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Welcome to The Canadian Business Quarterly.

ur latest edition offers excellent content to help you improve corporate growth 
and some tips on improved use of your online tools you can begin integrating 
immediately. 

Our features start with Infrastructure Ontario who have been reducing red tape to 
help streamline the province’s major infrastructure projects through Alternative 
Financing Procurement. This includes private and public funding in recent projects 
including transit and transportation-related areas.

In our cover story we proile Canada Post and the issues facing their organisation 
with the decline in paper mail usage. This has meant phasing out door-to-door 
services and reducing labour costs by not replacing retiring staff, as the company 
looks to change tactics by prioritizing parcels and e-commerce services.

We then move on to French multinational Thales, known as a leader in the defence 
industry having bolstered their R&D, pushing technology forward and driving 
growth in other sectors including transportation and cyber security. 

Our last story profiles Victoria Gold and their fully permitted Eagle Gold project.
Set to become the largest gold mine in the Yukon’s history, the company has cash on 
hand and is looking to update their mine feasibility study.

Hope you enjoy,
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The Canadian Business Quarterly
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How to Handle Conlict Among Your Employees

n a perfect world, every person you’ve 

ever hired is a completely mature adult 

who is very socially aware, takes almost 

no t h i ng  p e r s on a l ly,  a nd  h a s  a  ne a r ly 

super-human ability to turn the other cheek 

when others don’t display similar qualities. 

Unfortunately, we don’t live in a perfect 

world—we live in this one. Sometimes you 

wil l  be faced with having to deal  with 

professional (or unprofessional) conf lict 

among your employees, conf lict that may 

even detract from the normal productivity in 

the workplace.

  While you may feel, as many do, that you 

can’t be bothered with your employees’ 

personality clashes, these are the sorts of 

problems that can escalate and affect the company’s 

reaching its goals. Morale can slowly erode 

over time as problems are left unaddressed and 

your employees start working against each 

other instead of as a team. Workplace politics 

can be very costly, and you wil l  want to 

l imit  th is k ind of ineff iciency as much as 

you can. So if you find that employees turn to 

you when they feel that there are unresolvable 

personal issues on their level, you might want 

to step up to the challenge and stamp these 

problems out at their root using some tried and 

true guidelines:

1) Don’t paint a rosy picture.

  It’s easy to delude oneself that a conlict 
doesn’t exist by sweeping it under the rug. For 

many people, this is their very definition of 

“professionalism”--to essentially pretend as if 

human nature and conlict is non-existent, rather 
than to address it directly in a mature way.

  You may be tempted to simply chastise your 

employees for their in-ighting, or to encourage 
them to ignore the seething problems underneath, 

but this will only lead to the illusion of peace. You 

might very well ind over the long-term that your 
denial will come back to haunt you. Allow your 

employees to be honest with you about what is 

happening, and don’t try to compel them to 

sugar-coat things.

2) Strive to be non-judgmental.

  Do you want the truth? If you do, then your 

employees need to feel that you won’t over-react or 

otherwise make snap judgments about what they will 

share with you. Get both sides of the story during 

conlict-resolution, and try to remain as impartial 
as possible during your information-gathering 

phase. Even if you hear about an employee doing 

something highly inappropriate, suspend your 

reaction for the moment, and listen carefully. This 

will encourage people to tell you the whole story, 

rather than just what they think you will be able to

tolerate well. To truly get to the root of the 

problem, you will need the whole story.

3) Examine issues as quickly as possible and 

as they come.

  If you preferred to ignore conf lict in the 

past, you may have noticed how it can seethe 

and blow up over time. Sure, some problems 

can “take care of themselves,” but this isn’t 

usually the case, so address conf licts as you 

become aware of them and smother them 

before they become bigger problems. If John 

comes to you complaining about how he 

thinks Karen took all the credit for the last 

major project, take this small resentment 

seriously and bring it out into the open before 

it turns into an all-out war of egos between 

two employees.

4) Help your employees see their common 

ground.

  When discussing the problem with your 

employees, try to see where they might agree 

amongst the disagreement. Using this starting 

point, you might actually be able to discover 

that the conlict was due to a misunderstanding. 
Often times, it is exactly as the cliché says: 10% 
of arguments are due to a difference of opinion; 

90% are due to a wrong tone of voice.

I
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5) Make a plan together that ends the tension.

  Ideally, all parties are involved when you 

come to a decision about some kind of resolution. 

Beware, however, of “compromise,” as it has 

a tendency to give both sides of the conf lict 

less than what they want. It is much better to 

think win-win, and try to find a way for all 

employees involved to save face and have 

their needs met if possible.

6) Be pro-active about conf lict resolution.

  One of the best approaches is to simply 

address problems before they even happen. If 

you see an employee being negative, stepping 

all over the boundaries of others, or simply 

behaving in a way that invites conf lict, bring 

it to his attention. Many people aren’t aware 

of how they affect others, and they may not 

even realize that the way they act causes the 

people around them to resent them.

  In par ticular, examine employees that 

are in leadership or managerial positions. 

Power—even in relatively tiny quantit ies—

can enhance personality problems, and an 

accu mulat ion  of  smal l  i nju s t ices  aga i ns t 

employees that are lower in the hierarchy 

can be disastrous for morale. For these 

sor ts of people, do your best to encourage 

self-awareness.

  While you are interviewing potential 

team members, ask them about their per-

sonal relat ionships with coworkers at their 

previous place of work. Ask them about 

conf licts they’ve had in the past and how 

they handled them. If your prospect seems 

to pit the blame on others and seems to 

take no responsibility for his hand in 

things, then think twice about br inging 

him in.

8) Lead by example.

  As someone with a lot of inf luence, 

you could easily out-muscle anyone who 

disagrees with you by invoking your rank. 

Instead ,  show underst anding towards 

others. Don’t take things personally when 

your employees have differ ing opinions 

f rom yours, and give each idea respect and 

consideration, even if you don’t personally 

agree.

  Mediating conf licts between employees 

and deal ing with other  simila r  human 

problems can be one of the more diff icult 

par ts of being in a leadership posit ion. 

Si mply  r emembe r  t o  r ema i n  ca l m a nd 

a ddress the problems directly, rather than 

t rying to ignore them, and half the bat tle 

is already won.

\7) Screen problematic people from the beginning.

  When assembling your team, it is extremely 

important that you take personalities into account 

as much as you do technical ability. It would be 

great if people could always put their differences 

aside and focus on their work with the precision 

and depersonalization of a leet of robots, but 
technology is not yet that advanced. In the 

meantime, you will have to screen your employees 

as best you can before you even hire them.

How to Handle Conlict Among Your Employees
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 ne of the hardest tasks that you will be 

faced with in an e n t r e p r e ne u r i a l 

e n d e avor — or  a ny  jou r ney  t h a t 

i nvolves leading others—is helping people to 

see the end product of the vision that you have in 

your mind. Since you cannot simply transfer your 

thoughts into the minds of others, you have to 

face the non-trivial challenge of communicating 

past their personal biases and individual perspectives. 

No two people see the world in exactly the same 
way, but you must ind a way to help others see at 
least a glimpse of your inner world in order for 

them to understand the bigger picture of what 

needs to be done.

  Hiring purely obedient contractors or 

employees that have no commitment to your 

larger story, and don’t really care about the end 

goals of their work is fine in some cases, but 

you may find yourself fighting an uphill battle 

How to Help Others 
See Your Vision

to get people motivated and to understand the 

meaning of their role in it all. On the other 

hand, a person who sees your vision is much 

more likely to not need to be micromanaged, 

to be more adaptable to changes,  and to 

understand intuitively what it is that you are 

looking for.    

  In order to guide people towards your ends 

and help them to see your vision, it takes more 

than simply rational explanation. As much as the

pieces seem to fit perfectly well in your mind as

a logical whole, the truth is that people need a 

narrative to be the emotional glue that will hold 

all of these truths together for them. How do 

you do this, though? How do you induce people 

to see your project the way that you see it? 

Nothing you can do will guarantee it, but there 
are a few tactics that you can employ to help 

communicate your intent in a much bet ter way

O
than simply relaying a linear set of instructions 

day after day:

1) First, establish the team’s identity.

  People have much more of a sense of 

mission when they identify with their role. This 

sort of thinking is both a positive and negative trait 

in human beings; it has built empires as well as 

destroyed them. Use this powerful source of 

motivation to your advantage. Tell your team 

stories about what kind of people you are and what 

sort of character your organization has. Tie this identity 

to the kind of goals that you want to achieve. Take a 

cue from the likes of Walt Disney, who was very 

speciic in that his company produce media that 
embodied a quality of childlike wonder. Observe 

Steve Jobs and how he demanded nearly inhuman 

results f rom his team of “pi rates” during 

the microcomputer revolution.
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“Who am I?” is a very important question 

to every person, and if  you can at  least 

par tially answer that question for members of 

your team, you will gain devotion in return.

2) Explain the path towards your goal as if it 

has already happened.

  Describe things as clearly as if the finished 

product were sitting before you. Even if plans 

change, people work best when they feel that 

there is always a direction, something definite to 

shoot for. Speak in concrete terms, and see the 

goal the way you would if it was already done. 

A little haziness can happen sometimes, but 

you can’t expect people to latch onto fog. Tell 

them stories of what you want and exactly how 

you plan to get there.

3) Allow your team to give input every step of 

the way.

  People can get behind something much 

more easily when they feel a sense of ownership. 

They are also much more likely to understand 

what your goals are if they are an active participant 

in discussions on how to get there. Reward 

your team members for good suggestions and 

constantly ask for their input. This might even 

help you to expand your own limited perspective 

when it comes to your projects.

4) Show concrete examples of what you want.

  Sometimes your vision may be for 

something that does not yet exist in this world, 

but a case like this is very rare. More often than 

not, there will be examples of other companies 

with similar goals who have achieved their 

ends. Offer real-world examples of the results 

that you want, and the members of your team 

will have a much easie r  t ime understanding 

you. As you compare the abstract ideas floating 

a round in  you r  mind with  the  concrete 

results of other organizations, you may even 

realize that you didn’t have it as well figured out 

as you originally thought.

5) Give your team a big “why.”

  You can try to communicate the path to your 

goal, and you can try to inf luence your team to 

personalize their roles, but ultimately this may 

not be enough if the individual members don’t 

have a big enough “why.” You may have 

observed that morale is particularly low in 

people who feel that their work has no meaning. If 

your team is struggling to ind a meaning to what 
they’re doing, then they probably don’t understand 

your vision well enough. Sometimes the very 

thing that will snap everything else into focus is 

revealing why you are ultimately pursuing your 

speciic goals. 

The why is what determines the how, and so it 

will allow your team members to better understand 

the anatomy of your goals.

  For example, if you decide that your 

business  should  enter  a  ver y  u ntested 

market, then explain to your team members 

why you think that you will meet success on 

the other side. Give specific reasons and share 

all of your research with them. Do not let the 

direction of your projects be a huge mystery 

while you play the dictator. No one works well 
if they believe they are being led to their 

possible doom.

  Ultimately, though, the best thing that 

you can do to clarify your vision to others is 

to first clarify it with yourself. As you write 

down your plan, think of all the details as 

carefully as possible. Does anything seem 

fuzzy? Are you having trouble putting 

something into words? Do you have any 

negative gut feelings about possible obstacles 

in the future? Perhaps these are areas where you 

are not yet clear yourself. Once your vision is 

fully articulated in your mind, it is much easier 

for others to get on board. An obvious confidence 

in what you want will almost always induce 

others to follow, and you might find that your 

actions and demeanor will do much more to 

explain your vision than your words.

How to Help Others See Your Vision

The Canadian Business Quarterly - www.TheCBQ.ca
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t’s not uncommon for business owners 

to leave the IT matters to others, but in 

a world that is becoming increasingly 

dominated by technology, it helps to have a 

f irm grasp of the tools that will turn your 

Internet marketing effor ts into a success. 

Without staying on top of who is visiting 

your website and how long they stay, as well 

as other important demographic statistics, 

you will be at a def inite disadvantage when 

i t  comes  to  s t reaml i n i ng  you r  on l i ne 

presence to better serve your customers. 

Yo u  n e e d  t o  k n ow  i f  yo u r  w e b s i t e  i s 

e f f e c tive and if it’s conver ting visitors into 

clients.

  Keeping and analyzing stats doesn’t 

have to be expensive, however, and in fact 

it has been greatly simplif ied over the years 

thanks to Google. Their analytics software—

aptly named Google Analytics—provides a 

host of features that you can use to track 

potential customers who visit your company’s 

site. It is also very easy to get star ted, and 

involves only a few basic steps:

Install ing Analytics

  It takes lit tle more than access to the 

back-end of your site and a Google account 

to  s t a r t  col lec t i ng  va lu able  i n for mat ion . 

T h is  i n  a nd  of  i t sel f  i s  va lu able ,  but 

t he re  a re  ma ny  more  fea t u res .   

  O ne  of  Google  A na ly t ics’  bes t  t r a i t s 

i s  i t s  rea l - t i me  repor t i ng.  You  ca n  v iew 

s t a t i s t ics  on  speci f ic  v i s i tor s  t ha t  a re 

cu r rent ly  pe r usi ng  you r  websi t e ,  a nd 

you  ca n  even  se t  A na ly t ics  to  a le r t  you 

t he  moment  t ha t  ce r t a i n  event s — such  as 

your t raff ic reaching a cer tain threshold—

occur.

Customize Analyt ics for Your Goals

  Every business will have different 

goals for its site, and you can tailor Analytics 

to  su i t  you r s .  For  exa mple ,  i f  you  a re 

concerned with a new sign-up form for 

your mailing list which you are A/B testing, 

you can set parameters to track the conversion 

rate. The same can be done when it comes 

to e-commerce sales on your site, or any 

other task that you are inducing your visitors 

to perform.

  Google Analytics is a versatile tool that 

is invaluable for any business that generates 

sa le s  t h roug h  i t s  websi t e .  I f  you  don’t 

a l ready use this popular web application, it 

may be time to go through the shor t and 

simple sign-up process.

  

I

Understanding Google Analytics

Make sure that you choose a secure account 

that only you have access to and visit ht tp://
www.google.com/analytics/ to sign up for 

Google Analytics.

  You wil l  be prompted to answer a few 

basic quest ions about  your website,  and 

f rom there you wil l  be of fered a t rack ing 

code that  you may copy and paste d i rectly 

into the HTML of your site.  Nor mally, 
you would place th is  in the area between 

the <head></head> tags;  however,  i f  you 

are using content  management sof tware 

of  some k ind,  there may be other ways to 

inser t  Google’s  scr ipt  that  doesn’t  requi re 

you to d ig into the source code of  your 

pages.

Using Analytics for the First Time

  Google Analy t ics has a mult it ude of 

useful functions and can be overwhelming 

at  f i rst ,  so it’s  best  to concent rate on a 

few key areas when you’re get t ing star ted. 

As soon as you have had enough t raf f ic 

t r ick l ing in ,  you wil l  be able to see on 

your Google Analy t ics dashboard where 

in the world  you r  t r a f f ic  i s  com i ng  f rom, 

t he  general  age g roups of  your t raf f ic, 

and wh a t  o t h e r  s i t e s  o n  t h e  I n t e r n e t 

yo u r  v i s i t o r s  h ave  b e e n  c om i ng  f r om . 

The Canadian Business Quarterly - www.TheCBQ.ca
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Integrating Google Apps  
for Your Business



12

ust about everyone these days uses at 

least  a  few of Google’s  many useful 

ser vices, both for personal use and for 

business purposes. While their crowning 

jewel is still their search engine technology, 

Google is much more than that these days. In 

fact, they have many products—most of 

which are free or inexpensive—that you can 

use to make your business life easier.

  O n e  of  t h e s e  p r o d u c t s  i s  a  we b 

s of t wa r e  s u i t e  c a l l e d  G o og le  A p p s  fo r 

Wo r k  (formerly known as “Google Apps 

for Business”) which professionals can use 

for  a  host  of  funct ions,  and that  can be 

had for  a  palt r y monthly fee.  Google Apps 

for  Work can st reamline many processes 

in your business,  especial ly when it 

comes to the human element ,  in a  number 

of ways:

Information Sharing

  Apps for Work offers a huge amount of 

storage, f rom 30 GB to vir tually unlimited 
space, depending on the plan that you decide 

to go with.  All  of  the mater ial  that  you 

upload to Google Drive would be available to 

other members of your team, so there’s a 

c e n t r a l  l o c a t i o n  t o  s t o r e  i m p o r t a n t 

i n fo r mation and there’s no need to fiddle with

e -mai l  a t t ach ment s  qu ite  so  much.  I n 

add ition, you can maintain a communal 

schedule on Calender to keep everyone on the 

same page.

An E-mail Address on Your Own Domain

  It’s not terribly difficult these days to 

buy your own domain and set up an email 

account, but Apps for Work integrates this 

process with Gmail, so you can use the familiar 

interface that you already know. 

Collaboration Apps

  Working with other professionals on 

documents and presentat ions the “old 

f a s h ioned”  way can  be  cu mbersome. 

Nor mally, you would work individually and 
then attempt to combine results, but since 

Apps for Work is completely web-based, you 

can get things done much more efficiently. 

Multiple users can edit text documents, slide 

presentations, spreadsheets, and more at the 

same time. These apps can be accessed from 

just  about any modern browser as well ,  so 

users on multiple platforms can participate. 

  I n  a d d i t ion  t o  t he  a b i l i t y  t o  wor k 

together on projects in real time, members 

of your team will have access to Google’s 

mul t i - f a c e t e d  v id e o  c on fe r e nc i n g  app, 

J
Google Hangouts. You can use this to stay in 

touch via voice or video during every step of 

the creative process.

Security and Archiving

  Many businesses need to keep records 

of communications received f rom clients 

or exchanged between team members. Often, 

this information is sensitive, and needs to 

be kept  away f rom the easi ly-accessed, 

col laborative storage areas. This is where 

Google’s Vault comes in. For a small ext ra 

fee, it  can be added to Apps for Work’s 

suite of tools, and it will store emails, chat 

logs, and other data safely until a t ime is 

specified for its deletion. The communications 

are also easily searchable, which makes 

looking for long-forgot ten information 

simple and fast.

  Google Apps at Work has a lot to offer 

to business professionals, especially those 

who are looking for a lean, inexpensive 

s o l u t i o n  t h a t  a d d r e s s e s  c o m m o n 

i n e f f i c i e n c i e s .  It is less expensive than 

Microsoft’s offerings, and largely platform-

independent ,  so at  the ver y least  it  is 

wor th a  t r y  i f  you need to  keep your  team 

in constant  communicat ion.

The Canadian Business Quarterly - www.TheCBQ.ca



Infrastructure Ontario: 
Providing the Necessities

province’s economic prospects are only as 

good as its infrastructure will allow, so it is 

extremely important for a given location to 

have the resources that it needs and the ability to 

use them effectively. In the case of one of Canada’s 

major provinces, the Crown corporation most 

concerned with these issues is Infrastructure 

Ontario (IO). IO’s main goal is to build and update 

infrastructure throughout the area, working to 

produce high quality public facilities, and it is 

responsible for the handling of tens of billions of 

dollars of public funding.

  

  Regardless of who you are, public infrastructure is 

extremely important, and much of public property is 

used to facilitate the daily activities of citizens. People 

may use roads, bridges, public transportation, or 

government facilities such as clinics or courthouses. 

Infrastructure Ontario works closely with local 

governments and other Crown corporations in order 

to create and maintain the needed infrastructure. Its 

relationship with private corporations also helps to 

keep costs low, using the proit motive of business to 
yield better and faster results than most government 

agencies would produce on their own.

  One of its most successful models for forging 

this connection between the private and public sector 

has been its Alternative Financing Procurement (AFP) 

partnership, which has provided a backbone for many 

projects. Since IO’s birth, costs on public projects 

have lowered signiicantly, and even very complex en-

deavors in infrastructure have proven to run most 

eficiently, their budgets and time tables honored. 
By contrast, before IO’s presence, local government 

was frequently unable to avoid going over budget 

or facing frequent delays in development, which 

mired many infrastructure plans in uncertainty. 

A
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 The CEO of Infrastructure Ontario, Bert Clark, 

calls these problems “embarrassing” and asserts 

that the greatest value that IO has provided thus far 

is a renewed faith in the ability for the province to 

actually carry out its plans and keep its promises to 

the public. “As Canadians we are very modest but I 

think what we are doing in Ontario when it comes 

to infrastructure is truly at the forefront of 

infrastructure renewal,” Clark says.

  Some of those major issues that IO has 

addressed over the past 10 years is the poor 
infrastructure that existed in the realm of health 

care, where there was a distinct lack of capital. Using 

their AFP method, they were able to make a huge 

difference in this sector, using delivery 

techniques that would lower costs and the 

chances of delays. IO sought to undo some of the 

basic problems that the provincial government 

would face when attempting huge infrastructure 

projects like these.

  One of the biggest concerns was budget 

problems. A huge contributing factor that would 

cause projects to run over budget was the government’s 

tendency to break down its major products and hire 

many different contractors. In addition, the local 

government would follow a process wherein they 

produced their design and allowed contractors to 

bid on the project. While reasonable on the surface, 

this would often cause delays due to unexpected 

Infrastructure Ontario

red tape that the contractor might encounter with

the design—but because the design was not 

produced by the private irm itself, the contractor 

could not simply modify it himself and would have 

to wait for modiications from the government.
  The practice of using many different 

contractors and dividing large projects made 

matters even more complicated. Projects of major 

scale could suffer from lack of integration, and all of 

the integration risks would fall on the shoulders of 

the public sector if problems arose. IO takes a 

different approach, offering the projects as one 

large, single endeavor and requiring the private 

contractor to bear all of the integration risk. In 

addition, the contractor is responsible for the design 

of the project, so any f laws or modifications 

are their responsibility. This greatly reduces 

bureaucratic delays and the squandering of public 

funds, and makes projects much more straight 

forward and eficient.
  Another approach that IO has taken that 

differs from past government efforts is the way 

that it pays its contractors. Rather than paying 

for the construction costs up front and offering 

the contractor a monthly payment, IO generally 

withholds most of the payment until the job is 

finished. This allows them an advantage when 

dealing with disputes. This also requires that 

contractors take on the burden of the upfront 

costs much more, which gives them an incentive 

to get the project done correctly and in a 

timely manner, as a substantial investment of 

their own capital is at stake. Using terms like 

these, IO has successfully tipped the negotiation 

power in their favor and has induced contractors 

to be more committed to the projects that they 

are working on.

  IO also handles legal issues very carefully 

and makes use of an extensive in-house legal team 

as well as qualiied external irms during each 
project. “The legal department is involved from 

beginning to end on each and every one of those 

projects,” says Executive Vice President Marni 

Dicker.

  This saves IO a lot of problems and delays 

and ensures that their projects get done on time 

and with as little bureaucratic challenge as possible. 

The core of dealing with legalities is good 

communication, and Dicker comments that this is 

why the IO communications team is a group 

under their legal division.

  Another change that IO had made that 

contrasts the old government model is that they 

tend to require contractors who are bidding on 

large projects to have local knowledge and experience. 

They found this to be extremely beneficial 

because contractors were already familiar with 

the environment.
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  Over the past few years, IO has been 

shifting its approach, not only in accepting 

more private financing, but also in the focus of 

its infrastructure projects. While in the past IO 

mostly spent its efforts on construction of buildings, 

it is now starting to switch its aim towards 

expanding mass transit. “The major [projects] 

that we would be focusing on right now would 

be transit and transportation-related,” Dicker 

explains. For example, “Finch Light-Rail 

Transit […] is in the works.”

  Regardless of the speciic type of project, 
IO’s endeavors can be found everywhere in 

Ontario, from highways to public t r ansit 

projects to hospitals. “There is a very good 

distribution of projects right across the province,” 

Clark says. The number of these projects is, 

especially in the transportation sector, only 

expected to increase if IO’s positive track record 

continues.

  The government, for its part, has offered 

billions of dollars in public funding for IO’s 

various projects. According to Clark,  local 

off icials have been suppor t ive,  and the 

government has been fulfilling its role of de-

termining what infrastructure projects need 

to be done and at what cost. IO, for its  par t , 

has been fulf illing those requirements 

quite eff iciently.

  

  IO’s  most  celebrated  projec t s  of  la te 

i nclude new public transit infrastructure, 

housi ng  for  s t udent s  and  low-i ncome 

r e s idents,  a YMCA, public parks,  and 

even market-pr ice condominiums. Along 

with those projects and many more, IO is 

at tempt ing the ambit ious extension of 

H ig hway 407 that  w i l l  rel ieve  t r af f ic 
congest ion  i n  Toronto.

  One of IO’s proudest achievements is the 

Humber River Hospital ,  which is only one 

example of the health care inf rastructure 

t hat  t hey  c reated  over  t he  pas t  decade. 

Patients and workers alike are enamored with 

the facility, which is extremely modern, and 

is frequently referred to as the first all-digital 

hospital in North America. This hospital 
of fe r s  s t a te - of- the -a r t  faci l i t ie s  where 

p a t ients can receive care for a number of 

issues. Patients can receive cardiac care, cancer 

treatment, dialysis, and emergency services, 

among many other kinds of medical help. 

“There are a number of incredible new technology 

features there,” Clark says.

  Best of all, this hospital was built on 

time and without going over budget, in spite of 

the huge complexity of the project. Most of 

IO’s hospital projects follow a similar pattern 

of efficiency.

Infrastructure Ontario
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  Infrastructure Ontario has made projects like 

these much cheaper. In the past, not only would 

complicated infrastructure projects prove to be 

costly, but they may have been completely unfeasible 

in general. Part of this is due to IO’s improved project 

management techniques, but part of this is also due 

to an increase in the technical ability of modern 

contractors. As technology advances, fueled by 

private and public funding, more projects like these 

may become possible.

  Clark remains optimistic about what the 

future has in store for IO, and how his company 

may deliver better, larger, and more efficient 

infrastructure to the public. In particular, he has 

his eye on public transit and improving the 

experience of commuters in Ontario. “I think 

you’ll also see a lot of work underway on the 

province’s regional express rail program which 

involves the electriication of the Go corridors and 
various improvements to increase eficiencies and 
customer service,” he says.

  These improvements and expansions will not 

be possible without investment in the people 

behind the projects and their creative ideas. Clark 

says that he is dedicated to improving the specialized 

skills of the workers who execute their projects, as 

well as spending effort in crafting the best, most 

eficient solutions for Ontario’s infrastructure 
needs.

Infrastructure Ontario
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Canada Post: 
Recognizing 
the Need to 
Innovate

anada Post is a government corporation and the 

country’s primary mail service entity. As 

such, its history is deeply intertwined with 

that of Canada itself. Though there was unoficial 
mail service in parts of Canada in the 17th century, 
it was not until the 18th century that a true oficial 
mail service was born through the British government. 

After Confederation, Ca na d a  e s t abl i shed 

t he  Pos t  Of ice  Department—whose operating 
moniker would be Royal Canada Post—the ancestor 

to the modern-day Canada Post service. The 

service began to modernized more during the early 

20th century, starting an air-mail route and eventually 
forming a contract with Trans-Canada Airlines. 

By 1939, Montreal and Vancouver would be connected 
with a daily air-mail service. Automation would also 

help push Canada Post into the future and increase 

its eficiency by the late 1950’s through the use of 
automatic mail sorting machines.

C

17



18

  Canada Post only broke away from the Post 

Ofice Department and became a crown corporation 
in 1981 when the Canada Post Corporation Act was 
passed. After dealing with a series of inancial 
setbacks as well as heavy competition from the 

private sector, the Canadian government decided 

that the postal service would be more cost-effective 

and eficient if it ran as an independent entity rather 
than as a section of the government. It was shortly 

after this, in the mid 1980’s, that the new corporation 
began to slowly introduce community mail boxes 

in new neighborhoods in order to reduce the costs 

of delivering mail door to door. This door-to-door 

service is expected to be phased out within the next 

decade, and they expect to roll out these changes in 

three phases, starting with suburban housing 

complexes. Canada Post is still legally obligated to 

provide mail service to all Canadians, anywhere in 

the country.

  Ever since the late 1990’s and the increasing 
adoption of electronic mail, physical mail has 

become less and less relevant all over the world. 

Canada Post has experienced the brunt of this 

change, and has seen unprecedented drops in paper 

mail usage—and along with that, a signiicant drop 
in revenue. A change in leadership, however, 

appears to have begun reversing this trend, with an 

innovative focus on parcels and working closely 

with e-commerce retailers, an approach which was 

implemented by Canada Post’s most recent CEO, 

Deepak Chopra. In addition, Canada Post began to 

charge much more to mail letters, a move which 

was largely resented by the public, but which served 

to help stave off some of the negative cash low that 
the Crown corporation was experiencing. Over the 

next decade, Canada Post also expects to cut 

thousands of jobs, mostly by failing to replace 

retirees as they leave the service. As things are now, 

there are fewer people working for the company 

than there are people collecting a pension, which 

certainly creates an unbalanced situation.

  Though implementing radical changes to face 

a new frontier in delivery service, Chopra is 

extremely experienced in this sector. “I have spent 

[…] well over 25 years in the mailing industry. I 
don’t really talk about other things or think about 

other things.” The big question is, what can Canada 

Post do to slide away from its past and into a 

bigger, more promising future?

  Nowadays, Canada Post’s focus is on adapting 
to the massive changes that have occurred in the 

parcel delivery sector since the introduction of 

online shopping. They wish to irst and foremost 

Canada Post
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serve e-commerce shippers and their customers, 

offering reliable service at competitive rates. This 

transition has not necessarily been smooth all the 

way, however. Chopra explains: “One of the 
biggest challenges [that] the team was dealing with 

was not that they needed a multimillion-dollar 

project to ix this. We just had to decide that we 
have a sense of purpose and that we wanted to be 

the number one [irm] in e-commerce.”
  A huge technical  problem was the 

t e n dency  for  pa rcels to be put on the 

back-burner in relation to other pieces of mail. 

As lats were sorted and moved, many times 
packages would be left behind to be delivered 

the next day or on the next truck, and the parcel 

being shipped would miss the estimated 

shipping window. If Canada Post was to cater to 

the e-commerce sector, it would have to give 

priority to parcels.

  Under the leadership of Chopra, they turned 

things around fairly quickly by examining the 

logistical issues from the ground up. It took little 

more than a simple change in their communication 

philosophy, and their parcel delivery times 

improved immensely. “We did that, literally, in 

90 days,” Chopra says. “A lot of the times, the 
challenge is [that] the sense of mission, the sense 

of purpose that we have at the top never makes it 

down to everyone.

I in fact used to walk around in a depos and I 

would joke around and say, ‘Have you hugged 

a parcel today?’ People used to laugh at it, but 

that started the conversation about the future 

of parcels.” Chopra stresses that a strong 

connection between the leadership and the 

workforce is critical, and that many times 

logistical problems originate from lack of 

consistent aim more than technical issues. 

  As Canada Post moves forward and 

modernizes, many of their former liabilities 

appear to have been transforming into assets. 

One of those former problem areas that has 

seen some turn-around and given Canada Post 

a competitive edge is their vast network of 

retail locations. “From the early days of working 

with some of the brands, who would say ‘Well, 

our products and our brand is too prestigious 

to travel on Canada Post,’ all of those brands 

over the last three years have come along to 

Canada Post because 35 to 40 percent of Canadians 
are not home during the daytime. And when 

you’re not home you have to go drive to the 

airport to pick up your package. But suddenly, 

the 6,300 retail locations […] became an 
asset.” Not all of Canada Post’s retail locations 
are actually profitable, which Chopra admits 

to be a problem, but the infrastructure that all 

these convenient locations provide has helped 

Canada Post

  Canada Post become a major partner with 

Amazon and other e-commerce giants. “We 

compete in a highly, highly global marketplace 

against the likes of Fedex and UPS, where we have 

to be competitive.”

  One of Canada Post’s major aims is to bring 

products to the masses more easily, especially to 

the less urbanized areas that may rely on parcel 

services in order to introduce better choice into 

the retail market. Without being able to receive 

parcels reliably and eficiently, consumers in 
those areas would be left with very limited options. 
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“This e-commerce revolution has opened up 

communities that were left behind,” Chopra 

says. Accord ing to  h im,  locat ions l ike 

Yel lowknife receive high amounts of parcels 

via Canada Post, and the corporation has allowed 

residents to reap the benefits of the digital 

revolution just as people in more urbanized 

areas have. “All of that would not have been 

possible had we not moved the focus.” 

Thanks to changes in processes and expansion 

of Canada Post’s parcel service, the company was 

able to deliver 20 million packages during 
Christmas of 2013, and has grown from there. 
  That being said, Chopra insists that Canada 

Post is still dedicated to its work as a major mail 

delivery service. “Mail continues to be a three 

billion-dollar business for us,” he says. “It continues 

to be the single largest core business that funds a 

lot of the ixed-cost network.” In spite of recent 
price hikes, Canada Post has not abandoned the 

business that led to its rise in the irst place.
  What can Canada Post look forward to in 

the immediate future, though? Besides an 

increasing focus on parcel delivery and a 

continued compliance with the Crown corporations 

obligations to deliver mail, Chopra is hopeful that 

the industry as a whole can change for the 

better. “To me, the institution has incredible 

capacity to reinvent itself over the last 251 years. 

Canada Post
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 I wholehear tedly believe that institutions 

are bigger than individuals, and you have to 

draw on the strength of the institutional 

knowledge that allowed us to reinvent back 

in [the] 1800’s,” Chopra says.
  T h is  evolut ion  cou ld  i nclude  the 

adoption of new technologies, and Chopra 

himself seems to be eager to innovate with 

new mail delivery and tracking systems. “I 

was instantly impressed with their passion 

and desire to haul Canada Post into the 21st 
century,” Chopra said of the innovation 

team at Canada Post, whom he met with 

shor tly af ter becoming CEO. They were 

responsible for the development of an iPhone 

app that could help track packages, and Chopra’s 

approval of the project has been just one of 

the changes that has helped Canada Post 

survive in the midst of a fast-changing 

world. The fact that the project was almost 

killed by the previous leadership before he 

became CEO made him realize something: 
“Inability to innovate was not the biggest 

threat to our future – it was a failure to recognize 

the need to innovate,” Chopra says.

  Under Chopra’s guidance it does indeed 

seem that Canada Post is  beginning the 

r e c og n ize  the  need  to  i n novate ,  and  i s 

f i nally stepping into the future.

Canada Post
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Thales: Pushing Technology 
Into the Future
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As far as company goals, they are seeking to 

always work more eficiently and reduce costs, 
but the core of their plan is innovation and 

constant improvement for their customers. 

Experimenting in the train control realm will 

help Thales to improve the overall client experience, 

both for those running the trains and the passengers 

who will use them.

  One of the keys to this approach is data 

collection. “We can use data coming from our 

train control to enhance the passenger experience, 

be it in passenger information, planning and 

interfaces, to automated ticketing,” says Halinaty. 

While Ontario will provide critical funds towards 

this project, Thales is making a signif icant 

investment itself.

  Being a physically large and expansive country, 

Canada has invested heavily in its transportation 

infrastructure. However, Thales is concentrating 

its efforts mostly in the Toronto area, where the 

local government—speciically, the Toronto Transit 
Commission—has already spent major resources 

developing their transit system. Though this is 

Thales’ current focus, the rest of Canada’s transit 

systems are certainly not out of the realm of possibility 

in the future, especially in major areas like Montreal. 

Partnerships between Thales and local transit systems 

in Canada are nothing new, as they have serviced 

British Columbia’s SkyTrain in the past.

23

hales has continued to grow as an industry 

leader over the past few years, especially 

i n  t he  r ea l m of  t r a n s p o r tat ion and 

cybersecurity technologies. Always among the 

irst to innovate, Thales has built a reputation for 
pushing technology into the future. Their activities 

in Canada are of particular interest recently, and 

are likely to inluence the transportation sector 
signiicantly.
  Thales Group is a multinational company 

that was originally founded in France and is partly 

owned by the French government. The company 

has expanded into many countries and major cities 

around the world, from New York in the West all 
the way to Singapore in the East, and many other 

locations in between. Their work in the rail signaling 

sector is of particular note, and their systems are 

implemented the world over.

   In Canada, one of Thales’ most important 

recent projects is the implementation of a new 

rail signaling system for some major metropolitan 

areas in Ontario. The local government plans to 

inject up to $12 million into the development. Mark 
Halinaty, CEO of Thales Canada sees the new 

signaling system as an “evolution” that builds 

upon their past success.

  With the support of the government, Thales 

hopes to innovate in some major aspects of train 

control, creating a larger client-base that they can service.

T
  For now, Thales is putting most of its resources 

into the bigger metropolitan areas simply because this 

is where the highest concentration of potential 

end-users exists. To serve the largest population, cities 

like Montreal, Vancouver, and Toronto are of particular 

interest. In the near future, though, other less populous 

areas that show potential for growth, such as Calgary, 

may receive some attention.

  The end-game is much more expansive than 

simply serving Canada, however. Canada may 

become the ground f loor for many of Thales’ 

innovations in transit, but many of these changes can 

be easily transferred to other transit systems around 

the world. Indeed, what occurs in Thales Canada may 

end up inluencing rails in Europe and other parts of 
the globe. Thales’ hope is to also use its experience 

in Canada to expand beyond traditional train 

control systems.

  Customer demand has driven improvement 

and innovation in this ield for years, and Thales 
has taken that demand seriously. “[The customers] 

are the ones looking for enhancements to the tech-

nologies we provide,” Siegfried Usal, Thales Can-

ada’s Vice President of Strategy and Communica-

tions, says. As technology improves the bar gets 

higher and higher, and customers expect more 

cost-effective systems. For instance, Thales makes 

heavy use of their analytics systems to examine 

the eficiency of their systems, which allows them to 

Thales
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Thales

ind strategies to lower energy costs as well as reduce the 
carbon footprint. This close monitoring allows them to 

take a proactive stance when it comes to maintenance and 

anticipating problems before they occur.

  Thales has also taken an eficient approach with 
its innovations by creating enhancements that are 

compatible with existing systems. This allows for a 

more seamless evolution, lowers costs for the 

customer, and allows those who already have a system 

in place to beneit from the latest upgrades. According 
to Halinaty, this is a core value of the company, and 

their aim is to always push technology forward, but to 

never leave their loyal customers with older technology 

behind. “We want to be able to take these new features 

and have a pathway for existing customers to be able 

to take advantage of them,” Halinaty says. Part of their 

strategy in developing the best paths to new 

technology for their clients is the company’s habit of 

taking customer feedback very seriously. This is the 

core of how Thales Canada decides where to focus 

their efforts.

  Early in 2016, Thales Canada found a new 
direction in which to ind growth, signing a $35 
million deal with Seaspan’s Vancouver shipyards. 

Halinaty and other major executives decided that 

Thales could expand into the naval business and see 

proitable results. Thales Canada will work with 
Seaspan on their shipbuilding efforts, and will help 

them produce several major non-combat vessels.

 Their role in the venture will be coordination 

effor ts, funneling the par ts from various 

suppliers and ensuring that every component 

during the building process works well with 

every other. It is possible that in the future, 

Thales could go on to work on combatant 

vessels, using the experienced gained from 

these current ventures.

  Since the Canadian government is interested in 

updating their naval f leets over the next few 

decades, Thales can expect activity in this 

domain to go on for many years. “For us, this is a 

long-term endeavor,” Halinaty says. Similar to 

Thales’ strategies in land-based transit, they hope 

to create a long-term business out of continued 

support for the ships that they help build. 
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Thales

  More importantly, cybersecurity is a core 

concern that touches nearly every sector of Thales’ 

diverse business. Regardless of the speciic realm 
of a given project, Thales is usually implementing 

new and eff icient digital technologies. As 

information and the technology to access it grows 

at a geometric rate, keeping on the leading edge of 

advancements is critical. Their hope is to help 

push their clients forward into the future and more 

closely match the breakneck speed at which 

knowledge and digital technology is growing. 

Thales is committed to not being left behind in 

this race, so they encourage their clients to let go 

of fears and become early adopters.

  Of course, this is more than simply a problem 

for private irms. Governments too can drag their feet 
when adopting new technology and this can cause 

problems for their constituents. Through its inluence 
in the government sector as well as the private sector, 

Thales Canada aims to keep the country up to date.

  Especially when it comes to cybersecurity, it is 

imperative that governments as well as corporations 

take a proactive approach because attackers are 

constantly innovating, and the honeypot of valuable 

information or resources that can be stolen only grows 

larger. “Technology has no frontier right now,” Usal 

says. “That’s why you see more cybercrime being 

effective. Those organizations cannot keep the pace with 

protective technologies.”

   Thales’ commitment to long-term strategies 

and their focus on innovation has made them one of 

the top R&D investors in Canada. Their focus is on 

the leading edge of the industries that they touch, and 

they are attempting to develop new technology is 

several areas. For example, in order to respond to 

the conditions of our increasingly digital society, 

   Thales has been pouring resources into 

making innovations in cybersecurity. According 

to Halinaty, this will be an increasingly critical 

component of the digital revolution as time goes 

on. “As everything becomes digital the sensitive 

data must be protected,” he says. This is a 

promising new area of growth for Thales Canada.
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  Not every area of expansion for Thales is 
quite so dreary, however. When it comes to 

expansion of its various transportation endeavors, 

Thales has its eye set on Asian and South American 

markets, where many countries are starting to 

boom with new development. This creates a 

need for  be t t e r  a nd  more  ex t en s ive 

t r a n s p o r tat ion infrastructure. The potential 

is huge in these sectors, and is a major part of 

Thales’ long-term plans.

  Back in Canada, however, Thales is continuing to 

expand its partnership with the Canadian 

government and is one of the leaders in the 

defence industry. Its diverse reach has allowed 

Thales to be in a unique position to deliver new 

technology for many different industries, and 

Halinaty appears to be very optimistic. He 

hopes that Thales Canada will be able to double 

its revenue by the end of the decade, which is no 

small task, but seems feasible considering their 

recent history of expansion.

  Halinaty believes that the fastest area of 

growth will be in cybersecurity, and that the major 

challenge in the next decade will be to help 

companies implement security that keeps up with 

advancements in technology. This can be dificult, 
but he remains optimistic as the population 

becomes more aware of the need for cyber defence, 

especially those who grew up in the Information age.

  Though the path of Thales Canada is indeed 

extremely ambitious, their plan seems very feasible 

thanks to their already strong foundation in 

various industries. This diversity—strong, 

healthy roots—is sure to help Thales shoot upwards 

into the future.

  “Our customers are getting smarter as we 

go forward because the young generation is 

getting it,” Usal says. “One of our challenges is 

to strengthen our relationship with customers in 

the way we design, develop and provide our 

solutions.”

Thales
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Victoria Gold: Yukon Bound
ictoria Gold Corp., a Canadian irm with a 
strong position in the gold market, is pushing 

forward into their latest advancement, the 

development of the Eagle Gold site, a potential mine 

in the Yukon which could yield hundreds of 

thousands of ounces of gold as soon as it is 

operational. This will be the largest gold 

mine in the Yukon’s history, and it is expected to 

be operational within the next few years.

  

  The Yukon has a rich history of being a territory 

where its residents—though relatively few—regularly 

commune with nature. This makes it a fitting location for 

the extraction of one of the most precious natural 

resources on earth. It is a very mining-friendly area 

and the project Eagle Gold is fully permitted. Unlike 

other mining projects in the Yukon, Eagle Gold actually 

has grid power and road access, which will make the 

process of building the mine logistically easier.

   Victoria Gold Corp. is a relatively small 

company whose origins can be found in the early 

2000’s. When Kinross acquired Bema Gold, it was 
found that they had a sizable interest in the enterprise 

known as Victoria Resources. From this company, 

Victoria Gold Corp. was eventually born. John 

McConnell served on the board of the new Victoria as a 

director, then subsequently became CEO in 2010. For 
the past few years, he has been working 

V
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and he admits that it is a dificult sum to raise in 
the current markets, though he sees a “light at the 

end of the tunnel” and is conident that Victoria 
will be able to raise the funds. The project is 

estimated to have a debt capacity of roughly 

$250 million, and there are a few other options 

Victoria Gold

to develop the Eagle project in Canada’s Yukon, 

a site that shows a huge amount of promise.

  During the beginnings of the Great Recession, 

he had the foresight to take advantage of hidden 

opportunities, and so Victoria Gold acquired 

two other gold firms—Gateway Gold and Strata 

Gold—in 2008 and 2009, respectively. It was 
through Strata that Victoria Gold was able to 

acquire their major asset, the Eagle Gold site. 

Gateway, for its part, provided some assets in 

Nevada which could serve the company well in 
the future, after Eagle has begun regular 

operations.

  Currently, Victoria Gold has been able to 

funnel even more resources into the project, 

adding $24 million dollars of funding for the 
continued development of Eagle Gold. Though 

the future looks promising, McConnell does say 

that Victoria Gold may still err on the side of 

caution to reduce potential risks, especially those 

associated with acquiring more permits and 

performing further exploration. According 

to him, the company may conserve its cash 

for now and use it to later finance the actual 

project itself.

  Moving forward, the project will likely 

need about $400 million to swing into full-scale 
operations. These capital costs are the “big 

impediment right now” according to McConnell

that the company might pursue to fill the gap. In 

the meantime, Victoria has substantial cash at 

hand, so the situation is not entirely dire. 

McConnell is confident that development can 

begin soon.

  Short-term goals remain a bit less lofty in 

the meantime. At the moment, the main interest 

is in examining the potential of a site that is 

only a bit over 2 kilometers away from Eagle, a 
location known as Olive-Shamrock. The site 

appears promising because of its proximity to 

Eagle and the fact that it could yield 50% higher 
grade. These characteristics make it an ideal 

addition to the Eagle project, or may even serve 

as a viable starting point. They hope to make 

Olive part of the larger mining plan, as operational 

costs are trending down and Olive showed 

unexpectedly strong results as it was being 

evaluated. For now, Victoria Gold has already 

commenced drilling activity in the area. The 

company is also working on updating their 

mining feasibility study for the site, based on 

the most recent information.

  As far as labor, when Eagle Gold’s activities 

are at full capacity, it will require between 300 
and 400 personnel to perform construction, 
according to McConnell. More than likely, the 

mine will require a similar workforce once it is 

operational as well. Roughly half of the labor
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Her vast experience specifically in working 

out in Canada’s North is particularly valuable 
to Victoria’s cause.

  Though most of the administrative and 

technical staff can be found at Victoria Gold’s 

offices in Vancouver, McConnell himself 

actually relocated to the Yukon to be closer to 

the project. This was an obvious decision for 

McConnell, who has been in the mining 

business for his entire life, and it has helped to 

move the project forward at a faster pace. 

McConnell insists that having an administrator 

living close to the site is essential, and that building 

close personal relationships with those who 

are helping to construct the mine makes a huge 

difference in results. He is no stranger to 

living in Canada’s Northern regions, and in 
fact has spent 90% of his career there, even 
before moving to the Yukon. “I love the 

Yukon,” he says. “It’s got great people, great 

character, great weather.”

  Unlike many other mining firms, Victoria 

Gold has been largely successful in forging 

peacef ul  relations with nearby First Nations 
tribes. McConnell has been careful to build 

honest relationships with these native people 

and this has certainly resulted in less legal 

trouble. Years ago, before even any preliminary 

const r uct ion began,  Victor ia  Gold signed 

agreements with the local tribes and made sure 

to have their blessing. McConnell sees this 

tendency as something that differentiates Victoria 

Gold from other companies. “It takes a lot of 

work and understanding where they come 

from,” McConnell says.

  Victoria Gold owns several properties in the 

Yukon area that also show some profitable 

potential. In addition to the Yukon properties, 

Victoria Gold holds assets in Nevada. Their 
property there, called Santa Fe, is currently not the 

focus of their progress, but has a promising future. 

The company may pursue further acquisitions at a 

later date, facilitated by their solid cash reserves, 

but their current aim is not in expanding their 

assets so much as building the mine at the Eagle 

site. It is through this laser focus on the Eagle 

project that they hope to build a substantial cash 

low, and from that platform they can then jump to 
other projects. Until Eagle is producing, however, 

resources will be spent largely in the Yukon.

  “...[W]e’re more focused on moving Eagle 

forward now,” McConnell says, indicating that the 

company had considered certain acquisitions in the past, 

but nothing ultimately came of it. For now, their energies 

are concentrated in the Yukon—however, there is a great 

potential for future growth over the long-term. Progress 

has been steady of late, and construction camps have 

already been set up at the site.

 

Victoria Gold

will be brought in from other locations throughout 

Canada using a ly-in and ly-out operation, and 
about half of the labor is expected to be sourced 

from the Yukon.

  By current estimations, the Eagle Gold site 

will have a lifespan of over ten years, with 

McConnell expecting it to exceed that initial 

estimation by more than ten or ifteen years. There 
are still many promising sites in the area that have 

yet to be explored, and McConnell thinks that 

much of it may still be untapped. The mine and its 

infrastructure currently covers an area of roughly 5 
kilometers square. Victoria Gold owns large 

amounts of land in the Yukon, and can turn to their 

other properties once Eagle begins to produce a 

consistent cash low. 
  When gold prices were higher years ago, 

hover ing at  a round $1,700,  McConnel l 
expected to be able to construct the mine with 

a team of 30, but market conditions have 
changed vastly since then, and the drop in gold 

prices means that they will have to move forward 

with a team of roughly 10 professionals. Even 
so, McConnell values his experts deeply, 

and relies on their technical skills and science 

to keep the project on the r ig ht  t r a ck . 

La t ely,  t he  compa ny  ha s  been  beef ing up 

its technical talent as well, adding consultant 

and mining expert Heather White to its board.

29The Canadian Business Quarterly - www.TheCBQ.ca



30

  Eagle will produce roughly 200,000 ounces 
of gold per year when it is fully operational, and at 

a very good margin. It is estimated that the mine 

will be able to produce 2.3 million ounces in total 
over its lifetime according to their latest feasibility 

studies. Costs are expected to be roughly $615 per 
ounce, which offers a healthy proit. As soon as 
Eagle is lowing steadily—probably by around 
2020—the company will turn its attention to its 
next major project, the speciics of which are still 
uncertain. “I don’t know but with Eagle, Victoria 

will be an established small gold producer looking 

to grow itself,” McConnell says. From there, the 

company may develop its Santa Fe property in 

Nevada, or turn its attention to other potentially 
lucrative sites in the surrounding areas near the 

Eagle Gold site.

Victoria Gold
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