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The Digital Shift

T

echnology and big data are two of the hottest topics in business right now. Rarely does
a trade show or conference go by where mention isn’t given to how these trends are
changing the ways organizations interact with customers, suppliers and each other.
Many of these technologies are disruptors on an enormous scale, akin to the Gutenberg
printing press or the automobile.
For example, the SCMAO annual conference in November had a strong focus on innovation and technology, along with how these trends can drive innovation in the supply
chain. During that conference’s keynote address, Nicole Verkindt, founder of OMX and a
Dragon on Next Gen Dragon, discussed technology advances and the so-called networked
economy. This new economy is changing people’s expectations surrounding how they consume products, Verkindt told the audience. It’s also changing how companies must engage
both their customers and suppliers. Amazon, for example, allows readers to download
books immediately—a process that would have been unheard of a few generations ago.
“If I can buy a book on Amazon in nanoseconds, why should I—when I show up at
your credit union—fill out all this paperwork?” she said.
The digitization of business can mean that some businesses are forced to transform
themselves from the ground up. In November, Patrick Maroney, VP of global innovations
at SAP, spoke at a “Best In Fleet” event in Florida, organized by fleet management company ARI. You can read about it on page 18, but during his presentation Maroney cited
Under Armour as an organization that has changed radically to accommodate the shifts
brought on by the digital age. The company has moved from a “towel company” to one
largely focused on both technology and healthcare, Maroney said.
Such shifts can help an organization not only better address customer needs, but in
some cases stay in business. Think of typewriter companies, and how a technology that
was once necessary to the function of any organization has become antiquated within a
few decades. Who among us now can imagine changing ribbons, unjamming keys and
cleaning ink off one’s fingers? These changes are coming quickly and the pressure is on
companies like never before to keep up or be left behind. As Maroney said during his presentation: just 10 years ago, the word “Skype” was a typo.
In some ways, these shifts tie into the theme of this issue of PurchasingB2B, which is sustainability. Digital technology can help organizations to be more sustainable. For example,
technology now allows companies to optimize delivery routes, thereby saving gas, reducing
emissions and helping the bottom line. Ever-growing supply chains can be monitored, thus
helping to ensure corporate social responsibility criteria are being met. Big data provides
opportunities to mine for trends that can lead to more sustainable approaches.
The sustainability theme influenced our cover photo choice as well. The sky and ocean
you see was taken in Florida during an ARI “Best In Fleet” event that PurchasingB2B
attended. We felt the image reflected the benefits and possibilities sustainable endeavors
offer, be they financial, social or environmental. As always, we hope you enjoy the issue.
Indeed, technology provides various ways for organizations to pursue sustainability
goals. Procurement and supply chain would do well to pay attention to the digital shift.
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Business Front

The Meaning Of
Donald Trump
It’s probably not what you think

Toronto-based
Michael Hlinka provides
business commentary
to CBC Radio One and
a column syndicated
across the CBC network.

By Michael Hlinka

T

uesday, November 8 was astonishing Reality
TV. I was working that night, teaching a class
that ran until 8:30pm. Generally, I walk home,
enjoying some fresh air and exercise. But that evening, I grabbed a cab. I wanted to get home as quickly
as possible and watch the election results. I cuddled
up beside my wife (who had predicted a Trump victory months before) and watched the drama unfold.
We were watching CNN which had been dubbed,
and not unfairly, the Clinton News Network, because
of its obvious bias towards the Democratic candidate. Up until 9:30, the story line was that Donald
Trump was doing better than expected. From about
9:30 to 10:30, it changed to: “There’s an outside
chance he could win.” From 10:30 to 11:30, as the
sample became larger and larger: “It’s likely he’s
going to win.” And then capitulation: Donald Trump
was going to be the 45th President of the United
States and that was that. Time to hit the sack.

There are some who think that Trump won because of his stance on
foreign policy in general and Muslims in particular. I agree that Trump’s
position was more similar to the average American’s compared to either
Barack Obama or Hillary Clinton and this likely helped him. But I don’t
think it was decisive for most voters. As James Carville famously said when
he worked on Bill Clinton’s first presidential campaign: “It’s the economy,
stupid.”
It’s my thesis—and I wrote a book about it several years ago—that for
the majority of North Americans, real wages have been stagnant for at
least the past decade. And this is what the electorate was reacting to.
The chattering classes made much of Trump’s “anti-immigration” rhetoric. There were charges that this position was anchored by racism. And
given some of Trump’s statements, it wasn’t a stretch. But I don’t think
that this explains why most Americans voted for Trump. I think most of
the Americans who voted for Trump did so because they intuitively understood that it’s immigration—and particularly illegal immigration—that
depresses their wages.
It’s striking that Trump’s core constituency was less educated working
class whites. College graduates backed Hillary Clinton by a nine-point
margin while non-college grads favoured
Trump by eight percent. This was the
“When I woke up next morning, my
widest gap in a generation. When illegals
first thought was: Was I dreaming last
enter the US, they’re not (for the most
part) competing for work as university
night? Had Trump won?”
professors or government paper-pushers.
The illegals are tradesmen and unskilled labourers.
When I woke up next morning, my first thought
Donald Trump was elected because the majority of Americans underwas: Was I dreaming last night? Had Trump won?
stand (correctly) that their standard of living and quality of life is not what
But by then it was official. Hillary Clinton had
it was a generation ago and that the political establishment wasn’t doing
conceded and it was time to move on to a Trump
anything to address it.
presidency.
Okay. So that’s why Trump was elected. Now the question is what he’s
There was a great deal of discussion in the weeks
likely to do first and how it will impact the American and global economies.
that followed that attempted to make sense of the
If he’s smart—and if nothing else, he demonstrated real cunning in
result. Almost everyone who was seemingly in the
this election cycle—he’ll start with income tax cuts, combined with tax
know was certain that Hillary Clinton would become
reform. This will not only make him popular with most working people,
the first female President of the United States. And
but it will mute the criticism that will come from the people who oppose
while it’s true that she won the popular vote, everyTrump and will always oppose him.
one knew the rules coming in and there was no quesTrump will not build a wall with Mexico. And he will take some flak
tioning the legitimacy of the result.
from his base for it. But there will be greater security along the border.
Before I get to why I think Donald Trump won,
And deportations will increase and this will be enough.
let us find common ground and agree that he won
Trade will be a tougher row to hoe: I’m just not sure how this will play
in spite of his persona, not because of it. The peoout.
ple I know who supported him agreed that he could
Donald Trump has shaken the political establishment and even though
be personally offensive, perhaps even more offensive
I’m not sure that the majority of his voters will see an uptick in their lives
than any other candidate before, yet they believed
as a result, his election in itself was an important statement. B2B
that his ideas were more important.
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Finance Corner

Waste Not,
Want Not
A knock-on effect of sustainability
is often a boost to the bottom line

Siobhan Chinnery is the
vice-president of global
projects/oil & gas at
Schenker of Canada.

By Siobhan Chinnery

T

Minimize risk in long supply chains
It’s important to review the supply chain and ensure that there are not
any risks to life, communities or other social perils with suppliers engaged
along the value chain. As supply chains have become increasingly global
and longer from source to consumer, the risk increases for the organization responsible for that supply chain. An organization that is focused on
the full impact of its supply chain will ensure that all suppliers in the chain
meet its high standards for quality, environmental stewardship, and workplace practices protecting human rights.
When the opposite is true, one can see the impacts in the headlines.
Companies that did not ensure this rigour in their supply chains experienced high costs to recall faulty products, lost revenue from a lack of
customer confidence, unexpected costs related to incidents and the surrounding fallout. The cost avoidance of
having a truly sustainable supply chain
“In streamlining transportation routes, reducing trips
that will not lead to market instability, a
and miles, green initiatives also reduce the consumption
lack of customer confidence and the high
of fuel and maintenance costs for the vehicles involved.”
cost of undoing poor supply decisions is
immeasurable in many cases.
In this article, I’ll discuss three ways sustainable
Simple but beneficial office programs
supply chain initiatives can, and usually do, have a
Many organizations first enter the world of green supply chains by reducpositive impact not only on sustainability efforts, but
ing paper consumption, recycling paper programs and other such initiaon the bottom line as well.
tives focused on the waste produced in the office environment. Many office
programs really do focus on waste, which easily translates to reduced
Cost and waste reduction
costs. Take, for example, an initiative to reduce the number of pages that
Reducing an organization’s environmental footget printed either through double sided printing, a reduced number of
print is often done through waste reduction, which
printers or simple reminders to employees aimed at eliminating unnecresults in cost reduction. For example, organizations
essary printing. These programs target waste, reduce costs and benefit
that reduce the packaging they use will not only see
the environment. This is usually the low-hanging fruit of the green iniless packaging thrown away or recycled, but will also
tiatives—easily implemented and also have the direct benefit of reducing
purchase less packaging. This means reduced packcosts, which should be tracked as cost reduction initiatives as well as susaging costs.
tainability actions.
Another example involves industry where organizations strive to use less water. Doing so often means
Reporting cost reductions
less water treatment chemicals, which lowers the
These few examples illustrate how green or sustainable supply chain initiaoverall costs of products purchased. And finally, in
tives also have a financial reward and could be reported as procurement
the transportation arena, initiatives that reduce the
value creation. All value creation should be supported by practical evidence
miles travelled automatically lowers the greenhouse
and should also focus primarily on cost reductions, rather than potential
gas emissions associated with that delivery service.
cost avoidance. Although mitigating the risk of long, global supply chains
In streamlining transportation routes, reducing trips
can prevent potential upsets and costs, it is not advisable to report this cost
and miles, green initiatives also reduce the consumpavoidance. Focus rather on true cost reductions resulting from a reduction
tion of fuel and maintenance costs for the vehicles
in waste to share the financial benefits of a sustainable supply chain. B2B
involved.
he easiest path to a “greener” supply chain also
happens to be a surefire way to reduce costs.
Most initiatives with the objective to reduce the
environmental footprint of that organization—either
deliberately or as an unexpected benefit—will therefore help to reduce waste.
So remember to calculate the value that’s created
by initiatives that focus on sustainability. Although
cost reduction may not be the main motivation, it
is often an additional benefit. As with all procurement initiatives, cost reductions lead to a one-forone improvement to the bottom line, while a similar
increase in revenue does not get fully realized.
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MUNICIPAL

SUSTAINABILITY
Canadian municipalities turn to supply chains for
effective resource use

T

here is a growing expectation that local governments use
resources efficiently and effectively, while driving positive impacts for the community, society, and environment.
Many municipalities have turned to their supply chains to address
this call to action. The challenge is that most municipalities are
still working at getting the basics in place and growing their programs. Change takes time, and putting into practice a different
way of making purchasing decisions is not easy. This means that
those driving sustainable purchasing work must prioritize finding
ways to communicate and engage, making sustainable purchasing stand out against the emails, information and priorities coming at their staff.
Large municipalities in Canada spend upwards of $20 billion
annually, so a major portion of their social, environmental, and
economic impact is driven by what they buy. By some estimates,
public agencies’ supply chains account for more than 40 percent
of their greenhouse gas emissions footprint. How they decide to
spend their money can have an impact on citizens and the planet.
Many municipalities have now codified sustainability into their
purchasing policies or directives, and have taken steps to apply a
sustainability lens in evaluating their vendors and their products
and services. However, it’s a challenge to embed sustainable purchasing into the organization’s fabric.

The opportunities presented by
sustainable purchasing are vast, and
what is required to make it work is to get
a bit creative, leverage technology, and
keep communication channels open and
collaborative
The challenge is that the integration of sustainable purchasing
requires buy-in and behaviour change across all levels in nearly
every department. Staff needs to be on board and to see it as a
priority. This takes time, and there’s no evidence that it happens
organically—training and engagement activities are a must for
organizations to capitalize on the potential that sustainable purchasing provides. You wouldn’t roll out a new e-procurement system without taking the time to normalize new procedures and
providing opportunities for training. Similarly, municipal staff
can’t deliver on sustainable purchasing activities without robust
investment in training and communications.

By Natalie Duronio

More than 60 percent of municipalities profiled in the Municipal
Collaboration for Sustainable Procurement’s (MCSP) 2015 Annual
Trends Report noted they were still at a nascent stage regarding staff
training and engagement on sustainable purchasing, and none of
them felt as though they were yet doing all they could. Canadian
municipalities have identified staff education and change management as a pillar for their programs, but determining how best to
carry out these activities is a challenge of its own.
Some barriers facing municipalities are finding the resources
and time for training and engagement, and figuring out how to
deliver information most effectively. While it’s tempting to look
for ways to get information across most quickly, simply sending
emails that include slide decks or posting information packages
to online portals is not effective at creating lasting change.
Municipalities are working to tackle this by implementing better training and engagement practices. While trial and error is
involved, best practices have emerged. Staff training and engagement can be a considerable investment, but following the three
principles below will help to ensure that there is a positive return
in terms of the development and success of sustainable purchasing.
Tailor training to the differing needs of your internal audiences.
There are three types of audiences that need to be informed about
sustainable purchasing, each with different learning needs:
• Senior managers or directors who oversee and approve budgets
need awareness of how green and social procurement choices
benefit the business plan. They need to learn how to identify
where their planning decisions will most impact sustainability
goals;
• Those in purchasing roles who are most intimately involved in
the bulk of this work need to; and
• Administrative staff or P-card holders who make spot purchases or perform ordering need a sustainability mindset—
understanding that small purchases can add up to have bigger
impacts. This group needs instruction to gain and maintain
awareness of the environmentally and socially responsible
choices they can influence.
The best results come from tailoring training to each audience
so they’re well versed in the messages and procedures most relevant to their involvement in sustainable purchasing.
Avoid “one-and-done” style training. Research shows multiple
learning interventions lead to the greatest retention and ability to
apply knowledge. Organizations should avoid holding a single,
comprehensive training session on sustainable purchasing. Even
speaking with a supervisor about what you hope to get out of a pos-
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sible training event adds impacts, again if
there’s a post-event discussion.
Particularly when new tools to support
the work are being rolled out, it’s important for staff to be introduced to the tools,
then to work with them, and over time, to
further ask questions and learn more.
The City of Vancouver’s supply chain
management team held multiple one-hour
staff training sessions when new sustainable purchasing processes and tools were
rolled out in 2015. All SCM staff were
trained and re-trained in the new tools
and processes. The training sessions were
tailored to the needs of each group within
SCM to ensure the most relevant information for their needs. The design of the
training—with an initial session, then follow-up sessions—reinforced new practices
and identified implementation challenges.
Apply a blended learning approach.
Staff has different learning styles, and
organizations get the best results when
their people receive content in multiple
modalities. This means mixing formal
sessions with informal opportunities to
ask questions. It also ideally means using

a mix of in-person sessions, with digital content and reference materials that
can be worked with independently. After
introducing sustainable purchasing concepts at an in-person meeting, the City
of Edmonton exposed their staff to more
material in short, online modules and distributed short follow-up emails. This has
been complemented by discussions with
the contact for sustainable purchasing,
workshops, and inviting staff to attend
webinars on sustainable purchasing topics.
Sustainable purchasing is the way forward for municipalities and other organizations that need to deliver social,
environmental, and economic impact.
Getting this impact requires a culture
shift toward sustainable purchasing, and
this means engaging staff from across
the organization and empowering them
to think differently. Information overload is a challenge, but this doesn’t mean
that training and engagement should be
overlooked; on the contrary, it creates
an imperative to be strategic—integrating sustainable purchasing into existing
orientation sessions, basic procurement

procedures and ongoing training.
The opportunities presented by sustainable purchasing are vast, and what
is required to make it work is to get a bit
creative, leverage technology and keep
communication channels open and collaborative. The result will be an integrated system, in which sustainability is
fully embedded into procurement practices and drives real impact, helping
to achieve municipal goals and tangibly improve the social, environmental
and ethical performance of our procurements and impacts of the supply chain.
Ultimately, effective engagement can
lead to a way of purchasing that drives
change, turning the organization’s supply
chain into a catalyst for social and environmental innovation in the marketplace
leading to a circular and inclusive economy. B2B
Natalie Duronio is
program coordinator for
the MCSP and works with
Reeve Consulting.
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SUSTAINABLE

JOURNEY

A few of
Canada’s
sustainability and
procurement
leaders provide
advice on moving
your operations
towards a
greener future

I

n recent years, procurement has seen sustainability move from a set of
tasks done off the side of the desk to a value that’s integrated into the
purchasing function and the supply chain. Sustainability has moved
to not only a top priority for procurement professionals but also a core
value for many organizations. Sustainability—while for some a concept still limited to environmentally friendly or “green” products,
recycling and similar ideas—benefits not only the environment but
also corporate social responsibility and the bottom line. Companies
and organizations now realize this, and are incorporating sustainability into their business practices.
PurchasingB2B spoke via email to several sustainability and procurement experts
about their own companies’ journeys to sustainability, what challenges they
encountered, successes they’ve accrued and best practices they can pass along to
other organizations.
One such company to recently look at its procurement practices through a sustainability lens is lululemon. In 2016, the Vancouver-based athletic apparel company’s global procurement team was in the process of developing policy and strategy,
says Julie Strilesky, sustainability operations manager. At the same time, the procurement and sustainability functions both acquired new leadership, which offered
a timely chance to integrate sustainability into the procurement function.
Sustainability has now been included in lululemon’s global procurement policy,
and the company is integrating social, environmental, economic and transparency
considerations into its sourcing, Strilesky says.
“Since we started, nearly a dozen projects will have sustainable criteria incorporated into the products and services being purchased,” she says. “Projects under-
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“We need to achieve different results to
sustain the population and if we do not do
things dramatically different we will not
achieve the results needed.”
- Victoria Wakefield

way in the coming months include energy procurement for
North America, building management systems and fixtures
for our stories.”
Initially, lululemon has focused on developing tools and
resources that were made available to the procurement team
so they are educated about standards and opportunities, she
said. The team has included sustainability considerations in
its global policy and procurement tools, and works with partners and clients within the company to add a sustainability
element to sourcing events.
In doing so, the procurement department is driven on a
personal level to put initiatives in place while learning about
opportunities along the way. “One leader within the team has
conducted extensive research to understand possibilities for
better impact polybags, and has given potential suppliers the
challenge of differentiating themselves on their sustainability
offerings,” Stilesky says.
While lululemon’s journey is still in its early stages, the company has made progress in the number and range of projects
examined through the lens of sustainability as well as the collaboration created between the sustainability and procurement teams, she adds. Lululemon has seen a number of wins,
including green energy use in Australia, FSC-certified recyclable gift cars and recycled content in polybags and cardboard boxes.
The journey has also taught the company several things,
including the importance of getting engaged in projects early
in the procurement process, fostering strong communication
between teams, as well as the value of upfront education—
both on the “why” and the “how” of sustainability initiatives.
As well, the importance of ensuring that leadership and decision-makers are on board and champion sustainability efforts,
clearly establishing what success should look like for each project based on factors like quality, cost, the environment, delivery and so on.
For procurement organizations looking to embark on
the path to more sustainable operations, lululemon recommends developing a deep understanding of the business, as
well as who the decision-makers are, and communicate and
build relationships with executives and functions across the
organization.
“Once someone understands and trusts you, you are far
more likely to get traction,” Stilesky says. “Timing is also critical as is being aware of budget cycles and current company
conditions.”

UBC’s sustainability journey
In its sustainability journey, the University of British Columbia
has developed both supplier outreach material and a sustainable purchasing guide—designed for university employees to
help them make sustainable buying decisions—all of which is
available on the institution’s website (https://sustain.ubc.ca).
The material came about as the school was doing outreach to
it’s various departments to ask why they weren’t ordering ethical and sustainable items, says Victoria Wakefield, the university’s manager of purchasing and operations, student housing
and hospitality services. The answer, she says, was simple:
departments wanted to source better options but hadn’t been
provided with a guide on how to do so. UBC had committed
at the corporate level to integration of its operational and academic efforts in sustainability, and there was already commitment to going green long before the need for the guide became
apparent, she says.
The payoff was big since the items included in the guide
fell outside of university-wide contracts. “The items in the
guide are typically within a spend level that units are left
to source themselves within acceptable budgets,” Wakefield
notes. “Many of these items are low hanging fruit and campus
departments were looking for some guidance on the best sustainable choices for small spend items.”
While the University of British Columbia is over 100 years
old, the institution’s sustainability journey begins relatively
recently, in 1990, when it signed the Talloires Declaration
that enshrined the commitment of higher learning institutions to make sustainability a foundation for campus operations, research and teaching. Since then, UBC became the
first campus in Canada to adopt—a sustainable development
policy and to open an office devoted to campus sustainability.
In 2007, the school met its Kyoto Protocol targets and reduced
greenhouse gas emissions by six percent below 1990 levels.
“There has been many challenges along the way and some
great setbacks, but if you consider setbacks opportunities to
learn more and establish a better vision it keeps momentum
moving in the right direction,” says Wakefield.
The university also completed a zero waste action plan in
2014, she notes. The province’s landfills are full, and with
over 400 buildings on the Point Grey Campus, there are myriad opportunities to show leadership in achieving zero waste.
Focusing and prioritizing where products will end up at end of
use—even before those products are procured—has provided
the procurement team with an ongoing project. “We have
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ENERGY-EFFICIENT DEVICES

installing or upgrading to modern
devices that permit reduced energy use
intensity, such as LED lighting.

INNOVATIVE
EQUIPMENT

installing equipment
such as magnetic
bearing chillers. The
motor in this type of
chiller rests on magnetic bearings and
levitates when turned
on. It encounters
less running resistance, reduces energy
consumption and
requires less frequent
maintenance.

OCCUPANCY SENSORS

ensures light, heat and ventilation systems in office spaces only turn fully on
when the building detects people inside.

rolled out a campaign called ‘sort-it-out’ and that is exactly
what we’ve been doing,” she says. “From composting to construction waste we have sorted it out!”
Talking, networking and learning from others on campus has
helped UBC keep on the right path in its journey, Wakefield
says. Staying connected and listening to both successes and
challenges—then trying new approaches—has yielded results.
The school’s climate action plan commits to a 33-percent reduction by 2015, a 67-percent reduction by 2020 and 100 percent
by 2050. UBC is now investing in large-scale energy retrofits,
alternative energy systems and engagement strategies to meet
those energy and climate targets.
“What’s worked well has been setting outrageously bold
goals,” she says. “We need to achieve different results to sustain
the population and if we do not do things dramatically different we will not achieve the results needed. It will take courage
and risks and looking at water, and energy and waste differently
than ever before. At UBC, sustainability is not just a word to
define—it’s a word that defines us.”
Building sustainability
Procurement and sourcing departments require support from
upper management when enacting sustainability practices,
notes Eric Noue, director of strategic sourcing, strategic sourcing office, at Manulife-John Hancock. To get that support, it’s
critical that any sustainability action lines up with the company’s overall strategic priorities, he says. As well, any of those
initiatives must have benefits—be they financial, social or
otherwise—that would result from putting them into effect.
“Sustainability is about getting the most out of the dollars we
invest in our buildings while making changes that result in better building environment and ultimately contributing to higher
personnel productivity and satisfaction levels,” he says.
For its part, Manulife-John Hancock has implemented an
improved toner recycling program, which works with vendors

to return used toner cartridges directly to the vendor. Those
vendors track and collect those toner cartridges at no shipping
costs to the company. Along with this, the Manulife Global
Asset Management Group also has an environmental, social
and governance (ESG) policy that outlines how the organization integrates the evaluation of risks into its investment process, Noue says. In 2015, Manulife Asset Management also
became a signatory to the United Nations–supported Principles
of Responsible Investment (PRI) initiative.
The company’s new office tower developments look to
Leadership in Energy and Environmental Design (LEED)
Gold certification as the basis for design, Noue notes, with a
focus on reducing operational energy consumption. Designs
also specify high levels of durability for equipment to improve
performance and reduce replacement costs and waste over a
building’s lifecycle, he says. This approach focuses on reducing the operational lifecycle costs of its buildings and the
waste they generate. Noue notes that the company is reducing
energy consumption in its real estate through:
•
Occupancy sensors: ensures light, heat and ventilation systems in office spaces only turn fully on when the
building detects people inside.
•
Energy-efficient devices: installing or upgrading to
modern devices that permit reduced energy use intensity,
such as LED lighting.
•
Innovative equipment: installing equipment such as
magnetic bearing chillers. The motor in this type of chiller
rests on magnetic bearings and levitates when turned on.
It encounters less running resistance, reduces energy consumption and requires less frequent maintenance.
The journey to sustainability may be a challenging one
at times, but also one that can yield rewards. Organizations
undertaking steps to become more sustainable have a wide
breadth of resources available to them, as well as others on the
same journey to learn from. B2B
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Cadillac

Plug-in hybrid Cadillac on
sale in spring

Cadillac’s first 2017 CT6 Plug-In
Hybrid prestige sedan will go on sale
in spring 2017, with a total driving
range of over 400 miles. The CT6
Plug-In Hybrid system is designed
for responsive, all-electric driving for
most daily commutes, while providing
blended power from the engine and
battery at higher speeds and higher loads, said Cadillac.
All-electric range for the vehicle is an estimated 30 miles. But the car’s
combination of efficient engine and battery power gives drivers more than
400 miles of range without having to find charging stations along the way.
The advanced propulsion system also removes range anxiety for our customers, said the company.
Cadillac’s prestige plug-in hybrid entry provides the same zero-to60mph performance as its V6-powered competitors, while achieving
roughly twice the full EV range and MPGe figures.
The vehicle will have fuel economy estimated at 65 MPGe. Miles per
gallon equivalence (MPGe) compares energy the consumption of plug-in
electric vehicles and other advanced technology vehicles with the fuel economy of conventional internal combustion vehicles in miles per US gallon.
The CT6 Plug-In Hybrid combines an all-new rear wheel drive electric
variable transmission to provide smooth, powerful acceleration. The twomotor EVT system combines with the 2.0-liter turbocharged four- cylinder
gas engine to produce an estimated total system power of 335 hp (250 kW)
and 432 lb-ft (586 Nm) of torque. This helps propel the vehicle from a zero
to 60mph in an estimated 5.2 seconds, said Cadillac.
The CT6 Plug-In Hybrid launches in North America in spring, 2017.

Shell Canada and
Purolator sign fleet
card deal
Shell Canada has inked a multi-year agreement to provide Shell Fleet Navigator Card services to Purolator,
an integrated freight and parcel solutions provider. The
companies announced that Purolator has transitioned
its fleet of 3,000 drivers across Canada to the Shell Fleet
Navigator Card.
“As one of the most prominent freight, parcel and
logistics solutions providers in the country, Purolator
has a massive footprint and a complex fleet operation
to match,” said Josh Ferguson, national sales manager,
commercial fleet, Shell Canada. “Through this relationship, we’re excited to help further optimize their fleet
operations by providing insights and unprecedented
flexibility for their fleet drivers.”
In addition to Shell’s accessible fuel network, fleet
managers at Purolator will have access to Shell’s online
card management tool, eTRAC. The system provides
insights into driver spending, allows managers to set
card restrictions and access reporting functions.
“Shell brings great experience in the fuel management space as well as a strong reputation for customer
satisfaction,” said Serge Viola, director, assets management at Purolator. “We selected the Shell Fleet
NavigatorTM Card based on Shell’s package of value,
reporting and customer service. We look forward to a
collaborative partnership in the years ahead.”
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Ford of Canada names
new president

The 2017 Chrysler 200 earned a fivestar overall safety rating from the
US National Highway Traffic Safety
Administration (NHTSA). The frontwheel-drive (FWD) version merits five
stars, the company said, while the allwheel-drive Chrysler 200 has not been
rated. Five stars is the highest safety rating given by NHTSA.
The mid-size sedan also scored five stars in each of the crash tests
that NHTSA conducts. They simulate:
•
A frontal collision;
•
Side-impact in a two-vehicle collision; and
•
Side-impact in a single-vehicle collision with a pole or tree.
These test results come after the Top Safety Pick+ rating given to
the 2016 Chrysler 200 by the Insurance Institute for Highway Safety
(IIHS).
Passive safety systems, such as a vehicle’s body structure, help mitigate the effects of a crash, said Chrysler. More than 60 percent of the
Chrysler 200’s body structure consists of high-strength steel, which
helps the vehicle maintain its integrity during collisions.
Active safety systems, such as Full-speed Forward Collision WarningPlus, help drivers avoid crashes. That system benefits from sensorfusion technology, the company said, which combines a camera with a
radar sensor to deliver greater object-detection precision.
Full-speed Forward Collision Warning-Plus provides alerts, autonomous braking and, under certain circumstances, slows or brings
the 2017 Chrysler 200 to a full stop when a frontal collision seems
imminent.

Ford Motor Company of
Canada, Ltd. has named
Mark Buzzell as its next
president and CEO, replacing Dianne Craig, who
has served in the role for
the past five years. The
appointment is effective as
of January 1, 2017.
“While the sales leadership title is a nice pride
point for our dealers and
employees, what I consider our greatest accomplishment is how we achieved that success. We are the bestselling brand due to an unwavering focus on what is
best for our customers,” said Craig.
Buzzell, currently general manager for the western market area in the US, joined Ford in 1989 and
has held a variety of marketing, sales and service positions across the country, as well as in the Caribbean
and Central America. He has a bachelor of business
degree from Pennsylvania State University and a master’s degree in marketing from the University of Notre
Dame.
“I look forward to joining Ford of Canada’s winning team to lead the company’s efforts to be the most
trusted and admired automotive brand in the country,” Buzzell said.

The latest Allstate Insurance Company
of Canada Safe Driving Study reveals
that collisions continue to rise in a number of provinces. Despite improvements
in Alberta and New Brunswick, the
national collision frequency rate has risen
from 5.6 percent to 5.7 percent since the
previous period, representing a 1.7 percent increase in claims across the country, the report says.
Now in its eighth year, the Safe Driving
Study examines collision data of Allstate
Canada customers in Alberta, New
Brunswick, Nova Scotia, and Ontario—
which is then used to rank cities across the

country according to collision frequency.
Of the 86 communities included in the
2016 study, Spruce Grove, AB ranked as
the safest, with a collision frequency rate
of 3.6 percent, while the community with
the highest regularity of collisions was
Halifax, at 7.8 percent.
Despite an overall hike in the frequency
of collisions, two provinces experienced
particularly significant increases. For the
second consecutive study, Nova Scotia
was the province with the highest collision
frequency rate, increasing from 5.4 to 6.4
percent, representing an increase of 17.8
percent since the previous period. Ontario

Thinkstock/Getty Images

Collisions on the rise:
Allstate Canada study

Ford of Canada

Chrysler

2017 Chrysler 200 earns
safety rating

followed suit, jumping from 5.6 to 5.8 percent. Conversely, New Brunswick was
the province with the lowest collision frequency rate at 5.1 percent.
Allstate data shows that the three most
common types of collisions are: vehicles being rear-ended (26 percent); accidents that occur while passing through
an intersection or turning (24 percent);
and collisions involving parked vehicles
(13 percent).
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ADD A FEW HARD WORKERS
TO YOUR CREW.

GREEN

FLEET
VEHICLES

Eco-minded options grow in popularity

In the span of a
few years hybrids, EVs
and ultra-efficient vehicles have

FORD

are several reasons for their widespread gain
in popularity; aside from better awareness of
environmental impact, consumers are realizing
an alternative energy vehicle can be easier
on the pocketbook—especially given the
attractive rebates currently on offer. Here
are just a few of the “green cars”
available on today’s market.

SUBARU
> Subaru’s first ever hybrid, the
Crosstrek Hybrid, will be discontinued for 2017. But most of their current
lineup, including Forester, Crosstrek,
Legacy, Impreza and Outback, already
wear “PZEV” badges, for Partial Zero
Emissions Vehicle. These vehicles have
traditional power trains, but they’re
engineered to produce up to 80-percent
lower emissions than their conventional
counterparts. PZEV, once offered as
an option, is now standard on naturally
aspirated, four-cylinder Subarus, without affecting performance. Subaru also
plans to introduce an all-electric crossover for 2021.

Image: Subaru

> Ford’s mid-sized four-door comes
in two hybrid flavours: Fusion Hybrid
and Fusion Energi Plug-in ($25,388$38,788). Fuel economy numbers for the
Fusion Hybrid are 5.5/5.7L/100km,
and 2.7L/100km combined for the
Energi. Which one you choose depends
on whether you value fuel economy
over utility—the Energi has the lowest
trunk space in the segment. It has up
to 34km of EV-range however, and a
combined range of 982km. The power
trains remain the same on both hybrids,
but for 2017, there’s more safety technology including hands-free parallel
and perpendicular parking, pedestrian
detection, lane-keeping assist and blind
spot warning with cross-traffic alert.

to mainstream acceptance with most
automakers fielding at least one entry. There

HYUNDAI
Image: Lesley Wimbush

GENERAL
MOTORS

> Chevrolet’s electric Bolt has managed
to achieve what every
other EV maker has
tried and failed to do;
by delivering a perfectly
normal driving experience, with no rangeanxiety, that comes in
under $40,000 (when
you factor in rebates). The mainstream-looking Bolt offers
383km of driving on a single charge.

Image: Ford Motor Company

Image: Lesley Wimbush

gone from curiosities embraced by the
eco-conscientious and early adopters

> Hyundai has had great success
with their Sonata Hybrid and Hybrid
Plug-in, which offer best-in-class passenger space. Recently introduced, the
Ioniq is available in Hybrid, Plug-in
hybrid and all electric, and is remarkable mainly for its rather unremarkable
appearance. Forgoing the ultra-modern weirdness typical of some green
vehicles, the Ioniq offers a conventional driving experience and plenty of
safety and connectivity technology. The
Plug-In hybrid boasts over 40km in allelectric mode, while the Ioniq Electric
has a range of 177km and a fuel-rating
equivalent of 1.89L/100km on a single
charge.
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MERCEDES
BENZ

Image: Mitsubishi

> The long overdue arrival of the
Outlander plug-in hybrid has been onceagain postponed—to next summer. This
leaves only the i-Miev, a rather crude and
outdated electric car whose range and
power lag far behind competitors. Still, it
boasts zero emissions, has space for four
adults (compared to the Smart Electric’s
two), a comparatively low price, and it qualifies for Ontario’s $8,299-$14,000 rebate.

NISSAN

HONDA

> One of the first really viable allelectric vehicles out there on the
market, the Leaf is also happens
to be the world’s best seller. But
the vehicle’s range could be drastically affected by the Canadian
climate. For 2017, the Leaf—
which is priced at $32,698—was
rumoured to be getting a 60-kWh
battery pack—that would make
it more than twice the size of the
current unit. The move would
make the Leaf better able to compete with the Chevrolet Bolt and
Tesla Model 3. The larger battery
pack would approximately double the Leaf’s range. Apparently,
that boost in the car’s energy storage and range won’t actually happen until 2018. For now, however,
all 2016 Leafs (including the base
model S which used to have 24
kWh) will come with a 30kWh
pack and an estimated 172km of
range.

Image: Nissan

Image: Mercedes Benz

> While the luxury German
automaker currently has several
Bluetec clean diesel models in its
lineup, it’s promising to deliver
four all electric vehicles by 2020.
Two will be sedans—in the
mid-size C-Class and full-size
S-Class range, and the other two
will be compact and mid-size
crossovers. The refreshed, fullsize Mercedes-Benz S550e plugin hybrid ($117,300- $134,000)
will reportedly have greater electric-only range, and wireless
charging for 2017. None of its
competitors offer customers the
convenience of charging their
car without cables and ports.
Offered only as a long-wheelbase
version, the S550e is loaded with
luxury features like massaging
seats, adaptive cruise control and
semi-autonomous technology.
The 436hp luxury car has an
official combined consumption
rating of 9.7L/100km.

MITSUBISHI

iImage: Honda

Image: Toyota

TOYOTA

> The de-facto poster child of
the hybrid movement, the Prius
was a game-changer when it
arrived two decades ago. After
a lacklustre attempt in 2012
to produce a plug-in version,
Toyota got it right with the new
2017 Prius Prime. With a combined driving range of 965km
and official fuel consumption
rating as low as 1.96/100km,
the Prius Prime is a viable commuter as well as inner city runabout. While
it doesn’t offer quite as much useable cargo space as the Prius Liftback or
Prius V, the Camry Hybrid (from $29,235) is a stylish, powerful sedan with
a more refined driving experience and nicely appointed cabin with plenty of
features.

> Honda has finally released a
mass-produced fuel-cell vehicle
in their new FCX Clarity, which
will eventually be available as
both an electric and hybrid vehicle. In the meantime, hydrogen charging stations in Canada
remain few and far between.
However, after a year’s hiatus, the Honda Accord returns
for 2017 with more horsepower,
more safety technology and a
four-percent improvement in its
fuel efficiency. As well, the new
official fuel consumption ratings
of 4.5/5.1 put the Accord Hybrid
at the top of its class with regards
to fuel economy. It also comes
with Honda Sensing, which is a
suite of advanced safety technology including adaptive cruise
control, lane-keep assist, emergency braking and blind spot
warning.
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DEALING WITH

DATA

Companies should try to sip
information rather than guzzle it
By Michael Power

Image: Dorothy Jakovina

A

mere 10 years ago, the word “Skype” was a typo. Patrick
Maroney, VP—global innovations at SAP, made the
statement to illustrate the enormity of the changes the
world is undergoing these days. The digital economy is radically transforming everything from healthcare to manufacturing, from supply chains to fleet management. Maroney went
through developments in some of these areas during a Best
In Fleet event organized by ARI Global Fleet Management
Services in Florida in November.
As the digital economy develops, how data gets used becomes
more important, Maroney notes. And when it comes to capitalizing on that data, there’s never been a worse time to be
behind—nor a better time to jump ahead—than now. He noted
Under Armour as an example of a company transforming itself
to adapt to the digital economy. Once just a towel company,
Under Armour has expanded into healthcare. The organization
has also partnered with hospitals and municipalities to investigate how to use biometrics (or “telematics for the body”) to
help lower healthcare costs while encouraging people to work
with them and use their clothing, Maroney said. In exchange
for allowing the healthcare system to monitor through biometric clothing or devices when someone is exercising, sleeping and
so on, healthcare costs could potentially drop. “The fact that
that data can be leveraged, used and easily gathered right off
my wrist, and it starts telling me how I can live longer if I just
did these things and got this much rest and did this many more
flights of stairs, it would take it to a whole new level—that’s what
Under Armour is doing with these other programs,” he told the
audience.
Under Armour has also moved into technology, and has
access to customer information through social media, Maroney
noted. And while the company can mine its social media information to try to sell consumers more products, Maroney noted
that it’s also looking to better the lives of those customers rather
than to immediately monetize its initiatives. “If I’m going to better your life you’re going to buy more from me anyway,” he said.
Maroney also cited a small consortium of farmers in Europe
that was trying to decide what crops to plant. SAP worked with
the group to build a solution to help. That solution was so successful that the consortium decided to sell insurance to other
farmers for predicting weather and how that weather could
impact crops. The farmers now plan to take the solution to other

industries, he said.
Such examples stretch the imagination while helping to provide examples for other businesses, Maroney said. ARI, for
example, is watching how customers use their fleets and is providing customers with advice based on those observations, he
noted. And the first goal should be to use the data to drive value
for customers rather than making money from it.
Maroney likened dealing with data to drinking beer, which
isn’t consumed by the keg, or even pitcher, but sipped from a
glass. Companies should work to consume IoT data—especially
real-time data—by the sip as well. Telematics is an example
of how such technology—and the ability to analyze data rapidly—gets applied in another area, he noted. “I can look at the
wear and tear on certain components and I can predict when
I’m going to have issues,” he said. “I can look at what the causes
of those issues are and when I change certain components, I can
see that by the nature of this alarm, this problem historically,
there’s a pattern that I should change all these other assemblies.”
Where should companies start? Focus on innovation,
Maroney said. Innovation is the intersection between desire and
what’s feasible and will provide value, he noted. He advised getting out of one’s comfort zone to look for new ideas. Look at what
other industries are doing and develop case studies that go from
many ideas to the ones that are the most valuable and feasible,
then rank them. B2B
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NO ONE OUTWORKS
YOUR TEAM.
FUELLED BY ADRENALINE
AND DETERMINATION,
THEY MAKE THINGS HAPPEN.
NO MATTER WHAT.
YOUR TEAM GOES
THE DISTANCE.

YOU NEED A TRUCK THAT
DOES THE SAME.
A TRUCK THAT’S

MEET THE ALL-NEW 2017 SUPER DUTY®.
BEST-IN-CLASS
MAX. TOWING
32,500 LBS *

BEST-IN-CLASS
PAYLOAD
7,630 LBS **

BEST-IN-CLASS
430 LB-FT OF
GAS TORQUE ***

BEST-IN-CLASS
925 LB-FT OF
DIESEL TORQUE ****

FLEET.FORD.CA | 1.800.668.5515
Vehicle(s) may be shown with optional features. †F-Series is the best-selling line of pickup trucks in Canada for 50 years in a row, based on Canadian Vehicle Manufacturers’ Association statistical sales report up to
2015 year-end. *On F-450 DRW with 6.7L V8 diesel engine. When properly equipped with available factory-installed equipment. Class is Full-Size Heavy Duty Pickups over 8,500 lbs. GVWR vs. 2016 competitors. **On
F-350 DRW with 6.2L V8 gas engine. When properly equipped. Class is Full-Size Heavy Duty Pickups over 8,500 lbs. GVWR vs. 2016 competitors. ***On F-250/F-350 with 6.2L V8 gas engine. When properly equipped.
Class is Full-Size Heavy Duty Pickups over 8,500 lbs. GVWR vs. 2016 competitors. ****On F-250/F-350 with 6.7L V8 diesel engine with automatic transmission. When properly equipped. Class is Full-Size Heavy Duty
Pickups over 8,500 lbs. GVWR vs. 2016 competitors. ©2016 Ford Motor Company of Canada, Limited. All rights reserved.
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THE VERGE OF

D I S R UPTION

Autonomous vehicles and
driverless cars among
topics at Best In Fleet event
By Michael Power

A

utonomous vehicles, electric cars,
ride sharing and other automotive trends are changing the way
North Americans view cars and mobility. No doubt, these developments are also
shaping how fleets operate. To discuss these
trends, two representatives from global
management consulting group McKinsey
and Company spoke to assembled guests
during a Best In Fleet event organized by
ARI Global Fleet Management Services
in Florida in November. Joe Moser, associate principal, and Inga Maurer, partner,
shared insights into what recent automotive trends might mean for the fleet world.
The pair touched on opportunities that
might arise, driverless fleets, working with
insurance companies, sharing vehicles
across fleets and more.
Maurer discussed several trends beginning with connectivity, which will provide
several advantages, she said. For example, fleet drivers will be able to get data
from a vehicle so that they pull a vehicle
off the road to do preventive maintenance
before a breakdown. Connectivity also
allows for more efficient route planning,
Maurer noted, citing UberPOOL’s ability to merge the routes of two customers,
thereby splitting the cost in the process.
Another mega-trend was changes to
the popular view of vehicles and mobility.
Historically, people have owned one car
for a single purpose, she said. These days,
people look at options that allow them to

use different vehicles for leisure, commuting and other functions.
Autonomous vehicle advances hinge
around not only what level of assisted driving the consumer wants, but also what
regulations will allow and what technology can provide. While car companies
can produce high-level AVs, the challenge
remains getting those vehicles to operate
within a changing ecosystem.
Electric vehicles, another major trend,
have existed for decades, Maurer noted.
The push is growing in some places for
more electric powertrains, but the infrastructure to support those vehicles needs
to be in place. “Whether we talk to OEMs
or suppliers, they all believe we’re actually
at the verge of disruption,” Maurer said.
The timeline for such disruption is
speeding up, she said, with organizations
looking for strategies over the next three

safety features need connectivity to work.
But all this doesn’t mean a switch to
connected, autonomous EVs will happen
overnight, said McKinsey and Company
principal Joe Moser. Changes will most
likely come through first on premium cars
and some commercial fleet vehicles, Moser
noted. “It’s not going to be a boom, and all
of a sudden there’s going to be a bunch of
robot cars driving around on the road,” he
said. “We think it will implement slowly.”
Electric vehicles remain the key disruptive trend in the industry over the next 10
to 15 years, Moser said. Regulation is the
driver, with C02 emissions targets pushing
many automotive manufacturers to start
thinking about EVs a while ago.
Commercial fleet impacts of autonomous vehicles depend on several factors,
Moser said. Does the fleet haul freight or
passengers? Must the driver be there or

“It’s not going to be a boom, and all of a
sudden there’s going to be a bunch of robot
cars driving around on the road. We think it will
implement slowly.”—Joe Moser
or four years rather than decades. Why
are these changes occurring so quickly
now? For starters, electronic vehicles enjoy
a more favourable reputation among the
latest generation of consumers, Maurer
noted. Costs have also fallen, making them
a more compelling option. Lastly, there
are more charging stations than ever.
The connectivity push is helped by the
fact that people rely on mobile devices,
Maurer said. Rising safety standards also
play a part, as many recently developed

“

is the focus on point-to-point delivery?
AVs offer several potential advantages to
fleets, like potentially lower fuel consumption, lower insurance, fewer driver-related
accidents and a parking need. Companies
should look at total cost of ownership.
“There’s going to be significant change
in fleets,” Moser said. “It’s more of a question of how quickly do you role in some of
these new technologies and how do you
calculate the total cost of ownership or the
impact you get for your business.” B2B
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“Switching from domestics,
our fuel costs have been cut in half.”
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.
/MercedesBenzVansCA
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2017 CANADIAN

TRUCK KING CHALLENGE
The 2017 Hemi-powered Dodge Ram 1500 lands in the winner’s circle

Photos: Howard J. Elmer

By Howard J. Elmer

I

t’s been 10 years since trucks and
journalists first assembled at the
IronWood test site for “real world”
truck testing. Since then, each year
has brought different trucks—sometimes more, some years fewer—but the
interest among Canadian truck buyers
has steadily grown. After all, we’re the
only ones who do this.
This year we had 11 pickup trucks,
falling into four classes: midsize, fullsize
½-ton and fullsize ¾-ton. The fullsize

one-ton trucks were tested in London,
Ontario a few days later. In the Midsize
we had the Honda Ridgeline and the
Chevy Colorado diesel. Toyota opted
not to give us a Tacoma (which we
tested last year). Nissan Frontier was
also not offered, no doubt because it’s in
the last year of its current cycle before a
major upgrade.
Between the two midsize trucks the
Honda impressed the judges. As with
anything new, it had an edge—while the

Colorado diesel was a big splash last year.
However it wasn’t just the new factor that
pushed its score past that of the Colorado. The prior generation of Ridgeline
was a niche, quirky truck that appealed
to a select buyer. Ridgeline has moved
closer to the mainstream while retaining
some unique characteristics. It did most
everything (payload, towing, even offroad) well and still offered the most “carlike” ride. The judges rewarded Honda
for a significant generational update.
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HONDAwell
RIDGELINE
, even off-road)
and still offered
final
score
of 75.5%
the most “car-like” ride.
The judges
rewarded Honda for a significant generational CHEVY
update. COLORADO
final score of 72.2%

The full-size ½-ton category is the
meat of the market. In Canada, it
makes up just under 80 percent of
total pickup sales. As such, it’s one of
the most competitively fought over
among the builders and for us at the
Challenge it’s a segment that we annually consider carefully—as in, what
to test and how.
Despite the competition, as I mentioned, there are rarely more than
two “new” half-tons in a given year.
Generational upgrades are typically
seven years apart, while lesser changes do come along in-between. These
facts leave us with a problem when it
comes to testing. How do we field a
full spread of pickups where perhaps
only one is really “new.”
This year, we came up with an
idea that should appeal to Canadian
buyers. We asked each of the manufacturers to give us one half-ton—the
one that was their best seller—as
in body style, cab and powertrain
combination. This way we’d test
the trucks that Canadians buy most
often. We had a Ram 1500, Crew cab
with the 5.7L Hemi V8; the Chevy
Silverado, Crew cab with the 5.3L
V8; the new Nissan Titan, Crew cab
with the 5.6L V8 and the Toyota
Tundra TRD Pro, Crew cab with the
5.7L V8. For Toyota the TRD Pro (or
off-road version) of the Tundra was

The overall winner of the 10th annual Canadian Truck King Challenge is the 2017 Hemi-powered
Ram 1500.

the newest truck they had; not really
the most often purchased. But that
was their choice to enter it. The others were exactly what we asked for.
Of course I must mention what’s
missing from the list: Ford. The leader in half-ton Canadian truck sales
choose not to compete. No specific
reason was given.
As always, all pickups are tested
in the same way, by six automotive
journalist judges who drive them
back-to-back in each condition. The
test loop we use is 17kms long and
combines, gravel, class B pavement
and highway. There are twists, turns
and elevation changes. An off-road
course on the IronWood site is saved
for the last afternoon of testing. The
trucks are always driven empty first.
Then we add payload and do the
loops again. Finally with tow loaded
trailers and do the loops again. Yes
it gets repetitious, but this is the best
way to feel the differences between
the trucks.
This year the Midsize trucks carried a payload of 500lbs and towed a
total of 4,000lb. The full-size halftons used a payload of 1,000lbs and
towed 6,000lbs while the ¾-tons
towed 10,000lbs and also used

1,000lbs for payload. These figures
take into consideration the lowest
manufacturer set limits among the
entries. The weights we use never
exceed any of those limits.
Amongst the ½-tons the judges
awarded the totals below.
RAM 1500 5.7L V8
final score of 79.4%
CHEVY SILVERADO
1500 5.3L V8 final score of 76.7%
NISSAN TITAN 5.6L V8
final score of 74.3%
TOYOTA TUNDRA TRD
PRO 5.7L V8
final score of 73.7%

In the ¾-ton category note that
each of the trucks was diesel-powered.
As these are the most common big
haulers being bought by Canadians
we stressed them with 10,000lbs of
concrete and the judges made a point
of saying that under load was when
they really felt how well they behaved.
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Scoring was close as each truck did
well—but the Ram 2500 with the
Cummins 6.7L diesel came out slightly
ahead. What was more interesting was
the Nissan HD tied with the HD Silverado. The first uses the 5L Cummins
diesel V8—new this year—while the
Chevy had the veteran 6.6L Duramax
diesel under the hood.

RAM 2500 6.7L CUMMINS I6
final score 77%
NISSAN TITAN XD
L CUMMINS V8
final score 74.9%
The payload of the contestants was tested using shingles.

CHEVY SILVERADO 2500
6.6L DURAMAX V8
final score 74.9%

For the one-ton trucks we had a
field of two—again we missed Ford,
particularly because its 2017 Super
Duty trucks are all-new. However, we
still performed a full field of tests on
the Ram 3500 and Silverado 3500 in
and around London, Ontario. With
the help of Patene building supply
and IKO we did payload testing using 4,000lbs of shingles. Then with
the assistance of CanAm RV centre
we towed 15,000lbs fifth wheel travel
trailers. After a full day of driving
both trucks back-to-back the judges

awarded the win to the Chevy Silverado 3500.
CHEVY SILVERADO 3500 6.6L
DURAMAX V8
final score 75.1%
RAM 3500 6.7L CUMMINS I6
final score 71.8%

All trucks performed well, and the
scores are close. This makes it tough to
crown a winner because none of these
trucks is “bad.” That’s thanks to the

fierce competition among the manufactures. Nevertheless, judges worked
through the field of trucks creating a
mass of data in 20 categories. Each
judge hails from a different part of the
country, is a member of the Automobile Journalists Association of Canada
and collectively they bring over 200
years of trucking experience to this
intensive testing. Over three days they
drove almost 4,000kms while evaluating these trucks.
The overall winner of the 10th annual Canadian Truck King Challenge
with the highest collective score of 79.4
percent is the 2017 Hemi-powered
Ram 1500. B2B
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Resale. Safety. Versatility. It adds up.
Subaru makes the most sense.
Earning your trust...
At Subaru, our number one priority is to provide Canadians with vehicles that instill high levels
of confidence. Over the past few years, our efforts have earned recognition from customers
and third-party organizations alike, which is something that fills us with a definite sense of pride.
More importantly, these awards and accolades should make you feel very good about your
choice in Subaru.

...with an award-winning line-up
ª

5 Subaru models achieved
an IIHS Top Safety Pick+:
2016 Crosstrek, Impreza, Forester,
Outback & Legacy®

*

Best Midsize Car of the Year
2016 Outback

Subaru is ALG’s 2016 Best Mainstream Brand
for residual value (2nd year in a row)
2016 Crosstrek
Residual Value Award
Best Compact Car

It all adds up.
Subaru makes the most sense.

2016 WRX
Residual Value Award
Best Sports Car

2016 Outback
Residual Value Award
Best Midsize Utility, 2 - Row
(6th year in a row)

fleet.subaru.ca or call 1-877-293-7272

ª
To determine crashworthiness, IIHS rates vehicles good, acceptable, marginal or poor, based on performance in five tests. To qualify for 2016 Top Safety Pick+, a vehicle must earn good ratings in the small overlap front, moderate overlap front, side, roof strength and head restraints tests. Vehicles must also offer, as optional equipment,
either forward collision warning and/or autonomous braking system(s) (Subaru EyeSight®) and earn an advanced or superior rating for front crash prevention. For more details, visit www.iihs.org. The Insurance Institute of Highway Safety (IIHS) rates models with optional or standard front crash prevention systems as superior, advanced or
basic based on the availability of autonomous braking (autobrake) and its effectiveness in 12 mph and 25 mph tests. *ALG is the industry benchmark for residual values and depreciation data, www.alg.com. Based on ALG’s 2016 Residual Value Award. The 2016 Outback was awarded the 2016 Residual Value Award in the Midsize Utility
(2 Row) segment for the 6th year in a row. The 2016 WRX was awarded the 2016 Residual Value Award in the Sports Car segment. The 2016 Crosstrek was awarded the 2016 Residual Value Award in the Compact Car segment. Subaru was awarded the 2016 Residual Value Award for the overall Mainstream Brand 2nd year in a row.
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A QUIET, GREEN
HAULER

Toyota RAV4 Hybrid is smooth
and effortless to drive By David Miller

Photo: David Miller

I

t couldn’t be a better time for the Toyota RAV4. In its fourthgeneration and off a recent mid-life cycle, the RAV4 crossover is in the fastest growing auto sector and leads all SUVs in
Canadian sales thus far in 2016. It’s still a close battle between
them and long-term heavyweights Ford Escape and Honda CR-V,
but Toyota is taking no chances and looking to end the year on a
high note.
Part of that plan involves adding a hybrid version that first came
out last year. With electrification on the rise, it makes sense for
Toyota to use the same hybrid powertrain found in the Lexus
NX300h.
The RAV4 Hybrid only comes in all-wheel-drive (AWD) and
is offered in three trims: LE+, SE and Limited. For this test drive,
we took out the top-of-the-line Limited version that’s loaded with
an eight-way power adjustable seat with lumbar support, chrome
door handles, 18-inch aluminum-alloy wheels, Bird’s Eye View
Monitor, hands-free power back door, heated steering wheel and
additional safety technology.
All the gadgets and accessories are nice, but the attention in
this model goes to the electrified setup of this hybrid. Under the
hood, Toyota has placed its Atkinson-cycle, 2.5-litre four-cylinder
engine along with a magnetic electric motor to produce a net total
of 194hp and 206lb.-ft. of torque.
The magic comes together through it being matched to Toyota’s
continuously variable transmission (CVT) that is able to produce
an official combined rating of 7.3 L/100km—the best rating for
any non-plug-in compact crossover. During testing, I was able to
achieve close to that, but even more impressive was its 5.7L/100
km combined rating during the 2016 AJAC EcoRun—a showcase
drive event held this past June throughout Ontario.
This hybrid is not the plug-in kind; so it operates through its own
internal generation. The low fuel economy achievement is aided by
a regenerating braking system that’s able to convert kinetic energy
to electricity from all four wheels to power the vehicle in the most
fuel-efficient way possible; at times that can be on pure electricity.
Between the gas engine and electric motor, the RAV4 hybrid
provides more power than the regular gas version, and a lot of extra
push off-the-line comes from its high torque number. Once rolling,
it becomes a quiet and peaceful hauler that’s smooth and effortless
to drive. However, the one thing it seemed to lack is a good driving
feel. When turning corners, a numb feeling takes over and it continues while gliding over potholes and speed bumps. Even if you
choose Sport mode of the four driving choices (Normal, Eco and
EV being the other three), it won’t make much difference, as a spir-

AS TESTED:

Price: $41,760 (starting price $34,405)
Engine: 2.5-litre four-cylinder with permanent-magnet
electric motor
Power: 194 hp (net), 206 lb.-ft. of torque
Transmission: Continuously Variable Transmission (CVT)
Fuel Economy (L/100km): City 7.8/Hwy 6.9
ited drive is not in the cards for this hybrid crossover.
Toyota has never been known for its exciting interiors, and this
version gets an update in the right direction. Perhaps, Toyota
knows it needs to push the envelope away from its conservative
ways with upgrades to a premium soft leather, two-tone colour
scheme, a new instrument cluster and larger touchscreen, as well
as more safety technology with Toyota’s Safety Sense P (pre-collision braking with pedestrian detection, lane departure alert with
steering assist, adaptive cruise control and automatic high beams).
The rest of the cabin resembles the gas version. The only difference is in the cargo department to make room for the battery.
Behind the second row, there’s 1,008 litres of cargo space that gets
expanded to 1,999 litres when folded—only 79 litres less than the
regular model.
The Toyota RAV4 Hybrid starts at $34,405, close to $7,000
more than the gas version. That not only comes with savings at the
pump, but an AWD system that will keep you balanced in winter.
The test vehicle I had was the top Limited trim which at $41,760
doesn’t seem to get enough goodies to be worth that price. My
advice is to keep some money back and opt for one of the lower
trims. You get the same smooth ride, quiet cabin and extra gas
savings; which makes for an all-around better proposition. B2B
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You can wait for “the future” of fleet
technology that others promise.
Or get it now, from ARI.

25% of ARI’s operating budget is dedicated to developing technology.
The result is using Big Data to solve complex problems so you get out
in front of your fleet with confidence – where you belong.

Go to NextLevelFleet.ca
Watch our experts explain how ARI innovation can lower your total
cost of ownership in this 5-part Technology Video Series.

www.arifleet.ca
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By Michael Power

Green Expectations

Incorporating sustainability into
the RFP for meetings and travel

B

y now, the concept of sustainability is entrenched in the corporate practices of many organizations. The reasons for this
range from a desire to improve a company’s brand, save money, stay ahead of
regulations, or simply an eagerness to do
the right thing. Among the various business units within an organization, meetings and travel has taken up the sustainability challenge as much as any other
department. Buyers now routinely include
sustainability guidelines among what they
ask of suppliers. It’s common to see questions and guidelines related to sustainability included in procurement documents
such as the request for proposal (RFP). In
this article, we take a look at some best
practices for including sustainability in
the meetings and travel RFP.
The sustainability journey begins with
steps that happen before the RFP is written, says Shawna McKinley, director of
sustainability at MeetGreen, a Vancouverbased event management and sustainability consulting organization. Creating
a sustainability policy for an organization—as well as a sustainable event policy specifically—can help ensure that
suppliers take seriously an organization’s
sustainability requests, McKinley says.
Also, it’s important for the buyer to verify
that what is stated in the RFP response is
actually true. “Marketing documents can
fall out-of-date, so it can pay to check if
important practices you are counting on
are in place.” McKinley says.
These days, there is no shortage of support for organizations—along with their
procurement and meetings and travel
staff—to ensure that business travel practices are as “green” as possible. Project
Icarus, for example, was started in the
UK in 2006 as a Global Business Travel
Association (GBTA) initiative to help
move the industry towards sustainable
goals. The initiative has produced a guide
to sustainable procurement that lays out
best practices for procurement and travel
buyers. Details of the project can be found

at http://bit.ly/2gH4trK.
While the return on investment may
be tough to quantify, that doesn’t mean
including sustainability in the RFP lacks
value, says Scott Gillespie, a strategic
sourcing consultant specializing in travel.
The inclusion of a sustainability element
in an RFP puts potential suppliers on
notice that the issue is important to the
buyer, Gillespie says. Those suppliers are
then able to showcase their sustainability
efforts and hopefully differentiate themselves in the RFP process.
Questions to ask
As with all RFP questions, it’s important
for an organization to decide in advance
how it plans to use the answers, Gillespie
says. Don’t cast your net too wide, hoping
to sort out the answers once they come in.
Rather, decide beforehand how you will
grade the responses, and what weight you

will assign. When writing an RFP, procurement should find out to what extent
airlines are lowering their jet fuel per passenger-mile, says Gillespie. “It’s quantity,
not price, that matters,” he notes. As well,
ask an airline about its fleet-wide passenger-miles per gallon (look for an upward
trend, which is a positive sign).
But it’s tricky to compare airlines based
on this metric if their networks differ
largely by stage length, Gillespie cautions.
“Shorter flights burn more fuel per passenger due to the excessive amount of fuel
used during takeoff and climbout,” he
says.
Questions vary depending on the category. When drawing up an RFP for car
services, ask for the fleet’s kilometre per
litre, Gillespie says. Similar to the airline RFP, look for an upward trend in this
area. Regarding hotels, the main issues
to address are energy and water conser-
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“Marketing documents can fall out-of-date, so it can
pay to check if important practices you are counting
on are in place.”— Shawna McKinley

Photo: Fotolia

•

vation, as well as LEEDS conformity,
Gillespie says.
Sustainable meetings
According to MeetGreen’s McKinley,
when it comes to meetings procurement,
the large number of issues to be considered during the RFP drafting process can
make it difficult to decide where to start.
She advises meetings managers and procurement to ask a few questions at the outset of the process to prioritize the issues
that need to be tackled. For example, look
at:
•
Where is the meeting doing the most
harm? Different kinds of meetings
can affect different areas. Food waste
is a common sustainability concern
for most meetings. If it’s an issue,
McKinley advises thinking about adding a question to catering RFPs about
how suppliers address food waste.

What sustainability issues can an
organization reasonably act on that
are within its control? The scale and
scope of the meeting often impacts
what can reasonably be asked for
and expected. For example, meeting planners can’t typically require
hotels or other venues to use renewable energy given how utility services are set up. However, they can
request in an RFP that suppliers purchase renewable energy credits for
the meeting.
•
Meetings organizers can ask, “What
do I and my event participants care
about the most”? Personal passions
drive a lot of sustainability solutions,
says McKinley. This fact can be used
as a catalyst for RFP questions. For
example, a health-oriented organization might want to ask hotels, promotional product or transportation
providers how they handle practices
that have impacts on human health,
such as idling, chemical cleaner use,
elimination of BPAs and so on.
The sustainability needs of a specific
meeting or event can be unique, given
that buyers can source anything from
food to print materials to audio/visual
equipment, McKinley says. She recommends that any RFP include requests for
any unique service areas. Examples of
these requests include:
•
Does the supplier have a sustainability policy with specific objectives or
targets that are continually reviewed?
•
Can the supplier provide evidence
of measured progress against this
policy?
•
Is a supplier able to designate a team
member who will work with the
event to ensure sustainability goals
are met?
Adopting a two-step approach can

help procurement to prioritize RFP questions so that sustainability becomes part
of the selection criteria. “To keep the process efficient it can help to ask a few basic
questions about sustainable practices and
policies in the first RFP,” she says. “Once
a shortlist is made, follow up with a list
of more technical questions. That way,
everyone’s time is used most effectively to
get the right level of information for each
stage of the process.”
McKinley also recommends making clear how important sustainability
is to the final decision. Sometimes, that
importance can get lost among other priorities, such as cost. Therefore, buyers
should state how sustainability is to be
considered in the RFP. Will it be a core
requirement, worth points in a scoring
process? Are certain things non-negotiable? Or, is sustainability a bonus or
nice-to-have addition? “This helps clarify expectations, and how much time suppliers should devote to responding to this
part,” she says.
Once the RFP process is complete,
McKinley
recommends
integrating
important sustainability expectations into
contracts, especially for those that are not
“business-as-usual.” It also helps to follow up throughout the planning process,
including reinforcing expectations during site visits, planning calls, pre-event
meetings and so on. As well, any postevent data regarding sustainability can be
shared with suppliers in order to not only
show gratitude but also to help improve
programs.
In conclusion, sustainability has certainly grown in importance for most
organizations in the recent past. The RFP
process for meetings and travel provides
an ideal opportunity to incorporate sustainability into an organization’s business
practices. B2B
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NATIONAL INDUSTRY EXPO 2016

SPECIAL EDITORIAL REPORT

www.NationalIndustryExpo.ca

By Michael Power

F

or the second consecutive year, PurchasingB2B has collaborated
with FRASERS.com, Canada’s leading industrial search engine,
to put on National Industry Expo, a forum providing face-to-face
interaction between buyers and suppliers from all industry sectors. The one-day tabletop show, held October 27 at the Mississauga
Convention Centre, saw attendees meet, network, learn about new
products and gain insights and solutions into common business problems.
On the agenda was a series of presentations, or Market Pop-Ups,
from industry leaders focusing on trends, innovative products and how
presenting organizations help customers meet challenges.

Images: Joel Roberston.

MARKET POP-UP SESSIONS:
INTRODUCTION TO INNOVATIVE
SOLUTIONS

OPTITEST

ROTEM INDUSTRIAL PRODUCTS INC.
Up first was Ed Das, sales manager
with Rotem Industrial Products Inc.
The company serves the metalworking,
wire and fastener industries with products ranging from cutting tools, metalworking fluids and industrial lubricants,
gauging as well as wire drawing, payoff, wire forming and wire straightening
equipment. Rotem provides solutions
for anyone that needs drills, from aerospace to automotive manufacturing.
The company provides drills from a
quarter inch up to eight inches in diameter and as deep as 40 to 50 inches on
some parts. To stay competitive, the
company works to bring extra value to
its customers, Das said.

30

Philippe Mercure, general manager of
OptiTest, discussed how the company’s
product, HANDS ON, helps organizations hire for positions like operators,
millwrights, electricians and maintenance and electro-mechanical professionals. Many organizations these days
need smart troubleshooters for these
positions, Mercure said. The HANDS
ON simulator assessment tool provides
a 90-minute test whereby job candidates
must solve several simulated technical problems with a virtual production line or similar situation. Following
the assessment exercise, OptiTest provides same-day assessments of a candidate’s performance, including whether
the person solved the issues, how many
were resolved, how fast and so on. The
assessment helps organizations eliminate unqualified candidates while homing in on those with the right skills.

MOD-TRONIC INSTRUMENTS INC.
Mod-Tronic Instruments is a distributor of industrial sensors, transducers,
heaters, controls and instrumentation
for 14 manufacturers. The majority of
the products that the company sells are
manufactured in the US, with other
brands made in Japan, Switzerland and
Germany. Mod-tronic stocks thousands
of catalogue items ready for same-day
shipment. Hardley Scott, sales representative for the company, discussed how
thermal-ribbon flexible RTDs make
an economical alternative to thermowells, offering surface-mounted simplicity
without losing accuracy.

FREIGHTCOM
Small- to mid-sized businesses face
unique challenges in an economy still
feeling like a recession, said Jennifer
Rossi, sales executive at Freightcom
Corp. The company can help these organizations get the aggressive shipping
rates enjoyed by their larger counterparts, she said. Organizations can sign

PurchasingB2B.ca >> FRASERS.COM
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up for an account, get approved and
instantly be granted a credit of $1,000
and the ability to ship that day. The
company offers LTL, full truckload and
courier rates, all-inclusive web-based
design shipping, the ability to track all
shipments on one website, plus customer
service reps to answer questions. To get
a quote, enter the shipping and receiving
postal codes, plus dimensions and dates.

ROBBINEX INC.
While many business owners approach
Robbinex Inc. about selling their business, there’s often a much better option
available. There are, in fact, over
14 alternatives to selling a business.
Doug Robbins, president and founder
of Robinnex Inc, discussed the use
of psychology in business transition.
Robbinex has used a psychologist for
decades to help uncover the right decision. Psychology is also important in
dealing with family members, person-

nel, other owners, executive managers and so on. Motivation is key in any
negotiation or transition, Robbins said,
with motivation including fear, values,
needs and self-esteem.

COMTRACT AIR COMPRESSORS INC.
Companies can save energy through
compressor control adjustments, usage
efficiency and air audits, said Roark
Patton, president of Comtract Air
Compressors Inc. The company designs

complete compressed air systems from
concept to completion, and Roark
offered tips on getting the most from a
compressed air system, including: buy
a more efficient air compressor or set
up the existing compressor controls
for maximum efficiency; repair plant
air leaks; ensure adequate air storage
and compressed air flow through lines;
reduce plant pressure, check the air
dryer and filters and, most important,
do an air audit and leak test.

Is your supply
chain making
people angry?
Get the right things to the right people at the
right time and do it better and more efficiently
than anyone else. The concept is simple, but
doing it well takes amazing skill and training.
Learn more about SCMA training and designation programs at scma.com
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NATIONAL INDUSTRY EXPO 2016

NEGOTIATION SKILLS

In business and life, just about everything boils down to negotiations

www.NationalIndustryExpo.ca

By Kathy Simon

I

n last October’s issue of
PurchasingB2B I wrote about
the importance of education
and the various options available to all of us. A year later, I
can tell, it’s still on the minds of
many professionals. This is perhaps more true now than ever, as
our economy struggles to swing
back to bullish territory as it drags
along a lackluster job market. This
article will focus on best practices
in negotiations, as this is the one
skill that—developed and used
well—provides a recession-proof,
marketable craft and induces positive working relationships as well
as professional success.
Not only can you use this skill in your
business dealings but also in your personal life. Everything is negotiable and
everything is negotiation.
Beyond the traditional customersupplier interaction, negotiation is also
prevalent internally between teams,
between you and your boss, between
you and your direct reports and also in
your personal life. Have you noticed,
you constantly negotiate with your kids
or with your significant other? You
negotiate with contractors for renovating your kitchen or when buying a new
car.
So if everything is negotiation, why
do we only call it such when we deal
with our suppliers? Very often, the
word “negotiation” comes with a negative connotation that also creates fear

32

in people who then become guarded.
Negotiation is nothing more than communication on steroids with a purposeful outcome. Pile on scientific tidbits
such as psychology, neuroscience and
emotional intelligence and voilà: you
get a powerful punch that mixes communication and people skills for maximum results.

before setting up the meeting: “Who can
make decisions on the spot?”
Preparation for any negotiation must
include researching your counterpart
(Google them) to understand their likes/
dislikes, hobbies, causes they care about,
etc. The easiest way to build rapport is
to find something in common with the
other person.

“You represent your company every time
you interact with external stakeholders.
Your reputation is on the line and so is your integrity.”
What follows is a compiled list of best
practices that have been working very
effectively for me. These are actual,
hands-on tips rather than theories so you
don’t need a roadmap to apply them.
To the outside, try not to call it “negotiation.” I often use the word “discussion” in my meeting invites. You’ll see, it
takes the pressure off mentally for both
parties.
Meet face-to-face as much as possible. Picking up on nonverbal cues,
maintaining eye contact and building
rapport are key ingredients to successful
negotiations.
Get the right people at the table.
Nothing is more frustrating and time
wasting than negotiating with someone without decision-making authority.
I often get the “I have to check it with
my boss” answer. It’s also used as stalling technique. If that’s the case, then
get your boss here so we can make some
progress! So next time, ask the question

Focus on establishing connection early
and develop trust. Your aim is to have
the other party let their guard down.
Small talk is important as long as it’s not
about the mundane stuff. If you know
your counterpart is into golf and so are
you, ask him about the last time he hit
the links.
Trust is built by being authentic and
genuine. Don’t try to be someone you are
not, because it will take your attention
away from your counterpart. People can
see through you more than you think.
Try to understand the other party’s
point of view. Empathy (by saying: “I
hear you”) does not mean you agree with
them but it makes them feel good and
puts them in a better mindset so they’ll
be more open and receptive to your
requests.
Similarly, fan their egos. Say it if you
liked their presentation, or compliment
their expertise or their market position.
The goal is to cloud their judgement and
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disable their rational mind.
Be positive and optimistic. All humans
start mirroring their counterpart’s style
and body language even after a short
conversation. Beware of yours—set your
mind on being upbeat and friendly so the
other party can reflect the same. Being
aggressive and confrontational will
backfire.
Listen more than you talk. Don’t think
about your answer and be ready to burst
it out the moment they finish talking, or
worse: interrupt them. Practice the use of
strategic silence.
When you talk, ask. Place open-ended
questions for more elaborate answers so
you can pick up on bits of information to
further establish rapport or use them as
bargaining chip. In addition, use probing and mirroring techniques. Questions
such as “How so?” or “What do you
mean by that?” are examples of probing
while “Really, only 5-percent profit margin?” is an example of mirroring. They
are all designed to make your counterpart provide more detailed answers.

When presenting your ask, be wary
of answers such as “That shouldn’t be a
problem.” This may come from someone
who thinks he or she has authority. Or
the person may also say this just to keep
you interested. Don’t assume that this
answer means a full agreement with your
request. Always reply: “I need a firm
answer, can you do it or not”?
Negotiation is mostly about a deal
you are putting together for a business
unit. Educate them about the “do’s &
don’ts of communication” then ensure
their understanding and alignment.
Suppliers often use the “divide and conquer” strategy and prey on unsuspecting business units for clues and for their
preferences which suppliers then use to
target the emotional brain for irrational
decision-making.
Do parallel negotiations whenever possible. Be upfront about it with the suppliers and say to them “We are now down
to the two finalist vendors. You are both
great so what will decide who wins the
contract at this point is the best value.”

Don’t neglect to prepare your fact base
and do some benchmarking. It’s great
to dangle the carrot in front of them but
have the stick ready if needed.
As you can see, negotiation is mostly
a mind game and it’s not about you! It’s
all about leverage. You don’t get that by
pushing your demands to the forefront.
If you focus only on your wants you will
get a lot of rejection. If you get a “No” to
something, try to understand the “why”
for more leverage. If they ask you for a
concession don’t just say yes. Use your
chips and say: “Yes, if I get X”. Always
try to give a little and get a lot.
And lastly, don’t forget: you represent
your company every time you interact
with external stakeholders. Its reputation
is on the line and so is your integrity. Act
accordingly.
Kathy Simon (ksimon@
wisevolution.com) is
CEO, consultant and
corporate trainer at
Wisevolution! Inc.
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lorenz-products.com
swarner@lorenz.ca
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Is E-WASTE
A Four-Letter Word?
Procurement practices to mitigate e-waste
By Larry Berglund

C

anadians generate 200,000 tonnes per year in e-waste.
Most of that e-waste is rather easy to arrange for responsible disposal at the end of its lifecycle. Extended producer responsibility programs through provincial legislation are
expanding their obligations to mitigate waste from going into
landfill sites. Battery collection depots and systems have been in
effect for decades for consumer and commercial streams. The
Canadian Wireless Telecommunications Association (CWTA)
provides free collection services across Canada, as do many notfor-profit organizations such as the David Suzuki Foundation.
Robust procurement policies are comprehensive and address
environmental and sustainability concerns. Environmentally
preferable or energy efficient products gain favour under a total
cost of ownership model to offset price differences. Energy efficiency ratings on equipment are an important part of the selection criteria. Energy Star and EnerGuide labels provide guidance
on a product’s annual energy consumption.
Procurement is often responsible for asset disposal, including
e-waste. Negotiating take-back programs with original equipment suppliers and distributors is common. Specific to energy
and waste related to print devices, a print management strategy ensures that the number of devices per person ration is optimized. Convenience copiers or printers are energy-vampires and
invite security risks, so many offices use networked devices.
We should feel good about our efforts to date to manage the
generation, collection and recycling of waste products. Why does
the problem not go away? The basic premise behind recycling
was that manufacturers would continue to produce goods and
society would bear any disposal related costs. Lower cost goods
increased demand until it was no longer economically viable to
recycle the mountains of waste.
Goods, especially in the fast-moving consumer goods sector,
were developed with increasing volumes of synthetic compounds
like plastics that made it more difficult to recycle. Despite the
Society of Plastics Industry symbols for the various resins in products and containers, many recyclers will not necessarily accept
these products; or the products may not be recyclable within a
specific community. Eliminating waste at the design phase raises
profitability and is a basic tenet of quality management.
Rather than reduce e-waste—it’s better to eliminate the concept of e-waste at the design stage. A great example can be
found with the lighting company Philips. While Philips has long
embraced the recycling and refurbishing of its products, it has
recently taken these strategies to the next level. They won’t sell
you lights. In 2009, Philips took up the challenge from one customer who said that they only wanted to pay for the light they
used but not all of the requisite infrastructure wiring, receptacles and controls. So Philips and its design partners developed

a bespoke, fully functional LED lighting system on a pay-peruse model. The customer does pay for maintenance and servicing as required. This system delivers a 55-percent energy saving.
All the lighting components and equipment remain as Philips’s
assets and can be brought back to a Philips production facility for
material recovery and repurposed. Philips is now the supplier of
Amsterdam’s Schiphol airport’s lighting service.
The Philips example could easily be characterized as a form of
leasing. Leasing, however, is a financial incentive strategy. The
Philips model provides a mutual incentive to eliminate e-waste,
conserve energy and resources and reduce costs. Municipalities
and commercial businesses reduce their capital investment with
bespoke systems where technical upgrades are frequent.
Other sectors are adopting similar strategies to reduce waste
and conserve energy and resources in a pay-per-use model.
Hospitals can engage in pay-per-use programs on MRI services
through Philips. Michelin is developing this type of strategy for
tires. Cisco is offering IT services on a pay-per-use program.
Caterpillar’s take-back program conserves 70,000 tons of material per year with a target of 20 percent more in their remanufacturing and rebuilding program by 2020.
As early adopters are successful with a disruptive business
model that reduces energy, conserves resources and saves operating and capital costs, more will follow. As customers and consumers have a greater affinity for responsible products and services,
it’s likely this innovative strategy will become the new norm.
Procurement is in a great position to affect waste reduction
and conserve energy through innovative proposals. Looking at
total cost of ownership has never been more important. B2B
Larry Berglund, SCMP, MBA is a supply chain
management author, manager, business
trainer, academic and consultant. He teaches
at Athabasca University.
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BIG CHANGE,
SMALL PACKAGE
When it comes to sustainable office products,
even little “green” products can add up

W

hen considering sustainability, it’s important that purchasers think about the big picture. But even the smallest products can
make a difference, and seemingly incidental purchases can make a substantial difference in terms of helping to “green” an
organization’s purchasing processes. To help companies get started, below are a few examples of some office products that
can add up to big advances in sustainable procurement and supply chain practices.
Global Alero Series
High Back Multi-Tilter
This chair comes in 100-percent post-consumer recycled polyester fabric. The height
and depth are adjustable while the meshback design provides breathability and
ergonomic support. The arms are heightadjustable and sliding, and have lockable
tilt and tilt-tension adjustment. The fabric is
“ripe tomato” and the dimensions are 25”W
x 24 1/2”D x 40 1/2”H.
www.eway.ca

Post-it 100% Recycled Note
Tower Pack
Notes are made with 100-percent postconsumer waste and recycled paper,
while the container is made with
100-percent recycled material. The
plant-based adhesive won’t mark paper
and other surfaces and attaches without staples, paper clips or
tape. There are six assorted colours per package of the 3” x 3”,
SFI-certified notes. Post-it notes in the tower aren’t individually
wrapped, which supports package reduction efforts.
www.grandandtoy.com

Avery EcoFriendly White
Mailing Labels
The paper and packaging for these labels are
made with 100-percent recycled material.
They’re for use in inkjet and laser printers, and
customize with free tools, software and templates from avery.ca. The labels—including
adhesive—and box are recyclable, processed
chlorine-free and printed using soy- and vegetable-based ink. They’re ideal for addressing, gift
tags, organizing, identification and more. There
are 30, 1” x 2 5/8” white labels per sheet.
www.grandandtoy.com

Staples Sustainable Earth
Recycled Luncheon Napkins
These luncheon napkins are made
from 100-percent recycled fibre,
with a minimum of 80-percent postconsumer content. They come in an
easy-close drawstring bag, are oneply and 12” x 12”. Each pack contains 400 napkins.
www.eway.ca

Vision Phoenix LED Desk Lamp
The Vision Phoenix LED desk lamp
is UV free and contains no mercury.
It features a personalized colour bar
with touch colour wheel, multi-level
touch dimming and a USB charging port. The lamp takes a 8W (550
lumens) bulb.
www.grandandtoy.com

Staples FSC Certified
Multi-Use Paper
This 8 ½” x 11” multi-use paper
is FSC and SFI certified and elemental chlorine free. It has a
smooth finish, recyclable ream
wrapper and is enhanced with
ColorLok Technology for a better printing surface, more vivid
colours and bolder blacks. A carton contains 10 packs of 500
sheets.
www.eway.ca
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In the Field

Collaborative
Procurement

Dennis Silva is Chief
Procurement Officer for
BCNET

Meeting today’s challenges through supply
management leadership
By Dennis Silva

T

hroughout my career, I’ve applied various transformation leadership strategies. In the process,
I have grown to appreciate the effort and investments that leaders make as they struggle with startup
challenges and to coalesce concepts. Supply management leaders face myriad challenges. The public sector
fiscal climate pressures leaders to reduce costs and overhead while improving efficiencies. The marketplace
continues to evolve and we’ve seen a significant shift in
the way goods and services are procured.
There are many examples in which models have
evolved to deliver value though supply management,
and British Columbia is no different. Since 2012, BC’s
25 public post-secondary institutions and the Ministry
of Advanced Education have collaborated through
the Administrative Service Delivery Transformation
Program to share ideas, best practices, expertise and
resources to improve the delivery of post-secondary education administration and other supporting functions.
Our challenge wasn’t evaluating the concept—it was
defining the right approach. Starting a shared services

Having the infrastructure and processes in place are two critical elements.
The third is leadership. Effort and focus are required for collaboration among
members, suppliers and government. Just as important are inspiring motivation, creating community and embracing creativity. Transformational leaders motivate others, stimulate innovation, encourage out-of-the-box thinking
and foster creative problem solving. This means promoting sector engagement, suppliers’ innovative capabilities, allowing room for experimentation
and encouraging creative ideas. Much of my time is invested in motivating
the sector and the marketplace to collaborate. It’s a required component of the
activity as I articulate the sector’s vision for a collaborative approach. It goes
beyond the executive sponsor level. Having buy-in throughout the institutions
is critical as it is the basis for communicating expectations and aligning internally to mobilize and support critical elements.
But collaboration is challenging given the amount of work and limited time
and resources of supply management leaders. This creates opportunities to
evolve and adjust how we approach collaboration procurements. It’s essential for the collaborative procurement leader to motivate the sector in order to
build momentum and hold focus.
Inspiration to press the boundaries or experiment requires space—virtual
or physical—where everyone can participate in a shared approach, convey
team spirit and raise performance expectations. For collaboration to succeed
long term, it’s imperative to build on this
to sustain intra-institutional relationships,
“A collaborative procurement approach creates a
facilitate resource sharing and develop a
symbiotic relationship in which members are vested in
systemic approach to collaborative prothe process, see value and create a complementary
curement. It requires conditions to be right
to achieve the promise. To do that, I must
service to meet the goals and objectives of the sector.”
create it through inspiration.
Moving to collaborative procurement is multi-phased and the vision and
model required us to offer the best opportunity to be
objectives should be designed with realistic targets. Creativity is needed to
successful and be seen as a complementary service. We
deliver incremental value and make it known that progress is cumulative.
chose a collaborative procurement approach. It creates
I established a common category management approach to create a coma symbiotic relationship in which members are vested in
mon vernacular to identify opportunities amongst a broad group. This is key
the process, see value and create a complementary serto creating the stakeholder relationships necessary for the alignment needed
vice to meet the goals and objectives of the sector.
to obtain value. Collaborating with stakeholders requires skills and processes
Collaboration isn’t new. For over two decades,
to understand what the business wants. Category management is a joint effort.
BCNET—a not-for-profit, shared information techSuccess hinges on adopting creative collaboration, philosophy to translate
nology services organization representing colleges, uniopportunities into a procurement plan that drives results.
versities and research institutes—has built a trusted
Collaborative opportunities can deliver benefits and help supply managecommunity offering value through collaboration to
ment shift to a more strategic area within an organization. For collaborative
lower costs and maximize efficiencies. Because of its sucprocurement to be seen as a complementary service, a leader must engage
cess, BCNET members and the Ministry saw an opporwith institutions and suppliers. Such a leader must co-create a strategy repretunity to evolve collaborative procurement on a broader
senting the needs of the sector. To build stronger collaborative supply chains
scale. As a result, we are piloting BCNETSource, a
requires proper infrastructure, processe and transformational leadership.
division of BCNET to deliver efficiencies and savings
These foundations create the basis for sustained collaboration. B2B
through collaborative strategic sourcing.
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The Law

Closing Time
How to avoid being a late bid case study

Paul Emanuelli is the
general counsel of the
Procurement Law
Office.

By Paul Emanuelli

T

he ever-tightening timeframes of the tendering cycle are putting
disputes. Furthermore, if only one bidder attends
increasing pressure on the bid submission process. To avoid becomyour mandatory pre-bid meeting, this can result in
ing the next late bid case study, purchasing institutions should define
a Catch-22 since that bidder will know that it has no
bid submission protocols, bolster their bid-related recordkeeping and
competition when it is preparing its price. Unless a
phase out unnecessary and outdated bid submission practices. The followpre-bid meeting is essential to your bidding process,
ing seven due diligence measures will help purchasing institutions avoid
make your pre-bid disclosures through documented
the pitfalls of closing time:
processes rather than in-person meetings.
Define your deadline: Define your bid submission deadlines with
Avoid public openings: Avoid public openings
split-second precision and be prepared to strictly enforce those deadlines.
since they help facilitate bid rigging, collusion and
Leaving unclear the specific point in time when the bid deadline lapses sets
other bid manipulation practices. Furthermore, pubyou up for avoidable bid challenges. Furthermore, changing your bid sublic openings increase the risk of bid disputes since
mission procedures midstream inevitably increases the risk of confusion,
bidders who attend public openings are often lookerror and subsequent bid challenges. Avoid the temptation to help a bidder
ing for any minor technicality to serve as a basis
who is running late with improvised procedures since this could draw you
for a legal challenge to try to get their competiinto a protracted legal proceeding.
tors disqualified from the competition. While pubDefine your location: Define your
bid submission location with precision. To
“Define your bid submission deadlines
avoid confusion in your solicitation, avoid
with split-second precision and be prepared
intermingling the delivery address for the
to strictly enforce those deadlines.”
required goods or services with the delivery address for the bids. To further mitigate this risk, avoid using bid submission locations that are difficult to find
lic openings were historically conducted to increase
since couriers are notoriously prone to delivering to the wrong place. Try
transparency in the tendering process, in modern
to locate your bid submission office as close to your front doors as possible.
times those transparency requirements can be better
Bolster your recordkeeping: To guard against improper disqualifimet through widely available electronic bid submiscations and bolster the defensibility of bid rejection decisions, ensure that
sion technologies.
you have accurate procedures for recording when bids were submitted.
Use electronic bid submission: Replace your
Having an accurate record-keeping regime reduces the risk of improperly
outdated bid submission procedures, such as paperrejecting valid bids and helps avoid protracted legal proceedings from late
based bid submissions, fax submissions and email
bidders insisting they submitted a timely bid.
submissions, with more robust electronic bid subAvoid tight timelines: Avoid unreasonably tight bid submission
mission platforms. Effective low-cost electronic bid
deadlines since this will result in receiving fewer bids, more late bids and
submission technologies are so widespread in the
more requests to extend deadlines. Furthermore, overly tight timeframes
procurement industry that there are no excuses for
can stifle competition and put your institution at risk of breaching its open
remaining hardbound to paper-based bidding or
tendering duties. When setting your bid submission deadlines, be mindcontinuing to use outdated procedures that rely on
ful of the complexities of the pre-bid question-and-answer process. Leave
fax or email technologies.
your organization sufficient time to properly respond to questions, and
Purchasing institutions should find the time to
leave bidders sufficient time to factor your responses into their bids.
implement these measures within the next year if
Avoid mandatory meetings: Avoid creating unnecessary mandathey are serious about reducing the risk of bid subtory pre-bid meetings and site visits since a bidder’s failure to attend a
mission disputes and increasing the level of competimandatory meeting creates the same compliance issues seen in late bid
tion in their tendering processes. B2B
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Supply Chain Management
online certificate of completion

"This is the perfect complement to
build on my supply chain management
experience and to broaden my strategic
management knowledge."
Marlene Houstan, Certified SCMP, and Executive MBA candidate
Senior Director, Client Care & Value
Operations & Maintenance
Infrastructure
SNC-Lavalin

May qualify for Canada Provincial Job
Grant up to 2/3 of tuition per student

Online, study when and
where it's convenient for you

Learn with peers
from across Canada

4 week courses,
accessible 24/7

8 courses — under 12 months
› Strategic Management
› Green Supply Chain
› Risk Management

› Operations Balanced Scorecard
› Technology and Innovation
› Outsourcing and Logistics

› Leading People Through Organizational Change
› Strategic Supply Chain Management

1-800-561-4650
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