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W hile I realize it’s not everyone’s favourite season, I’ve always liked winter. To 
me, it’s a chance to rejuvenate, restore and plan for things to come. Especially 
at the beginning of the year, it’s a time to escape the busyness that often accom-

panies other seasons (summer vacations, autumn’s back-to-school bustle) and focus on 
thinking, planning and preparing for the year ahead.

I approach PurchasingB2B the same way. The first issue of the year is where we take 
stock of what happened during the previous 12 months, while focusing on the trends 
shaping the New Year. You’ll find the same approach in this issue.

As in previous years, our February issue focuses on legal issues affecting procurement. 
Starting on page 8, you can read our story on trends affecting procurement law. We’ve 
approached several legal experts for their thoughts on what’s going on in procurement 
from a legal perspective. The article presents developments such as the influence of tech-
nology, contract management, recent legal cases along with tips for dealing with these 
changes.

One regular theme in PurchasingB2B is travel management and procurement, and we 
look at this area on page 36. Like other areas of today’s business world, technology is 
changing the way corporate travel works. Through companies like Google and Amazon, 
our interactions with technology are becoming more intuitive, logical and easy to nav-
igate. This spills into the business travel world as well, as online booking portals mimic 
business-to-consumer trends. At the same time, business travel is becoming more per-
sonalized and the rise of the sharing economy offers travellers more alternatives than 
ever—truly a different landscape than even a few years ago.

Our cover story, on page 14, looks at developments at Canada’s ports. Enormous 
amounts of goods travel through our ports each year, and recent international develop-
ments like the Trans-Pacific Partnership and the CETA agreement with the EU mean 
ports are more important than ever to the supply chain and economy. 

These developments create opportunities for organizations, but also involve risk—so 
we focus on risk on page 26. The article, which appears in our Fleet Management sec-
tion, takes a look at strategies fleets can use to minimize those risks. Also in our fleet sec-
tion are new launches in cars (page 22) and trucks (page 28) from the LA and Detroit 
automotive shows, which you won’t want to miss. 

As usual, we hope that the articles, tips and best practices we present help you in your 
efforts to work as effectively as you can. While we continue through 2017, I look forward 
to hearing from you with feedback, story ideas and your thoughts on our coverage.

Happy reading!

Winter’s respite
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Say what you want about the early days of the 
Trump presidency, but they’ve been anything 
but boring.

There was one particularly contentious exec-
utive order. It was issued on January 27 and there 
were several different elements to it. But the one that 
stirred the most controversy was banned entry from 
seven Muslim-majority countries: Iran, Iraq, Libya, 
Somalia, Sudan, Syria and Yemen for 90 days. And 
in its wake, there was a great deal of protest on both 
sides of the border and some Canadians saw this as a 
great, potential opportunity.

How can this be? Let me provide a couple of direct 
quotes: “Canada has an opportunity to be a coun-
try where the best talent from around the world can 
move here and do their life’s work as never before.” 
These words were from Alexandra Clark, director 
of policy and government affairs at Ottawa-based 
e-commerce platform Shopify. According to some 
estimates, there could be a shortage of 200,000 

skilled tech workers as early as 2020. Blackberry’s 
CEO, John Chen, noted that more than half of his 
company’s executive team and many of its employ-
ees are immigrants, and that Trump’s ban “gives…a 
little bit of a leg up in attracting talent to Canada.” 

I am not here to discuss the appropriateness—
or wisdom—of the Donald Trump travel ban. He 
was elected President of the United States—fair 
and square by the rules of their game—and he was 
explicit during the campaign that the immigration 
policies seen under previous administrations would 
be changed. That is America’s business. Not ours.

This is what is Canada’s business. I find it both 
shocking and disgraceful that it takes an executive 
order from Donald Trump to move Canadians to 
think that now we have the “opportunity to be a 
country where the best talent from around the world 
can move here”. Shouldn’t this have been explicit 
public policy—forever? If we are bringing immi-
grants into this country (and I’m a firm supporter of 
doing so) shouldn’t we be recruiting the best talent 
from the four corners of the earth, regardless of race, 

creed and national origin? The answer seems to me self-evident.
Easier said than done, right? It’s actually easier done than said. 

Canada brings in about 250,000 immigrants a year. And under the 
current system, people apply according to a points system that changes 
from time to time, but disproportionately rewards the university edu-
cated, whether or not there is a need for that accreditation. It’s madness.

Let’s do some arithmetic. Canada brings in about 250,000 immi-
grants annually. If we hired 1,000 immigration officers and paid each 
about $100,000 annually, it would cost $100 million.  The feds spend 
about $300 billion annually—$100,000,000/$300,000,000,000=.0003 
percent—a drop in the bucket.

Each immigration officer would be responsible for bringing in 250 
Canadians a year. This works out to one a day. The smart immigration 
officers would cultivate contacts with employers—like Blackberry—
determining what labour needs were not being filled by native-born 
Canadians. Jobs could be posted on a Canadian government-spon-
sored website, and the world’s best and brightest could apply for those 
opportunities.

Particularly ambitious and talented would-be Canadians could reach 
out to leading Canadian companies. It’s not unlikely that family mem-

bers and friends, already here, would 
facilitate the process. Offers would be 
made and then the immigration officer 
would facilitate the entry process.

These new Canadian immigrants would, of course, be given social 
insurance numbers and health card numbers. Part of the deal would 
be that totals would be aggregated and immigration officers would be 
judged on the basis of things like:

total taxable income; and
new businesses created/job creation.
Then, based on the success of the immigrants for whom each offi-

cer was responsible for, bonuses would kick in. It’s a model that would 
reward excellence.

Before I leave this issue, I have to comment on the possibility of a 
shortage of 200,000 tech workers. Canada leads the OECD in the per-
cent of young people who attend either college or university. This is 
seemingly a good thing. Yet what is the use of a post-secondary edu-
cational system if it is singularly ineffective in preparing young peo-
ple for the workplace? My guess is that if you went into most Starbucks 
coffee shops across this country, the majority of employees, aged 30 or 
younger, would have a diploma or degree of some sort. What a waste of 
time. What a waste of human capital!

It is intellectually defensible to disagree with Donald Trump’s immi-
gration policy. But Canadians shouldn’t be too quick to bask in sud-
den glory. Rather, it should cause us to look inward and think through 
whether our immigration policy is what it should be.    B2B

By Michael Hlinka

Talent
Trumps All
An immigration policy that works for Canada

Toronto-based  
Michael Hlinka provides  

business commentary  
to CBC Radio One and  

a column syndicated  
across the CBC network.

“According to some estimates, there could be a shortage 
of 200,000 skilled tech workers as early as 2020.”

Business Front
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T hese days both the chief procurement officer 
and chief financial officer have the same man-
date. Historically, the CFO role tends to be 

influenced by the controllership stereotype. This is 
to ensure that all statutory requirements have been 
met while effectively managing cash flow to meet or 
exceed shareholders’ expectations. It also involves 
establishing appropriate levels of internal controls, 
exercising adequate financial reporting and execu-
tion of accounts payables transactional processing. 

Similarly, the head of procurement stereotype—
before evolving to a CPO role—focused on achieving 
cost savings by targeting the lowest prices, fulfilling 
compliance requirements by approaching a handful 
of suppliers through a formal tendering process, and 
establishing contractual compliance through either a 
purchase order or contract. 

What we’re witnessing today is that stakeholders 
have raised the bar for both the CFO and CPO to 
take more strategic roles, moving away from a con-

trollership approach. This makes the roles strategic 
change agents and business enablers contributing to 
the business strategy, driving innovation while man-
aging risk and building capacity. Below are some 
perspectives that the CPO and CFO share:

Strategic planning—The CFO is expected to be 
a key influencer and collaborate with business exec-
utives to shape the overall business strategy. They 
can identify opportunities while anticipating risks 
and the ability of the business to mitigate risks and 
maximise ROI. The CPO would also contribute by 
addressing the supply markets trends, industry matu-
rity, suppliers’ capabilities and potential levers that 
could drive business enablement for growth through 
the leverage of the organization’s competitive advan-
tage. Defining business strategy offers a roadmap for 
both the CPO and CFO to collaborate during bud-
geting and the development of the category plans.

Innovation and Business Enablement—Due to 
global competition and stakeholder demands, orga-
nizations search out and invest in innovation to 

enhance competitive advantage and increase customer-centricity. The 
CFO must enable the business in venturing to new horizons and take 
risks that could yield more returns. The CPO collaborates with the busi-
ness and CFO to explore innovation opportunities that can be seized by 
building relationships with market players, conducting market intelli-
gence and exercising due diligence.

Optimization of Working Capital—Organizations often focus on 
maximizing revenues through business growth. However, optimizing 
working capital could lead to greater results and increases profile mar-
gin. The CFO can enable this by collaborating with the CPO to posi-
tion strategies with strategic suppliers and for global sourcing, including: 
currency hedging, shorter payment terms and implementation of multi-
ple inventory management approaches.

Revenue enhancement—The CFO’s main objective is to ensure the 
business is not only lucrative but that revenue streams are sustainable. 
With category management expertise the CPO can influence the spend 
for several years by partnering with strategic suppliers to identify levers 
that could optimize total cost of ownership, boosting the bottom line 
and expanding the profit margin. The CPO would leverage the orga-
nization brand and explore opportunities for commercial propositions.

Risk management, governance and 
compliance—Traditionally, the focus 
of the CFO is ensuring all policies that 
reflect statutory requirements are put 
in place with the appropriate level of 

enforcement. Recently, there’s being a significant shift to identify types 
of risks beyond procedural ones, such as supplier disruption, ethical pro-
curement, political uncertainty and so on. CPOs would play a pivotal 
role in identifying these risks and proposing mitigation strategies that 
touch the entire procurement processes. The compliance mandate has 
been expanded—rather than focusing on gaps it also addresses strengths 
within policy and procedures that organizations could leverage.

CSR—Much focus has been placed on corporate social responsibility 
(CSR) and the role organizations should play to support the community 
and stakeholders beyond commercial aspects. The CFO would consider 
CSR as a strategic objective given its impact on brand and reputation. 
The CPO would ensure that ethical procurement is integrated across all 
business aspects while working with strategic suppliers to drive sustain-
ability across the supply chain.

The CFO and CFO relationship might be influenced by business 
structure and to whom the CPO reports. Even with the common prac-
tices of the CPO reporting to the CFO, the opportunity to collaborate 
and drive business enablement across the above areas is great and the 
success rate would most likely be high. The more organizations realize 
that procurement operates for business enablement and value creation, 
the higher the chances for the CPO joining the C-suite.   B2B

“What we’re witnessing today is that  
stakeholders have raised the bar for both the  

CFO and CPO to take more strategic roles.”

Finance Corner

By Wael Safwat

Two Sides  
Of A Coin
The evolving mandates of the CPO and CFO

Wael Safwat  
is chair of  

CIPS Canada.
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Court cases, the role of technology, 
recent developments in contract 
law, the development of the nego-

tiated RFP: there’s no shortage of legal 
issues that procurement professionals 
must deal with. For the first issue of 2017, 
PurchasingB2B has consulted industry 
professionals and legal experts to weigh 
in on some of the issues affecting today’s 
legal landscape. What follows is a look at 
some of the issues that procurement must 
now deal with, recent trends, as well as 
tips and tools to deal effectively with 
challenges.

Institutions are under increasing pres-
sure to adopt flexible tendering formats 
to negotiate the acquisition of technol-
ogy solutions, says Paul Emanuelli, gen-
eral counsel of the Procurement Law 
Office, who has 20 years of experience 
dealing with government technology 
projects. According to Emanuelli, use of 
the negotiated RFP has hit an irrevers-
ible tipping point across the Canadian 
public sector. At the moment, he says 
that he sees an increased use of more 

complex versions of such formats. 
“Initially my projects were mainly 

one-stage ‘rank and run’ RFPs, but in 
recent years I’ve seen an accelerating use 
of two-staged or even multi-staged dia-
logue RFPs,” Emanuelli notes. “That’s 
an inevitable trend given the pressures to 
adapt to quickly changing technology 
and the need for more sophisticated 
evaluations.”

And while adoption of the negotiated 
RFP is gaining ground in Canada, public 
procurement should not be too quick to 
celebrate the benefits of the more flexible 
option, Emanuelli says. There is much 
unfinished business left at the negotiating 

table as the country is literally decades 
behind Europe, the US and dozens of 
other jurisdictions in optimizing the use 
of flexible formats for more complex proj-
ects. Given the current trade treaty cli-
mate, Emanuelli encourages public 
procurement professionals to redouble 
efforts with regard to innovation and 
negotiation. “We need to ensure that 
institutions invest in the right advice and 
staff training to properly manage these 
complex procurements,” he says. 

Emanuelli advises that public institu-
tions should be using these formats as a 
counter-balance against increasing com-
plexity in the technology space. But, he 

Procurement 
LAW TRENDS
Legal experts take a look at the trends and issues  
affecting procurement law. By Michael Power

“Unsolicited proposals send us down 
a slippery slope to ungoverned sole 

sourcing and non-transparent decision-
making. From a public accountability 

perspective, that’s a failure.” 
—Paul Emanuelli
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stresses, the flexible format is not easy. 
Employing them requires precision, bal-
ance and a strategic execution based on 
an understanding of market conditions. 
However, he says, the alternative can be 
project failure. Emanuelli offered the 
example of former US CIO Tony Scott’s 
description of government deciding the 
solution to a complex technology problem 
by drafting detailed RFP specifications as 
‘a silly notion’. “I agree,” Emanuelli says. 
“Government is usually at least one step 
behind, typically trying to solve tomor-
row’s problems with yesterday’s solutions. 
With any RFP that’s suboptimal. With 
technology RFPs that’s deadly.”

Emanuelli warns that when procure-
ment processes fail, operational areas go 
‘off the grid’ and start improvising with 
non-compliant procedures. “As an alter-
native to inflexible RFPs, Scott called for 
more unsolicited proposals so vendors 
can unilaterally approach government 
with their solutions,” Emanuelli says. “I 
disagree with that approach. Unsolicited 
proposals send us down a slippery slope 
to ungoverned sole sourcing and 
non-transparent decision-making. From 
a public accountability perspective, 
that’s a failure.” 

Negotiated RFPs strike the right bal-
ance with creative competition, 
Emanuelli says. Flexible formats bridge 
the gap between no innovation and no 
competition while allowing suppliers to 
propose solutions to government, rather 
than government going to market with 
pre-determined solutions. However, he 
warns, rather than being a free for all, 
flexible formats seek solutions based on 
pre-identified government objectives, 
criteria and process rules. They also lead 
to a discussion that can help refine the 
competing solutions against transparent 
criteria before selecting a solution and 
negotiating a contract award. With tech-
nology projects, Emanuelli says, pro-
curement needs to encourage this type of 
competitive innovation. 

While public procurement in Canada 
is progressing regarding the use of flexi-
ble formats for complex procurements 
across the pubic sector, Emanuelli, who 
is a former Crown Counsel, says there’s 
an ongoing lack of leadership within 
some Canadian senior level govern-

ments. His concern is that instead of 
investing in flexible formats, some senior 
level governments remain mired in 
indecision, still debating whether to 
adopt them while major projects end up 
in failure. However, other senior level 
governments are recognizing the need 
to adapt. For them, he notes, it’s no lon-
ger a question of when, but “how fast? 
“My advice is quite simple,” Emanuelli 
says. “Adapt to flexible formats or get 

left in the dust. Thankfully, many 
Canadian institutions figured this out 
for themselves years ago.” 

As with any area of law, recent legal 
decisions continue to affect the procure-
ment field. For example, the recent deci-
sion of the Canadian International 
Trade Tribunal (CITT) in TPG 
Technolog y Consulting Ltd v R addressed the 
continuing issue of the proper forum for 
federal procurement disputes, says 
Graham Ragan, partner with Gowling 
WLG in Ottawa. In this case, says 
Ragan, TPG alleged that Canada had 
breached the duty of fairness in the way 
that they evaluated the bids and in find-
ing the winning bid to be compliant. 
After having four claims rejected by the 
CITT for either being premature or 
without merit, TPG brought its claim to 
the Federal Court. 

Ragan notes that in a 2014 decision, 
the Federal Court determined that there 
is “concurrent jurisdiction” between the 
CITT and the courts in federal procure-
ment matters. However, the court also 
found that a claimant must use up the 
CITT remedies before going to the 
Federal Court. “In this case, the court 
dismissed TPG’s case as it held that the 
claims could be resolved before the 
CITT,” says Ragan. “The Federal Court 

of Appeal dismissed a further appeal and 
declined to comment on the jurisdic-
tional issue addressed by the lower court.”

After the Federal Court of Appeal’s 
decision, TPG again brought their case 
before the CITT, says Ragan. In a deci-
sion from December 2016, the CITT 
confirmed that it has concurrent juris-
diction and a claimant is able to choose 
either venue, subject to the 10-work-
ing-day timeline and res judicata (mean-

ing the matter has been decided and the 
parties involved can’t pursue it any fur-
ther). However, as TPG was over 10 
years too late, Ragan says, the CITT dis-
missed the complaint.

This means that the Federal Court 
and the CITT have now clarified the 
appropriate forum for a federal procure-
ment challenge, Ragan says. However, 
this serves to increase the pressure on 
suppliers who are making a decision on 
the viability of a challenge to a federal 
procurement decision. Indeed, Ragan 
says, the CITT often poses difficulties in 
this regard as it does not provide suppli-
ers with much time to compile the infor-
mation they need to support a complaint 
within the 10-day time limit. “As is evi-
dent from the TPG case, there is now a 
significant risk to any further court 
action if the CITT process is not fully 
pursued at this early stage,” Ragan says.

Regarding international develop-
ments affecting Canadian procurement, 
Ragan points to the recent political 
change in the US, specifically the elec-
tion of Donald Trump as President. 
Uncertainty looms over the status of var-
ious international trade agreements, 
including NAFTA. The impact of any 
NAFTA discussions on procurement 
remains to be seen, Ragan stresses, but if 

“Organizations involved in an 
e-procurement process need to ensure 
that all electronic communication occurs 
with the appropriate level of formality 
and in accordance with the terms of  
the tender documents.” 
—Graham Ragan
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terms of the agreement are renegotiated 
there could be significant changes to this 
chapter as well.

Contract risk
Legal risks are inherent in contracts, and 
at the outset, Ragan recommends that 
purchasers should ensure that they have 
selected the appropriate procurement 
vehicle based on the requirements of the 
contract and the relevant market, 
whether it’s an RFP, RFQ, RFI and so 
on, Ragan says. After choosing this, pur-
chasers should allow enough time to plan 

and draft their tender documents, which, 
he says, can be a complex and multidisci-
plinary process. In comparison to other 
forms of contracting, the phases of a pro-
curement are time consuming and the 
legal risks increase without the required 
time allotted. As well, he says, “purchas-
ers should establish a fair and transpar-
ent procedure that is clearly outlined in 
the relevant tender documents. 
Education and training of any persons or 
employees involved in the procurement 
process is also crucial so that no missteps 
are made along the way. Obtaining legal 
advice early in the process assists in mit-
igating any legal risks and avoiding 
issues before they arise.”

Moving on to technology, Ragan lauds 
e-bidding as an excellent tool that is 
increasingly used in Canada to stream-
line and reduce the costs associated with 
procurement processes. Bidders can sub-
mit their bids online, make bid revisions 
prior to close, directly upload their e-bid 
bond, receive confirmation of a submit-
ted bid, and learn the bid results online. 
Although e-bidding has numerous 
advantages, Ragan cautions both pur-
chasers and suppliers to be mindful of 
the risk of electronic communication. 

For example, he notes, e-bidding can 
make it more difficult for purchasers and 
suppliers to control and moderate the 
communication between one another. 
“Organizations involved in an e-pro-
curement process need to ensure that all 
electronic communication occurs with 
the appropriate level of formality and in 
accordance with the terms of the tender 
documents,” Ragan says.

Those using e-procurement should be 
aware of the security risks associated 
with communicating and uploading 
information to an electronic site, he adds. 

Steps should be taken to ensure that any 
confidential or sensitive information is 
transmitted and stored with the appro-
priate electronic security measures.

Contract management
Maureen Sullivan, president of National 
Education Consulting, Inc., says that 
the biggest shift she saw during 2016 
was an increased focus on managing the 
contract once it is in place. Most organi-
zations are now pretty good at the RFx 
process, she says, but the contractors 
tend to be left to their own devices once 
work has begun. Based on her own 
observations, Sullivan attributes this to 
three factors: inadequate resources and 
attention allocated to contract manage-
ment; concern about liability for defa-
mation; and lack of specific measurable 
performance expectations in the con-
tract. These factors are interrelated, 
Sullivan says. Without the proper 
resources dedicated to contract man-
agement, it is difficult to convince peo-
ple of the value of embedding specific 
performance measures in the contract. 
“Those on the ground actually working 
with the contracts can easily recognize 
how tricky it is to hold contractors 

accountable unless performance expec-
tations are made clear,” she says. “And 
without a means to enforce that 
accountability, it is difficult to effec-
tively manage the relationship or to 
demonstrate that the best value has 
been realized.”

Sullivan says she has witnessed organi-
zations avoid the issue of evaluating con-
tract performance through fear that they 
could be held liable if that evaluation 
harms the contractor economically. 
While this is an important consideration, 
she says these fears are misguided—the 
main legal principle to remember when 
the issue of defamation arises is that truth 
is a complete defence. Provided that the 
information is true—as well as accu-
rately recorded and directly linked to the 
measurable performance expectations 
set out in the contract—the organization 
is immune from claims of defamation. 

“My advice is to be reasonable, docu-
ment deficiencies in an objective manner 
and give the contractor adequate oppor-
tunities to correct issues,” Sullivan says. 
“In addition to enhancing relationships 
with your contractors and demonstrat-
ing effective use of corporate funds, clear 
contract performance measures can help 
justify the exercise—or not—of contract 
extension or renewal provisions.”

This was the subject of a recent deci-
sion by the Supreme Court of Canada, 
called Bhasin v. Hrynew, Sullivan says. If 
the ability to get a contract extension or 
renewal is linked to measurable perfor-
mance during the initial term, there is 
another incentive for the contractor to 
devote its best resources to ensuring suc-
cess, she says. While it takes work with 
regards to planning and during contract 
delivery, she says, this approach ensures 
the owner organization can show effec-
tive stewardship of corporate funds.

On the other hand, for organizations 
unable or unwilling to devote adequate 
resources to setting up performance 
measures during planning, then manag-
ing that performance, Sullivan’s advice 
is not to build remedies into the contract. 
“You have no way of using those remedy 
provisions defensibly, and you will almost 
certainly pay a risk premium built into 
the contractor’s pricing,” she says. 
“Instead, go into the relationship know-
ing that you have no way to enforce 

“Litigants involved in disputes concerning 
contractual interpretation and how 
evidence of post-contractual conduct  
of the parties will be admitted and 
weighed by the courts should give this 
landmark decision their full attention.” 
—Marvin J. Huberman
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accountability or to reward the best per-
formers, and that this will likely result in 
only marginal performance from all 
your contractors in the future.”

Interpreting contracts
Challenges can also arise when inter-
preting contracts, says Marvin J. 
Huberman, a Toronto-based lawyer. He 
cited a decision released on December 2, 
2016 from the Ontario Court of Appeal, 
called Shewchuk v. Blackmont Capital Inc, 
that provides guidance on the principles 
of contractual interpretation. In that 
case, the appellant was dissatisfied with a 
compensation plan for certain transac-
tions, says Huberman. The appellant 
began negotiations for a new contract, 
with the new agreement essentially 
amending the compensation plan. But a 
dispute arose regarding which transac-
tions the agreement applied to. At trial, 
each party argued that, properly inter-
preted, the agreement was clearly in its 
favour, says Huberman. The judge found 
that the agreement was ambiguous and 
that the ambiguity could only be resolved 
by looking at the surrounding circum-
stances, including the parties’ conduct 
after an agreement was formed.

The case was appealed, with the Court 
of Appeal agreeing with the trial judge 
that there was ambiguity. The Court of 
Appeal pointed to the Supreme Court of 
Canada’s 2014 decision in Sattva Capital 
Corp. v. Creation Moly Corp., which held 
that evidence of the contract’s “sur-
rounding circumstances” can be used to 
interpret the contract. The court identi-
fied the issue as: whether evidence of the 
contracting parties’ conduct after carry-
ing out their agreement is part of the 
“factual matrix” and is admissible at the 
beginning. The court held that the sub-
sequent conduct is separate from this 
matrix. “Litigants involved in disputes 
concerning contractual interpretation 
and how evidence of post-contractual 
conduct of the parties will be admitted 
and weighed by the courts should give 
this landmark decision their full atten-
tion,” Huberman says.

Courts continue to emphasize key rules 
in bidding processes to be followed by 
owners, say Bill Woodhead, an associate 
in the Calgary office of Borden Ladner 
Gervais LLP and Doug Sanders, a part-

ner in Borden Ladner Gervais’s 
Vancouver office. All bids must be evalu-
ated fairly and consistently with the stated 
criteria. If the owner does not follow these 
rules it can’t rely on language in the bid-
ding documents providing for discretion 
or exclusion of damages. Woodhead and 
Sanders cite a called called Elan 
Construction Limited v. South Fish Creek 
Recreational Association, 2016 ABCA 215, in 
which Elan Construction Limited took 
issue with how South Fish Creek 
Recreational Association awarded a con-
tract to build an additional space at a rec-
reational complex. 

South Fish Creek invited four prequal-
ified bidders, saying they would be eval-
uated based on criteria including the 
proposed completion date, bid price, pre-
vious experience and references, say 
Woodhead and Sanders. Each criteria 

was assigned a point value for evaluating 
proponent bids. Elan, who was unsuc-
cessful in the bid, took issue with how 
South Fish Creek had assigned point val-
ues for the stated criteria, as it looked like 
factors taken into account were undis-
closed and potentially unfair.

In both the trial and appeal decision 
South Fish Creek tried to rely on the 
exclusion clause in the invitation to bid, 
say Woodhead and Sanders, which stated 
that each bidder waived their right to 
legal proceedings against the owner for 
how it awarded points under the criteria. 
The invitation to bid included a clause 
that South Fish Creek could award the 
contract to the bidder they selected—but 
both the trial and appeal courts found 
that South Fish Creek could not rely on 
these provisions to treat bidders unfairly.

Although the Alberta Court of 
Queen’s Bench found in favour of Elan it 
only awarded nominal damages of 
$1,000 based on evidence presented by 
the successful bidder that it had suffered 

losses on the project. But the trial court’s 
decision was upheld by the Alberta 
Court of Appeal, with the amount of 
damages awarded to Elan increased to 
$572,868.

As is clear from Elan Construction 
Limited v. South Fish Creek Recreational 
Association, procurement professionals 
should continue to be focused on ensur-
ing that all bidders are treated fairly 
during their procurement processes, say 
Woodhead and Sanders. “Procurement 
documents that are overly complex and 
have unclear or undisclosed factors used 
in evaluating bids leave rooms for errors 
or unfairness when procurement profes-
sionals are selecting a successful bidder,” 
they say. “The actions of the procure-
ment team in assessing the bids can also 
lead to risks of unfairness.”

Woodhead and Sanders caution that 

procurement professionals should ensure 
bid documents clearly state the process 
that will be used in selecting a successful 
proponent. Avoid including unnecessary 
or unused criteria in bidding documents. 
Once all bids have been received, pur-
chasing departments should ensure that 
the process used to select the successful 
proponent is fair to all bidders and the 
criteria and evaluation process specified 
in the bid documents is followed. 
“Contractual language within the bid 
documents may provide some protec-
tion, but most courts will be unlikely and 
unwilling to allow an owner to rely on 
protectionist language if they have not 
run the bidding process fairly and in 
accordance with their own bid docu-
ments,” they say.

The legal landscape offers both chal-
lenges and opportunities. But the 
increased skills and knowledge base of 
Canada’s procurement community helps 
ensure it’s ready to handle any legal 
issues that arise.  B2B

“Those on the ground actually working  
with the contracts can easily recognize  

how tricky it is to hold contractors 
accountable unless performance 

expectations are made clear.” 
—Maureen Sullivan
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Ports are critical to Canada’s interna-
tional trade and supply chains. 
Agreements like the Trans-Pacific 

Partnership (TPP) and Canadian Euro-
pean Union Comprehensive Economic 
and Trade Agreement (CETA) have put 
the spotlight on those international links. 
At the same time, technology is trans-
forming those supply chains, enabling 
the faster movement of goods, tracking 
shipments and increasing visibility. The 
country’s ports are adjusting how they 
operate in order to meet the challenges 
brought about by these changes. 
Advances in technology, updates to infra-
structure and enhanced processes are all 
helping to ensure that goods arrive as 
soon as possible and that the supply chain 
operates as smoothly as it can. In this 
article, PurchasingB2B takes a look at how 
the country’s ports are adapting to devel-
opments in domestic and international 
shipping.

The next frontier of port efficiency is 
data management, says Wendy Zatylny, 
president of the Association of Canadian 
Port Authorities, which boasts as mem-
bers all 18 of the country’s port 
authorites. Those ports are investigating 
how to use technology to manage data—
both with cargo management and to 
improve intermodal connection points, 
Zatylny says. For example, through 
online systems the ports of Vancouver 
and Montreal have established truck res-
ervation systems to reduce street, 
entrance gate and terminal congestion as 
well as truck idling times. Through that 
system trucks book a time—arrive at 
that time—and get speeded through the 
process as a result. This helps minimize 
peak traffic flows and improve terminal 
efficiencies, she says. 

That access to data has increased sup-
ply chain visibility as well, she notes. 
Association members use RFID on lift 
equipment containers to track contain-
ers. Regarding bulk in grain, for exam-
ple, coming into the Richardson 
Terminal in Thunder Bay, data manage-
ment technology identifies which carri-

ers or cars are bringing in grain from 
which facility in the West. All these 
developments have benefits, such as 
increased sustainability, Zatylny says.

“The truck management system cer-
tainly reduces greenhouse gas emissions 
because you’ve got less truck idling 
time,” she notes. “More effective and 
efficient use of truck arrival and depar-
ture times means you’ve got a lot fewer 
trucks just hanging around waiting. 
Similarly, for ship arrival and loading 
and unloading times it’s the same thing. 
The less time a ship spends in the port 
the less time that they have to be run-
ning their engines and they can be off 
delivering. All of those kinds of technol-
ogies do serve to reduce greenhouse gas 
emissions.”

Green Marine, an industry-created 
organization, also works with port auth-
orities and shippers to ensure the sector is 
as sustainable as possible, she says.

The power of data
Ports that move a large amount of vol-
ume each day also generate a lot of data. 
The Port of Montreal, for example, sees 
more than 2,500 trucks each day, 
according to a report from the port enti-
tled Big Data Profile in Quebec. Seeing the 
opportunity, the port embraced the 
notion of big data two years ago, the 
report notes. The port’s IT and business 
intelligence divisions began working 
together to use that data, most of which 
the port was already collecting for secu-
rity purposes. From there, the port devel-
oped KPIs that have since been used—for 
among other purposes—to improve traf-
fic flow and reduced greenhouse gas 
emissions. The port plans to provide 
trucks with real-time data on their wait 
times at the port to optimize route plan-
ning. By using big data, the Montreal 
Port Authority has also become an ana-
lytics provider to port operators and 
truck operators, while at the same time 
optimizing day-to-day activities.

The port has recently focused invest-
ments on truck fluidity, says Melanie 

PORTS FOR 
ANY STORM
Port of Prince Rupert
www.rupertport.com
The deepest natural harbour in North 
America, accommodating the largest 
vessels deployed in Trans-Pacific trade. 
It’s connected to the US heartland 
through CN’s Class 1 railroad. 

Port of Nanaimo
npa.ca/en
Saw 3.4 million tonnes of total  
cargo throughput in 2013. It has three  
terminal facilities: Nanaimo Assembly 
Wharf, Duke Point Terminal; and  
Cruise Ship Terminal.

Port Alberni Port Authority
www.portalberniportauthority.ca
Has four warehouses totaling 50,000 
square feet. Shore services include 
shipping agents, stevedoring 
companies, tugs and shipyards.

Port of Vancouver Fraser
www.portvancouver.com
Canada’s largest port, offering 27 
marine cargo terminals, three Class 1 
railroads and a regional short line 
railroad. It services five business 
sectors: automobiles; breakbulk  
and project cargo; bulk, container 
 and cruise.

Port of Thunder Bay
www.portofthunderbay.com
Port facilities for all cargo types 
(including grain, coal, potash and forest 
products) and is served by CN and CP 
railways, along with trucking companies. 

Port of Windsor
www.portwindsor.com
Offers 14 terminals, 449,000 square feet 
of covered storage space. 16,000 square 
feet of berthing space and over 220 
acres of open storage space. 

Port of Hamilton
www.hamiltonport.ca
Ontario’s largest port, it has 2.5 million 
square feet of warehouse space, 180 
tons of indoor crane capacity and 8,400 
metres of seaway-draft dock walls.

Port of Toronto
www.portstoronto.com
An important piece of Canada’s 
transportation network, delivering  
salt, sugar and construction materials 
from around the world.

Port of Oshawa
www.portofoshawa.ca
The Port of Oshawa handles, on 
average, $23 million in cargo annually, 
including salt, steel products, asphalt 
and grain. 

CRITICAL CONNECTIONS
Ports are working to keep pace with developments in technology and the international scene.
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Nadeau, director of communications for 
the Montreal Port Authority. In 2011, for 
example, the port inaugurated a com-
mon entry portal, a compulsory check-
point for all trucks making transactions 
at its four terminals. “The portal intro-
duced RFID, OCR and biometric tech-
nologies to control trucker and container 
ID,” Nadeau says. “The portal was also 
designed to alleviate portside congestion 
by internalizing truck staging within the 
port’s own territorial limits.”

Last October, the port also introduced 
its own trucking portal—a mobile and 
web application that lets truckers and 
dispatchers optimize their routing and 
transaction calendar by having access to 
real-time truck wait times for each ter-
minal, Nadeau says.

On the East Coast, the Port of Halifax 
introduced an enhanced container track-
ing system in February 2016, says Lane 
Farguson, communications advisor for 
the port. The system is primarily 
designed for global cargo owners or their 
agents moving cargo through the Port of 
Halifax, he says. While many were using 
the port’s existing tool, Halifax Gets It 
There, additional features were needed. 
Automated updates, for example, would 
send them alerts telling them where their 
containers were at any given time so 
those containers could be tracked on 
their journey. “They can now punch in a 
cargo box number, for example, and 
then set up automated alerts so they get 
automatically updated where that box is 
as it moves through the supply chain,” he 
notes. Or users can upload several boxes 
at the same time in order to automate the 
process. The port also plans to incorpo-
rate what’s already been done with the 
enhanced container tracking into a new 
operations dashboard that will provide 
more visibility into operations. 

Regarding infrastructure, the port has 
seen a $250-million investment that 
includes pier expansion, improved truck 
gates and handling facilities at both its 
terminals. “Fortunately, we have capac-
ity here,” Farguson says. “We could tri-

ple our throughput without any 
sig nificant changes to infrastructure. 
We’ve also been doing things over the 
last number of years to make sure we’re 
in a good position to keep on growing.”

The port has been watching closely 
the progress of the CETA agreement 
with the EU, Farguson notes. The Port of 
Halifax is Canada’s closest gateway port 
to the European Union, he says, and it 
has a large shipping infrastructure in 
place. “A lot of the products that move 
through Halifax will be affected by 
CETA as well,” he says. “We certainly 
see opportunities and potential with 
CETA as it continues through the ratifi-
cation process,” he says.

Ports also use advantages in their loca-
tion or natural environment to innovate 
and ensure goods are moving as effi-
ciently as possible. For example, the Port 
of Prince Rupert is the closest port to 
Asia, says Maksim Mihic, general man-
ager of DP World (Canada) Inc. It’s also 
the greenest railway connection to 
Eastern Canada and the US Midwest 
because the climb through the Rocky 
Mountains to get there is relatively shal-
low, said Mihic, which allows for longer 
trains. As well, the terminal is specifi-
cally designed for rail traffic and con-
tainers are processed in batches. The 
port assembles its own trains on the ter-
minals, switches the trains and hands 
them to CN.

As well, as vessels have gotten larger, 
Prince Rupert has acquired the fastest 
and largest crane to service the largest 
vessels being built. “As a result we have 
the lowest dwell time on the West Coast,” 
says Mihic. “So if you combine the short-
est route across the Pacific, the lowest 
dwell time, the greenest route, you have 
the fastest, greenest and the cheapest 
connection for goods from Asia.”

As technology advances and the inter-
national scene shifts, ports have worked 
to keep pace the new realities. As a 
result, Canada’s ports remain a critical 
component in the country’s supply 
chains.   B2B

Port of Montreal
www.port-montreal.com/en
The second-largest container port in 
Canada, it sees over 2,000 vessels per 
year and up to 2,500 truck pick up or 
deliver goods every day. 

Port of Trois Rivieres
www.porttr.com/en
Annual traffic of 3.3 million metric 
tonnes and 250 ships. Handles products 
including alumina, grain, containers, 
wind towers and forest products.

Port of Quebec City
www.portquebec.ca/en
Sees over $20 billion in cargo pass 
through annually. Sees 1,400 ships 
annually and maintains business 
relations with over 300 ports and  
60 countries. 

Port of Saguenay
www.portsaguenay.ca/en
A deep-water port with a direct 
connection to continental railway 
network. Cargo accounts for 60 percent 
of traffic. 

Port of Sept-Iles
www.portsi.com/?lang=en
Sees nearly 23 million tons of 
merchandise annually, mainly iron ore, 
alumina, aluminum, petroleum coke, 
limestone and other merchandise.

Port of Belledune
www.portofbelledune.ca
A year-round, ice-free, deep-water port. 
Infrastructure includes a barge terminal, 
roll on-roll off terminal and modular 
component fabrication facility. 

Port of Saint John
www.sjport.com
Has a diverse cargo base, handling on 
average 28 million metric tonnes of 
cargo annually, including dry and liquid 
bulks, breakbulk and containers. 

Port of Halifax
www.portofhalifax.ca
Has 18 direct liner services, including 
trans-shipment and feeder services, 
and a wide range of products ships 
through each day. Offers containerized 
cargo, as well as breakbulk; ro/ro; bulk 
cargo services.

Port of St. John’s
www.sjpa.com
Business sectors include: container,  
ro/ro, dry bulk, liquid bulk and general 
cargo. Strategic location with a  
naturally sheltered, ice-free port and 
comprehensive distribution network.

By Michael Power

CRITICAL CONNECTIONS
Ports are working to keep pace with developments in technology and the international scene.
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CAA IDs Canada’s  
worst bottlenecks

Canada’s top 20 
most congested traf-
fic bottlenecks cover 
just 65km but col-
lectively cost drivers 
over 11.5 million 
hours and an extra 
22 million litres of 
fuel per year. These 
are two findings of 

Grinding to a Halt, Evaluating Canada’s Worst Bottlenecks—a study 
from the Canadian Automobile Association (CAA).

Canada’s worst highway bottleneck is the stretch of Highway 
401 that cuts across north Toronto. This bottleneck costs over 
three million hours of annual delays. In total, five of the top 
ten bottlenecks are found in the Toronto area. The stretch of 
Highway 40 into downtown Montreal is the third worst bottle-
neck in the country.

Although Vancouver doesn’t have non-signalized highways in 
the downtown core, stretches of two main arteries (Granville St. 
and West Georgia St.) are congested enough to fall within the top 
ten bottlenecks.

The study analyzed speed and volume data on highways in 
Canada’s urban areas, said CAA. These bottlenecks were iden-
tified as stretches of highway that are routinely and consistently 
congested throughout the weekday. Bottlenecks are the largest 
contributor to road delay, outpacing accidents, weather and con-
struction, said CAA.

GM and Honda  
begin fuel cell system 
manufacturing
General Motors Co. and 
Honda have established a 
joint venture to produce 
an advanced hydrogen 
fuel cell system that will 
be used in future prod-
ucts from each company.

Fuel Cell System 
Manufacturing, LLC 
will operate within GM’s 
existing battery pack 
manufacturing facility site in Brownstown, Michigan, south 
of Detroit. Mass production of fuel cell systems is expected 
to begin around 2020. The companies are making equal 
investments totaling $85 million in the joint venture.

Honda and GM have been working together through 
a master collaboration agreement announced in 2013. It 
established the co-development arrangement for a next-gen-
eration fuel cell system and hydrogen storage technolo-
gies. The companies integrated their development teams 
and shared hydrogen fuel cell intellectual property to cre-
ate a more affordable commercial solution for fuel cell and 
hydrogen storage systems. 

GM and Honda are also working together to reduce the 
cost of development and manufacturing through economies 
of scale and common sourcing.

Th
in

ks
to

ck

Image courtesy of John F. Martin for General 
Motors & Honda
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NAFA preview
The North American Fleet Association (NAFA) is holding it’s 
annual Institute & Expo (I&E) this year at the Tampa 
Convention Center in Tampa, Florida from April 25 to 28. 
NAFA’s I&E is the fleet management industry’s largest event 
and offers the chance to get the tools needed for success and to 
increase networking power.

The I&E provides ample opportunity to: network; peruse 
the show floor for the latest services and products; get cut-
ting-edge education and training; attend special events and 
hear from keynote speakers; and more. Those who manage 
fleets for corporations, organizations and public agencies 
across a broad spectrum attend the event. 

Monday, April 24
The conference kicks off on Monday, April 24 with pre-con-
ference events including the International Fleet Academy, 
held from 11am to 5pm. The academy serves to help build a 
global community of peers working towards global fleet best 
practices, NAFA says. The academy also helps attendees gain 
advice from colleagues, share challenges and discuss the 
importance of culture in global operations and aspects of the 
markets in Mexico, Brazil, Poland, Russia, the UK and other 
locations. Also happening that day are the Sustainability Pre-
Con and Law Enforcement New Product Showcase & OEM 
Service Concerns.

Tuesday, April 25
The following day is also packed with education and net-
working opportunities. On April 25 the education begins 
with a keynote presentation from 9-10am. The day also fea-
tures several breakout education sessions, including the 
Canadian Fleet Workshop—Award-Winning Solutions 
North of the Border (4pm-5:30pm). This session deals with 
matters of importance to fleets operating in Canada and 
explores some of the diversity of climate, geology and lan-
guage and how it affects today’s fleet managers. Award-
winning approaches to meeting those challenges will be 
discussed. The workshop is followed by the Canadian 

reception (5:15-5:45pm) and then the FLEXY Awards, 
which honours excellence in fleet management—the best 
and the brightest of the field.

Wednesday, April 26
Sessions on I&E’s third day begin at 8am with the CAFM/S 
Boot Camp: Vehicle Fuel Management session. This session 
focuses on selecting the best commercial program for your 
fleet, the basics of conventional and alternative fuels and 
other topics. Other highlights of the day include Prepare for 
the Worst Emergency and Keep Your Job (10:15-11:30am). 
This session looks at strategies for dealing with an emer-
gency. From 11:45am-12:45pm is Generational Reflections 
on the Transitional Roles of a Fleet Manager, looking at how 
to prepare for changes in responsibilities, leveraging knowl-
edge and getting what you want while being viewed as a team 
player. The Canadian Legislative Update takes place from 
2pm-3:15pm.

Thursday, April 27
On April 27, the General Session features a panel discussion 
from 9am-10am. Education sessions that day include Fleet 
Disrupted: Innovations in the Sharing Economy and Their 
Lessons for Fleet (2pm-3:30pm). This session will look at the 
future of auto sharing and the potential impacts on fleets, such 
as new pool fleet technologies. From 4pm-5:30pm, Exciting 
Opportunities to Lower TCO investigates ways to lower total 
cost of ownership, align strategies with assets and further effi-
ciency. The expo is open from 10am-2pm. 

Friday, April 28
The Hot Topics Breakfast kicks off at 8:30am, followed by 
workshops—including ones on corporate; pharmaceutical; 
utility; government; and university fleets—from 10am to 
12pm. Afternoon CAFM/S boot camps (12:45pm-3pm) cover 
business management and risk management. 

Saturday, April 29
This day features CAFM testing from 8am-5pm.   B2B

NAFA  
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& Expo 2017
The Sunshine State  
hosts the North American  
Fleet Association’s I&E 2017
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Credit card fraud continues to rise despite increased 
security measures. In 2015, the Canadian Bankers 
Association reported that financial institutions reim-

bursed more than $700 million to Canadian credit card 
customers, representing the magnitude of criminal activity tar-
geting card users today.

On top of looking for ways to boost operational efficiencies 
and reduce costs, fleet managers also have to be on the lookout 
for suspicious fleet card activity among their drivers.

Fortunately, advanced tools and technology such as online 
fleet card management programs offered by fuel card providers, 
ensure managers can see exactly when and how their drivers’ 
cards are being used—stopping fraudulent activity in its tracks. 

To help protect your fleet against fraud, managers should 
consider the following four tips:

1. Hide your PIN. 
Although this tip may seem obvious, the Canadian 

Bankers Association states that one of the most important ways 
customers can prevent fraud is to create secure PINs and pass-
words. While the nature of fleet management means that sensi-
tive information is regularly shared with drivers, drivers should 
take the security of their fuel card PIN code just as seriously 
as they do for personal cards. Which means drivers need to 
keep personal card information safely stored in their head and 
away from prying eyes. Also, consider obtaining a fuel card 
with built-in chip technology for added security. 

2. Protect your tech. 
Don’t make life any easier for criminals. Beyond the 

obvious step of securing and shredding any documents with 

sensitive information, drivers should always ensure that elec-
tronic devices such as laptops, tablets and smartphones remain 
locked and password-protected at all times.

3. Be alert at the pump. 
Encourage drivers to mind any signs of tampering at 

the pump (such as broken seals), and try to fill up at stations 
with good lighting and onsite security measures such as sur-
veillance systems. This is a serious deterrent to fraud because 
of its success in identifying and, helping to potentially catch 
perpetrators. 

4. Fuel card solutions. 
For fleet managers, hi-tech anti-fraud solutions can 

help to alleviate some of the pressure by allowing managers 
to focus, not only on matters of security, but on wider opera-

tional concerns. Fleet card programs such as Shell Canada’s, 
eTRAC™ online card management program enables fraud 
preventative back-end measures. For example, the Shell Fleet 
Navigator Card™ can restrict usage based on geography 
(including high fraud areas), transaction value, product cate-
gories, and even specific days or times. In addition, managers 
can analyze transactions according to specific criteria—such 
as when, where and by whom a fuel card is used. Fleet man-
agers can also receive personalized alerts if a transaction is 
attempted that does not comply with their corporate policy. 
Plus, a dedicated fraud team monitors transactions on a daily 
basis to flag any irregular behaviour.

The potential risks of fraud justify investment in driver train-
ing and a comprehensive fleet card program. Criminal tactics 
change and adapt which means reinforcing the benefits of hid-
ing a fuel card PIN, password-protecting technology and being 
mindful at the pump is more important than ever. In addi-
tion to educating drivers on fraud, fleet managers should rely 
on their fuel card operators to help stay one step ahead of the 
game in minimizing the impact of criminal behaviour.   B2B

Josh Ferguson is national sales manager, commercial fleet, Shell 
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Fleet Card Fraud
Four tips that will help you to protect your fleet 

“While the nature of fleet management 
means that sensitive information is regularly 
shared with drivers, drivers should take the 
security of their fuel card PIN code just as 
seriously as they do for personal cards.”

By Josh Ferguson
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The North American International Auto 

Show, held in Detroit every January, is 

the most important auto show on this 

continent. For 2017, just about every manufacturer 

spoke of EVs and autonomous driving, with the 

new buzz-phrase “zero-emissions, zero-fatalities” 

echoing throughout Cobo Hall. Actual hardware 

pertaining to this utopian vision was thin on the 

ground, however, as automakers continue to 

cater to North America’s insatiable appetite for 

crossovers and SUVs.

2018 Honda Odyssey
The minivan market might be relatively small, but it is still via-
ble, and Honda counters the ritzy Chrysler Pacifica with an 
all-new version of its perennial Odyssey. The van’s elemental 
design cues remain but inside it’s bristling with new domes-
tic-oriented technologies, like an interior infrared CabinWatch 
camera that keeps an eye on the cheap seats, showing a wide 
angle image of the kids in back on the central screen. Pinch 
functions allows zooming in on little Lucy, and you can talk to 
her through the second and third row speakers, and wireless 
headphones via CabinTalk. Big Mother is watching. Other new 
technologies include a 10-speed transmission and multi-config-
urable MagicSlide second row seats.

Mercedes-AMG GT C
Mercedes’ sexy flagship sports car gets a new iteration for 2018 
that draws much from the track-ready top-dog GT R, yet is 
slightly toned down for road duty. Stress “slightly”. The GT 
C is available in both coupe and roadster form, with its rear 
wheels powered by a version of AMG’s 4.0L twin-turbo V8 
making a fearsome 550 hp and 502lb-ft. It gets the GT R’s rear 
wheel steering, wide rear haunches and bigger wheels. Up front 
we see the new toothy grill that adorns all 2018 AMG GTs.

2018 Toyota Camry
Heading for dealerships this summer, the all-new Toyota 
Camry family sedan kicks frumpy to the curb, showing com-
plex and sharply chiseled bodywork. Built on the Toyota New 
Global Architecture (TNGA) platform that here features multi-
link rear suspension, both the hood and roof are lower, and 
passengers sit lower in the cabin. Dash design is more sweep-
ing, and new contrasting interior hues should brighten things 
up. A revised 2.5L four is standard, 3.5L V6 power is optional, 
and both engines pair with a new eight-speed auto. Toyota 
promises a quantum leap in driving enjoyment. Could it be 
that “Camry” is no longer synonymous with “boring”?

A roundup of new reveals from the 
auto shows in Detroit and Los Angeles

North American  
International Auto Show:

Welcome to
the SHOW

By Peter Bleakney
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LA Auto Show:

2017 Nissan Qashqai
Slotting in between the Nissan Juke and Rogue, the compact 
Qashqai (cash-kye) crossover made its North American debut here. 
The Qashqai (to be called Rogue Sport in the US) comes from 
Europe with serious credentials—it’s been the runaway segment 
leader there for years. Built on a slightly shortened Rogue platform, 
power comes from a 2.0L four-cylinder making 141 horsepower 
and 147lb-ft of torque at 4400 rpm. Front-wheel drive and a six-
speed manual transmission are standard although the majority of 
Canadian buyers will spec all-wheel-drive and the Xtronic CVT 
(continuously variable transmission). Look for it in the spring.

Lexus LS 500
The fifth-generation of Lexus’s flagship luxury sedan made 
its debut here and it checks all the boxes, starting with some 
striking bodywork. Power comes from a new 415hp twin-
turbo V6 that out-muscles the old V8, and it is hooked to a 
ten-speed auto. Inside, the cabin shows an intriguing swoopy 
design language, awash in the finest woods and leathers. As 
would be expected, technology abounds.

Kia Stinger GT
Out of left field comes a drop-dead gorgeous rear-drive sedan 
from Kia that puts the German crop squarely in its sights. Not 
to mention Jaguar and Alfa Romeo. It is legit? Sure looks it, and 
we’d expect nothing less from the hard-charging South Koreans. 
The juiciest version runs with a 3.3L twin turbo V6 making 365 
hp, and all-wheel-drive is optional.

Reflecting the changing nature of 
consumer needs and its impact on 
the industry, the Los Angeles Auto 

Show is now known as “Automobility 
LA”. Although it’s always been a valuable 
platform for introducing the latest ideas 
and technology, the recent focus has been 
on car-sharing programs and autonomous 
vehicles in response to the increasing 
numbers of big city dwellers looking for 
alternatives to ownership. Buyers are 
shifting from passenger cars to crossover—
the fastest growing segment in the 
automotive market—with high expectations 
of versatility, connectivity and the latest 
safety technology. We’ve highlighted just a 
few of these in the following reviews.

By Lesley Wimbush
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GM Bolt EV
Named “Green Car of the Year” at the LA auto show, GM’s Bolt 
EV is the first of its kind to deliver on all three essential EV criteria: 
a “normal” driving experience, no range anxiety, coming in under 
$40,000. Although it resembles a taller Chevrolet Cruze Hatchback, 
GM insists the all-electric Bolt is a crossover. Whichever way you look 
at it, the Bolt EV is a game changer. Like its unremarkable appear-
ance, driving the Bolt EV is a pretty mainstream experience—there’s 
nothing overtly “weird” about this comfortable little car. Its 383km 
range virtually eliminates range anxiety while emitting not a single 
molecule of noxious gas. Best of all, when you factor in Canadian 
rebates up to $14,000, the Bolt can be had for just over $30,000.
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Ford EcoSport
Ford’s Escape has consistently topped the compact CUV sales 
charts with nearly 48,000 sold here last year. But the debut of the 
EcoSport marks Ford’s first venture into the sub-compact crossover 
market. Thanks to urban density and empty nesters, tiny crossovers 
are increasing in popularity and automakers are vying for shares of 
this lucrative pie. Built on the same B-platform underpinning the 
Fiesta, the EcoSport will arrive here some time in 2018 to compete 
with Toyota’s new CH-R, the Honda HR-V and Mazda CX-3.

Subaru Viziv-7 Concept
At the other end of the crossover spectrum are the gargantuan, 3-row 
gas-guzzlers able to accommodate up to seven passengers. The Viziv 7 
isn’t Subaru’s first foray into the full-size SUV segment—that was the 
ill-fated Tribeca that was discontinued in January 2014 after lacklustre 
sales. Making its world debut at the LA show, the Viziv 7 gives Subaru the 
broad market coverage to sway those who appreciate the utility and rug-
gedness of their wagons but are perhaps looking for a bit more space. That 
shouldn’t be a problem—the Viziv 7 is bigger than the new VW Atlas, 
Nissan Pathfinder, or Honda Pilot, and the same size as the Chevy Tahoe.

Toyota CH-R
Despite its nomenclature standing for “Coupe High Rider” the 
CH-R is a low riding, four-door, five-passenger SUV. Obviously 
intended for the urban jungle, rather than off-road track, this con-
tradictory little crossover is available only with front-wheel drive. 
Powered by Toyota’s 144hp. 2.0L four-cylinder matched to a contin-
uously variable transmission, the CH-R boasts hatchback styling, 
Nurburgring-tested, sporty handling and a host of safety and con-
nectivity features. The 2018 CH-R is scheduled to arrive in Canada 
early next year.

Kia Soul Turbo
Debuting at the LA auto show, the latest addition to the Kia Soul lineup 
comes with a turbo-charged engine. Dubbed the Soul Exclaim, the new 
edition boasts a 1.6L turbo four cylinder producing 201hp and 195lb feet 
of torque mated to a 7-speed dual clutch transmission. It’s the same drive-
line found in the Hyundai Veloster Turbo—which gives it a 40 horsepower 
advantage over the Soul’s naturally aspirated 2.0 litre four. As a top-spec 
trim, the Soul Exclaim comes with exclusive sport suspension, larger disc 
brakes, a flat-bottomed leather wrapped steering wheel and 18-inch wheels. 
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Nissan Versa Note 
Nissan’s subcompact Versa Note hatchback made its 2017 debut in LA with some 
fresh updates. Tying it in with the rest of Nissan’s lineup, the Versa Note now 
gets the familial “V-Motion” grille, a new side character line, redesigned head 
and tail lamps and a new chin spoiler. Aerodynamics have been improved for a 
0.29 coefficient of drag. Power is still produced via the 109 hp, 1.6L four-cylinder 
engine matched to a continuously variable transmission retuned for more respon-
siveness. The cabin gets bigger cupholders, another 12 volt outlet, and a host of 
technology standard on all but the base model, including Navigation, satellite 
radio, push button start, hands-free texting, Around View Monitor, Bluetooth 
and heated front seats. Two new paint colours join the Versa Note’s Palette: Deep 
Blue Pearl and Monarch Orange. Pricing starts at $14,498.
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Fleets require extraordinarily 
wide-ranging risk management 
strategies that address everything 

from hiring and fleet policies to driv-
er behaviour and changing regulations 
and standards. 

“Driving represents one of the great-
est risks to an employee’s health and 
safety and by extension to the employer,” 
says Paul Wingate, strategic consultant, 
Element Fleet Management, who also 
notes that employees who drive just two 
to three hours daily, spend the equivalent 
of a full month of 24-hour days annu-
ally behind the wheel. “As a result, fleet 
managers must ensure drivers have the 
proper training and education on vehi-
cles that meet the job/task requirements 
and have safety and ergonomic features 
that drivers know how to use correctly.” 

In fact, Transport Canada reports 
that the annual social costs of the motor 
vehicle collisions in terms of loss of life, 
medical treatment, rehabilitation, lost 
productivity, and property damage, are 
measured in tens of billions of dollars.

“This emphasizes the importance of 
a company risk management framework 
that avoids or minimizes the risks of run-
ning a fleet and a commitment to man-
aging fleet safety as a critical business 
activity,” says Wingate.

Moreover, according to David Gaskin 
and Jeremy Rouse, Fleet Loss Control 
Specialists from Aviva Canada, fleet 
operation risks also include service inter-
ruptions; the loss of products and phys-
ical assets (vehicles and content) due to 

collisions, theft and other factors; and 
any consequent impact on the firm’s rep-
utation and goodwill. 

Potential liability losses are the most 
significant exposure from an insurer’s 
point of view. As Aviva Canada’s fleet 
specialists point out, a single significant 
collision, particularly in a tort jurisdic-
tion, but also in no-fault or government 
insurance jurisdictions, can result in a 
financial loss that dwarfs multiple total 
losses of vehicles or cargo. Liability is 

often compounded by negligence, error 
and indirect factors such as poor mainte-
nance or driver fatigue. If the fleet oper-
ator didn’t follow the normal or legal 
requirements, for example, with regards 
to hiring, training, education, safety pol-
icies, vehicle condition, maintenance 
and more, plaintiffs’ lawyers could point 
to such a shortcoming and seek punitive 
damages. Aviva notes that fleets must 
keep meticulous records and have proof 
of the due diligence required to refute 
such litigation.

Human error
Statistics indicate that human factors 
are generally more important than the 
weather or the vehicle and its condition 
in collisions. Aviva Canada’s fleet spe-
cialists point to the Ontario Road Safety 

Annual Report in 2013, which states 
that for all vehicle types 69 percent of 
fatal collisions occurred in daylight, 76 
percent in clear weather conditions and 
64.8 percent on dry roads. Snow/ice/
slush were present for just 16.4 percent of 
collisions and wet roads for 18.2 percent. 
Of the 344,000 collisions of all types 
occurring that year just under 21,000 
involved mechanical defect. It is clear 
that improving driving skills in what 
most would consider ideal driving condi-

tions would have the greatest impact on 
collision rates.

Overall, the biggest challenge and 
best opportunity to help drive success 
in risk management is simply education, 
the monitoring of performance and the 
application of corrective measures on an 
ongoing basis, note Aviva Canada’s fleet 
specialists.

Driver record checks are vital as is 
driver education and safety training. 
Driver scorecards that combine informa-
tion from accidents, driver record checks 
and telematics data to predict driver 
behaviour can identify the driver-specific, 
customized training that may be required. 
Firms really need to target “aggressive” 
driving, which is a major cause of motor 
vehicle collisions that can also increase 
fuel consumption up to 37 percent. 

“Driving represents one of the greatest risks to an 
employee’s health and safety and by extension  

to the employer.” —Paul Wingate

By Kara Kuryllowicz
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“A program will fall short of its objec-
tive if a company fails to provide assis-
tance to improve driver behaviour and/
or does not identify and communicate 
the potential consequences of a driv-
er’s actions,” notes Wingate, whose firm 
recently acquired the CEI Group, a lead-
ing accident program and safety man-
agement company in North America. 

Truck fleets that want to reduce colli-
sions often focus more on defensive driv-
ing instruction and refresher training. 
Fleets that operate in urban areas may 
combine training with the use of remote 
backing cameras, lane departure warn-
ing systems and related technology. GPS 
tracking and theft prevention tools, such 
as door sensors, alarms and location 
tracking, can help protect employees, 
vehicles and cargo. 

“Companies that embrace technology 
will always have a leg up in the future, 
but the main driver of success is, and will 
always be, proper management and edu-

cation,” say Aviva Canada’s fleet special-
ists. “A company that takes the time to 
evaluate the issues, then develops a pro-
gram to correct them and continually 
manages performance will usually per-
form better over time.”

Training and education
Proactive and reactive training and edu-
cation can help manage risk as can a 
safety culture that ensures “safety first” 
is embedded in the company’s values. 
Wingate expects fleet policies to empha-
size the company’s concern for employ-
ees’ safety and the responsibility that 
comes with a company-provided vehicle. 
It clearly states that drivers must obey all 
traffic regulations and laws and includes 
specific maintenance directives as well as 
driving or journey guidelines. 

It’s also important to recognize and 
reward safe, responsible behaviour indi-
vidually and collectively and enforce 
consequences. Internally and exter-

nally, firms can share and celebrate the 
safety milestones they’ve achieved while 
acknowledging that all employees con-
tributed to the success. Be sure that 
employees understand the safety policies 
by testing them. Regularly share those 
policies in the president’s messages and 
other communications to make them an 
integral part of the company’s brand and 
help keep safety top of mind.

“Most companies have a safety pro-
gram, however risk managers are now 
realizing that rewarding good driving 
habits is just as important as correc-
tive training,” says Romy Bria, direc-
tor, fleet management, ARI. “Safety 
requires complete buy-in, top-down and 
bottom-up.”

To properly manage a fleet, its drivers 
and the associated risks, constant moni-
toring is required to track the firm’s per-
formance on key indicators and assess 
the success of its various fleet policies, 
training and related programs.   B2B
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Chevrolet has re-ignited the mid-size truck segment with its 
Colorado and GMC Canyon. That may be old news but going 
into the third year of production the General has made sure it 

keeps the buzz going by adding something in each of these model years. 
First, the original debut brought back the trucks that some said there was 
no market for—wrong. Last year they followed it up with a diesel engine 
option, a first in this segment and a first for small diesel in trucks period. 
This year at the LA Auto Show, Chevy went all in on an off-road version 
of its small truck—the Colorado ZR2.

This is not a decal package; it will feature front and rear electronic 
locking differentials; an available gas or diesel engine; and the first off-
road application of Ontario-based Multimatic’s Dynamic Suspensions 
Spool Valve (DSSVTM) damper technology.

This technology cut its teeth in the Corvette and Camaro perfor-
mance packages; now its unique shock technology goes off-road in the 
ZR2. This is a fully mechanical system, and initial reports suggest it’s 
unlike anything currently serving the off-road truck market. The ZR2 
frame is lifted and runs 17×8-inch aluminum wheels in a pattern exclu-
sive to the ZR2. Tires are 31-inch Goodyear Duratrac off-road tires.

Driving those tires is probably the most sophisticated four-wheel drive 
system in this segment. The components include electronic-locking dif-
ferentials front and rear and Chevrolet’s AutoTrac transfer case. With 
these parts, nine drive configurations are possible. 

Looks like the Toyota Tacoma TRD Pro is finally going to have some 
competition. Or, put another way, the mid-size off-road truck market 
finally offers another choice to buyers. These trucks will be coming to 
dealers in the early spring of 2017.

 UPGRADED 
HAULERS

Story and photos by Howard J Elmer

What’s new in trucks from the  
LA and Detroit auto shows

Ford F-150 diesel
So, while Chevy was first out of the gate at LA in 
November, Ford followed up in Detroit in January 
with a blockbuster of an announcement. The best 
selling truck in Canada for the past 51 years is get-
ting a diesel engine option.

Yes, the 2018 F-150 will offer an all-new 3L Power 
Stroke V6 turbo diesel. (No horsepower or torque 
specs are available yet for this engine.) This move, 
though, is just one of the coming upgrades to this 
venerable nameplate. For 2018 all engine offerings 
will be updated and include a standard Auto Stop/
Start feature across the line. The new standard 
F-series engine will be 3.3L V6 EcoBoost that will 
offer the same 282hp and 253 lb.ft. of torque as the 
current 3.5L V6.

The current 2.7L EcoBoost is also being updated 

The Ram Rebel TRX 
concept is a full-engi-
neered and -designed 

pickup meant for 
extreme off-roading. 

Below: the 2017 Colo-
rado ZR2, underneath 

and on stage. 

PB2B Feb2017_AMS.indd   28 2017-02-13   4:22 PM



FLEET MANAGEMENT  |  PurchasingB2B.ca  |  February 2017  |  29

to a second-generation offering that will feature 
direct injection technology and improved dura-
bility. The 5L V8 will also be improved and also 
matched (for the first time) to the 10-speed auto-
matic transmission. In fact, this transmission will 
be matched to all of Ford’s 2018 engine’s including 
the new diesel. 

This new F-150 will also get an updated look. 
Seen on the stage in Detroit we saw new grilles, 
headlamps and bumpers that made the truck 
appear even wider and more planted than the 
current model. A new sculpted tailgate also had 
“F-150” stamped into the metal. 

Another feature that Ford is heavily promoting is 
its electronic technologies. For instance, in the new 
truck the Start/Stop function will also work with 
the adaptive cruise control. The truck will have Pre-

Collision Assist and Pedestrian Detection. It will also come with a 4G 
LTE modem and a WiFi hot spot that can handle up to 10 mobile devices 
at one time. These trucks should arrive in the last quarter of this year.

Upgrades
So, while all-new trucks are few and far between in any given year, all 
the manufacturers are engaged in upgrading systems and components 
that make up those trucks.

For instance GM has announced a new Duramax diesel engine offer-
ing. The original Duramax which has sold over two million copies since 
2001 is now updated 2017. What’s offered is a new 6.6L V8 turbo-diesel 
that has been redesigned with a new cylinder block and heads. Oil and 
coolant flow capacity has been increased, and the turbocharging sys-
tem is now electronically controlled. Horsepower has increased to 445 
and torque now reaches 910lb-ft. Ninety percent of both numbers are 
achieved at just 1,550rpm. 

As part of this second generation Duramax GM is offering a new pat-
ent-pending air intake system. This new intake uses an integrated hood 
scoop (available on 2017 HD Silverado and Sierra) with a trap for snow, 
sleet, and rain, allowing cool, dry air to get to the engine without clog-
ging up the intake.

Ram showed some paint and plastic in the way of “special editions” 
at the shows. These are nice, but not technical in any way. The one 
exception is a concept (which actually was shown first in Texas during 
the Texas State Fair) called the Ram Rebel TRX. Dubbed a concept 
by FCA; it could easily be built—and the reaction in Texas suggests that 
they’d do well with it if they did built it.

Based on the Ram 1500, this is not a show truck. It is a fully-engi-
neered and -designed pickup meant for extreme off-roading. It starts 
with a 575-hp 6.2-litre HEMI V8 coupled to a TorqueFlite eight-speed 
automatic transmission. Front and rear axles are built for severe duty, 
and the truck sports 13 inches of wheel travel at all four corners. The use 
of bypass performance shocks at the front and rear should mean impres-
sive damping ability.   B2B

The ZR2 frame is lifted and 
runs 17x8-inch wheels in an 

exclusive pattern. Middle 
image: The Ram Rebel TRX 

concept. Meanwhile, the 
2018 F-150 (bottom) will 

offer an all-new 3L Power 
Stroke turbo deisel.
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Because insurance is often one of the 
top three fleet expenses, fleet man-
agers focus as much on managing 

and controlling this cost as assessing the 
evolution of the vehicle technology and 
insurance products that are available to 
protect their investments. 

“Fleets do shop around, not necessar-
ily to change their insurer, but to keep 
abreast of what various insurers have to 
offer and/or what is evolving in the mar-
ketplace,” says Paul Wingate, strategic 
consultant, Element Fleet Management. 

When evaluating insurance require-
ments, fleets and their insurers/brokers 
consider a wide range of factors and as 
commercial rating becomes more sophis-
ticated, different insurers rely on more 

variables. Traditionally, insurers look at 
the numbers, types and ages of fleet vehi-
cles, how the vehicles are used, where 
and how they are driven and where they 
are parked/garaged as well as the firm’s 
claims history and the drivers’ records. 
They also consider vehicle pooling or 
sharing, employees’ personal use of com-
pany vehicles and non-employee drivers.

“The weight of these factors var-
ies from company to company, fleet to 
fleet and will impact proposed premi-
ums accordingly, but depending on the 
insurer, there is a trend toward weight-
ing these usage-based factors more heav-
ily than in the past,” says Wingate. “Talk 
to your insurer/broker to better under-
stand the weighting and other factors, 

because you may be able to modify your 
fleet’s usage policy without affecting the 
business requirements and earn a cost 
reduction.”

As fleets do everything possible to 
maximize productivity and efficiency, 
they’re leveraging telematics, which are 
more sophisticated and affordable than 
ever, to identify the safest, most efficient 
routes, distance, speed, traffic lights, 
congestion, construction and the riskier 
left-hand turns are just a few of the con-
siderations. Telematics can also monitor 
driver behavior and most experts believe 
drivers are more cautious when tracked 
and held accountable. Responsible fleets, 
which are dedicated to employee and 
public safety while protecting the firm’s 
corporate brand and image, can caution 
at-risk drivers and offer additional edu-
cation and training.

Some fleets have also successfully 
shared data with their drivers and 
through friendly competition have been 
able to positively change the overall 
driver performance, says Romy Bria, 
director, Fleet Management, ARI.

To date, telematics remain more 
popular with commercial than sales 
fleets and Wingate says insurers may 
offer fleets with telematics’ data five- to 
10-percent discounts. However, right 
now, insurers still categorically bill fleets 
based on the drivers’ ages and genders 
as well as the firms’ claims and accident 
rates. True usage-based insurance would 
access individual drivers’ data to levy 
higher premiums on at-risk drivers with 
a pattern of aggressive behaviour such 
as speeding, excessive acceleration and 
hard-braking and cornering and give 
fleets a price break on their most respon-
sible drivers.

“Telematics for commercial vehi-
cles is used primarily to manage fleets 
rather than as a premium determina-
tion level,” says Martin McCombie, 
National Commercial Underwriting, 
Aviva Canada. “If telematics result in 
better driver management and claims 
history improves, then the fleet rates will 
be reduced as a result.”

By Kara Kuryllowicz

What to consider when evaluating insurance 
options for commercial fleets

FLEET  
INSURANCE

Th
in

ks
to

ck

PB2B Feb2017_AMS.indd   30 2017-02-13   4:22 PM



PB2B_AC DELCO_Feb17.indd   1 2017-02-03   1:55 PMPB2B Feb2017_AMS.indd   31 2017-02-13   4:22 PM

http://www.TechConnectCanada.com
https://www.facebook.com/ACDelcocanada
https://twitter.com/ACDelcocanada


32  |  February 2017  |  PurchasingB2B.ca  |  FLEET MANAGEMENT

When you’re thinking long term,  
Subaru makes the most sense.

No matter how you look at it,  
Subaru makes the most sense.

With a great model lineup to suit your business needs, it simply makes 
sense to add the safety, value and reliability of Subaru symmetrical 
full-time All-Wheel Drive vehicles to your fleet. Thanks to the Subaru 
symmetrical full-time All-Wheel Drive system, all Subaru vehicles are 
uniquely equipped to offer unsurpassed control and safety in all types 
of weather conditions and on all types of road surfaces. Affordable  
acquisition costs, high residual value and volume fleet incentives 
make Subaru vehicles an excellent value and a smart investment. 

 
 
fleet.subaru.ca or call  1-877-293-7272
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Privacy legislation limits the data 
insurers can access without consent and 
while privacy is a universal concern, 
Pete Karageorgos, director, Consumer & 
Industry Relations, Ontario, Insurance 
Bureau of Canada, the national industry 
association, firmly believes that in a fleet 
environment—where the company vehi-
cles are work tools provided to employees 
who travel publicly funded roads—pub-
lic safety should precede individuals’ 
right to privacy. 

Despite the fact there are now more 

vehicles on the road, general injury 
rates resulting from vehicular crashes 
have been reduced due in part to vehicle 
improvements and safety devices, notes 
Aviva Canada’s McCombie. Beyond 
telematics, the increased presence of 
safety technology, such as lane-assist and 
back-up cameras, may also help reduce 
both the severity and frequency of col-
lisions. Experts such as Karageorgos 
stress that the technology is meant to 
help good drivers become even better 
drivers and that it may give bad, inatten-
tive and tired drivers additional support. 

“The driver represents the vast major-
ity of the risk in the operation of the 
vehicle and this applies to the use of 
vehicle technology,” says Aviva Canada’s 
McCombie.

As an example, a device may notify 
the driver that a turn or lane change 
hasn’t been indicated but the onus will 
always be on the driver to consistently 
and appropriately use the turn signal. 

“Ultimately, the driver is still in control 
of the vehicle and has to be fully focused 

on the task at hand,” says Karageorgos. 
In time, it’s likely that safety-related 

technology and its impact on claims will 
be reflected in the data that’s analyzed 
by the insurance industry. Its Canadian 
Loss Experience Automobile Rating 
(CLEAR) system uses insurance claims 
data to determine the likelihood that a 
specific vehicle will be involved in a claim 
and the probable cost of that claim. 

“This underscores the importance 
of discussions with an insurer/broker 
related to the choice of vehicles and how 

this may affect rates and may add an 
additional consideration to a company’s 
annual vehicle selector decisions,” says 
Wingate. 

While dash cams may not be consid-
ered safety equipment per se, they may 
affect driver behaviour and they can 
protect both the driver and employer 
by acting as a “witness” in the event of 
a collision. In conjunction with telemat-
ics, dash cam footage may help explain a 
driver’s evasive action and facilitate and 
expedite the investigation and claims 
process. 

“We often behave differently when we 
know we’re being monitored, but most 
importantly, the dash cam corroborates 
your driver’s story and it’s no longer your 
driver’s word against someone else’s,” 
says Karageorgos, who remembers a 
dash cam proving that a driver had been 
on the phone when his vehicle struck a 
couple’s van.

In 2017, it’s impossible to predict when 
there will be a significant number of 
autonomous vehicles on the road, but the 

general consensus is that autonomous 
features and fully autonomous vehi-
cles will further reduce the volume and 
severity of accidents. 

“At what point the vehicle manu-
facturer versus the driver will be held 
responsible for claims is another import-
ant issue under consideration,” says 
Wingate. 

Fleets’ commitment to specific safety 
practices (hiring), policies (safety culture, 
distracted driving, winter tires), pro-
grams (driver education, in-car train-
ing), equipment (immobilizers, alarms) 
and communications may help reduce 
claims and subsequently rates. Every 
firm should confirm that its drivers have 
read, understood and acknowledged 
the company’s fleet policy before being 
handed the keys to the company vehi-
cles. The fleet policy should also address 
when and how driver safety training is 
provided and the consequences of driver 
behaviour, ideally both the positive and 
negative. 

“Previously, the individuals that are 
responsible for health and safety and 
fleet tended to operate independently of 
one another, but now, there is a definite 
trend toward them working together, 
especially when it comes to training and 
the content and wording of anything that 
is accident- or risk-related in the fleet 
policy or directive provided to employ-
ees,” says Wingate. 

In addition, policies and enforcement 
related to compliance with government 
regulations, for example, driver distrac-
tions, smoking in the vehicle, medication, 
alcohol, illegal drugs and restrictions on 
the use of communications devices, are 
also vital.

“Insurance firms welcome loss preven-
tion initiatives although discounts and 
surcharges vary by insurer,” says Sharon 
Sproxton, director, corporate commer-
cial lines, Intact Insurance, which offers 
the national fleet telematics program 
My Fleet Solution. “Generally speak-
ing, accidents could have a big impact 
on insurance rates and so anything that 
would prevent the likelihood of losses 
would affect premiums.”     B2B

When evaluating 
insurance requirements, 
fleets and their 
insurers/brokers 
consider a wide  
range of factors.
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T he mid-size car segment may be 
down as consumers flock for cross-
overs, but it’s not due to qual-

ity. The segment is loaded with healthy, 
revitalized choices in the Toyota Camry, 
Ford Fusion, Honda Accord, Chevrolet 
Malibu and Hyundai Sonata.

The Fusion ended the 2016 Canadian 
sales campaign second to the Camry with 
a goal to hit that top step after a mild sec-
ond-generation refresh. The Blue Oval 
has attempted to pull out all the stops 
by offering a new design, a refined and 
larger sanctuary, added technology and 
six engine choices, including a hybrid, 
plug-in hybrid and sporty V6.

The Fusion always excelled in looks. 
For 2017, Ford stays true to that image, 
and improves on its strengths with a 
wider front grille, LED headlights, new 
wheel design and a chrome strip at the 
rear. This gives the Fusion a bold, aggres-
sive stance, with sporty creases down its 
hood and through its body. 

Its interior reflects the simplistic and 
subtle natures of its outside appearance, 
highlighted by a leather-wrapped steer-
ing wheel, a one-tone colour with touches 
of chrome on the dash and doors. For a 
version of leather seating, move up to at 
least Titanium trim, and the quality of 
materials only improves from there. 

The most noticeable change is a 
new rotary gearshift. That might 
shift away from its more classic styl-
ing, but its presence allows for more 
storage space—an increase of 40 per-
cent including a larger console that fit 
objects as big as an iPad.

Technology gets a boost with the lat-
est Sync3 infotainment unit replacing 
the Sync version. Sync3 has a fast, intel-
ligent and easy-to-use system. A host of 
driving safety technologies, along with 
Apple Car Play, Android Auto and Ford 
Pass help bring the Fusion at par with the 
best technologically-sound vehicles in its 
segment.

Another strength comes down to 
engine choice. Ford is offering four gas 
engine options: a base 178-hp 2.5-litre 
four-cylinder, 181-hp 1.5-litre, 245-hp 
2.0-litre and a 325-hp 2.7-litre V6. If 

you’re looking for something greener, the 
Hybrid and Energi (plug-in hybrid) pro-
vide impressive combined fuel economy 
numbers at 5.6 L/100km and 2.4L/100 
km, respectively. The lowered number in 
the Energi is due to the capability of 35 
pure electric drive kilometres.

The Fusion Sport V6 is a more spir-
ited drive, but that comes with a $42,288 
starting price tag. The best bang for your 
buck would be the SE trim with either 
the 1.5-litre engine for the cruisers or 
the more powerful 2.0-litre. It’s matched 
to a six-speed automatic transmission, 
and only comes in front-wheel drive (all-
wheel-drive is available in Titanium, 
and standard in Platinum and Sport).

The SE trim has all you need in a reg-
ular mid-size sedan. It provides excep-
tional handling and balance, quiet 
driving and decent fuel economy at a 
reasonable starting price of $25,588. 
Regardless of the seating, the Fusion 
blocks plenty of outside noise with min-
imal bumps and vibrations. The only 
minor irritation comes in a lack of front 
headroom for taller individuals—sur-
prising given the car borders on full-size 
interior space with tons of legroom. 

Better looks—with increased space 
and technology—have made the Fusion 
a force to be reckoned with. There’s a 
choice for almost every type of buyer, so 
it’s safe to say that Ford has covered all 
of its bases with the new Fusion.    B2B

By David Miller

A CHOICE 
FOR EVERY 
BUYER 

AS TESTED:
 Price: $23,688-$45,088 
 Engine:  six choices: 178-hp 2.5-litre four-cylinder, 181-hp 1.5-litre 

four-cylinder, 245-hp 2.0-litre four-cylinder, 325-hp 2.7-litre V6, 
and a total 188-hp 2.0-litre four-cylinder with electric motor 
(Hybrid and Energi models).

 Transmission:  six-speed automatic transmission for gas versions; Electronic 
Continuously Variable (e-CVT) for Hybrid and Energi models. 

 Fuel Economy  11.3 City/7.5 Highway (2.5-litre FWD); 10.0 City/7.0 Highway  
 (L/100km):  (1.5-litre FWD); 11.2 City/7.6 Highway (2.0-litre FWD); 11.8 

City/8.1 Highway (2.0-litre AWD); 13.5 City/9.0 Highway 
(2.7-litre AWD); 5.5 City/5.7 Highway (Hybrid FWD); 2.4 
combined gas and electric (Energi FWD); 5.6 combined just 
gas (Energi FWD).

ROAD TEST: The 2017 Ford Fusion
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Mobile technology, connectiv-
ity, the sharing economy and 
other trends are transforming 

business. No doubt, these currents have 
provided corporate travellers and their 
organizations with opportunities. But 
they also pose challenges. Here’s a look 
at what’s on the horizon for 2017.

The role of “consumerization” has 
seen recent growth in the business travel 
field, says Jean Noel Lau Keng, senior 
director, global product marketing, 
Egencia. For example, when it comes to 
self-booking tools the move is towards 
user-friendly interfaces. Those users have 
grown accustomed to logical, attractive 
and easy-to-navigate interfaces from 
Internet-based companies in the con-
sumer world, Lau Keng says. “You have 
a retail experience on Amazon and this 
is how you expect a shopping experience 
to be,” he says. “You have a communica-
tion experience and an information gov-
erning and sharing experience through 
Facebook and this is what you expect.”

Along with consumerization, changes 
brought by the move towards mobile 
technology use continue to affect cor-
porate travel, Lau Keng says. In recent 
years, mobile penetration into business 
travel was on everyone’s lips with the 
turning point in last year’s fourth quar-
ter, he says. While mobile is here, there’s 
been a shift—users expect the look and 
feel of their digital platform will be the 
same no matter what device they use. 
With Google, for example, the experi-
ence is the same irrespective of device. 
Content, configuration, searches and 
other parts of the experience are similar 
across smart phones, tablets, desktops or 
laptops. “So instead of thinking mobile, 
what I’m seeing is a total cross-device 
digital kind of experience,” he says, add-
ing that travel management companies 
would only be able to provide that kind 
of integrated experience if they already 

have a single, global platform. 
Another consumer behaviour headed 

towards the corporate travel world is 
likely to be messaging services, Lau 
Keng says. Users can log onto messag-
ing apps to chat with friends, consume or 
exchange content and peruse merchan-
dise. Eventually, he predicted, business 
travel will move into using messaging 
services. That means using chatbots—
computer programs that simulate con-
versations with human users. “But again, 
you can’t have chatbots in a fragmented 
area,” he says. “You need the base of a 
single global platform to leverage it into 
one additional customer touch point.”

Regarding the sharing economy, Lau 
Keng notes that services like Airbnb and 
HomeAway are tagging some properties 
as business friendly and providing guid-
ance to hosts so the experience is close 
to traditional lodging. “My best guess is 
that over 2017 you’re going to see several 
self-booking tools and the like starting 
to sell and promote alternative lodging,” 
Lau Keng says.

Non-traditional options 
As the sharing economy grows, so does 
the appetite for non-traditional travel 
options—a trend revealed by research 
from the Association of Corporate Travel 
Executives (ACTE) and American 
Express Global Business Travel (GBT). 
A report based on the research, enti-
tled Meet the modern business traveller, notes 
that 79 percent of the 350 travel man-
agers surveyed have seen more use of 
app-based ground transportation of 

the past three years, with 48 percent 
seeing more ride-share services and a 
40-percent increase in sharing economy 
accommodation.

The personalization of business 
travel is also on the rise, says Jacinthe 
Ladouceur, vice-president and general 
manager at GBT. The company has 
stopped using the term “road warrior,” 
she notes. While modern business travel-
lers are on the road to work, they’re also 
looking to travel as if they’re on a private 
trip—and they want to stay connected. 
“They don’t see themselves as being out 
of touch,” says Ladouceur. “They need 
to be in contact all the time, with their 
family, with their friends or colleagues.”

Along with the research report, GBT 
has released its Global Business Travel 
Forecast 2017, which looks at some of 
this year’s trends in corporate travel. 
Regarding overall pricing, the forecast 
predicts a subdued year similar to 2016. 
Global demand for air travel will remain 
strong, with low fuel prices and strong 
competition keeping airline fares in 
check. Hotel performance will improve 
and prices will stay flat in most regions, 
the forecast predicts, while ground trans-
portation continues to feel the effects of 
new industry players.

Last year also saw heavy hotel con-
solidation with the Marriott-Starwood 
merger perhaps the highest profile, says 
Ladouceur. But that was late in the year 
and is unlikely to have much impact on 
hotel rates this year. “We can expect 
something coming later on, but not for 
2017 because the merger arrived a bit 
too late,” she said, also citing better 
coverage as a benefit of the increased 
consolidation. 

So far, 2017 is looking to be a year full 
of new and disruptive trends, but also 
relatively subdued in areas like pricing. 
Travel managers and travellers alike 
have plenty to watch.   B2B

“When it comes to  
self-booking tools  

the move is towards  
user-friendly interfaces.”

By Michael PowerWhat to watch in corporate travel in the coming year

Travel Trends 2017
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T he world of work can be a 
tough place, especially for front-
line workers out in the field. It’s 

therefore a good thing that so many 
companies offer rugged equipment for 
employees in all types of challenging 
environments. Whether it’s computers, 
tablets or other rugged equipment, these 

durable items are suitable for outdoor 
use, reduce glare for use in direct sun-
light and have several other features.

To help readers choose the right item 
for their needs, PurchasingB2Bs website 
has a special online feature highlighting 
some of the latest rugged products for 
workers in the field. We take a look at 
products that are resistant to water 
and  dust, drops of several feet, 

hot-swappable batteries and other 
features.

Products will be featured from several 
major manufacturers, including: 
Dell
www.dell.com/ca
Panasonic
www.panasonic.com/ca

Getac
www.en.getac.com
Amrel
www.computers.amrel.com
General Dynamics
www.gdcanada.com
Brother
www.brother.ca   B2B

π 
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• Pricing in CANADIAN DOLLARS

• FRENCH WEBSITE – fr.uline.ca
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Travel Trends 2017
Manufacturers  
offer a wide range  
of rugged products  
for use in the field

FIELD WORK

For the enhanced article, visit 
PurchasingB2B.ca/features.

Th
in

ks
to

ck

PB2B Feb2017_AMS.indd   37 2017-02-13   4:22 PM

http://www.dell.com/ca
http://www.panasonic.com/ca
http://www.en.getac.com
http://www.computers.amrel.com
http://www.gdcanada.com
http://www.brother.ca
http://www.uline.ca
http://www.purchasingb2b.ca/features/field-work/


38  |  February 2017  |  PurchasingB2B.ca

Presented by:

CONTACT:

Dorothy Jakovina
djakovina@purchasingb2b.ca

Tel: 416-510-6899

ProcureTechCanada.com launching April 2017

PARTICIPATE IN PROCURETECH CANADA!
EXHIBITOR & SPONSOR OPTIONS AVAILABLE

ProcureTech Canada will showcase the latest 
procurement software solutions on the market,  
help procurement professionals build a business case 
for adopting software solutions, and support best 
practice guidelines for implementation.

SAVE THE DATE    SEPTEMBER 21 & 22, 2017

PB2B_Feb17_Procurtech_AMS.indd   1 2017-02-06   2:28 PMPB2B_Feb2017_Procuretech.indd   1 2017-02-06   3:18 PM

suppliers and treated as such.
Measurement: Create your KPIs from the needs of your organiza-
tion and the impact that supplier non-performance has. Too often orga-
nizations measure what is easy to collect rather than what delivers the 
appropriate outcome. I also occasionally come across the opposite: an 
organization creates a measure that costs more to administer than the 
benefit it generates. A memorable case was an organization that asked 
me to help them find a way to enforce collection of information on an 
outsourced service. When I asked how they made the measurements 
when they ran the service, the reply was “we never managed to collect 
any of this data. Our engineers tell us it is not possible; however they (the 
supplier) have to.”
Action: Have a feedback process that’s effective in changing behaviour 
and also is administratively efficient. We need three things to get perfor-
mance improvement:
» Data to indicate whether performance is satisfactory or not;
» A process to provide corrective input; and
» Sufficient resources to execute the process.

The process will not administer itself. 
Trust: For suppliers and stakeholders 
to change their behaviour genuinely, 
based on the supplier performance 
measures, trust is required. Suppliers 
must be able to see the link between 
what they have done or not done and 

the scores. Stakeholders need to buy into the process and why these mea-
sures are important to them. Work must be done in taking both groups 
with you on the journey. 

A few years ago I worked with an organization with a supplier wall of 
shame. Each week they printed posters showing the 20 worst-perform-
ing suppliers and put them on display to the public. One Friday, there 
were the 20 largest suppliers, each shamed on a poster. Clearly it was a 
system glitch. Following a review it became apparent that the client had 
duplicated every order. The top and best suppliers had not only realized 
the problem, they had advised the client of the error and not shipped 
unwanted product for which they had valid POs. A supplier perfor-
mance team—completely disconnected from business operations—had 
then publically castigated them. This one event devalued an entire ini-
tiative and the supplier performance team lost the trust of everyone, 
including the CEO who had to apologize on national television.

In closing, whether you have a highly complex infrastructure or you 
are a lone buyer with a spreadsheet, creating a smart and effective 
process to apply a differentiated supplier performance management 
system is a necessary and fundamental responsibility for supply chain 
professionals.   B2B    

C lients have recently asked me about vendor or 
supplier performance management more than 
any other topic. These requests have come 

from industry, crown corporations and the Canadian 
public sector. 

Here are ten tips based on my experience or good 
practice and pitfalls.
Performance: Remember it is about performance, 
not relationship. I am all in favour of strong relation-
ships with suppliers, however everything must point 
to the delivery of value. Executive interaction, golf 
days and entertainment should all have clear objec-
tives that deliver value to the organization. 
Segmentation: We should have a clear segmen-
tation for spend data. There are simple but power-
ful frameworks like the ArcBlue Supply Positioning 
Matrix or Kraljic Matrix that allow any organiza-
tion to differentiate between key strategic areas of 

supply and commodities. Once they have been cor-
rectly positioned the suppliers that provide them 
can be categorized. While there are certain funda-
mentals that will remain constant for all suppliers 
our performance management frameworks and pro-
cesses must then reflect the characteristics of the item 
or service being supplied.
Supplier versus vendor: We need to approach the 
market in an appropriate manner. The terms we use 
to describe goods or services set a tone for the inter-
action and can change our approach accordingly. 

A supplier is a person or organization that provides 
something needed such as a product or service. 

A vendor is a person or company offering some-
thing for sale, especially a trader in the street. (refer-
ence from Google)

If a particular vendor does not work out, we can 
walk to the next one and buy the same item. If the 
area of supply is important to your organization the 
providers of the goods or service should be termed 

In The Field

Simon Brown  
is executive  

vice-president at  
Arc Blue Consulting.

“For suppliers and stakeholders to change  
their behaviour genuinely, based on the supplier  

performance measures, trust is required.”

Supplier 
Performance
An effective process is needed to manage  
how suppliers are doing

By Simon Brown
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