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Bank of Canada Governor Stephen S. Poloz will be in 
Vancouver Sept. 18 to deliver a keynote address to 
the Board of Trade. Submitted photo 

Board of Trade to host 
Poloz’s first address in 
Western Canada

New Bank of Canada Governor 
takes the helm

BY GREG HOEKSTRA

The Bank of Canada’s newly 
appointed Governor, Stephen S. 
Poloz, will deliver his first public 
address to Western Canada’s busi-
ness leaders next month at The 
Vancouver Board of Trade. 

Poloz will speak to Board of 
Trade members at a breakfast 
event on Sept. 18. The event was 
formally announced earlier this 
summer at The Vancouver Board 
of Trade’s 126th Annual General 
Meeting by Chair Elio Luongo.

“We’re very pleased Mr. Poloz 
has chosen The Vancouver Board 
of Trade as the venue for his histor-
ic first public address to Western 
Canadians,” said Luongo. 

“The Vancouver Board of Trade 
has a long history of hosting Cana-
da’s top financial minds — includ-

ing past Bank of Canada Governors 
David Dodge and Mark Carney 
— and we look forward to hearing 
Mr. Poloz’s vision for our country’s 
economy and our central bank.”

Poloz delivered an opening 
statement to the House of 
Commons Standing Committee 
on Finance in June – on his fourth 
day on the job – where he stressed 
the Bank of Canada’s commitment 
to the economic and financial 
welfare of the country, and gave 
insights on the current economic 
context and how it affects the 
Bank’s operations.

“The common denominator 
that ties together all of the Bank’s 
work is confidence,” said Poloz. 
“Through our actions and our 
words, what the Bank of Canada 
delivers is confidence in our cur-
rency, confidence in our role as 
fiscal agent for the federal govern-
ment, confidence in our banking 
system, and confidence in the 
value of money.”

Although it has been nearly six 
years since the beginning of the 
global financial crisis, Poloz said 

we haven’t yet returned 
to normal economic 
conditions – and that’s no 
surprise, he added, given 
the dramatic plunge in 
global demand and the 
near-collapse of the 
global financial system 
in 2008.

“The global economy 
continues to struggle. 
Most advanced econo-
mies are still facing credit 
stresses and record-low 
interest rates. Many 
central banks continue 
to use unconventional 
means to provide stimu-
lus, and governments are 
doing everything they 
can to manage their re-
spective debt situations,” said 
Poloz.

Poloz shared a number of spe-
cific examples of how the Bank of 
Canada is currently working to 
strengthen confidence in Canada’s 
currency, funds management, 
monetary policy, and finan-
cial system. He also discussed 

how our country is faring in the 
wake of the 2008 financial crisis, 
which triggered a recession with 
a “particularly deep contraction 
of investment and exports, as  
business confidence plummeted 
along with global demand.”
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Mayor to discuss 
Vancouver’s 
economic future

The Vancouver Board of Trade has 
confirmed Mayor Gregor Robertson will 
deliver a keynote address Oct. 16 on his 
vision for the future of Vancouver.

In his speech, the Mayor will discuss 
the steps City Hall is taking to help Vancou-
ver’s economy thrive, while sharing ideas 
on how Vancouver can better support 
local businesses, foster innovation, and 
use its livability to strengthen economic 
competitiveness.

Robertson will also outline how Van-
couver plans to capitalize on the oppor-
tunity of hosting the TED Conference in 
2014, and use it to promote local business 
leaders and enhance our city’s growing 
reputation as a global hub for innovation, 
talent, and entrepreneurial spirit.

To reserve tickets, visit www.boardof-
trade.com/events or email reservations@
boardoftrade.com.

We are more than meets the eye
The innovation evolution at UBC

BY STEPHEN J. TOOPE

“We are more ….” - Shane Koyczan
If as a business leader you have ever 

felt the electric tension between what your 
business is now and what 
it is becoming then you 
will understand the posi-
tion I am in as I begin my 
final year at the helm of 
the University of British 
Columbia.

UBC is an innovation 
powerhouse with roots 
in the 14th century uni-
versity model and a view 
to the 22nd. We have a lot 
of practice “staying rele-
vant” to our clientele, but 
the pace at which we’re 
being asked to transform 
ourselves has increased 
exponentially in the past 
two decades. We have 
reimagined, rebranded 
and strategically redi-
rected. Now, our greatest challenge is to 
bring ourselves up to speed with who we 
have become, to close the gap between 
our capacity, and the ease with which we 
put that capacity to work in the world.

We consistently rank among the top 

30 universities in the world. We graduated 
11,477 students last year, 64 per cent of the 
undergrads were British Columbians, and 
more First Nations students graduated 
than ever before. We’re the province’s third 

largest employer, 
the birthplace of 
over 150 spin-off 
companies and a 
partner in over a 
thousand indus-
t r y - s p o n s o r e d 
re s e a rc h  p r o j -
ects. And we are 
more...

The interna-
tional is not just 
something “out 
there” but also 
defines our demo-
graphic and our 
activities, both 
academic and op-
erational. And we 
are more... 

Our Vancouver 
campus is a living laboratory for the study, 
research and practice of sustainability, 
and we’ve committed $150 million to sus-
tainability infrastructure projects — more 
than any other university in the world. 
And we are more...
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UBC President Stephen J. Toope

Since 2011, we’ve raised $1.2 billion 
dollars toward our campaign goal; we 
contribute $10 billion annually to the 
province’s economic engine; and our re-
search enterprise accounts for 25 percent 
of all research in B.C., private and public. 
And we are more, even, than this.

UBC anchors the west end of Vancou-
ver’s innovation corridor on the busiest 
bus route in North America. The corridor 
includes a quarter of Vancouver’s tech 
sector employment and 40 per cent of the 
city’s health care jobs. 

As Western Canada’s largest health 
care precinct, it’s a destination for mil-
lions of British Columbians every year. 
Linking innovation in all fields with 
health care, life sciences, the technology 
industry and UBC’s research enterprise, 
the corridor has the makings of a tech-
nology hub on par with Toronto’s MaRS 
district, San Diego’s CONNECT, or Lon-
don’s Tech City.

We need to imagine the economic 
potential here, as well as the potential for 
breakthroughs in every social, economic 
and environmental arena imaginable. 
And we need to do so with you, because 
we are more together.

Please join me on Sept. 11 to learn 
about some of the extraordinary inno-
vations coming out of UBC, and what 
UBC’s innovation evolution means for 
all of us.

Stephen J. Toope is the 12th president 
and vice-chancellor of the University of 
British Columbia and will deliver his final 
address to the Vancouver Board of Trade 
on Sept. 11, 2013. For more information, 
visit boardoftrade.com/events or email 
reservations@boardoftrade.com.

“While the Canadian economy as a 
whole has recovered from the recession, 
thanks to domestic demand, the depth and 
duration of the global recession delivered a 
direct, sharp blow to Canadian business,” 
said Poloz. “In effect, the recession caused a 
significant structural change in the Canadian 
economy.”

However, Poloz said the Bank believes the 
country may already be on the path to recov-
ery. As foreign demand recovers, our exports 
will strengthen further, confidence will 
improve, companies will invest to increase 
capacity, existing companies will expand, 
and new companies will be created. 

“We are now seeing signs of recovery in 
some important external markets, notably 
the United States and Japan, and there is 
continued growth in emerging-market 
economies,” said Poloz. 

“The Bank expects that the gathering 
momentum in foreign demand should help 
lift the confidence of Canada’s exporters. 
This is critical for Canadian firms to boost 
their investment to expand their productive 

capacity.”
Poloz stressed that the Bank of Canada 

has a role to play in nurturing that process. 
He said part of that nurturing process in-
cludes bolstering confidence by listening to 
businesses, to labour groups, and to industry 
associations in order to expand the Bank’s 
understanding of what’s happening in the 
real economy.

“We must always remember that beneath 
our economic and financial statistics and 
analysis are real people, making real deci-
sions that can lead to bad outcomes as well 
as good ones,” he concluded. 

“Those decisions are hard to make any 
time, but when uncertainty is high and con-
fidence has not been fully restored, they can 
be even more difficult. A lack of confidence 
can mean that such decisions are postponed 
– and that opportunities are lost.”

For more information, or to download 
the Bank of Canada’s July Monetary Policy 
Report, visit www.bankofcanada.ca. 

To purchase tickets for Poloz’s upcoming 
address to The Vancouver Board of Trade, 
visit www.boardoftrade.com/events or email 
reservations@boardoftrade.com. 

FROM  PAGE 1

www.boardoftrade.com/events
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Province launches 
transportation survey

BY GREG HOEKSTRA

The Government of British Columbia
wants your feedback on transportation 
and infrastructure throughout the prov-
ince.

Last month, the Ministry of Trans-
portation and Infrastructure launched a 
new online customer satisfaction survey 
regarding the services that it provides. 

The survey asks respondents how 
satisfied they are with Ministry of Trans-
portation and Infrastructure projects in 
their region, such as improvements to 
the highway system (including paving, 
visibility, and bridges), highway safety 
and signage, winter road maintenance, 
commercial vehicle inspection stations, 
rest areas, and more. 

It also asks respondents to rate the 
Ministry’s services, such as the DriveBC 
Traveller Information System and the 
TranBC website and social media chan-
nels, while indicating which services are 
most important to them.

At the end of the survey, participants 
are given the opportunity to submit their 
own ideas on how the Ministry’s services 
could be improved.

To access the survey, visit the Ministry 
of Transportation and Infrastructure’s of-
ficial website at www.gov.bc.ca/tran. The 
voluntary survey is confidential and takes 
approximately 10 minutes.

You can also connect with the Ministry 
through its online portal at www.tranbc.ca, 
by following www.twitter.com/tranbc, or 
by “liking” www.facebook.com/tranbc.  
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Explore the port 
with new app
Interactive features allow users to identify ships and 
learn about the port’s economic impact

BY GREG HOEKSTRA

Have you ever wanted to learn more 
about the thousands of ships and vessels 
that visit our harbours each year?

Are you curious to know more about 
Port Metro Vancouver and the impor-
tant role it plays in both our community 
and our economy?

If so, the information is now at your 
fingertips — literally.

Last month, Port Metro Vancouver 
launched a new app for mobile devices, 
featuring information, images, figures 
and facts about both Port Metro Van-
couver and iconic Canada Place.

The app includes interactive maps 
to help users better understand where 

port workers earn a living, as well as 
an evolving “Ship Shapes” infographic, 
which helps users identify vessels in the 
harbour and understand their respec-
tive frequency, cargo and economic 
impact.

It also includes quizzes, a photo 
postcard feature, and an annual events 
schedule, with details about the more 
than 150 Port Metro Vancouver and 
Canada Place events throughout the 
year (including marquee events such as 
the Canada Day fireworks and Christmas 
at Canada Place).

The free app is available for both 
Apple and Android devices. For more 
details, search your app store or visit 
www.portmetrovancouver.com.

Online and telephone 
polling – myths and truths

BY EVI MUSTEL

With the outcome of the provincial 
election surprising the largest polling 
firms in the country, a debate has emerged 
over which method — web panel surveys 
or telephone surveys — most accurately 
reflects public opinion. 

Notwithstanding the fact that several 
other factors also led to the discrepancy 
between polling results and actual elec-
tion results (e.g., low voter turnout, ability 
of the BC Liberals to get 
their vote, last minutes 
shifts in voter prefer-
ences, etc.), the question 
of whether online polls 
accurately reflect public 
opinion is a good ques-
tion. 

The BC Liberal party, 
using a telephone meth-
odology, reported that 
throughout the cam-
paign their numbers were 
showing a much closer 
race than the media pollsters; and on the 
eve of the election, the BC Liberal polling 
was showing a tied race while the media 
pollsters were showing eight to nine 
percentage point gaps between the BC 
Liberals and BC NDP. Understandably, 
companies whose business models rely 
primarily on web panel polling are fight-
ing back, in an attempt to preserve their 
credibility. Unfortunately, a few myths are 
being spun in the process.

One of the main myths is that web 
surveys can access a broader segment of 
the population than telephone surveys. In 
fact, web samples are drawn from opt-in 
or pre-recruited panels, a database cover-
ing a minor population (five per cent at 
most) instead of from a database cover-
ing the majority of the population. So 
essentially, this five per cent is reflecting 
the opinions of the other 95 per cent of 
the population.

As telephone surveys can include cell 

phone numbers in the sample, almost 
100 per cent of the population is included 
in the sample frame. Note that market 
research firms are not prohibited from 
contacting respondents on cell phones. 
And since many people have unlimited or 
at least high limits on their plans, if they 
are interested in providing their opinions, 
they do so. Including cell lines also is an 
effective way to reach younger respon-
dents, who are a challenge to reach even 
for online surveys.

Another factor to consider 
in the phone versus web argu-
ment is ethnic reach. It is well 
known in the market research 
community that ethnic com-
munities, particularly those of 
Asian origin, tend to be under 
represented on web panels 
(another reason why the media 
pollsters using online meth-
odologies underestimated the 
Liberal vote). Participation 
levels are simply better on 
telephone surveys, particularly 

if language translation is provided.
Both web and telephone surveys are 

useful tools in opinion research and each 
has its advantages and disadvantages. 
But telephone surveys are not an “old 
fashioned” tool as some claim and are still 
used by even the most prestigious research 
providers such as Pew Research Centre in 
Washington, D.C.

Mustel Group offers both methodolo-
gies with approximately half of our studies 
conducted by telephone and half on-line 
(using our randomly recruited “Giving 
Opinions” panel, rather than an opt-in 
panel). We recommend the methodology 
which is most appropriate for the study 
objectives. Online is just another tool in 
our toolbox. Other methodologies will 
surely emerge with evolving technolo-
gies.

Evi Mustel is Principal of the Mustel 
Group and a Director of The Vancouver 
Board of Trade. 

www.harbourair.com


chair’s message

Charting our course
Setting a new standard for public policy and business advocacy in B.C. 

BY ELIO LUONGO

In last  month’s  issue of 
Sounding Board, I identified a 
number of priorities for my year 
as Chair of The Vancouver Board 
of Trade. 

One of those priorities was 
the need for our organization to 
re-engage with industries that 
have traditionally driven B.C.’s 
economy – including the mining 
sector, forestry sector, energy 
sector, and the port, which con-
nects our province to the global 
marketplace. 

I’m proud to report that 
progress has already been made 
on this front. This summer, our 
team has been working behind 
the scenes to forge new relation-
ships with some of the leading 
companies in the industries 
mentioned above. 

Once we have cemented those 
crucial connections, I believe we 
will be in a strong position to 
move forward on another prior-
ity of mine – that is, to resume 
our position as a policy advisor 
and trusted advocate for the 
job and wealth creators of this  
province. 

As many of you know, The 
Vancouver Board of Trade has 
a rich history of speaking on 
behalf of businesses across 
B.C. – particularly those in the 
Metro Vancouver region. That 
legacy began back in 1887, when 
a group of merchants, lumber-
men, bankers and manufactur-
ers formed a board of trade to 
help rebuild Vancouver, which 
was devastated by “The Great 
Fire” one year earlier.

It’s important to remember 
that in the late 19th century, 
Vancouver was not a world-
class city. In actual fact, it was 
a tiny community of less than 
5,000 people,  with no land 
registry office, no courthouse, 
and no mail delivery or post 
office. At the time, Vancouver 
was dwarfed by the much larger 
communities of New Westmin-
ster and Victoria. Through its 
advocacy, The Vancouver Board 
of Trade changed all of that. 

In its early days, the Board 
of Trade lobbied governments 
for services, schools, roads, 
bridges and infrastructure. It 
fought – sometimes tooth and 
nail – for the betterment of this 
city, and in doing so, it created 
a foundation for the place that 
you and I now call home. I can 
only imagine how proud those 

pioneers would be if they could 
see Vancouver today.

In the years since its found-
ing, The Vancouver Board of 
Trade has led the charge on 
countless policy initiatives. 
Some of the major achieve-
ments we still tout to this day, 
including the creation of our 
local airport authority (YVR), 
the introduction of expedited 
border lanes for business (the 
NEXUS system), and the deci-
sion to build a rapid transit 
line to the airport (the Canada 
Line).

Other achievements are less 
talked about, but are equally as 
important to the development 
of our city. For example, did 
you know it was The Vancouver 
Board of Trade that first per-
suaded the federal government 
to dredge the First Narrows 
for shipping back in 1914? Or 
that the Board of Trade made a 
grant to the University of British 
Columbia in 1926 to establish a 
faculty of commerce? 

This list of this organization’s 
accomplishments and commu-
nity contributions goes on and 
on. However, in recent years, 
we have admittedly lost some of 
our footing in the policy arena. 
As your Chair, I can assure you 
that won’t be the case for much 
longer. Yes, we are exceptionally 
proud of our past achievements, 
but we refuse to rest on our 
laurels any longer.

This fall ,  The Vancouver 
Board of Trade will undergo a 
major facelift, which will fun-
damentally change our policy 
committee structure. We plan 
to scale back the number of 
our committees, and to hone a 
laser-beam focus on the issues 
that matter to our thousands of 
members. 

There will be new commit-
tees formed, in areas where we 
don’t currently have a voice. And 

there will be task forces created, 
with very specific mandates 
and objectives (more on this to 
come in future issues of Sound-
ing Board).

Last week, we began meeting 
with the chairs and vice-chairs 
of our policy committees, to 
solicit their feedback on how 
we can best serve you – our 
members. It has been an excit-
ing process, with many excel-
lent ideas emerging on how we 
can strengthen our committee 
structure and, in turn, our col-
lective voice. 

I believe our organization 
is different than nearly any 
other business organization 
in Canada. We have a unique 
blend of top-down management 
(a board of directors with 36 of 
B.C.’s top executives) combined 
with a grassroots approach 
to policy (thousands of small 
business members, who collec-
tively employ one-third of B.C.’s 
workforce). 

The diversity of our mem-
bership, combined with our 
126-year legacy, puts us in a 
position to be a leader in the 
policy arena. When we have 
something to say, governments 
will listen, because they know 
that we mean business – both 
literally and figuratively.  

However, we recognize the 
need for our organization to 
evolve, change, and adapt its 
approach to public policy. 

Rest assured that we are de-
termined to do so, and we invite 
you – our members – to join us 
as we continue down this path 
in the coming months.

Elio Luongo is 2013-2014 
Chair of The Vancouver Board of 
Trade and Canadian Managing 
Partner, Tax, for KPMG. 
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“When we have 
something to say, 
governments will 
listen, because 
they know that we 
mean business – 
both literally and 
figuratively.”
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Trade confidence rises – moderately

Are you a doormat in the boardroom?
BY NARGES NIRUMVALA

Every leader has a defining moment, 
where they can either speak up or seethe in 
silence. I remember one meeting in particu-
lar was a defining moment for me as a leader 
— years later my fellow board members (now 
my friends) still remember 
that meeting. 

The president of our or-
ganization was assertive and 
outspoken. If anyone even 
thought of speaking out, he 
would shoot them a look and 
they would back down. One 
day, we were about one hour 
into a meeting when we hit 
a point of discussion where 
I think the president just 
didn’t see the reality of the 
situation.

 I looked around the room 
and saw the looks of discomfort on the 
other board members faces. One of them 
tried to say something, but the president 
just spoke over him. Someone else made a 
hand gesture, he ignored it. I could feel the 
tension in the room bubbling over. That 
was the first thing I learned that day — the 
importance of reading body language in the 
room, especially subtle facial expressions 
and hand gestures. 

Finally I just couldn’t take it anymore. 
I said, “You might also want to consid-
er…” and a heated (but polite) discussion 
ensued. 

Here’s the second thing I learned that 

day — listen first, but when the time comes, 
don’t be afraid to speak your mind — with 
tact, of course. 

He took my suggestion, and at the end of 
the meeting one of my colleagues turned to 
me and said “She’s no Stepford wife, that’s 
for sure.” Years later, that sentence would 

define me. 
Which brings me to my 

final point — if you don’t 
create your defining moment, 
you may just disappear into 
the background, and your 
legacy with it.  

Our boardrooms are full 
of doormats — people who 
are brilliant, but who have 
(over time) been silenced into 
submission. That’s a huge 
mistake.  

It’s not just diversity of 
age, gender and ethnicity that 

makes for a strong organization, but diversity 
of opinions and experiences too, especially 
at the top. 

So the next time the opportunity arises, 
step out of your comfort zone and speak up 
— your shareholders will thank you.

Narges Nirumvala is the CEO of Ex-
ecutiveSpeak Coaching International and 
the author of the public speaking book 
‘Capture the Spotlight’ now available on 
Amazon. She’s a top executive speech coach 
and leadership communications expert. 
Contact her at www.executivespeak.com 
or connect with her at www.linkedin.com/
in/nargesnirumvala. 
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BY PETER G. HALL

Two words that could be considered 
arch enemies are “up” and “confidence.” 
They’ve had a long, five-year falling-out, 
and we could be forgiven for thinking 
that they will ever make amends. 

Maybe Canadian exporters are begin-
ning to play peacemaker. Canadian trade 
confidence actually rose in the spring 
— a moderate increase, but an increase 
nonetheless, and at a time when senti-
ments could easily have soured. Are the 
details behind this uptick inspiring?

Moderate moves don’t usually inspire, 
but this time could be different. Export 
Development Canada’s Trade Confi-
dence Index has been on a wild ride since 
the spring of 2007, and since the autumn, 
2009 survey, it has failed to move in the 
same direction in back-to-back surveys. 
The latest result moves the Index to a 
level that’s pretty close to the 2003-07 
average, when exports were capitalizing 
on stronger global growth and greater 
global diversification of sales. It also oc-
curred at a turbulent time, as exporters 
were still tallying the impact on sales of 
Hurricane Sandy, the U.S. fiscal cliff and 
more recently, sequestration.

Two of the five Index elements ac-
counted for most of the increase. Views 
of international business opportunities 
in the coming six months posted the 
largest single gain, rising 14 percentage 
points since last fall. Perceptions of world 
economic conditions — recently, the 
lowest-scoring Index factor — jumped 
13 percentage points, boosted by both 
improved expectations for the European 
economy and a belief that markets will 
turn around. Movements in the remain-
ing three Index factors were marginal.

Results broken down by industry 
sector were not uniform. Every industry 
category but one registered increases, 
with the sub-index including the forestry 
sector posting the single largest gain 
since the Fall 2012 survey. The exception 
was the sub-index covering the mining, 
oil and gas industries, which tumbled 
by over four Index points to the lowest 
score among the industry groupings. Soft 
commodity prices and transportation 
constraints are the likely factors behind 
the weakness in this category.

Among Canada’s regions, confidence 
saw its largest increase in Atlantic 
Canada, where the sub-index rose 5.6 
points to 73.5, securing top spot. Quebec 

also posted a decent gain in the spring, 
rising 4.4 points. On-
tario’s upward move 
was more modest, and 
Western Canada — still 
recording high overall 
confidence — edged 
down marginally in the 
latest survey.

In recent years, the 
Canadian dollar has 
been a worry for export-
ers. However, the Spring 
survey shows that a 
majority of respondents 
now feel very prepared 
for a loonie at or around 
the parity level.  The 
current reading saw a 9 
percentage point jump, to 55 per cent of 
those polled. An additional 41 per cent 
of exporters feel moderately prepared 
for a dollar at or close to parity with the 
US dollar.

While the more upbeat results in the 
current survey buck sentiments in most 
other places on the planet, there is good 
reason for the move. Since last October, 
merchandise exports have been growing 
at a 12 per cent annualized clip, with a 

broad number of industries contributing 
to the increase. That’s 
impressive, given the 
t u r b u l e n c e  o f  U . S . 
growth over this period, 
the sluggish European 
economy and the un-
certainty surround-
ing emerging market 
growth. It suggests that, 
in spite of headwinds, 
the rotation of Cana-
dian growth from inter-
nal to external drivers 
is occurring.

The bottom line?
C a n a d i a n  t r a d e 

confidence remains on 
a see-saw, but there are 

strong factors underpinning the modest 
gain in the Spring 2013 survey. We can 
all hope that Canadian exporters are 
right, and that markets are indeed set for 
a turnaround in the coming six months.

Peter G. Hall is vice-president and 
chief economist for Export Develop-
ment Canada, a Crown corporation that 
supports and develops export trade by 
helping Canadian companies respond to 
international business opportunities. 

Peter G. Hall

www.majesticgold.net


Commercial rebates save money and energy 
BY SARAH SMITH

Getting that sirloin to a perfect medium 
rare takes skill — and natural gas. In fact, 
commercial kitchens use more natural 
gas per square foot than any other kind of 
business. 

When it’s time to purchase or replace 
commercial kitchen appliances, choosing 
high-efficiency cooking equipment makes 
for a good investment. FortisBC makes 
it easier to upgrade kitchens by offer-
ing rebates for qualifying high-efficiency 
cooking equipment.

The program is called Efficiency à la 
Carte. It offers rebates for natural gas ap-
pliances for commercial kitchens, whether 
it’s a corner café, a five star restaurant, or a 
hospital kitchen.  

From $200 for an efficient steam cooker, 
to as much as $3,500 for a rack oven, this 
rebate helps businesses offset the incremen-

tal cost of purchasing more efficient appli-
ances and helps to lower their gas bills.

Across the province businesses have 
been taking advantage of these rebates, 
including a Thrifty Foods store on Vancou-
ver Island. They upgraded a steamer oven 
and two bakery ovens, receiving a total of 
$9,500.  

“I dread filling out forms, but it took no 
more than five minutes,” said Thrifty Foods’ 
director of Energy and Environment, Jerry 
Wyshnowsky.

A Cloverdale Pizza Hut received a $5,000 
rebate for high-efficiency conveyor ovens, 
which “reduced our payback period and the 
store’s monthly utility bills,” said Stephen 
Cheng, the controller for the Cloverdale 
Pizza Hut, “they bake the pizzas faster 
too.” 

FortisBC worked with the Food Service 
Technology Centre, based in California, to 
identify leading appliances because right 

now, the Energy Star program doesn’t 
acknowledge some of the highest 
efficiency cooking equipment.  Ef-
ficiency à la Carte aims to raise com-
mercial kitchens’ awareness of these 
appliances so that more B.C. kitchens 
become energy efficiency leaders. And 
when businesses use less energy, they 
help out the environment by reducing 
greenhouse gas emissions

The program is led by FortisBC’s 
Energy Efficiency and Conservation 
team, which promotes energy saving 
initiatives province wide. By conserv-
ing the energy we use, we reduce the 
need for new infrastructure, which 
in turn helps keep the cost of using 
natural gas lower.  

For more information on the rebates 
that FortisBC offers, visit www.fortisbc.
com/rebates. 

Keith Cheng, store manager for the Cloverdale Pizza Hut, 
pulls a pizza out of their high-efficiency oven. They got a 

Submitted photo

Vancity wins national award
Credit union celebrated for commitment to social enterprise 

Vancity was recognized for its com-
mitment to social enterprise at the World 
Council of Credit Unions Conference in 
Ottawa last month.

The Vancouver-based credit union 
won the National Credit Union Commu-
nity Economic Development Award for 
its Resilient Capital Program. The award 
was presented by Credit Union Central 
of Canada. 

Social enterprises are often faced with 
a funding gap between grants and con-
ventional financing. As Canada’s largest 
values-based credit union, Vancity has 
been helping to bridge that gap by pro-
viding financial solutions to social enter-
prises and mission-based businesses to 
support their growth through the innova-
tive Resilient Capital Program. 

“We know social enterprises are key 
to economic development. We’ve seen 
incredible growth in the sector over the 
past few years, there’s been a demand and 
an unmet need, and we’ve been able to 
bridge that gap,” says Tamara Vrooman, 
President and CEO of Vancity.  

“The financing we’ve provided to a 
broad range of social enterprises has 
increased by more than 150 per cent. We 
have many examples demonstrating that 
by supporting social enterprises with a 
proven business model it definitely adds 
to the social, economic, and environmen-
tal well-being of our communities.” 

The Resi l ient  Capital  Program, 
launched in 2011 by Vancity and the Van-
couver Foundation with the support of 
the B.C. government, is geared to support 
the growth of innovative social enterpris-
es and mission-based businesses. 

To date, the program has collabo-
rated with more than 20 institutional 
and individual depositors who together 

have contributed about $13.5 million in 
Resilient Capital Term Deposits. As of July 
2013, the Resilient Capital Program has 
provided $4 million in financing to 11 
enterprises that are addressing social and 
environmental challenges and building 
resilient communities. 

Since its launch, widespread inter-
est has been generated in the Resilient 
Capital Program model as an example 
of a pioneering approach that has the 
potential to be replicated in other juris-
dictions.

”We have up to $6 million in financing 
currently available through the Resilient 
Capital Program to support qualified 
social enterprises who have a proven 
business model to help move them 
through the next stage of their growth,” 
says Vrooman. 

“Our goal is to create positive member 
and community impact through all of our 
operations—from how we make money to 
how we spend and invest it.” 

Overall, Vancity’s financing of social 
enterprise ventures has grown to $9 
million in 2012 from $3.7 million in 
2011.

 A  report  published by the Social 
Investment Organization estimates Ca-
nadian impact investing assets, defined 
as those aimed at solving social or envi-
ronmental problems, are at $5.3 billion, a 
20-per-cent increase since 2010. 

With the interest in and demand for 
impact investing opportunities on the 
rise, Resilient Capital has emerged as a 
local, engaging alternative for supporting 
social innovation and aligning  dollars 
with values.

For more information on Vancity’s 
financing of social enterprise ventures, 
visit www.vancity.com.

Vancouver Aquarium calls on 
businesses to act for conservation 

Corporate philanthropy has 
grown in scope, and for good 
reason. Not only can it elevate 
an organization’s reputation as 
being community-focused, but 
it can also provide an opportu-
nity for a corporation to gain a 
pulse on consumer habits and 
perceptions. 

The benefit isn’t just for busi-
nesses, either – community 
involvement on a large scale can 
also make meaningful contri-
butions for social and environ-
mental issues, and benefit the 
communities in which busi-
nesses are operating. 

As a non-profit society dedicated to the 
conservation of aquatic life, the Vancouver 
Aquarium believes that businesses have 
a critical role to play in aquatic conserva-
tion through direct action. That’s why we 
work with community partners and busi-
nesses to make our vision for flourishing 
aquatic life come to fruition. One such 
initiative is the Great Canadian Shoreline 
Cleanup, presented by Loblaw Companies 
Limited. 

Now in its 20th year, the Great Canadian 
Shoreline Cleanup, a joint collaboration 
between Vancouver Aquarium and WWF-
Canada, is the nation’s largest direct-action 
initiative. The Shoreline Cleanup mobilizes 
individuals across Canada to help keep our 
oceans and waterways clean and healthy 
by removing shoreline litter, a huge envi-
ronmental issue. 

Shoreline litter affects our waterways, 
wildlife and communities. Litter causes 
wildlife entanglement, animal injuries and 
deaths, bacteria growth and decreases in 
water quality. Most of all, litter threatens 
aquatic life and ecosystems. However, 

through the Shoreline Cleanup, the impact 
of shoreline litter can be decreased, espe-
cially with the help of organizations and 
businesses. 

This fall’s cleanup takes place from 
Sept. 21-29, and registering is as easy as 
visiting ShorelineCleanup.ca. This year, 
our goal is to register 64,000 participants, 
and we certainly can’t accomplish this 
goal without the support of community 
partners. As leaders of their communities, 
corporations can have a huge impact on 
this effort by “owning” sites and registering 
as site coordinators and volunteers. 

Site coordinators would use many of 
the same skills used every day in busi-
ness, such as managing a team of people, 
organizing logistics, and delegating, so for 
companies, this role could come naturally. 
This is the perfect opportunity to utilize 
developed corporate skills and natural 
leadership abilities to make a difference 
in your community. 

With your help, we can help protect our 
oceans. Take part in this year’s Shoreline 
Cleanup by signing up as a participant or 
organizing your own cleanup at Shoreline-
Cleanup.ca.

Participants help clear debris from a beach during the 2012 Great 
Canadian Shoreline Cleanup. Submitted photo

6 Sounding Board August 20136 member news



Revisiting Warren Buffett’s investment in Coca-Cola 
BY MICHAEL ARMSTRONG 

AND ANDREY SCHMIDT

In 1988 and 1989, Warren 
Buffett invested over US$1 billion 
of Berkshire Hathaway Inc.’s 
funds in shares of Coca-Cola 
Co. (NYSE:KO). Today, Warren 
Buffett is recognized as one of the 
greatest investors of all time. We 
thought it would be interesting 
to review the facts relating to this 
investment, as it has been one of 
the most significant decisions of 
his investing career.

Warren Buffett’s investment 
style is often characterized as 
purchasing companies that 
appear extremely cheap based 
on valuation ratios, but this is an 
oversimplification. According to 
Robert Hagstrom’s 2005 book 
The Warren Buffett Way, Buffett 
paid an average of fifteen times 
earnings, twelve times cash flow, 
and five times book value for the 
shares of Coca-Cola. 

In the five years before Buffett 
started buying, the share price 
had increased an average of 18 
per cent per year. Contrary to his 
popular reputation, Buffett was 
unable to purchase any Coca-
Cola shares at distressed prices. 
Yet he purchased so many Coca-

Cola shares that they became 35 
per cent of Berkshire’s common 
stock portfolio and amounted to 
6.3 per cent of Coca-Cola’s out-
standing common shares.

So, why did Buffett see value 
in Coca-Cola shares? There were 
three key reasons. 

First, Coca-Cola was a durable, 
high-quality business with an 
extremely strong brand and com-
petitive position. 

Second, he had confidence in 
the ability of the company’s man-
agement to improve the business 
and behave in a shareholder-
friendly manner. Management 
at the time was refocusing on 
profitability and selling off under-
performing business segments. 
Management was also repurchas-
ing shares and increasing the 
dividend annually. 

Third, he correctly perceived 
that the company still  had 
massive international growth 
opportunities ahead of it. While 
the company already had a global 
distribution network at the time, 
there were many populous 
emerging markets that were not 
yet saturated with the company’s 
products. These reasons come 
through in Buffett’s comments on 
Coca-Cola in Berkshire Hathaway 

Inc.’s 1989 Chairman’s letter to 
shareholders:

“After drifting somewhat in 
the 1970s, Coca-Cola had in 1981 
become a new company with 
the move of Roberto Goizueta 
to CEO. Roberto, along with Don 
Keough, first rethought and 
focused the company’s policies 
and then energetically carried 
them out. What was already the 
world’s most ubiquitous product 
gained new momentum, with 
sales overseas virtually explod-
ing.”

Buffett’s analysis was correct. 
By the end of 1989, the Coca-Cola 
shares purchased for just over 
US$1 billion had a market value 
of US$1.8 billion. On December 
31, 2000, Berkshire’s Coca-Cola 
shares were valued at US$12.2 
billion, and on December 31, 
2012, they were worth US$14.5 
billion. The vast majority of those 
shares had been purchased back 
in 1988 and 1989, as Berkshire’s 
year-end 2012 cost of those shares 
is stated as only US$1.3 billion.

Although the rate of Coca-Co-
la’s share price appreciation has 
slowed in recent years, the shares 
have paid a significant dividend 
for the entire period of owner-
ship. Also, Buffett’s decision to 

hold the shares indefinitely has 
been very tax-efficient for Berk-
shire, as large capital gains taxes 
would have been payable upon 
any sale.

All value-oriented investors 
can learn from Warren Buffett’s 
Coca-Cola purchase. If we only 
look for statistically cheap stocks, 
we will miss some of the best 
investment opportunities. It is 
essential to understand compa-
nies’ competitive positions and 
future business prospects and to 
take note of shareholder-friendly 
actions by management. 

Armstrong Schmidt Invest-
ment Management provides the 
full range of investment ser-

vices to both retail and corporate 
clients with a specific focus on 
discretionary portfolio manage-
ment. The partnership operates 
under the corporate umbrella 
of Raymond James Ltd., one of 
Canada’s leading full-service in-
vestment dealers. The views and 
opinions expressed in this article 
are those of Armstrong Schmidt 
Investment Management and 
not Raymond James Ltd. This 
article is not a solicitation and 
is for information purposes only. 
Raymond James Ltd. is a member 
of the Canadian Investor Protec-
tion Fund. For more information 
about our services, please visit 
www.armstrong-schmidt.ca. 
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Thursday, September 19, 2013

University Golf Club  — 5185 University Blvd., UBC

Enjoy an outstanding day of golf while creating meaningful connections with directors 
and members of The Vancouver Board of Trade.

Register now at boardoftrade.com/events

Title Sponsor:

Media Partners:

boardoftrade.com/events

Sponsorship opportunities are still available but going quickly!

For more information, please contact:

Peter Zimmerman:  tel. 604-640-5492  e. sponsorship@boardoftrade.com

www.boardoftrade.com/events
www.boardoftrade.com/events


Want consensus in the 
boardroom? Get a round table

New research from the University of 
British Columbia’s Sauder School of Busi-
ness shows that seating arrangements can 
have a major impact on the way people 
think.

The study shows that people sitting 
in a circular formation are more likely 
to want to belong to a group and are less 
prone to be antagonistic. People seated in 
an angular arrangement (i.e. “The Board-
room” in Donald Trump’s television show, 
The Apprentice) are more likely to look out 
for number one. 

“The geometric shape of a seating 
arrangement can act as a subtle environ-
mental cue for people, by priming their 
fundamental need for inclusiveness or 
individuality,” says Sauder Assistant Pro-
fessor Juliet Zhu, who co-authored the 
forthcoming study to be published in the 
Journal of Consumer Research.

In a series of experiments for the study, 
volunteers were asked to sit in either circu-

lar or angular seating plans and were then 
asked to evaluate advertisements.

They found that those sitting in a circle 
or oval reacted more favourably towards 
ads that conveyed a sense of belonging, 
showing groups of family members or 
friends. 

In contrast, participants seated in rect-
angular formations identified more with 
ads portraying go-getting individuals, or 
“maverick” types.

When it comes to the retail environ-
ment, Zhu says the shape of a seating 
arrangement can activate fundamental 
human needs that affect consumer re-
sponses. She says managers should be 
aware of this and plan their environments 
accordingly.

The study was co-authored by Zhu from 
the Sauder School of Business and Jennifer 
J. Argo from the University of Alberta.

For more information, visit www.
sauder.ubc.ca.
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Beedie to host 1,000 
international business leaders

One of the world’s largest gatherings 
of scholars devoted to international 
business will converge on Simon Fraser 
University and host city Vancouver next 
summer. 

SFU’s Beedie School of Business was 
named as host institution for the 2014 
summit during the recent 2013 annual 
meeting of the Academy of Internation-
al Business (AIB) in Istanbul, Turkey.

The event features a combination of 
academic plenaries, panels, and papers 
devoted to global management and in-
ternational business topics.

The conference, which attracts over 
1,000 attendees annually from universi-
ties around the world, will be co-chaired 
by Beedie professors Eric Gedajlovic 
and Chang Hoon Oh. 

Venues for the event include SFU’s 
downtown campus, the Vancouver 
Convention Centre, and the Westin 
Bayshore Hotel.

“International business is a key re-
search focus for our faculty,” said Beedie 
Schoool dean Daniel Shapiro. 

“Given Vancouver’s global invest-
ment linkages and its distinct fusing of 
cultures from around the world, I have 
no doubt the city will serve as the perfect 
backdrop for international business 
scholars to collaborate, network and 
engage.” 

Shapiro notes that Vancouver’s repu-
tation as one of North America’s most 
internationalized cities makes it an 
especially relevant destination for con-
ference attendees. 

“Vancouver has emerged as a dynamic 
hub for international trade, technologi-
cal innovation and sustainable resource 
development, areas of focus that are, not 
coincidentally, central to our mission 
at Beedie.”

F o r  m o r e  i n f o r m a t i o n ,  v i s i t  
www.beedie.sfu.ca.

A ‘real world’ business lesson

BY STEPHANIE KOONAR

Marketing courses at Langara 
College School of Management 
are meant to simulate real busi-
ness situations, as demonstrated 
in the advertising class, where 
students work on ad concept 
recommendations for actual 
clients.

Students are told to imagine 
they are working for a hot new 
talented advertising agency, 
and that they are pitching a 
new account. Their team is 
made up of four people: an 
account manager, an art direc-
tor, a copywriter and a media 
planner. The team’s task is to 
prepare the media recommen-
dation, develop the budget, 
set the timing of the campaign 
and design the ad campaign. 
In spring semester 2013, the 
real client was MADD Virgin 
Drinks, a company that manu-
factures and distributes a line 
of alcohol-free drinks under the 
MADD (Mothers Against Drunk 
Driving) brand.

Alcohol-free beverage sales 
in Canada are $60 million, and 
growing at 20 per cent each 
year. This growth can be par-
tially attributed to the increased 
awareness of the dangers of 
drinking and driving, as well as 
an increase in health-conscious 

consumers and some religious 
restrictions.

MADD Virgin Drinks are 
a delicious alternative to al-
coholic beverages. Products 
include champagne, wines, 
cocktails, beer and specialty 
drinks, sangria and mulled wine. 
MADD Virgin Drinks donates 10 
per cent of its net sales to MADD 
Canada. 

This year, students began 
with a discussion about why 
someone would consume an al-
cohol-free alternative in the first 
place. What would be driving 
this behaviour? Students deter-
mined that people want to avoid 
alcohol for a variety of reasons, 
however, they may not want to 
stand out or verbalize why they 
are not drinking. MADD Virgin 
Drinks allow a person to not 
drink alcohol but still fit in.

Students presented their 
recommendations to Bruce An-
derson, Chief Technical Officer 
and Brian Bolshin, co-founder, 
President and CEO of MADD 
Virgin Drinks, then handed in 
a recommendation with their 
rationale and creative concepts, 
as well as details on the budget 
and a blocking chart.

“When it comes to learning 
the art and science of advertising 
for the students at the Langara 
School of Management, there’s 

no substitute for real-world 
experience, so on two levels, 
we’re happy to contribute,” said 
Bolshin. 

“We’ve seen some great think-
ing from the students, and we’re 
confident that, as they advance 
through their education and 
practical experience, they will 
develop the skills necessary to 
thrive in their chosen fields.”

The top three teams, as 
decided by Bolshin and Ander-
son, came away from the project 
with cash prizes. The winning 
campaign, the “Spot the Virgin” 
print ad conveyed a variety of 
reasons why individuals might 
not want to drink and asked 
the reader in a humorous way 
to “spot the virgin.” 

Steven Standerwick, one 
of the gold campaign student 
winners, put it best when he 
said, “Getting motivated to work 
on this project was easy because 
you feel the project actually 
means something; you know a 
business is going to make deci-
sions based on the ideas that 
you present.” 

“This project was more than 
just a school assignment,” added 
Standerwick. “This is how things 
actually happen and how deci-
sions are made, out there, in the 
real world.” 

Stephanie Koonar is  the  

Assistant Chair External Rela-
tions at Langara School of Man-
agement and in this role builds 

connections with students and 
industry. She can be reached at  
skoonar@langara.bc.ca. 
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Action Talent Inc.
actiontalent.ca 
info@actiontalent.ca
604-696-6296

BC Nurses’ Union
bcnu.org 
scostello@bcnu.org
604-433-2268
604-433-7945 Fax

Centra Construction Group
centra.ca 
bdalzell@centra.ca 
604-882-5010

Comcanada Communications
comcanada.ca 
rick@comcanada.ca

Deep Cover Canoe  
and Kayak Centre
deepcovekayak.com
baxter.e@telus.net
604-929-2268

Gordon Food Service  
British Columbia
gfscanada.com 
twalker@gfscanada.com
604-529-0700
866-346-9870 Fax

Intelego Learning Ltd.
intelego.com 
rhernandez@intelego.com
604-998-4053
604-998-0217 Fax 

Kaarigar Handicrafts
778-384-7770

OES Advisors Ltd.
oesadvisors.com
604-683-9293
604-683-3618 Fax

Pacific Juris Trial Lawyers
pacificjuris.com 
robertr@pacificjuris.com
604-683-8804 

Richards Buell Sutton LLP 
rbs.ca
info@rbs.ca
604-682-3664
604-688-3830 Fax

Rockridge Developments Inc.
rockridgedevelopments.com 
604-625-2122
604-625-2123 Fax

Trans-Pac Middle  
East Trading Inc.
trans-pac.com
huma@trans-pac.com 
640-944-4822

Viewscape Inc.
viewscapeinc.com
don@viewscapeinc.com 
778-668-1988

Welcome to some of our newest members

Leadership loves company

How to make your next meeting a success
Company of Young Professionals development night focuses on meeting facilitation and management 

a recent sold-out event hosted by the Board of Trade’s Company of Young Professionals program.

BY RYAN LERMITTE

Meetings. At one point or another, 
we’ve all been in a meeting where nothing 
seems to get accomplished, and you 
wonder why you have wasted your valu-
able time. 

However, most of us have also been 
in meetings where the opposite was 
true — where the meeting leader took 
control from the beginning and, by the 
time everyone parted ways, you felt like 
you could take on the world with what 
was discussed. 

On July 16, The Vancouver Board of 
Trade’s President and CEO, Iain Black, 
discussed effective meeting facilitation 
and management with members of the 
Board of Trade’s Company of Young Profes-
sionals program.

Having led countless meetings in busi-
ness, government and in his current role 
reporting to a non-profit board of direc-
tors, Black shared personal experiences 
that could be applied to those at various 
career stages. 

Here are four of the key takeaways from 
that meeting.
Know the meeting’s purpose.

Context is absolutely crucial in knowing 
the purpose of the meeting. Ask yourself: 
what type of meeting is it? What are the 

desired outcomes, goals, or targets?
Seek appropriate balance. 

Ask yourself whether the meeting 
should be formal or informal. In most 
cases, this will depend on the purpose of 
the meeting and the tone of the topic to 
be discussed.

When hosting the meeting, be inclu-
sive of all those attending. Keep in mind 
that some people are very analytical and 
need to think over the discussion before 
providing their thoughts. Ask quiet at-
tendees if they would like to add anything, 
but don’t push them for feedback.

Most people like brainstorming ideas 
in a meeting. The collective generally does 
come up with great thoughts. However, 
don’t forget to include outcomes, so the 
entire meeting is not a brainstorming 
session with lots of dreams but no action 
items.
Don’t lose focus on why you are there.

Stay on task and don’t let people sway 
too far from the purpose of the meeting. 
If you are leading a budget meeting, keep 
it that way. This is not the time to be dis-
cussing the latest social media marketing 
trends. 

When you are prepared for a meeting 
and have a purpose it is much easier to 
pull the reigns back in on the group and 
maintain focus.

Solicit feedback often.
If you’re truly interested in getting 

better at meeting facilitation and man-
agement, ask attendees how the meeting 
went. What was good? What went wrong, 
if anything? Be a lifelong learner and 
submit yourself to scrutiny – it’s the best 
way to learn.

Meetings are an effective way to get 
issues dealt with in a timely manner and 
these four tips can help make your next 

meeting a success. 
Ryan Lermitte is the owner of Um-

brella Properties Ltd. and a member of 
The Vancouver Board of Trade’s Company 
of Young Professionals (CYP) Program. 
CYP is a leadership development program 
which engages those under 35 through 
leadership, networking, and volunteerism 
opportunities. To engage your emerging 
leaders or learn more about the program, 
visit www.tcyp.ca
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One in five Canadians will experience 
a mental illness in their lifetime. Anxiety 
disorders are the most common of all 
mental health problems. 

It is common — and at times healthy 
— to have some stress in your life. Stress 
helps to drive us to take action and plays 
a key role in motivation. However, if you 
don’t find healthy ways to cope with the 
stress in your life, it can lead to unhealthy 
levels of anxiety. 

Symptoms of anxiety include intense, 
prolonged bouts of distress or fear. Anxiety 
disorders are more common in women 
than in men, and are often accompanied 
by other symptoms such as depression, 
substance abuse, or physical problems. 

Here are five tips that may help you 
manage your daily stress and leave your 
mind and body feeling calm and produc-
tive.
Cardiovascular exercise. Anxious people 
tend to have a lot of adrenaline. Thirty 
minutes of vigorous exercise every day 
helps channel stress and anxiety in a 
healthy way.
Sleep.  A good night’s rest goes along way. 
Aim for at least eight hours every night. 
Sleep deprivation only fuels anxiety.
Get busy.  When anxious thoughts creep 
up, distract your brain by going for a 
walk, calling a friend, reading a book or 

get busy with a 
hobby or sport.
Seek inner 
peace.  Detach 
from your 
thoughts 
through medi-
tation and yoga, 
both of which 
have been shown 
to decrease levels of 
depression and ease stress. 
Seek help. Talk to friends, family or your 
doctor about how you are feeling and 
what you are experiencing. You can even 
talk to your employer about what kinds 
of health care and wellness benefits are 
available to you. Many companies have 
great resources such as employee assis-
tance programs and wellness programs 
available to help you. 

Looking to start a workplace wellness 
program at your work? LifeWorks provides 
outsourced fitness and wellness solutions 
to organizations. Visit them online at www.
lwhs.com for more information. 

For more information on anxiety and 
mental illness visit www.cmha.ca 

Lisa Williams is a Human Resources 
Specialist and the Director of Operations 
for LifeWorks Health Solutions. 

UPCOMING EVENTS

boardoftrade.com/wlc #wlcircle

TUESDAY, SEPTEMBER 24, 2013—8 A.M. – 10 A.M.

The Morning Leader: Inspiring Executive Success

WHAT PEOPLE HAVE SAID ABOUT THE MORNING LEADER SPEAKER SERIES

“What an inspiring way to start the day, learning from three amazing woman in our business 
community. I wouldn’t hesitate to recommend the next event to my colleagues (men and 
women) as I was thoroughly impressed!”

 “A fabulous, intimate event with an inspiring panel”

“This event far exceeded my expectations”   “…a fabulous way to start our day!” 

Sue Paish, QC
President and CEO of  
LifeLabs Medical Laboratory 
Services, and Governor, The 
Vancouver Board of Trade

Kathleen Bartels
Director, Vancouver Art Gallery

Anne Giardini, QC
President, Weyerhaeuser 
Company Limited and Director, 
The Vancouver Board of Trade

Patricia Graham
Executive, Patricia Graham 
Media Management, Content 
and Digital Strategy; former 
Vice President, Digital at 
Pacific Newspaper Group

For our third installment of The Morning Leader speaker series we are very excited to bring together 

these award-winning, high-profile leaders. This is a unique opportunity to hear from an accomplished 

and multi-faceted group of women, whose expertise covers the world of art, journalism, law, publishing, 

integrated forest products and medical laboratory services — all on the same program! Come early to 

enjoy a deluxe continental breakfast while you network at the Vancity Theatre. Then take a seat and 

learn about the challenges, dreams and accomplishments of these amazing women in a panel discussion 

moderated by Sue Paish, founding chair of the WLC. This is an event not to be missed!

Unhealthy levels of stress can lead to mental illness

Developing female leaders through peer coaching
BY LISA MARTIN AND TARA CREE

Many companies are trying to 
solve the problem of mid-career 
leader retention, with an emphasis 
on the mid-career woman. Provid-
ing developmental opportunities 
by way of leadership coaching or 
leadership development programs 
are effective solutions, but they are 
somewhat costly. A new coaching 
trend offers a more cost-efficient 
alternative and has been demon-
strated to be highly effective.

The peer coaching model is 
based on the idea that with the 
right tools and structure, leaders 
at similar levels of your organiza-
tion can support and coach one 
another to maximize their growth 
and potential. 

The optimal phrase here is, 
“with the right tools and struc-
ture.” Taking a casual, unstruc-
tured approach to peer coaching 
is likely to lead to wasted time and 

great frustration. Done right, peer 
coaching leads to improved job 
satisfaction by giving people the 
opportunity to create solutions 
they can apply immediately in 
the workplace, build professional 
networks, and develop their own 
coaching skills. It also helps you 
build communities of leaders for 
today and tomorrow. 

Here are five essential ingredi-
ents required for peer coaching to 
get results:

The right reasons. You need to 
be doing it for the right reasons…
and so do your participants. Peer 
coaching is meant to help create 
a culture of collaboration and 
problem solving. It’s meant to 
help individuals gain insight and 
arrive at solutions for specific 
issues at hand. It’s a way to support 
your leaders and up-and-coming 
leaders, so everyone involved 
needs to truly have the inten-
tion of supporting the growth of 

others.
The right people — and the 

right number of people. The ideal 
group size is seven people, plus or 
minus two (five to nine people). 
More than 12 people will be unruly 
and unproductive. Engage people 
who are at similar levels in your 
organization from different func-
tional areas or leaders wishing to 
advance the same skills. And, very 
importantly, make sure people 
participate voluntarily. It won’t 
work if anyone feels forced into 
it.

The right timing. Peer coach-
ing shouldn’t be an open-ended 
arrangement. The group should 
agree at the get-go on the number 
of sessions they will commit to. 
They should agree as a group to 
a set time of day (mornings and 
lunch typically get the best at-
tendance) and a set frequency (at 
least once a month). 

The right process. Create a 

formal structure, otherwise the 
peer coaching sessions will likely 
devolve into a complaint forum or 
gab fest. You’ll need a clear format, 
ground rules, and a defined sched-
ule with start times and end times 
that are upheld. A good place to 
start is to have the group agree 
on a desired collective outcome 
as well as individual desired out-
comes. Set a particular theme for 
each session and allow time for 
people to share ideas, challenges, 
and experiences; offer insights 
to one another; and summarize 
take-aways. 

The right facilitator. Don’t 
make the mistake of throwing a 
bunch of people into a boardroom 
for a couple of hours a month 
and calling it “peer coaching.” To 
help people develop new skills 
and insights, the guidance of a 
professional coach is vital. Choose 
a coach who has solid group 
facilitation skills, a track record 

of working with companies you 
respect, and feels like a good fit for 
the culture of your organization.

Lisa Martin is a member of the 
WLC Advisory Council and the 
WLC Communications Committee. 
Lisa and Tara Cree are executive 
coaches who have led numerous 
peer coaching groups individually 
and as a team. Their latest collabo-
ration is a peer coaching program 
called Connections Worth Making. 
You can find Lisa at www.lisamar-
tininternational.com and Tara at 
www.creeleadership.com.

Tara Cree

www.boardoftrade.com/wlc
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BC Hydro is offering substantial financial rebates 

to small businesses that invest in energy efficient 

upgrades. Upgrades that will lower your power 

bill and improve your bottom line. Our network of 

contractors can help you identify energy saving 

opportunities that will benefit you the most and 
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