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News In Review

B2GOLD AND ANGLOGOLD
ASHANTI TO AMEND OWNERSHIP
AND MANAGEMENT OF THE
GRAMALOTE PROJECT, COLOMBIA

B

2Gold Corp. (TSX: BTO, NYSE AMERICAN: BTG,
NSX: B2G) (“B2Gold” or the “Company”) is pleased
to announce that the Company and AngloGold
Ashanti Limited (“AngloGold”) have agreed in principle to
terms relating to the parties’ respective ownership
percentages and future management of the joint venture
on the Gramalote gold project in Colombia. The companies
have agreed that B2Gold will sole fund the next $13.9
million of expenditures on the Gramalote Project (the
“Sole Fund Amount”), following which B2Gold will hold a
50% ownership interest in the joint venture (B2Gold
currently holds a 48.3% interest). Under the amended terms,
AngloGold and B2Gold will each hold a 50% interest and
B2Gold will start an immediate transition to become manager
of the Gramalote joint venture by the end of 2019, conditional
upon the parties entering into an amended and restated
shareholders agreement. Following the expenditure of
the Sole Fund Amount, each joint venture partner will
fund its share of expenditures pro rata.
B2Gold and AngloGold have also agreed on a budget for
the feasibility study on the Gramalote Project up to $40 million
for the remainder of 2019 and through the end of 2020. This
budget will fund 42,500 metres of infill drilling and 7,645 metres
of geotechnical drilling for site infrastructure.
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BOMBARDIER TRANSPORTATION
APPOINTS JOHN SAABAS
AS HEAD OF ENGINEERING
AND TECHNOLOGY
Mobility solution provider Bombardier Transportation
today announced that John Saabas has been appointed
the new Head of Engineering and Technology. Mr Saabas
will report directly to Bombardier Transportation President,
Danny Di Perna and will lead the company’s global technology
and product development activities. He will also work
closely with Bombardier Transportation’s senior leadership
team to improve productivity, project execution and customer
satisfaction.
Danny Di Perna, President, Bombardier Transportation,
said, “John is a proven leader with an impressive track record
of success. He brings us more than 30 years of engineering
and manufacturing experience and shares our values, including
operating with the highest ethical standards, fully engaging
employees and delivering on customer commitments.”
Mr Saabas joins Bombardier from Pratt & Whitney Canada, a
world leader in the design, manufacture and service of aircraft
engines and auxiliary power units, where he has been
President since 2009. During his 35-year career with
Pratt & Whitney, Mr Saabas held numerous leadership positions
in Engineering, Manufacturing, Operations and Procurement.
He also earned a PhD in Aerodynamics from McGill University
and holds both a Master’s and Bachelor’s degree in Mechanical
Engineering from the University of Waterloo in Ontario, Canada.
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News In Review

HIGH TIDE ANNOUNCES
OPENING OF KUSHBAR
LOCATION

MAPLE LEAF FOODS NAMES CASEY
RICHARDS SENIOR VICE-PRESIDENT
OF MARKETING AND INNOVATION

High Tide Inc. (“High Tide” or the “Company”) (CSE:HITI)
(OTCQB:HITIF) (Frankfurt:2LY), an Alberta-based, retail-focused
cannabis corporation enhanced by the manufacturing and
wholesale distribution of smoking accessories and cannabis
lifestyle products, has announced it has received its first
delivery of cannabis products from Alberta Gaming, Liquor
and Cannabis (“AGLC”) and has begun selling recreational
cannabis products and accessories.

Maple Leaf Foods, Inc. (“Maple Leaf” or the “Company”)
(TSX: MFI) today named Casey Richards Senior Vice-President
of Marketing and Innovation.

High Tide currently has 25 branded locations selling
recreation cannabis products across Canada, inclusive of
the KushBar Store. “Bringing this new retail brand to market
with our joint venture partner is an exciting development for
our company and our customers,” said Raj Grover, President
and Chief Executive Officer of High Tide. “The KushBar retail
experience offers a modern alternative to the Alberta market,
with more locations expected to be opened in the near future,”
added Mr. Grover. The Company will soon have 27 branded
retail cannabis locations across Canada, barring any changes
to the current rate of licensing by AGLC.
The remaining Canna Cabana and KushBar stores needed
to achieve the AGLC’s maximum of 15% market share are currently
under various stages of development and construction. Outside
of Alberta, High Tide currently has a Canna Cabana retail cannabis
store in Swift Current, Saskatchewan, along with 3 branded
locations in Hamilton, Sudbury and Toronto, Ontario.

Richards will assume overall marketing leadership for
Maple Leaf’s family of brands and will lead the company’s
innovation efforts, while continuing to oversee the pastry
business. He will also join the Maple Leaf Foods Senior
Leadership Team.
“Since joining Maple Leaf Foods, Casey has shown remarkable leadership agility within our business,” said Curtis
Frank, Chief Operating Officer, Maple Leaf Foods. “His deep
and broad experience in general management and consumer packaged goods marketing will be a valuable asset in
supporting the execution of our strategic blueprint. Casey
will also play a critical role in helping Maple Leaf Foods realize our ambition of becoming the most sustainable protein
company on earth.”
Prior to joining Maple Leaf Foods, Richards led ConAgra
Foods Marie Callender’s brand to become ConAgra’s largest
business with over $1B in retail sales. He has also held key
management roles working on iconic brands at General Mills
and Nestle, including Cheerios, Totino’s, and Green Giant.

The Canadian Business Quarterly - www.TheCBQ.ca

8

News In Review

PACIFIC RIM COBALT
RECEIVES POSITIVE
MINERAL PROCESS
RECOVERY TEST RESULTS
Pacific Rim Cobalt Corp. (the “Company” or “Pacific Rim
Cobalt”) (CSE: BOLT) (OTCQB: PCRCF) (FRANKFURT:
NXFE) is pleased to announce positive results from mineral
process recovery testing on material from its Cyclops
nickel-cobalt project as reported by its independent
extractive technology and mineral process development
partner (the “Partner”).
The first phase of the detailed bench-scale Program
has been completed in order to evaluate separation
technology on samples of materials from various geological
profiles from the company’s Cyclops nickel-cobalt
project.
Samples were leached using the Partner’s proprietary
mixed chloride technology, i.e., the mixture of hydrochloric
acid (HCl) and magnesium chloride (MgCl2). Results of
the leach tests showed that the mixed chloride leach
technology was ef fective in the recover y of value
elements, namely nickel, and cobalt from the three laterite
samples tested.
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SHAMROCK COMPLETES
ACQUISITION OF
BUCKLEY CLAIMS IN
NORTH CENTRAL B.C.
Shamrock Enterprises Inc. (“Shamrock” or the “Company”),
a Canadian mineral exploration company, is pleased
to announce it has completed the acquisition from a
private vendor a 100% interest in the Buckley Project
mineral claims, in British Columbia, approximately 57
kms southwest of Houston B.C. The Buckley claims consists of 24 mineral claims covering an area of 15,317.5
hectares. Shamrock now holds title to 18,546 hectares
known as the Stellar project, which border the eastern,
western and, perhaps most importantly, the northern
part of ML Gold’s Stars porphyry copper-gold-silver-moly
discovery.
The Stars porphyry discovery represents a porphyry
Cu-Mo discovery in an area of excellent access and
infrastructure. Shamrock’s claims cover a prominent NNE
trending group of regional aeromagnetic highs that include
one coincident with the Stars discovery and with it’s intrusive
host rocks. On Februar y 28, 2018 ML Gold reported
that drillhole #4 intersected 40.2 metres of 1.02% copper
equivalent (CuEq) within a broader interval of 204 m of
0.50% CuEq close to surface.
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CANADIAN
NATIONAL
CHRISTIAN
FOUNDATION
THE SPIRIT OF GIVING
federally registered non-denominational
public foundation, the Canadian National
Christian Foundation has been helping
Canadian Christians maximize their giving since
2002, sending over $70million to thousands of
charities working around the globe.

A
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The foundation’s President, Lorne Jackson, is a published
author and public speaker on the subject of estate planning,
and donates his time to helping Canadians think through
their end of life decisions. The Canadian National Christian
Foundation (CNCF) serves over 170 donors from across
Canada and has invested significantly in Canadian-based
charities. Mr Jackson explains the reasons behind starting
the foundation, the significant tax benefits available for charitable
donors, and the spirit of giving that always remains close
to his heart.

GIVING BACK
After many years in the financial services business, Mr
Jackson left the ‘for profit’ sector in the early 2000s to create
the Canadian National Christian Foundation, a federally
registered non-denominational public foundation.
“I was a broker dealer in the financial planning world,” Mr
Jackson explains, “and had been doing that for a number of
years more than 30 years in the financial services sector. Then
I sold the broker dealer and left there in 2001.”
On a year’s hiatus from work, Mr Jackson took this time out
to decide what his next step would be. He admits that he is not
the kind of person to retire early and spend his time playing golf
– he felt there were bigger things destined for him.
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Christians
Desire Values
Alignment
in Financial
Advice
The growing demand among Christians for values alignment
in financial advice comes at a time when the industry is
quickly moving towards serving niche markets. Financial
professionals who understand the financial planning
differentiators of the Christian client are well-positioned to
offer uniquely relevant, customized advice.

To learn more about serving this massive market
segment, visit kingdomadvisors.com/10qualities
to download our booklet 10 Qualities Christians
Want in a Financial Advisor.
®

Canadian National Christian Foundation

“As a Jesus follower, I happen to believe that God owns it
all, including my time. I call myself not retired, but I’m rewired
to do something different, and I guess the [Canadian National
Christian] Foundation started because I was [asking] how
can I give back?”
In exchange for the sale of his company, Mr Jackson
received both cash and public stock. Feeling that the amount
received was more than enough for he and his wife to live
comfortably on, he decided the remainder should be put
towards something more meaningful.
“We received way more than enough, and I knew that
money then was not mine, that’s money that I needed to give
away. So I used that in setting up the Canadian National Christian
Foundation, because you can give public stock and you don’t
ever have to pay the tax on the public appreciation of that
stock, as that growth goes directly to the charity.”
When he set up the CNCF in 2002, Mr Jackson assumed
it would amount to little more than a small foundation
collecting donations, but over the years the foundation
has grown and changed significantly, offering many new
dimensions.
“We started doing estate planning for donors in 2010 –
we have over forty Canadian charities that we work with –
and then more recently started teaching biblical finance to
people in church circles; in other words, what does God’s
word say about money.

If you look at the investment strategies of the world today
– examples like diversification and giving over time – all that
comes from the bible.”
Today the foundation has over half a billion dollars coming
in from its many estate plans. What began as a small foundation
accepting donations has become a way of helping people
manage end of life decisions and leave their money to family.
“Many public foundations allow you to give, but they want to
tie up the principle, and they say you can give up to 5% a year to
your favorite charity – we say you can give whatever you want.

International payments,
FX hedging and risk
management solutions
Foreign exchange specialists since 1979

For more information, please call
1 800 530 7986 or visit afex.com
© 2019 Associated Foreign Exchange, Inc. All rights reserved.
Associated Foreign Exchange, ULC (‘AFEX’), a British Columbia Unlimited Liability Company, Incorporation Number BC
1031982, with its main branch located at 200 Front Street, Suite 2203, Toronto, ON M5V 3K2, is registered as a Money
Services Business with the Financial Transactions and Reports Analysis Centre of Canada (FINTRAC) and with the Autorité des
marchés financiers (AMF). All clients must have a fully completed and approved application and other necessary documentation
on file with AFEX, including a list of authorised traders, if applicable, to initiate valid and legally binding funds transfers orders and
other orders and instructions (including cancellations and amendments) (collectively ‘Order’) on client’s behalf. For more
information, visit www.afex.com.
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Canadian National Christian Foundation

A donor can gift CNCF a bunch of public stock, we turn
it into cash, and then they can give it all out right away,
if they wanted. It gives them a lot more flexibility.”
A key difference between CNCF and other public
foundations, according to Mr Jackson, is that it has no desire
to hold onto donor’s money. The foundation’s board is very
active in doing charitable work and getting the money into
circulation.
“We’re also, I would say, a more efficient way of giving
than even a private foundation. Lots of times, high capacity
donors may want to set up their own private foundation –
there’s a bit of an oxymoron with that, because if you have
a private foundation, people can see what you’re giving to,
who you are so your giving is very public. All they’ve got to
do is go on the CRA website and your information is all
there”.
Part of the problem with a Private Foundation is if you
like helping the poor then anyone who raises money for the
poor can easily see that on the CRA website and make
approaches to you for funds.
“If they’re using CNCF as a public foundation,” Mr Jackson
explains, “they can’t see who gave to whom. All they can see
is how much money and to whom CNCF gave it to, so it’s
much more private.”

13
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BENEFITTING
BOTH DONOR
AND CHARITY

T

he CNCF works with over 170 donors across Canada.
Most of these donors will either be business owners or
will have just sold a business or a piece of real estate.
This means that there are tax issues that affect any potential
donations.
“I remember someone who came to me, who had sold his
business in Alberta, and he was concerned because he had this
huge tax issue, and he called me up and he said ‘I need to give
away $2m before the end of year for tax purposes. If I gave you a
house I own, and if I gave you $1m worth of stock, could you
turn those into cash and give me a receipt for it?’”
Mr Jackson remembers this proposal coming in October,
leaving little time for the house to be sold before the end of
the year. The foundation took care of the issue, getting an
appraisal on the house, which was sold for its $1.1m valuation
later the following year.
“The neat thing for this guy was that he was able to
receive his charitable receipt before the end of year, so he
could use it in his taxes, but he didn’t give the money out to
the charities he wanted to support until years later. So, much
more flexibility.”
The Canadian Business Quarterly - www.TheCBQ.ca
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Canadian National Christian Foundation

Many of the CNCF’s donors have arrived via a financial
advisor, who has bought them directly to the foundation.
This usually enables the money to be transferred over to the
foundation, but for the financial advisor to continue managing
the investment going forward.
“We do have life insurance policies [also],” Mr Jackson
adds. “CRA has put it in place where you can donate a life
insurance policy to a charity and get an interesting tax receipt,
depending on the size and how long it’s been in force.”
The concept of businesses writing off income for tax
purposes is often misunderstood. Mr Jackson explains that
the practice of gifting public stock rather than selling it first
and gifting after tax residue is a win-win for both donors and
charities.
“By gifting stock, the donor doesn’t have to claim
the[capital gains], and because charity doesn’t pay tax,
they now have an increase the full amount of the gift, but
they don’t have to pay tax. So it benefits the donor in a
number of ways – they’re able to give more than they
could normally give, and now they’ve got a tax receipt
that’s worth considerably more than they actually paid for
the stock in the first place.”
Most of the money flowing through the foundation
annually comes in from people who have been referred to
the charity or work with a financial advisor. In this case,
donors keep adding money which the foundation passes on
to the charities the donor chooses.
15
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“The charitable work that we do with helping people
with their estates won’t necessarily flow through the foundation.
We’re there to help the donor make the right decisions for
themselves and their family.”
In these cases, there are still many donors who give to
charity, which is usually a good thing for their estates. This
money is generally given directly to the charity rather than
first going through the foundation.
“We work with over 40 charities like Compassion Canada,”
Mr Jackson explains, “we also work with Billy Graham, the
Samaritan’s Purse organization, Trinity Western University,
and Tyndale University, just to name a few.”
The main aim in estate planning is to help donors make
the best decisions from a tax perspective for their families
future, but at the same time there is the knowledge that one
day there will be over half a billion dollars flowing through
CNCF to Canadian charities from these estates.

SOWING THE SEEDS
OF CHARITY
“The cause that gets my heart the most is helping the
poor,” Mr Jackson says, “I did a study one time in the bible of
all the verses that say how God blesses those who help the
poor, and I very quickly decided I’d like to help the poor.”

The Canadian Business Quarterly - www.TheCBQ.ca
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One of the best organizations I know of for helping the
poor is Opportunity International Canada, one of the largest
micro-finance organizations in Canada. Micro-finance
organizations ensure donated money goes even further to
help people in third world countries.
“They can loan [donations] out to somebody in a
third world country, where people buy for example,a
sewing machine or a cornmeal grinder, and they are
able to sell what they produce with that, and now have
a reasonable lifestyle. It’s just amazing what it does
for people.”
As a charity leader, Mr Jackson notices that only a
very small group of people or organizations give
generously. He puts this down to people thinking of
their money in terms of a pot that would be diminished
by the act of sharing.
“The bible says money is like seed. In fact, the apostle
Paul in the New Testament said that the farmer who plants
only a few seeds would get a small crop, but one who
plants generously would get a generous crop. He’s talking
about money. If you want a lot, you need to sow a lot, and
that means giving it to help others.”
For more information on the Canadian National
Christian Foundation, visit www.cncf.ca
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DUKE
MARINE
TECHNICAL

SERVICES

D

uke Marine Technical Services’ fearless leader, Sonia
Logue, has made a great impact in the shipbuilding
and oil and gas industries for over 20 years. She is a
happily married mother of 3 and is a generous “Aunty” to her
extended family. Sonia also takes pride in giving back to the
community such as participating in the “Gift of Giving Back”,
a local initiative through the Fire Department, to help support
and provide meals for school children.

TAKING RECRUITMENT
TO THE NEXT LEVEL
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Duke Marine Technical Services

Sonia also participates in the annual Toy Drive in collaboration
with the Toronto Police Department, which helps schools
and families in need during the festive time of year. Another
charitable organization that Sonia supports is QuickStart
Autism and their annual fundraising golf tournament in
Ottawa. QuickStart Autism helps children obtain early
assistance at the first signs of autism to reach their full
potential. The Cadet Leagues of Canada have also benefited
from Sonia’s generosity. She ensured Duke Marine was part
of the sponsorship for the Annual Clash of the Titans Hockey
Game and all proceeds went to the Cadet Leagues of Canada.
Sonia is a generous and passionate leader, who always
makes time to mentor and share her Industry knowledge with
her team. Sonia has a down to earth personality and her real
connections made with employees and clients alike, have
established her solid and reliable reputation in the recruiting
industry. This genuine caring and focused customer service
approach separates Duke Marine from competitors.

THE EARLY YEARS
In 1997, Sonia started her career working as an assistant
to her dad, John (the Duke of Duke Marine) in Oakville, ON.
While her dad was the head recruiter for a start-up company,
Sonia worked alongside John as they provided staffing solutions.
They supported the growth in business that brought the
company to $1.5 million in sales in the first year.
19
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After this initial success, John and a business partner
started their own recruiting firm based out of Houston to help
support staffing in the oil & gas industry. During this time,
John was in Houston and Sonia was based in Canada. After
3 years in Houston, her parents became homesick and
returned to Canada.

DUKE MARINE
IS BORN
In 2003, Sonia and her father, John, branched out on their
own to start Duke Marine Technical Services, a recruiting firm
that was built on the foundations of honesty and integrity. John
has since retired and Sonia is at the helm of Duke Marine.
Sonia has continued to put into practice what was learned
in the Oil & Gas industry, and this has enabled her to provide
recruiting services not only to the oil & gas industry but to the
shipbuilding industry as well.
Sonia and Duke Marine have been providing top tier
engineers and designers for the North American shipbuilding
and offshore industry for over 20 years. She takes pride in her
team’s ability to match their candidates with specific, specialized
operational requirements. They are in the business of providing
talent solutions to ensure operational excellence for their
clients. Sonia not only meets her client’s expectations, she
exceeds them.
The Canadian Business Quarterly - www.TheCBQ.ca
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“Through my 40+ years of both contract and permanent
engineering employment, I have found Duke Marine to be
the employer that I feel the most comfortable with. I have
always felt a connection with Duke Marine; not as an employee,
but rather as a member of the Duke Marine Family. I will stay
with Duke as long as I am working.” - Sr. E&I Designer.

DUKE’S
LEGACY - LOYALTY
Sonia’s contract employees are loyal to her and Duke Marine,
because of her commitment to mentoring new graduates and
guiding their growth and development in their professional
careers. Duke Marine’s first clients continue to utilize their
services. These include such companies as: SBM Offshore,
Keppel AmFELS Offshore, Rowan (acquired by Ensco), Excel
Midstream, Wood Group and Genesis Engineering.
“Duke Marine played a big part providing qualified
designers to help get our company started and it’s on going
growth.” - Genesis Engineering, LLC.

MAJOR
ACCOMPLISHMENTS
During the economic downturn of the late 90’s and early
2000’s, due to lack of projects and demand there were few
Canadian jobs in the shipbuilding industry. Duke Marine supported
finding employment for Canadians in the US job market, as
there were no jobs at home.
21
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For example, The Hebron Project, was a large-scale,
time sensitive project that ran the risk of falling behind
schedule. Duke Marine supplied 60 engineers and designers
of all disciplines within a 4-week turnaround. Duke Marine’s
employees provided the necessary solutions to get the project
on track. The rig is located off the coast of Newfoundland.
The Hebron Project is a major project delivering significant
benefits to Newfoundland and Labrador. These include:
engineering, fabrication and construction, employment
and training of a diverse workforce, research and development
opportunities, along with significant royalty and tax revenue.
It’s capabilities include: offshore surveys, engineering,
procurement, fabrication, construction, installation, commissioning,
development drilling, production, operations and maintenance
and decommissioning.
Another impressive accomplishment, due to the size
and complexity of the project, was the Santa Ana Pacific
Drill Ship. The project mission was to convert a ship into a
drill ship. This was achieved while running in the middle of
the ocean. The first time such a project had been successfully
completed in this way. Duke Marine supplied staffing solutions
for the various stages such as the design phase, production
planning and procurement stage, all within a compressed
timeline. The drill ship was the first design with the capacity
to perform dual gradient drilling, a technology that uses two
weights of drilling fluid to match the natural pressure when
drilling ultra-deep water reservoirs. The Pacific Santa Ana
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can accommodate up to a 200 person crew. Duke Marine
supplied employees for this project during their startup
phase. The significance of this particular project is that it
solidified Duke Marine’s ability to staff a project from the
ground up.

BRINGING
CANADIANS HOME
Due to the recent slowdown in the oil & gas industry,
combined with the revival of the Canadian Naval projects,
Duke Marine is proud to be part of bringing Canadians back
home. They are involved in working on Canadian Defence
projects, such as: the Canadian Surface Combatant (CSC),
the Joint Support Ships (JSS) and Arctic and Offshore Patrol
Ship Project (AOPS). Duke Marine is proud to currently be
partnered with Serco, Davie, Irving and others to support
the successful completion of these Canadian Defence projects.
Duke Marine Technical Services is 100% Canadian
owned and operated. They take pride in conducting themselves
with integrity and professionalism in every interaction with
their clients and candidates. Duke Marine has major clients
in Canada, USA and around the world. They are a proud
participant in The Canadian Defence Security and Aerospace
Exhibition Atlantic (DEFSEC) and member of The Canadian

23
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Association of Defence and Security Industries (CADSI),
Women in Defence and Security (WiDS) and Women in
Aerospace (WIA).

DUKE MARINE’S
FUTURE IS BRIGHT
Sonia, as Duke Marine’s CEO and hands-on leader, has
built Duke Marine from the ground up. With her years
of experience recruiting for the specific needs of the
shipbuilding and oil & gas industries, Sonia is continually
driving Duke Marine to new heights. As part of Sonia’s “hands
on” style, she diligently goes above and beyond for her
employees, candidates, clients and team.
Sonia’s reputation has facilitated the sustained growth of
Duke Marine. The list of clients and project completions
continues to expand and the future is very bright. Duke Marine
is integral to the staffing of Canadian Naval programs and is
also carving a path into the aerospace industry.
Sonia has helped to change the course of peoples’ lives.
She makes a positive impact in whatever she does. This will be
Sonia’s legacy.
Find out more about Duke Marine Technical Services by
visiting www.dukemarine.ca.
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TRUDEAU
SURVIVES, BARELY

SO …
WHAT’S
NEXT?
C

anadian Prime Minister Justin Trudeau, who
appeared as the country’s next great hope
back in 2015, came perilously close to being
pushed out of office after a single term. Barely
managing to retain his PM title after the contentious
2019 federal election in October, voters stripped
away 20 parliamentary seats from his Liberal Party
of Canada, leaving the progressive prime minister to
lead with a minority government.

25
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The tight race has spotlighted a huge rift in Canadians’
collective support for the Liberal’s sweeping transformational policies. The seemingly divided country now finds itself
caught between the competing liberal interests of heavily
populated urban centres and the conservative concerns of
the prairie provinces. Attempting to appease all sides during
his four years as PM, Trudeau has sown deep seeds of
disappointment while struggling to fulfill those inspirational
campaign promises. His messianic image has also taken a
beating after being pummeled with scandals. He will take
these battle scars into the next phase of his term.

frustrations in the West, Trudeau’s biggest hurdles moving
forward are finding common ground with rival party leaders
and cultivating cooperation from the divided provinces.

Although Trudeau has made advancements in many areas,
he has been heavily criticised for failing to mend relationships
with indigenous communities, take meaningful action on
environmental issues and strengthen infrastructure for
public transport, rural communities and affordable housing.
Regional divisions are growing more intense, creating a
rising tide of polarising politics that have left many floundering
for a clear direction after the results delivered 121 seats to
Andrew Scheer’s Conservative Party (CPC).

Just four years ago, the Liberal Party set records for
its dramatic election results, unexpectedly sliding from
third place in the House of Commons into the majority
with 184 seats. Captivated by the chance to lead with
the principles of compassion and cooperation, Canadians
decisively embraced the bold ideas the Liberals were
touting to achieve real change in social justice, election
processes, economic development and environmental
sustainability.

The divisive decision has everyone wondering what’s
next for the country and if the liberal saviour has more style
than substance. Trudeau losing majority control of Parliament
certainly makes governing Canada more difficult. With just
157 votes, the PM will need to carefully prepare his strategy
for implementing the party’s new priorities for the next session
of Parliament. In the wake of a tainted reputation and growing

The landslide victory gave the left-leaning centrists enormous
power to create a new vision for Canada. Trudeau swept
into his first term emboldened. He quickly made a powerful
statement on equality by appointing ethnically diverse
ministers to the country’s first gender-balanced cabinet.
Other victories include legalising recreational cannabis,
granting asylum to more than 50,000 refugees and
favourably renegotiating the North American Free Trade
Agreement with America-protectionist Trump.

NEARLY BURNED
BY SCANDALS
AND UNFULFILLED
PROMISES
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In fact, Trudeau’s administration has achieved the highest
follow-through rate on campaign vows in 35 years, concludes
the independent report “Assessing Justin Trudeau’s Liberal
Government: 353 Promises and a Mandate for Change.” As
of September, the PM had kept 92 per cent of his pledges to
push growth on issues as varied as strengthening international
relations, investing in sustainability and repairing relationships
with indigenous citizens. Overall, Trudeau has fully fulfilled
53.5 per cent of his 2015 vows.
Despite these successes, the PM’s approval rating rapidly
plummeted during his last two years, dropping from 60 per
cent to just 31 per cent right before the election. Voter support
for the Liberal Party fell marginally short of capturing the
popular vote by just 1.3 per cent, signaling a significant departure
from its previous record-breaking approval. Although
Trudeau has abandoned only 8 per cent of his pledges, he
has battled heavy attacks over unfulfilled promises, many of
which were at the core of his most transformative issues.
The $29 billion deficit that surged in 2016 and 2017 was triple
the amount promised on the campaign trail. The controversial
decision to drop the election reform project completely
overshadowed his major overhaul on the Senate appointment
process to ensure a less partisan House.
Numerous scandals have also widened the disconnect
between his actual achievements and perceived failures. An
insider by birthright as the son of former PM Pierre Elliott
Trudeau his moral character has been repeatedly questioned
for practising status-quo politics when he vowed to do politics
27
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differently. Amongst the most damaging events are the two
reprimands from the Parliament’s ethics commissioner, first
for a conflict of interest violation while on a family vacation
and later for intervening in the SNC-Lavalin bribery case.
Trudeau’s character as a social justice warrior was further
tarnished during the election campaign when photos
emerged of his numerous blackface costumes. While many
immediately casted him as just another symbol of the
conventional politician, his supporters willingly accepted his
apology for “hurting those who thought I was an ally.” A vital
endorsement from Barack Obama, released just five days
before the election, reassured the public that Trudeau is the
“hardworking, effective leader” they believe him to be.
Described by the National Post as an “election grenade,”
Obama’s pivotal tweet also praised Trudeau for his “progressive
leadership.”

POLARISATION PANIC
FUELS THE NEGATIVE
NARRATIVE
Perhaps the most dangerous threat to Trudeau’s brand
of progressive politics is the hate-filled polarisation rapidly
sweeping across the nation. Protected by strict election
processes and media regulations, Canada has yet to plunge
into the acrimonious chaos swirling around America and
Europe. However, this year’s election revealed more than
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stark ideological differences. Whether politicians debated
the merits of oil pipelines or carbon taxes, the shady overtones
of xenophobia and racism simmered beneath the surface.
The revealing of deep-seated sentiments that deviate
from the country’s carefully cultivated reputation for tolerance
and consensus intensified the animosities between those
who tilt liberal or conservative. As is the growing global
trend, the parties slugged it out over social media, digging
up damaging dirt and launching hashtag attacks like #scheercuts
and #TrudeaulessTuesday. The ugly campaign featured a
slew of hate-filled posts that cost numerous candidates their
race in the polls.
Most forecasts doubted that the Conservatives could
pull off a majority win, but CPC leader Andrew Scheer now
directs the second-largest voting bloc in the House. The party
not only jumped from 95 to 121 seats but also unexpectedly
captured the overall popular vote. Alberta and Saskatchewan
are currently governed almost exclusively by Conservatives,
proving there is a deeper dissatisfaction among Western
Canadians than the polls uncovered.
The sudden support for moderate policies has grown
alongside rising frustrations throughout the vast prairie regions.
Residents, who rely on the oil and gas industry, blame the
alienation and imbalance of power for contributing to the local
economic hardships since prices tanked in 2014. Conservative
policies may have resonated with the sparsely populated
provinces, but centrist voters never warmed to Scheer’s subdued
persona or regressive views concerning abortion, climate
change, social services and corporate taxes.
29

Canadians also resolutely rejected Maxime Bernier’s
brand of toxic racism and far-right policies. His People’s
Party of Canada (PPC) spiraled into a frenzy of white identity
politics that stands behind assimilation to enrich Canadian
society, rejects the science of climate change and disposes
of subsidies for green technology. Despite running a full
slate of candidates, the PPC was ejected from the
decision-making table after just a year in power.
Another complication is the resurgence of the
controversial separatist movement in Quebec. Led by
Yves-François Blanchet, Bloc Québécois gained ground
in the House with a 22-seat increase by shifting its focus
from secession to progressive environmental measures.
The right-leaning party sent ripples through the multicultural
nation earlier this year by banning civil servants from
wearing religious symbols.

WEAVING
COMPROMISE ACROSS
THE GREAT DIVIDE
Canada might look like a divided country after the election,
but Trudeau passionately champions many of the same issues
that voters, across party lines, made clear they care about.
The middle is a contentious place to sit though. It is impossible
to please everyone, and the irritated voices are growing louder.
His mission becomes significantly harder with the backing of a
minority government. Since the Liberals now occupy less than
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half the seats in Parliament, to get his signature policies
pushed through, Trudeau will only be able to rally support
from other party leaders by compromising on their demands.
The natural ally is Jagmeet Singh, the enigmatic leader of
the NDP, who shares overlapping concerns. The NDP may
be down in voting power, but the party can leverage its 24
votes to pull Trudeau left of centre on its key issues. The
NDP is refusing to budge on getting real commitments on
government-run pharmacare, and taking concrete steps to
tackle the climate crisis.
Although Trudeau asserted in 2013 that he is “completely
closed to any sort of cooperation with the NDP,” he now
recognises that it’s “a time where we see some very different
perspectives across the country that need to be brought
together.” Moving forward, Trudeau has promised to concentrate
on “making life more affordable” with middle-class tax cuts
and housing solutions. A national pharmacare programme,
net-zero carbon emissions and gun safety are also at the top
of his priority list.
Trudeau will get blowback as he tries to balance natural
resource development with environmental protection. The
stickiest standoff centres around the Trans Mountain Expansion
(TMX) pipeline project to extend the existing oil line from
Alberta to Vancouver. The government’s $3.4 billion purchase
from Kinder Morgan has become a divisive issue on all sides,
yet it is a decision that Trudeau staunchly supports. He not
only reaffirmed his administration’s commitment to the
controversial choice but also supports four more pipeline
projects in the western energy-producing provinces.
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The NDP and Bloc have vowed to oppose any oil pipeline
development. The move has also enraged environmentalists
and damaged relationships with the indigenous communities
he vowed to protect. Conservatives, who fiercely oppose
Trudeau’s climate change policies as a major threat to the
energy industry, have accused him of buying the pipeline to
kill it. The more likely scenario is that he will dangle the project
as a carrot for stronger commitments on his environmental
strategies. With constituents who desperately need the
economic boost, the Conservatives may have to settle for a
more centrist compromise on the national carbon tax.

where they agree, such as job creation, infrastructure and
healthcare. Ontario Premier Doug Ford linked the deepening
regional divisions to the economy, noting that without certainty in national unity, businesses will choose to invest in
other areas.
While true unity may not be possible, finding common
ground is essential to stemming the growing divide. Success
will be determined by which points each party is willing to
concede in the upcoming negotiations.

With his November cabinet appointments, Trudeau
proved he is ready to throw serious effort into unifying the
country. One of his most trusted cabinet members, Chrystia
Freeland, will shift focus from running point on international
affairs to managing intergovernmental relations. Trudeau
sees her diplomatic negotiation skills as his biggest asset in
addressing the rising domestic rumblings. Freeland told
reporters that she is listening to the message that the West
sent during the election.
Trudeau has also spent time meeting directly with party
leaders and premiers in Saskatchewan, Manitoba, P.E.I. and
Ontario in an attempt to find common ground. The tone of
the outreach meetings has been described as conciliatory
with everyone vowing to concentrate on “respectfully
and collaboratively” developing shared priorities in areas
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INTERNATIONAL

COLLEGE
PRODUCING THE GLOBAL CITIZEN
n international college located in the heart
of downtown Vancouver, VGC is one of
Canada’s fastest-growing private colleges,
offering English courses and International Business
programs to students from over 75 nations.

A
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Dominic Walton is Executive Director of VGC International
College, and is also the owner of an education consultancy,
Fifth Business Education Management. Mr Walton has been
on the international education scene since 1993, and has
seen the industry from all sides, including management and
marketing, after completing an MBA from the University of
Warwick in the UK. Mr Walton spoke to The Canadian
Business Quarterly recently about the issues faced in
marketing Canadian education worldwide, the focus on
diversity that gives the college a truly global outlook, and
the ways in which the college promises to give back to the
global community.

GLOBAL
FOCUS
“Originally, [VGC] was a language school,” Mr Walton
explains. “It started off in 2003, and we were focusing on
language exams – so the TOEFL or the IELTS exam. That’s
the test that international students have to take to get into
universities.”
By 2009, the focus of the college had changed, and
VGC began offering English language courses and pathways
into universities. Sometime later, the college also started a
School of International Business.
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“I actually joined VGC International College in 2012. We
were about fifty students at the time, and since then we’ve
grown into a base of more than 500 students at one time,
and we graduate around about 2,000 students.”
In the fiercely competitive environment of education,
there are different expectations placed on private schools,
which have an extra level of competition due to the fact
that students pay to receive the best possible education.
“We try to really focus in on the academics and the
quality of our education, which should be a given, but we’re
actually a collection of people from other schools who
thought we could do things a bit better.”
The process of hiring different staff from all areas of the
education system – from teachers, to marketers and student
services staff – gives VGC a competitive advantage over
other private schools.
“We really focus on the student experience, whether it
be when you’re coming to Canada for the first time, integrating
you into the Canadian environment, or we also focus in on
the academic experience – on what they get out of the
classroom.”
In addition to these basics, VGC takes care to provide
extra-curricular activities to support students, such as
afternoon study classes for struggling students, workshops
on Canadian culture, and writing centers.
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“Then we really make sure that those areas are set up to
increase the chances for students to network with each other,”
Mr Walton says. “A lot of these students are from multiple different
backgrounds, so they get the chance to meet people.”

“People start to see people for what they are,” Mr Walton
says. “We’re really no different from each other. We all have our
issues in life, and it’s fun just to see how the viewpoints change.”

COMMITMENT
TO DIVERSITY

This access to networking with other students from all
over the world is paramount, providing an excellent basis
for students to develop business opportunities that will
serve them well in the future.
“We spend a lot of money on furniture, areas where
people can actually sit and have conversations. Student
space is really important to us, and this all comes back
down to the experience. The failure rate for a student is
quite high if they don’t have anyone to relate to.”
As with any international school, the issues faced by
having students from a broad range of countries can be
significant. Problems surrounding differences in culture and
language are always apparent in this kind of environment,
but can be easily overcome.
“We’re trying to produce the global citizen. A lot of times
we get students that come to Vancouver and it’s the first time
that they’ve ever left their country, and it’s the first time that
they’ve ever spoken to someone from a different culture.”
This process inevitably involves the bringing of stereotypical
ideas about certain cultures and cultural differences. Part of
VGC’s role is to help break down these stereotypes and allow
people to embrace global ideas.
35

VGC International College is divided into two schools,
the School of English Language and the School of International
Business. Mr Walton explains that there are very clear reasons
for setting out these two particular learning paths.
“There are a couple of reasons really. My background is
in language learning as well as just the studies of English
Language, but I also have an MBA, so I know the business
and I know the language side. But it’s also a lot based on
our students’ needs.”
When students were surveyed about their reasons for
attending the college, 54% of them said that they wanted to go
into business. The rest of the students said that they would be using
the skills they had gained to take back and use in their careers.
“We started to see a clear path to go down, and we felt like
that was the missing piece. We also have a lot of people who
come in, some have experience and some have no experience,
into our international business courses, and it helps them fill the
little gap in between their qualifications to get into a public
university – they don’t quite have the language.”
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This is essential for many international students. By offering
a slightly lower language threshold than most public universities,
VGC gives people the chance to gain the qualifications and
language experience needed to move onto another school.
“It really just comes out of the need of our clients. So we
took the School of English Language and International Business
and promoted that, and it’s turned out really great for us, a
lot of success.”
There are many international factors that affect the business
of private education in Canada, and Mr Walton recognizes
there is a new global focus on the sector at the moment, for
a number of reasons.
“Our favorite things going on in the world at the moment
would be Brexit and Donald Trump,” he says. “They work
marvels for us. Brexit has scared pretty much everybody in
Europe, and they’re all turning to Canada.”
Additionally the work of Prime Minister Justin Trudeau,
seen internationally as a beacon in politics, has done wonders
for Canada’s status in the international market, further
promoting colleges such as VGC.
“Then we have different economies going on. Whenever
we have certain economies that are fluctuating, even the
Korea and Japan trade war going on right now, that affects
us as well in a negative way. We get affected quite easily by
all these political uncertainties that happen in the world.”
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With a heavy focus on diversity, drops in certain global
markets are not always problems for the college, as it can
turn to other markets instead. VGC has many partners across
the world, businesses that naturally fluctuate within individual
markets.
“Our strategy has always been to diversify as much
as possible, and we do spend a lot of time in different
markets. Last year we went out to 23 different countries. I
think this year we’re probably hitting 27 different countries
that we’re promoting in. We’ve got alumni from 75 different
countries.”
There are naturally certain issues that occur in marketing
Canadian education to countries overseas, one of which is
the managing of educational agents that act on behalf of
students in many foreign economies.
“This is one thing that the Canadians don’t understand,
because we don’t have educational agents in Canada, helping
you to choose your university. In other countries they [do],
and these are our partners that basically go around
and promote us and other schools.”
The job of these agents is to present potential students
with the best options for choosing their educational
establishment, as well as providing individual advice
about geographical areas which might suit the student,
and helping with the visa application process.
37
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THE GLOBAL
EXPERIENCE
Despite a number of international issues that are out of
the college’s control, VGC has enjoyed significant success,
evidenced by the fact that it has now graduated over 2,000
students, an achievement Mr Walton insists was a real team
effort.
“Our biggest success really has been being able to attract
the right staff,” he explains. “We’ve got some amazing people
here that really know what they’re doing, and they want to work
for a school that’s focused on the right things.”
The common factor amongst all the different faculty
teams at the college is the willingness to put the students
first, which as a competitive business helps make sure that
the client is front and center of proceedings.
In the current business environment, the importance of
Corporate Social Responsibility (CSR) continues to grow.
CSR is an area Mr Walton knows all about, having written his
dissertation at the University of Warwick on the subject.
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“When we’re looking at the international field, what we
have a tendency of doing is promoting Canadian education,
taking the student out of their home country, and with that
student comes a heck of a lot of money. We take the money
and it’s great for us, as they assimilate into the Canadian
culture and then become part of the fabric of society.”
With around $19 billion coming into the Canadian
economy from other foreign economies annually, there is a
clear sense that a lot of money is being lost from these countries.
VGC is aware of this situation and attempts to do something
to redress the balance.
“We try to put back money into NGOs in some of these
countries that we’re promoting from. We have what’s called
Educate for Change and it’s VGC’s program for our Brazilians,
our Panamanians, our Thais – for every day that they’re at
school, we put a dollar a day back into an educational NGO. It
helps us to really keep the focus on what’s important.”
In its ongoing quest to produce global citizens, VGC undertakes programs such as these as a way of further being a
part of the global experience, ensuring that it is doing so in
a socially responsible way.
For more information on VGC International College visit
www.vgc.ca
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s Canada’s largest lower commission real estate brand,
2 Percent Realty provides full real estate services
dedicated to making the buying and selling of real
estate as cost effective as possible, allowing clients to keep
more of their investment.

Founding broker Roy Almog started in the real estate
business in 2007, having spent tens of thousands of dollars in
realtor commissions before recognizing that there was a gap
in the market for a full-service real estate brokerage that would
offer multiple listing service (MLS) exposure without high-priced
commissions. He quickly became licensed and started two
firms, 2 Percent Realty and 3 Percent Realty, which now boast
35 locations across Canada, Australia and New Zealand
between them, with a move into the US market on the horizon.
Mr Almog spoke to The Canadian Business Quarterly recently
about the beginnings of the company, the benefits of
low-commission real estate services, and the franchise model
that enables quick and easy expansion into new markets.

The two options Mr Almog faced were either a ‘for sale by
owner’ model, where the owner pays a small amount to be
advertised on a website and handles the sale directly, or traditional
real estate models which demanded significantly higher
commission.
“I just didn’t feel there was a value for the service, for
the money that was being paid. At the time I wasn’t licensed,
I was working in telecom, I had no real estate experience,
but I knew there had to be a better way. I started researching,
couldn’t find what I was looking for, and decided to do it
myself.”
After deciding that this was the path he wanted to go
down, Mr Almog went to real estate school and got licensed.
After that he started his business, consisting of two companies, 2
Percent Realty and 3 Percent Realty.

A LOW COST
SOLUTION

“The big difference [between the companies] is just the
market that they serve. We have them split between eastern
Canada and western Canada, so the two brands don’t live in
the same market. It’s segregated by province, and it’s primarily
to do with the average price points in certain markets.”

“I started the company about twelve years ago,” Mr Almog
explains. “It came out of personal need I had in the market, and
frustration with the options that were out there. I was trying to
sell a property and we [experienced] the two extremes in our
market.”

This understanding of different markets means the individual
offices know exactly how much they have to generate per
transaction, allowing the company to maximize its profits in
any market it moves into.
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“In some markets, the average price point is a bit lower. In
those markets we have 3 Percent Realty, so it’s a little bit of a
lower price point, but they make up for it with a little bit of a
higher commission. Where 2 Percent Realty exists, the price
points are quite a bit higher, so we can continue to do business
because the average transaction price is a bit higher.”
There is no set standard in terms of real estate commission.
Realtors, as independent contractors, are free to charge
whatever they want. However, the markets served by 2 Percent
Realty and 3 Percent Realty tend to be around similar levels.
“A lot of cases we come across where the commission being
charged is between 4, 5 or 6 percent, depending on the
market, and we’re at 2 or 3 percent. So it ends up being about
half of what some of the other rates are.”
The Canadian Real Estate Association (CREA) has clear
guidelines surrounding the lack of a standard rate of commission,
although there is a lot of repetition in the market. In reality, the
level of commission charged often has little bearing on the
quality of service given.
“We only have the one MLS system, where 99% of the
properties end up posted to realtor.ca. All the listings once
they get onto that site looking identical – doesn’t matter how much
commission you pay, doesn’t matter which brand you’re
with. The rate of commission doesn’t necessarily mean you
get a fancier posting on MLS. The exposure’s identical.”
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This means that 2 Percent Realty and 3 Percent Realty
offer the same services as realtors charging higher commission
– from open houses to coordinating showings and completing
all necessary paperwork. The company is involved in every
step of the selling process.
“The big growth spurt we’ve seen is through franchising,”
Mr Almog explains. “So our model is doing extremely well in
the local markets that we’re operating in, and to grow it bigger
and faster, franchising was definitely the way to go.”
The company has been able to grow very quickly by
embracing this model, and is now serving clients across the
whole of Canada. Consumers are drawn to the company by
the significant savings this model offers.
“We’re finding a lot of people still wanting a realtor
involved in their transaction. It’s not that they don’t see the
value in having a realtor on their side, but the price that they
pay that agent is the part they have issue with, and that’s
the kind of niche that we fill.”

FOCUSED ONLINE
MARKETING
The way realtors work within the industry varies depending
on the brand. Some realtors work with a large volume of properties,
whereas some will pad out each listing to create funds and rely
on selling only a small amount of properties.
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“Like any other industry, you will have people who are
going over and above, and others that are doing the bare
minimum. The costs that go into every transaction on our side
are not astronomical – we don’t do the bus benches, and the
billboards, and TV spots during the Super Bowl. It’s all online,
our marketing is very strategic, it’s very focused.”
The benefit of this kind of focused online marketing is
that it can be targeted to a specific audience, allowing the
company to pinpoint geographically down to a single
neighborhood or even a certain type of individual.
“Online has really been a gamechanger for us. About
80% of our clientele tend to be first or second time buyers
or sellers, so a bit of a younger demographic – between 28-44
[years old]. We find that’s a very active demographic.”
It’s not unusual for people of this age category to transact
multiple times in a matter of a few years, as their needs and
lifestyles tend to change rapidly. Especially as relationships
and families grow, moving to new properties can happen fairly
regularly.
“That demographic has really helped our growth,” Mr Almog
says, “in that they’re constantly buying and selling, and buying
and selling, until they stay put in their long term forever home.”
Outside of realtor commissions, there are several other
fees that need to be taken into consideration each time someone
is buying or selling a house. The majority of the bigger charges
are to do with closing costs.

“In most cases you’ll have a lawyer at the end of the
transaction, that will discharge title and transfer the money.
That’s not a huge cost, usually that’s around 1,200 -1,500
dollars. And then some sellers are charged an early cancellation
fee from their lender or bank. Those fees we’ve had clients
quoted in tens of thousands of dollars, depending on [their
mortgage].”

SOLID BUSINESS
MODEL
With over thirty franchises across Canada, the company
has a presence in every one of the nation’s provinces
and territories, and is therefore well placed to reflect
on the different issues in the real estate industry across
Canada.
“The real frustration is that every province has its own
local real estate council, jurisdiction or commission office,
and they all do things differently, they all have rules to follow
and different nuances that go province to province, or market
to market.”
This means that each time the company deploys in a
new market, there are potentially new issues to face and
new nuances to understand in local legislation. This usually
makes the process more long-winded than it needs to be,
and can cause frustration.
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“It just slows things down a bit when people are raring
to go, [saying] you need to adhere to all these rules and
standards. It’s not suggesting that there shouldn’t be rules
and standards, but it’d be nice if there were rules and standards
that applied to a national standard, that are the same in every
province, every jurisdiction.”
With such a difference in how each province expects
real estate business to be conducted, there are inevitably
some provinces that are more hassle-free for companies like
2 Percent Realty to set up in, just as there as some that will
prove more difficult.
“Alberta’s fairly easy, it’s probably the easiest one. This is
where we’re headquartered, home office is here in Alberta. Other
provinces, it’s not that it’s difficult, it’s just different, so you’re having
to figure out the ins and outs of every piece of paper.”
The company’s franchisees are a mix of those familiar
with the real estate environment and those that aren’t. Mr
Almog admits that it isn’t necessarily those with a background
in real estate who are able to have the most success in
franchising, as the franchises are designed to provide
everything a new business owner needs.
“We’re finding that the strength of any franchise is in its
systems, in its processes. We know what works, we know
what doesn’t work – we’ve been doing trials and errors for
the last twelve years trying to perfect our systems and models,
and we’ve now got it to a point where we can deploy offices
[anywhere].”
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The company recently deployed an office in New Zealand,
at the start of 2019. With the press of a button, everything
went live without a hitch. The new business owner was given
everything they needed on activation of the website.
“That’s the beauty of our franchise, what we’re able to
offer these people – you don’t have to just do it on your own.
We’ve got a support team, we’ve got everything in place to
make sure that anyone, at any level of real estate knowledge,
can do extremely well.”
This means the company is perfectly placed to expand
further, and the next move is to take its franchises into the
United States. With such a global outlook, the company is
always keeping an eye on any issues that might affect moves
into other markets.

“When times are good, markets are hot, people know
their property’s going to sell in a matter of hours or days.
[They] don’t need to pay somebody $88k to do it. They call
us and we help with the transaction and business is done,
everybody’s happy.”
“On the flipside, when markets are down and sluggish,
they’re trying to get out for the cheapest way possible,
without losing a ton of equity or having to subsidize out of
pocket to cover any shortfalls – we’re their way out again.
So we’re not 100% recession proof, but it’s pretty balanced
in the sense that in good times or bad, our business model
seems to excel.”
Find out more about 2% Realt y by visiting
www. 2percentrealty.ca.

“Governments will sometimes impose foreign buyers tax,
which we noticed was the case in B.C. and Ontario, the
government was trying to cool down the markets. If you’re
not a local resident, or a local Canadian citizen, you were hit
with all sorts of additional fees and charges for transacting in
real estate.”
These kinds of issues come in waves, with both positive
and negative changes being made regularly. Mr Almog
admits that the company’s model tends to work well in both
good and bad times, meaning they are always able to continue
expanding.
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CANADA’S
ALUMINIUM
INDUSTRY
CHANGING BUSINESS IN
A CHANGING WORLD
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T

he Aluminium Association of Canada (AAC) is a
non-profit organization representing three Canadian
world-class aluminium producers: Alcoa, Alouette,
and Rio Tinto operating nine smelters in Canada, eight of
which are in Quebec, and employing over 9,000 workers.
Aluminum is a metal of the future, with a forecasted
demand growth of 4% a year as far as we can see. Through
the required light weighting of vehicles as we move forward
towards e-mobility, its contribution to more energy efficient
and aesthetically designed buildings, as well as safe food
and drugs packaging, aluminium will remain a household
component for decades to come.
With this glowing future, one wonders what stands in
our way as the world’s 3rd largest producing country.
Canada’s aluminium industry has been threading through
troubled waters for a while. The price of the metal never
recovered from its 2008 downfall, going from $3,000/ton to
$1,200, and remains to this day at 1990 levels with 2019 costs…

All around us the world has changed at a fast pace, with
China producing more than half of the world’s metal, and
the Middle East surpassing Canada as a region, while Russia
remains the world’s second producer.
The good news is demand growth has been and will
remain at a constant 4% a year, following the planet’s needs
for urbanization, infrastructure modernization and light
weighting of transportation vehicles.
The Canadian Business Quarterly - www.TheCBQ.ca
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While competing against Asian and Middle-Eastern
giants, our domestic producers have been able to remain
competitive, thanks to operational efficiency, billions of
dollars of re-investments in plant modernization and to
the continued availability of renewable hydroelectricity,
the key element to our responsibly produced low-carbon
aluminium.

THE PLANET’S
CHALLENGE IS THE
INDUSTRY’S
OPPORTUNITY
The challenge to decarbonize the planet is an opportunity
for Canada’s aluminium. At 2 ton CO2 per ton of metal, our
aluminium has the lowest carbon footprint in the world, and
our high purity and value-added products have a place of
their own on key markets such as the U.S. and Europe. Our
world-class plants are amongst the early adopters of the
recently created Aluminium Stewardship Initiative (ASI), the
first international third-party certification for responsibly
produced aluminium.
The ASI certification will be pushing the industry
towards improving its environmental and social footprint
through assurance and certification system. Growing
market pull for traceable, responsibly produced metals
including aluminium will also be beneficial to Canada’s
producers.
49
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PANDORA’S BOX
Our southern neighbor’s recent tariff policy has sent
shockwaves throughout our North American value chain,
disrupting a well-established totally integrated market.
Although the tariffs have been called off, thanks to minister
Freeland’s never-ending commitment, their disruptive effects
and continuing trade war with China directly impact our
markets. For an industry that moves $7 billion worth of
value-added products across the border to build cars, trucks,
airplanes, construction and consumer goods, jeopardizing
market-based trade flows leaves a long lasting scar.

BACK TO THE
NEW NORMAL?
Not really. Even if Canada has regained free access
to its historical neighbouring market, the pressure remains
high on foreign metal to find its way either through Canada
or Mexico, in order to reach its final end-market destination,
the United States. Although from a pure market play
point of view there is no problem with this, the conditions
set in the May 17th Joint Statement mention that the two
countries will monitor metal flows in order to avoid situations
of transshipment or surge. These situations arise when a third
country is used to circumvent trade barriers in another
country, by slightly processing a product in order to take
the local colour of the pass-through country.
The Canadian Business Quarterly - www.TheCBQ.ca
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In this case both Canada and Mexico must exert vigilance in
order to detect and stop any such situation before it qualifies
for either concept.
Luckily, in the aftermath of the Joint Statement, Canada
rapidly initiated a consultation process in order to modernize
its trade remedy system, and capacity to process dumping
cases, as well as improving the existing monitoring system
for steel while adding aluminium to the Import Control List.
This last measure now enabling Canadian authorities
to detect early on, through the required granular information
obtained by the Canadian Border Services Agency, anomalies
in imports, as well as misclassified products entering the
country. Canada has put in place a very robust monitoring
system for imports, which hopefully will be replicated by our
American and Mexican counterparts.

OUR MARKET IS THE
WORLD, OUR COMPETITION
IS GLOBAL, AND OUR
CONSTRAINTS ARE LOCAL
We now live in a bi-polar world where China produces
more than half of the world’s aluminium through mostly
coal-based energy, with the rest concentrated mainly in
Russia, Canada, the Middle East, and India respectively.
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Through a series of free-trade agreements, including
NAFTA, CETA and TCPP, Canada now has free access to 1.5
billion consumers. While we are not alone vying those
markets, we should be able to grow our share.
With its 100% clean renewable hydro-based production,
Canada stands in a class of its own with Russia, Norway and
Iceland.
But the conditions required to invest are not met at this
point in time.
The market price has been at a low for many years
now, and cannot support investments in the billions as
requires a smelter expansion unless it is done at a competitive
cost. At three times the cost of a plant in Asia, this is a
show-stopper to building an expansion in Canada. We also
lack enabling fiscal policies for capital expenditures and a
totally transformed business model for large industrial
projects. We are far from the start line. Meanwhile, China
keeps increasing capacity and so does the Middle East.
There is also a tendency to over regulate industrial capacity
even if you are best of class worldwide.

THE WAY AHEAD
China’s aluminium industry counting more than 100
plants has produced over the past 25 years more than 260
million tons of metal, while North America over the last 100
years produced close to 230 million tons…
We have lost the war on volumes, needless to say…

The years to come will see a Canadian industry focusing
on value-added products for high-end markets, leaping
into the future with added automation, robotization and
Big Data in order to ensure it remains amongst the most
efficient producers in the world.
We will also be developing and pioneering Elysis, the
game-changing technology taking us from low carbon to
no carbon aluminium, simply emitting oxygen through the
process. Grounded here in Canada in the Saguenay area,
thanks to a partnership between Alcoa, Rio Tinto and
Apple, and the financial support of both the Canadian and
Quebec governments, this breakthrough technology will
change the way we’ve been producing aluminium for the
past 100 years. It will take 6 million tons of CO2 emissions
out of Canada’s yearly output, and contribute to decarbonize
the planet through exports
of the technology in other
parts of the world.
We will remain at the
edge, carving the future as
we go, and ensuring that clean
and responsibly produced
aluminium is part of Canada’s
co ntr i b uti o n to a m o r e
sustainable planet for future
generations.
Jean Simard is the President
and CEO of the Aluminium
A s s o c i a t i o n of C a n a d a,
www.aluminium.ca
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BUILDING A

BETTER CANADA

T

he Canadian Construction Association (CCA) aspires
to strengthen the nation by championing diversity in
the workforce, investor confidence, infrastructure
planning, and innovation.
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One year ago, the Canadian Construction Association’s
(CCA) celebrated its centennial anniversary and marked the
occasion by presenting its vision to “Build a better Canada”.
CCA has since been working diligently to increase our influence
with government, enhance member services and become a
best-in-class association.
CCA represents more than 20,000 member firms
drawn from 63 local and provincial integrated partners.
We are the national voice of the construction industry –
an industry that generates 7 per cent of Canada’s
gross domestic product (GDP) and employs 1.5 million
Canadians.
In the lead-up to the 2019 federal election the association
launched its own election advocacy website designed to
advocate the industry’s issues directly to government by
empowering members, staff, friends or family to easily
send a pre-written letter to their local member of parliament
(MP) and election candidates.
The website, construction4cdns.ca, and its associated
#Construction4CDNs hashtag, champion four main issues of
national importance for the construction industry:
•
•
•
•

Attracting a skilled and diverse workforce;
Strengthening investor confidence;
Long-term infrastructure planning; and
Supporting innovation and technology.

ATTRACTING A
SKILLED AND DIVERSE
WORKFORCE
With 21 per cent of workers set to retire in the next
decade, it is imperative that a strategy be developed aimed
at recruiting, retaining and retraining a diverse, skilled and
tech-savvy workforce in order to keep this important sector
healthy and competitive.
CCA has been doing its part by developing a national
strategy with measurable impact to reposition the image of
the industry and attract and retain the workforce of tomorrow.
The strategy was guided by an advisory working group
with expertis in recruitment, retention and research of
under-represented segments such as women, youth and
Indigenous or new Canadians.
Individual employers and construction associations have
also been working with schools and institutions to spark
interest in construction as a viable career opportunity.
The government has an opportunity to work with industry
on re-positioning the image of construction as an inclusive
sector with a choice of many rewarding careers, but instead
seems focused on legislating community benefits.
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The efforts of our association through #CDNConstructionGives,
the numerous charitable initiatives undertaken by our members
in their local communities, and CCA’s long-term implementation
of a diversity strategy is a signal of our commitment to
inclusion and community growth without the need for a formal
legislative lens. Specific legislation or regulations have the
potential to threaten the fair and competitive bidding
process on federal government contracts and tenders. The
focus should be on working with industry to develop an
inclusive workforce strategy rather than on creating legislation
that may expose projects to political interference and
costly delays.

STRENGTHENING
INVESTOR CONFIDENCE
Investor confidence in Canada continues to be a major
concern for the construction industry. International and national
businesses continue to have projects in regulatory limbo,
preventing them from investing their significant financial
resources and potentially chilling the interest of others.
New policies, such as carbon pricing and community
benefits, must take into account the need for Canada to remain
competitive in the global economy. Canada must remain a go-to
place for corporations to invest in a variety of different types of
projects - from bridges and highways to pipelines and water
treatment plants. Any policies proposed need to consider the
integrity and fairness of the competitive bid system, as well as
strengthen investor confidence.
55
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LONG-TERM
INFRASTRUCTURE
PLANNING
Local infrastructure is critical to the quality of life of
Canadians and the competitiveness of our country. We rely
on power generation, roadways and transit, water management,
hospitals and natural resource development to function
personally, socially and economically.
Much of Canada’s infrastructure was built in the 60s and
70s, and is now aging. The federal government responded
appropriately with such initiatives as the Investing in Canada
Plan, which commits $180 billion in federal funding for public
infrastructure over 12 years, and the Canada Infrastructure
Bank, which invests funds into projects while generating
revenue through public and private capital.
CCA is concerned that funding levels could change
following the 2019 federal election. Also, fluctuations in the
delivery of funding to projects has caused inefficiencies
across the system, which can contribute to escalating labour
costs followed by layoffs. This situation makes it difficult for
the industry to retain apprentices, invest in innovation, or
even stay afloat during lean years.
The Canadian Business Quarterly - www.TheCBQ.ca
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Funding must be made steady, reliable and consider
long-term infrastructure realities for the construction
industry to grow with confidence. This can be addressed by
developing a 25-year plan, with a consistent and transparent
yearly allocation of infrastructure funding that spells
out the commitments of all levels of government.

SUPPORTING
INNOVATION AND
TECHNOLOGY
Compared to international construction firms, Canadian
contractors are falling behind on the development and
acquisition of cost-saving technologies that fill labour
shortages and augment the productivity of their workforce.
The adoption of building information modelling (BIM),
advanced software, Internet of Things (IoT), 3D printing,
and drones will grow over the next five to 10 years.
A key barrier to innovation is the demand for low-margins
on projects. Public procurement and the scrutiny on public
spending, as well as market competition for private sector
projects, tend to force a race to the lowest cost bid, which
results in less investment in innovation. Adopting new
innovations can increase risk, which is usually downloaded
to the contractor and not shared with the owner. Investment is
even tougher for smaller and micro firms, who need to be
clearly shown the financial benefit.
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Project owners and government can assist with innovation
by allowing for higher margins and other incentives to
promote company re-investment in innovation. The Canadian
government can further accelerate progress by earmarking
funding to support this area, as well as leveraging Canada’s
Infrastructure Bank to structure deals that allow for innovation,
without adding this cost to the owner or the contractor.
Incentives and support for CCA’s request to fund co-op
placements would also impact and strengthen the industry’s
capacity.
CCA believes passionately in the sustainability and
vitality of Canada’s construction industry and the industry’s
pivotal role in building a better Canada. The industry
provides jobs, injects socioeconomic opportunities and
life into a community, and
creates infrastructure critical
to keeping the country moving
forward. The world is changing,
and the industry is changing
with it. We are facing new
challenges and we need to
adapt in order to compete
globally.
Mary Van Buren is the President
of the Canadian Construction
Association, www.cca-acc.com
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THE QUALITIES OF

HIGHLY

EFFECTIVE
REGULATIONS

R

egulations are something that many of us might
like to think about less. Depending on who you
ask, their reputation varies from necessary, to
necessary evil, to simply evil (the truth is probably somewhere
in the middle). All other things being equal, most of us
would probably prefer to be left alone rather than be
subject to regulations or rules imposed from without. But
in a modern society in a developed country, if your work
is important enough to impact the lives of a large
number of people, you are likely to be subject to at least
one regulation.
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On one hand, regulations might be considered a sign
of a successful business – your business won’t be worth
regulating unless you are impacting large numbers of
people. That can be cold comfort for those businesses
which are subject to regulations that are serious impediments
to their ability to serve willing customers, or when
regulations have outsized costs and small societal benefits.
But done right, regulations can keep people safe, support
competition, consumer choice and environmental quality,
and do so in a way that benefits both businesses and
society at large.

In a remarkable show of colle ctive action to a global
problem, nations came together with the goal of reducing
or eliminating the emission of CFCs and other
ozone-depleting gases. Regulations targeting these
gases were put into place, spurring developme nt of
less harmf ul substitutes and within a de c ade ,
atmospheric ozone levels were showing signs of significant
improvement.

There are some critical qualities for highly effective
regulations to have. They must have a clear, measurable
and unique goal, they must be balanced and fair, they must
be transparent in both their design and application, and
they must have predictable outcomes. Finally, they
must also be consistent in their effect over time.

The CFC regulations solved a clear problem (CFC
pollution was causing harm), put targeted measures in
place (reduce or eliminate emissions of gases that cause
this kind of harm, while allowing and encouraging the
use of less harmful substitutes), and did so with the fewest
number of rules possible. It’s possible to optimize for
one rule – and nearly impossible to optimize for many
rules that all intend to achieve the same goal.

CLEAR,
UNIQUE GOALS

BALANCED
AND FAIR

Highly effective regulations should set out to achieve
and maintain a specific, measurable solution to an unambiguous
problem that must be addressed, and is not being addressed
by other means. For example, in the 1980s, chlorofluorocarbons
( C F C s ) we re c ausing widespread atmospheric ozone
depletion over Antarctica.

Achieving fairness is very difficult in practice. It requires
trust, which in turn requires time. The best way to do that is
through a fair process, with a lot of engagement. Done well,
a fair process is a positive outcome in its own right, as it
reinforces trust and legitimacy in rule makers. Trust in the
process allows more and better information to be shared,
which leads to better, more effective rules.
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TRANSPARENT
IN DESIGN AND
APPLICATION
A willingness to show how proposed regulations will
achieve the stated goal goes a long way in building trust in
the process and confidence in the outcome. The mechanism
of action – how the new rules will shift behaviour towards
the achievement of the goal – should ideally be easy to follow.
Those responsible for making changes to the way they do
things should be able to see how they can contribute to
meeting that goal. In addition to including the regulatee as
part of the solution, they can often offer better ways to
achieve the goal, at a lower cost.

PREDICTABLE
OUTCOMES
Certainty is worth striving for, but achieving it is
another matter. Anyone who has ever made a plan knows
that few of them survive contact with reality intact. That
said, the act of planning is invaluable, and clear rules and
expectations are essential to planning. This is especially true
where in sectors with long investment horizons, such as
infrastructure. Often, actions that were on the schedule
for next year were first planned years or even decades ago.
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People and businesses are remarkably adaptable – solutions
to almost any problem will be found, eventually. But efforts
to provide regulatees with predictability during the regulatory
design process have an outsized payoff in building trust and
acceptance, and in reducing costs and delays.
The best argument for predictability is that it enhances
buy-in from those impacted by the regulation. With few
exceptions, regulations are intended to make small changes
to behaviour, and so to be effective, those changes must be
sustained over long periods of time in order to achieve the
goal. Regulations that are overturned after the next election
are worse than no regulation at all – these are simply wasted
effort as the regulator and regulatee must start from scratch,
with the risk that any new effort might also fail. Securing
buy-in, or at least the acceptance of the regulatees, goes a
long way in securing long-term support for regulations.

CLEAR,
UNIQUE GOALS
Yes, the last quality in this list is the same as the first.
That is because it is the most important factor in whether
those who are impacted see the regulation as providing a
beneficial public good, or a costly solution in search of a
problem. Throughout a regulatory process, all parties need
to always be asking this question: “under the current design
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of this regulation, are we still working toward meeting a
clearly defined goal that cannot be met by other means?”.
If the other qualities are being addressed, then this is
relatively easy to determine. For example, if the process is
being carried out in a transparent way, then it is easier for
all involved to see if the goals are still being met.
If we have safely exited a burning building through
a well-lit fire exit, or doubled our workload because there
are two regulations when one would do, we have regulations
to thank for both. Done well, in design and implementation,
regulations can be extremely effective for organizing
people to achieve a complex goal. Done poorly – well,
you get the picture. Highly effective regulations are
achievable and essential for tackling the most complex
and pressing issues today.
The qualities mentioned in
this article all help to move
regulatory processes towards
that end goal.
What part do you play
in ensuring regulations are
highly effective?
Jay Wilson is the Manager
for Risk Mitigation Programs
and Assurance at the
Canadian Electricity
Association,
www.electricity.ca
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CANADIAN

SEED
GROWERS
ASSOCIATION

T

he seed industry contributes over $6B annually to
the Canadian economy and is critical to the success
of Canadian agriculture. The agriculture and the
agri-food sector accounts for 1 out of 8 jobs and 6.7% of
Canadian GDP. For the last half century, plant breeding
innovation has made a substantial contribution to the
productivity increases that have kept Canadian agriculture
internationally competitive. Over the next 50 years, the
relative importance of seed to the performance of Canadian
agriculture will almost certainly increase. However, to
precisely what degree will depend upon a number of factors.
These include whether a new regulatory and institutional
reform initiative, recently proposed by a consortium of seed
industry associations, gains traction with key stakeholders
and governments.

NEXT GENERATION SEED SYSTEMS ENABLING
AGRICULTURAL GROWTH IN THE 21ST CENTURY
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At its core, the initiative proposes new ways for industry
and government to work together to accelerate plant breeding
innovation and agriculture sector growth in Canada. They
are outlined in detail in a paper available on the consortium
website, entitled Next Generation Seed System in Canada
(follow link). It proposes: improvements to intellectual property
protection for plant breeding innovation, convergence of
Canadian biotechnology regulatory principles and procedures
with those of key international trading partners, a modernized
“single window” regulatory framework for seed and the
creation of a new national seed organization, accredited
by government to deliver the national seed certification
program and other regulatory, professional development
and seed system services.
To fully appreciate the challenges and opportunities
currently facing the seed and agriculture sector, it is useful
to reflect briefly on how we got to where we are today.
Conventional plant breeding delivered improved varieties
for farmers throughout the 20th century. Yield increases
averaging one percent per year were common; often it was
more. Plant breeders effected changes in plant architecture,
grain to stem ratios, insect resistance, disease tolerance,
quality and shortened maturities to increase the quantity
and value of crop production.
In the 1990s, the first “genetically-modified” (GM) varieties were
commercialized, soon followed by civil society anti-GM food
campaigns, centered mainly in Europe. In recent years, gene
editing has grabbed headlines and raised hopes for a new wave of
biotechnology driven improvements - with broader acceptance
and perceived societal benefits than their predecessors.
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Over the same period, private sector investment in plant
breeding has become a key innovation and profitability driver
for a Canadian agriculture sector that was once dependent
almost entirely on the public breeding institutions and
programs that trace their roots back to the beginning of the
last century. Consequently, within Canada there are now
two rather different seed supply and innovation chains.
One is the canola, corn and soybean seed supply chain,
where the private sector provides most of the new varieties.
The other is the cereal and pulse crop seed supply chain
where the public sector provides most of the new varieties.
These two supply chains are different, with the former being
characterized by either hybrid crops and/or crops using
modern biotechnology based breeding techniques and
supported by very effective intellectual property protection
(IPR). In the cereals and pulse crops there is less effective
IPR and the self-replicating nature of these crops have a
significant effect on plant breeders’ returns, since farmers
more often save part of the harvest for planting the following
year’s crop. As a result investors returns are significantly less
than if new seed was purchased and royalties paid annually.
Developing a strategy that will offset the farm saved seed
effect in these crop types and channel more private sector
investment into the cereal and pulse seed sectors is therefore
critical to future growth.
It is useful to note that the politically charged regulatory
environment of the late 90s and early 2000s resulted in the
big 6 (now 4) multinational seed-chemical companies
dominating the market for profitable GM canola, corn and
soybean seeds. Only they had the deep pockets to navigate
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the increasingly difficult and challenging path to regulatory
approval in multiple jurisdictions and markets simultaneously.
Many smaller competitors were either locked out or bought
out. The public plant breeding institutions that continued to
supply most of the new cereal genetics in Canada (through
networks of mostly grower owned domestic seed companies)
avoided GM technology due to costs and regulatory
uncertainties. This served to exacerbate the already
pronounced innovation gap between the cereal and pulse
and the canola, corn and soybean supply chains.
During this same period, the development of “GM sensitive”
markets, principally those of the EU and like minded countries,
as well as “slow to approve” markets like China, resulted in a
range of market access challenges leading to access delays,
disruptions and increased costs. Ten years ago, Canada lost
its EU flax market, worth over $600 million per year, when
low levels of Triffid flax were found in export shipments.
Triffid was a GM variety bred for tolerance to a class of
herbicides that had been approved in Canada but was
pulled from the market in 2001 over fears that it could
disrupt export markets. Tonnes of certified seed produced
in anticipation of commercialization were destroyed but 8
years later a few stray genes almost destroyed Canada’s
flax industry.
The overall effect of the Triffid case was a chilling one and
extended beyond flax to the entire export dependent crop
production and bulk handling value chain. Reinforced by a
series of lesser known near misses in other crop types, this
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case served as a constant reminder of the risks of domestically
driven plant breeding innovation commercialized without due
consideration to foreign market regulatory approvals. Today,
however, there is renewed interest in the potential of new
targeted gene editing based breeding technologies, despite
continued uncertainty over their regulatory status on many
markets (i.e. GMO or not). The newest technologies are in
many cases ,relatively inexpensive to deploy and are more
suited for use by small, medium and public enterprises. They
thus hold the promise of a much broader distribution of
opportunities and benefits.
In fact, it is hard to imagine a sustained influx of significant
private investment flows into cereal and pulse seed innovation
in Canada that isn’t driven at least in part by the application of
new breeding techniques to new varietal development. To
mitigate market access issues stemming from the potential
absence of or delays in foreign market approvals for those new
varieties, domestic identity preservation segregation systems
strategies will be of critical importance. Such systems often
begin with seed certification.
Seed certification is, almost by definition, traceability.
Breeder seed of a known variety is planted, produces plants
that set seed and those seeds are planted to produce yet more
seeds; some crop kinds are multiplied for three generations,
others for six or more. But at the end of the day, a certified
seed lot can be traced back by the certification authority to
each generation before it – location of production, grower,
seed quality test results – right back to authentic Breeder seed.
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But our seed certification system needs to be modernized
and fully digitized if it is to fulfill its potential as a foundation
for the kind of traceability system hub envisioned here.
Distributed ledger technologies (DLTs, of which
blockchain is perhaps the most well know) are the latest
buzz in the world of information sharing and hold great
promise across many industries. Supply chains are
increasingly moving to DLTs and Canada’s seed sector
will need to be there too. Initial pilots have generated
positive results and its is clear that future tracking and
tracing systems will almost ce r tainly n e e d to b e
de sign e d with this technology in mind.
So where do the Next Generation Seed System
proposals fit in? To begin with, they lay the foundation
for a comprehensive, officially and internationally
recognized traceability system supported by a stakeholder
run national seed organization and enabled by a major
government regulatory agency. This in turn provides
participants with an enhanced ability to access premium
markets and more efficient collection mechanisms for
intellectual property royalties. The development of these
systems will require institutional and regulatory frameworks
that can channel private investment in support of market
driven outcomes.
To date, the Canadian Food Inspection Agency (CFIA),
has been receptive to the industry’s Next Generation
ideas and is targeting to develop a preliminar y seed

regulatory modernization proposal for consultation by
the Fall of 2020, that is informed by them.
This could potentially lead to the introduction of a
regulatory amendment package by as early as the Fall of
2021, with potential implementation in 2022. In parallel,
the six seed industry associations that make up the “Seed
Seed Synergy” consortium have begun merger discussions
with a view to developing concrete proposals for a new
National Seed Organization. These proposals could be
presented for member and government consideration as
early as July 2020. While ambitious, the current
timelin e s reflect the growing consensus and sense of
urgency around the need for a new regulatory and
operational paradigm; one that encourages industry
leadership and investment
and allows government to
play a more effective enabling
and oversight role, in a highly
regulated and increasingly
complex international and
domestic market place.
Glyn Chancey is the Executive
Director of the Canadian Seed
Growers Association (CSGA).
Find out more by visiting
www.seedgrowers.ca
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CANADIAN SOCIETY
OF ASSOCIATION EXECUTIVES
FRAMING THE FUTURE OF ASSOCIATION LEADERSHIP
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A

ssociations in Canada contribute billions of dollars
to the economy each year. From one-staff shops to
organizations with tens of thousands of members,
from sports organizations with voluntary membership to
regulatory powerhouses that steward skilled professions,
the sector operates quietly while having a wide-ranging
impact as an employer, producer, advocate and influencer.
Recognizing the importance of the sector, a group of
chief executives from national trade associations pulled
together a collective in 1951 that would evolve into the
Canadian Society of Association Executives (CSAE). With
a commitment to fostering excellence in the sector through
knowledge exchange and education, CSAE drew membership
from across Canada and created a fulcrum of expertise. A
certification program, an annual conference, and local
“networks” provided touchpoints from coast to coast.
Almost 70 years following CSAE’s inception — given
the pace of change and the headwinds faced by member-based
associations in Canada — it was time to reassess. Increasing
competition and declining membership, relentless technological
shifts, and questions of sustainability became more and
more relevant to CSAE (not surprisingly, as consultations
with CSAE members have indicated, these factors were
certainly not unique to CSAE). A new president and CEO,
Tracy Folkes Hanson, took the helm in 2017, bringing a
background in big-brand advertising, not-for-profit leadership
and public service. Folkes Hanson cut through the proverbial
resistance to change discussed in the classic association
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book, Race for Relevance (Coerver and Byers), and, after a
short orientation period, began pulling down the walls,
both literally and figuratively, to frame up the foundations
for a resilient CSAE that is robust and relevant for the future.
The loose, quasi-federated organization with independent,
disparate regional activity and operations needed to transform
into a strong and unified national organization. And, as a
member-based organization, CSAE needed to be driven
and shaped by its members.
People, processes and priorities were all scrutinized
and adjusted. Using leasehold improvement funds, office
renovations were made to mirror the culture being built at
CSAE: open, inclusive and collaborative.
“There’s an incredible team in place at CSAE. Everyone
works hard so we integrate fun and celebration into our
work week . Being playful and appreciative makes us more
creative and effective.”
The strategic plan became a blueprint for the future of
CSAE, drafted around three fundamentals: the brand, learning
and innovation, and stakeholder engagement. Creating a
relevant organization meant repositioning the association’s
membership philosophically and operationally. For the first
time in as long as anyone can remember, a satisfaction
survey was disseminated. Members were asked to provide
input on their needs and perspectives, to establish benchmarks
for the future and, most importantly, to position members as
the engine driving CSAE. A member driven CSAE would
be relevant, meaningful and able to pivot as needed.
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CSAE’s business transformation has been ongoing and significant.
As a national organization, with seven regional networks (think
division or chapter) across Canada, it has historically operated
loosely as a sort of federated model (though not strictly
speaking, from a governance perspective). What does this mean?
Simplified, a “head office” handled certain responsibilities,
and each network largely did its own thing. At CSAE,
the networks were typically run under the direction of a “council,”
independently delivering programming and working their own
budget. The goal of the business transformation was to align
operational practices with the governance model allowing for
improved efficiencies and a strengthened brand. And that’s
just the beginning.
Since she assumed her position, the central office under
Folkes Hanson’s direction has been working closely with the
regional networks to unify operations and budgets, and bring
everything into an integrated whole. Avoiding duplication
and brand confusion are essential considerations, with the local
networks needing to deliver opportunities and events that
best resonate in their markets. The council leadership and
network management were reconfigured to help establish
priorities and inform strategy and an annual Leaders Forum
now brings together the key players to talk shop — synergies,
sustainability and next steps. With the silos dissolved,
CSAE is ready to move forward in other operational areas
to ensure it operates as a strong and finely tuned association
from coast to coast.
In the second year of the three-year strategic plan, the
organization is currently in the midst of a fundamental retooling
of all of its technologies — from its database to its website
to its e-commerce storefront — with the goal of providing

members with the user experience they want and deserve.
Automating repetitive functions, streamlining communications
and simplifying processes will create efficiencies so that staff
can focus on providing better, more personalized service to
members. Thanks to innovative partnerships and solutions to
the challenges faced by associations, CSAE is setting a high
standard for itself, as it strives to serve as a gold standard for
member associations.
“CSAE is in the middle of an incredible time of transformation
right now,” explained Folkes Hanson. “Change isn’t always
easy, but I’ve benefited from the tremendous vision
and support of a board of directors many can only dream
of. And the whole team — staff and volunteers — and I
daresay members, can see the positive outcomes that
happen with each adjustment and tweak. That creates
momentum that we are excited and fueled by.”
Establishing a cohesive
organization nationwide has
meant building collaboration,
supports and structures while
dismantling many of the
outmoded foundations that
were no longer propelling
the organization forward.
CSAE is now well positioned
for the future.
Penny Tantakis is the Director of
Marketing and Communications
for the Canadian Society of
Association Executives (CSAE).
Find out more by visiting
www.csae.com

The Canadian Business Quarterly - www.TheCBQ.ca

70

