A summary of perspectives from the National Campaign

Canadian Business for Social Responsibility

DO BUSINESS LIKE A CANADIAN
National Campaign Report
Prepared by Laura Auna O'Brien and Leor Rotchild on behalf of Canadian Business for Social
Responsibility (CBSR) with additional edits from Samuel Adams.
Data compiled by Danielle Weiss, Laura Auna O'Brien, Leor Rotchild, M.A.P., Randall Anthony
Communications, and The Globe and Mail Media Group.
CBSR wishes to thank all those that contributed to this campaign, especially our partners at Bayer, Bullfrog
Power, The Bill & Melinda Gates Foundation, Export Development Canada, Keurig Canada, Nutrien, Ramp,
and Resonator.

CBSR is a not-for-profit professional association and charitable foundation for sustainability and corporate
responsibility leaders across Canada, championing business as a force for good.

All rights reserved. Permission from authors must be granted to reproduce all or part of this publication.
For non-commercial purposes, a full citation for this publication should be used. Suggested citation:
O'Brien, L. A., Rotchild, L., (2019). Do Business Like A Canadian: Campaign Summary. Published by CBSR.
Please share your feedback with Leor Rotchild, Executive Director, CBSR
leor@cbsr.ca
Electronic copies of this publication may be downloaded from the CBSR website.
cbsr.ca

Table of Contents
Introduction
Opening Remarks by Leor Rotchild........................................................4
Executive Summary.......................................................................................5
Global Goals.......................................................................................................6
Content
Canadian Business Values....................................................................7-10
Indigenous Business Partnerships..................................................11-12
ESG & Global Competitiveness........................................................13-16
Corporate Leadership...........................................................................17-19
Diversity & Inclusion.............................................................................20-22
Innovation..................................................................................................23-25
Carbon Management & Energy Transition................................26-28
Agriculture & Food Production.......................................................29-30
Sustainable Procurement..........................................................................31
How To Do Business Like A Canadian In A Crisis...........................32
Additional Content.......................................................................................33
Events
Events Overview....................................................................................34-35
Speakers List...........................................................................................36-37
Photo Highlights & Feedback..........................................................38-43

Elder Amelia Tekwatonti McGregor from Kahnawà:ke First Nation
(Montreal)

Reach
Newsprint Campaign...................................................................................44
Digital & Social Media Campaign...................................................45-47
Campaign Outreach.............................................................................48-49
Thank you and Acknowledgements....................................................50
DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT

PAGE 3

Opening Remarks
by Leor Rotchild, executive director, CBSR
When facing economic and geopolitical
uncertainty, it's important to remember the vision
for where we are going as a society. The
Sustainable Development Goals (SDGs), adopted
by 193 countries, embody the ambition for what
our world will look like a decade from now. This
vision includes eradicating extreme poverty and
inequality, significantly reducing greenhouse gas
(GHG) emissions and restoring the health of
natural ecosystems. Aligning with the global goals
will be important to stay relevant and attract
investment in this next decade. As a 25 year old
sustainable business focused association,
Canadian Business for Social Responsibility
(CBSR) set out to deepen our understanding of
the role Canadian companies can play to drive
momentum towards this vision of a better world.
During our engagement, we heard that
scaling innovation and accessing global markets
for Canadian resources are key business priorities
as are minimizing escalating costs and negative
community and environmental impacts. However,
many Canadians feel the urgency of the climate
crisis requires an exponential transformation of
our
economy,
rather
than
incremental
improvements. Government leadership and bold
public sector investments are also seen as critical
to prepare Canada for competitiveness in a low
carbon future. We also observed that Canadians
are only just coming to terms with a history of
genocide and injustice toward Indigenous peoples
and
how
restructuring
institutions
and
partnerships can lead to new solutions.
With a legacy of multiculturalism, environmental
stewardship, and promotion of human rights,
Canada has the makings of a 21st century
success story but our economy is almost entirely
dependent on a single foreign market for 95% of
our exports and our relationship with our major
trading partner is in flux. Our global reputation
matters when opening new markets for exports
but poralized positions on energy, carbon pricing,
and systemic racism are holding us back.
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Leor Rotchild, Executive Director of CBSR (Montreal)

CBSR kicked off an ongoing discussion with business,
non-profit and youth leaders to identify a set of
Canadian business values that define what it means to
Do Business Like A Canadian. The eight Canadian
business values we uncovered were: Collaborative,
Eco Conscious, Ethical, Gender Balanced, Globally
Minded, Inclusive, Innovative, and Purpose Driven.
During the COVID-19 pandemic, these values were
put to the test and we tracked nearly 500 case
studies for how to Do Business Like A Canadian in a
crisis from Canadian companies of all sizes, who
collaborated across sectors and value chains to pivot
and pioneer innovation solutions and protect the
people and communities most in need. As our
economy recovers from the global pandemic, we call
on Canadians to build back better using the Do
Business Like A Canadian mantra.
This mantra is a call to action toward the SDGs and a
more prosperous, low carbon economy. While it is a
consciously patriotic approach to responsible
business, it should not be confused with blind
nationalism, which polarizes and pretends we are
already the best. In contrast, true patriotism is
encouraging our nation to live up to its values, which
means asking us all to be our very best selves.
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Executive Summary
CBSR and its partners introduced a national campaign in 2019, entitled Do Business Like A Canadian.
The campaign included a four-city event series timed with the release of a four-part print series
published in the Report on Business section of The Globe and Mail national newspaper; as well as a
microsite with inspiring business stories and a social media campaign.
With Do Business Like A Canadian, CBSR established a new public engagement platform with an
aspirational message that reframes the Sustainable Development Goals as imperatives for the Canadian
economy. The campaign team explored what it means to demonstrate values-driven business leadership
in Canada at this moment in time and how businesses can position themselves for a better future.
Canadians from across the country provided their voices and opinions in a collaborative effort to
promote Canadian business success and champion the Sustainable Development Goals.

Objectives
Reframe the Sustainable Development Goals as solutions to innovation and market access challenges
Test and verify a set of shared Canadian Business Values
Demonstrate Canadian business values through case studies and success stories
Connect and expand a diverse network of leaders in business, government, non-profit organizations
Reach one million Canadians with an inspiring message about Canadian business leadership

Key Learnings
A company's purpose is increasingly seen as a hallmark of success beyond profit
Public procurement can drive innovation, sustainability and Indigenous business opportunities
Market access is an urgent issue for Canadian natural resource companies
Energy sector leaders are diversifying into "all-the-above" energy mix scenario
Data science is driving more sustainable practices in the agriculture sector
Diversity and inclusion are both a competitive advantage and critical area for improvement
Ethics scandals in government affect the integrity of Canada's business brand
Canadian subsidiaries more likely to amplify their Canadian success stories
Canadian companies less likely to position as distinctly Canadian given "America First" sentiment
More prominent Canadian business leaders are needed to champion Canadian business values
Significant regional differences are barriers to national unity and approaches
More resources required to ensure translation and effective engagement of francophone Canadians

Campaign Content
Carbon Management & Energy Transition
Indigenous Business Partnerships
Agriculture & Food Production
Canadian Business Values
Global Competitiveness
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Corporate Leadership
Diversity & Inclusion
Public Procurement
Innovation
Ethics
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Canadian Business Values
These Canadian Business Values were crowdsourced and presented as part of the Do Business Like A
Canadian media campaign and events. More than 2000 Canadians went online and pledged to Do Business
Like A Canadian during CBSR's national campaign. These individuals symbolically accepted the call to help
build the future of Canada's economy around these business values. You too can sign up to Do Business
Like A Canadian and receive CBSR's email newsletter at no cost to you. Find out more at cbsr.ca.

Ethical
Collaborative
Eco-conscious
Innovative
Purpose driven
Inclusive
Globally minded
Gender balanced
DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT
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Canadian Business Values
CBSR and The Globe and Mail hosted events across Canada to discuss how leaning into a shared set of
business values can differentiate Canadian businesses and lead to economic prosperity, while spurring
momentum towards the Sustainable Development Goals. Shortly before launching the campaign, The
Globe and Mail reported on the now infamous SNC-Lavalin controversy and ethics became a key theme
that many speakers and attendees returned to.

Key Learnings
The value of business to society is more than jobs and profit.
With the rise of authoritarian leaders globally and polarized politics
as seen with Brexit, Canadian businesses espousing a collaborative
approach can differentiate themselves and play a critical role.
Canada has a lot of reasons to be proud but on the global stage,
Canadians come across overly humble, which is often unhelpful.
Canadians were disappointed with how the SNC-Lavalin case was
handled because ethics and accountability are important Canadian
values and a high profile ethics violation hurts our global brand.
Doing business like a Canadian includes:
Readying Canada’s brand for the future of business and its
changing role in society
Overcoming polarization and self interest to achieve long term
greater good
Empowering Indigenous peoples, people of colour, all sexes
Contributing to the Sustainable Development Goals with a
distinctly Canadian approach

JP Gladu, President & CEO of the Canadian
Council for Aboriginal Business, (Montreal)

"Doing business like a Canadian is
understanding the needs of
Indigenous communities and the
impact that your organization has,
whether it is positive or negative,
on those communities."
—JP Gladu, President & CEO,
Canadian Council for Aboriginal
Business

Vancouver Audience

Rob Fosco, VP Corporate Sustainability & Responsibility, Export Development
Canada; Sandra Hamilton, independent consultant and Christie Stephenson,
Executive Director, Peter P. Dhillon Centre for Business Ethics at UBC in Vancouver

"Doing business like a Canadian is punching above our weight and
taking on leadership roles wherever we can."
—Rob Fosco, VP Corporate Sustainability & Responsibility, EDC
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"Doing business like a Canadian
means having values and purpose as
our #1 priority."
—Candace Laing, VP Sustainability
& Stakeholder Relations, Nutrien
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Indigenous Business Partnerships
Canada is in the early stages of reconciling its history of injustice toward Indigenous peoples and
cultures. We asked what "doing business like a Canadian" could look like in the context of reconciliation
and what successful 21st century partnerships look like.

Key Learnings
Acknowledging Canada’s history with Indigenous peoples is
imperative for reconciliation and moving forward.
Canadian business can learn a lot from Indigenous people,
culture and community, especially when it comes to
understanding stewardship of land, ecosystems and history.
Indigenous rights of free, prior and informed consent are
guaranteed under the UN Declaration on the Rights if
Indigenous Peoples, to which Canada is a signatory.
Partnering with Indigenous businesses and Indigenous
workers is a form of economic reconciliation.
Partnerships with Indigenous businesses need to have less
bureaucracy, and more empathy and conversation.
Indigenous business in Canada is one of the largest growing
sectors, and contributes roughly $30 billion dollars into the
Canadian economy annually.
"We've destroyed the ability to just sit down and have a
coffee."
—Gregory John, VP Indigenous Relations and Engagement,
Reconciliation Pipeline

JP Gladu, President & CEO of Canadian Council for Aboriginal Businesses (Toronto)

"The Indigenous population is the youngest, strongest, and fastest
growing population in the country. We need to empower them as a
generation and a workforce."
—JP Gladu, President and CEO, Canadian Council for Aboriginal
Business
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Melina Laboucan-Massimo, Climate Change
Fellow, David Suzuki Foundation (Vancouver)

"Economic reconciliation looks like
making sure that Indigenous
communities are included in projects
and conversations from the very
beginning."
—Melina Laboucan-Massimo, Climate
Change Fellow, David Suzuki Foundation

Lisa Mooney, Senior Advisor for Strategic
Inclusion, Nutrien and Max Dokuchie, Senior
Legal Counsel at First Nations Health Authority
(Vancouver)

"Reconciliation starts with your heart,
then your head, and then with your
hands."
—Lisa Mooney, Senior Advisor for
Strategic Inclusion, Nutrien
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ESG & Global Competitiveness
Canada needs to be aligned with the global Sustainable Development Goals through a track record of
environment, social and governance leadership if we want to compete on the global stage. Canadian
companies must look beyond a dependence on the US market and compete more assertively, while
demonstrating the values and and ingenuity that differentiate us.

Key Learnings
95% of Canadian exports are going to the US and market
diversification is an imperative for Canada.
Canada's international brand still strong despite recent setbacks
but businesses are increasingly less likely to leverage that brand.
Canadian businesses are well-positioned as purpose-driven
innovators and low carbon solution providers but Canadians are
typically less skilled and under-resourced to effectively tell our
story on the world stage.
Canada's multi-cultural communities offer untapped opportunity
to open new international trade relationships.
Some small and medium sized enterprises are finding global
success but struggling to find scale and talent locally.
Intra-provincial trade barriers and polarized debates about
energy infrastructure is straining our ability to attract foreign
direct investments.

"Canada is not currently open for business and that needs to change."
—JP Gladu, President and CEO, Canadian Council for Aboriginal Business

Shurjeel Choudhri, Head of Medical and
Scientific Affairs, Bayer (Toronto)

"We need to increase our scale.
There are so many great startups,
but there are also barriers in place
preventing them from reaching
global scale. We need to be more
comfortable with taking risks and
investing in Canadian startups. We
can be very financially
conservative."
—Shurjeel Choudhri, Head of
Medical and Scientific Affairs,
Bayer

Chris Coulter, CEO, Globescan (Toronto)

Dominic Barton, Managing Partner Emeritus, McKinsey & Co. and Robert Greenhill,
Executive Chairman, Global Canada (Calgary)

"How do you define success in an organization? It’s not profitability.
That’s not an enduring firm. Success in an enduring firm means that
you’re relevant over time and helpful in making a difference."
—Dominic Barton, Managing Partner Emeritus, McKinsey & Co
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"Canada is not thought of globally as
much as it could be. Values matter
though, and Canadian companies
have been putting in the work."
—Chris Coulter, CEO, Globescan
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Corporate Leadership
Leadership was another consistent theme throughout the Do Business Like A Canadian events and in
particular, purpose-driven leadership. Larry Fink, the CEO of Blackrock - the world's largest investor, was
quoted many times throughout the event series for his famous open letter to CEOs of Fortune 500
companies, where he famously called for companies to articulate how their purpose and contribution to
society informs business strategy and culture to ensure sustainable financial performance.

Key Learnings
Canadian businesses are well positioned to attract global
investors but sometimes lack the boldness and persistence
required.
The next generation of leaders should be encouraged to
speak about their values and understand how to respond to
tough questions about them.
The next generation of business leaders are well underway
but they will need time to learn how to innovate and effect
change in their own way.
Too often leaders run out of time in their tenure to
implement deep systemic level changes.
Leaders should assume that any decision they make could
become public knowledge.
"Our ideas of what sustainability leadership looks like has changed
dramatically in 20 years. We went from admiring oil companies to now
admiring organizations that prioritize values and long term
investment in sustainablilty."
—Chris Coulter, CEO, Globescan

Dominic Barton, Managing Partner
Emeritus, McKinsey & Co. (Calgary)

"Don't be a leader for the sake of
business development,
you have to want to do it."
—Dominic Barton, Managing
Partner Emeritus, McKinsey & Co

Chris Coulter, CEO, Globescan, presenting (Toronto)

Adrienne Rand, Director, Strategy,
Public Inc. (Toronto)

"Businesses need to help drive policy change by encouraging
governments and politicians to take risks."
—Chris Coulter, CEO, Globescan

"When you persevere and put
these values into action, you
can see some really great
success and incredible impact."
—Adrienne Rand, Director of
Strategy, Public Inc.
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Diversity & Inclusion
Canadians generally take great pride in the diversity of our country and the event speakers echoed this
sentiment while calling for greater efforts to overcome systemic challenges. Diversity and inclusion was
once seen as good will to with some intangible benefits but it has transformed into a business imperative
and metric for success. There are many different considerations including gender, race, sexual identity, age,
professional backgrounds, and diversity of perspectives.

Key Learnings
Companies are moving toward mandated inclusivity in the workplace,
but true inclusivity comes from changes in culture, not just policy
Improving inclusivity comes from focusing on the person, not the
metrics.
There is a need for workplaces to advance acceptance of race, sexual
identity, gender, and to commonly ask "who's not in the room?"
Successful strategies to improve diversity were shared including an
internal diversity blog at EDC, as well as TD Bank’s commitment to
improving inclusion through their social determinants based strategy.
"If Canada is going to the world stage, then business needs to work for
women and not just men. Having the right people at the table changes the
conversations entirely. Having every kind of person in the room is what
can make sure that the voices are heard."
—Coro Strandberg, President, Strandberg Consulting

Candace Laing, VP Sustainability & Stakeholder Relations, Nutrien and JP Gladu,
President & CEO of Canadian Council for Aboriginal Businesses (Toronto)

"I can't downsize my aspirations just because I work in a male dominated
field."
—Candace Laing, VP Sustainability & Stakeholder Relations, Nutrien
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Prageet Nibber, CEO at ReWatt Power
(Calgary)

"Diversity is about allowing
individuals to contribute and create
culture. It takes time to build
meaningful conversation, and if you
don’t give it enough time, it doesn’t
work."
—Prageet Nibber, CEO, ReWatt
Power

Gregory John, VP Indigenous Relations and
Engagement, Reconciliation Pipeline
(Calgary)

"Inclusivity cannot be a selfcongratulatory act, we need to be
more real with each other."
—Gregory John, VP Indigenous
Relations and Engagement,
Reconciliation Pipeline
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Innovation
The Sustainable Development Gaols are fundamentally a call to transform the global economy so that
growth alleviates, rather than exasperates, poverty and repairs, rather than degrades, the environment.
Innovative Canadian businesses are taking on this enormous challenge and finding global markets for
solutions the world needs. However, access to capital and talent in Canada is still a challenge.

Key Learnings
Innovation requires risk tolerance, which has not traditionally
been a Canadian trait.
Clean technology is a fast-growing industry that is booming
due to recent advances in data science and artificial
intelligence.
There are a number of home-grown innovation success
stories and their stories need to be more well known in
Canada and globally.
Successful Canadian companies are going abroad to scale,
access capital and talent but it helps to have a domestic
funder or flagship client before going global.

Nelson Switzer, Chief Growth Officer,
Loop Industries (Montreal)

"Without using heat and emitting
zero pollutants, we can produce new,
food-grade, virgin plastic bottles."
—Nelson Switzer, Chief Growth
Officer, Loop Industries

Jeanette Patell, VP of Government Affairs and
Policy, GE Canada, Chantale Després, Director
of Sustainability, CN, and Konrad Yakabuski,
Columnist, The Globe and Mail

Coro Strandberg, President, Strandberg Consulting and CBSR Associate (Vancouver)

"The public market has a compelling need to take on values to
compete globally. Investments are a huge driver and need to be
compatible with different expectations for different countries."
—Coro Strandberg, President, Strandberg Consulting
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"We often we think of large scale
disruptive innovation but incremental
innovation that leads to greater
efficiency is just as important."
—Jeanette Patell, VP of Government
Affairs and Policy, GE Canada
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Carbon Management & Energy Transition
Beyond the politicized debates about pipelines, there are significant transformations underway in the
energy sector. From automation to coal phase outs, cheap renewable power to new and emerging clean tech
and carbon tech solutions, Canada's energy system is rapidly changing. However, replacing high paying jobs
in the energy transition is a major challenge causing fear and resistance.

Key Learnings
Canada needs an “all the above” national strategy to increase
renewable power, natural gas, battery innovation, and market
access for petroleum.
The growing demand for low carbon solutions is driving Canadian
clean tech exports globally.
Canada is well positioned to capitalize on new innovation that
converts carbon dioxide (CO2) into cement and light weight steel
Carbon pricing is seen as important to facilitate a shift towards low
carbon solutions and participate in emerging carbon markets
Kate Chisholm, SVP Sustainability & Chief
Legal Officer, Capital Power (Calgary)

"Our goal is not to reduce emissions, it is to reverse global warming. We do
not want to go more slowly to the cliff."
–B. Lorraine Smith, Independent Consultant and CBSR Board Member

"In order to get where we all want to get in
2050, we really need to be working on an
'all of the above' solution: we're going to
need renewables, we're going to need
batteries, and we're going to need fossil
fuels."
—Kate Chisholm, SVP Sustainability &
Chief Legal Officer, Capital Power

Joanna Kyriazis, Senior Policy Advisor, Clean Energy
Canada and Dan Mancuso, Head of Sustainability,
Export Development Canada (Toronto)

Dan Mancuso, Head of Sustainability, EDC and Sandra Odendahl, President & CEO,
Carbon Management Canada Research Institute (Toronto)

"Carbon pricing is inevitable and it's important for Canada to get ahead.
We need to be competitive and not delay on what will give us long term
benefit."
—Sandra Odendahl, President & CEO at Carbon Management Canada
Research Institute
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"In recent years, clean energy has
employed more people than oil and gas
and mining combined. It's a big sector,
contributing billions to Canada's GDP and
it's adding more jobs per year than most
industries."
—Joanna Kyriazis, Senior Policy Advisor,
Clean energy Canada
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Agriculture & Food Production
Agriculture and food production are commonly considered carbon intensive industries sometimes associated
with food waste and negative environmental impacts. However, new restorative practices and an increasing
use of data science is improving accountability and increasing efficiency to help farmers make informed and
sustainable decisions concerning their crops and resource allocations.

Key Learnings
The rise in indoor agriculture will significantly increase energy
needs in Canada over the coming decades.
Regenerative agriculture is a lesser-known sustainable
methodology that centres around our ability to sequester
carbon through food, forestry, or fibre.
More widespread education about regenerative agriculture is
required as well as greater investment in new farming methods.
As the need for sustainable agriculture increases, more data
science is being deployed to understand the journey of food
products from farm to fork.
Data science is also helping farmers make better choices for
their crops and evolve 21st century farming methods.
Social inequalities, such as accessibility, education, and poverty
are the main causes of food insecurity.
To date, over 3.7 million dollars has been raised for 11 food
centres across Canada.
Pairing food-insecure families with tax agents at Maple Leaf
Foods' food centres helped families save hundreds of dollars
that they can put towards groceries. .

Tim Faveri, VP Sustainability & Shared
Value, Maple Leaf Foods (Calgary)

"It's about progress, not perfection at
this point. Food is at the nexus of
societal issues."
—Tim Faveri, VP Sustainability & Shared
Value, Maple Leaf Foods

B. Lorraine Smith, Independent Consultant and
CBSR Board Member (Montreal)

Mark Thompson, VP of Business Development, Nutrien; Denise Hockaday, Climate
Business Lead, The Climate Corporation; Tim Faveri, VP Sustainability & Shared Value,
Maple Leaf Foods (Calgary)

"While carbon technology is making
leaps and bounds in extracting carbon
from the air, there is a gap in actioning
the amount of CO2 that plants require
the soil to grow and where that carbon
goes after harvesting."
—B. Lorraine Smith, Independent
Consultant and CBSR Board member

"Sustainability isn't a buzzword for a grower, it's a part of what they do."
–Mark Thompson, VP of Business Development, Nutrien
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Sustainable Procurement
Government purchasing represents 13.3% of Canada’s GDP and has the ability to advance almost every public
sector institutional objective related to sustainability and good management including climate change mitigation,
waste minimization, job creation, financial accountability, risk mitigation, reconciliation, and human rights.
However, public procurement is heavily decentralized and the good work being done to date in this area has been
isolated without widespread impact at scale.

Key Learnings
Procurement is a high impact and relatively low cost tool to
advance action towards the Sustainable Development Goals.
Procurement contracts must adhere to free trade
agreements, which adds complexity and opens opportunities.
Procurement in Canada is highly decentralized with more
than 80% of all public purchasing taking place at the
municipal and provincial levels.
Companies with sophisticated supply chain programs rarely
credited when competing against social and environmental
laggards for contracts associated with schools, post offices,
police stations, and public infrastructure.
Procurement can be particularly beneficial for small
communities and small to medium sized businesses to
advance local job creation, living wages, decreased
emissions, and waste.

Sandra Hamilton, Independent Consultant and CBSR Associate and
Rob Fosco, VP Corporate Sustainability & Responsibility at EDC
(Vancouver)

"Public procurement needs to be more strategic and refocus
from being price-takers to market-movers."
—Sandra Hamilton, Indpendent Consultant and CBSR Associate
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Anne-Marie Saulnier, Directrice Générale,
Espace québécois de Concertation sur les
Pratiques d'Approvisionnement Responsable
(Montreal)

"Quebec has been doing strategic public
purchasing for a long time but it can go
further and expand beyond Quebec."
—Anne-Marie Saulnier, Directrice Générale,
Espace québécois de Concertation sur les
Pratiques d'Approvisionnement Responsable

JP Gladu, President & CEO, Canadian Council for
Aboriginal Business

"If we want more socially and
environmentally responsible businesses
and Indigenous parrtnerships, that has to
matter in public procurement."
—JP Gladu, President & CEO, Canadian
Council for Aboriginal Business
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How To Do Business Like A Canadian In A Crisis
When the COVID-19 pandemic caused people around the world to go into quarantine and social
distancing, Canada's economy suffered a severe downturn and many people lost their livelihoods. Amid
this crisis, Canadian business values were put to the test and companies large and small rose to the
extraordinary challenge to do their part by pivoting their operations entirely, collaborating with other
businesses on novel solutions and making significant philanthropic donations. CBSR tracked nearly 500
case studies for how to Do Business Like A Canadian in a crisis to shareacross our campaign platforms.

Canadian Business Responders List
In order to document the remarkable
efforts of so many Canadian companies,
CBSR teamed up with Upswing Solutions
to compile the Canadian Business
Responders List of nearly 500 large and
small Canadian companies divided into
these four response categories:
Protectors, Pivoters, Philanthropists, and
Pioneers. This resource and
accompanying webinar are available at
cbsr.ca
“The Canadian Business Responders List is a valuable resource for responsible investors looking to
assess how companies are looking after the interests of their key stakeholders during the COVID-19
crisis.” - Jamie Bonham, Director of Corporate Engagement at NEI Investments

Additional Content
Visit the cbsr.ca website for many more Canadian business stories and case studies.

DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT
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Montreal - March 21, 2019
Doubletree by Hilton

Toronto - March 27, 2019
Globe and Mail Centre

Calgary - April 4, 2019
Telus Convention Centre

15

Vancouver - April 2, 2019
Marriott Pinnacle Hotel

DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT

PAGE 17

Events Overview

~400

CBSR and its partners hosted events in four
different cities at world class venues as part of the
Do Business Like A Canadian campaign. The
following is a snapshot of who attended and what
took place.

Attendees

Montreal - March 21, 2019
Doubletree by Hilton

Toronto - March 27, 2019
Globe and Mail Centre

Calgary - April 4, 2019
Telus Convention Centre

15

Vancouver - April 2, 2019
Marriott Pinnacle Hotel

Attendee Profiles
C-Suite
21%
Junior
50%
Senior
29%

DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT
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Speakers
Thanks to these amazing speakers, panelists and moderators
for their valuable time and expert perspectives:

Dominic Barton, Global Managing Director Emeritus, McKinsey & Co.
(Calgary speaker)
Dawn Calleja, Deputy Editor of Report on Business Magazine, The
Globe and Mail (Toronto moderator)
Kate Chisholm, Senior VP of Sustainability and Chief Legal Officer,
Capital Power (Calgary speaker)
Shurjeel Choudhri, Head of Medical and Scientific Affairs, Bayer
(Toronto speaker)
Chris Coulter, CEO, Globescan and CBSR board member (Toronto
speaker)

Rob Fosco, VP of Corporate Sustainability and Responsibility, EDC,
Jeanette Patell, VP of Government Affairs and Policy, GE Canada, Chantale
Després, Director of Sustainability, CN, and Konrad Yakabuski, Columnist,
The Globe and Mail

Chantale Després, Director of Sustainability,
CN (Montreal panelist)
Max Dokuchie, Senior Legal Counsel at First
Nations Health Authority (Vancouver panelist)
Elizabeth Dove, Director of Corporate
Citizenship, Volunteer Canada (Vancouver
speaker)
Tim Faveri, VP of Sustainability and Shared
Value, Maple Leaf Foods (Calgary panelist)
Rob Fosco, VP of Corporate Sustainability and
Responsibility, Export Development Canada
(Montreal, Toronto, Vancouver, Calgary
panelist)

JP Gladu, President and CEO, Canadian Council for Aboriginal Business
(Montreal, Toronto panelist)
Robert Greenhill, Executive Chairman at Global Canada (Calgary
moderator)
Alison Grenier, Head of Culture and Research, Great Place to Work
(Vancouver speaker)
Sandra Hamilton, Independent consultant and CBSR Associate
(Vancouver panelist)
Denise Hockaday, Climate Business Lead, The Climate Corporation
(Calgary panelist)
Gregory John, VP of Indigenous Relations, Project Reconciliation
(Calgary panelist)
Jeffrey Jones, Journalist, The Globe and Mail (Calgary moderator)
Joanna Kyriazis, Senior Policy Advisor, Clean Energy Canada (Toronto
speaker)
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Dominic Barton, Global Managing Director
Emeritus at McKinsey & Co. (Calgary)

34
Speakers,
panelists and
moderators
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Speakers
Melina Laboucan-Massimo, Climate Change Fellow,
David Suzuki Foundation (Vancouver panelist)
Candace Laing, VP of Sustainability and Stakeholder
Relations, Nutrien (Toronto speaker)
Dan Mancuso, VP International Growth Capital, Export
Development Canada (Toronto speaker)
Lisa Mooney, Senior Advisor for Strategic Inclusion,
Nutrien (Vancouver panelist)
Prageet Nibber, CEO, ReWatt Power (Calgary panelist)
Sandra Odendahl, President and CEO, Carbon
Management Canada Research Institutes (Toronto
speaker)
Jeanette Patell, VP of Government Affairs and Policy,
GE Canada (Montreal panelist)
Adrienne Rand, Director of Strategy, Public Inc.
(Toronto speaker)
Anne-Marie Saulnier, Directrice générale, Espace
québécois de Concertation sur les Pratiques
d'Approvisionnement Responsable (Montreal panelist)

Melina Laboucan-Massimo, Climate Change Fellow at the
David Suzuki Foundation (Vancouver)

Cynthia Shanks, Directrice Principale de
Communications et Développement Durable,
Keurig Canada (Montreal panelist)
B. Lorraine Smith, writer, consultant and CBSR
board member (Montreal speaker)
Christie Stephenson, Executive Director, Peter
P. Dhillon Centre for Business Ethics,
University of British Columbia (Vancouver
panelist)
Coro Strandberg, President of Strandberg
Consulting and CBSR Associate (Vancouver
speaker)
Nelson Switzer, Chief Growth Officer, Loop
Industries (Montreal speaker)
Konrad Yakabuski, Columnist, The Globe and Mail and
Cynthia Shanks, Directrice Principale de Communications et
Développement Durable, Keurig Canada (Montreal)

Mark Thompson, VP of Business Development, Nutrien
(Calgary panelist)
Rita Trichur, Financial Services Editor, The Globe and
Mail (Toronto moderator)
Charlie Weiler, Senior Aboriginal Relations Regulatory
Specialist, BC Hydro (Vancouver panelist)
Konrad Yakabuski, Columnist, The Globe and Mail
(Montreal moderator)
Visit CBSR's YouTube Channel for campaign
videos and speaker presentations
DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT
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Photo Highlights & Feedback

Audience Mix

Female
55%

Male
45%

"I walked away feeling proud to be
Canadian."
-Calgary attendee
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Photo Highlights & Feedback

Satisfaction Rate

86%
Respondents rated
their experience as
very valuable

"There was a good
combination of
systems-level and
tangible content.
I particularly
appreciated the
bright minds on
the clean energy
panel."
-Toronto attendee
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Photo Highlights & Feedback

"I found the
sessions very
interesting."
-Toronto attendee
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Photo Highlights & Feedback

"Well organized,
"There
was a good combination of
excellent
speakers
systems-level and tangible
and good networking
content. I particularly appreciated
opportunities."
the
bright minds on the clean
-Montreal
attendee
energy panel."
-Toronto attendee

"I was absolutely
inspired by
Dominic
Barton."
-Calgary
attendee
DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT
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Photo Highlights & Feedback

15
Industries engaged
Top 3 industries engaged
Finance
Natural Resources
Professional Services

"We definitely
need Canadian
business
values – I'm
surprised they
don't already
exist!"
-Vancouver
attendee
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Photo Highlights & Feedback
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Newsprint Campaign
On each day of the live events during the Do Business Like A Canadian campaign, The Globe and Mail
published a three-page, feature-length insert in the Report on Business section, outlining the content,
discussed during the events. The following pages are summaries of the inserts.

The feature included:
20 articles
4 issues of The Globe and Mail
25 expert weigh-ins
25 references to businesses demonstrating
Canadian business values.

Print audience:
1 million
Digital audience:
2 million

Marie-Anne Champoux-Guimond, Keurig Canada's Sustainability
Lead reads the Do Business Like A Canadian section of the
Report on Business in the Globe & Mail
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Digital & Social Media Campaign

1000+ New subscribers for CBSR newsletter and social media accounts

Two accounts:

Twitter

@CBSRNews
@DoBizLikeACDN

Engagement
204 posts
1,100 likes
392 retweets
23 replies

CTR on tweeted
links: 40%

2nd Top source of web traffic
(21%) after www.cbsr.ca

LinkedIn
Engagement
59 posts
638 unique visitors
16,500 organic impressions

DO BUSINESS LIKE A CANADIAN CAMPAIGN REPORT

Facebook
Engagement
57 posts
6,054 total views
299 new followers

@CBSRPhoto

Instagram
Engagement
37 posts
# of followers doubled: 64 to 102
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Digital & Social Media Campaign
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Digital & Social Media Campaign
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Campaign Outreach
1000+ Outreach Participants
Including:
CBSR Partners
Business Leaders
Technology investors and innovators
Industry associations
Indigenous community leaders
Academics
Government representatives
Non-government organizations
Youth leaders

100+
Meetings
6 Conferences:
GLOBE Forum
Sustainable Brands
Net Impact
Soul of the Next
Economy Forum

5 Cities:
Montreal
Ottawa
Toronto
Calgary
Vancouver

2 Student
Workshops
2 Webinars

CBSR engaged a diverse range of Canadians across the country and asked them to describe the values
they saw demonstrated by outstanding Canadian businesses. A set of Canadian business values
emerged through this process.
Some of these conversations were challenging. Not all Canadians identify with a Canadian branded
engagement. We came across deep feelings of alienation and discnnect among some stakeholders,
particularly in Alberta and Quebec. We listened to the feedback from these groups and empathized with
their position.
We also heard from Indigenous stakeholders, who shared similar sentiments of "otherness" and
distinction from a "Canadian" narrative. While Canada may be widely regarded as humble and inclusive,
there are certainly those among us who view their their relationship with Canada and Canadian business
throuh a lens of disfunction and a history of injustice.
Listening and reflecting on constructive feedback from Canadians was instructive in the research and
development of the Canadian business values and subsequent national campaign.
Rob Fosco, VP of Corporate
Sustainability and Responsibility,
Export Development Canada, Andrea
Barrack, Global Head of Sustainability
and Corporate Citizenship, TD Bank,
Helle Bank Jergensen, President,
Global Compact Network Canada,
Ryan McKee, Brand Director, MEC,
Christie Stephenson, Executive
Director, Peter P. Dhillon Centre for
Business Ethics, University of British
Columbia, and Leor Rotchild, Executive
Director, Canadian Business for Social
Responsibility at the Sustainable
Brands conference (Vancouver)
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Campaign Outreach
Critical Feedback from Canadians
"The Canadian business values are what we need in this divisive political time where it feels like we are
forced to choose between the environment and the economy. But we can choose both, by uniting
together under shared values built to benefit both our economy and environmental diversity."

"I don't subscribe to any
Canadian values because
we have our own
Indigenous values...
Respect for the land and
putting our mothers and
our sisters first is what you
would find in our values."

"It's rare for sustainability and reconciliation to be discussed at the same time, but it makes sense, and
economic reconciliation seems like the thread between them. We need more strategies for economic
growth that prioritize human rights approaches."
"I feel pride about many aspects of this country, but the Canada I know also includes underfunding of
Indigenous health, education and other social goods and services, the toxic legacy of extractive
operations on Indigenous land across the country, the ongoing attempt by the federal government to build
a pipeline without Indigenous consent, systemic racism and discrimination against Indigenous people, an
inability to keep Indigenous people safe (see: Tina Fontaine, Colton Bushie, Missing and Murdered Women,
disappearance and deaths of Indigenous students in Thunder Bay), unacceptably high levels of
incarceration of Indigenous men and women, ongoing intergenerational trauma caused by, among other
things, residential schools and other forms of forced separation of families, and the legitimate claim that
much of what we call “Canada” is occupied Indigenous land."
"These values don't take
future generations into
account. Where is the
value for those not yet
born?"
"These are not distinctly
Canadian values. The US
has the same business
values."
"It is great to have a
distinctly Canadian
approach to doing
business."
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Special thanks to our partners:

We would also like to acknowledge the following for their valuable
contributions and dedication to the success of the campaign and events:
3BL Media
The Bill & Melinda Gates Foundation
Bullfrog Power
CBSR Board of Directors
TheFuturEconomy.ca
Randall Anthony Communications
The Works Design Communications

Aliya Khondker
David Wheeler
Deepa Daryanani
Eric Saarvala
Garrick Ng
Kate McKenzie

Canadian Business for Social Responsibility

