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technologies in spinal
cord injury (SCI)
Praxis advances research innovations out of the
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Learn more about how Praxis addresses the critical
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PREPARE FOR A
POST-PANDEMIC

SPENDING

BOOM & BUST

I

f you ask anyone in the market why they are
bullish for 2021, they will tell you right away
that they see a light at the end of the Covid
tunnel. And indeed, with the multiple vaccine
news we have received since the beginning of
November, there is a light. There may be many
potholes, with the coronavirus cases, hospitalizations
and fatalities on a disturbing upward trajectory, and
a very tough winter staring us in the face, but there
is a light that we can now all see. To have vaccines
developed and now distributed in such volumes and
with such tremendous efficacy levels, and done so
quickly, does indeed make one tempted to believe in
miracles we thought were only saved for the bible
stories.
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So what lies ahead for the coming year. A very rough
first quarter for the economy. And then a better second
quarter. And quite likely boom-like conditions in the
second half of the year as substantial amounts of pent-up
demand get released. You speak to most people, and
the first thing they want to hear upon getting the jab
are the words “please fasten your seatbelts”. Travelling,
mall browsing, bar hopping, eating out, dare I say, socializing,
will be all the rage. It is called “pent-up demand” for a
reason. And this will be the single dominating force driving
the economy in 2021, barring any unforeseen setbacks (as in,
not enough of a vaccine take-up to achieve the Holy Grail of
herd immunity. No central bank will dare tighten monetary
policy even if inflation rears its (pretty?) head and one can be
reassured, especially in Canada with a federal government
that would make Tommy Douglas blush, that the fiscal spigots
will remain turned on in a major way. Interest rates, by hook
or by crook, will not be allowed to rise as they have typically
done in past aggressive economic recoveries. If you are a
policymaker today, the last thing you will be doing is
upsetting any apple carts.
So the economic outlook for 2021 is perhaps the easiest
one to make that I can recall in my 35 years in the forecasting
business. There will be a post-pandemic spending boom. It’s
only a matter of how big and what quarter it begins. That
light, indeed, does shine bright. Much of this good news, as
an aside, is priced into every global financial asset you can
probably name. Even the previously beaten-up airline, casino,
retail and hotel stock you can think of has priced in the light
at the end of the tunnel.

But, you see, from a financial markets standpoint, just as
the economy booms next spring and summer, even into the
fall, investors will at some point in 2021 have to confront
what life is going to be like once we get past the light. At
some point next year, I guarantee everyone that just as the
markets were soaring during the darkest of hours during
the pandemic in 2020 because of the light they saw at the
end of the tunnel, these same markets will be beyond that
light even as we all go out and have fun again. That’s the
thing about markets – they move earlier and more quickly
than people do.
All that said, I do think from an economic standpoint,
there will be an economic recovery of epic proportions. But
the recovery beyond the end of 2021 will be muted and
frustratingly slow, and it could take at least three years
before all the economic damage from the virus and the
lockdowns are ultimately recouped. Then think of a future
with massive public deficits, debts, and government
intervention and regulation. Then we have to consider,
when we get to the other side, how these massive central
bank balance sheets will get dealt with. Will the debts get
monetized or not? And a world of reduced globalization
and more localized supply chains, an end to-just-in-time
inventories, and what the future holds for taxation. I don’t
know about you folks, but it is crystal clear to me that in this
period of heightened uncertainty, it will be capital, and not
labor, that defrays the cost of the rescue packages, and that
means higher tax rates on capital gains and corporate
income. The current surge in the deficit is not about shovels
in the ground with some hope of future multiplier effects on
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the economy – it is simply a transfer from some future
taxpayer to today’s household and business who are out of
work and for some reason had no cash, savings, or liquidity
to get through even a few months of shutdown for public
health purposes.
What the world looks like when the crisis ends is truly
anyone’s guess but I will say with 100% clarity that it is going
to look a lot different than it did before. Not just the question
over government policy, but at the individual level, months
of isolation and distancing, and fear of a return of the pandemic
are going to fundamentally alter lifestyles, and will have a
profound influence not just on the way we live but how we
conduct ourselves in our personal and commercial lives. For
example, working from home is certainly going to be a more
dominant force even once we move beyond the light at the
end of the tunnel, with obvious negative implications for
commercial real estate but positive implications for internet
infrastructure, computer hardware and video conferencing.
There is going to be a sharp reduction in travel to work,
travel in general, and this means fewer cars on the road,
there is nothing here that is very good for the auto sector,
and the future therefore is really clouded for office REITS
and commercial real estate in the large densely populated
urban areas. But there are some bullish themes that emerge
too. As we go into an era of elevated personal savings rates
where people are going to focus on what they need, not
what they want. This means to screen all of your equity
exposure for “utility-like” characteristics – and that includes
anything related to ecommerce, cloud services, delivery
services and wiring up your home to become your new
12

office. What lies beyond the light at the tunnel is a secular
shift in economic behavior that took place during this
grim period of history; shifts I believe are secular in nature,
that tell me to focus on areas of the market, consumer
staples, health care and even big tech, that have morphed
into essentials.
No doubt, the investment community is paying more for
duration today than they ever have in history but since we can
anticipate rates to stay low for years to come, this valuation
driver becomes the dominant issue that will be driving the
market and prospective returns. This is exactly why growth
investing trounced value for much of the past decade, even
before the pandemic. Ultimately, the growth-versus-value
decision depends on what the world will look like once Covid-19
is in the rear-view mirror. But even with a vaccine, if we return
to the pre-Covid world, when you think about it, it actually
means a return to a slow-growth, low-interest-rate, and
low-inflation world, which means growth will remain the place
to be because they are the longest duration stocks in the
equity market. For cyclicals and value stocks to work, you
want faster economic growth, signs of inflation, and higher
interest rates. There’s been a move recently into the value trade
and it does make sense since these stocks are dirt cheap and
deserve to be rerated positively for a post-pandemic world.
But at the root, this is really just a mean reversion trade, and it
may have more legs to it. But that is why it is referred to as the
‘value trade’ and not the ‘value trend’; for the same reasons
value unperformed growth 80% of the time and by more
than 3 percentage points per year during the 2009-2019
bull market expansion.
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The major point I need to emphasize right out of the
gates is that it can’t possibly be lost on anyone that what
we had was a health crisis that morphed into an economic
crisis and then somehow managed to morph into a financial
crisis that was ten times worse than anything we saw in
the Great Financial Crisis and forced the Fed and the Bank
of Canada to probe the outer limits of monetary intervention.
We simply refuse to stop these cycles of redressing debt
crises by adding more debt, which merely compounds
the adverse effects from the recession that is inevitable,
and yet at the peak of the cycle nobody ever seems to be
prepared for one.
The vaccination process is no reason to believe we are
not in some form of economic depression that has only been
disguised by unprecedented policy stimulus. Just because
your kid has training wheels doesn’t mean he (she) knows
how to ride the bike. And we have an economy on our hands
that could not survive without large-scale deficit finance
and central banks suddenly acting like hedge fund managers.
This is why it’s going to be a depression because what
comes next is a secular change in attitudes towards credit
and towards savings. I mean, seriously, over half of American
households didn’t have enough cash on hand to even get
through three months of a job loss — quite remarkable when
you consider we went into this mess with a 50-year low
unemployment rate of 3.5%. Not to mention the corporate
sector where, for some reason, the word “liquidity” became
a dirty nine-letter word this past cycle. Now every business
has working capital they have to cover with a fraction of last
year’s cash flow.

And this got me thinking about how the future will be
one of treating “savings” as sacrosanct. Beyond the quarter
or two of pent-up demand release in 2021, frugality is going
to emerge as the primary theme. It’s not the end of the
world, either, unless you’re an advocate for a sustainable
and vigorous economic expansion.
In a narrow view, the markets are telling us that the ‘new
normal’ will be a ‘reversion to the mean’ where life goes back
to normal. And to that I say not so fast. People will surely go
back to restaurants, hotels and airplane travel in due course,
but don’t think for a second that there will not be residual
impacts. The narrative emerging from the recent trading
action in the equity market tells us that we are going back
to our old lifestyles and that is what I would bet heavily
against. I have seen, and continue to see, secular shifts in
behavior that will transcend a couple of quarters of pent-up
demand release, that we will be stuck with a permanently
higher equilibrium personal savings rate and a permanently
lower labor force participation rate. And if we do somehow
revert to the old normal, remember that the prior ten-year
period was one of low growth, low inflation and low interest
rates. I don’t see that changing because the secular forces
of aging demographics, massive debt burdens and extreme
income and wealth inequalities, if anything, have become
accentuated by the pandemic.
What the world looks like when the crisis ends is truly anyone’s
guess, but I will say with 100% clarity that it is going to look a
lot different than it did before. I sense that some of the
structural changes in our economy could be long-lasting.
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Global supply chains could shrink, and in some cases we
might see the full repatriation of manufacturing in certain
industries, for instance in pharmaceuticals, food and high-tech
like semiconductors. Areas deemed to be in the realm of
national security. Before the pandemic, the emphasis was
on “just-in-time” production, with parts being delivered just
when they were needed in the manufacturing process. In
the post-pandemic period, the emphasis could shift, to some
extent, to “just-in-case” supply chains, emphasizing proximity
and certainty of delivery. And then beyond the question
over government policy, we have to consider at the individual
level, how months of isolation and distancing and in the future,
a fear of mutation of the pandemic, are going to fundamentally
alter lifestyles, and will have a profound influence, not just
on the way we live, but on how we conduct ourselves in our
personal and business lives.
Then we have to consider, when we get to the other
side, the massive government debts we will have built up
and how that, along with even more bloated central bank
balance sheets, will get dealt with. Will the debts get
monetized, or not? Or God forbid, will taxes have to go up
on the middle-class? Just some things to contemplate in
2021 as we get our booster shots and then race to the
local brasserie. The stock market is not the economy so
don’t believe for a second that record equity prices means
the road ahead isn’t going to be a bumpy one.
David Rosenberg is the Founder, Chief Economist &
Strategist of Rosenberg Research & Associates,
www.rosenbergresearch.com
14
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CHARLESGLEN

TOYOTA
ALBERTA’S CELEBRATION DESTINATION

ince 1988, Calgary’s Charlesglen Toyota has earned a
reputation for treating staff and customers like family,
building on this reputation every day by striving to
make the purchase and service experience better for
each new customer.

S
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Calgary’s Charlesglen Toyota

Tim Beach is Charlesglen Toyota’s Dealer Principal and
General Manager. Based in Calgary’s North West Auto Mall,
Charlesglen Toyota has been in the business of selling and
fixing cars for more than 30 years, founded in 1988 by Glen
Richardson and Glen Rumpel. Mr Beach credits the
dealership’s success to a strong community and a great
city, and here discusses the origins of the dealership, its
commitment to supporting the Calgary community, and his
belief that every day should be cause for celebration.

KEEPING IT
LOCAL
“Charlesglen Toyota opened in 1988, in North West Calgary,
at 21 Crowfoot Circle,” Mr Beach says. “We were welcomed
by the surrounding communities including Ranchlands,
Silver Springs and Scenic Acres. Since that date, we’ve
continued our business with the mindset that if we support
our city, the city will support us.”
Charlesglen is extremely proud of its achievements and
involvement in the local area, which over the years has
involved community initiatives, fundraising, involvement in
United Way of Calgary and Area campaign, and the
dealership’s annual fundraising Show and Shine event, Steel
Dreamz.
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“Something that we’ve done a lot of work with in the
recent past is our Keep it Local merchant network, which
helps provide small local businesses the opportunity to
advertise with us for no cost, and leverage off our marketing
efforts by offering small discounts to our customers.
Supporting small business is how we can all grow and flourish
together.”
This commitment to community work has helped define
the growth of the dealership, as it was founded on the
principle that mutual support with a strong community and
great city is key to ongoing success.
“I come from a small prairie background, and believe
that if you buy local, the people that you buy from will also
come back and support you, and it’s served us well. We’re a
strong member of North West Calgary.”
Originally from Saskatchewan, Mr Beach studied Business
Administration and Marketing at Calgary’s Mount Royal
University. He began selling cars in 1991 as his first full-time
job, progressing eventually to becoming Dealer Principal at
Charlesglen Toyota.
The dealership has grown exponentially over the years.
In 2011, it moved from its 18,000sqft Crowfoot showroom to
a state-of-the-art facility boasting 107,000sqft, 40 service
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bays and 116 employees, and began to achieve sales in excess
of 2,000 vehicles per year.

on trucks. Mr Beach explains that this is often reflected in
the sales the dealership makes.

“I consider Toyota to be the number one automaker in
the world. The main reason I feel that is because of its
affordability and maintenance costs. It continually ranks as
the lowest in the industry for maintenance and costs per km
ownership, and that’s compared to all other Japanese and
domestic competitors.”

“We tend to sell a higher percentage of 4Runners,
Tacomas, Tundras, RAV4s and sport utilities in general.
[Calgary] is a little more truck-centric than maybe the
large, metropolitan areas that gravitate more towards
smaller vehicles, like cars.”

Charlesglen Toyota works upon the principle that its greatest
asset is its people, evidenced by the incredible education and
tenure levels of its staff members, many of whom have been
working for the dealership for over 10 years.
“Our Auto Rewards program is another big advantage
that we have at the dealership, which just helps give back to
our customers that support us, and also helps the local business
with the Keep it Local initiative.”
The dealership was recently awarded the 2021 Dealer of
the Year with DealerRater, and has won the Calgary Herald
Readers’ Choice Awards numerous times. The company currently
has close to 4,000 Google reviews, at a 4.8 star rating.
With the city’s close proximity to the mountains, the buying
public in Calgary tend to be outdoorsy types, with a focus
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Like most industries, the Covid-19 pandemic has had a
significant effect on automotive buying habits, with the
earlier parts of the pandemic seeing ride shares and public
transit use growing, minimizing car buying. Recently,
however, many people have decided that they want to have
their own vehicle to control cleanliness.
“The improvement of vehicles in regards to fuel efficiency,
and even electric vehicles, has been changing our landscape,
and it’s interesting to see how rapidly things are changing
and adjusting. Toyota is very well poised in this, and have
been building hybrid vehicles for over 20 years, so they’ve
got a really good understanding of what consumers want.”
Charlesglen Toyota is known as Alberta’s Celebration
Destination, reflecting the environment and attitude the
dealership takes towards its staff and customers, with
‘celebration’ serving as the cornerstone of the business.
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“Celebration is a word that can be used to describe
pleasure in regards to an occasion, and when you buy a new
car most people think of it as a great, fun time, and it is a
celebration in itself. So, we chose to make it deliberate. We
chose to look at every day and find a reason to celebrate,
not just the day they’re picking up the car.”
Many people would conclude that the last year has
thrown up very little to be celebratory about, but Mr Beach
believes that celebration can and should still be achieved.
Every day the dealership has cupcakes available to celebrate
something unique happening in the world.
“For example, today [March 22nd 2021] is World Water
Day,” Mr Beach explains. “2.2 billion people don’t have
fresh water in the world. We’re celebrating even that little
thing that we have fresh water here in Canada. Tomorrow
is [Canada’s] National Puppy Day. Who doesn’t want to
celebrate a puppy?”
Mr Beach admits that the dealership wouldn’t be as
successful as it has been over the years without the support
of the great guests that have purchased and serviced
vehicles from Charlesglen Toyota in the past.
“We’re here for you,” he concludes. “We’re in the
community. We want to support any community initiatives
that make our city better and stronger. That’s what we’re all
about here at Charlesglen Toyota.”

With a commitment to supporting the local community,
Calgary’s Charlesglen Toyota makes every day special
for its staff and customers. Find out more about Charlesglen
Toyota by visiting www.charlesglentoyota.com
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5 PODCASTS
EVERY CANADIAN
BUSINESS LEADER
SHOULD BE
LISTENING TO
INSIGHTS FOR CANADIAN LEADERS

odcasts have gained massive popularity in the
past few years and for all the right reasons.
They are an amazing way to stay informed
about topics you are interested in, and can be a first
step in finding new interests. Podcasts have become
a space for experts to offer advice and share
experiences openly. Business experts have flocked
to this medium, eager to share their expertise,
offering advice on entrepreneurship, marketing,
finances, and management.

P

20

The Canadian Business Quarterly - www.TheCBQ.ca

5 Podcasts Every Canadian Business Leader Should Be Listening To

Some of the biggest names in business have started their
own podcast, including Barbara Corcoran, Bethany Frankel,
and Tony Robbins.
If you’re looking for advice on anything, you’re likely to
be able to find it on a podcast. One of the fantastic things
about podcasts is the direct connection between the
podcaster and listeners, with many podcasts having an
open email for questions. So if you can’t find the response
you’re looking for feel free to ask, there are probably others
that have the same question, and these business bigwigs
will probably have the answers.
Here are our top 5 business podcasts that you need to listen
to. The best part - they’re all owned and hosted by Canadians!
• Marketing News Canada
Marketing News Canada is hosted by award winning
marketing expert, me! It’s filled with educational, motivating,
and informative interviews with marketing professionals
from across the country. A few of the executives interviewed
are from Twitter Canada, Google, Starbucks, Daily Hive, TIFF
and so many more. If you enjoy hearing about the people behind
prominent brands and how their strategic perspective and
expertise helped them create brilliant campaigns and achieve
success, then we know you’ll love Marketing News Canada.
•Growth Marketing Today
Hosted by Ramli John, Growth Marketing Today is a podcast
for those with a passion for marketing, design, and product

owners. Ramli is joined by guest speakers that are experienced
within these 3 subjects. Each episode is filled with fantastic
stories and advice. Ramli guides listeners through his guests’
tried and tested strategies, and provides us with insights
into what worked, what didn’t, and what lessons you
should take away. It’s a great way to stay in the loop
and keep up with industry insights.
• I Quit!
Becoming an entrepreneur usually begins with the words “I
Quit”. Hence the naming of this fantastic podcast. I Quit tells
the incredible stories of entrepreneurs that left the security
and support of a regular 9-5 job and found success working
for themselves doing what they love. Learn lessons from
people that had to find out the hard way, and hear where
these founders found their motivation to create something
new and overcome challenges. Perhaps you might just
find some inspiration to change your life and start your
own business.
• Today in Digital Marketing
Today in Digital Marketing is the quick daily update you need
to stay on top of what’s going on in the fast paced world of
digital marketing and social media. If you need to stay up to
date on the trends of the day, or new industry information,
this podcast hosted by Tod Maffin, will make sure you’ve
got the inside scoop. Turn industry insights into actionable
information, and always be on top of your game by listening
to Today in Digital Marketing with new episodes every
weekday morning.
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• Under the Influence
Hosted by the legend, Terry O’Reilly, Under the Influence
offers a unique look into some of the most successful and
memorable marketing campaigns from around the world.
Some marketing doesn’t just achieve brand goals, it touches
lives. These are the ones that deserve mention, and Under
the Influence delivers. O’Reilly offers a humorous and
informative glance into the ideas that made these campaigns
successful, and why people loved them so much. If you’re
looking for inspiration for your own marketing campaigns
we cannot suggest this podcast enough.
If you have not listened to one of the podcasts above
yet, you’re missing out on so much great content. Do some
research and find one that fits your interests, but we promise
you won’t be disappointed. Including podcasts in your
information network for marketing news and insights will
help you stay one step ahead of your competitors. Learn
from some of the best in the business and use their wisdom
to develop a better understanding of marketing for yourself
and your business.
Not sure where to find podcasts? They are available on
Apple Podcasts, Spotify, Stitcher, or wherever you find your
favorite podcasts.
Darian Kovacs is the Founder of Jelly Digital Marketing &
PR, www.jellymarketing.ca
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RIVA
INTERNATIONAL

FROM SHAREHOLDER TO CONSUMER
CAPITALISM: HOW CUSTOMER DATA
OPERATIONS IS ACCELERATING
CORPORATE TRANSFORMATION
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Riva International

T

he concept of shareholder value capitalism is attributed
to several notable economists and embraced as
conventional wisdom by Western culture in the
mid-1970s. This philosophy placed corporations, their
profits, and ultimately shareholder returns at the economic
center of the universe. After decades of broad acceptance,
it’s starting to fall out of favor.
Management philosopher Peter Drucker theorized that
profits and shareholder value were the direct results of
delivering value that served customer needs, not vice versa.
Jack Welch, the legendary ex-CEO of GE, concurred, adding,
“on the face of it, shareholder value is the dumbest idea in
the world.” “There are only two sources of competitive
advantage: the ability to learn more about our customers
faster than the competition and the ability to turn that learning
into action, fast.”
By placing customer value at the center of their respective
universes, fast-growing companies worldwide (look no further
than Shopify, Amazon, TikTok, or Netflix) demonstrate the
potential of customer capitalism. These companies leverage
customer data to learn about their customers and turn that
knowledge into action faster - the basic recipe for a successful
digital transformation.
Digital transformation is no easy task, however – even
for progressive corporations. Customer capitalism represents
a sort of Copernican revolution, one that forces many corporate
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structures, practices, and software solutions to complete
the 180-degree shift from a shareholder-centric approach
to a customer-centric approach.

CUSTOMER
DATA OPERATIONS:
TRANSFORMING
HIDDEN DATA INTO
GOLDEN OPPORTUNITIES
Fortunately, most organizations gather all kinds of
customer data that could be used as a source of competitive
advantage – if only the data were available where and when
they need it. Customers leave digital footprints in the
applications your employees use most - their calendars
and inboxes. In the past, this critical customer relationship
data was traditionally stored in ERP or accounting systems.
The expectation was that important customer information
would make its way into the corporate Customer Relationship
Management System (CRM). Unfortunately, customer data
gets trapped in applications and platforms that were not
designed to support the initiatives of a customer-centric
corporation.
That’s where customer data operations (“data ops”)
comes in.
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Given the fundamentally human nature of corporate
communication, systems and applications designed during
the era of shareholder capitalism are rich with customer
information. However, that information gets trapped in
functional or divisional silos and often lacks the nuance
and context of the company’s 360-degree view of the
customer.
“As far back as 15 years ago, we observed our clients were
becoming increasingly aware that their customer data held a
lot more potential than their technology allowed them to
access and use,” says Aldo Zanoni, co-founder, and CEO of
Riva, a leading customer data integration solutions provider
based in Edmonton, Alberta. “As a young software development
firm, we were at the right place at the right time. We quickly
earned a reputation for building a platform that helped our
customers tap the gold hidden in their customer data, data
that was trapped by their technology.”
Riva is at the forefront of a growing movement to provide
customer-centric data ops. With customer data operations,
corporations can now separate their data from the software
where it’s housed. Robust data ops allow corporations to
abstract essential customer data from emails, contacts, and
meeting invitations and place it into the context of conversations,
relationships, and collaborations. After considering data privacy
and security compliance requirements, the enriched data
can flow back to employees inside the applications they use
every day, so they are better prepared to create value for
the customer – during each experience.
The Canadian Business Quarterly - www.TheCBQ.ca
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SMART, SECURE,
DATA INTEGRATION
AT SCALE
“From the customer’s perspective, data ops are essentially
invisible,” says Aldo Zanoni. “When data integration is working
as it should, enterprise team members have a more complete,
current picture of each customer. When a customer calls, the
corporation can do a much better job of anticipating and
addressing their needs. Data ops put the right data into the
hands of the right employees to improve the customer experience.
It also helps executive leaders to make better decisions because
the data is more curated, complete, and can be understood in
the context of the customer’s relationship with the enterprise.”
In the simplest terms, data ops democratize data by
eliminating the workflows and use constraints imposed
upon it by specific applications. Because the data gathered
by corporations is often sensitive or regulated, unbridled
democratization can create enormous security and compliance
risks. As a result, gathering, analyzing, and grooming data to
create customer value is only the first step in the process. The
next step is to leverage that data by governing access – and
taking steps to ensure the secure and compliant use of privileged
customer data.
“Our pass-through technologies free data from the
sof tware applications where it’s initially gathered and
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housed,” says Stéphane Zanoni, Riva co-founder and Chief
Technology Officer. Once the data is abstracted, it is no longer
subject to the technology limitations of the system that
collected it.
“Once we’ve abstracted the data, its potential is limited
only by imagination,” says Stéphane. “But because the data
is gathered from customers, corporations need to temper
imagination with responsibility.”
Ensuring customer data security is a core responsibility of
corporations in the era of consumer capitalism. It is mission-critical
in regulated industries like finance, insurance, healthcare, life
sciences, and government. Choosing a proven customer data
operations partner demonstrates a corporation’s commitment
to keeping customer data safe. It is also a safeguard from
sanctions and reputation damage associated with data misuse
or breach. “Clients rely on us to honor the data security promises
they make to their customers – and to make sure their data use
is compliant with current regulations,” says Stéphane.

A NEW LAYER IN THE
DIGITAL TRANSFORMATION
TECHNOLOGY STACK
As the move toward customer capitalism has accelerated,
corporations have recognized the growing power of the
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consumer and the limitations they face with software
developed for a shareholder-centric approach to business.
CRM and cloud providers moved to fill that gap, but without
access to customer data housed in email, calendar, contacts,
and tasks, their customer insights were often untimely and
incomplete.
Given this reality, many CRM providers developed simple
connectors designed to bridge the gap. Unfortunately, those
solutions lacked the sophistication necessary to accomplish
meaningful customer data integration at scale.
“Our CRM partners are very good at what they do – but
they don’t do what we do,” says Stéphane Zanoni. “With the
growing availability of high-performance customer data ops
solutions like our Relationship Engine, CRM providers are
sunsetting the solutions they’ve created. At this point, they
know that what we do ultimately enhances the value they’re
able to bring to their customers. Now CRM providers are
among our strongest referral sources.”
“It’s a win for everyone involved,” says Stéphane. “We’re
able to focus on improving the security and efficiency of
our data operations platform, the Riva Relationship Engine.
CRM providers are able to focus on improving the power of
their solutions. Customers can then enjoy more responsive
products and services, and corporations can continue their
successful transition to an increasingly customer-centric
marketplace.”

After decades of tuning systems, cultures, and expectations
toward consumer capitalism, customer data operations has
emerged as a new layer in the technology stack, designed
to accelerate digital transformation for companies of all sizes.
Based on the momentum of this revolution, there’s never
been a better time to be a customer.
Riva makes CRM more powerful in complex enterprise
environments. Our data operations platform connects,
curates, conditions and synchronizes data between business
applications like Outlook and Gmail to CRM to ensure secure
and compliant digital transformation. To find out more about
the Riva Revolution, visit www.rivaengine.com
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OPENSPACE
ARCHITECTURE
A WINDOW TO NATURE

B

ased on Vancouver’s North Shore, Openspace
Architecture is a boutique architectural and
interior design practice specializing in single family
and resort residential projects, with a broad range of
experience in master planning and infrastructure projects.
A visionary who truly cares for others and deeply
respects the land, Openspace Owner Don Gurney produces
work that is contemporary in expression, with a deep
understanding of the long tradition of architecture and
design. Mr Gurney’s hands-on methodology is driven by
his great reverence for the relationships between people,
nature, and the built environment. The Openspace team
strives to elevate the field of Architecture, creating a
legacy through design excellence. Mr Gurney speaks to
us about his experience of open space planning, the
company’s focus on introducing its building system to
countries around the world, and the commitment to
creating buildings that provide a window to nature.
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with distinction
Award Winning Custom Home Builder in Victoria BC

Openspace Architecture

OPEN SPACE
PLANNING
The practice began life in 1998 as Don Gurney Architects,
founded by Mr Gurney alongside current Associate and Senior
Technologist Eric Pettit. In 2008 the name of the company
was changed to Openspace Architecture.
“That name comes from my planning experience,” Mr Gurney
says. “I was with an international planning firm for many years,
where we worked on projects internationally, but primarily in
the downtown waterfront area [of Vancouver].”
Open space planning became a large component of
those mega developments, during which Mr Gurney gained
experience working for clients such as Marathon, Concord
Pacific and Vancouver Port Authority. Realizing and working
with open space planning became very important to him,
and that’s how the name originated.
In his current work, Mr Gurney aims to find balance in
the relationship between objects and spaces to create an
effortless sense of harmony. He approaches projects with
both restraint and an eye for detail, using natural materials
to harness minimalist expression.
“My whole background has been in the construction
industry. I started out very early, from my early teens, working
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construction. That led to a technical diploma in architectural
design and drawing. From that I was a technician for five
years with an architectural firm, then in 1983 I decided to
go back to university and study architecture at Carleton
University.”
Mr Gurney brings a humanist approach to his comprehensive
understanding of planning requirements, honoring site
context and working hard to enhance the way buildings are
experienced, with the ultimate aim of creating harmony
between indoors and outdoors.

LOCAL AND
INTERNATIONAL
PROJECTS
The projects Openspace has been involved in over
the years have spread across Vancouver, from West Van
to North Van and the Olympic training facility. Locally, the
practice’s most notable work is in West Vancouver and
the Whistler area.
Known across the globe as a world class ski resort,
Whistler has seen a lot of work over the last ten years,
and it has become established as an all-seasons resort,
bringing many more people to the area over the course of
a year.
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“It’s now for mountain bikers, and everything else
from fly fishing to hiking, and everything else that goes
along with that resort. As far as our clients are concerned
[at Whistler], I would say that probably 95% of them are
international clients, from all over the place – the UK, Australia,
South Africa and Malaysia.”
In terms of its work in British Columbia, the practice’s
footprint is far reaching, having done work on the interior
of BC, as well as on Vancouver Island, in Tofino, Saanich
Peninsula and Cowichan Lake.

“Most of the projects we do,” Mr Gurney explains,
“with the exception of West Vancouver, are secondary
projects or second residential resort type homes. So this
has been our primary focus for the last fifteen years.”
The company’s history has seen much of its work
done in this space, making impressive second homes
for high net worth individuals. Recently it has been
moving into other architectural areas, such as hotels
and restoration.
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“We’re doing some restorative work that has been
happening in California, most particularly in Sonoma County,
where the fires have had a devastating effect on the wineries.
We’re rebuilding a winery and a number of support buildings
that were devastated by the Kincade fire in 2019.”
In addition to its work in California, the company has
been involved in several other projects in the United
States, including four successful resort homes at Noi’Ulu
Estates, Hualalai, on the Big Island of Hawaii, and ongoing
work at another resort in Hawaii building family homes
for private clients.
The practice is also beginning a large and an exciting
off-the-grid planning and architectural design project for
residential homes, which will be located midway between
Carmel and Monterey on the California coast.
In addition to local success, the passion for architecture
in the company has led to projects in a number of countries,
with a focus on taking local experience and adapting to
the work and design styles of different cultures.
“We started out doing simple timber frame homes, and
evolved that over the years into doing these lovely projects
which are a mix of timber frame and hybrid steel buildings.
We’ve developed a nice system, and we want to introduce
other countries – such as India, Japan, Mongolia – to these
systems, to bring them a new type of housing.”
32

CREATIVE
OUTLOOK
Architecture has always been a competitive sector, but
in recent years it has seen the rise of new technologies,
particularly in terms of highly integrated 3D modelling
known as building information modelling (BIM), which have
changed the face of the industry.
“[BIM] is taking over much of the industry, but where it
hasn’t really reached is the residential market. These homes
are every bit as expensive as some of the smaller hospitals
and schools, but for some reason the digital information
modelling has not got into the market. Given the level of
sophistication of these homes, it certainly should be.”
This is an area that Mr Gurney feels Openspace Architecture
has an advantage over competitors. With BIM, the company
is able to resolve the buildings, relative to the site, in 3D
computer modelling with integrated structural, mechanical,
electrical and smart home systems, before even beginning
construction.
With its focus on a highly creative process, Openspace
offers a playful yet rigorous approach to design, bringing
projects to life through the pollination of key ideas and a
strongly integrated design process.
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The open space nature of its designs is integral to the
company’s ethos. Buildings with lots of glass, and the large
spans created by timber and steel, offer its inhabitants a
huge window on nature, like a lens through which to view
the natural world.
“It’s quite an experience to live in these homes. When
you look at a particular site, whether it’s a mountain site, or
a desert site, or a lakefront site, you find the best part of the

site, and then put the building on the worst part of the site,
so that you can view onto the best part. This is essentially
what we mean by open space planning.”
Teamwork is integral to the company’s ongoing success.
Clients and consultants are made to feel welcome and
appreciated in Openspace’s creative studio, which provides
the space for an invaluable exchange of cutting edge ideas
and constructive critiques.
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The company’s current focus is on taking the technologies
it has developed to other countries, sharing with the
rest of the world Canada’s excellence in the space. So
far the reception in these countries has been very
positive.

Coupled with the need for low energy consumption
and sustainable design, the mixture of real materials
and a feeling of communion with nature is the nexus of
Openspace’s business, creating a blend of mind and
spirit that remains critical to its success.

“Something that we think is important in the work
that we do, whether it’s commercial work or residential
work, is just keeping people in contact with real materials.
We’re using materials like stone, timber, some metals, that
once you walk in the building you don’t need a period of
adjustment, your body is settled and at one with it.”

With a commitment to creating buildings that provide a
window to nature, and the capabilities to introduce its
successful building system around the globe, Openspace
Architecture has navigated the coronavirus pandemic
successfully. Find out more about Openspace Architecture
by visiting www.openspacearchitecture.com
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SIGNATURE

MAZDA

VANCOUVER
THE THIRD BIGGEST MAZDA
DEALERSHIP IN CANADA
ocated in the number one Auto Mall in
North America, Signature Mazda Vancouver
is one of the premier dealerships in Richmond,
BC, having built a reputation for quality customer
service, transparency, honesty and value.

L
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Marko Joannou is General Manager and Dealer Principal
of Signature Mazda Vancouver. During his time working
with Richport Ford in the mid-90s, Mr Joannou was recognized
as one of the top 2% of Ford Motor company sales
consultants in the world. In 2000, he was promoted to manage
the sales department for Signature Mazda, which quickly
ranked as the number one Mazda dealership in Western
Canada, and one of the top 25 globally. In 2016, Mr Joannou
acquired Signature Mazda along with his partners Deryl
Griffith and Vikki Kazakoff. He spoke to us recently about
his beginnings working with the Mazda brand, the success
he has seen while managing the dealership, and the shifts
in consumer behaviors that are changing the automobile
landscape.

GRAND
PERFORMER
“Signature Mazda is a Vancouver-based automotive
dealership,” Mr Joannou says, “located in the Richmond
Auto Mall, [which] was actually rated by J.D. Power and
Associates as the best Auto Mall in North America.”
Signature Mazda normally delivers in excess of 1,700
vehicles per year, which is typically comprised of around
1,000-1,200 new cars, and 600-700 used. Mr Joannou admits
that the aim in 2021 is to push the total number up to 2,000.
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Congratulations
Signature Mazda for
20+ Years of Success
HUB International is excited to recognize Marko Joannou and
Signature Mazda’s continued success as one of the largest and
most well respected auto dealerships in Canada!
As Signature Mazda’s preferred broker, we’re mutually dedicated
to the highest level of client service, partnering with businesses
and individuals to help achieve their goals. HUB looks forward to
working with Signature Mazda and their clients for many years to
come, and is ready to help you develop strategic plans for both
commercial insurance and employee benefits, now and in the future.

Contact Arun Singh, our Regional Manager, for a quote today.
604.270.7709
arun.singh@hubinternational.com
150 - 13460 Smallwood Place, Richmond

Risk & Insurance | Employee Benefits | Retirement & Private Wealth

Signature Mazda Vancouver

proudly sponsored by Scotiabank Dealer Finance

“Currently, we rank as the third biggest dealership in
the country for Mazda Canada, with more than 50 employees.
We’ve achieved awards such as the [Mazda] Grand
Pe r fo r m e r and Dealer of Distinction, which we’ve won
multiple years in a row.”
M r J o a n n o u ’s i nvo l ve m e n t w i t h M a zd a b e g a n
through his relationship with the previous dealer, who
purchased the dealership in Richmond Auto Mall in late
2000. Since then, the dealership has continued to grow
impressively.
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“I have the pleasure of being the President of the Mazda
Canada Dealer Association, so that’s given me the ability to
give some extra vision into the operations. [Mazda] is truly
an amazing brand, and we’re very passionate about it.”
There are currently 164 Mazda dealerships in Canada.
In the past, other Japanese brands were Mazda’s main
comp etitors , but M azda’s move into a space that
i s conside re d alternative to premium has put it in
competition with high-end giants like Audi, Land Rover
and BMW.
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Canuck Place Children’s Hospice is the only pediatric palliative care
provider in BC & Yukon. They provide complex medical care for more
than 818 children with life-threatening illnesses and their families.
At Canuck Place the end of the journey is already known, but the
journey to get there has yet to be written.
With donor support, Canuck Place works to make the rest of that story
the very best it can be.
Through complex care, play and keeping families whole, they ensure
that lasting memories are filled with joy, and no moment is missed.

Learn more about supporting complex care at Canuck
Place through corporate partnerships and sponsorship.

Visit canuckplace.org
Care for children with life-threatening illnesses and their families made possible by compassionate
partners like Signature Mazda, Richmond BC.

Signature Mazda Vancouver

“One of the great strong points of Japanese brands is
their high resale value,” Mr Joannou explains, “as
[a u to m ot i ve analysts] ALG will confirm for us. The
consumer reports just this year rated Mazda as the highest
quality automotive product on the globe.”

“Our vehicles are so well-made, we barely see any
warranty work coming through the doors of our dealerships,
so that speaks volumes to the quality of the product.
Typically, urban centers do very well with products
like this, where quality is paramount.”

Mazda has redefined the way the automotive experience
works. Establishments such as Signature Mazda are no
longer defined as dealerships, but as clubhouses, offering
a five star customer service experience that differentiates
them from their competition.

Mazda’s racing heritage still has a big impact on the
brand’s image, with an executive team in Japan spending
almost every weekend on the track to improve the driving
experience of its vehicles.
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“Today, we find ourselves in a place where we see
responsible buyers. They want to purchase vehicles that are
good for the environment – fuel efficient, low carbon output.
Today’s consumers don’t look at vehicles the way they did
years ago. They’re more like cellphones; they’re disposable.
Vehicles today are more like technology, rather than cars.”
The industry has come a long way in a short amount
of time. This can be seen in the most recent safety
standards, with there being around 50% better safety
efficiency in today’s vehicles than those being manufactured
five years ago.
“We have a very changing landscape, and so consumers
today are more conscious of that. [There will be changes in]
the buying habits of Canadians, and where the Japanese
brands are going to play versus the other players in the
marketplace, and of course how the Electric Vehicle craze
is going to go in the future, such as the rise of Tesla.”
Today’s consumers want to own vehicles responsibly,
over a shorter period of time, with the ability to pivot and
adapt to new technologies. Electric Vehicles are one key
example, along with hybrids and vehicles that are hydrogen
based.
“The two ingredients of success to us are to be humble
and to be hungry,” Mr Joannou concludes. “We truly
believe that the reason for our success is our people.

We have a tremendous staff here at Signature Mazda,
and of course the consumers who have recognized the
efforts and give us the chance to earn their business on
a daily basis. That’s really what differentiates us from the
rest. We’re very grateful to have that opportunity.”
With high standards of quality and value, Signature
Mazda Vancouver has more than earned its place as a
top dealer. Find out more about Signature Mazda by
visiting www.signaturemazda.com/en
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HOW VANCOUVER’S

VICTORIA DRIVE
TRANSFORMED
FROM SLEEPY NEIGHBOURHOOD
TO VIBRANT MULTICULTURAL
BUSINESS HUB
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I

n Canada, Vancouver has rapidly become the vibrant city
that has been attracting global investments along with an
exponentially increasing population base. Close in proximity
to Asia, it has blossomed into a multicultural hub for all to
experience. Along with the growing migration of people
from all over the world, the social environment in Canada
has increasingly become all the more multicultural. Vancouver
in particular has become the Asian hub in North America.
Along with the unique Asian cultural exposures, we are now
blessed with the best of Asian cuisines that even surpass
the quality of those in Asia.
Victoria Drive business district, one of the 22 business
improvement areas in Vancouver, extends from East 32nd
Avenue to East 55th Avenue. It has been morphing into the
bustling shopping street of predominantly a surprisingly big
assortment of restaurants, mom and pop grocery stores,
and health and beauty services that we see today. During
the early 1970s, business activities along Victoria Drive were
still sleepy and fragmented. Thanks to the increasing influx
of immigrants that chose Vancouver as the place to settle,
life began to take root as well. It has today flourished with
throngs of shoppers, adding spice of life to a close-knit business
and residential neighbourhood. With the pro-active support
from City councillors and planners, in their refraining to
implement pay parking meters along Victoria Drive, the
businesses and residential community have continued to
co-exist in beautiful harmony. Today, we see continuous
changes with new eateries from many parts of the world
popping up along Victoria Drive. It is now truly a global

melting pot of cultures and experience. With the increasing
number of foot traffic, it is becoming a “one stop” destination,
now drawing in outside visitors that can experience the
excellent cuisine and unique shops of all kinds.
Jones Park, a long-time bucket list revitalization
project, has recently been transformed into a very inviting
public space with new picnic tables, a staging area, and
playground additions. Just across from our neighbourhood
fire hall and East 38th Avenue, it is very centrally located
for the neighbourhood residents to exercise, relax and
play. Jones Park is of great importance with many
community events located there annually such as festivals
and sports theme events. The future along Victoria
Drive now looks ever so bright, exciting and welcoming
for all to visit or reside.

VICTORIA DRIVE BUSINESS
IMPROVEMENT ASSOCIATION
(VDBIA): OUR BEGINNINGS
With the advent of businesses springing up along Victoria
Drive, a group of entrepreneurs had the foresight to see the
need for a non-profit association to help organize and assist
the then fragmented group of businesses. Around the
beginning of this century, (2004) Victoria Drive Business
Improvement Association (VDBIA) was formed. Its mandate
then was simple: “just be there to assist businesses and
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commercial property owners with their challenges”. There
had been a disconnect between the businesses and the
neighbouring residences. With the “countryside” atmosphere
along Victoria Drive, there was only sparse people traffic
along the dusty sidewalks. This “status quo” life along Victoria
Drive soon vaporized with the ever-increasing bubbling of
life around this vast neighbourhood. Thankfully, the VDBIA
directors and some volunteer neighbourhood enthusiasts
were able to adapt to the continuing changes, and served
the communities and businesses successfully.

THE PRESENT
Over a span of over ten years, dedicated volunteer
directors and staff have nurtured Victoria Drive business
improvement association (VDBIA) into maturity. Now, VDBIA
has been hosting a variety of annual social and event activities
that provide identity and cohesion in this process of
placemaking. VDBIA presently serves as an essential conduit
between businesses and the surrounding residential
neighbourhood. Today’s Victoria Drive business strip is
now alive with throngs of shoppers. A positive side effect is
the attraction of people looking to settle in the neighbourhood
that is safe and positive for their families. That is a positive
for real estate values.
Lest we forget, there is also another quintessential
component in the Victoria Drive neighbourhood that has
been making valuable contributions to safeguard our
44

residents and businesses. South Vancouver community crime
prevention society (SVCCPS/SVCPC) is a vital piece in the
puzzle. With the support of the VDBIA, safety and positive
family ambience has been greatly achieved. The SVCCPS like
the VDBIA, is also a non-profit, community, oriented society
driven by volunteers and staff. Centrally located at 5435 Victoria
Drive, it has been very convenient for the public to access
when help is needed. Its landlord, by the way, is the City of
Vancouver. In the interest of the people’s safety and welfare,
we hope the City will proactively support and allow SVCCPS
to remain. The approachable volunteers provide the “boots on
the ground” services for the public who may seek help.
Equally important to the Victoria Drive neighbourhood,
is the South Vancouver Neighbourhood House, which offers
extensive public services of almost every need.
It is located near East 49th Avenue and has always been a
safe haven, offering outreach programs for vulnerable children,
youth and adults.
Now, VDBIA is also experiencing many challenges recently
with the prevalent health risks during this COVID-19 pandemic.
With the requirement for safe social distancing, VDBIA has
adapted to alternate means of reaching out to the public.
VDBIA, working with the SVCCPS, has been actively
promoting healthy outlook education. The distribution of face
masks to the business members was fast tracked with
this goal of safe public interactions. The fruit of our efforts
is positive as most people have abided by the face mask
requirements as well as social distancing.
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THE FUTURE

FINAL THOUGHTS

The outlook can only look brighter and more exciting.
VDBIA will continue to generate more life along Victoria
Drive with added exciting social and cultural events and
encouraging community participation. Connecting with the
City councillors and planners frequently has so far prevented
any missteps that will seriously hurt the harmonious
relationship between the businesses and the residents.
Thankfully, the South Vancouver crime community crime
prevention society (SVCCPS/ SVCPC) and its dedicated
volunteers have been providing the much necessary support
and safeguards for our communities.

It has been a long road since the creation of VDBIA.
Pleasantly, Victoria Drive has blossomed and matured from a
sleepy neighbourhood to the vibrant multicultural business hub
which many visitors have come to experience. In addition, families
have increasingly taken root around Victoria Drive with the
comfort of feeling safer in part because of our frontline volunteers
who regularly patrol the residential and business areas. So, do
show appreciation with a smile, should you come across these
friendly volunteers wearing jackets with yellow or blue stripes.
They are volunteers representing VDBIA and SVCCPS. They
also help lessen the busy workload of our Vancouver Police by
being the eyes and ears on the ground.

VDBIA continues to have the active support from our
Federal, Provincial and Municipal representatives. The future
for businesses and residential communities will continue to
look upbeat. VDBIA will carry on and always welcome new
volunteer participations which will reward them with the
proud satisfaction of achieving positive contributions to
their community. Now, that is a marvellous and satisfying
feeling! For the aspiring and energetic achievers looking to
volunteer and do good for families, friends, and everyone
else, VDBIA and SVCCPS welcome those seeking greater
challenges with aspiration to become one of our volunteer
directors.

Come visit Victoria Drive to discover its potential. With
the growing social events and the ever-changing ambience,
you may miss the opportunity to be part of the wonderful
experience. While here, visit VDBIA and SVCCPS should you
need assistance. This place will lift-up your spirit with the
personal customer service from our local shopkeepers who
are very eager to help you.
Richard Lai sits on the Board of Directors and is Secretary of
the Victoria Drive Business Improvement Association
(VDBIA), www.victoriadrivebia.com
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SCANDINAVIAN

BUILDING
SERVICES
REVOLUTIONIZING THE FACILITY
MAINTENANCE INDUSTRY
Canadian leader in retail cleaning, commercial
c l e a n i n g , a n d m a i n te n a n c e s o l u t i o n s ,
Scandinavian Building Services has set the
standard for quality, service, and dependability for
over 60 years.

A

Russell Hay was born and raised in the facility
maintenance industry, honing his skills alongside his
father in every area of the business. Bringing more than
15 years of experience and a commitment to best
practices, Mr. Hay passionately leads the janitorial
service industry with innovation and customer service
excellence, serving as Scandinavian Building Service’s
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President and CEO. With an unmatched work ethic, Mr. Hay
has set his sights on rapidly growing the business across
North America, while ensuring client expectations are
consistently met and exceeded. Mr. Hay speaks to us about
his father’s aim to revolutionize the industry, the current
challenges faced by the COVID-19 pandemic, and the idea
of the ‘Scandi Family’ that defines the business.

OVER 60 YEARS
OF SERVICE
“Scandinavian Building Services is a facility maintenance
company,” Mr. Hay explains, “and we are primarily focused
on cleaning services. Scandinavian was founded in 1956, by
two Scandinavian partners, and my father ended up buying
it in 1982.”
The company serves several different industries, most
notably retail, commercial, sports and entertainment,
fitness, and industrial. Essentially, if it’s a building – big or
small –Scandinavian can provide janitorial services for it.
“[My father] was in the property management business,
and one of the main problems that he had was cleaning
services. He couldn’t find consistency and he couldn’t find
that company that was able to provide the service levels
that he was expecting for his customers.”

After spending some time in Yellowknife honing his
property management skills, Mr. Hay’s father moved back to
Edmonton in 1982. That was when he discovered Scandinavian,
which at the time had a property management division in
addition to the cleaning services division, which he decided
to buy and grow from that perspective.
“What he wanted to do was revolutionize the industry. He
really wanted to focus on the consistency side, the service
level side, and the reporting, letting all of the different customers
know exactly what we were doing in their buildings day in and
day out, so they had an idea of what to expect.”
What clients can expect from Scandinavian is general,
everyday cleaning services. This can include floor washing,
vacuuming, dusting, wiping, and all other basic daily needs to
keep a site clean. This happens the same across all facilities,
whether it’s an office block, a stadium, or a grocery store.
“Additional to that, we also provide what we call ‘extra
services’. Those services are things like stripping and waxing,
carpet cleaning, window cleaning, concrete polishing, and
high dusting, just to name a few. These are more of a periodical
piece, but at one time or another a company will definitely
need these services, which we can provide.”
The company enjoys being creative, so it is always aware
of the unique needs or idiosyncrasies of a particular building
and is very focused on identifying those needs and providing
a solution.
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OUR REPUTATION
IS SPOTLESS
Find out why at
scandinavian.ca
Take the worry of managing
your cleaning program off
your plate and give it to us.
With over 65 years in the
industry, no challenge is
too big or too small!

CALL 1-888-452-3311
marketing@scandibldg.com

Scandinavian Building Services

“Most people would recognize and know the sports and
entertainment part of our business. We do stadiums such as
BC Place, Rogers Place, Commonwealth Stadium, Saddledome,
McMahon Stadium, and IG Field. Those are some of the
larger facilities that we do in sports and entertainment.”

There is no place in Canada, including the territories,
that the company is not situated in. It is equipped to clean
both metropolitan and rural areas, with offices in British
Columbia, Alberta, Manitoba, Ontario, Quebec, and the
Maritimes.

Additionally, the company works within a large number
of retail stores across the country, with big customers such
as Walmart, Sobeys, Safeway, Home Depot, Staples, Ikea,
Cabela’s, Winners, Home Sense and Marshalls.

“We find it very important to have offices in these
different areas, so we can continue to build on our corporate
culture and make sure that everybody feels valued and feels
that sense of Scandi Family. There really is no place in
Canada that we cannot service.”

“Scandinavian is very unique,” Mr. Hay says. “We’re a
family owned and operated business. We call ourselves the
Scandi Family. Anybody who comes and works [here] – whether
it’s me, whether it’s a cleaner, whether it’s maintenance staff
[or] an accountant – whomever it is, we have one goal, and
that’s to provide the best service in our industry.”

CORONAVIRUS
PANDEMIC

The expectation is that staff are passionate about cleaning
and keeping people safe, keeping environments healthy and
operational. This leads to a very customer-centric approach,
with an unparalleled commitment to service.

The major focus for the company right now is ensuring
safety around COVID-19, which has introduced major
challenges for all industries in making sure that clients,
staff, and customers are safe in their daily activities.

“Everybody throughout our organization truly believes
in that, and everybody that does work for us believes in our
core values, which are service, motivate, respect and connect.
When we provide all of those things, we have extremely
happy customers, but what is essential is that everybody is
happy and motivated to provide that service.”

“We felt that we were really the first out of the gate
for COVID-19 disinfection,” Mr. Hay says. “We realized
what was happening before it came to North America,
so we created an extremely extensive pandemic plan for
all of our customers and provided it to them. Right now,
it’s about disinfecting services and cleaning.”
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One of the most important parts of the business in relation
to the pandemic is reporting, making sure that Scandinavian’s
clients know what is being done on site, with information
that can be passed onto staff and customers to help everybody
stay protected.

In addition to this, the company provides day services for
these facilities, with a day porter cleaning service performing
high touch point disinfections. This includes cleaning smaller
areas like door handles or shopping cart handles in a grocery
store.

“If there is a [Covid] exposure in a facility, we need to be
able to respond to that, because what they do is close the
facility until they are able to get disinfection services. We’re
able to provide within one hour, anywhere across the country,
spray disinfection, where we go into the facility and do a full
electrostatic spray of the entire facility.”

One of the biggest and most extensive cleaning projects
the company has undertaken since the pandemic began was
being responsible for the NHL 2020 playoff bubble for
Edmonton at Rogers Place.
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“It was an absolute honor to be selected to do that
cleaning of the bubble, and it was fantastic to work with
the NHL, and Oilers Entertainment Group specifically.
Their staff and their professionalism was incredible –
everybody worked together, everybody was getting tested
every day, and obviously disinfection services were of an
absolute top priority.”
The work itself included daily disinfecting of the player’s
dressing rooms, all of the media rooms, anywhere that
food was consumed, or meetings and interviews were
taking place. It was a period of providing heightened
cleaning services.
“I can’t commend our staff enough for being there.
Everyone was able to come through, nobody got sick, and
our cleaners were really the heroes of the day. It was very
special that the NHL and OEG recognized them for doing
that, because it really was their hard work that was able to
bring this altogether and make sure everybody was safe every
single day.”
Another major honor the company received was
being accepted into Canada’s Best Managed Companies,
Canada’s leading busin ess awards program , which
re cognize s excelle nce in private Canadian-owned
companies.

“We found out about Best Managed Companies
around nine years ago. It’s an incredible organization.
It audits your organization in every facet of your business,
they dissect everything about your company, and they
hold it to an extremely high standard.”
Scandinavian underwent this audit in 2012 and was
fortunate enough to be accepted into the program. The
company is now going into its eighth year of being part of
Canada’s Best Managed Companies, and has just received
its platinum certification, the highest recognition that can
be achieved.
“My father wanted to revolutionize the industry,” Mr.
Hay concludes, “and we feel we continue to do that. We’re
always looking at the new technology, best practices,
[and] the safest way to provide cleaning services.
Scandinavian has a relentless pursuit to continue to move
that needle. We want to make sure we’re number one in
our field, that we continue to bring our customers the
best service, the best innovation, and technology they
can possibly have.”
Embracing a family ethos, Scandinavian Building
Services continues to innovate and revolutionize,
taking the negatives of COVID-19 and turning them
into positive solutions for its varied client base. Find
out more about Scandinavian Building Services by
visiting https://scandinavian.ca
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PROALL
INTERNATIONAL
MANUFACTURING
A SMALL TOWN COMPANY
WITH GLOBAL REACH
ased in Olds, Alberta, ProAll International
Manufacturing produces mobile concrete
mixers with the aim of creating a simpler,
more eco-friendly way to pour concrete, taking
long waiting times out of the equation.

B
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Before being named Vice President of Sales and Marketing
at ProAll International Manufacturing in March 2020, Andrew
Coates held roles in the company as a National Sales Manager,
and spent 2 years as the General Manager of ProAll USA in
Fort Worth, Texas. Driven by a passion for business and
people, Mr Coates takes pride in the success of the organization
and the people he works with. Mr Coates spoke recently
about the company’s half a century of service, the impressive
technology that powers its products, and the benefits of
being a small town company with global reach.

World Class Motion Control Solutions from Bosch Rexroth

VOLUMETRIC
CONCRETE MIXERS
“We are a manufacturer of volumetric concrete mixers,” Mr
Coates says, “which are essentially concrete mixers that batch
concrete right onsite, so all the materials are stored separately
– stones, water and cement powder – and then mixed onsite, as
opposed to the traditional drum mixers which bring the
concrete already blended.”
The company has a fairly diverse group of clients, with
concrete being used anywhere from pool building to skyscrapers
and backyard DIY projects for homeowners. The company’s
niche tends to focus on smaller jobs.

WE MOVE.
YOU WIN.
Tough & Reliable components to get the job done.

We congratulate Proall International Manufacturing
for over 50 years.

For more information call

“[We’ve] been around for 50 years. We were Reimer Alliance,
and then merged with our steel manufacturer, Project Industries,
back in 2013, and became ProAll. Currently, we’re about

+1 (905) 735-0510
www.boschrexroth.ca | info@boschrexroth.ca
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130 employees, which is a pretty big uptick – last year at
this time we were about 85. We’ve seen quite a bit of growth
in the last year or so.”
ProAll manufactures everything in its facility on a 10-acre
property in Olds, Alberta, from raw steel to the finished
project. However, with a reach much further than Canada,
the market in Alberta is less than 2% of company sales.

HOLD IT
TOGETHER

“In the North American market, less than a fraction of a
percentage of concrete is poured with a volumetric mixer,”
Mr Coates explains. “That number is obviously growing, but
over in the UK about 10% of all concrete is poured with this
type of equipment.”

high quality c class

PRODUCTS
ships

WORLDWIDE
Over fifteen years experience in importing, distributing, stocking
and supplying fasteners to the manufacturing industry

GET IN TOUCH

888-928-4896
403-250-5502
WWW.RIDGELINEFASTENERS.CA | SALES@RIDGELINEFASTENERS.CA

54

The Canadian Business Quarterly - www.TheCBQ.ca

ProAll International Manufacturing

error and we can have more consistent mixes and know what
we’re pouring. That’s really helped us stand apart from some
of our competitors still using manual operations.”
The industry has seen a lot of growth in areas that the
public would know about, such as the 5G network, which in
North America is being laid in micro trenches that are covered
by a fast-setting concrete to make it easy to remove.
This means there is a lot of room and potential for
growth in the North American market. Fulfilling this growth
will rely on the acceptance of the technology in the market,
the hope being that companies will recognize the benefits
over traditional drum mixers.
“We’ve been around for fifty years, but I’ve only seen
some real explosive growth here recently. Although we’re
an international company, we do sell all over the world, but
the bulk of our sales come from the UK, where it’s a big
market, and North America.”
One of the main differentiators between ProAll and its
competitors lies in the technology that the company has
put into the mixers, which allows for more consistency in
the way concrete is mixed.
“Concrete is a lot more technical than people realize,
and there are chemicals that are added. With technology
being added that means that we can eliminate operator

“It’s always been done for utility lines, but growing
this 5G network is something that’s happening very quickly
and a lot of dollars are being spent on it. We have a
few customers in the US who have contracts with Google
to do this work, and they’ve been purchasing our equipment
for that use. So that’s a game-changer.”
There are pros and cons to doing business in a small
town, but ProAll takes a lot of pride in building a product
that is used everywhere from Australia to the Philippines to
Africa, as well as all across Canada.
“Being a small town company here in Olds,” Mr Coates
concludes, “with a population of about 10k – being able to
have that reach is a pretty neat thing, and something that
we’re all pretty proud of here at ProAll.”
With its global reach and impressive technology, ProAll is
truly changing the game in mobile concrete mixing. Find
out more about ProAll International Manufacturing by
visiting www.proallinc.com
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CHARTERED
MARKETER
CREATING THE STANDARDS, ETHICS,
AND EDUCATION FOR ONGOING
PROFESSIONAL DEVELOPMENT
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bout four years ago, I had a curious visit from a
CEO of a large, well-known consumer goods
c o m p a ny, a n individual with many ye ars of
inte rnational experience. He wanted to meet the CEO
of the Canadian Marketing Association (CMA) because
he wanted to meet someone with the gall, the audacity, to
step into a profession and declare the need for a designation
that everyone working in the industry should aspire
to. It was a good discussion.

A

CREDENTIALS CONVEY
EXCELLENCE
Designations, credentials and certifications have been
part of working life for centuries. Sometimes they evolved
gradually, like in accounting in the 1800s and in other instances,
such as the engineering profession, they developed quite
swiftly. There are newer designations too, like the Registered
Social Worker (RSW), which was formally established in
1999 to protect vulnerable children and families from unfit
practitioners.
In all cases, the introduction of credentials increased
professionalism – both in terms of higher quality skills and
stronger outputs. It also led to a more rigorous understanding
of, and adherence to, a set of standards and ethical practices.
And, credentials demonstrated the profession’s commitment
to those standards, and to lifelong education.

UNCONVENTIONAL
TRAILBLAZERS
Marketing, almost by definition, defied the prototype
for standardized credentials for many years. There was
scant evidence around the world that marketers have
aspired to become disciplined standard-bearers in pursuit
of more acronyms to accompany their names. This mindset
stemmed partly from the creative underpinning of marketing
and its roots in unconventional thinking and swimming
against the tide. Legendary marketing is generally born
from thinking outside the box– after all, this is how you get,
and keep, people’s attention. On the surface, standardized
credentials seemed like the very box that marketers were
hesitant to be trapped in.
However, the world evolved, and so did other professions.
HR, finance, project management and others all developed
designations and credentials, pulling up their professional
socks. And marketing has evolved, too. While creative is
still at its core, the discipline of marketing now requires a
focused approach to strategy, data, research, analytics,
technology and performance. Marketers need to be
attuned to regulatory requirements in privacy and many
other areas. There are ethical issues in the digital age that
didn’t exist when marketing was born. For the modern
marketer, standards, ethics, education and ongoing
professional development matter.
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In 2016, the CMA’s Board of Directors set out on its
maiden voyage to bring a set of credentials into the discipline
of marketing. The idea came about from a desire – and a
need – to elevate the role, voice and influence of marketing,
and to demonstrate its pivotal role as a catalyst for growth.
The Board concluded that systemic change was needed,
and that the credentials program should serve the needs of
in-house marketers, agency personnel and service provider
professionals alike.
And so, with initial funding from TD, CIBC, AirMiles,
Environics Analytics, Delvinia and Cundari, the Chartered
Marketer designation was born.

COMING FULL
CIRCLE
Referring back to the CEO who visited me four years
ago: While I am sure that I have at least a modicum of
audacity, my confidence in the Chartered Marketer
designation came from the recognition that the CMA was
uniquely positioned to deliver on providing standards of
excellence for the marketing profession in Canada. We
represent all areas of marketing and we serve marketers at
all levels, from students and agency interns to big-brand
CMOs. We aren’t biased towards any sector or industry; our
bias comes from our conviction that marketing transforms
business.
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Don’t get me wrong. I don’t believe that everyone
involved in marketing needs to be certified, just like I don’t
believe that everyone employed in a hospital needs a
license to practice. But the leaders of today and tomorrow
-- and the individuals with the skills and the passion to take
marketing to its next level of transformative greatness –
should be pursuing this designation. Without question.

WHY NOW?
You might ask, why are standards particularly important
today? There are several reasons. First, marketing has
become extraordinarily complex and its lines have become
ever blurrier. The art and science of marketing is evolving at
lightning speed. The ecosystem required to do effective
funnel-based marketing approaches includes sub-disciplines
such as brand management, CX, insights, media, martech
and product management. Within each of these, there are
multiple roles within modern organizations, with marketers
often taking on tasks that didn’t exist 10, five or even two
years ago.
Another change that heightens the role of standards is
marketing’s growing role in business success. With a shift in
consumer preferences in behaviour leading to a decline in
traditional sales tactics and vehicles, marketing has become
the primary driver of a company’s growth. While this is true
for short-term metrics, like lead generation and customer
acquisition, it is even more so in areas with the most
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In essence, professional credentials based on standards
of excellence and professional development allow for greater
short- and long-term impacts on marketing and its role in
business. Our role is evolving – and broadening – and we
need to be able to meet the challenges and opportunities
in front of us. Our voice and our influence are vital.

EVOLVING
ATTITUDES

Marketing is becoming increasingly regulated, particularly
around data use and privacy concerns. Marketing leaders
are compelled to be proactive on issues related to consumer
advocacy, transparency and ethics, and not able to simply
fall back against whatever legislation is presented.

Five years after our designation journey began, we are
now about to mint our first Chartered Marketers. The first
cohort of learners have completed a two-year, five-semester
program that mixes both soft and hard skills together in the
pursuit of creating business-minded marketers. The learners
are excited and relieved to be completing the rigorous
program. Of course, their adventure never ends, since
maintaining their credentials entails pursuing ongoing
professional development, and continuing to develop skills
that address and fuel the needs of business.

Now more than ever before, matrixed organizational
structures require marketing to collaborate with other business
disciplines. Alignment – and friction – between marketing
and sales, particularly in the B2B space, is a common area
of exploration, but there are other examples. For one, the
very existence of a martech team is predicated on the need
for a bridge between marketing objectives and technical
solutions.

Our imminent CM graduates have told us that the program has helped them advance not only their marketing
skills, but also the way they process and analyze information, which in turn has helped them develop a more
well-rounded approach to business. They’ve enhanced their
competencies in research, problem-solving, writing and
budgeting. Perhaps most importantly, the CM designates
have expressed a commitment to motivate their teams to

potential for long-term value, such as brand awareness,
loyalty and customer lifetime value.
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reach greater heights, while demonstrating the leadership
qualities the program has helped them develop.
Some of our instructors have noted that for employers,
hiring someone with a Chartered Marketer designation
means choosing a candidate that has demonstrated a
commitment to the profession and a familiarity with a
broader spectrum of responsibilities than they have likely
not gained in their day-to-day work. In other words, the
employer is acquiring a well-rounded professional with
marketing and related competencies, the confidence and
commitment to remain current through ongoing
professional development, and a measure of knowledge
in the realms of business strategy and leadership.

VIEWS FROM
MARKETING LEADERS
AND THE C-SUITE
As a career marketer and product developer, I know
that you can’t have a successful product if you don’t have a
willing marketplace. So, we conducted a survey of marketing leaders and the C-Suite to see whether a marketing
designation is valued.
The results were compelling:
A strong majority (88%) of survey participants believe a
professional designation has value, and more than half (51%)
60

believe that value is increasing. Even more (92%) believe
that applicants with a designation are more desirable than
those without. And 90% agree that an applicant with a
professional designation will have a wide breadth of skills
and will contribute to overarching business strategy. Finally,
84% agree that an individual with a professional designation
will comply with a code of ethics and standards.

THE IMPACT ON THE
CANADIAN ECONOMY
AND SOCIETY
The survey results show that employees and employers
are seeing designations as a point of differentiation. The world
is changing: Digital transformation is accelerating, privacy
laws are being reformed for the first time in 20 years, and
businesses are fuelling innovation like never before.
All of these factors suggest that in 20 years, we could
have thousands of Chartered Marketers. There is no doubt
that we will feel the positive impact of these professionals
on business success, Canada’s economy and Canadian
society. The elevation of marketing through our professional
credentialing program will unleash the profession’s capacity
to elevate strategic development, to transform operations,
and most importantly, to drive revenue and growth.
John Wiltshire is President & CEO of the Canadian Marketing
Association, www.thecma.ca
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MAKING PUBLICLY
LEGAL INFORMATION
ACCESSIBLE
FOR INDIVIDUALS,
BUSINESSES, AND THE
CANADIAN ECONOMY

C

anada is a nation built on law. Canadians – and
Canadian businesses – have a profound interest
in understanding those laws, their personal and
professional impact, and the obligations and rights inherent
in them.
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At the Legal Information Society of Nova Scotia (LISNS)
our mission is to enable Nova Scotians to access legal
information, solve legal problems with informed choices,
and act on their rights and responsibilities. We do this in a
myriad of ways.
Helping people protect their financial health is a
critical aspect of avoiding legal problems that can lead
to a variety of problems that affect people and the
economy. And this issue has become particularly relevant
during the pandemic. LISNS is providing leadership for
investors with the upcoming launch of an Investor
Rights and Protection Guide.
Another new project is helping to address the issue
of sexual harassment in the workplace. We know that in
Nova Scotia more than one-third of women have faced
unwanted sexual behaviour at work, which is about twice
as common as for men. Women who are racialized, are
new to Canada, or who have a disability are even more
likely to experience sexual harassment. Now thanks to a
$2.4 million grant from Justice Canada – the largest project
funding awarded – we are helping individuals and
employers tackle this issue head on. Through the delivery
of free bystander awareness training and tools to
employers and employee groups and training we are
focused on eradicating sexual harassment in the workplace.
Over the five years the Sexual Harassment in the
Workplace Project will run, we will create a sexual harassment
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reporting app that is unique in Canada. It will provide
access to critical resources for employees and employers,
and it will permit anonymous reporting, which has been
demonstrated to be of value to some victims. As well,
the program includes a paid lawyer-referral and advice
ser vice. We are fortunate to have an amazing team of
experts working on this project with leadership from Dr.
Wayne MacKay a nationally recognized expert in human
rights.
The unique aspect of LISNS Sexual Harassment
Reporting App, will also build in a navigator component,
matching individuals to counsellors and volunteers who
work with women’s groups, shelters, and other organizations.
What this means for employees is immeasurable. Employees
who anonymously report sexual harassment can seek
further support from a real person skilled in providing the
right kind of support at the right time.

APP-PROPRIATE ACCESS TO
LEGAL INFORMATION
The Sexual Harassment Reporting App is not our
first foray into the wonderful world of software program
applications combined with personal connections. In
2016 we became the first organization in the country to
develop a Wills App that lets users gather the information
they need to prepare a will in Nova Scotia. It helps people
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decide what to put in their will or helps their lawyer do a will
for them. At the end of the process users can save their
work as a downloadable pdf and also have it sent to them
by email.
We are currently building on this initiative by launching
a wills app that will actually enable users to produce a finished
will. In April, our power of attorney app will also be expanded
to enable a finished project again with navigator support
available.
This work in many ways builds on our Personal Directive
App, among the first in the country when launched in
2019. It was developed in partnership and with funding
from Professor Jocelyn Downie, a leading expert in elder law.
This web-based application allows users to create a finished
document that they can save and sign digitally. Now, we’ve
gone on to launch the first of the navigator programs which
encourages people to make a personal directive and to
be able to receive help from trained community volunteers.
LISNS has developed an innovative online matching
platform to automatically connect people (navigator.
legalinfo.org).This program has been tested with a broad
group of seniors and newcomers. The federal government
was so impressed with the concept that it provided funding
to LISNS for the Seniors’ Navigator Program as a designated
COVID Response program to encourage and support
seniors creating these legal documents and providing
volunteer help. We are proud to have the Retired Teachers’
Organization - Nova Scotia as partners on this work.
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We know the word is getting out about these and other
initiatives. Each time we have undertaken specific public
promotion and done media interviews we have tended to
experience a 349.5% increase in views and a 23% increase in
completions of the Personal Directive App.
Self-represented litigants in Nova Scotia’s small claims
court have also received a big boost. LISNS, in partnership
with the court, launched a navigator program to help
individuals wend their way through the system and have
support throughout the judicial process. The program goes
beyond providing booklets and online material. It works
more like a buddy system. Navigators, who are all volunteers,
can attend court with self-represented litigants (where
pandemic possible) as a form of support. They can also
assist with court preparation, gathering evidence, filing
forms, and accessing legal information.
In addition, LISNS developed the Small Claims Court App
in 2017 to assist people with their cases. It contains information
on determining if small claims court is the best option for
someone, how to start a claim, how to defend a claim, and
presenting a case in court. The only one of its kind in Canada,
the app is being made available by the Courts of Nova Scotia
in their online Small Claims Court form. This was made possible
once self-guided videos were embedded in the app. There
are 19 videos, developed by Julien Matte, an award winning
litigation lawyer that guide self-represented litigants through
the small claims court process.
64

A HELPING HAND
IN A PANDEMIC
Interest in our apps has been high from the outset, but
COVID-19 has amplified the ongoing need to access information,
particularly legal information, virtually. Interest and activity
have grown exponentially during the pandemic. Healthcare
providers and others, for example, have told us the launch
of the Personal Directive App in the heart of the pandemic
is providing an important public service and planning tool
with people not being able to have someone accompany
them if going to hospital. In fact, the Personal Directive App
and linked information was the most visited part of our
website during the initial COVID-19 closure period.
The law has always been important to our lives and our
businesses, but the pandemic has underscored just how
pervasive and important it is. The restrictive public health
measures, based in laws that most of us likely never thought
we’d see invoked in our lifetimes, are a delicate balancing
act between infringing on individual rights and reasonable
limits on those rights that put the public good first. Laws
dealing with every aspect of our everyday lives – work, business,
investments, insurance, leisure, family violence, human
rights, and more – have been highlighted and laid bare by
the pandemic. COVID-19 has driven home the importance
of public legal education.
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PUBLIC LEGAL EDUCATION
ACROSS CANADA
While this article has focused on the work LISNS does in
Nova Scotia, there are public legal education organizations
from coast to coast doing important work and leading
innovation to help the individuals, families, and businesses
in their communities.
The Public Legal Education Association of Canada,
which represents public legal education organizations in
Canada, is part of an exciting project being run by the
Cyberjustice Laboratory at the University of Montreal
called Autonomy through Cyberjustice Technologies, or
ACT. The research partnership is unique in the field of artificial
intelligence and cyberjustice and its aim is to improve conflict
prevention and resolution.

THE BOTTOM LINE
Helping citizens understand and act on their legal rights
and responsibilities enhances the lives of individuals,
families, workplaces, and communities. It also has significant
economic value. Quite simply, helping people address
conflict effectively and make sound legal choices is a boon
to the economy.

Connecting with people in a personal way is at the heart
of LISNS service delivery through qualified lawyers who
directly help the public by legal hotline, livechat, and email.
We compliment that direct connection through our apps
and programs with community volunteers who wish to help
their communities. As a non-profit organization, LISNS must
also ensure its operations are efficient and effective. We rely
on sound business principles to do that and use sustainable
strategies. Like any successful enterprise, we require a clear
vision and a well-defined strategy with measurable
deliverables. Equally important: flexibility, ingenuity, and
the power of partnership to achieve our goal of delivering
access to justice for the public good.
Heather de Berdt Romilly, BComm., LLB, LLM is the
Executive Director of the Legal Information Society of
Nova Scotia (LISNS), www.legalinfo.org
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G

rappling with a global pandemic over the past year
has created a host of new “givens.” Masks on, maintaining
physical distance, lining up to enter stores, keeping
social interactions to the screen; we follow the directives to
ensure our safety, knowing that our individual health means
protecting the broader community, which, in turn, circles
back to benefit ourselves and our families.

protect existing stock, but also increase investment into the
sector so that we guarantee there is enough affordable
housing for everyone and that it serves our communities’
varied needs.

We can think of the community housing sector in the
same way, just on a bigger scale. When we make sure that
individuals have access to a safe, secure and affordable
home, it means all Canadians have access to the space and
hygiene facilities needed to stay safe through the pandemic. It
means that businesses – from large-scale resource operations
to the local market on the corner – are able to attract and
retain employees. When everyone has an affordable home,
we ensure that families have enough to spend on basic
needs as well as on the extras. When there is enough
supportive housing for our most vulnerable neighbours to
be safe, we ensure our federal, provincial and municipal
resources are used most effectively and efficiently. All of it
circles back to benefit us as individuals, families and
communities, and all of it stems from housing.

The affordable housing landscape varies across the
country; here in B.C., it is made available through a mix of
public and private programs and funding, and delivered in
different forms through the community housing sector. But
what exactly is the community housing sector? This term
refers to the wide range of local partners who have a stake
in building and maintaining a long-term supply of permanent
affordable housing. It includes non-profit and co-op sector
organizations and housing providers, community land trusts,
municipalities, charities and faith-based groups, as well as
cause-driven private sector organizations and financial
institutions. It covers the network of agencies planning for
and delivering housing and supports for seniors, individuals,
families, Indigenous people, people with low to moderate
incomes, those experiencing homelessness, people with
disabilities, mental health and/or substance use challenges,
women and children fleeing domestic violence, and
middle-income earners.

Access to affordable housing brings safety, security and
the opportunity to thrive within our communities. Its value
is recognized in federal legislation as the right to housing,
and by the United Nations as a basic human right. Housing
is deeply tied to our physical and mental well-being – it is a
fundamental human need. That is why we must not only

At BC Non-Profit Housing Association (BCNPHA), our
focus is on the non-profit housing providers and associated
businesses that are part of the broader community housing
sector. In our province alone there are more than 800
non-profit housing providers who own and/or operate
65,000 affordable homes. BCNPHA advocates for this
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entire network of housing providers with leading research
and policy, as well as education, events, programs and services
that raise the capacity of the non-profit housing sector.
Affordable housing requires a significant investment in
terms of funding, policy direction and in how we set our
housing priorities. Is it worth it? The short answer is a
resounding “yes,” and the whys – or the slightly longer
answer – bear that out. Investing in affordable housing
generates both economic and social value. Beyond the
value generated from housing construction, there are
direct economic benefits of affordable housing developments
that flow to residents, surrounding communities and local
businesses. The social return on investment in affordable
housing, derived from improved health, stronger connections,
decreased transportation times for work and shopping,
and the shift to higher-quality housing, further add to the
value of such projects.
Business leaders have repeatedly made the case for the
availability of affordable housing as a critical element to their
organization’s success. Ryan Holmes, CEO of Hootsuite,
stated the lack of affordable housing options made it
“exceptionally hard” to grow a business in Vancouver;
Toronto businesses experience similar pressures, albeit to a
slightly lesser extent, he added. But it’s not just tech giants
feeling the pinch when it comes to attracting skilled labour
to an out-of-reach home ownership landscape and near
zero-vacancy rental market in urban centres. Businesses
in resort communities like Whistler and Tofino face unique
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challenges in drawing both seasonal workers and long-term
staff when housing prices reflect tourist demand. Remote
communities home to large industries and natural resource
sectors struggle to provide enough supply, and a variety
of housing types, to reflect their labour needs. In all cases, a
good mix and supply of affordable housing ensures businesses
can attract and retain good staff – boosting their bottom
line and supporting thriving local economies.
Investing in affordable housing generates jobs and tax
revenue, contributing more than $10 billion to Canada’s GDP
annually, but it also translates to less spending in other areas,
according to the Affordable Housing Plan for BC. In B.C.,
investing $81 million annually into preventing and ending
homelessness would save $177 million on health care, shelters,
the justice system and other social supports. Ensuring access
to affordable housing helps ensure a healthy housing system
that supports a broad range of needs, from homelessness
prevention to accessible home ownership. The stability of
affordable housing also provides residents with greater
spending power for basic needs like healthier food, medical
needs, and transportation, as well as at local businesses –
supporting a diverse economy and spreading the benefits
of affordable housing to its neighbours.
Affordable housing’s social return on investment was
measured in a recent BC Housing study, which found that
for every dollar invested in housing, individuals, communities
and governments will see two to three dollars in social and
economic value. “Beyond the economic stimulation that
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In today’s market, for every new affordable home
built in B.C. there are three more lost to rent increases, conversions
and demolitions – putting secure housing further out of
reach for low-income people. With 23% of B.C. residents
already spending more than 50% of their income on rent
and utilities, there is a deep level of housing insecurity
throughout the province. We cannot rely on the market to
deliver the different types of housing needed in our
communities; public investment is critical for ensuring
individuals and families have access to secure, affordable
housing, but also for creating the kind of communities
capable of supporting healthy economies.

housing construction generates, there is approximately
20-30% ‘value added’ when this construction results in
affordable housing, and 92% ‘value added’ when that
affordable housing is targeted to, and includes support for,
marginalized populations,” the report states. Residents
interviewed for the study cited a range of important benefits
associated with their affordable homes, including: increased
disposable income; access to counselling, programs and
supports; increased safety from violence; children
experiencing a more stable environment; increased well-being
with healthier living conditions; strong sense of social
well-being and connectedness; decreased stress associated
with housing instability; and, much more.

The housing crisis can feel insurmountable, but B.C. is
making progress. The provincial government committed to
building the 114,000 new rental homes outlined in the
Affordable Housing Plan for B.C. and although progress
has been slower than we want to see, it is happening. Federal
investments into new market rental supply are also helping
to ease the pressure on the affordable housing system.
Access to affordable housing is the foundation upon
which we build diverse, thriving communities. Just as we
take measures to protect ourselves and others during the
pandemic, we must also take steps to protect, and expand,
the availability of affordable housing so that our neighbours,
friends and family can have access to secure housing.
Because unless we are all protected, none of us are protected.
Jill Atkey is the CEO of the BC Non-Profit Housing
Association (BCNPHA), www.bcnpha.ca
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T

his white paper is intended to provide thoughts
around some of the ways to simplify our business
support system and to make it self-evolving,
self-sustaining, and dependable.

The current era signifies rapid evolution of technologies,
shrinking lifespan of products and services, rapidly changing
and growing needs of consumers, low barriers to market
entry, fierce global competition and thus warrants the
need for a support system that is self-evolving and conducive
for the growth and evolution of companies. Based on my
12+ years of association with the Edmonton region’s
innovation-entrepreneurship support system, I learned
that our support system is vast, diverse, and rich, but it
needs to be simplified to augment its ease-of-use and
dependability.
A simplified system should enable inventors, innovators, entrepreneurs, and companies to easily leverage
support and resources when needed and to rapidly build,
launch, continuously improve or morph their products
and services in accordance with the rapidly evolving and
growing needs of users/consumers locally and internationally.
It will require a concerted effort from each member of
our business support system including funding and
business support organizations, business incubators,
business professional service companies, investors, experts,
all levels of governments, and post-secondary institutions
to reorganize the current support system into the proposed
system or something even better.

OPPORTUNITY OUR UNIQUE AND LASTING
COMPETITIVE ADVANTAGE
When I compare our support system with that of the
world-renowned Silicon Valley, I believe that we have all
that is required to build a thriving ecosystem like Silicon
Valley. We have knowledge sources (post-secondary
institutions, state-of-the-art R&D centres, advanced tech
companies), knowledge resources (experts, seasoned
entrepreneurs, mentors), knowledge force (skilled and adaptable
human-resource), inventors, innovators, entrepreneurs, and
access to substantial (but untapped) funds. We have unique
and diverse ‘enablers’, e.g., ACAMP, AHS-centralized healthcare
system, Amii, C-FER, Google DeepMinds, Innotech, Industry
Sandbox and AI Computing (ISAIC), the Leduc Food Processing
Development Centre as well as abundant high-quality
diverse raw materials. Our region has produced many
successful companies that have launched out of Edmonton
ranging from large corporations (Telus, Stantec, PCL, Boston
Pizza, The Brick, Champion Petfoods, etc.) to agile SMEs
and leading startups (Bioware, Jobber, Showbie, Granify,
ScopeAR, Yardstick, Quantiam Technologies, Entos
Pharmaceuticals, Hepion Pharmaceuticals, Intellimedia,
Metabolomic Technologies Inc., UmayCare, Nanoprecise Sci
Corp, NanoSpeed Diagnostics, Alta ML, Clinisys EMR, Tier6,
Stream ML, SmileSonica, Wilson Analytical, Jacek Chocolate
Couture and many more).

The Canadian Business Quarterly - www.TheCBQ.ca

71

A simplified support system for entrepreneurs and companies

Our region is also attractive in terms of affordable
high-quality of living, a plethora of attractions and activities,
a welcoming and supportive community to live a fulfilling
life, ideal conditions to achieve work-life balance, an efficient
healthcare system, quality education systems to fulfill career
aspirations, and a lower business tax-rate to help businesses
grow sustainably. In addition, our products seem to have
a higher perceived value and buyers’ trust in international
markets. While doing an MBA at the University of Alberta
(2008-10), as part of a course work, our group built a
business plan for the export of cattle germplasm to China.
Our research revealed that the Chinese government gave
subsidies and rapid approval for the import of Canadian cattle
germplasm. Comments about rapid approval of Canadian
products in foreign countries were also shared by others.
The above cited and many more of our competitive
advantages could easily qualify our region to imprint an indelible
mark on the global map as the builder and supplier of
advanced-tech, high quality innovative products and services
for the current as well as future needs of global markets.

SO, WHAT ARE OUR
‘SOLVABLE’ CHALLENGES?
Our vast and rich business support system seems like
a convoluted maze that is time and cost prohibitive for
inventors, innovators, entrepreneurs, companies to navigate.
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Further, the frequent shifts in the system makes
it challenging for them to find support, tools, and resources
when needed, and perhaps distracts them. For some,
the distractions may be causing delays or derailment of their
product development, commercialization, growth, and
expansion.
The most common issue in the ecosystem that I have
observed over the years is the lack of awareness or up-to-date
knowledge about business support programs, various
strengths, and success stories of our region. For example,
many in our ecosystem might be surprised if I share that Professor
David Cheriton, one of the first four angel investors in Google,
lived in Edmonton. The issue could be attributed to multiple
factors such as: frequent shifts in the system as stated before; a
lack of single source for information and opportunities, existing
and new strengths of the ecosystem; locally developed
products and services; new and short-lived programs and
services; erratic changes in programs and services and
also their names; high turnover rate of employees inside
the support system and resulting loss of connections and
trust between end users and support organizations; and
creation, attrition, consolidation-dissociation, renaming of
support organizations.
The cited issues could be easily resolved by simplifying
the system and making it dependable. And when done, it
should take no time or effort to transform our region into
a thriving innovation-entrepreneurship ecosystem of global
dimension.
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PROPOSED SUPPORT
SYSTEM
The proposed system comprises three ‘Centrals’ namely,
the Gathering Central, Support Central and the Funding
Central. These ‘Centrals’ must rest on ‘stable’ and ‘simplified’
pillars to accelerate the creation/growth/retention/attraction
of companies, employment, human resource retention and
attraction, investment growth and attraction, greater alignment
between educational institutions and industry, and the
growth of a diversified economy.
The guiding principles used for creating the proposed
system were: a connected and informed community that
can be a potent catalyst for building a self-growing and
evolving entrepreneurial ecosystem; a simplified funding
system (similar to the student loan system) that can empower
founders to make timely decisions and access money
when needed; a centralized mechanism to collect and access
data or archive and share knowledge that can be a strong
driver for building a community’s trust in the system,
adjusting business services/funding requirements/
educational curriculum/R&D capabilities to the evolving
needs of companies, and for building and communicating
global competitiveness of our region.
Gathering Central: Just like trading posts and gathering
places in the past elicited creation of trades and industries,
the Gathering Central can be a potent catalyst and a major
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driver to build a strong, connected, informed, and thriving
ecosystem. The Gathering Central can be in the form of a
single or a few permanent venue(s) at strategic location(s)
in and around Edmonton with facilities for ecosystem
members to socialize, host/attend events, trade shows,
award functions, learning sessions, workshops, TED Talks,
business conferences, seminars, access training/mentoring/
coaching, etc. One of the venues can be a main centre to
establish galleries showcasing impactful technologies,
products, services; Edmonton innovations and success
stories; renowned and growing companies; licensing
opportunities for IP and technologies; partnership opportunities
for companies; sale or purchase of companies, etc., and to
host flagship events and annual awards. Such a facility could
become an attraction for our community at large and for
visitors, investors, and trade missions.
The Gathering Central can be utilized to collect a variety
of data (e.g., partnerships/collaborations) and as a common
source for content creation for social media and press. A
few revenue streams (EXCEPT PARKING FEES) can be
implemented to sustain the Central’s operation and activities,
e.g., facility and equipment rentals, various memberships,
event tickets, advertising display rentals, food court, and fee
for data and content access.
The Gathering Central may likely build: a culture of
innovation-entrepreneurship; a connected ecosystem;
greater awareness about resources and local strengths;
trust-based and lasting relationships among ecosystem
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members which may enable companies to build their
local customer base - likely a strong success factor for
expanding customer reach nationally and internationally;
B2B opportunities, spin-off companies and collaborative
proje ct s; increase d confidence level of investors,
ef fective retention and attraction of human resource
and companies.
Support Central: This Central can enable companies to
access right-help-at-right-time. The Central can be utilized
to connect companies with business consultants, business
professional services, prototype development and testing
centres, manufacturers, etc.
The Central can be made sustainable via multiple
revenue streams, e.g., fee for data access, and membership
fee for companies and other ecosystem members and
stakeholders.
The Central can be a source to monitor company needs,
supply and demand for services, technology trends, new/
emerging requirements of companies, etc. It can enable efficient
utilization of business programs and R&D facilities as well as
data-driven decision making to refine and create programs
and to upgrade ecosystem facilities.
Funding Central: This Central’s model can be analogous
to the tested model of federal and provincial post-secondary
student-loan systems wherein the eligibility criteria can be
based on stage, size, and type of companies, salary for
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founders (gap in the current system), as well as the background
of entrepreneurs, innovators, and their team. Eligible applicants
receive milestone and duration-based interest-free loans or
line-of-credit, can apply for funding renewal(s) and new funding
for new opportunities, and can request interest-deferral(s).
The Central can be a source for government and industry
grants for their focus areas (e.g., agritech, fintech, automation,
and precision health), and for technologies with long
commercialization cycles, heavy regulatory requirements,
high-cost of product development and testing (e.g., medical
devices and pharmaceuticals, satellites, and autonomous
vehicles). The Central can be utilized for collecting economic
impact data including export revenue. The Central activities
can be funded through revenue streams, e.g., fee for data
access and membership fee for investors and investment
firms to access companies.
Through its revenue model, e.g., interest on loans and
various revenue streams, the Funding Central can become a
self-sustaining system and may not require repeated infusion
of public money for the creation of new companies and for
growing and supporting existing companies. Founders will
be able to utilize funds when needed for their various business
needs which may generate greater economic ripple effects,
e.g., company growth and new investment attraction.
The proposed system can be further augmented by
employing best practices, tactics, favorable IP and business
policies, building and licensing of programs and services.

This all looks very simple and intuitive but that is how it
should appear to entrepreneurs, inventors, innovators,
investors, employers, jobseekers, and opportunity-seekers
from within and outside of Canada.
Rajesh Jaiswal is the Executive Director of the Northern
Alberta Business Incubator, www.nabi.ca
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T

he Building Union of Canada (BUC) was founded by
former Toronto Police Association President Craig
Bromell in March of 2012.

Supported by his younger brother, Stephen Bromell,
who is Vice-President of The BUC, there was an immediate
and parallel meeting of the minds about how to protect
wage earners, labourers, and basically every craft of trade,
as The Building Union of Canada is a wall-to-wall union.
The certification for The BUC was endowed in historically
record time, back in November of 2012, as perhaps even the
Ontario labour board had sensed it was time for a proper
alternative. The only difference between the elder Bromell,
with his law and order past, and the younger sibling Stephen,
who had dedicated twelve years with CLAC (The Christian
Labour Association of Canada), was that one brother once
represented men and women with guns, and the younger
one represented everyone else in Ontario - just as vital.
The Building Union of Canada has organically become a
true and proven presence in the industry here in Ontario. As
a boutique union, without the bragging rights of 30, 40, or
70,000 thousand members in their political arsenal, they
have managed to carve out a respectable and honourable
place in the Canadian landscape. Multi-award-winning
giants like the Daniels Corp, Urbacon, ICCI/ Eiffage have
rolled over very progressive and pragmatic collective
agreements over the last half-decade.

Most of these successes are tribute to the communication
and deliberate diplomacy and common sense that The
BUC has orchestrated. This formula can be shrunk to the
most simplistic vision, especially during this time of worry
and fear that Canadian business will not make it through.
But it has for nine years for The BUC, all due to a realistic
and truly reciprocal attitude to both owners and operators,
and the men and women that fulfil the work to absolute
professionalism. The symbiotic relationship of owner and
worker has never been clearer since March of 2020 in North
America. The leadership of The Building Union of Canada
never had to divert, or make a shift in their mission statement.
Perhaps this is why we grew by 10% during each month
since April 2020.
The message I’d like to share with The Canadian Business
Quarterly (The CBQ) is that since our inception in March
2012, we have never had to shift priorities or re-tool. Union
membership in North America was over 60% in the 1960’s,
and somehow that trust eroded, through the social
upheavals of that era, followed by economic downturns in
every facet of business in the 1970’s. This eroded a lot of
the goodwill that unions had enjoyed in the post-war world.
In the construction industry for example, most research
points to the fact that 60% of construction workers are
non-union. This has been the greatest challenge for union
organizers.
The pandemic and the lockdowns since April 2020 only
fortified our commitment to reach out to the unrepresented
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masses of workers currently not equipped with benefits,
safety training, or defined pension plans. And of course,
most importantly, looking out for them during the Covid-19
era, to make sure they are working in the safest possible
conditions.
At The BUC we quickly mobilized to adhere to the rules
of the Ontario government, and until we are past this
universal test the pandemic has put in front of us, we still
consider that our members are more vital than any deadline
that was promised to any stakeholders, whether governmental
or corporate.
As we move to our ninth year of being a proudly Canadian
union looking out for our members, it is too late to fall back
on our promises. Yes, members and even the owners of
our companies have taken a hit, but we have stayed the
course of rebuilding the confidence in union membership.
This is why we have survived and have sustained ourselves
in this very combative arena of union battles, almost a
decade later.
The Building Union of Canada has never had a grand
scheme of taking over a very robust and still growing
industry in Canada. But we have prided ourselves with
improving the personal and professional lives of any man
or woman working in the trades heroically driving to build
Canada even better.
Starting out in 2021, our dedicated organizers
have been strengthening our relationships within the
industry and continuing to advocate for our members.
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In February we arrived at a very respectable agreement
with ICCI Eiffage, where we secured a 2.5 % increase per
year on the wages of our existing contract, and increases
in everything from bereavement leave and a $250 boot
allowance, to increases in training and industry funds.
Our hope at The Building Union of Canada is that trades
people of all disciplines, and labourers all over Ontario
check out our website and see for themselves that joining
a union is a step forward in their lives and careers. And
perhaps our greater wish is that all of our best minds and
government agencies can keep pulling through together,
so we can return to the thriving and world-class level of
production that Canadians have been known for everywhere
across the globe.
Dannis Koromilas is Director of Communications for The
Building Union of Canada, www.thebuc.ca
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