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F or the past several years now, PurchasingB2B has performed a survey of 
Canadian procurement and supply chain professionals. In large part, the sur-
vey focuses on the average salary that our readers are pulling down. Along 

with that, it has also looked at areas such as how happy people are in their positions, 
what cities boast the highest-paid supply chain employees, as well as how female 
supply chain workers fair compared to their male counterparts. Several other areas 
are covered in the survey.

Traditionally, we’ve run the survey in partnership with two of our former sister mag-
azines, as well as the Supply Chain Management Association (SCMA). But this year, 
we’ve done something different. We’ve done a survey, which we’ve called The 2016 
Annual Procurement and Supply Chain Professional Survey, in a way that exclusively 
targets our readers.

We fielded the survey over the summer, and saw responses come in from over 300 
of you. We’re pleased to share the highlights of the results of the survey with you in 
this issue.

And from the results we received, procurement and supply chain professionals seem 
to have done well for themselves over the past year, reagardless of whatever turmoil 
the economy faces. The survey shows not only a decent salary but also a reasonable 
level of job satisfaction among respondents. This year, the average salary among sur-
vey respondents is $84,078. As well, the majority of you have also seen your salaries go 
up over the past year, with 57 percent saying you had seen an increase. As in past years, 
Alberta boasts the highest salaries, with $92,562 being the average.

We’ve collected quite a few details regarding procurement and supply chain man-
agement in Canada through the survey this year, and we’re happy to share many of 
the results with you on page 8.

Another development for PurchasingB2B is that we’ve recently started a Facebook 
page. Much of our social media attention has gone to Twitter in our efforts to bring you 
the news affecting the field (If you haven’t already, please follow us at @PurchasingB2B). 
Recently, however, we’ve been looking to expand our social media presence and are 
happy to now offer you yet another way to stay in touch with us.

You can take a look at facebook.com/PurchasingB2B. Feel free to drop by the page 
and follow us, like something, comment on a post or simply stay up-to-date on the lat-
est procurement and supply chain management news and information.

As always I hope you enjoy this issue. If you have any comments, feel free to get in 
touch with me at 416-442-5600, ext. 3259.
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It’s because of the i-Phone. Before I go any further, 
I should stipulate that this story (for now) pertains 
almost entirely to two major Canadian markets: 

Vancouver and Toronto. That said, if the underly-
ing causal factors stay in place—and I don’t see any 
reason why we can expect them to change any time 
soon—it may be that there will be a runaway bull 
market in real estate from sea to shining sea.

This past summer, Royal Lepage released a report 
that predicted that house prices across the country 
would appreciate by 12 percent this year, with the 
afore-mentioned markets leading the way. Vancouver 
would see increases of 27 percent while Toronto 
homes would appreciate by 15 percent. At any time 
this would be extraordinary performance, but even 
more so given the stagnant economic growth this 

country is experiencing. According to Statistics 
Canada, real gross domestic product declined in the 
second quarter. And what we have seen in the past 
is that there is a strong positive correlation between 
economic growth and real estate prices.

That was then. This is now. The factor today that 
is completely new is the money from mainland China 
flooding into real estate, pushing up prices in a man-
ner never seen before. This led Vancouver to impose 
a tax on foreign buyers which led to a spectacular 
surge in activity and prices as Chinese investors 
made last-minute purchases. Supporters of the pol-
icy point to a recent decline in prices, ignoring that 
it was preceded by an even sharper run-up! But the 
bottom line is that this tax addresses the symptom 
and not cause of what is leading the Chinese to pour 
money into our real estate…and that is the trade 
imbalance between the two countries.

The latest “official” numbers are through July 
of this year. For the first seven months of 2016, our 
exports to China totalled $13 billion. At the same 
time, our imports are $22 billion dollars and it is this 

imbalance that allows…and in fact, almost forces…Chinese nationals to 
invest in Canadian real estate.

A quick primer in economics: The trade relationship between any two 
countries is captured in what is known as its balance of payments. The 
phrase suggests that everything must balance and this is true. Allow me 
to use a lengthier trade relationship—that being between Canada and the 
US— to make the point.

In the course of a year, we’re going to sell stuff to the Americans and 
they’re going to sell stuff to us. At the end, we’ll tally things up and deter-
mine that one of three things happened:  
» We bought more than we sold;
» We sold more than we bought; and
» We bought and sold exactly the same amount.

If it’s the third situation, which is unlikely, then no adjustment is neces-
sary. But what happens, if—for example—we sold more than we bought?

Think about it for a moment. We’ve taken all the vacations in the US 
that we want. We’ve bought all the fresh 

fruits and vegetables we want. Yet we’ve 
still got money left over. We would, quite 
logically and innocently, buy American 
capital or financial assets. We might buy 
shares in US companies, or American 
dollar-denominated government bonds. 

We could purchase real estate. And, in fact, during the decade of the 00’s, 
when Canada was running huge surpluses in its trade (or current) account 
with the US, we saw an astonishing amount of Arizona and Florida real 
estate snapped up by Canadians.

Back to the situation at hand: It’s July 2016 and the Chinese have sold 
everything they could to us and bought everything they wanted from us, 
yet they still have $9 billion burning a hole in their collective pockets. 
It’s got to come back somehow. Why would they want to buy Canadian 
bonds? The 10-year is yielding about one percent, not even keeping up 
with inflation! There are all sorts of restrictions on their ability to invest in 
Canadian companies, including government blocking friendly take-over 
attempts. The money has to be returned to Canada somehow. This is why 
real estate in Vancouver and Toronto is as it is.

My guess is that sooner rather than later, other markets are going to 
be discovered. There are stunningly beautiful communities all across 
Canada where Chinese investors will both enjoy value and the kind of 
clean environment that they can currently only fantasize about. House 
prices are soaring in Vancouver and Toronto precisely to the extent that 
Chinese workers are getting up earlier, taking shorter lunches, and work-
ing later than their Canadian counterparts, so normalcy will return to the 
Canadian housing market in one of two ways: Either we’ll get off our keis-
ters and get to work, or we’ll just have to stop buying iPhones. B2B

Business  Front

Toronto-based  
Michael Hlinka provides  

business commentary  
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a column syndicated  
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to the extent that Chinese workers are getting  
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By Michael Hlinka
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How did you get involved  
in procurement?
If I had to pick one answer, it would prob-
ably be traced back to about 25 years ago 
when I asked the questions, “What are 
you doing with the over-mileage company 

vehicles?” and “Why are you doing it that 
way?” Not satisfied with the response of 
“Because we’ve always done it that way,” 
I asked if I could come up with an alter-
native process. Of course, that was early 
in my career so I asked if I could come 

Jim Wells,SCMP,  
Supply Chain  
Management 
Professional  

graduate  
for 2016

Each year, the Supply 

Chain Management 

Association (SCMA) 

awards the Supply  

Chain Management 

Professional (SCMP) 
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& Labradour, who is 

among  the 2016 

recipients.
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up with something. Today, the minimum 
expectation is that you wouldn’t ask, 
you would just develop and present val-
ue-added process improvements.

Long story short, what we created 
switched from simply trading extremely 
well-maintained one- to two-year-old 
sedans with 100,000kms for abysmal 
trade-in values to a disposal process 
that had competitive auctions best esti-
mates based on vehicle condition reports 
and maintenance records averaged. 
From there, we offered the vehicles to all 
employees at average less 25 percent. The 
wins here included a deal for employees, 
field operators were motivated to take 
even better care of their company vehicles 
and our asset recovery netted 30-percent 
greater than previous trade-in values. 

What do you like about your job?
It’s difficult to zero in on what I like most. I 
really am in a great place. As procurement 
manager for East Coast Tubulars, I work 
every day with a small, close-knit group of 
skilled professionals dedicated to sourcing, 
supply, delivery and maintenance of some 
of the most sophisticated oil country tubu-
lar goods (OCTG) in the world.

I’m working alongside some of the 
youngest and brightest minds in the oil 
industry who perhaps not in spite of but 
because of being located on an island in 
the middle of the North Atlantic chal-
lenge the status quo regarding materials, 
technology, process and, most import-
ant, supply chain. For me, that’s a great 
fit. The challenge I like hearing the most 
is, “I don’t think there is any way you can 
find that and get it here on time.” These 
are rare, and with manufacturing lead 
times of six to 12 months and delivery 
windows of one to two months, planning 
and inventory optimization is the norm. 
But this is the oil patch and we are 300-
plus kilometres offshore. Fortunately, 
we’ve nurtured relationships with our 
customers and suppliers and, to date, 
have successfully handled the unplanned.

What’s your education?
I hold a Bachelor of Commerce (Co-op-
erative) from Memorial University of 
Newfoundland. I have oil and gas tech-
nical training from the Southern Alberta 
Institute of Technology via the Alberta 
Society of Engineering Technologists 

and, most recently, completed the Supply 
Chain Management Professional (SCMP) 
designation program.

Why did you earn your  
SCMP designation? 
When you’re old enough to remember 
the last time the Leafs won the Stanley 
Cup, you get selective of where you focus 
your energies. I’ve always believed in 
continuous learning and improvement, 
so I wanted to combine the latest in aca-
demic and practical programs with my 
professional experience. I researched 
several full- and part-time programs 
and settled on the SCMP and the 
revamped and, in my opinion, signifi-
cantly enhanced supply chain education 
program.  For me, the tipping point was 
the introduction of the continuous pro-
fessional development (CPD) require-
ment. You and your profession stagnate 
without it. Earning the SCMP was not 
a means to advance as it is for many 
others at earlier stages in their careers. 
I recently read an advertisement for 
a senior position listing requirements 
as “MBA, P. Eng. or SCMP”. I’m not 
sure that even as few as 10 years ago you 
would have seen that set of credentials 
together. The importance for me is the 
validation that supply chain manage-
ment makes a difference.

What plans do you have in the field?
I plan to expand some the course mate-
rial upgrade work I’ve been advising on 
in the past. These opportunities are excel-
lent for meshing the new and the tried 
and true with 35 years of experience. It 
can really add value when you view the 
material as both student and instructor. 
But my real passion is teaching. When 
you take on that role, you’d better be pre-
pared to learn. It’s the ultimate para-
dox. A couple of years ago I was asked to 
deliver the SCMP Competitive Bidding, 
Contract Formation and Contract 
Management Interactive Workshop at 
Bermuda College. I came away with bet-
ter hands-on public procurement knowl-
edge than I’ve read in any textbook or 
experienced in any course. We also have 
several projects in progress across our sup-
ply chain management activities, includ-
ing enhancements to our proprietary RFP 
and inventory control systems.

Tell us something about yourself 
that most people wouldn’t know?
I would guess that most people in sup-
ply chain wouldn’t know that I am in my 
fourth year of ballroom dance instruction. 
For couples, it beats wallpapering together. 
I’m the youngest of five and I recall my 
older brothers and sisters recounting tales 
of woe of wallpapering with a significant 
other. Try ballroom with a strong, inde-
pendent woman not used to relinquishing 
the lead. If nothing else I’m persistent and 
for the most part teachable. My wife, God 
bless her, is very patient.

What skills, knowledge and  
education will procurement  
need in the future?
Technology will continue to explode and 
be an integral part of the required skill set 
of the supply chain professional. But new 
isn’t always better. Get very intimate with 
the systems you have now, both hardware 
and software. Often, the technology we 
have is like our brains: we’re only utiliz-
ing 10 percent of its capability. Maybe 
that five-year-old accounting package has 
an untouched tab with an inventory mod-
ule behind it. Never stop learning, and 
not just in supply chain. Get engaged with 
what’s happening in other disciplines. It’s 
a global economy no matter where you 
are. Work to appreciate and understand 
the cultures and political, economic, busi-
ness environments and, most important, 
personalities you’re interacting with.

What advice would you give  
those considering a career in  
procurement and supply chain?
Never accept the status quo. Ask difficult 
questions and be prepared to put in the 
effort required to produce value-added 
improvements. Supply chain has suffered 
an inferiority complex, so bring as wide 
and varied a background of education 
and experience as you can to the table. 
Every position held, every contact, every 
project—no matter how big or small—
and every piece of work you’ve been party 
to has taught you something. Use that, 
build on it, and lobby for the training you 
require. In my experience, you get 100 
percent of what you don’t ask for. Finally, 
if you’re serious about a career in supply 
chain, be sure to give back. We really are 
all in this together.  B2B
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By Michael Power

TRENDING 
 UPWARDS
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T he results are in: PurchasingB2B readers 
have seen a salary increase over the past 
year. The average salary for supply chain 

professionals who responded to our survey 
increased to $84,078, up 6.9 percent from last 
year’s average of $78,637. 

That’s according to the 2016 Annual Pro-
curement and Supply Chain Professional 
Survey, the first-ever survey conducted 
exclusively of PurchasingB2B readers. Previ-
ously, we participated in the Annual Survey 

of the Canadian Supply Chain Professional, 
alongside two of our previous sister magazines, as 
well as the Supply Chain Management Association 
(SCMA). Our revamped research study, fielded to 
PurchasingB2B readers over the summer, details what 
supply chain professionals make in every region and 
industry across Canada.

This year, the average survey respondent has 19 
years of experience—12 of which are at their cur-
rent company and 8.4 in their current jobs. He or 

she supervises 5.3 people, and 33 percent report 
directly to the procurement department. Another 

16 percent report to finance, while 30 percent 
said they reported directly to the C-suite. 

According to the results, the majority of 
respondents have seen a salary increase 
over the past year, with 57 percent saying 
that they have seen some measure of an 
increase. A total of 41 percent had got-
ten an increase of two percent or less, 
while 38 percent received an increase 
between 2.1 and four percent. Overall, 
61 percent said they expected to get a 
raise over the next year.

As in past years, those in the Prai-
rie provinces did especially well in terms 

of salary. The highest-earning province is 
Alberta, with an average salary of $92,562. 

Not far behind is Manitoba/Saskatchewan at 
$90,038. Ontario came in with the next highest 

salary at $86,061, followed by Quebec at $85,094. 
Only British Columbia ($74,433) and Atlantic Canada 
($59,365) fell below the national average.

Results of the
2016 ANNUAL  
PROCUREMENT  
& SUPPLY CHAIN  
PROFESSIONAL  
SURVEY

Thinkstock/Robert Biedermann
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Where in the country people live wasn’t the only 
factor affecting salaries. Unsurprisingly, the size 
of the company an employee works for also influ-
ences what that person takes home. Those in a com-
pany with 500 or more employees earned the most, 
at $93,267. Those in somewhat smaller companies 
(from 100 to 499 employees) earned less, with an 
average salary of $82,543. Organizations with less 
than 100 people earned the least, at $71,156.

As in previous surveys that PurchasingB2B has per-
formed, male employees average higher salaries than 
their female colleagues. The average salary for a man 
working in the field is $88,718, with women earning 
an average of $76,913. This trends bears out as peo-
ple gain more experience. With five years of experi-
ence or less, a male procurement and supply chain 
professional earns an average of $62,225 while his 
female colleague earns $59,869. That gap is wider 
after 16 to 20 years, with men earning $79,868 and 
women earning $69,590. However, the gap narrows 
later, with men earning $98,739 after 21 to 25 years 
of experience, and women earning $93,882.

For both male and female respondents, age played 
a role in how much money they took home. Those in 
the 26- to 35-year age range earned an average sal-
ary of $75,748, while that increased somewhat for the 
36- to 45-year-old crowd, hitting $79,086. As pro-
curement and supply chain professionals continue to 
move up in their careers and in age they also move 
up in salary: those 46 to 55 earn $83,547 and those 
56 to 65 take home $93,541. Perhaps surprisingly, 
the average salary falls off a bit after 65, with the 
average being $81,914.

As in other professions, the type of position a per-
son holds dictates to some degree how much money 
they make. Perhaps to be expected, at the top of the 
heap are those holding an “executive” position. The 
average salary for that group came in at $124,050, 
followed by the “managerial” group, at $90,878. 
“Consultants” earned $87,873, while those in a “stra-
tegic” position earned an average of $86,239. An 
“engineering/professional” position earns $86,043. 
Become a supervisor, and you can expect an aver-
age salary of $79,682, while an “operations/tactical” 
position will yield $73,330.

Despite recent turmoil in oil and gas, natu-

SALARY BY POSITION
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Analyst

Other Positions 

Operations/Tactical

Clerical/Administration

$124,050

$75,263
$74,000
$73,330

$61,366

$90,878

$86,239
$86,043

$79,682

$87,873

SALARY BY AGE

$46,250

UNDER
26

$75,748

26–35

$79,086

36–45

$83,547

46–55

$93,541

55–65

$81,914

OVER
65

YOU SAID:
“Employers need to  

know that we are not magic  
money savers —that we don’t just  

negotiate and bang a discount out of 
everyone. We have strategic skills  

that make us valuable on many  
levels in a company.”

SALARY BY EDUCATION LEVEL

High School 
Or Less

$71,039 Some 
University
$77,734

Trade/Technical 
Diploma

$81,155

College  
Diploma 
/CEGEP

$81,842

Univ. Degree/MBA/ 
Masters/PhD
$91,162

PhD
$105,500

MBA
$107,127

Other Masters
$111,833

University  
Bachelor’s  

Degree
$86,471
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Who you’re working with
The fields of procurement and supply chain have 
enjoyed a higher profile within their organizations, 
a trend supported by our recent survey results. 
Overall, 81 percent of respondents said that the 
influence they hold with senior management has 
increased over the past year. The closer relation-
ship between procurement departments and their 
companies’ finance departments has also continued. 
When asked about the frequency of interactions that 
they have with various departments within their 
organizations, 79 percent of respondents said they 
interacted frequently with the finance department. 
As well, just over half (51 percent) of respondents 
said they have influence with the C-suite, while 85 
percent agreed that their companies have come to 
realize that the business couldn’t function without 
supply chain management professionals. A total 
of 33 percent of respondents reported directly to 
procurement, while another 30 percent reported 
directly to the C-suite. Another 16 percent reported 
to finance and 20 percent said “other.”

As it turns out, this heightened partnership is 
viewed as a positive development by most of those 
who answered the survey. The majority of respon-
dents supported that increased collaboration with 
the finance department. Overall, 87 percent agreed 
that it benefited them or their department, while 13 
percent disagreed. Most respondents also saw such 
collaboration as something that was likely to con-
tinue into the future, with 85 percent predicting an 
increase in the trend for working together.

ral resources remains the highest-paying sector in 
Canadian procurement and supply chain. That field 
has an average salary of $95,508, followed by the 
services sector, at $83,980. Trade/wholesale aver-
ages $72,372, while manufacturing boasts an aver-
age salary of $79,501. The average salary in public 
administration is $89,520 and $83,865 in educa-
tional services.

Overall, 61 percent said that they felt their com-
pensation has kept up with their job responsibilities, 
while 38 percent said they disagreed.

YOU SAID:

“Finance is respected  

throughout our organization.  

With finance supporting  

purchasing, it elevates purchasing  

within the organization.”

SALARY BY TYPE OF ORGANIZATION

$83,865
Educational  

Services

$68,380
Wholesale Trade

$89,520
Public  

Administration

$72,372
Trade/ 

Wholesale

$79,501
Manufacturing

$83,980
Service

$95,508
Natural  

Resources

SALARY BY NUMBER OF COMPANY EMPLOYEES

$82,543 100 to 499

$93,267 500  
or more

$71,156 1 to 99

TOTAL COMPENSATION OVER LAST YEAR

Increased

50% 40%8%

Decreased Same

SALARY BY COMPANY REVENUE

Up to $50 Million

$51 Million to $1 Billion

Greater than $1 Billion

$75,515

$91,372

$100,208
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Education
Not surprisingly, people considered education as a 
useful tool in advancing themselves professionally. A 
total of 83 percent of respondents agreed that a pro-
fessional designation was helpful in getting ahead, 
while 62 percent felt they needed further education. 
At 98 percent, the vast majority of respondents felt 
that the SCMP designation is relevant to their pro-
fessional advancement.

Many companies agree with the importance of 
education, as 75 percent of respondents said their 
organizations paid for education courses and con-
tinuing professional development. As well, 51 percent 
said their companies paid for professional certifica-
tion programs while 58 covered membership in pro-
fessional associations. 

Cost control is one of the main tenants of pro-
curement’s function and that bears out in our survey 
responses. A total of 27 percent of respondents said 
cost control was the top issue they faced over the past 
year and 49 percent noted cost control as the top issue 
they expect to confront in the next 12 months. Over 
the past year, forecasting came in as the second-top 
issue they faced at nine percent, followed by supplier 
relations management at seven percent. In the com-
ing year, SRM comes in as the second-top issue (30 
percent) and forecasting is third at 25 percent.

All told, survey respondents seemed pretty happy 
with their professional situations. The majority of 
respondents—91 percent—said they were “very/
somewhat satisfied” with their jobs. Among those, 37 
percent were “very satisfied” while 54 percent said 
they were “somewhat satisfied.” Only nine percent 
said they were “not very/not at all satisfied” with only 
one percent saying they were “not at all satisfied.”

Salaries for procurement and supply chain pro-
fessionals have increased, and respondents say 
they’re generally happy with their lot. It appears 
that much of the lingering affects of recent eco-
nomic uncertainty have eased their effects on the 
field. Hopefully that’s a trend that will continue 
into the New Year. B2B

LEVEL OF INTERACTION WITH THE FOLLOWING DEPARTMENTS

Human Resources (HR)

Information Technology (IT)

Finance

Operations

C-suite

Legal

Sales & Marketing

Meetings & Events

Frequent Interaction Infrequent Interaction No Interaction/NA

YOU SAID:
“Education and  

professional development  
needs to be substantiated by actual  

performance and application of the skills. 
Some very well educated procurement 

professionals don’t have the negotiating  
and people skills required to obtain  

beneficial agreements.”

WITHIN CONTEXT OF JOB FUNCTION(S) ROLE REFERRED TO AS:

29% 20% 16% 12% 4% 19%

Supply Chain 
Management 
Professional

Procurement 
Professional

Purchaser

Buyer

Supply  
Chain

Professional
Other

NUMBER OF HOURS WORKED PER WEEK

AVERAGE
43.5

35-39 = 20%

<35 = 1%

>55 = 5%

51-55 = 4%
46-50 = 4% 41-45 = 19%

40 = 30%
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J
ust as in life, business travel is about 
balance. Indeed, balance was the 
theme that the Global Business 
Travel Association (GBTA) chose 

for its annual Convention, held this past 
summer in the mile-high city of Denver, 
July 16-20. The theme arose in the 
Convention’s education sessions and dis-
cussions, which focused on how the travel 
manager’s role is changing to accommo-
date not only developing technology but 
also the traveller’s evolving preferences 
and behaviours. 

Few business events put on an open-
ing reception to rival the exuberance and 
spectacle of the GBTA Convention. For 
the opening evening of July 17, attendees 
took to Denver’s Mile High Stadium—
the world’s only stadium that’s exactly one 
mile high—home of the Denver Broncos. 
The reception, called “Under The Stars 
And On The Field,” saw Convention-
goers hit the field for food, music, a climb-
ing wall and other games. Sporting their 
favourite tailgate attire, attendees danced 
to Denver’s top bands and enjoyed some 

tailgate party food in a stadium that has 
hosted sports teams but also the likes of 
Bruce Springsteen and U2.

During the Convention’s general assem-
bly portion, a number of panel discussions 
touched on issues pressing to the busi-
ness travel industry. For example, CNN’s 
Richard Quest moderated a discussion 
on the future of ground transportation. 
The general sessions also feature several 
keynote speeches from prominent people 
and celebrities. In a keynote address this 
year, NFL Quarterback Peyton Manning 
addressed leadership, noting that in order 
to be effective, leaders must lead by exam-
ple. “It doesn’t matter if your title is quar-
terback, travel agent or CEO—leadership 
isn’t handed to people,” he said. “You 
have to earn that mantle of leadership.”

The traveller’s perspective
The Convention is home to plenty of edu-
cational content, and the event features 
several days of education seminars, either 
in single-speaker or panel format. During 
a seminar entitled The Digital Business 

Traveler, Kristine Peacock, direc-
tor, product marketing at Sabre 
Traveler Experience, presented 
to the audience research that 
the organization conducted with 
the GBTA Foundation looking 
at how business travellers view 
changes in corporate travel. 
She touched on areas including 
technology, security and duty 
of care, along with how travel-
lers are looking to interact with 
their travel managers. Overall, 
1,700 travellers were surveyed 
across seven countries, including 
Canada.

Travellers’ personal behaviour 
is evolving, Peacock told the 
audience, and constant connec-
tivity is changing behaviour. 
These changes put pressure on 
suppliers, Peacock noted, with 74 
percent of consumers willing to 
wait only five seconds for a page 

to load before clicking elsewhere.
Travellers now use technology to 

arrange travel for themselves. Overall, 78 
percent of survey respondents said they 
would rather use self-service technology 
to manage travel than their organization’s 
agency or internal department—definitely 
a shift from the trend 10 or 15 years ago. 

Total cost of travel
In another session—called Why the Total 
Cost of Travel is our Future—tClara CEO 
Scott Gillespie and Even Konwiser, VP 
digital traveler at Amex Global Business 
Travel, looked at not only the history 
of managed travel, but also why the 
field needs to change and how. Many of 
today’s best practices in managed travel 
come from procurement, Gillespie said. 
But the result of such a strong procure-
ment influence has meant a squeeze on 
supplier pricing, he also noted. Not only is 
it impossible to achieve additional savings 
forever, but suppliers dislike being judged 
on price alone. “That’s a tough way to go 
and I think that’s really going to lead us to 
a low-value future,” he said.

Put travellers at the centre by account-
ing for an aging, shrinking workforce, 
Millennial attitudes, travel risks and the 
proliferation of consumer travel apps, 
Gillespie advised. Price remains import-
ant, but companies must balance that 
with the traveller’s experience. A better 
travel model would deliver quantifiable 
results, he said. “If it can’t be measured 
and shown to management, it doesn’t 
count,” he said. Such a program must 
also link to the business unit’s strategic 
goals to elevate the travel manager’s role, 
he added. Those criteria help a program 
fit a total cost of travel paradigm. 

The Convention saw 6,587 attend-
ees, and the expo floor featured over 400 
exhibitors. Between panel discussions, 
education sessions, keynotes and net-
working, the convention offered attend-
ees a “balanced” look at corporate travel. 
Next year’s Convention will be in Boston, 
July 15-19, 2017. B2B

Balancing Act Equilibrium top of mind as 6,500 attendees  
take over Denver for the GBTA Convention 2016

By Michael Power

The Big Blue Bear peers at attendees in the Colorado 
Convention Centre.
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Goodyear accepting Highway 
Hero nominations
There’s still time to nominate candi-
dates for the Goodyear Highway Hero 
Award, honouring professional truck 
drivers who put themselves in harm’s 
way to help others. Goodyear is ac-
cepting nominations for its 34th High-
way Hero Award until November 29, 
2016. The Goodyear Highway Hero 
Award was established in 1983.

Goodyear will announce the 34th Highway Hero Award winner 
next March during the 2017 Mid-America Trucking Show (MATS) 
in Louisville, Kentucky. This year’s Goodyear Highway Hero 
Award winner, Julian Kaczor, a truck driver from Uthica, New 
York, pulled a severely injured motorist from a flame-engulfed car.

Past Goodyear Highway Hero Award winners include a truck 
driver who rescued a law enforcement officer who was being 
strangled by a prisoner he was transporting, a driver who saved a 
woman from a gun-wielding attacker, and others. 

 “The Goodyear Highway Hero Award honors truck drivers who 
put their lives at risk as they travel the roads and highways of North 

America,” said Gary Medalis, marketing director, Goodyear. 
To be considered, candidates must meet the following criteria:

• Must be a full-time truck driver;
• Must live in the US or Canada;
•  The heroic incident must have happened in the US or Canada;
•  The nominee’s truck must have had 12 wheels or more at the 

time of the incident;
•  Nominee must have been on the job—or on the way to or from 

work, in his or her truck—at the time of the incident; and
•  Incident must have taken place between November 16, 2015 

and November 16, 2016.
A panel of trucking industry judges will select the winner from a list 
of finalists. Final approval for award semi-finalists, finalists and the 
Highway Hero Award winner is at Goodyear’s sole discretion. 
Finalists must clear background checks to Goodyear’s satisfaction.

Uniroyal Tires debuts Tiger Paw
Uniroyal is launching the Tiger Paw Ice & Snow 
3, a winter tire the company says performs in 
ice, snow and wet. Featuring technology like 
3D interlocking shoulder sipes and a high-silica 
winter compound, the UniroyalTiger Paw Ice & 
Snow 3 tire will provide consumers with more 
winter performance for less, says Uniroyal.

“The Uniroyal Tiger Paw Ice & Snow 3 
gives consumers exactly what they’ve been looking for in a winter 
tire—smart technology that is budget wise, plus dependable 
performance in all winter conditions, ranging from rain to ice and 
snow,” said Cécile D’Ittièle, business segment manager for winter 
tires, Uniroyal Tires. “With the introduction of 12 additional dimen-
sions compared to its predecessor, the Uniroyal Tiger Paw Ice & 
Snow 3 tire now fits on more popular vehicles.”

Three-peak mountain snowflake-certified, the tires meet Tire 
and Rubber Association of Canada (TRAC) snow-traction 
performance requirements. Traction is made possible through:

•  Tread components: linear biting edges from several sipes and 
wide lateral grooves; and

•  Compound components: infused with silica that improves 
performance in cold weather and sub-zero temperatures by 
providing grip on ice and snow.

The DuraShield Construction technology 
provides long-wearing tread life and perfor-
mance, said Uniroyal.

The tire is also molded for studs; where 
permitted by law, the use of #12 studs 
provides enhanced winter maneuverability.

On sale September 1, the Tiger Paw Ice & 
Snow 3 comes in 24 sizes. Eleven additional 
sizes will be added in 2017 covering 68 
percent of passenger-vehicle fitments.
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GM hydrogen fuel  
cells mark 50 years
The year 1966 saw General Motors test the Electrovan, the 
world’s first hydrogen-powered fuel cell vehicle. If we then 
fast-forward to 2016: GM has invested more than $2.5 billion in 
hydrogen fuel cell technology and is among patent leaders along 
with Honda, its collaborator since 2013, in developing a next-
generation system that the company says will be more powerful 
but a fraction of the size of the Electrovan. 

Several fuel cell demo programs have helped GM amass more 
than 3.1 million miles of real-world experience on modern fuel cell 
systems, the company said. On October 3 2016, at the Associa-
tion of the U.S. Army (AUSA) annual meeting and exhibition in 
Washington, D.C., GM revealed its latest fuel cell demo, the 
Chevrolet Colorado ZH2. The vehicle is an off-road midsize 
pickup that the US Army says it plans to test in extreme condi-
tions.

The Chevrolet Colorado ZH2 went from contract to completion 
in about 10 months, which GM said is the same amount of time 
as the Electrovan. It will be the first fuel cell vehicle to wear the 
GM Hydrotec badge, a familial tie to the Ecotec gasoline engines.

The Electrovan was a test vehicle to explore hydrogen as an 
energy source for vehicles. Following the end of the project the 
Electrovan was stored in a Pontiac, Michigan, warehouse for 31 
years before being rediscovered in 2001 and assigned for use in 
fuel cell displays and loaned to museums when not at home in the 
GM Heritage Center. 

Change driving to match  
winter conditions
Road and weather conditions change quickly during winter. 
Drivers should be prepared to adjust their driving behaviour to 
match the conditions and address potential hazards, according to 
British Columbia-based organization Road Safety At Work.

On average in BC, the number of casualty crashes due to 
driving too fast for conditions doubles in December compared to 
October—roughly 236 crashes in December compared to 117 in 
October, the organization said. This trend extends to driving for 
work. Vehicle crashes are the leading cause of traumatic work-
place death, and more crashes causing worker injury or death 
occur between October and February. 

The organization offers the following advice:
•  Slow down to a safe speed. Posted speed limits are for ideal 

conditions.
•  Install four matched winter tires that display the three-peak 

mountain snowflake symbol. Winter tires, or all-weather tires, 
offer the best traction for faster stopping time and shorter 
stopping distance in cold weather, snow, rain and on ice. In 
all conditions, winter tires must have a minimum tread depth 
of 3.5mm. 

•  For employers and supervisors, online winter driving safety 
courses and tool kits provide information for planning, 
implementing and monitoring a winter driving safety program.

Even confident and seasoned drivers are at risk when winter 
road and weather conditions change. Whether you drive for work 
or leisure now is the time to prepare.

NAFA holds ride and drive
Ontario fleet managers 
braved the rain, strong 
winds and chilly tem-
peratures to attend a 
recent North American 
Fleet Organization (NAFA) Ontario chapter ride and drive event. 
And despite the conditions, fleet managers and buyers were 
able to test-drive various new cars under some slightly soggy 
roads—a taste of Canada’s changeable weather.

NAFA held the ride and drive at the Garry W. Morden Centre 
in Mississauga on September 28. The event began at 10:30am 
and continued until 3pm, with some attendees dropping by 
while others spent the day. The two-kilometre closed track that 
attendees got to test drive vehicles on is on the training facilities 
for the Peel Regional Police and the Mississauga Fire Depart-
ment

The ride and drive provided a mix of vehicles, as well as 

featuring everything from electric vehicles and hybrids to work 
trucks, as well as commercial vans of all sizes. Among the 
manufacturers with vehicles at the event available to test drive 
were: Toyota; GM; Chrysler; Ford; BMW; Mercedes-Benz; 
Mitsubishi and others. New technology and the latest develop-
ments in telematics were also featured at the event.

This year’s event featured over 90 new vehicles from various 
OEMs, as well as upfitters, aftermarket equipment and fleet 
suppliers. All told, 240 people registered for the event, and 29 
companies were represented there.

It gives the fleet industry in the province the opportunity to 
network while at the same time providing the chance to try out 
vehicles new to the market, said Jennifer Chapman of Lease-
Plan and treasurer of NAFA Ontario. Along with the ability to 
test drive new vehicles, the event also allows for some mingling 
and networking, she noted.

“It’s a chance for people in the association and the industry 
to get together and see what’s new,” Chapman said.

The ride and drive is annual and alternates each year 
between Ontario and the Quebec chapter of NAFA.
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Subaru makes the most sense.
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As the year draws to a 
close, automakers are 
ramping up their new 

model production in preparation 
for 2017. With over 60 new or 
refreshed vehicles ready to hit 
the marketplace there’s a nearly 
endless variety to choose 
from—so we’ve focused on a 
few highlights.

Completely revised for 2017, 
Buick’s full-size premium 
LaCrosse sedan sheds 300lbs, 
and boasts a re-engineered 
five-link suspension for more 
refined handling. The LaCrosse 
offers a single 310hp V6 power train with fuel economy ratings of 
11.1L/100km city and 8.4L on the highway for FWD models and 
11.6/8.1 for those with all-wheel-drive. The Envision returns with a 
new 2.0L engine joining the existing 2.0L turbo, and an expanded 
trim level range for a broader appeal. 

With a 383-km range and 
competitive price, the compact 
Bolt will charge up to 80-per-
cent capacity in half an hour 
using the available 240-volt 
charger. Optional technology 
includes radar-based safety 
systems, and the new camera-
view rear mirror. Also new for 
2017 is a hatchback version of 
the Chevrolet Cruze, with a 1.4L 
turbo-charged engine, 4G LTE 
wifi hotspot and Apple CarPlay, 
lane-keeping assist, rear cross 
traffic alert, and forward 
collision alert. 

FCA (Fiat Chrysler Automobiles) boasts North America’s only 
hybrid powered minivan. The Chrysler Pacifica Hybrid uses a 
system comprised of two electric motors, lithium battery and a 
248hp 3.6L V6 paired with a single-input, electrically variable 
transmission instead of the nine-speed automatic in the conven-

WAIT
By Lesley Wimbush

A sneak peak at the 2017 new car model line up
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WAIT
tional Pacifica. The combined range is over 850km—48km on 
electric power alone. It recharges in about two hours using the 
240-volt home charging station.

Ford’s compact crossover Escape returns with refreshed front 
and rear fascias similar to the full-size Edge. Connectivity has 
been updated to the latest version of Ford’s Sync, and the 
relocated shifter results in more storage space. The three engine 
choices include last year’s 2.5L 4-cylinder, and two new addi-
tions: a 179hp, 1.5L  4-cylinder and a turbo-charged 245hp 2.0L 
4-cylinder. Starting at $25,099, the Escape’s fuel economy is 
rated at 10.6L/100 km in the city, and 8.0L on the highway.

The Honda Civic hatchback will return to Canada. Arriving this 
fall, it will be based on the same platform underpinning the Civic 
sedan and coupe. The sole engine choice is a 1.5L turbo-charged 
four-cylinder, producing 174hp and 162lb feet of torque in the 
base LX model, and 180hp in the Sport and Sport Touring trims. 
There are two transmissions available; a six-speed manual or 
CVT. Cargo space is an impressive 2,752 litres with the rear seats 
folded. Available tech will include lane departure warning and lane 
keep assist, forward collision warning, and adaptive cruise 
control. 

For 2017, the Hyundai Elantra undergoes a subtle redesign that 

does away with edginess in lieu of mature refinement. The new 
interior is clearly inspired by the mid-size Sonata. Depending on 
trim level, available tech includes 8-inch touchscreen, Android 
Apple, and heated steering wheel. A new 2.0L 4-cylinder engine 
puts out 147hp and 132lb feet of torque, with a fuel consumption 
rating of 8.3L city and 6.4L highway.

In its latest iteration of the flagship Continental, Lincoln is back 
on track with a luxury car that just might give Cadillac a run for its 
money. The exterior design projects elegance. The cabin is 
replete with luxury; offering 30-way adjustable front seats that 
heat, cool and massage and bolstering, adjustable to fit any 
backside. The full suite of technology includes automated 
parking, adjustable dampers and adaptive cruise. There are three 
engine choices: a 400hp twin-turbo V6 available only with AWD, 
the 2.7L turbo V6 from Ford’s Ecoboost lineup, and a 3.7L V6. 

When Mazda’s MX-5 RF (retractable fastback) was unveiled at 
the New York Auto Show last spring, deep sighs of longing were 
audible throughout the hall. Only 50 will be available here, and 
they’ll start at $38,500 for the GS and $42,200 for the GT. The 
MX-5 RF’s power sliding targa top stows neatly behind its pert 
little rump in under 12 seconds. As with the conventional cloth-
top roadster, the RF is powered by a 155hp 2.0L 4-cylinder, with 
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the choice of either 6-speed manual or automatic transmission. 
This year, Toyota revisits the idea of an extended-electric range 

vehicle with the new Prius Prime. Using Toyota’s Hybrid Synergy 
Drive power train with a combined output of 121hp, the Prius 
Prime reportedly achieves as low as 1.96L/100km. The total 
driving range is more than 965km, 35km on pure electric. While 
the heavy lithium battery also reduces the available passenger 
space from five to four, the weight is somewhat offset by a carbon 
finer hatch. The Prius Prime also gets a model-specific nose. With 
a 240-volt system, the Prius Prime takes 2.5 hours to charge, and 
overnight with a standard 120 volts. 

Nissan’s top selling Rogue gets a fresher look and a more 
comprehensive list of technology, including a motion-activated lift 
gate that’s automatically opened by a foot waved under the 
bumper; a safety feature package that includes lane departure 
warning and prevention, intelligent cruise control, and forward 
collision prevention with pedestrian detection. The 2017 GT-R 
returns with the most comprehensive set of revisions since its 
introduction. The 3.8-litre, turbo-charged V6 now delivers what 
Nissan claims is “segment-leading” 565 horsepower at 6,800rpm, 
and 467lb-ft of torque thanks to tweaked ignition timing and a 
jump in boost from the turbochargers.

The ultra-cheap Mirage hatchback sold well enough to return 

for 2017 with a few updates. Along with a slight power increase, 
the Mirage gets re-engineered suspension and steering, larger 
brakes and improved aerodynamics. It will be available in a new 
four-door sedan version on a 10mm longer wheelbase.  

The Mercedes Benz S-Class returns as a Cabriolet after a 
45-year hiatus with a choice of two biturbo V8 engines, or the 
AMG biturbo V12. It boasts a dazzling array of advanced technol-
ogy, including the radar based Distronic Plus with adaptive cruise 
control, active lane keeping assist, steering assist, and cross-
traffic assist. Active Parking Assist can parallel or perpendicular 
park the vehicle, hands free. The GLC Coupe is a variant on the 
Mercedes mid-size GLC and joins their ever-expanding lineup of 
crossovers. The single power train consists of a 241hp turbo 
4-cylinder and 9-speed automatic.

Subaru is expanding their popular Legacy and Outback models 
with new trim levels. The new Legacy Sport is an appearance 
package only, featuring the same 175hp, 2.5L 4-cylinder, CVT and 
AWD power train as the rest of the Legacy lineup, but adds 
unique rocker panel trim and front grill, 18” wheels, and faux 
carbon fibre accents inside. Optional is Subaru’s Eyesight safety 
suite. The Outback receives some exterior updates to wheels, 
grille and body cladding and now comes with Eyesight as a 
standard feature. C.A.R.

Nissan GTR

Volvo V90 Cross C

Subaru Legacy Sport

Mercedes Benz GLC Coupe
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Responding to water and fire emergencies across the Greater Toronto Area, Aldi Cibuku and his 
Absolute Interior team cover a lot of ground. When the call comes in, they need vehicles they can 
depend on. Hear why they’ve turned to Mercedes-Benz Sprinters and the mid-size Metris to help 
them go further than ever before at FuellingBusiness.ca. 

“Switching from domestics, 
 our fuel costs have been cut in half.”

/MercedesBenzVansCanada@MercedesBenzVansCA/MercedesBenzVansCA
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Pick Up Round Up
Truck models for 2017
The re-launch of the Nissan Titan was the big news 
this year.  It’s all-new and features a first-ever 5L V8 
Cummins diesel engine. This truck, the XD is a heavy 
half-ton—however a lighter Titan is also coming as a 
2017, most notably with gas engines only and a 
regular cab.

Transmissions continue to gain gears. It’s all 
six-speed and up now with GM leading the pack with 
an eight-speed transmission added to the 5.3L and 
6.2L V8s. In fact, transmissions continue to evolve 
with nine- and 10-speeds coming in the 2017s. Ford’s 
second generation 3.5L EcoBoost now has even more 
torque—450 lb-ft, the most of any V6. Currently the 
first-generation 3.5L is powering approximately 45 
percent of F-150 sales in Canada.

By Howard J. Elmer

Ford Super Duty F250 to F450
First, following in the footsteps of the F150 the Super Duty line is now 
built with aluminum alloy. In fact, the truck cabs will now be shared across 
both lines. Also new on Super Duty will be a fully boxed frame made with 
95 percent high-strength steel. It also has up to 10 cross-members in the 
chassis—some of which support a factory-installed fifth wheel/gooseneck 
hitch receiver. Ford says towing and hauling capability has improved with its 
top-of-the-line F450 towing up to 32,500lb and carrying a max payload of 
7,630lb. Also new this year are heavier-duty four-wheel-drive components, 
driveline, axles and towing hardware. With the high-strength steel and 
aluminum alloy comes a weight loss of up to 350lbs. There are five models 
in the Super Duty lineup—XL, XLT, Lariat, King Ranch and Platinum. The 
engine of choice, the 6.7L Power Stroke diesel; has boosted its output to 
440hp and 925lb-ft of torque for 2017. 

Ford F150
The new aluminum F-150 is in a carry-over year, with a few 
exceptions. Responding to customer requests, the 5.L V8 
engine will now offer a gaseous-fuel prep option, making it 
capable of running on compressed natural gas or propane. 
New electronics include up to six cameras on its body, 
including ones that can see around corners. Mobile apps 
will talk to your truck and if you have trouble backing up 
your trailer, Ford has created a trailer back-up system that 
will do it for you.

Ram 1500 & 2016 Ram Truck HD 2500/3500
The 2017 year is a carry-over year for Ram. However, it’s added 
to the momentum of its truck line by adding two new models—
the Ram 1500 Laramie Limited model and the all-new Rebel 
with an aggressive off-road design. Both models get a new 
front grille design while inside some console layouts change 
and the Laramie gets real wood features. Ram currently owns 
the best-in-class fuel economy segment with its 3L EcoDiesel 
V6 engine that has a highway rating of 8.0L/100km. The 5.7L 
Hemi V8 is still the popular choice in this truck.

Ram Heavy Duty keeps its best-in-class towing rating of 
31,210lbs for 2017, only because they claim it for the 3500-se-
ries truck. Otherwise it remains largely the same. But a high-
output version of its 6.7L Cummins turbo diesel that will make 
385hp and 900lb-ft of torque will be available. Apart from the diesel 
there are two gas-powered engine options, plus manual and auto-
matic transmissions. A new Ram Laramie Limited design is also being 

offered featuring premium materials, such as all-black, full-leather 
seating, real wood interior components and unique badges, Limited 
is a “black-tie” luxury alternative to the popular Laramie Longhorn 
edition pickup.

P
ho

to
s 

co
ur

te
sy

 o
f H

ow
ar

d
 J

. E
lm

er



OCTOBER 2016  CANADIAN AUTOMOTIVE REVIEW  |  11

Nissan Titan XD
Moving into its second year, the company considers this new Titan XD a heavy half-
ton. The XD version features the Cummins 5.L V8 Turbo Diesel, which will comfort-
ably tow 12,000lbs. In fact, the emphasis is on towing with utility features and driving 
aids, including an Integrated Trailer Brake Controller, Trailer Sway Control (TSC), Tow/
Haul Mode with Downhill Speed Control and a Trailer Light Check system that allows 
one-person hook-up operation. The diesel is mated to a heavy-duty 6-speed Aisin 
automatic transmission and the factory offers two available hitches—including an 
integrated gooseneck hitch engineered into the frame and easily accessible in the bed. 
Lighter, gas-powered versions of the Titan are due out later this fall.

Toyota Tacoma & Tundra
The Toyota Tacoma was all-new for 2016 including its engine.  In 2017 it 
remains mostly the same. Featuring a 3.5L Atkinson cycle V6 equipped 
with Toyota’s D-4S technology, this motor develops 278hp and up to 
265lb-ft of torque. Tacoma’s off-road reputation gets a boost with a new 
feature called “Crawl Control”. This is a hands-off system. Tacoma is 
available with a five-speed manual, a six-speed manual, or six-speed 
automatic Super ECT with lockup torque converter. It will tow up to 
6,500lb. Tundra was redesigned in 2014 and remains mostly unchanged 
for 2017—except for the addition of a larger fuel tank (144L) and an 
optional trailer brake controller. The new 1794 model continues to define 
luxury in this segment. 

GM Canyon and Colorado
The reintroduction of these midsize twins has put life back into this 
smaller truck segment. Last year, they upped the game with all-new 
small diesel. This 2.8L diesel continues to be popular.  For 2017 things 
remain generally the same.

Chevrolet Silverado HD 2500/3500 & Silverado 1500
GM’s HD trucks got a number of upgrades in 2016 including a new 
Digital Steering Assist and an available Gooseneck/5th Wheel Traile-
ring Prep Package, which also includes a spray-in bedliner. So far, 
2017 is a carry-over year. For 2017, the General adds capability to 
its half-tons with an eight-speed automatic transmission on both the 
6.2L and the 5.3L V-8. This move boosts max trailering to 12,000lbs. 
New electronics include MyLink with Text Messaging Alerts and Siri 
Eyes Free. Also available is a built-in Wi-Fi hotspot and up-level 
trailering mirrors with back-up lighting.

Honda Ridgeline
The second generation of the Honda Ridgeline comes 10 years after 
its introduction. This smaller, car-like truck keeps the features that 
originally made it unique, including a fold-down tailgate that also 
opens sideways and a large, lockable trunk. There is only the one 
model, it seats five and its rear seats flip up to fit unwieldy items like 
a TV or bicycle. It features an auto all-wheel drive system and an 
automatic six-speed transmission. 
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What to Know
With so many moving parts, fl eet can be complex, says 
Nogalo, particularly for people who are new to it. Like with 
any product or service, it is critical to engage with user 
groups and experts within the organization. 

When sourcing for a fl eet management partner, another 
challenge can be in how best to standardize the process 

while still measuring true business value. 

“There is always the challenge of comparing apples to apples, 
especially when managing a leasing and services contract,” 
says Nogalo. 

Beyond the actual services provided, as important is how 
they are delivered. What investments have been made in 
leading edge reporting and analytics tools? How is downtime 
measured? Are there truck and equipment experts on sta� ? 
Is there a record of delivering quantifi able savings to clients? 
In fact, what do current clients say about the partnership? 
These answers can help procurement professionals fi nd the 
right fl eet partner to drive total business value. 

About ARI ®
ARI is a leading provider of fl eet management services, and operates in 
Mississauga, Laval, Ottawa, Calgary, Edmonton, and Burnaby. ARI manages 
over 1,200,000 cars, trucks and equipment globally, including 177,000 in 
Canada. ARI has been providing fl eet management solutions for over 65 years. 

what they do best, and in most cases, that does not involve 
managing vehicles,” says Nogalo.

As organizations began to look for outside expertise, it 
was natural that procurement would take a leading role in 
managing that process. 
 

The Pursuit of Business Value
The advent of procurement may have been met with some 
initial suspicion, both internally and on the supplier side, 

says Nogalo, but this has since changed.

“Looking at total costs and the push towards true business 
value by procurement professionals has really changed 
the game,” says Nogalo. ‘It has allowed companies like ARI 

to better explain the true value of what we o� er.”  

For example, fl eet management fees typically make up 
less than 3% of the total fl eet spend. At such a small 
percentage, from a business value perspective it is often 
more strategic to focus on what value is being delivered 
from those fees. 

“At ARI, we have focused on the 97% of fl eet costs that 
can be managed down. Our role is to work with our 
clients to identify potential cost savings through process 
improvements, best practices and most recently through 
predictive analytics. We report on those targets and return 
the savings back to our clients, which often exceed the 
fees themselves,” says Nogalo.

For a comprehensive analysis of your 
existing fl eet spend contact ARI at 
1-800-361-5882 or visit www.arifl eet.ca.

Fleet and 
Procurement
What Soucing Professionals Need to Know . . . 

While representing a signifi cant annual spend, 
fl eet has historically been far removed from 
procurement. Over the past several years, this 

has begun to change, with procurement professionals 
becoming more involved with fl eet management 
throughout the sourcing process. And while standardized 
strategies can bring some clarity to the fl eet procurement 
process, there are a number of considerations to manage 
when sourcing for the right fl eet management partner.  

As a leading fl eet provider in Canada, ARI has worked 
closely with hundreds of procurement professionals. Part 
of that involves sharing just what makes fl eet so di� erent. 

“While every supplier likely says ‘but our business and 

segment is di� erent,’ I truly believe that with fl eet there 
are some unique considerations,” says Peter Nogalo, 
Marketing Manager at ARI.  

“We’re talking about hundreds, sometimes thousands 
vehicles, across dozens of suppliers, whether they be 
manufacturers, fuel companies, maintenance vendors, 
technology providers, and of course fl eet management 

companies.” 

 The Trend Towards Outsourcing
Not surprisingly, procurement’s involvement with fl eet 
coincided with a general trend towards fl eet outsourcing. 

“Well over a decade ago, companies began to focus on 
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Do you have big 
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tools to help 
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fl eet spend?
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There is good business in tidy, fuel-efficient, four-cylinder 
light-duty delivery vehicles in North America, and frankly, 
it’s hard to believe it took so long for them to get here. Ford 

broke the ice in 2010 when it brought over the Transit Connect, 
and it wasn’t long before this Turkish-built trucklet became a 
common site on our streets, thanks to numerous small business 
concerns and a big fleet purchase from Canada Post.

Nissan came on board with the NV200 in 2013, and since then 
we’ve seen an all-new Ford Transit Connect, the Ram ProMaster 
City and the Chevrolet City Express. 

If this Chevy City Express looks familiar, there’s a good 
reason—it is a rebadged Nissan NV200. And in this case 
“rebadged” pretty much says it all. The badge, grill and front 
fascia are the only new bits. The rest is Nissan all the way, which 

is no bad thing.
As such, the Chevrolet City Express goes down the road 

courtesy of a DOHC 2.0L four that makes 131hp and 139lb-ft. It 
drives the front wheels through Nissan’s Xtronic continuously 
variable transmission. It’s a fine combination and quite fuel 
efficient—official fuel economy is pegged at 9.7L/100 km city and 
9.0L/100 km highway.

The Chevrolet City Express is available in two trims—the 1LS at 
$25,995 and the 1LT at $27,925. The base 1LS gets air condition-
ing, six air bags, load floor cover, six tie-down rings and express 
up/down for the front windows, but makes do with manual door 
locks and remote manual mirrors. Moving up to the 1LT nets 
heated power mirrors, Bluetooth, cruise control, two 12v DC 
outlets, power door locks with remote keyless entry, panic alarm 
and rear park. The latter uses sensors in the rear bumper to 
detect stationary objects and assist with parking and backing up. 
The 1LT also allows for the $1,345 Technology Package that adds 
a 5.8-inch colour touchscreen, navigation, USB port, SiriusXM, 
and back up camera. Money well spent, as the backup camera 
alone makes inner-city maneuvering considerably less stressful.

Pricing for the LS1 and LT1 does not include any windows aft of 
the front doors, but Chevy offers three available configurations for 
rear glass. Deep tint glass for the hinged rear doors will set you 
back $210. The latter along with a window in the passenger 
sliding door runs $250. Add another $40 for a window on the 
driver’s side sliding door. 

WORKER
Inner-City

The Chevrolet City Express

The Chevrolet City Express has a dash-top storage compartment—great for clipboards—
and a slide-out storage tray under the passenger seat.

By Peter Bleakney
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This tester was painted “Designer White”, but there are some 
cheerful alternatives. Along with black and silver, there is a bright 
red, deep blue and a jaunty yellow. The $395 Appearance 
Package dresses up the little rolling box with wheel covers, extra 
chrome and body-coloured bumpers, door handles and mirrors. 
For an additional $385 your City Express can roll on 15-inch alloy 
wheels. Either way, the tire size remains at 185/60R15, and there 
is a full size spare.

During my week of running errands (that included a trip to 
Home Depot for building supplies) and some highway driving, the 
six-way fabric driver’s seat in the City Express proved comfort-
able and supportive. It is nicely contoured and sports adjustable 
lumbar support. Sadly, heat is not on the menu, and this could be 
a deal breaker for us Canadians.

While I never really had it loaded down, this minivan (in the 
truest sense) never felt underpowered, and as Nissan knows its 
way around continuously variable transmissions, this one is well 
behaved. The City Express is indeed a perky little thing with 
nimble, car-like handling, a reasonably compliant ride and a tight 
11.2m (36.7ft) turning radius. Dare I say it, it’s almost fun to drive. 
Forward visibility is panoramic, but I would highly recommend the 
optional back up camera.

The two side doors slide with an easy touch and the 60/40 rear 
doors can open out to 180 degrees. Cleverly, the driver’s side 
door is shorter so it doesn’t jut so far out into the urban traffic 
flow. Between the front seats is a deep cubby that will hold a 
laptop, and there’s a handy slide out tray under the passenger 
seat. As well, the passenger seatback flips forward, where a 
rugged plastic insert creates a workstation of sorts. It also allows 
for the loading of longer items.

Additionally, there is a dash-top storage compartment (great for 
clipboards) and a slide-out storage tray under the passenger seat.

Compared to its chief rival, the Ford Transit Connect Van, the 

Chevrolet City Express is a more fuel efficient, lighter duty 
offering with a smaller footprint, slightly less cargo capacity and 
less maximum payload (680kg versus 739kg). Still, its 3,475L of 
cargo volume is capacious, and with 20 interior integrated 
cargo-mounting points, it allows for secure upfitting of cargo 
racks, partitions and bins.

The City Express is not the best vehicle for hauling building 
supplies—but then again, no one will be buying it for that kind of 
duty. That said, there is just enough space between the rear 
wheel wells (thanks to those puny 15-inch tires) to accommodate 
4x8 sheets of building materials, although the rear doors have to 
stay open.

If the clever, functional and efficient Chevrolet City Express does 
indeed meet your needs, the real question here is: why buy it over 
the identical Nissan NV200? Incentives notwithstanding, Nissan 
charges slightly less for its van, and offers a better warranty (five 
years/160,000km bumper-to-bumper) versus Chevy’s five 
years/160km powertrain and three years/60,000km bumper-to-
bumper). The Chevrolet’s two-year/48,000km complimentary 
lube-oil-filter might be enough to sway those loyal to the Bow-Tie 
brand, but those folks are in the minority as the NV200 currently 
outsells the City Express here in Canada two to one.  C.A.R.WORKER

Inner-City

The City Express has nimble, car-like 
handling and a turning radius of 36.7ft. The 60/40 rear doors  

can open out to 180 degrees.
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Climate change is altering Canada’s winter conditions coast 
to coast, but drivers and their vehicles still need to be 
ready for the snow, sleet, freezing rain and cold tempera-

tures that are sure to come. To help you stay safe by preventing 
and avoiding collisions, we spoke to experts from Michelin, 
Bridgestone and Element Fleet Management about preparing the 
vehicle and its tires for winter, selecting the most appropriate 
winter tires and the best winter strategies for drivers.    

While many Canadians still call them snow tires, winter is the 
more appropriate descriptive term. The Canadian Rubber 
Association suggests “cold-weather” tires because the rubber is 
designed to remain elastic rather than stiffen at temperatures as 
low as -30˚C. The CRA also notes that these tires offer up to 
50-percent or more traction than all-seasons.

“The right rubber compound gives you more grip and a faster 
stop in colder temperatures,” says Carl Nadeau, Michelin’s driving 
expert. “If you’re on summer or all-season tires, you’re trying to 
steer and stop on the equivalent of four large hockey pucks—I 
simply wouldn’t drive a car equipped with all-seasons in -10˚C.”  

Our experts recommend installing winter tires before tempera-
tures fall below 7˚C or as Justin Hayes, product manager for 
Bridgestone Americas Tire Operations, says, as soon as it’s cold 
enough to see your breath. As important, Element’s Bill Jones, 
director of product manager and Mark Blake, case manager—
managed maintenance note that regardless of temperature, 
winter tires must be installed prior to the respective provinces’ 
mandated install dates.

What follows is a list of steps to take to ensure that winter 
driving—and driving with winter tires—is as safe and effective as 
possible.

Vehicle preparation:
1)  Check alignment (wheels pointing in the right direction) 

because misalignment can cause the vehicle to pull left or 
right, or behave unpredictably. The degree of pull and unpre-
dictability may be annoying or dangerous, says Michelin’s 
Nadeau.  

2)  Check tire balance and rebalance if necessary to avoid 
vibration, which is felt in the steering wheel, seat or floorboards 
at higher speeds. 

3)  Swap all-season tires for winter tires only after checking the 
winter tires for wear. 

4) Check all fluid levels and temperature ratings. 
5)  Pay attention to your windshield wipers as every vehicle’s tires 

could be spraying salt, sand, slush, snow and other debris, 
cautions Bridgestone’s Hayes.

6)  Regularly check tire pressure to ensure it meets the OEM 
specifications found on the driver’s side door sticker. On 
average, Hayes notes that tire pressure drops about one psi for 
every 5.5˚C dip in air temperature. Insufficient air reduces the 
efficiency of the centre of the tire’s contact patch and makes 
the sidewall softer which affects the vehicle’s ability to 
precisely change direction. Over-inflation makes the tire too 
stiff and reduces grip, while increasing wear in the middle of 
the contact patch and the degree of side bite on/in corners. 

7)  Pack a winter emergency kit that includes the items recom-
mend by Transport Canada: windshield wiper fluid, ice scrap, 
fuel line anti-freeze, booster cables, kitty litter, traction mats, 
shovel, flashlight with free batteries, road flares, reflective vest, 
a “survival candle” and matches, extra clothing, blanket, 
emergency food pack, water, a charged cell phone. 

By Kara Kuryllowicz

“The right rubber compound 
gives you more grip and a faster 

stop in colder temperatures.”
—Carl Nadeau, Michelin’s driving expert
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Driver behaviour: 
1)  Dress appropriately, says Nadeau. Coats, hats and scarves 

mustn’t impede the drivers’ vision or ability to turn their heads 
and bodies. The size and tread of the footwear must allow the 
driver to comfortably and securely position a foot on the 
accelerator, brake or clutch.  

2)  Both hands on the wheel at all times at the 9 and 3 o’clock 
positions, says Nadeau, “because the further apart your hands 
are on the wheel, the more precise your control.” As well, if a 
driver has just one hand on the wheel or the hands aren’t 
properly positioned, when an avoidance maneuver is required, 
chances are the overcorrection will be so significant, the 
vehicle will be thrown into a slide or spin, cautions Nadeau. 

3)  Relax your hands! “The tighter your grip, the less sensitivity 
you have, which reduces your ability to hear what your vehicle 
is telling you through your fingers,” says Nadeau. 

4)  Be close enough to the foot pedals that you 
can fully engage your thigh muscles in the 
event of a hard-braking event, advises 
Nadeau. 

5)  Look as far ahead as you can to see what 
might require an avoidance maneuver. 

6)  Slow down. On even the most perfect winter 
day, your tires are likely to react differently 
due to colder temperatures, which may 
reduce grip and increase the time required 
to stop.  

7)  Watch for black ice. Nadeau says that in 
fact, black ice will look slightly different than 
the regular road surface, but constant 
awareness and an ability to always look far 
down the road is the key to noticing it.

8)  Take a defensive driving course—ideally 
during the cold weather. Practice your 
actions until the correct behaviour becomes 
the embedded reaction. For example, hard brake repeatedly 
until you can keep the wheels absolutely straight, because as 
Nadeau points out, turning while braking can drastically reduce 
the stopping efficiency and send the vehicle off-course. 

9)  Find a quiet spot with no other traffic, for example a country 
road or parking lot, and try hard braking and turning at very 
slow speeds to see how your vehicle and tires react. Be aware 
that local law enforcement could give you a ticket if you’re 
found testing emergency maneuvers. Nadeau suggests 
racetracks as an alternative. 

Selecting a winter tire:
1) Follow your firm’s winter tire policy.
2)  Start the assessment and purchasing process well before the 

weather grows cooler to ensure model availability and avoid 
the late fall changeover rush, suggest Element’s Jones and 
Blake. 

3)  Is the vehicle more performance-oriented, for example, a 

sporty sedan, such as an Audi or BMW, a common commuter-
vehicle or a hardworking pick-up, asks Hayes who advises 
relying on the tire representative to recommend the most 
appropriate tire.

4)  Invest only in tires with the Three-Peak Mountain Snowflake 
Symbol (also referred to as the Alpine symbol) on the sidewall, 
which meet Transport Canada’s specific snow traction 
performance requirements, and have been designed specifi-
cally for use in severe snow conditions. 

5)  If the vehicle operates primarily in urban locations, it’s likely 
roads are quickly cleared after a snowfall while in rural areas, it 
may be up to 24-hours or more. Will the winter tires more often 
meet slush or deep snow? The more “cut-up” the winter tire 
looks, the greater the number and depth of the sipes and slots/
grooves and the more capable it will be in snow. “Think about 
how well snow sticks to snow when you’re making a snowman 

or snowball—you want your winter tire to store some snow in 
those slots and sipes to maximize your tire’s grip in snow,” 
adds Hayes. “On ice, which is slippery due to the incredibly 
thin layer of water on top of it, a tire engineered with Mutli-Cell 
compound soaks that water up like a sponge so the tire makes 
contact with the ice.” 

6)  Always buy the identical winter tires for all four wheels and 
stick with the OEM tire size specified on the door placard or 
use the industry standard optional tire size within the same 
load range/speed rating, say Jones and Blake. As Transport 
Canada states: “Mixing tires with different tread patterns, 
internal construction, and size degrades the stability of the 
vehicle and should be avoided.”

7)  Protect your winter tire investment by storing them in a cool 
dry location, avoid temperature and humidity fluctuations and 
protect them from the sun to preserve them for next season. 
Clean the tires or drive the vehicle through a car wash before 
storing to remove road dirt and contaminants, say Jones and 
Blake. C.A.R.

Justin Hayes, product 

manager for Bridge-

stone Americas Tire 

Operations, recom-

mends switching to 

winter tires as soon 

as it’s cold enough to 

see your breath.



18  |  CANADIAN AUTOMOTIVE REVIEW OCTOBER 2016

When you think of the Japanese brand Subaru—the first 
two things that come to mind are safety and all-wheel 
drive (AWD). Not a bad start for any vehicle, especially 

in the crossover/SUV arena; but as all automakers now strive to 
provide more safe and modernized vehicles, Subaru has had to 
add a little more value and appeal to its products. 

One of those is its mid-size Outback crossover that came to 
Canada in 1995 and is now in its fifth-generation. It’s always been 
a different vehicle, some would say a cross between a wagon and 
SUV with car-like drivability. What it also possesses are some 
off-roading chops that make it a preferred vehicle for the adven-
turous type. 

For this review, we look at the top-of-the-line Outback version—a 
recently added Premier trim for 2017—that’s been fitted with its 
optional and more powerful 3.6-litre signature flat-six engine. 

It’s an engine that allows you to not only accelerate when 
needed, but also push up those hills at a calm and manageable 
pace thanks to its 256hp and more important its 247lb.-ft. of torque 
that’s utilized at low RPMs. The 3.6-litre engine and its standard 
2.5-litre unit are both matched to a continuously variable transmis-
sion (CVT) that still makes a little sound while under initial accelera-
tion, but unlike the asthma-suffering CVTs of old, it actually acts 
more like a six-speed transmission with simulated gearshifts. 

The one drawback to its engines is a higher-than-average fuel 
economy rating. I was able to muster a 10.5 L/100 km with mostly 
city driving, which is a high number compared to its competition.

Performance is nice to have, but comfort is king when it comes 
to crossovers and SUVs. This Outback Premier has all the ameni-
ties in place starting with comfortable leather seating that uses a 
java brown colour that ups the excitement of this ride tenfold. The 
insides have been expanded by two inches in width, offering up 
plenty of headroom and legroom in both rows, except for the 

middle seat that would serve better to be occupied by a child. As 
for cargo volume, the Outback provides 1,005 litres of space with 
the seats up and 2,075 litres if you need the back row folded down.  

Overall, the Outback tends to be a quiet ride, a point that 
Subaru has improved on from past iterations. The drive is smooth 
and relaxing; while the steering and handling, albeit a little heavy, 
is direct and easy to manoeuvre.

Its 8.7-inches of ground clearance allows for both great visibility 
while driving, as well as off-road excitement with the use of its 
X-Mode function that enables hill-descent control and hill-start 
assist on top of its AWD. As an extra bonus, the Outback is able 
to tow up to 3,000 pounds.

One of the Outback’s best features is its suite of safety 
technologies called EyeSight. It’s a system that comes standard 
on this trim and includes pre-collision braking, pre-collision brake 
assist, pre-collision throttle management, adaptive cruise control, 
lane departure warning, lane sway warning, lane keep assist, lead 
vehicle start alert and high beam assist. And if that’s not enough, 
the 2017 version has added an auto-dimming rearview mirror with 
HomeLink and compass, reverse automatic braking with large 
object detection and an alarm buzzer for your forgotten key. 

It’s all of these technologies along with Subaru’s standard AWD 
that push the Outback away from the typical crossover crowd, 
offering a lot of bang for the buck. The Premier trim may clock out 
at a hefty $41,595, but for what you get it’s hard for any other 
automaker to match up. 

If the $40K mark is too much for you, the Outback does start 
out at a more reasonable $27,995 and you still get its size, 
versatility, comfort and rugged lifestyle.  C.A.R.

 Price:   $41,595 (Premier with Technology Package); 
starts at $27,995 and $35,595 for the  
optional engine.

 Engine: 3.6L flat (boxer) six-cylinder
 Power: 256 hp, 247 lb.-ft. of torque 
 Transmission:  Continuously variable transmission (CVT) 
Rated Fuel Economy (L/100 km): City 12.0/ Hwy 8.7
Observed Combined Fuel Economy (L/100 km): 10.5

By David Miller

RUGGED  
ALTERNATIVE 
GETS REFINED
The 2017 Subaru Outback

The Outback’s insides have been 

expanded by two inches in width, of-

fering plenty of headroom and legroom 

in both rows.

The Outback provides 1,005L of space 

with the rear seats up, as well as 

2,075L if you need the back row folded 

down.
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W
hile attending GBTA Con-
vention 2016 in Denver, 
Purchasing B2B spoke with 
several travel services and 

products providers. Below are highlights 
of business travel trends and solutions 
to some of the challenges that business 
travellers and employers face. For the 
full story featuring compelete interviews, 
visit PurchasingB2B.ca/features.

Steve Pedersen,  
BMO Financial Group
The corporate card field continues to 
grow, says Steve Pedersen, VP and Head 
of North American Corporate Card 
Program, BMO Financial Group. In pro-
curement, advances in e-payables and vir-
tual cards have meant growth of roughly 
10 percent a year. Meanwhile, the more 
mature T&E side sees less expansion. BMO 
Financial Group recently re-launched its 
e-payables system, which incorporates vir-
tual cards as part of the system, including 
ghost card or virtual card. “We make it 
your choice,” Pedersen says. 

John Morhous,  
Flight Centre USA
Employees prefer job tools that work the 
way they operate in their personal lives, 
says John Morhous, chief strategy offi-
cer-corporate brands at Flight Centre 
USA. But many simple device interfaces 
are limited due to rules and restrictions 
around changing airfares and so forth, 
with many functions only done through 
booking tools or consultants. The compa-
ny’s new app, SAM, has a more “conver-
sational” interface, Morhous says. SAM 
takes the user into a conversation while 
disregarding the menu system. “The 
entire experience is in the app,” he notes. 

Jay Richmond, Amadeus
While business travel complexity in-
creases, the tools aren’t evolving to en-
sure travel policies match products, says 
Jay Richmond, head of the business travel 
group, Amadeus North America. “There’s 
a trend towards complexity on the supplier 
side,” he notes. Meanwhile, tons of infor-
mation is available to travellers—but how 
can it be organized, compared and pre-
sented in a way that’s searchable? Amadeus 
provides end-to-end solutions to man-
age travel, including for booking, keeping 
within policy, managing data, traveller 
tracking and duty of care software. 

Jean Noel Lau Keng Lun, Egencia
Companies like Facebook and Uber share 
three attributes—consistent user inter-
faces, global operations and ownership 
of their technology platform, says Jean 
Noel Lau Keng Lun, head of global prod-
uct marketing, Egencia. “These are the 
attributes of successful companies today,” 
he notes. The company’s new interface is 
simple for travellers, allows travel manag-
ers to drive it and lets airlines represent 
content in a sophisticated way, he notes. 
The company is also refreshing the way 
reporting is viewed. Egencia’s data sits in 
one place, while a “snappy” dashboard 
lets data be sent quickly to executives. 

Ben Newell, Sabre
“Travellers want a single place for all their 
trips,” says Ben Newell, VP of product 
management, Sabre. So Sabre plans to 
leverage itinerary management solution 
TripCase as a single spot for all trips—
personal and business. The app will be 
melded with Sabre’s corporate prod-
uct, GetThere, into an integrated offer-
ing by year’s end, Newell says. Travellers 

can designate whether a trip is business 
or personal—if for business, corporations 
can access data surrounding that trip to 
bolster duty of care efforts, he notes.

Tim Wheatcroft,  
Chrome River Technologies
Expense management should be easy 
and user friendly, says Tim Wheatcroft, 
head of corporate communications, 
Chrome River Technologies. Chrome 
River EXPENSE will incorporate hotel 
e-folio parsing technology to create sep-
arate expense line items for areas like 
room, tax, parking, meals and room ser-
vice. When hotel bills land in a traveller’s 
Chrome River EXPENSE account, folio 
data is extracted, categorized, and popu-
lated into the expense reporting system. 
While manual expense reports cost orga-
nizations $18 to $20 to process it’s only 
$7 with automation. “That’s a very solid 
number,” says Wheatcroft.

Steve Reynolds, TripBam
TripBam captures lots of data, says 
founder and CEO Steve Reynolds, and 
the company can leverage it. Its multi-fac-
eted offering, TripBam Analytics, lets 
companies shop for hotels while look-
ing for lower savings. If they’re found, 
that information goes to an agent to be 
rebooked without traveller involvement. 
This captures and pushes data to an ana-
lytics platform. Companies can see where 
savings are coming from, how the agency 
is performing and so on. “The analytics is 
driven by the data we capture while we’re 
shopping and searching for lower rates,” 
says Reynolds. B2B

From The Floor Conversations during the trade show 
at GBTA Convention 2016
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B
usiness travel drives lasting busi-
ness growth. Meeting in person is 
still one of the most effective ways 
to do business—even given the 

myriad ways people can communicate in 
today’s world. The recent GBTA Business 
Traveler Sentiment Index Global Report, 
in partnership with American Express, 
shows that more than three-quarters (77 
percent) of business travellers say they’re 
able to meet their goals on work trips.

The study examined the views of busi-
ness travellers from around the world who 
went on at least four business trips in the 
past year with a goal of understanding 
how business travellers feel about their 
experiences and how those feelings affect 
their travel behaviors. While there was 
some variation from country to country, 
73 percent report they are satisfied with 
their overall business travel experience.

How did Canada fare? In 2016, 
Canada had the lowest composite index 
score of all countries surveyed, dropping 
to 89.6 from 98.8 last year with declines 
in scores for every component we tracked. 
Seven components make up the index: 
overall trip experience and travel friction; 
expense tracking and management; travel 
management policy friction; business 
travel safety; corporate/macroeconomic 
environment; technology for business 
travel; and social media experience.

Regarding overall trip experience and 
travel friction, Canada’s score dropped 
from 93.3 in 2015 to 82.9 in 2016, scoring 
the lowest of all the countries included in 
the survey. Among other things, the over-
all decline reflects a drop in Canada’s 
expense tracking and management com-
ponent score, to 92.4 in 2016 from 100.4 
last year. That drop could reflect business 
travellers’ attitudes toward Canadian 
companies’ slow adoption of new travel 

technologies. For example, over half 
(53 percent) of business travellers in the 
region still submit hard copies of expense 
reports, compared to 45 percent of all 
business travellers.

The bright side
There are many aspects of being on the 
road that Canadian business travellers 
are pleased with: 81 percent are satisfied 
with their overall travel experiences and 
being able to accomplish goals for their 
trips, 75 percent feel their companies care 
about their well-being when they travel 
for business and 73 percent are satisfied 
with their options for taking taxis, private 
chauffeured cars or ride-sharing services.

The sharing economy—particularly 
the rise in ride-sharing and home-shar-
ing services—is changing the face of 
travel. Forty-four percent of business 

travellers around the world say their com-
panies’ travel policies allow for ride-shar-
ing services and 28 percent can now use 
home-sharing services. 

Over one in five don’t know if their 
employer’s travel policies allow ride-shar-
ing or home-sharing services (22 percent 
and 23 percent, respectively). Still, 61 
percent of travellers who are required to 
follow a travel policy or guidelines are sat-
isfied with the ease of understanding their 
company’s travel policies. A similar num-
ber of respondents are satisfied with the 
flexibility in planning trips (60 percent) 
and changing their itinerary as needed 
(58 percent) under their companies’ travel 
policy. Regarding the travel manage-
ment policy friction component, focusing 
on attitudes toward company travel pol-
icy management, flexibility and compre-
hension, Canada’s score fell from 100.8 
in 2015 to 96.4 in 2016, but is still higher 
than scores for Hong Kong and Japan.

How can business travel professionals 
in Canada keep this number from fall-
ing further? Travel professionals should 
educate employees on their corporate 
travel policies and the consequences for 
going outside prescribed parameters and 
practices. At the same time though, com-
panies should make sure policies are flex-
ible enough to accommodate travellers’ 
needs. When it comes to confusion about 
travel policies and sharing-economy 
options, companies have a big knowledge 
gap to fill. Organizations without policies 
addressing these areas should determine 
what is and is not covered to ensure their 
travellers’ safety and security and then 
communicate it so travellers have clear 
information before they leave the office.

Looking at technology for business 
travel, Canada’s score remained rela-
tively flat from 2015, dropping just slightly 
from 100.2 to 99.5 in 2016. Technology 
remains key to business travel productiv-
ity and Wi-Fi continues to be a linchpin of 
productive trips. Three-quarters of busi-
ness travellers say Wi-Fi is vital to produc-
tivity on the road and not having reliable 
access to Wi-Fi is listed as the top travel 
frustration for road warriors. Companies 
can keep business travellers productive 
and satisfied by providing reliable Wi-Fi 
connections as much as possible, includ-
ing but not limited to offering hot spot 
Internet access.

Company travel professionals in Canada 
can use program benchmarking tools and 
other strategies to improve satisfaction lev-
els. Business travellers feel more satisfied 
with their travel experiences if they feel 
supported by management and can meet 
goals for a trip. Companies can help by 
sending employees on the road with clear 
objectives and tools for success. B2B

Jeanne Liu is  
GBTA Foundation  
vice-president  
of research.

Travel Satisfaction

“Three-quarters of business travellers say  
Wi-Fi is vital to productivity on the road.”

By Jeanne LiuAre Canadians unhappy with the state of business travel?
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B
usiness travel is a necessary part 
of many people’s professional 
lives. But hitting the road for a 
company involves risk—natural 

disasters, geopolitical unrest, travel delays 
and other perils have always existed. 
More recently, however, mobile technol-
ogy has added additional risk in the form 
of identity theft. “Now, everything has 
personal information connected with it, 
and our lives are on mobile phones,” says 
Paige Schaffer, president and COO of 
Generali Global Assistance. 

Identity theft is a growing trend in 
North America, she says, and in 2015 
there was $15 billion in claims related to 
identity theft in the US alone. Travellers 
are more likely to fall victim, and even at 
home identity theft is a concern with rates 
increasing at certain times of the year 
such as during holidays, Schaffer notes.

To combat this, Generali Global 
Assistance offers a software-as-a-service 
technology portal called Iris. Iris is based 
on four pillars: prevention/protection; 
monitoring; alerts and resolution. On 
the protection side, the Iris portal offers 
24/7 access to identity theft resolution 
experts and educational resources. The 
software guards against keylogging and 
phishing, two common identity scams. 
There’s also an online dashboard, as well 
as identity and credit monitoring. Alerts 
are sent if a client’s credit profile changes, 
high-risk transactions are detected, cre-
dentials are compromised or in various 
other instances. Iris’s experts handle the 
system’s resolution piece. “If you get in 
trouble, you want to have an expert that 
knows their stuff,” Schaffer says. 

Iris is sold as an employee benefit or 
offered on a voluntary basis, Schaffer 
says. It’s also offered to companies with 
large distribution channels looking to 
provide it as a service to customers. “If 
you think about it from a travel purchas-
er’s standpoint, it is another type of duty 
of care,” Schaffer says.

Tips for protection
Identity theft is all about the loss of per-
sonal information, says Matt Bradley, 
regional security director for the 
Americas at International SOS. The most 
important document travellers carry is 
their passport. He recommends keep-
ing your passport in your hotel and using 
your driver’s license, or other document, 

as identification. As well, clean out your 
wallet or purse before taking a trip so 
that if the worst does happen and it’s lost 
or stolen, you minimize your exposure 
and don’t lose any more than necessary. 
A common scam, Bradley notes, is card 
skimming at ATM devices. This involves 
placing a device over the card slot. The 
device saves the card information and the 
perpetrator returns later to retrieve the 
information. To minimize risk, Bradley 
recommends using an ATM in a bank or 
shopping centre where it’s more difficult 
to place a device over the machine.

When it comes to identity theft occur-
ring from smart phones and laptops, 
the risk level often corresponds to the 

country—understanding the data risk 
in various countries before travelling is 
important, Bradley says. The likelihood 
of the government copying informa-
tion from a laptop in, say, Mexico, is less 
than for travellers in China. Depending 
on the destination, it may be advisable to 
ask your organization’s IT department 
for a “clean” laptop that doesn’t carry 
any company information. Regarding 
smartphones, minimize the data stored 
on them while travelling. Leaving your 
phone at home—or switching SIM cards 
while on the road—may also be options 
if the information on it is especially sen-
sitive. As well, try fingerprint unlocking 
rather than numerical code.

Credit cards are the most likely tar-
get for identity theft for travellers, so keep 
an eye on your cards while on the road. 
Keep a copy of your credit card num-
bers, bank name and related information 
and report suspicious activity as soon as 
possible. Bradley also recommends set-
ting notifications before travelling with 
credit cards. As well, don’t give out too 
much personal information while travel-
ling and don’t say too much if you go out. 
That information can potentially be com-
promised in a number of ways.

There’s more risk regarding identity 
theft now than even a few years ago. But 
by taking precautions, business travellers 
can minimize the risks for both them-
selves and their organizations. B2B

Mistaken Identity By Michael Power

Tips for business travellers  
to minimize identity theft  
risk on the road

“Now, everything has 
personal information 

connected with it, and our 
lives are on mobile phones.”

 —Paige Schaffer
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A sk any print vendor how they’ll 
help you lower your print costs 
and they will try to sell you some 

type of smart-print technology with a 
panoply of print management features 
called managed print services. It would 
be refreshing to hear the salesperson say, 
buy fewer devices, get them cheap, get the 
lowest possible cost per page (CPP) and 
print less.

With sales commissions at risk that’s 
not going to happen any time soon. The 
rhetoric will continue but basic print 
technology advances have plateaued and 
are now at a commodity level with histor-
ically low profit margins. There also isn’t 
much room to improve on the CPP ser-
vice models so I expect you’ll be hearing a 
lot more about MPS going forward. 

The amount of printing that still goes 
on in this, the ‘digital age’, its impact on 
the environment and its associated costs 
are high. With the exception of compa-
nies in the high-volume print business, 
newspapers, publishing and so on, it’s 
been suggested that others spend from 
three percent to eight percent of their 
total IT budget on printing. 

To cut costs you must be ready to go to 
tender and change vendors if necessary. 
Two things I can attest to are that com-
petitive RFP strategies produce the great-
est savings and no amount of unleveraged 
bargaining with an incumbent will come 
close to fair market value pricing when 
trying to renew your initial print deal.

If you’re in the market for a printer fleet 
up-grade or a service agreement re-nego-
tiation then a little up-front work in creat-
ing an effective, well-timed RFP will pay 
big dividends. No surprise to anyone, but 
if you want the best deal be prepared to 
negotiate several issues simultaneously. 

It’s also amazing how big the discounts 
get on combined hardware, features and 
service deals when the volume gets into 
the three and four-digit range.

Pricing models
Print vendors promote their software and 
steer away from the simple device sale 
combined with a CPP to cover the ser-
vices. That dynamic just isn’t profitable 
anymore so their focus will be on recur-
ring software license revenue combined 
with constant upselling and imperceptible 
constant CPP increments for every imag-
inable deviation of product mix, impres-
sion volumes and feature additions.

The other problems I can see develop-
ing, and there’s more than these, but what 
happens to CPP pricing when the initial 
device warranty expires or one depart-
ment requires newer, faster or more func-
tional devices? Does the cost of every 
impression increase? The seller is always 
going to try and increase revenue and I 
don’t fault them but it has to be propor-
tionate, fair and completely transparent.    

Split charges
I prefer the simplicity and flexibility of 

a two price-point model; an associated 
charge for a specific device, plus a CPP 
charge for the services. The first charge, 
(either the purchase price or a monthly 
lease charge) gives the buyer complete 
flexibility on hardware selection and the 
second charge, related to the actual usage, 
covers all the consumables and services. 
The CPP charges may vary depending 
on the device type, monochrome, color, 
MFD, wide-format and so on.

Your alternatives may depend on 
whether you prefer CAPEX or OPEX for 
this type of expenditure. Both have their 

implications for the balance sheet, KPIs 
and taxes. Leasing just adds a benefit at 
the end of the term when you can return 
the device and get an updated replace-
ment with a new warranty. Whether you 
RFP it at that time or not is up to you.

I prefer lease terms that coincide with 
the end of the hardware warranty period. 
These are typically 36 months but like 
everything else, it’s negotiable. There’s a 
two-fold advantage, first the CPP charges 
don’t increase to cover the additional parts 
& service after the warranty expires and 
second, the end user gets a newer device 
with an even lower CPP and the customer 
satisfaction scores tend to stay high.

You’ll want to keep your leasing options 
flexible especially at the end of the term 
to facilitate returns and replacements. 
Leasing works great for the lessee when 
you return the equipment at the end of the 
lease and it works out great for the lessor 
when you extend the lease or buy it out. 
Do the former and “ever-green” the fleet. 

New equipment will be required peri-
odically but please don’t be overly con-
cerned about non-coterminous leases. 
Odd or shorter lease terms tend to cost 
more. Treat each device as if it’s on a sep-
arate lease so even if you add devices well 
into the initial term just make sure you 
have your residual values and competitive 
lease rate benchmarked, and add the new 
equipment to the fleet for a similar term. 
Even if you change vendors and service 
providers in the future, they are all quite 
adept at maintaining one another’s equip-
ment until it eventually gets replaced.

The print RFP
The hardest part of the RFP process is 
defining your needs to the prospective 
vendors. It all depends on how mature an 

PITFALLS & POINTERS

PRINT
When it comes to printers and related services,  
an RFP means greater savingsBy Phil Downe
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asset management process you have but 
you need to produce data on what you 
have, where it’s located, what it does, how 
much it does, (print, scan, fax, copy, sta-
ple) and that will enable the vendors to 
propose comparable, ideal replacements. 

The needs analysis can get as com-
plicated as you really want to make it. 
You can get into detailed floor plans and 
count the volumes per device function 
per department and even create rules to 
cut down on the number of devices, like 
acceptable distances for employees to 
walk to pick up a print job.

I don’t think you have to over analyze 
it. You can probably poll network-con-
nected devices to get a print count on 
most within your organization. Those 
who do so should be able to tell what has 
been underutilized, where upgrades are 
required and where additional features 
would add to employee productivity. The 
good news is if you do get it wrong it’s an 
easy fix—just move the device to a more 
efficient location or add another.

Replacement device selection isn’t all 

that complicated either. Recently a client 
with over 60 different printer and MFD 
(multi-functional device) models replaced 
them all with just four standard devices. 
Just pick some standards for each device 
and set the minimum specifications, split 
them into bronze, silver, gold and plati-
num categories with the minimum spec-
ifications for each and have the vendors 
bid the net lease charges. Ask for all the 
hardware pricing details, list price, dis-
count percentage, net price and volume 
clip levels. Transparency means everyone 
can calculate it. Set the mandatory spec-
ifications and then allow for every possi-
ble feature with the optional, additional 
monthly lease charges for each.

The CPP price point, several in fact 
depending on the device, covers the cost of 
all consumables and services. Depending 
on your company size and needs you can 
work in other recurring charges that can 
be quoted separately. These might include 
full or part-time vendor personnel to per-
form the services and one-time charges 
for additional implementation tasks like 

assessments, installation, training and  
“wiping” or destroying internal hard 
drives and disposal of or packaging and 
returning replaced equipment. 

Print costs, like all technology costs, 
come down and although it’s not always 
easy to find time to test the market every 
three or four years there are significant 
savings for those who do. A final sugges-
tion is be aware of minimum monthly 
print volumes or minimum contract value 
terms. Customers who have adopted a 
departmental charge-back system, com-
bined with a digital storage philosophy 
and increased end-user environmental 
awareness have reported significant reduc-
tions in print costs. It would be a shame to 
continue paying for printing that isn’t tak-
ing place when the other benefits of reduc-
ing print are so significant. B2B

Phil Downe is an  
IT negotiations  
contractor and  
president of Relations 
Management  
Group Inc. 
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THE PRINTING 
FOREFRONT
HP
HP Inc. has introduced a line of 
15 PageWide, OfficeJet Pro and 
LaserJet printers. Included in the 
PageWide lineup is the HP PageWide 
Enterprise—a multi-function device 
that prints, copies, scans and more. The 
device boasts the fastest speeds and 

deepest secu-
rity for the 
lowest cost 
of ownership 
in its class, 
HP says. The 
device is 
designed for 
teams of five 

to 15 people printing up to 7,500 pages 
per month. The HP PageWide Enterprise 
MFP can print up to 70 pages per min-
utes and features Ethernet and wireless 
networking options. Also included in the 
PageWide lineup is the HP PageWide 
Enterprise and the HP PageWide 
Enerprise Flow MFP.

Sharp
From Sharp comes the compact 
MX-C300W, designed for high per-
formance with built-in wireless LAN 
Connectivity. The device connects 
wirelessly to notebook PCs, smart-
phones and tablets with wireless LAN 
connectivity. The MX-C300W offers 
wireless access via two modes: infra-
structure mode and access point 
mode. These enable the MFP to 
accommodate factors like installation 
location and the type of LAN available. 
Infrastructure mode wirelessly con-
nects the MFP to mobile devices via 
a wireless LAN router. Access point 
mode wirelessly connects a LAN-
wired MFP to such devices without 
going through a wireless LAN router. 
The MFP can be accessed via wired or 
wireless connections.

Canon
Canon has refreshed its imageCLASS 
laser multifunction printer lineup with the 
MF240/230 series of MFP. The imageCLASS 
MF249dw, MF247dw, MF244dw, MF236n 
and MF232w provide compact MFPs that 
help increase flexibility and efficiency. 
Several of the 
models have wire-
less direct con-
nection, allowing 
users to connect 
up to five devices 
at once without a 
router. The image-
CLASS MF249dw 
and MF247dw feature a send function, 
allowing users to scan and send docu-
ments to email or network folder without 
a PC application. The MF249dw, MF247dw 
and MF236n feature a tiltable wide-screen 
touch panel LCD screen. The models fea-
ture enhanced security protocols for secure 
environments.

Lexmark
The Lexmark CS510 Series color laser printer provides 
PANTONE color matching, smart print management 
and fast speeds. With up to true 1200x1200 dpi resolu-
tion, images and graphics stay crisp, the company says, 
while Lexmark’s Unison Toner ensures consistent qual-
ity. Print speeds hit up to 32 pages per minute in black 
and color—plus produce a one-page colour document 

in 10 seconds. The printer has 
a high-speed dual-core pro-
cessor, 512 MB of upgradable 
memory and Gigabit Ethernet. 
The device prints up to 7,000 
pages per month, plus has 
fewer maintenance hassles 
thanks to its state-of-the-art 
paper handling. With a bright 
color touch screen, convenient 

USB port, large paper input capacity and more, the 
solution makes printing a pleasure.

Epson
With features like easy mobile device 
printing, workgroup connectivity, high 
print speeds and dependability, Epson’s 
WorkForce printers make it easy to find the 
right printing solution for any business. For 
example, the WorkForce Pro WF-4640 is 

a heavy-duty, high-volume all-in-one printer that features extra paper 
capacity. Powered by Epson’s new PrecisionCore printing technology, 
this wireless printer delivers print-shop-quality colour prints and laser-
sharp black and colour text. The product prints from tablets and smart-
phones. The WF-4640 features a 30,000-page monthly duty cycle, a 
580-sheet paper capacity with an 80-sheet rear tray for envelopes and 
specialty paper. Additional features include auto two-sided print/copy/
scan/fax, 35-page two-sided automatic document feeder and 4.3” 
colour touchscreen.

Changing technology means 

organizations must innovate 

or be left behind. Fortunately, 

manufacturers of printers 

and multi-functional devices 

have heeded the call and have 

ramped up the innovation 

through devices with better 

energy efficiency, faster speeds, 

advanced security, print quality 

and more. Here is a look at  

some of the MFPs offering 

something for every need.

Innovation is the key for many 
new printers and MFPs
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By Simon Brown

2016NATIONAL INDUSTRY EXPO

T he National Industry Expo 
is a collaboration between 
PurchasingB2B, Canada’s 
Supply Management maga-

zine and FRASERS.com, Canada’s 
leading industrial search engine, 
to provide a forum for face-to-
face interaction between buyers 
and suppliers from all industry 
sectors. Engage, network, dis-
cover new innovations, products 
and services as well as the latest 
technologies and applications that 
drive your business.

In this article, I’ve chosen to look 
at four aspects for optimizing supplier 
relations. They are the aspects that 
most often come into conversation 
as I talk to both buyers and suppliers. 
They are relevant to all sizes of 
organizations, however in small- to 
medium-sized organizations may 
require special attention.

The person on the other side
Human beings each have certain 
innate characteristics and one of 
them is how they like to interact 
with other people. Some of us like 
to know the personal background 
of people we work with. Meanwhile, 
others find this invasive and 
sometimes disturbing. It is worth 
taking the time to understand the 
person across from you. It is also 
worth taking the time to understand 
whether—for the person across 
from you—you knowing about their 
personal life and them knowing 
about yours is important or an 
unnecessary distraction. Some of the 
areas worth considering are: Does 
the person across the table like the 
status quo or are they excited by new 
possibilities? How does that reflect 
on your preferences? Regarding 
procedures and process, does the 
other party like defined procedures, 
or do options and blue-sky thinking 

excite them? Does the other party 
need the big picture first or do they 
see the world as being built up from 
the details? In my case, I like the 
broad view, however if there is a 
detail that I cannot make work it 
stops me from considering the big 
picture. It does no good for the sales 
person to continue selling me the 
overview, if I just don’t understand 
how it would work for us.

Often the person across the table 
is similar to you, the conversation 
will flow smoothly. However, if you 
feel a disconnect stop and check in. 
If there is a difference consider how 
you might amend your approach 
to more sensitively reflect their 
preferences.

Commodity, product or service 
characteristics 
Those in sales have to believe their 
product or service is vital to their 
clients. However, from both sides it 
is important to build a relationship 
appropriate to the service. If you 
pride yourself on having strong 
relationships with your clients, 
this generally requires a significant 
degree of interaction. If the client 
is buying a commodity item with 
limited risk or cost, they may not 
want the same level of interaction. 
Perhaps they would be happier 
approaching you if they know the 
interaction will be quick and to the 
point. So structure the interaction 
that the buyer needs and be realistic 
about the time constraints of the 
buying team.

From the buying side, the level of 
engagement should be driven by the 
level of spend and risk or criticality 
associated with the commodity, 

product or service. The relationship 
and time invested should break 
down into one of these four 
categorizations:

Low spend & low risk: automated 
relationships with limited touch 
points with the supplier. The 
supplier should be totally focused 
on delivering for you with minimal 
interaction.

Low spend & high risk: the buying 
team need to invest time here to 
ensure that low value critical areas 
are supplied as required a more 
interactive relationship.

High spend & low risk: the buying 
team need to invest time here, 
however it will be focused on 
ensuring that they are maximizing 
the value to their organization. 
Checking for changes in the market 
and seizing opportunities to drive 
incremental value.

High spend & high risk: here the 
buying team will need to invest 
considerable time, truly working 
with the supplier to ensure interests 
are aligned. Cross-functional team 
meetings with the suppliers should 
be commonplace and collaborative 
working the mainstay of the 
relationship. 

The more both sides can structure 
a relationship that is driven by the 
characteristics of the CPS, the more 
sustainable it will be. 

Value
The only purpose for buyer-supplier 
relations is to drive value to their 
respective organizations. Both 
sides therefore need to find and 
acknowledge the value for each of 

OPTIMIZING BUYER-SUPPLIER RELATIONS
Focusing on relationships can help create value for both sides

“From the buying side, the level of engagement should  
be driven by the criticality and risk associated  

with the  commodity, product or service.”

www.NationalIndustryExpo.ca
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them. The economy, depending 
on where you are situated, is either 
dreadful or seemingly stuck in a 
twilight holding pattern. Creating 
new value for our organizations will 
not come from growth alone. The 
pressure to find better and more 
intelligent solutions has never been 
stronger. Contrast two different 
approaches to delivering value. 

We are currently supporting 
an organization as they redefine 
all their supplier relationships, 
build cost models and working 
collaboratively with the suppliers to 
take out real costs, both now and 
into the future. 

Compare an organization that 
has just been purchased by a larger 
organization, the parent company 
sourcing specialists are simply telling 
the supply base they require an 

immediate 10-percent reduction in 
order to retain the business. 

I am sure they will get their 
10 percent. However the parent 
company will have no idea whether 
10 percent is the right number or 
sustainable at all. 

Time 
Time is a subset of value. 
However—particularly in smaller 
organizations—it is so important 
that I have broken it out as a separate 
subject. As individuals all we really 
have is time; to invest in projects, 
make a living and be with our 
families and friends. In building 
optimized relationships, being 
respectful of one another’s time is 
critical. This includes the sales side 
consuming buyer’s time on updates 
with little substance and buyers 

pulling sales teams into bidding for 
business that, either does not exist 
or where they have no intention 
of making an award. We recently 
created a proposal for a CPO who 
was clear on the likelihood of the 
project proceeding. He worked with 
all the potential suppliers to mitigate 
the amount of work required getting 
to that decision point. The project 
did not go ahead, however he has 
ensured that when the organization 
has a “real” opportunity they will be 
getting the best input the suppliers 
can provide.

The workplace is becoming ever 
more stressful for all of us, the 
more we can focus our relationships 
on delivering appropriate, timely 
value in a way that is respectful of 
our personal differences the more 
successful we will all be.

NationalIndustryExpo.ca  20

Simon Brown is executive vice-president at ArcBlue Consulting.
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markets and feedstocks are reviewed regularly on a global basis and pro-
jections are made. In addition, we hold hopper sessions for the next year’s 
projects and prioritize those projects. These projects, hoppers and strat-
egies are then quantified and shared with finance to be worked into the 
operating plan.

Strategic sourcing and finance play key roles during our monthly 
reviews of our manufacturing operations results. These reviews are a 
combination of the inputs from many areas such as strategic sourcing, 
plant managers and facilities. Financial counsel review all items, hav-
ing already analyzed our raw material pricing, production, downtime 
and throughput in the plant, sales, inventory, waste, safety and then 
our results according to our operating plans. As a subsidiary of a large 
multi-national company based in the US, we often post our results in US 
dollars. This adds complexity through exchange rates, as we buy many of 

our raw materials in US dollars.
As part of the larger supply chain 

organization, strategic sourcing also 
reports on accounts payable (AP) bal-
ances, terms and future-looking obli-
gations and price locks. AP is part of 
net working capital and free cash flow. 
Depending on the needs of the corpora-

tion, payment terms can be adjusted when mutually agreed upon with 
suppliers as well as choosing to take early payment discounts or let the 
invoices age to agreed upon net terms. We often think of customer ser-
vice and sales as the corporation’s face, but strategic sourcing also rep-
resents the entire buy side of supply chain for most corporations and can 
commit to financial liabilities.

I coach my team on the premise that we don’t want any supplier that’s 
been unsuccessful at winning an RFP to avoid dealing with us or buying 
our products again. We maintain an ethical and level playing field and all 
are welcome to participate. I always say: “quotes are free.”

When we enter a relationship with a supplier and begin working on 
a transition plan for a piece of business, we must be sure that both of 
the parties involved are in agreement, thereby resulting in a win/win. 
However, as the customer, we typically want the best deal for our side. 
But our suppliers must also be profitable in order to exist and continue to 
service our account. All departments need to create value and be as effi-
cient as possible.

Strategic sourcing works with f inance to ensure proper accruals, 
payables, progress payments, hedges, rebates and forward purchases 
or liabilities. The two areas collaborating to provide accurate report-
ing and proper processing at the lowest cost both in terms of purchase 
price but also in staff ing costs ensures the best return on investment 
for the corporation. B2B

W hen it comes to the relationship between 
strategic sourcing and finance, it often 
amounts to compliance and reporting. As 

a publicly traded company, 3M Canada needs accu-
rate accounting of our finances and must adhere to 
GAAP (generally accepted accounting principles) 
and SOX (the Sarbanes-Oxley Act). Strategic sourc-
ing often participates in very thorough internal and 
external audits to ensure compliance with our docu-
mented processes through ISO for our source-to-pay 
value stream map.

Generally, our clients are at the start of the sourc-
ing process with a need for a good or service. Strategic 
sourcing facilitates the selection, setup, procurement 

and payment for those goods and services and then 
finance accounts for and reconciles payments, lia-
bilities and accruals as needed. Finance and strate-
gic sourcing must both protect the corporation and 
reflect our financial position.

Years ago, I had a situation whereby a buyer made 
a typo on a PO and instead of the PO extending 
to $100,000 it was valued at $10 million. Through 
our controls, finance was able to alert the buyer to 
the error and prevent a large dollar-value error. 
Protecting the corporation by strategic sourcing buy-
ers and agents is done through adherence to our con-
tractual obligations or purchase order terms and 
conditions. Buyers can also protect the corporation 
by paying attention to match exceptions with sup-
plier invoicing, goods receipts and ensuring prices 
equal what’s been agreed to and what’s actually been 
received or invoiced.

Finance and strategic sourcing often work closely 
together during the forecasting process for the 
upcoming year’s operating plans and budgets. In 
my role, this process goes through several iterations 
each year, which begin in the summer. Commodity 

Finance

Jeff van Geel 
is manager,  

strategic sourcing  
at 3M Canada  

Company 

“Strategic sourcing facilitates the selection,  
setup, procurement and payment for goods  

and services and finance accounts for and  
reconciles payments, liabilities and accruals.”

Sourcing  
And Finance
The two areas collaborating helps ensure the  
best return on investment for a corporation

By Jeff van Geel
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ALIGN YOURSELF WITH SUCCESS 
LEARN WITH SCMAO

As the leading association in Ontario for 
supply chain management professionals, 
SCMAO offers professional development 
and education connected to industry.                 

• Taught by supply chain practitioners Our instructors 
translate real-world experience into meaningful 
classroom discussion that you can apply at work. 

• Supply Chain A-Z Whether you’re new to supply 
chain or managing at the highest levels, SCMAO 
offers programming to meet your needs.

• On-Going Support As a full-service association, 
SCMAO offers networking opportunities and career 
building events allowing for maximum career growth. 

TO ADVANCE YOUR 
CAREER, LEARN FROM 
INDUSTRY EXPERTS.

OUR PROGRAMS

For more information on our programs 
please contact the SCMAO offi ce at 
education@scmao.ca or Christopher Lau 
at 416-977-7566 (ext 2145).
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Supply Chain Management 
Developed for skilled supply chain 
professionals at the intermediate level.

Supply Management Training
Foundational courses and seminars in 
tactical and operational knowledge.

Professional Development Seminars
Keeping you informed of emerging trends 
and supply chain practices.

Corporate On-Site Training 
Customized and cost-effective training 
delivered conveniently in your own facility.
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W hether its overall strategic design planning or sorting out the 
finer points for their specifications, evaluation criteria and pro-
cess rules, project teams tend to repeat the same mistakes when 

preparing their solicitation documents. This discussion will cover the top 
ten drafting dangers hindering your organization from reaching a higher 
level of RFX drafting speed and precision.

No design plan: The biggest mistake a drafting team can make is to start 
drafting a solicitation document without first developing a clear design 
plan covering the five core project elements: scoping statement; pricing 
structure; evaluation criteria; contract assembly strategy; and tendering 
format. A design flaw in any of these core elements will result in drafting 
delays and unclear content.

Bad templates: Too many project teams waste their time reinventing the 
wheel and redrafting their standard terms because their base templates con-
tain serious design defects. Unless an organization has maintained an updated 
playbook with a broad range of professionally designed templates, it will expe-
rience drafting gridlock with its project teams wasting valuable time making 
spot repairs to faulty templates instead of 
focusing on critical project details. 

Unclear project scope: Too many proj-
ects fail due to unclear project scoping. 
Midstream scope changes are a leading 
cause of drafting delays and can also undermine the ultimate defensibility 
of a contract award. Project teams must lock down their core scoping deci-
sions during design planning and then execute the project through docu-
ment drafting, bid evaluation, contract award and contract performance 
within the guardrails of those initial scoping decisions. 

Flawed pricing structures: A solid pricing structure forms the founda-
tion for every successful procurement. A weak pricing foundation is a key 
cause of project failure. Project teams should ensure that they develop a 
clear pricing structure that aligns with their specifications, integrates with 
their bid evaluation strategy and anchors their contract management plan. 

Material disclosure gaps: A tender call should have no trap doors. 
Whether it’s disclosing hidden site dangers, past contract volumes or 
implied performance expectations, purchasing institutions should focus 
on transparency in their tendering documents so that contractors know 
what they are bargaining for when they bid on a project. 

Ambiguous criteria: Clear threshold requirements and transparent scoring 
criteria serve as the cornerstones of a defensible evaluation. Unfortunately, 
far too many drafters set their evaluation teams up for failure by drafting 
vague criteria thinking this will give their evaluators greater flexibility. The 
hard truth is that hidden preferences expose the project to failed audits and 
costly bid protests. 

Mysterious process paths: Many organizations fall into the trap of draft-
ing crafty loopholes into their process paths to leave themselves room for 

post-bid improvisation. However, leaving things 
murky leaves your team exposed to process challenges, 
which means your contract awards are vulnerable to 
judicial review. 

Fragmented content sequencing: A tender call is 
not a mystery thriller. There should be no plot twists 
or surprise endings. Avoid sending your readers into 
a free fall of detailed specifications, complex proce-
dures and convoluted criteria. Frame your content 
with a timetable of key process dates, a clear scop-
ing statement, a simplified process overview and a 
breakdown of main evaluation categories and rel-
ative weightings. Then, once you have defined the 
overall document structure, let the details flow in a 
logical sequence.

Recycled parts: Drafters often try to cut corners 
by recycling spare parts from prior documents. This 

rarely saves time since it tends to create an intermin-
gled muddle of content that distracts the team from 
focusing on the critical details of their specific proj-
ect. Instead of chopping and pasting from the recy-
cled bid, project teams should start each project with a 
clean slate, using an up-to-date template and organiz-
ing their content into clearly separated compartments 
based on the structure of their initial design plan. 

Chaotic contract terms: One-size-fits-all contract 
terms are sure to be a bad fit for your project. All pur-
chasing contracts should contain the core provisions 
that tie your payment terms to your specifications 
and performance standards. However, your specific 
project requirements will inform whether you should 
add confidentiality clauses, include indemnities and 
insurance, incorporate intellectual property provi-
sions and integrate dispute resolution and termina-
tion procedures. Avoid overloading your solicitation 
with useless legal filler. 

By avoiding these top ten RFX drafting pitfalls, 
project teams can better ensure a fine-tuned and effi-
cient drafting process to get them to market with 
speed and precision.  B2B
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“A solid pricing structure forms the foundation  
for every successful procurement.”
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PREMIER SPONSORS

JOIN US ON  
TUESDAY, NOVEMBER 22, 2016  
FOR THE ONTARIO EXPORT AWARDS
Network with Manufacturing  
Executives and Business  
Leaders in the Export Sector 
 The Ontario Export Awards  
are the province’s most prestigious 
awards paying tribute to the success 
and innovative approaches of  
Ontario export companies.

Extending across industries and  
including both rural and urban  
representation, the awards are a  
celebration of the contributions 
exporters have made to both the 
provincial and national economy.

Attend this Gala Luncheon and 
connect with leading and emerging 
industry decision-makers within the  
Ontario export sector.

Register early and take  
advantage of Early Bird pricing on 
now until October 28, 2016.
Individual Tickets: $125
Table of 8: $950  

For more information, visit us at: 
ontarioexportawards.com

Follow us @ONExportAwards

GOLD SPONSOR CATEGORY SPONSORS SUPPORTING SPONSOR

ASSOCIATION PARTNERS

MEDIA PARTNERS PRESENTED BY

NOMINATING PARTNERS 
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