is
likely to be the former island prison at Alcatraz, the top tourist
attraction in San Francisco, and just a short ferry ride from
Fisherman’s Wharf. Make sure your trip is organized beforehand,
as there is just one ferry company, Alcatraz Cruises, which
takes people to and from the island.

postcards. Further north again, near Pier 39, is the city’s
Chinatown area, the oldest community of its kind in North
America.
Best known for year-round fog, cable cars and Victorian
houses, San Francisco is one of the United States’ most
unique and iconic cities.
Our accommodation provider of choice when staying in
San Francisco is Zeus, offering a home of your own for business
travel. Find out more by visiting www.zeusliving.com.

In the city’s Financial District, the 48-story futurist
building known as the Transamerica Pyramid is the
second-tallest skyscraper in the San Francisco skyline.
When completed in 1972, the Pyramid was the eighth-tallest
building in the world. Stop in to the tower’s visitor center for
live-feed views from the top, and to explore the history of
the Pyramid.
Those interested in the city’s role in the 1960s
counterculture movement will be keen to visit the
Haight-Ashbury area, just east of the Golden Gate Park.
Head down Haight Street to soak up the hippie vibe and
sample a mix of vintage clothing boutiques, record shops,
bookstores, dive bars and casual, eclectic restaurants.
A few blocks north is the famous historical landmark
of the Painted Ladies, an iconic row of Victorian homes
well-known for appearances on movies, TV shows and
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SOREL-TRACY ÉPERVIERS OF QUEBEC’S LNAH
WHERE TO FROM HERE?
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Sorel-Tracy Éperviers

D

an Archambault is Assistant Coach of the Sorel-Tracy
Éperviers, the current champions of the Ligue
Nord-Américaine de Hockey (LNAH), a Quebec-based
league comprised of six teams.

As a regional, semi-professional league, the LNAH has
historically attracted crowds by encouraging on-ice fighting, a
long-held hockey tradition which has significantly declined
over the last decade.
“I’ve been around for fifteen years, played in the
league, and now I’m coaching,” Mr Archambault says. “Back
then, when I started, fighting was part of everything. The
tougher you could get, the better your team would be.”
The successful teams in the league had a core of
aggressive players filling the role of enforcers, throwing
their weight around to make space for the technical players
to shine and win matches. Teams without this core could be
easily intimidated by opponents.
“It was the toughest league in the world, for sure. All
the tough guys from around the world, were coming here to
make money. The tougher you were, the more money you
made.”
The reality was that technical players would often be
too afraid to play without the backing of tough enforcers,
who were in high demand. This meant that more aggressive
players from the NHL were switching to the LNAH to play
for bigger wages.
The Canadian Business Quarterly - www.TheCBQ.ca
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In the past few years, however, the league has had a
dramatic change in character. The fighting that once made
it so popular is becoming scarce, an outcome that Mr Archambault
is in no doubt about.
“There’s no more tough guys,” he says. “From the junior
majors, the fights went down, so where do we get the tough
guys? Even if we wanted to stay the toughest league, there’s
no young guys that are coming to our league and being
tough.”
This doesn’t mean that the fighting has disappeared
altogether. Mr Archambault admits that a number of the
older players are keeping the tradition alive, but the fact is
that the make-up of teams has had to fundamentally change.
“For the owners, if you have four tough guys, and fifteen
good players, it will cost a lot more than if you only have
two tough guys. The salary cap used to be much higher, so
if you didn’t have many people in the stand, you couldn’t
pay the guys.”
With a decline in the entertainment provided by regular
fights, the league has had to work hard to stay sustainable.
The LNAH has already seen the downside of this, with a
number of teams setting up and then folding over the years.
“We’re only six teams around Quebec,” Mr Archambault
says. “For me, it’s not normal. It’s a good level of hockey,
and there should be at least 8 or 10 teams around the league.
I think it’s because of the [way the league was] before.”
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Without the level of entertainment that used to be on
offer, crowds are dwindling. Teams are now less inclined to
spend a lot of money with the expectation of coming out
with no profit, meaning many aren’t able to sustain their
place in the league.
One of the league’s more successful teams are the
Sorel-Tracy Éperviers, a long-standing league member with
regular success over the years. The team is the current
league champion, and works particularly hard to be
financially sustainable.
“We’re not into paying a lot of money for [players].
Our best player is not making $500 [a game]. A lot of people
around the league make more than $500, but then you see
at the end of the season those teams lose a lot of money.”

“Every year there is a draft, to draft players from Europe.
When guys are done with junior, sometimes they go to the
NHL, or they go East Coast League, they go Europe, and
when they’re done they finish their hockey career here.”

Having lost a number of players since the success of
last season, the team is already feeling the strain on the roster.
For all the teams in the league, replacing players of the same
standard for the same cost can be a headache.

The hope is that these European drafts will help fill the
hole left by the enforcers of yesteryear. One thing that
seems likely is that the quality of the league will only go up,
with less focus on the physical side of the game and more
on faster, technical players.

“Losing a couple of players in our team has made
some empty spots that right now we’re not able to fill. Right
now there are not many players on the team that can play,
so the players that are there need to play.”
With the risk of fatigue and injuries always a concern,
this lack of bodies can be make or break for a team such as
Sorel-Tracy. It will need to make the most of any opportunities
it gets to bring in new faces.

With the decline in tougher players joining the league,
the LNAH has had to adapt. As is always the case in sports,
this comes down to money. The league hopes there will be
enough talent on show to keep bringing in crowds, even
without the promise of a fight.
Find out more about Les Éperviers de Sorel-Tracy by
visiting https://sorel.lnah.com.
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THEOREN
FLEURY

PHOENIX RISING

F

ormer professional hockey player Theoren Fleury is
best known in Canada for his role with the Calgary
Flames, for whom he played between 1989 and 1999.
He went on to play for numerous other teams in the NHL, as
well as stints in Finland and Northern Ireland. Fleury still
holds mythological status in the city of Calgary.
After being told in the juniors that he was too small for
the NHL, Fleury learned quickly to ignore his detractors,
working even harder in training and on the mental side of
the game to succeed. He figured out early on that he would
need to develop a certain style of play to have success in
the game, and made it his mission to do that.
At the time of his trade from the Flames, Fleury spoke
out about what he considered to be his mistreatment by the
organisation. During a routine meeting to discuss a potential
contract extension, Fleury turned down the money that was

68

The Canadian Business Quarterly - www.TheCBQ.ca

Theoren Fleury

on offer. The next day the newspapers were plastered with
lies, and he realised it was time to leave.
Fleury’s time in the game ultimately came to an end
due to a long-term dependence on drugs and alcohol, and
he eventually retired from the game in 2009 after an unsuccessful
comeback with the Flames. Being able to retire as a Flames
player was important to Fleury, and only strengthened his
status as a legend in the city.
Since Fleury’s time in the game, the sport of hockey
has changed drastically, with much of the game’s previous
creativity and aggression being phased out over the years.
A big change according to Fleury is that the coaches have
become more prominent, many now commanding wages
on a par with the players.
With the rise in analytics and video, technology seems
to have taken the creativity out of the game, with most
teams now playing with the same style. However, changes
in the players’ athleticism and speed have helped the game
evolve, with new thinking about fitness, exercise and diet
helping it become more competitive.
In his 2009 autobiography, Playing with Fire, Fleury
revealed that as a child he had been sexually abused by former
coach Graham James. Similar accusations were made by
former teammate Sheldon Kennedy, and although Fleury
has since gone on to use this abuse to help others, he admits
that there was a time when he was not ready to face it.
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Fleury and Kennedy played together for a season at
the Flames in ‘94-’95, and Fleury admits they were aware
of what they shared. Over the years, Kennedy has done
an incredible job of creating awareness for survivors of
sexual abuse and implementing systems for children’s
organisations. His revelations had a huge effect on
Fleury’s life.

Fleury admits that he had used drugs and alcohol
from the age of 15, mostly as a coping mechanism for
what he experienced as a child. In 2005, Fleury finally
quit drugs and alcohol, in the most part due to the influence
of his second wife. Nowadays, Fleury admits he is done
with drugs and alcohol completely, intending never to
return to that life.

Throughout his later career, Fleury was not able to
entirely escape the presence of his abuser. In 1994, James
convinced him to be involved in a group that formed the
expansion team the Calgary Hitmen of the Western Hockey
League. The group included professional wrestler Bret Hart,
along with James, Fleury and a number of others from the
game.

More than just an ex-professional hockey player, he
has dedicated his post-hockey life to public speaking and
education on the subject of sexual abuse, determined to
use his own harrowing experiences to make sure others
like him do not have to experience anything similar.
Find out more about Theo’s work through Fleury
Enterprises by visiting www.theofleury.life.

When Fleury talks about his inability to escape
James’ influence, he talks of the power of Stockholm
Syndrome, and how it convinced him to remain loyal to
his abuser. In 1997, Fleury sold his stake in the Calgary
Hitmen after James was convicted of sexually abusing
Kennedy and another player.
Having thought he’d buried his experiences with
James and would never have to deal with them
again, Kennedy’s revelations opened up old wounds
for Fleury. It was around this time that his addictions
began to get worse, and can be seen as something
like th e b e ginning of th e e nd for his c are e r as a
profe ssional hockey player.
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Romulus Business Services provides essential B2B
solutions for companies looking for insights, costcutting, and improvement solutions to stay lean and
keep focused on their core competencies.
Through our network of global relationships we
have accessibility to a range of services and senior
executives to improve results in sales, marketing,
strategy and leadership.
We offer ethical advice, assistance and
transparency in:

Fly higher
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• Salary Packaging

• Education &
Change Management

• ICT

• Outsourcing

• Digital Security

• Business Seminars

• Business Development
& Sales

• Industry Speakers
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• One-On-One
Introductions

To receive your free information pack visit:
www.RomulusBusinessServices.com

ENGINEERING INDUSTRY
ROLES, RESPONSIBILITIES
AND OBLIGATIONS IN
DEVELOPING SUSTAINABLE
INFRASTRUCTURE SYSTEMS
SUPPORTING ECONOMIC
GROWTH IN THE ARCTIC
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C

anada is one of eight countries that have sovereign
rights over the polar ice cap, all considered Arctic nations.
There are five that border the Arctic Ocean: Canada,
Denmark (via Greenland), Norway, Russia, and United States.
Historically there have been few arguments over ownership
of the polar ice cap, however, as more and more of the
untapped resources of this area are being identified, the
question and claim of ownership is escalating for obvious
reasons. A 2016 article in the Visual Capitalist noted that a
“receding Arctic sea ice is unlocking fathomless mineral
resources”. There are an estimated 90 million barrels of
undiscovered oil deposits within the Arctic Circle. This is
close to 6% of the world’s known oil reserves. The estimated
size of Arctic natural gas resources is 1,699 trillion cubic feet,
equal to 24% of the world’s known reserves. Most of these
resources are expected to lay offshore. Other valued minerals
and metals in the Arctic include gold, diamonds, copper,
iron, zinc, uranium and rare minerals. The quantity and value
of these resources speaks to their importance in the global
economy and certainly to those countries who can lay claim
to the rights for their ownership.
The vast potential for economic development in the
north has been acclaimed by the investment community.
Perhaps one of the more telling commentaries comes from
the Chief Investment Officer of Guggenheim Partners, Scott
Miner, who has called the Arctic “the best investment
opportunity of the last 12,000 years”. He has further noted
“from an investment standpoint, the average economic
growth of the Arctic region is the highest in the world, relative
to any country, or any continent.”
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The latest WWF report notes that climate change is
one three key factors that is transforming the Arctic. Change
is taking place at an astonishing rate. Climate change is
unlocking access to the once unavailable resources, opening
water transportation routes with receding ice on the Arctic
Ocean. The rate of this change is reported as sea ice cover
declining at a rate of 10-20 days per decade.
This barely touches the evidence of the economic
potential offered by the Arctic. Estimates of investments in
the next several decades in the Arctic exceeds US$1 trillion
dollars with planned projects already exceeding $600
billion in investments.

Economic Boom Opportunity
for the Engineering Industry

T

his planned and potential investment in the North bodes
well for the engineering industry. The engineering
community has already benefited from investments,
essentially in infrastructure systems supporting historic
resource developments (gold and zinc mines and diamond
mining in more recent years). It is the engineering industry
that leads and implements the design and management of
construction of the infrastructure systems required to support
these types of development. A recent WWF Report identifies
the largest economic sectors in the Arctic include mining
and petroleum, public sector, services, construction, fishing
and resource processing.
74

All these economic sectors require infrastructure systems
to support their development – transportation systems
(water, air, land), water supply systems, wastewater systems,
power and energy systems, community infrastructure systems
and more. This is the engineering industry’s domain. Opportunity
abounds for engineering in the north. If this seems all too
good to be true, it is!

Responsibilities and Obligations
of the Engineering Industry

T

he north is unique, particularly in a Canadian context.
Canada’s north covers 4 million square kilometres (40%
of Canada’s land mass). Only 3% of Canada’s population
resides in the north (117,000 population, half of whom are
indigenous). Historically, the north has experienced modest
resource development (gold, diamonds, zinc), traditional
economies (i.e. hunting, trapping, arts and crafts), growing
tourism and fishing sectors and public sector growth.
However, the level of activity in any of these sectors is
relatively small in terms of the Canadian economy. The north
contributes approximately 1% annually to Canada’s GDP. But
based on the potential, this is going to change. In essence
Canada is starting with a clean slate when it is dealing with
the Arctic. Development is going to occur in areas that are
natural and untouched. How the infrastructure systems are
implemented will impact the ability of the economic sectors
to grow.
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More importantly, however, is how this infrastructure will
impact a sensitive, untouched natural environment and the
local indigenous residents. Scientific research is demonstrating a
highly sensitive environment that is influencing and being
influenced by broader global climatic changes in significant
ways.
The design and management of the construction of
new infrastructure systems is the Engineering industry’s
domain. Herein, the Engineering industry has an obligation
to not just work in the back rooms designing the infrastructure
systems others have

decided are needed to support the economic growth, but
to influence, plan and design these infrastructure systems
with a sustainability lens that will protect the environment
from impacts that maintain the social systems and
ecosystems against serious negative impacts. This will
require innovation in a way we have never seen it applied.
The Engineering industry needs to understand the end
goal of sustainability and undertake the research, invention
and pilot investigations that lead to new approaches, new
concepts and new ways of supporting growth in a new
territory with technologies that may not have even been
invented yet. It is a brave new world.
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Reliance on hydrocarbon power and energy systems
was the fuel that drove the historical economy of North
America. What our ancestors failed to address in a sustainable
way was the negative impacts this would have on the
environment and the earth’s ability to sustain this reliance.
Our ancestors did not understand or did not have in view
that the earth’s ecological footprint is finite, that it has limits.
What the engineering industry of today and tomorrow must
understand is the need to find infrastructure solutions that
work within the limits of earth’s ecological capacity and in
some cases to reverse the extent to which this capacity has
been used, returning it to a sustainable state.

A United Voice for
a Common Goal

EIC is a non-profit organization originally founded in 1887
with a vision statement “Engineering for a prosperous, safe
and profitable Canada.” At its fall 2018 Council meeting EIC
agreed to engage in a program to add its engineering voice
in the national conversations about the Arctic and the
development of sustainable infrastructure systems that will
support the economic opportunities in the north. EIC has
undertaken the challenge of bringing a sustainability lens to
the influencers of decisions being made about developing
infrastructure systems in the north through policies and
programs of key stakeholders. Integrated discussions, education
and research are essential involving the engineering industry’s
engagement with social and natural science experts, climate
change researchers, economists, policy-makers, indigenous
community representations and other stakeholders.

T

he engineering industry includes many areas of expertise and practice – civil, structural, electrical, mechanical, chemical, nuclear, biological, geotechnical, etc. In
one way or another they all play a role in the development
of infrastructure systems. The disparate technologies do
not always work together. They each have their own organizations and institutional societies that promote their area of
expertise and practice. The Engineering Institute of Canada
(EIC) is unique in this respect in that it is a federation of engineering societies that include 12 different engineering disciplines representing some 25,000 professional engineers
across Canada.
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Concluding Comment

W

hen Christopher Columbus first landed on the
shores of North America in 1492, looking for a shorter
water route to lucrative trading opportunities with
Asia, he found a new untouched world, one with vast
economic opportunities beyond the riches that he searched
for in Asia. Columbus may not have realized it at the time,
but his discovery set a course of different stages of
exceptional economic growth and development over the
next 500 years, including the industrial revolution that
proved costly in terms of global sustainability. If the world
knew then what we know today about the impacts of this
growth on the world’s ecosystems and had a mindset to
protect that environment, one wonders what the world
would look like today. Instead, we are now trying to undo
the damaging impacts of these development approaches in
an effort for global survival.
Climate change and technology are unlocking a new
untouched world in the Arctic. The engineering industry has
an opportunity and an obligation to determine first, the right
thing to do in terms of global sustainability in developing
infrastructure systems in the Arctic. Only then can the right
infrastructure systems be designed and constructed such
that real and effective sustainability goals can be achieved.
Reg Andres, P. Eng., FCSCE, FEIC, is the President of the
Engineering Institute of Canada, www.eic-ici.ca.

Reference Documents:
•Government of Canada, Indigenous and Northern Affairs Canada – Toward a New Arctic Policy Framework 2018
•WWF – 2018 Report, Getting It Right in a New Ocean: Bringing Sustainable Blue Economy Principles to the Arctic
•Canadian Northern Economic Development Agency – Building a Strong North Together 2016
•WWF-Canada Posting November 26, 2018 – Vast Potential for Arctic Economy Identified in new WWF Report
•World Economic Forum – 6 Charts to Help You Become an Arctic Expert 2015
•Visual Capitalist – After the Ice: Mineral Riches of the Arctic 2016
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IS MANAGEMENT A

PROFESSION?

A

s I was preparing to write this article for The Canadian
Business Quarterly, I couldn’t get the story of young
Virginia O’Hanlon out of my head. In 1897, the
eight-year-old girl asked her father whether Santa Claus
really existed. Her father suggested that she ask the
question of a New York City newspaper, The Sun. Her
question to the editor was as follows:
“Some of my little friends say there is no Santa Claus.
Papa says, ‘If you see it in THE SUN it’s so.’ Please tell me
the truth; is there a Santa Claus?”
It may seem odd that I, as the CEO of Canada’s chartered
professional management association, is asking this question.
Surely, it’s rhetorical? Surely, it’s tongue-in-cheek? There are
thousands, more like hundreds of thousands, of people
around the world that work in industry that define themselves
as “managers”. These men and women go about their busy
days never questioning their role, plugging away to make
their companies successful. Their card-stock, emblazoned
business cards hold various titles… engineering manager,
operations manager, HR manager, accounting manager,
sales manager… the list goes on with new adjectives being
added regularly.
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Yet, how does one become a “manager”? Getting an
MBA? Fiscal accountability? Reading “guru books”? Networking
and attending conferences? Sheer luck/fluke? All of the
above? None of the above? Some people are “accidental
managers”, others make a concerted effort to achieve the
coveted “manager title”, others walk into the office one day
and find that their manager is “no longer with the company”.
They soon realize they have been offered a “field promotion”,
as is sometimes done when a military battle goes sideways,
and their commander has perished.
I am drawn to the following quotes by Matthew Stewart
in his 2009 book (one of the finest books on the topic,
IMHO), The Management Myth: “The ethical integrity of a
profession rests not on science or any technical subject, but
on trust.” ... “In any serious profession, just as in any stable
society, furthermore, this trust relies on a fair and perspicuous
system of punishments and rewards.”. My view is that these
punishments and rewards form the centre of mass when it
comes to the definition of a true profession.
In 2009 a group of MBA students from Harvard
University voluntarily signed the “MBA Oath” with an intent
to professionalize management. This noble undertaking has
spread to over 100 business school and approaching 10,000
graduates at last check. Meant as a type of “Hippocratic
Oath for Managers”, the philosophy behind it was to bind
MBA graduates to a higher ideal of professional and ethical
standards for those that practice management. I believe
that this may have grown out of the Global Financial Crisis
when there was a tremendous public loss of confidence in
people that should have known better as managers.
The Canadian Business Quarterly - www.TheCBQ.ca
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However, what defines a profession goes beyond the
academic requirements to practice that profession. In fact,
the academic formation is arguably the first and perhaps
least important component. Physicians, engineers, architects
and lawyers all go through the academic process, with the
ultimate goal to obtain a license to practice their profession.
Licenses can be revoked, degrees (usually) cannot. While
the MBA Oath was a good and well-intended step, the
“management profession” can only become a true profession
if industry and society require some form of revocable
license or certification to practice.

certainly be held accountable to something that can be taken away from them. The requirement of these designations
would be the reward for those that achieve them.
In answer to young Virginia O’Hanlon’s question, the
Sun editor responded: “Yes, VIRGINIA, there is a Santa
Claus.” My answer to a similar question would be: “Yes,
management is a profession.”
Dr. Matthew Jelavic, C.Mgr., P.Eng., is the CEO of the
Canadian Institute of Management (CIM), www.cim.ca.

The world is not without post-academic management
certifications. In the English-speaking world, professional
management associations and designations exist within
Canada, Australia, New Zealand, the US and the UK. All
these designations have an academic requirement; however, it
goes much further than that. Codes of ethics and professional
conduct, standards committees, professional experience
requirements, reference checks, and policing mechanisms
all exist in some form or another, to varying degrees.
Designations can be granted, and they can be revoked.
These are the punishments for bad behaviour.
The biggest issue is on the “demand side”. Until
business, society and government make a conscious decision
to make these designations mandatory for certain positions
(like is done within medicine, law and engineering),
management can never truly become a profession. One cannot
be held accountable to their academic degree, but they can
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THE RETAIL COUNCIL OF CANADA
REINSTATING CANADA’S VISITOR REBATE PROGRAM

anada’s retail sector is the largest private employer
in the country with over 2.1 million Canadians working
in our industry with over $76 billion in wages and
employee benefits generated annually.

C

And as the Voice of Retail™ in Canada, we proudly represent
more than 45,000 storefronts in all retail formats, including
department, grocery, specialty, discount, independent
retailers and online merchants.

Retail Council of Canada (RCC) members represent
more than two-thirds of core retail sales in the country which
were $375 billion in 2018 (excluding vehicles and gasoline).

The hunt for a good deal is a quintessential part of the
shopping experience. In contrast, customers hate getting
ripped off, and it can be infuriating to see an identical item
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offered elsewhere at a cheaper price. Retailers in Canadian
understand this, yet they can’t offer certain discounts to tourists
that their international competitors can. It’s not exactly a winning
recipe in a highly competitive global market place.
Back in the 1990s, Canada had a Visitor Rebate Program
which allowed visitors in Canada to receive a sales tax rebate
on items purchased during their travels, including goods
bought to take home and money spent on short-term
accommodation. Visitors to Canada loved it because they
knew they were getting a deal and retailers loved it because
they were able to use it to clinch a sale.
Unfortunately, in 2007, the federal government at the
time, phased out the program, citing excessive costs and
underutilization. Unsurprisingly, this turned out to be a
massive blow to retailers, which makes total sense if you
think about it for a moment. Paying up to 15% sales tax on
top of the sticker price can be quite the shock for customers
not used to seeing that. Why would someone want to buy
something here if they could get it cheaper back home?
This isn’t just rhetoric either. Since the program was
canceled, visitor in-trip spending has decreased by
about $66 per person per trip. We know that nearly $6
billion in Tourism GDP has been lost as a direct result of
canceling the Visitor Rebate Program. The lost revenue
will continue snowball as the number of visitors to
Canada is steadily increasing. This past year, for instance,
we’ve seen a record 20.8 million visitors cross our border.
Each one of those visitors is spending less then they did in 2007.
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Not having tax rebates for tourists is a missed opportunity to
encourage spending and create additional jobs for Canadians.
Canada’s lack of a visitor rebate program is also sending
mixed messages to the global business community. We portray
an image of Canada being a great place for international
businesses to consider, yet we don’t give business owners
and operators all the tools they need to be competitive.
Canada is currently the only member of the Organization
for Economic Co-operation and Development (OECD) with
a federal sales tax that does not provide a visitor rebate.
And with international tourism business being as competitive
as it is, other countries have taken steps to enhance the
visitor experience, where Canada has not and is falling
behind as a result.
To illustrate just how effective these programs are, we
can look at a recent example in Japan. Before having a Visitor
Rebate Program, retail sales in Japan were about $14.2 billion
in 2013. Following the program ’s implemention in 2014, retail
sales have more than doubled to nearly $35.3 billion, just
shy of surpassing the UK in foreign spending. Clearly, the
programs work.
Part of Japan’s success has to do with how well they
advertise their “Tax-free Shops”. The moment you arrive at
the airport they make sure you know visitors can shop tax
free. Stores everywhere advertise it in their doors. Malls
hang banners over walkways - It’s really hard for visitors
NOT to get the message.
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The Japanese program also owes some of its success
to its simplicity. It doesn’t take a Ph.D. to figure out the
system. You only have to show the sales associate your
passport to avoid paying the tax. In contrast, much of the
reason that Canada’s former Visitor Rebate Program was
not heavily utilized was owing to the fact that it was a
bureaucratic puzzle that took more effort for visitors to figure
out than it was worth. But with new technology and lessons
learned, bringing back a new and improved version of the
Visitor Rebate Program is a must for Canada.
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We need to keep our retail sector competitive, capitalize
on the increasing number of tourists to our country and take
advantage of the many benefits increased foreign spending
will have in Canada, for Canadians.
Cory Anderson is Senior Manager for Government
Relations and Regulatory Affairs at the Retail Council of
Canada (RCC), www.retailcouncil.org.
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