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upfront | president’s message

WWe live and Work in a very different  
world from when this Association first 
took form in 1942. 

As per this issue of PeopleTalk with 
its theme of “Women in Leadership” 
though, there is still plenty of room and 
reason for further change. Despite all the 
progress made in the workplace and the 
research into the positive impact of greater 
diversity, women still hold a relatively slim 
percentage of executive leadership roles. 

Then again, as a member and president 
of a professional association of over 5,500 
members—71 per cent of whom are 
women—entrusted with helping evolve 
that change, I know those numbers are 
rising. As a wise mentor once told me, 
everyone is a leader at heart, simply at a 
different part of the journey. 

A crucial step towards realizing that leader within is, of course, 
mindset and a realization of our individual and organizational 
potential. Given the breadth of opportunities now open to women 
and the economic realities of the day, women in leadership seems 
both a given and a necessity. 

After all, how is one to innovate without giving equal credence 
to something so simple as the input of both genders? That we 
have moved beyond this in many ways does not detract from the 
statistics within this issue or the opportunity to further evolve. 

In keeping with that evolution theme 
for a moment, you likely have noticed a few 
changes to this issue of PeopleTalk—as well 
as other communications from the Asso-
ciation. Aside from the fact that our name 
is now officially the Human Resources 
Management Association, we have adopted 
a new logo, look and messaging as well. 

Why? Much as with the discussion of 
women in leadership, because times have 
changed and we wanted to have some-
thing that reflected the true impact of HR 
and nature of our membership. 

As such, you are bound to see some 
familiar faces popping into our commu-
nications and marketing pieces moving 
forward. After all, who better to reflect our 
membership than our members?

All told, the new brand for HRMA is simply a refreshingly, 
on-target take on an Association and a profession which I take 
greater pride in being involved with on a daily basis. Informative, 
trustworthy, authoritative and powerful: four words which really 
do define who we are and what we are capable of…as HR…as 
leaders…and most definitely as men and women alike.

Shannon Railton, CHRP
President, HRMA
president@hrma.ca

Women in Leadership:
A New Brand of Opportunity

Shannon Railton, CHRP

UltiPro®, from Ultimate Software, unravels HCM and gives you one simple 
resource for unlocking your workforce’s awesome potential. Because when 
you put people fi rst, you win.

MANAGING HR DŒ SN’T 
HAVE TO BE A TALL ORDER.

UltimateSoftware.com/PeopleTalk
ULTIPRO®    HR    PAYROLL    TALENT MANAGEMENT

24665-10 Coffee_PeopleTalk_7.875x3.625_CR.indd   1 8/21/14   3:22 PM
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courses.hrma.ca
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editor’s message

W
Business Equity 
Requires Equality
What is it that defines a leader? Vision, driVe and 
great communication skills are definitely in the mix. 
What about gender? 

What do you think the differences are between 
male and female leaders—if any? (p.12) 

While such a question seems positively archaic, 
and contrary to human rights and business results, its 
relevance remains. In fact, I was assured as much by 
every woman I queried on the subject, but not for the 
reasons which once predominated. 

As per the wisdoms of female leaders, who account 
for over 70 per cent of HRMA membership and hold a 
similar presence on the PeopleTalk Advisory Council, 
the challenges women continue to face show through 
in the numbers and anecdotes within. While the 
trend towards true equality continues to move 
in a positive direction, the need (and the opportunity) has never been greater for 
both sexes and businesses overall—as carried in our cover story by Donna Howes, 
“Women in Leadership: Beyond Equality to Business Advantage” (p.26).

Those aforementioned challenges come from within and without and both 
aspects are explored throughout, as is the progress being made by leading women 
at all levels. From “The Glass Ceiling Conundrum” (p.20) to the ongoing need for 
“Changing the Mind Space of the Workplace” (p.38), the external challenges remain, 
necessitating a new mindset for men and women alike.

As per “The ‘Lean In’ Factor” (p.36) espoused by Facebook COO Sheryl Sandberg, 
“Women’s Leadership Imperative” (p.34) is hinged on tackling internal confidence 
issues as well. Fortunately, this appears to be far less an issue with the emerging 
generation of female leaders as explored in “Millennial Women Leading the (New) 
Way: Defining Leadership on Their Own Terms” (p.32). An excellent case in point is 
made on our final page interview with the 2014 HRMA Rising Star, Fiona Ho (p.48).

Another good indication of the growing impact of women in leadership ‘virtu-
ally’ shines through in “Social Media: A Woman’s Touch Required” (p.40). While the 
true impact and progress of “Women in the Workplace: Then, Now and Tomorrow” 
(p.44) is undeniable, so are the disparities remaining.

Reshaping those disparities to maximize equality and productivity goes to the 
heart of HR, as does the recently released “CHRP Competency Framework” (p.42) 
with its broadened emphasis on business results. 

With the continued evolution of HR as a key, strategic business partner, the  
questions around women in leadership are unlikely to survive another decade.

Quite simply, no business can afford it. 

Jason McRobbie
editor, PeopleTalk
jasonmcr@telus.net

Jason McRobbie

Human Resources Management Association
1101 – 1111 W. Hastings St., Vancouver, BC V6E 2J3 
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contributors

Each issue of PeopleTalk draws upon the HR expertise of our Advisory Council and editorial 
acumen of thought-leading business professionals. It is our pleasure to introduce some of 
the women in leadership who share their insights within this fall edition.

Jane Terepocki, CHRP
The Glass Ceiling Conundrum: 
Does HR Have a Role? p. 20
Jane Terepocki, BA, CHRP is a specialist 
in the areas of recruitment and training 
and ongoing contributor to PeopleTalk. 
Jane’s work and volunteer experience 
include recruitment and training 
at Mountain Equipment Co-op, a panelist on the XY Boom 
Conference and mentoring with the Women and Leadership 
organization. Her passion for HR includes harnessing the power 
of talent, culture and leadership to create a vibrant workplace 
where the spirit of diversity can flourish. Jane is a member of 
the International Leadership Association and has attended 
conferences in the USA and Europe. 

Kristin Zehnder, CHRP
The Lean-in Factor p. 36

Kristin Zehnder, BA, CHRP, is the 
director of human resources at the 
beautiful Harrison Hot Springs Resort 
and Spa. She has accrued over 15 
years’ experience as an HR generalist 
in a variety of industries including 

hospitality, education, engineering and manufacturing. In her 
current role, her main focus is employee and labour relations, 
change management, and occupational health and safety. She is 
most ardent about identifying opportunities where barriers exist 
to further organizational excellence. In her spare time, Kristin is 
an avid baseball mom and equestrian.

Pam Paquet
Changing the Mind Space of 
the Workplace p. 38

Certified with the Canadian Counsel-
ling Association, Pam Paquet ran a 
private practice for more than a decade 
before extending her psychological 
expertise to the workplace. Through 
Pam Paquet and Associates Corporate Consulting, she helps 
companies identify staff and workplace problems and formulate 
training programs that generate lasting results. With an MEd and 
BA in Psychology with a specialization in mediation, she is also a 
master level facilitator, speaking internationally and sharing her 
expertise as an instructor with BCIT and as a committee member 
with Futurpreneur Canada and Douglas College. 

Bernadette Smith
Millennial Women Lead the 
(New) Way: Defining Leadership 
on Their Own Terms p. 32

As VP, talent development solutions 
with the Canadian Management Centre 
(CMC), Bernadette Smith understands 
the value of investing in people to create 

an engaged, high-performance team that achieves results. Her 
passion and drive for results has created a culture that encourages 
collaboration and inspires creativity and innovation. Prior to 
joining CMC, her professional experience involved holding 
senior level marketing leadership positions in Canadian divisions 
of global organizations in a variety of industries including Bayer 
Consumer Care, Mattel,and Telemedia.

Donna Howes, CHRP
Women in Leadership:  
Beyond Equality to Business 
Advantage p. 26

Donna Howes, CHRP, is principal 
of Humanity at Work, a coaching 
and organization development firm 
devoted to creating proud and produc-

tive workplaces. She contributes articles to PeopleTalk on leader-
ship and organizational culture shift. As a certified executive 
coach and an accredited “Immunity to Change” facilitator, 
Donna helps leaders at all levels to increase their personal and 
organizational effectiveness in alignment with their values. Her 
specialty is leadership development, group and interpersonal 
dynamics, and culture change.

“If your actions create a legacy that inspires others to dream more, learn more, do more and become more, then, you are an excellent leader.”
—Dolly Parton

Mary Bacica
Looking Within at Leadership: 
Sentis Takes a Selfie p. 22

Mary Bacica is a Certified Marketing 
Research Professional and a 25+ year 
veteran of the research industry. At 
Sentis, she works with public sector 
agencies, government and private 
companies with particular emphasis on employee engagement and 
customer experience research. Prior to joining Sentis, she was VP 
of Loyalty Research at Ipsos Vancouver, and earlier, VP of Business 
Development at global research firm, Synovate. In recent years, 
Mary has branched out into “quasitative” research consulting—
incorporating qualitative methods into quantitative research 
studies to meet the growing demand for deeper customer insights.
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Does your business strategy capitalize on gender 
brain science to achieve increased return on invest-
ment? To capitalize on the unique contributions and 
value of both genders within your organization, you 
need to think strategically and plan for the future.  
http://bit.ly/1pkIOON

Leadership and the Sexes: 
The ROI of Gender Balanced 
Executive Teams

What does the human brain have to do with leadership 
and motivation? It may surprise you to know that, until 
recently, no one was entirely certain. With the advent of 
advanced medical tools, alongside an increase in inter-
disciplinary research, this mystery is at long last being 
unravelled and understood. http://bit.ly/1tpIrZz

Leadership, Motivation and the Brain

What does it take for a woman to join an all-male 
board of directors? The following is a summary of a 
study on the characteristics of new female corporate 
directors who break the boardroom gender barrier.  
http://bit.ly/1r35Rmx

New Female Corporate Directors: 
Breaking the Gender Barrier

HRMA LinkedIn Weighs In...

Julia Chambers asks: I’ve recently moved 
to Vancouver from London where I have 
six years experience in a variety of HR 
roles, most recently as an HR business 
partner/generalist. I also hold the my 
advanced HR qualifications from the 
CIPD (the UK’s professional body for HR 
professionals.) Does anyone have any 
advice for me when job searching for an 
HR role within Vancouver? Is it consid-
ered a disadvantage to have experience/
qualifications from outside Canada?

Louise Cook responds: I recommend 
you network with HR professionals in 
companies where you would like to 
work. It might feel challenging to make 
the first couple of calls requesting an 
informational interview, but generally, 
you will find people very willing to meet, 
answer your questions and help you 
build your network. This will turn into job 
leads and that lucrative first position in 
your new home town. Please feel free to 
contact me. Good luck! 

Ferdinand Tchokothe Edimo responds: 
I would advise you to do everything 
possible to have the CHRP designation 
which gives move value and recognition 
to HR practitioners in Canada. This 
designation will give you the chance 
to rapidly get into the competitive 
Canadian market and quickly find an HR 
related job. Though the CIPD qualifica-
tion is well recognized in the UK, it’s not 
really much valued in Canada. You will 
need to rapidly have a Canadian experi-
ence in order to be able to find a job. 
So try as much as possible to volunteer, 
be part of mentoring programmes, look 
for connections, participate in seminars, 
conferences. Good luck.

Top HRMA Tweets

Our domain name and URL have 
changed. Please update your links and 
bookmarks. You can find us at hrma.ca

The Power of Empathy: Leadership 
& Listening via @HRVoice.org ow.ly/
AzUC4 #leadership #management 
#creativity #empathy
 
HR_Vancouver: @BCHRMA The Work, 
Health & Engagement Roundtable is my 
favourite! Looking forward to the ones in 
September! #HRMA #HRinVancouver

By Trevor  Maber

By Leona Ko l la

By Dr.  Pau l  Dunn

Most people know about Black Friday and Cyber 
Monday as a marketing ploy used by the retail sector 
to spur sales of consumer goods for the holidays. The 
charitable sector has responded with Giving Tuesday as 
a branded movement to mark the launch of the annual 
giving season. Immediately following Cyber Monday, 
Giving Tuesday falls this year on December 2, 2014. 
Companies are invited to partner with Giving Tuesday 
to raise the media profile of their corporate giving and 
workplace fundraising programs. http://bit.ly/1DlUo6I

Giving Tuesday Celebrates Corporate Philanthropy

As HR professionals, we are designated advocates for 
both an organization and the people who work within 
it. We are also responsible for managing engagement and 
ensuring employee retention to the best of our ability. 
With entrepreneurs representing more than half of the 
business market, how can we harness intrapreneurship 
to further grow our innovative potential? 
http://bit.ly/1ATsnPU

What HR Can Learn From Female Entrepreneurs
By Sandy Arsenau l t ,  CH RP

By Clay ton Bergqu is t
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people and perspectives

organization development 
consultant

Scott Borland is an organization development 
c o n s u l t a n t  s p e c i a l i z i n g  i n  s t ra t e g y 
facilitation and top team alignment for 
companies that “do good.” With over 20 
years experience consulting across a variety 
of sectors, he has also held senior leadership 
and executive roles.

In my work, I consistently see greater 
differences between individuals in terms of 
leadership style, behaviour and effectiveness 
than I do between the two sexes. However 
there just isn’t any consistency regarding 
whether being male or female makes one an 
inherently ‘better’ leader.

Some caveats—in my experience, males 
often seem to rate themselves more highly 
as effective leaders compared to how women 
rate themselves. Female leaders appear 
more willing to critique their own actions 
and incorporate greater self-awareness 
into evaluation of their own effectiveness. 
This often leads to strengthened energy 
and commitment for self development by 
women in leadership roles. 

O n  a  r e l a t e d  d i m e n s i o n — s e l f-
confidence—my observation is that 
fe m a le  le ade r s  s ome t i me s te nd to 
underestimate their own abilities when 
faced with ‘stretch’ situations. Quite often, 
I see male leaders moving forward quickly 
into uncharted waters believing that 
they ‘have the goods’ (whether they do or 
not) while female leaders may give pause 
before moving to action. Self-confidence 
(whether justified or not) in the face of 
different/challenging situations seems 
to show up differently between men and 
women in leadership roles.

“What do you think the differences are between male and female leaders—if any?”

co-founder and CEO,
SPARK Creations

As the co-founder and creative essence 
originator (CEO) of SPARK Creation, Lorie 
Corcuera is energetic, driven, and tire-
less in her pursuit of self development and 
people contribution. Over the past 18 years, 
Corcuera has cultivated her coaching and 
leadership development, as well as her people 
and culture development experience as both 
a strategic and progressive senior HR leader. 
Corcuera is also the co-chair for the HRMA 
Learning and Development Roundtable.

Yes, there is a difference between male 
and female leaders. Women were born to 
birth children, so biologically there is a 
stronger natural ability to nurture, care 
and love. Men love too. However, the way 
a woman loves is different. Now, take that 
caring trait into a leadership skill and you 
have a leader that is compassionate, loving, 
and can connect on a deeper level. 

Although both men and women have 
this ability, the bigger difference or chal-
lenge is whether the environment or 
culture empowers these leaders and teams 
to have this type of connection. We gener-
ally accept that more women care and lead 
in this way than men. 

The world is changing now though 
and these “feminine” leadership styles are 
now required to be a whole and complete 
leader—one that is courageous enough to 
create and inspire loving human connec-
tions.

Marion Gushue-Geiger, CHRP

HR manager,
Commissionaires BC

Human resources manager for Commis-
sionaires BC in Kelow na since 20 07, 
Marion Gushue-Geiger’s full HR career spans 
industries, provinces and the past 25 years. 
Actively involved with HRMA for the past six 
years, Gushue-Geiger was Southern Interior 
Advisory Council chair from 2012-2014. As a 
Distinguished Toastmaster of 15 years expe-
rience, a wife and dog walker, she has been a 
frustrated painter most of her life.

Yes! Absolutely there is a difference in 
women and men leadership styles. We are 
hardwired differently; we have different 
hormones, check out the myriad of scien-
tific evidence that supports this difference. 

There are a few significant differences 
between females and males that contrib-
ute to leadership styles. Women are more 
empathic, like to talk, ask questions and 
collaborate; men not so much. Women are 
often viewed in a negative light because of 
this, however, it should be embraced. 

There are three “Cs” critical to leader-
ship and teambuilding—communicate, 
connect and collaborate. Regardless of 
gender, if you are honest, focused, respect-
ful, empowering, integral, self-aware, 
confident, knowledgeable, and one who 
easily gives credit when it is due, you have 
the foundation to be a good leader. 

Leaders who are self-aware of their 
leadership style and learn how to flex and 
adjust their style to match the needs of 
team and project become great leaders. 

Scott BorlandLorie Corcuera
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“What do you think the differences are between male and female leaders—if any?”

executive director, 
Court Services North Branch, 
Ministry of Justice
Joanne Hanson, CHRP has worked with 
the BC Public Service since 1999 and as 
an HR instructor with the College of New 
Caledonia for the past four years. With 
more than 15 years of leadership and HR 
experience, she has also been recognized as 
a recipient of several Premier’s Awards for 
her leadership and organizational excellence 
accomplishments. In her capacit y as a 
leader and lifelong learner, she is passionate 
about leading people with a philosophy of 
developing leaders at all levels and helping 
them reach their potential. She has been a 
member of the Northern HRMA Advisory 
Council for four years. 

A leader inspires, motivates, leads by 
example, is empathetic and can connect 
to build relationships and achieve results. 
These are not traits defined by gender, but 
rather by their degree of emotional intelli-
gence. There are those who may suggest that 
females are natural nurturers thereby more 
effective leaders, but this trait alone does 
not define great leaders as evidenced by the 
many male and female leaders in our midst 
and throughout history. 

If one were to canvas an audience to 
identify who they see as a leader in their 
lives, there is likely a range of responses and 
their attributes would not be aligned to their 
gender, but rather their skills, character 
and emotional intelligence. My leader role 
model is my father who inspired me to never 
let my gender define my potential. I contend 
that leadership is gender neutral and we are 
fortunate to have so many role models in our 
society, both male and female.

corporate counsel,  
employee relations 
Best Buy Canada Ltd.
Catalina Rodriguez is an employment, work-
place human rights and labour relations law-
yer practicing in-house for Best Buy Canada 
Ltd, where her favorite company value is to 
“have fun while being the best.” She has a 
passion for human resources, equality—in 
the workplace and beyond—and popular psy-
chology. The last book she read was Cordelia 
Fine’s How our Minds, Society and Neuro-
sexism Create Difference—a must read for 
anyone interested in the good old nurture vs. 
nature debate.

Men and women leaders come in as 
many varieties as there are personalities, 
therefore I do not believe that one can 
draw clear distinctions amongst leaders 
based on gender alone. I have had the 
opportunity to work with bold, emotion-
ally intelligent, assertive and caring leaders 
both male and female. 

However, in my opinion there is one 
key difference—women leaders have suc-
ceeded in spite of multiple barriers that 
men do not necessarily face, such as being 
brought up or socialized to not prioritize 
their careers, to not advocate for them-
selves, and to “be nice.” Women are still 
expected, in certain environments, to take 
a backstage or a support role as opposed to 
a leadership role. 

There is enough science today on the 
fact that people will live up to the expecta-
tions others have of them. So even though 
there may be no real differences on leader-
ship styles based on gender, the journey to 
the top is harder for women.

Catalina RodriguezJoanne Hanson, CHRP
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members’ corner

By Jason McRobbie

W i t h a n e w na m e, l o ok a n d prom i se t o i t s  
membership, the Human Resources Management 
Association’s commitment remains unwaver-
ing—to keep people first 

in the minds of decision-makers.
For the past two years, a core group 

of staff and board members have worked 
together with Myron Advertising + Design 
to explore what it means to be an HR 
professional today, and particularly as a 
member of HRMA. 

What has emerged in the rebrand of 
the Association is at once more colourful 
and concise, with a first glimpse of the 
new brand revealed at the 2014 HRMA  
Conference + Tradeshow in Vancouver.

“We had the opportunity to look at 
ourselves as an Association and revisit our 
brand commitment. That goes beyond 
the logo of course. It begins with asking, are we relevant?” says 
Christian Codrington, CHRP, HRMA’s senior manager, people 

practices. “Having been part of this from the start, I can tell you 
the logo was the last piece of the puzzle to come together. We 
needed to look at our deliverables. We worked with Myron to 

explain what HR means today and shared 
a wealth of member insights, surveys and 
feedback during this process.”

A History of Change
Without doubt, the HR of yesterday has 
changed, as has the face of the HR profes-
sional.

For over 70 years, what has become 
the preeminent HR association on the 
West Coast has continued to grow and 
transform. From the creation of the War 
Industries Coordination Committee in 
1942 to a lengthy spell as the Industrial 
Relations Management Association, it was 
not until 1992 that HR was taken to the 

heart of the brand with the British Columbia Human Resources 
Management Association.

Rebrand Speaks to HR Equity

Authoritative 
Owning HR best practices, trends  

and professional development.

Powerful  
The power to assert our vision in 

a modern business context.

Informative 
Giving context and meaning to 

human capital management.

Trustworthy 
We earn trust every day, and  

never forsake it.
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Over two decades later, the need for further change had 
become apparent. With over 5,500 members spread over eight 
regions, BC HRMA had already reached beyond its provincial bor-
ders with the inclusion of the Yukon in 2013. Moreover, with the 
continued rise of HR as a strategic partner in business and grow-
ing recognition of the Certified Human Resources Professional 
(CHRP) designation, the opportunity existed for a rebrand with a 
renewed focus on the people and potency of the profession itself.

Four Strong Words Anchor Future
Myron’s account supervisor Donna-Jay Crowe, explains the brand 
development phase provided the opportunity “to create a clear, 
future-focused brand promise and key assets to begin the process 
of building on that promise. We sought to 
encapsulate the Association, the profes-
sion and the designation. As a team, we 
sough to avoid cliches and capitalize on 
the profession’s unique characteristics.”

What emerged from those discussions 
and explorations has become the founda-
tion of HRMA’s new brand, grounded in 
four words which all involved agree reflect 
those unique characteristics.

“Authoritative, powerful, informative 
and trustworthy: those four words became 
the bedrock of the creative work that 
Myron has developed. They took those 
words and looked for ways to make them 
emote and connect,” says Codrington. “As a result, we have four 
strong colours that speak to the feeling those words evoke.”

More Visual Ties to Membership
Thus, the slate-hued ‘informative’ serves as the bedrock, the 
familiarity of blue anchors trustworthy, orange speaks to the 
authoritative aspect and a rich magenta conveys HR’s powerful 
standing and potential.

Those four strong words and hues also emerged alongside a 
new tagline—The Voice of the HR Profession—a new iconic logo 

that communicates the HR ‘bridge’, and a design focus that speaks 
directly to HRMA’s strongest suit—its members.

“We’re really proud of the people part and how it ties everything 
back to who we really are,” says Codrington. “As an association, we 
previously tended to rely on stock photography for our branding. 
That got us thinking—why not feature our own members instead. 
It really works; they look great and I think it reflects well on all of 
us coming that much closer to actual source.”

A Name Beyond Borders
As for the newly abridged name, while there is an argument to be 
made that the old logo never carried “BC” to begin with, the dis-
cussions went far deeper. The renewed focus on the profession vs. 

the province, is not only in keeping with 
past incarnations of the Association, but 
indicative of a greater emphasis on the HR 
profession overall, as already evinced by 
the professional HR associations in Ontario 
(HRPA) and south of the border (SHRM).

“There were big discussions around the 
relevancy of our name. We looked at our 
equity in the marketplace and explored 
what new equity could be gained,” says 
Codrington. “What became apparent 
is that good people practices could not 
be bound by borders. We had already 
expanded into the Yukon. Our profes-
sional development and HR Metrics 

Service have clients nationwide. Moreover, many of our mem-
bers’ organizations have operations across the country, as well as 
in other countries. In this evolving digital economy, we needed 
something that spoke to the breadth of our membership offering 
and with clarity.”

From a full suite of redesigned membership materials to a new 
homepage for the Association at www.hrma.ca, the scope of the 
rebrand has been comprehensive—and aimed at facilitating fur-
ther conversation of HR between both our membership and the 
broader business community. 

“We’re really  
proud of the  
people part  

and how it ties  
everything back  
to who we are.”

Canada’s largest
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Six Keys 
to Career 
Development

While women in leadership is the focus of this  
issue of PeopleTalk, the career challenges and 
opportunities of the present moment are shared 
by women and men alike in the workforce. The 

way forward is nowhere near as clear as it once was and, in 
many ways, the old adage, “the only way is up” simply no longer 
applies.

Fortunately, the paths for personal and professional fulfill-
ment remain marked by some traditional wisdoms.

1. Think Develop vs. Advance
In speaking with three strong female leaders in their own right— 
all in very different places with their 
careers—one thing became apparent; the 
term “career advancement” has become 
an anachronism. Instead, in a world of 
constant change and sideways shifts, 
career development is key and has become 
indispensable for individuals and organi-
zations alike. 

More importantly, while there is no one 
path to developing career success, six helpful hints did emerge 
over the course of our conversations.

With over 20 years’ HR experience prior to joining Knights-
bridge Consulting in Vancouver, Wendy Knight, CHRP, CMA is 
a senior consultant in the career solutions practice. She has also 
been heavily involved with both HRMA and as a mentor with 
Minerva Foundation’s Women Helping Women program.

Knight points out that the path to success is always personal. 
“It is very much unique to each individual, their strengths, and 
their goals. Your career is a journey rather than a destination; it is 
about engaging and enriching experiences,” she says. “Everybody 
has their own unique way of defining career success. However, 
your goals need to be aligned with your own skills, your own 
values, your own interests.”

2. Let Go of the Ladder
Moreover, rarely do individuals work for the same company for 
their entire career as once occurred, adding greater complexity to 
the traditional depiction of the career ladder. 

“Career progression has changed so much. It used to be a career 
ladder, a vertical progression. The world has changed hugely in 
terms of the types of jobs and experiences, and how people move 
to get different experiences and knowledge and building your tool 
kit,” says Meg Burrows, CHRP, HR manager, Western Financial 
Group.

Burrows’ journey is a direct reflection of her assessment. Hold-
ing a degree in psychology and a diploma in human resources 

management, Burrows captured the 
HRMA Rising Star award in 2009 and has 
been heavily invested in helping others 
develop their HR careers from her earli-
est involvement with the association. A  
mentor and prior chair on many commit-
tees, she is currently incoming chair for 
the Coastal Vancouver Advisory Council.

3. Define Your Differentiators
In a world where opportunity is everything, she is a firm believer 
in creating those opportunities. According to Burrows, opportu-
nities are the “true differentiators” that expose us to experiences 
and skills that we may not otherwise be able acquire. 

“It is often a competitive market; what are you bringing to the 
table that differentiates you from other people, what experiences 
do you have that are unique to help you be a stronger candidate?” 
asks Burrows.

Knight concurs and strongly believes that the key step in career 
development is knowing yourself and being able to talk about 
your accomplishments. “You need to very realistic about what 
your value is to an organization. You need to be able to articulate 
your strengths and weaknesses and look at the opportunities. Do 

By Ra luca Mano lache

“Something which we think is impossible now is not impossible in another decade.” —Constance Baker Motley

“Movement is 
much more 

fluid in today’s 
workplace”
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a personal SWOT (strengths, weaknesses, 
opportunities and threats) analysis,” she 
recommends.

4. Remain Open to the Atypical
Helping others find that uniqueness is 
something Kyla Nicholson, CHRP has 
taken to heart throughout her career for 
over a decade. From curriculum design and 
teaching to consulting and training and 
development, it was during her time with 
HRMA that Nicholson helped develop the 
Career Path Tool for the HR profession. 

“My career is a bit atypical because 
I haven’t worked in an HR department 
specifically. I started out in education, 
teaching. The entire time that I was work-
ing in that field I did a lot of volunteering. 
I met the acting executive director for an 
agency that I was volunteering for. He also 
managed a consultancy company and he 
had a position for me,” says Nicholson. 
“I think what the really important thing 
is—regardless of what your role is and what 
your expectations are—that you need to 
work hard enough to increase your oppor-
tunity to get noticed.”

Both Nicholson and Knight speak 
strongly about the importance of check-
ing in with yourself and being open to 
opportunity.” The opportunity to work on 
special projects might be more in line with 
what you are looking for. It is about work-
ing hard and letting people know about 
what your interests are and letting oppor-
tunities come to you,” says Nicholson.

Burrows agrees: “There is a lot of work 
done within organizations for mapping 
career paths. However, I think a career is 
always personal—it’s somebody’s own.”

5. Build and Be Your Own Brand
While exploring new opportunities 
undoubtedly develops experience and 
toolkits, it also develops and evolves our 
personal brand. “Everybody has a brand. 
We may not think of it that way, but it’s 
really our reputation. It’s less about a role 
or a title and more about who you are as 
an individual—what do you want to be 
known for? What are the things you can be 
doing to support and develop that brand,” 
asks Knight, reiterating the importance 
that brand showcasing is what makes each 
person unique.

However, making the most of that 
brand, Nicholson stresses, requires a 
strong network and a perpetually open 

mind. “Movement is much more fluid in 
today’s workplace,” she says. 

Knight emphasizes the importance 
of learning to draw on your network for 
information and insight in order to add 
depth to your career. “Ultimately—if you 
are setting goals, keeping it flexible, know-
ing where you want to go, and being able to 
communicate that to other people—that 
leads to your own flexible but unique 
career plans,” says Knight.

6. Find Feedback and Support
Such flexibility is essential, as is the impor-
tance of constant learning. In this regard, 
having multiple mentors across industries 
is invaluable, providing critical and varied 
feed-back along with knowledge and 
shared experience.

It is also important to have mentors in 
a variety of business areas, so that you can 
get as much varied feedback and insight as 
possible. As to whether that mentor being 
male or female makes a difference, the 
variety of learning experiences is the key, 
making a mix invaluable.

Finding that same support network 
within an organization is equally impor-
tant. Knight describes a three-pillar 
approach as best practice wherein “the 
organization supports the individual, the 
manager enables the individual, and the 
employee ultimately is accountable.”

“The key to everything is to be inclusive 
with everyone who is interested in grow-
ing and being involved,” says Nicholson.

Ultimately, male or female, young, old 
or in between, when it comes to career 
development, what counts most is what 
makes you uniquely you.

Continue the Conversation Online
For a final tip tied into this issue’s theme, 
read the expanded article, visit: hrvoice.
org/six-keys-to-career-advancement. 

Raluca Manolache is a passionate 
writer and HR professional who has 
worked with CBC/Radio, Service Can-
ada and S.U.C.C.E.S.S.

“What experiences 
do you have that 

are unique?”

http://www.hrvoice.org/six-keys-to-career-advancement
http://www.hrvoice.org/six-keys-to-career-advancement
http://www.canadianhrpress.ca
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Small to medium-sized businesses 
struggling to fill job vacancies will 
benefit from a series of free online 
tutorials designed to help them 

attract and hire skilled BC immigrants.

Collaboration Creates Online 
Resources
The Immigrant Employment Council of 
BC (IEC-BC) has collaborated with the 
Human Resources Management Asso-
ciation (HRMA) to offer a series of five 
tutorials featuring industry-tested tools, 
practical tips, videos and resources.

Topics range from how to attract and 
hire new Canadians to how to assess lan-
guage proficiency, foreign experience, and 
academic and professional credentials. 
Viewers will learn how to create barrier-
free job descriptions and define roles using 
key knowledge, skills and abilities. Tips on 
where to advertise job openings, as well as 
a list of programs and services that con-
nect employers with qualified immigrant 
candidates are also featured.

“Employers are asking themselves 
what can be done to attract and keep the 
best and the brightest in this competitive 
global environment and we are respond-
ing with resources that will give employers 
an advantage in attracting and hiring new 
immigrant talent,” says IEC-BC executive 
director Kelly Pollack.

Skilled Immigrant Talent a 
Competitive Advantage
Pollack says employers who overlook 
skilled immigrant workers may find 
themselves disadvantaged when it comes 
to competing for the best workers. In BC, 
26 per cent of all workers are foreign born 
and in the Lower Mainland that number 
climbs to 41 per cent. The majority of BC’s 
recent immigrants are in the prime work-
ing age of 25—44, have a post-secondary 
education and professional qualifications. 

“What’s more, immigrant employees 
often have international connections and 
an understanding of how to work glob-
ally,” says Pollack. “Employers who can 
concentrate on the skills an immigrant 
worker brings, rather than on their lack 
of Canadian experience, will be rewarded 
with top-notch, loyal employees.”

Inside the Employer Experience
Dawson Creek small business owner 
Michelle Rolls has spent the past seven 
years struggling to fill ongoing vacancies 
and is currently searching for a body tech-
nician and a paint technician to help her 
two automotive shops return to optimum 
production levels. Rolls say her experience 
hiring an internationally trained worker is 
one she recommends.

“The first month we had to bring him 
up to Canadian standards, but really it was 
because he called one thing something 
and we called it something else,” says Rolls. 
“It wasn’t that he didn’t have the skills. It 
just took him awhile to learn our method.”

Rolls says immigrants bring experi-
ence, expertise and enthusiasm that she 
is happy to embrace. “As an employer 
you have to be open-minded and creative 
because they may not do things exactly the 
way we do it, or may use different words for 
the same thing, but it’s something that can 
be easily overcome,” she says. “What we 
did was make things more visual so there 
would be less confusion than if we relied 
solely on language.”

Plan Ahead for Labour Challenge
Small to medium-sized employers like 
Rolls can use the IEC-BC resources to help 
attract skilled immigrants and be ready for 
the labour shortage expected to leave BC 

Online Tutorials Target 
Skilled Immigrant Opportunity
By Sangeeta Subraman ian

“Sometimes the poorest woman leaves her children the richest inheritance.” —Ruth E. Renkel

“Immigrants 
bring experience, 

expertise 
and 

enthusiasm”



 PeopleTalk | Fal l  2014  19  

employers short at least 61,500 workers by 
2020. It’s a problem many businesses will 
face in the coming years as demographic 
shifts and a growing skills mismatch create 
a skills shortage and fierce competition for 
skilled workers.

Every year BC attracts close to 10,000 
highly skilled immigrants with the skills 
and experience needed for BC’s work-
places. Tapping into this talent pool should 
effectively provide employers with the 
competitive advantage needed to compete 
in today’s global marketplace. The chal-
lenge lies in connecting skilled immigrant 
talent with businesses, especially small 
to medium-sized businesses, which make 
not have the human resources capacity to 
source, hire and retain immigrant talent.

“HRMA is proud to have the opportu-
nity to partner with groups like IEC-BC to 
provide employers with HR professional 
tools that can assist them in meeting 
their organizational needs,” says HRMA’s  
Christian Codrington, CHRP, senior man-
ager, professional practice. “We trust that 
the content in these immigrant employ-
ment tutorials will make it even easier for 
employers to access qualified immigrant 
talent.”

Explore Further…
The new immigrant talent tutorials are 
available on HRMA’s recently unveiled  
PD On-Demand web portal that was 
launched in September. They can also be 
accessed through the IEC-BC website at 
www.IECBC.ca. 

Sangeeta Subramanian is manager, 
Immigrant Employment Council of BC.

“As an 
employer 
you have 

to be 
open-minded 

and 
creative”

Hiring skilled immigrants is good for business. Here’s why:

•	 Skilled immigrants are often multilingual and can help a company access 
global markets;

•	 Skilled immigrants knowledge of international business practices can help 
employers build business and build relationships around the world;

•	 Businesses can be an employer of choice by reflecting a diverse workforce 
in recruitment and marketing materials;

•	 Skilled immigrants foster a workplace culture grounded in diverse thinking; 
and

•	 Skilled immigrants can provide insight into local ethnic markets.
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SoftMoc
Category: Apparel, Shoes & Accessories

Last Updated: 03 January 2014

SoftMoc is a one-stop footwear shop carrying a huge selection of name brand shoes,
boots, sandals and slippers. Through WorkPerks you save 10% on regular priced
merchandise and / or 10% on sale priced merchandise. (Discount does not apply at
Friends and Family Day events or at Warehouse Sale Locations).

Free shipping! Returns are easy with our 75 day money back
guarantee! 110% Price Guarantee!

You can buy your shoes with confidence. SoftMoc is a
truly Canadian owned company. We offer customers in
Canada the best brand named men's shoes, women's
shoes, and kid's shoes at unbeatable prices. All orders
come with a 75-day money-back guarantee with
service you can trust.

FREE SHIPPING 
We offer free shipping on most items at SoftMoc. Not
only is the shipping free in most cases, it’s also FAST.
After all, getting your new shoes is the most important
job we have at SoftMoc. Shipping / handling charges
only apply to items that have a retail price less than $40.00 and selected on-sale items.

EASY RETURNS
We believe that in order to have the best possible online shopping experience, our customers should have
a no-hassle return policy. At SoftMoc, our 75-day return policy is a simple, customer-friendly service policy.
You may return your purchase to any SoftMoc retail store, or back to our distribution centre. Return
instructions are included with every order, and can also be explained by calling our customer service phone
line (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sure
that the shoes are in the same condition as when you received them.

GREAT BRANDS
These are only a few of the great brands you can get at Softmoc.

FAST SHIPPING
Getting your shoes quickly is important to you, and very important to us! We make every effort to process
your order quickly. When you order from SoftMoc, you can expect to receive your order within 4-5 business
days.

IN STOCK
Our inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order your
item is in stock. We have a fulfillment rate of over 99%.

GREAT SERVICE
At SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of our
service revolve around this simple principle.
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Cataraqui Town Centre 945 Gardiners Rd. Kingston, Ontario K7M 7H4 613-634-9610

Quinte Mall 390 North Front St. Belleville, Ontario K8P 3E1 613-968-7401

Oshawa Centre 419 King St. W. & Stevenson Rd.  Oshawa, Ontario L1J 2K5 905-436-0707

Pickering Town Centre 1355 Kingston Rd Pickering, Ontario L1V 1B8 905-831-7281

Markville Shopping Centre 5000 HWY#7 & McCowan Rd. Markham, Ontario L3R 4M9 905-946-0476

Upper Canada Mall 17600 Yonge St. Newmarket, Ontario L3Y 4ZI 905-895-0582

Georgian Mall 509 Bayfield St. Barrie, Ontario L4M 4Z8 705-728-3642

2299 Yonge St., Toronto 2299 Yonge St. Toronto, Ontario M4P 2C3 416-482-9028

Yorkdale Shopping Centre 3401 Dufferin St. Unit 98 Toronto, Ontario M6A 2T9 416-787-5212

Sherway Gardens 25 The West Mall  #2030 Etobicoke, Ontario M9C 1B8 416-622-4448

Square One 100 City Centre Drive  Mississauga, Ontario L5B 2C9 (905) 272-4645

Bramalea City Centre 25 Peel Centre Drive  Brampton, Ontario L6T 3R2 905-799-3621

Heartland Town Centre (Shoe Rack) 5885 Rodeo Drive, Unit 1 Mississauga, Ontario L5R 4C1 905-507-6363

Erin Mills Town Centre 5100 Erin Mills Parkway Mississauga, Ontario L5M 4Z5 (905) 820-8771

Regent Mall 1381 Regent Street Fredericton, New Brunswick E3C 1A2 506-444-7072
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show map

Place d'Orleans
Shopping Centre
(151.6 km)
110 Place d'Orleans Dr.
Orleans, Ontario
K1C 2L9

613-590-1899

show map

St. Laurent Shopping
Centre (161.2 km)
1200 St. Laurent Blvd.
Ottawa, Ontario
K1K 3B8

Map data ©2014
Google

Map data ©2014
Google

Map data ©2014
Google

Map data ©2014
Google

Map data ©2014
Google
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Disney World theme park tickets

Orlando vacation packages (lodging
and tickets)

Orlando hotels

Orlando car rentals

Disney World vacation homes

Universal Studios theme park tickets

SeaWorld theme park tickets

Orlando dinner shows

Cruises

Free Orlando vacation coupons

suggest a perk report an issueOrlando Vacation
Category: Entertainment, Travel

Last Updated: 21 January 2014

Get Two Days Free! Purchase a 3 day Disney World Park Hopper Ticket and we will
upgrade it to a 5 day ticket free. Buy a 5 day ticket and get an upgrade to 7 days. Buy a
8 day ticket and get an upgrade to 10 days for free. *Online Only

Members can also save 30% on Orlando hotels and prices as low as
$90/night on vacation homes. *Tickets must be purchased online to
receive free upgrade.

OrlandoVacation.com has been providing discounts for
guests desiring to visit Orlando since 1993. We
specialize in Disney World packages which come
complete with theme park tickets and
accommodations. All of our travel specialist live in
Orlando, and this affords us the opportunity to provide
better customer service and a little local knowledge as
well.

We are very proud of our 100% Satisfaction Guarantee
and our Low Price Guarantee.
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. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic
ou may return your purchase to any SoftMoc retail store, or back to our distribution centre. Returnou may return your purchase to any SoftMoc retail store, or back to our distribution centre. Returnou may return your purchase to any SoftMoc retail store, or back to our distribution centre. Returnou may return your purchase to any SoftMoc retail store, or back to our distribution centre. Returnou may return your purchase to any SoftMoc retail store, or back to our distribution centre. Return

instructions are included with every ordeinstructions are included with every order, and can also be explained by calling our customer service phone, and can also be explained by calling our customer service phone, and can also be explained by calling our customer service phone, and can also be explained by calling our customer service phone
line (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sureline (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sureline (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sureline (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sureline (877-763-8662). All we ask is that you send the shoes back to us in their original box, and make sure
that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.

These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.

Getting your shoes quickly is important to you, and very important to us! Getting your shoes quickly is important to you, and very important to us! Getting your shoes quickly is important to you, and very important to us! Getting your shoes quickly is important to you, and very important to us! Getting your shoes quickly is important to you, and very important to us! 
. When you order from SoftMoc, you can expect to receive your order within 4-5 business. When you order from SoftMoc, you can expect to receive your order within 4-5 business. When you order from SoftMoc, you can expect to receive your order within 4-5 business. When you order from SoftMoc, you can expect to receive your order within 4-5 business. When you order from SoftMoc, you can expect to receive your order within 4-5 business

Our inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order yourOur inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order yourOur inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order yourOur inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order yourOur inventory consists of over 250,000 pairs of shoes, and you should feel assured that when order your
e have a fulfillment rate of over 99%.e have a fulfillment rate of over 99%.e have a fulfillment rate of over 99%.e have a fulfillment rate of over 99%.e have a fulfillment rate of over 99%.

At SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of ourAt SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of ourAt SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of ourAt SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of ourAt SoftMoc we believe a superior customer experience is the only way to be successful. All aspects of our
service revolve around this simple principle.service revolve around this simple principle.service revolve around this simple principle.

Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at Discount does not apply at Friends and Family Day events or at 

enngo Inc. All other trade-marks are the property of their respective owners.
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Lowest Single Game Price

No Additional Fees

Courtside Seats Available

Call For Gondola Suites

Large Corporate Group Outings

The Toronto Raptor in full flight

suggest a perk report an issueThe Toronto Raptors
Category: Entertainment, Sports & Recreation

Last Updated: 01 November 2013

We would like to invite you to take advantage of discounted Toronto Raptors tickets
for this season. Purchase tickets now for your friends and family and save!

Order your tickets today online. All purchases are not subject to
any additional handling fees when you order via email. Details on
discounts for best value, value, and premium games are below.

SUPER PREMIUM PREMIUM+ PREMIUM VALUE BEST VALUE

SEAT LOCATION FACE
VALUE

VENNGO
PRICE

FACE
VALUE

VENNGO
PRICE

FACE
VALUE

VENNGO
PRICE

FACE
VALUE

VENNGO
PRICE

FACE
VALUE

VENNGO
PRICE

SIDE PRIME $374.25 $360.00 $277.25 $263.00 $248.25 $215.00 $213.25 $167.00 $205.25 $160.00

SIDE 1 $314.25 $300.00 $214.25 $200.00 $187.25 $158.00 $169.25 $130.00 $151.25 $115.00

SIDE 2 $296.25 $263.00 $198.25 $184.00 $164.25 $138.00 $158.25 $121.00 $142.25 $108.00

SIDE 3 $253.25 $227.00 $151.25 $137.00 $128.25 $105.00 $118.25 $88.00 $108.25 $79.00

BASELINE
PRIME $277.25 $263.00 $171.25 $157.00 $148.25 $123.00 $136.25 $103.00 $126.25 $94.00

CORNER $241.25 $227.00 $142.25 $128.00 $120.25 $97.00 $108.25 $79.00 $92.25 $66.00

BASELINE $229.25 $215.00 $138.25 $124.00 $115.25 $92.00 $100.25 $73.00 $87.25 $62.00

ENDZONE EAST
& WEST $192.25 $178.00 $116.25 $102.00 $99.25 $78.00 $84.25 $59.00 $70.25 $48.00

BALCONY
PRIME 1 $141.25 $127.00 $94.25 $80.00 $76.25 $57.00 $61.25 $40.00 $50.25 $31.00

BALCONY
PRIME 2 $128.25 $114.00 $81.25 $67.00 $69.25 $51.00 $56.25 $36.00 $43.25 $25.00

BALCONY 1 $109.25 $95.00 $66.25 $52.00 $58.25 $41.00 $42.25 $24.00 $26.00 $17.00

BALCONY 2 $104.25 $90.00 $62.25 $48.00 $50.25 $33.00 $31.00 $21.00 $24.00 $15.00

No additional fees.

Date Team Time Tier Specialty Night Heritage Night

October 30, 2013 BOSTON 7:00pm VALUE OPENING NIGHT

November 5, 2013 MIAMI 7:00pm SUPER PREMIUM TORONTO STAR

November 9, 2013 UTAH 7:00pm VALUE DIWALI NIGHT

November 15, 2013 CHICAGO 7:00pm PREMIUM

November 17, 2013 PORTLAND 1:00pm BEST VALUE LITHUANIAN NIGHT

November 22, 2013 WASHINGTON 7:00pm BEST VALUE

November 26, 2013 BROOKLYN 7:00pm PREMIUM MLSE FOUNDATION

November 29, 2013 MIAMI 7:00pm SUPER PREMIUM

December 1, 2013 DENVER 1:00pm VALUE FILIPINO

December 10, 2013 SAN ANTONIO 7:00pm BEST VALUE

December 13, 2013 PHILADELPHIA 7:00pm BEST VALUE

December 18, 2013 CHARLOTTE 7:00pm BEST VALUE

December 28, 2013 NEW YORK 7:00pm PREMIUM +

January 1, 2014 INDIANA 7:00pm VALUE

January 8, 2014 DETROIT 7:00pm BEST VALUE

January 11, 2014 BROOKLYN 7:00pm PREMIUM +

January 13, 2014 MILWAUKEE 7:00pm BEST VALUE

January 17, 2014 MINNESOTA 7:00pm BEST VALUE ARMED FORCES

January 19, 2014 L.A. LAKERS 1:00pm SUPER PREMIUM

January 22, 2014 DALLAS 7:00pm VALUE

January 25, 2014 L.A. CLIPPERS 7:00pm PREMIUM + RAPTORS FAN NIGHT

January 29, 2014 ORLANDO 7:00pm BEST VALUE

February 10, 2014 NEW ORLEANS 7:00pm BEST VALUE

February 12, 2014 ATLANTA 7:00pm BEST VALUE

February 19, 2014 CHICAGO 7:00pm PREMIUM

February 21, 2014 CLEVELAND 7:00pm VALUE CANADA BASKETBALL

February 23, 2014 ORLANDO 6:00pm VALUE ARMENIAN NIGHT

February 27, 2014 WASHINGTON 7:00pm BEST VALUE

March 2, 2014 GOLDEN STATE 4:00pm VALUE SERBIAN

March 7, 2014 SACRAMENTO 7:00pm VALUE

March 12, 2014 DETROIT 7:00pm BEST VALUE

March 14, 2014 MEMPHIS 7:00pm VALUE FIRST RESPONDERS GREEK NIGHT

March 16, 2014 PHOENIX 1:00pm VALUE POLISH

March 21, 2014 OKC 7:00pm PREMIUM

March 23, 2014 ATLANTA 1:00pm VALUE JEWISH HERITAGE

March 28, 2014 BOSTON 7:00pm VALUE MLSE FOUNDATION

April 2, 2014 HOUSTON 7:00pm PREMIUM CHINESE NIGHT

April 4, 2014 INDIANA 7:00pm VALUE BAISAKHI NIGHT

April 9, 2014 PHILADELPHIA 7:00pm BEST VALUE NBA GREEN NIGHT IRANIAN NIGHT

April 11, 2014 NEW YORK 7:00pm PREMIUM +

April 14, 2014 MILWAUKEE 7:00pm BEST VALUE FANAPALOOZA

*Super Premium Pricing: 100 level tickets range from $175 to $353 / 300 level seating range from $89 to $127.

NBA and NBA member team trademarks, logos, identifications, statistics, and game action photographs, video and audio are the exclusive property of NBA
Properties, Inc. and the member teams may not be used without the prior written consent of NBA Properties, Inc. © 2012 NBA Properties, Inc. All rights
reserved.
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NBA and NBA member team trademarks, logos, identifications, statistics, and game action photographs, video and audio are the exclusive property of NBA
Properties, Inc. and the member teams may not be used without the prior written consent of NBA Properties, Inc. © 2012 NBA Properties, Inc. All rights
reserved.
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Get 
upgrade it to a 5 day ticket free. Buy a 5 day ticket and get an upgrade to 7 days. 
8 day ticket and get an upgrade to 10 days for free. *Online Only

Members can also save 30% on Orlando hotels and prices as low asMembers can also save 30% on Orlando hotels and prices as low asMembers can also save 30% on Orlando hotels and prices as low as
$90/night on vacation homes. $90/night on vacation homes. $90/night on vacation homes. 
receive free upgrade.receive free upgrade.receive free upgrade.

OrlandoOrlandoV
guests desiring to visit Orlando since 1993. guests desiring to visit Orlando since 1993. guests desiring to visit Orlando since 1993. 
specialize in Disney specialize in Disney specialize in Disney 
complete with theme park tickets andcomplete with theme park tickets andcomplete with theme park tickets and
accommodations. All of our travel specialist live inaccommodations. All of our travel specialist live inaccommodations. All of our travel specialist live in
Orlando, and this aOrlando, and this aOrlando, and this a
better customer service and a little local knowledge asbetter customer service and a little local knowledge asbetter customer service and a little local knowledge as
well.well.

We are very proud of our 100% Satisfaction Guaranteee are very proud of our 100% Satisfaction Guaranteee are very proud of our 100% Satisfaction Guarantee
and our Low Price Guarantee.and our Low Price Guarantee.and our Low Price Guarantee.

tipstips
Park Hopper 2 days free special is located in Attraction 
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TurboTax Online view details

UFile ONLINE view details

Milestones Grill + Bar view details

Choice Hotels view details
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Apparel

Auto

Beauty

Business Services

Computers &
Electronics

Dining & Food

Education

Entertainment

Financial Services

Flowers & Gifts

Health & Wellness

Home & Living

News, Mags & Books

Professional Services

Shoes & Accessories

Specialty

Sports & Recreation

Travel

perks nearby display perks by distance recently updated

load more perks

Budget
Budget is pleased to offer Venngo members like you up to 25% off your next
car rental in Canada and ...

Last Updated: 31 January 2014

Amerispa
20% discount on all facial treatments! also... $25 gift Certificates for only
$19.99

Last Updated: 17 January 2014

Comfort, Quality, Sleep Inn, Clarion, Econo Lodge
Choice Hotels is proud to offer you a discount of up to 20% at participating
hotels in Canada. Plus,...

Last Updated: 07 January 2014

Hertz
Enjoy Special savings on Daily, Weekend or Weekly rentals Hertz offers you
year round savings of u...

Last Updated: 20 December 2013

Avis
Avis is pleased to offer members up to 5 - 25% off your next car rental. PLUS,
save even more by ta...

Last Updated: 03 October 2013

Alamo Rent-A-CarTM
Drive Happy® with Alamo®. Save up to 20% on your next rental & A One Car
Class Upgrade

Last Updated: 05 September 2013

Enterprise Rent-A-Car™
When you're ready to go, Enterprise makes it easy with great cars and great
deals, plus a discou...

Last Updated: 04 September 2013

National Car Rental®
Save up to 20% at National Car Rental® Go National. Go Like a Pro.

Last Updated: 31 July 2013

Cirque du Soleil: Totem, Kurios 2014
Save up to 15% on your tickets!

Last Updated: 06 February 2014

Dormez-vous?
Save $100 towards any mattress or mattress set of $600 or more. No cash
value. Cannot be applied t...

Last Updated: 23 January 2014

Medieval Tim... view details Enterprise R... view details TicketsAtWor... view details Reliance Hom... view details St. John Amb...

Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction ••••• ••••• •••••
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When you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and greatWhen you're ready to go, Enterprise makes it easy with great cars and great

Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.Go National. Go Like a Pro.
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1.866.383.66461.866.383.66461.866.383.66461.866.383.66461.866.383.66461.866.383.6646
enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.enngo Inc. All other trade-marks are the property of their respective owners.

Welcome  Location  Favourites  Settings français sign out   search  

about the perk use the perk locate the perk

featuring

Configure To Order (CTO) products

Plethora of options and accessories

Most up-to-date portfolio of products

30 day price protection

Direct access to Lenovo's skilled and
trained Sales Specialists

24x7x365 Technical support

Dedicated toll-free telephone number
and website

Ensure you find the right PC with Pre-
sale support from Lenovo's highly skilled
sales specialists.

suggest a perk report an issueLenovo
Category: Computers & Electronics, Business Services

Last Updated: 10 February 2014

Save up to 25% on PCs and more from Lenovo® for a limited time. Get savings up to
25% on tablets, notebooks, PC’s, and accessories. Plus free ground shipping on all
web orders. Lenovo® will help you upgrade your home or office today.

WE BUILD DO MACHINES. Visit our new products showcase to see
our newest innovations.

Lenovo's Affinity program offers you the ability to
purchase Lenovo PC products, accessories and
options directly from Lenovo at discounted prices.
THESE DISCOUNTS COVER LENOVO'S ENTIRE
PRODUCT LINE including the best engineered award-
winning ThinkPad notebooks. As a valued Affinity
participant you are entitled to receive discounts above
and beyond the lenovo.com price. Moreover, Affinity
customers will frequently receive special eCoupon
offers providing a greater discount.

WHAT PRODUCTS ARE
AVAILABLE AT A DISCOUNT?

Affinity offers savings not available to the
general public
Discounts above and beyond the lenovo.com
price on Lenovo home-computing products,
including ThinkPad and IdeaPad laptops, desktop PCs, accessories, software and more. Plus
receive monthly eCoupon promotions offering up to an additional 10%
Free shipping on web orders
Award-winning service and support

DOES LENOVO OFFER PRICE PROTECTION?
Yes. Lenovo offers a 30 day price guarantee. If a lower price is offered on the web site within 30
days, contact the Sales team to be credited the difference.

available at these locations
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tips
Lenovo has a reputation for providing excellent technical support. We provide a toll-free tech support
line that is available 24 hours a day, seven days a week for your Lenovo PC.

Click the WWW
icon to access
the site online.

Please call
1-888-315-7408
to take
advantage of
this perk.

See "use the perk"
for details.

Last Updated: Last Updated: 
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visit our website

featuring

Great food with a twist - something for
everyone!

Outstanding patios

Contemporary décor

Stylish bar

Extensive wine list

learn more

Please visit our website:
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Milestones Grill + Bar
Category: Dining & Food

Last Updated: 24 February 2014

20% OFF food & non-alcoholic drinks*

* This offer is valid and redeemable for a 20% discount on a single
receipt at Milestones Grill + Bar (excluding alcoholic beverages and
taxes). Valid all week Monday - Sunday. Offer cannot be combined
with any other specials or promotional offers. Discount does not
apply to corporate events or groups of 5 or more guests. Not valid
on purchase of gift cards or certificates, with any other discounts,
or on prior purchases. Dine-in only. No Cash value. See store for
further details.

At Milestones, we are about inspired food created by
inspired people. We invite our guests to celebrate their
everyday-milestones with us, both big and small. 

Our food is familiar with a twist. We are committed to
using the freshest ingredients and we are proud to
celebrate our house-made favourites. We infuse our
menu with innovative food and drink that our
associates are passionate about and our guests love!
Our knowledge and enthusiasm for our menu is shared
with our guests and their experience is enhanced by
our foodie pride.

Our atmosphere is stylish, inviting and welcoming for
all occasions. We strive to remain unique, different and
comfortable. Our décor is contemporary and our music
eclectic, fitting to the time of day and the array of
milestones being celebrated. We are unpretentious
and can appreciate conversation-friendly dining.

Our service is genuine and uniquely different. Our
team spirit is fueled by each member's personality and
this creates a caring friends and family environment that is enjoyed by associates and felt by our guests.

Hospitality is innate in every member of our team. We are welcoming and generous in our care. We put our
guests' needs first and foremost. We care about all the details that make a dining experience special. We
believe that when we work together, we can deliver a better experience to our guests.

Our promise is to provide an inviting dining experience with inspired choice.

® Registered trademark of Cara Operations Limited.

available at these locations

Markham 3760 Highway #7 East Markham, Ontario L3R 0N2 905 305 1915

Newmarket 18162 Yonge Street Newmarket, Ontario L3Y 4V8 905 853 5345

Barrie 150 Park Place Blvd Barrie, Ontario L4N 6N5 705 722 7667

Empress Walk 5095 Yonge St Unit A13 Toronto, Ontario M2N 6Z4 416 225 2552

Dundas Square (Toronto Life) 10 Dundas Street East 400 Toronto, Ontario M5B2G9 416.598.2800

Toronto Life 10 Dundas Street East Unit #400 Toronto, Ontario M5B 2G9 416 598 2800

Festival Hall 132 John Street Toronto, Ontario M5V 2E3 416 595 1990

Yorkdale 3401 Dufferin Street Unit #171 Toronto, Ontario M6A 2T9 416 789 9940

Vaughan 3900 Highway 7 Vaughan, Ontario L4L 1A6 905 850 1580

Queensway 1001 The Queensway Etobicoke, Ontario M8Z 6C7 416 255 0464

Niagara Falls 6755 Fallsview Blvd Niagara Falls, Ontario L2G 3W7 905 358 4720

Dixon 646 Dixon Road Etobicoke, Ontario M9W 1J1 416 245 6262

Heartland 730 Matheson Blvd. West Mississauga, Ontario L5R 3T2 905 507 4118

Erin Mills 3051 Vega Boulevard Mississauga, Ontario L5L5Y3 905.828.9119

Burloak 3529 Wyecroft Road Oakville, Ontario L6L0B7 905.827-6955
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©Copyright 2014 Venngo Inc. All rights reserved. WorkPerks® is a registered trade-mark of Venngo Inc. All other trade-marks are the property of their respective owners.

tips
Simply print off your coupon or show it off your mobile device and present it to your server to take
advantage of the savings!
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Sussex (165.6 km)
700 Sussex Drive
Unit 201
Ottawa, Ontario
K1N 1K4

613 789 5432

show map

Pinecrest (173.3 km)
1080 Baxter Road
Ottawa, Ontario
K2C 4B1

613 721 1373

show map

Kingston (268.9 km)
27 Princess Street
Kingston, Ontario
K7L 1A3
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Ottawa, Ontario
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(905) 272-4645

(905) 820-8771
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featuringfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturingfeaturing

Great food with a twist - something for
everyone!

Outstanding patios

Contemporary décor

Stylish bar

Extensive wine list
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Please visit our website:

* This offer is valid and redeemable for a 20% discount on a single* This offer is valid and redeemable for a 20% discount on a single
receipt at Milestones Grill + Bar (excluding alcoholic beverages andreceipt at Milestones Grill + Bar (excluding alcoholic beverages and

. Offer cannot be combined. Offer cannot be combined
with any other specials or promotional offers. Discount does notwith any other specials or promotional offers. Discount does not
apply to corporate events or groups of 5 or more guests. Not validapply to corporate events or groups of 5 or more guests. Not valid
on purchase of gift cards or certificates, with any other discounts,on purchase of gift cards or certificates, with any other discounts,

. No Cash value. See store for. No Cash value. See store for
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, we can deliver a better experience to our guests., we can deliver a better experience to our guests., we can deliver a better experience to our guests., we can deliver a better experience to our guests., we can deliver a better experience to our guests., we can deliver a better experience to our guests.

Our promise is to provide an inviting dining experience with inspired choice.Our promise is to provide an inviting dining experience with inspired choice.Our promise is to provide an inviting dining experience with inspired choice.Our promise is to provide an inviting dining experience with inspired choice.
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Need help signing in?
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 Keep me signed in on this computer.

sign in

SoftMoc is a one-stop footwear shop carrying a huge selection of name brand shoes,
boots, sandals and slippers. Through 
merchandise and / or 10% on sale priced merchandise. (Discount does not apply at
Friends and Family Day events or at 

Free shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money backFree shipping! Returns are easy with our 75 day money back
guarantee! guarantee! guarantee! guarantee! guarantee! 110% Price Guarantee!10% Price Guarantee!10% Price Guarantee!10% Price Guarantee!10% Price Guarantee!

You can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aou can buy your shoes with confidence. SoftMoc is aYou can buy your shoes with confidence. SoftMoc is aY
truly Canadian owned compantruly Canadian owned compantruly Canadian owned compantruly Canadian owned compantruly Canadian owned compantruly Canadian owned compantruly Canadian owned compantruly Canadian owned company. WW
Canada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women'sCanada the best brand named men's shoes, women's
shoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All ordersshoes, and kid's shoes at unbeatable prices. All orders
come with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee withcome with a 75-day money-back guarantee with
service you can trust.service you can trust.service you can trust.service you can trust.service you can trust.service you can trust.

FREE SHIPPING FREE SHIPPING FREE SHIPPING FREE SHIPPING FREE SHIPPING 
We oe offer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notfer free shipping on most items at SoftMoc. Notffer free shipping on most items at SoftMoc. Notf
only is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, itonly is the shipping free in most cases, it
After all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most importantAfter all, getting your new shoes is the most important
job we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling chargesjob we have at SoftMoc. Shipping / handling charges
only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.only apply to items that have a retail price less than $40.00 and selected on-sale items.

EASEASY RETURNS RETURNS RETURNS RETURNSY RETURNSY
We believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should havee believe that in order to have the best possible online shopping experience, our customers should have
a no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return polic . At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic

21 January 201421 January 2014

Purchase a 3 day Disney 
upgrade it to a 5 day ticket free. Buy a 5 day ticket and get an upgrade to 7 days. 
8 day ticket and get an upgrade to 10 days for free. *Online Only

Members can also save 30% on Orlando hotels and prices as low asMembers can also save 30% on Orlando hotels and prices as low asMembers can also save 30% on Orlando hotels and prices as low as
$90/night on vacation homes. $90/night on vacation homes. *TT
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orld packages which comeorld packages which come

accommodations. All of our travel specialist live inaccommodations. All of our travel specialist live in
fords us the opportunity to providefords us the opportunity to providefords us the opportunity to provide

better customer service and a little local knowledge asbetter customer service and a little local knowledge asbetter customer service and a little local knowledge as

e are very proud of our 100% Satisfaction Guaranteee are very proud of our 100% Satisfaction Guaranteee are very proud of our 100% Satisfaction Guarantee

Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction Park Hopper 2 days free special is located in Attraction TTTickets under "hot specials"ickets under "hot specials"ickets under "hot specials"ickets under "hot specials"ickets under "hot specials"ickets under "hot specials"

a no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return polica no-hassle return policy. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic. At SoftMoc, our 75-day return policy is a simple, customer-friendly service polic
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that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.that the shoes are in the same condition as when you received them.

 BRANDS BRANDS BRANDS
These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.These are only a few of the great brands you can get at Softmoc.

 SHIPPING SHIPPING SHIPPING
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The more things change, the more 
they stay the same.

T h e  E co n o m i st  m ag a z i ne 
re ce nt ly st ate d t hat  fe ma le 

economic empowerment is the most 
profound social change of our times.  
Globally, women are getting advanced 
degrees at higher rates than ever before 
and are the heads of state for 17 countries 
around the world. Moreover, within the 
business realm, there are increasing num-
bers of women in middle management. 

Despite all these advances, there are 
very few female CEOs—as evidenced by a 
recent Business in Vancouver magazine fea-
ture outlining the top 100 highest earning 
companies in British Columbia. Only four 
out of the 100 CEOs were female. 

In spite of the current state of female 
empowerment, women are still not equal 
players in the top positions of power; in 
fact, they are a minority. Why is this and 
can HR help break the glass ceiling?

Pinning down one reason for the 
inequality or fixing the problem is akin to 
eating an elephant in one bite. Ultimately 
there is no magic formula to solve this com-
plex issue. Sometimes the best approaches 
are time-tested and true—re-examine 
what HR is currently doing and do it better, 
look at inclusive methods to create strategy 
and re-examine human traits and tenden-
cies. Exploring the ideas of some of the top 
minds in business also helps us to arrive at 
some viable approaches. 

The Confidence Issue
A current top business book, The Confi-
dence Code, by Katty Kay and Claire Ship-
man examines the difference between 
men and women from both anecdotal 
and scientific perspectives, as well as why 
women have not broken through the glass 
ceiling in mass numbers. Their research 
finds that women have the capability, but 
lack confidence in spite of increased levels 
of responsibility; this lack of confidence is 
why they do not traditionally succeed in 
reaching CEO positions. 

The authors share an example of 

an orchestra where women were not 
hired as often as men. An experiment 
was conducted whereby the applicants 
interviewed were not visible and only 
their musical ability could be heard. This 
resulted in women and men being hired 
in equal numbers. (This would be an 
interesting experiment in the recruitment 
departments.) That such a small, simple 
change can yield such significant results 
veritably begs the experiment to be tested 
in recruitment departments. 

Confidence Boosting is Key
On the practical side, Kay and Shipman 
list a few confidence boosters that any 
employee can practice. Below is a list of 
small game changers, micro-confidence 
boosters—and a caveat.

1. Fail Fast—Small failures are key to 
confidence.

2. Leave the comfort zone—A ship is 
not built to stay in the harbour.

3. When in doubt, act—Nothing builds 
confidence like taking action.

4. Don’t ruminate, rewire—Reframe 
negativity to improve efficiency and 
balance.

5. Take compliments and own accom-
plishments—Keep it simple and 
honest (a.k.a. “Thank you, I appreciate 
that.”)

6. Repeat, repeat, repeat—Practice 
makes perfect.

7. Speak up—Women speak 75 per cent 
less when men are in the majority.

8. Think small—W hen faced with 
something daunting, a single step is a 
start.

9. Be grateful—Simply saying “Thank 
you” is key to optimism and happiness.

10. Meditate—This increases your ability 
to remain calm, control emotions and 
be clear about your goals.

11. Sleep, move, share—Get enough sleep, 
exercise and spend time with friends.

12. Practice power positions—Sit up 
straight. Abs in chin up. Try nodding 
your head. Always sit at the table.

13. Pass it on—Encourage a colleague to 
take action.

As for the caveat, here is one ‘booster’ 
to avoid—fake it until you make it. Confi-
dence springs from genuine accomplish-
ment and work. In short, women have to 
be heard and if we want to lead we have to 
act; this is the power of confidence.

A New Look at Confidence
Kay and Shipman posit that confidence 
in women looks different than men, as 
women:

• Don’t always have to speak first; 
• Can rely on colleagues to help make 

our point;
• Can pass credit around and can avoid 

alienating potential adversaries;
• Can speak calmly, but carry a smart 

message that will be heard—confi-
dence can even be quiet; and

• Can display vulnerability and ques-
tion our decisions. Reviewing our 
decisions with an eye to improvement 
is a strength, as is admitting mistakes. 

The authors stress that this last point 
is not to be confused with ruminating for 
days over decisions already made. This is 
not confidence. If a single point emerges 
as a mantra throughout The Confidence 
Code, it is this— make decisions and act. 
As evidenced at the recent 2014 HRMA 
Conference + Tradeshow, it is a mantra 
and mode of being that continues to serve 
plenary speaker Nilofer Merchant exceed-
ingly well.

The Jane Bond of Innovation
Having worked for the likes of Apple and 
Adobe before striking out to launch more 
than 100 products netting $18 billion in 
sales, Merchant has been dubbed a vision-
ary by CNBC—and listed as the number 
one person most likely to influence the 
future of management.

Her thinking has the potential to break 
the glass ceiling for good, calling upon the 

The Glass Ceiling Conundrum:  
Does HR Have a Role?
By Jane Terepock i ,  CH RP

“Worry does not empty tomorrow of its sorrow; it empties today of its strength.” —Corrie Ten Boom



 PeopleTalk | Fal l  2014  21  

recognition of every individual’s potential 
to harness their ‘onlyness’ to greater pur-
pose and profit. Speaking at the HRMA 
conference, Merchant outlined some of 
her innovative ideas approaching strategy; 
her most important contribution to this 
discussion is the movement from “me to 
we” in creating effective strategy. 

“The future is not created. The future 
is co-created.” That central thesis behind 
her first 2010 management book, The New 
How: Creating Business Solutions Through 
Collaborative Strategies, has now become a 
recognized truth across Fortune 500 com-
panies and small to medium sized busi-
nesses alike. Simply put, businesses can no 
longer afford organizational divisiveness if 
they are to thrive.

Merchant is part of an emerging group 
of practical, experienced professionals 
who have adopted the shared value net-
works and collaborative role definitions 
necessary for knowledge-based workers to 
succeed in our current and future business 
environments. The silos and constraints of 
traditional business organizations will not 
survive the challenges of the next decade 
and Merchant’s latest book, 11 Rules for 

Creating Value in the Social Era, provides a 
step-by-step manual designed to help  busi-
ness not only survive the future but excel.

HR’s Role In Breaking the Glass
In Nancy R Lockwood’s article, “The Glass 
Ceiling: Domestic and International 
Issues,” she addresses areas where HR is 
able to affect change with employer poli-
cies and practice. 

Human resources professionals have 
a significant part to play—through orga-
nizational culture, workplace policies 
and practices, change management and 
work-force education—to develop women 
leaders who will break down gender-based 
barriers. These barriers run the gamut from 
gender stereotypes to preferred leadership 
styles to tokenism in the high managerial 
ranks. The following are some areas where 
HR can make a real difference.

• Examine organizational culture by 
looking for barriers;

• Drive change through management;
• Foster inclusion, including mentoring;
• Educate and support women in career 

development;

• Measure for change—track women’s 
training throughout the organization;

• Review company policies to make sure 
they are fair and inclusive; and

• Explore reasons why women leave the 
company.

HR is uniquely placed to affect change 
in organizations. Women represent a rela-
tively untapped source of talent for leader-
ship in the workplace. We can influence 
strategies in the C-suite, provide training 
that will increase confidence in employees 
and help guide and change policies and 
procedures. Perhaps in the future, BC will 
have more than four female CEOs in its top 
100 earning companies. 

Once these simple strategies and for-
mulas are in place, there is no reason why 
other minorities who face impenetrable 
barriers cannot break through their own 
“glass ceilings” using the same simple 
approaches. 

Jane Terepocki, CHRP is a specialist in 
the areas of recruitment and training 
with a passion for harnessing the pow-
ers of talent, culture and leadership.  Client: HRMA  /  Size: 7.1875” X 4.9375”  /  CMYK  /  PeopleTalk

Mo-Jean Lai, MA, CHRP
Corporate Director,
SilverBirch Hotel & Resorts

Confi dently drive
business forward.business forward.business forward.

Harness your experience, test your knowledge 
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Ta k i ng a n orga n i z at iona l ‘se l f i e’ c a n be a r i sk y  
proposition, particularly when you are asking for honest 
expression from everyone involved. However, its value is 
indisputable.

Turning the Focus Inwards
As researchers, we traditionally turn our focus outward to better 
understand what is really happening in a particular market, with 
a group of customers or in a specific area of the country. However, 
for this issue of PeopleTalk, Sentis Research took the opportunity to 
turn that focus inwards and look at the perceptions of leadership 
and gender within our own organization. 

With both a female and male managing partner—Julie  
Winram and Adam DiPaula—with broadly similar experience 
in the research industry, we had the perfect testing-ground to 
delve into the differences between female and male leadership. 
Moreover, with a group of employees all part of the Millennial 
generation, the temptation to ‘look under our own hood’ became 
overpowering.

With many questions going in, we focused on four primaries:

1. How does generation play into perceptions of leadership 
and gender? Are Millennials more gender-agnostic than 
their older counterparts?

2. What makes a good “leader”?

3. What, if anything, distinguishes a female leader from a 
male leader?

4. Does gender play into leadership perceptions and how?

How Does Generation Play into Perceptions of 
Leadership and Gender?
Our research took the form of a focus group with our employees. 
To loosen everyone up we started with an exercise—draw a pic-
ture of a leader in as much detail as possible and give this leader 
a name. 

At the completion of the exercise one thing was abundantly 
clear—no one at Sentis missed a higher calling as an artist as all 
but one employee drew a stick person. However, artistic abilities 
aside, most employees drew pictures and chose names for leaders 
that were male. A few female employees specifically chose gender-
neutral names (e.g. Cory, Sam), but the rest were definitely men.

Another exercise—to name a well-known BC business leader—
elicited a similar result. Male business leaders were rattled off 
fairly easily, but our group of Millennials had to reach a bit deeper 
to think of a female BC business leader and ended up fortifying 
the list with a few female politicians.

When we finally introduced the subject of gender and leader-
ship, our Millennials were clear that gender didn’t matter and that 
it is a leader’s qualities, personality and vision that distinguishes 
him or her, not their gender. 

Even among forward-thinking Millennials, who express sup-
port for gender neutrality in leadership, the stereotypical, male 
leader persona still subconsciously resonates.

What Makes Good a Leader?
According to our group of Millennials, it includes a lot of things. 
There are the predictable qualities—confidence, charisma, intel-
ligence, inspirational, sees the big picture—as well as some less 
common qualities, such as being a good follower when they need 
to be and someone who is able to put trust in their team and step 
away at times. 

Another key aspect of good leadership is communication, 
but this was implicitly, not explicitly stated by employees. Anec-
dotal explanations continually touched on the communication 
between leaders and their followers, yet no one yelled out “a good 
communicator!” Instead our employees chatted about humour 
and how it is integrated into the workday, how they have inter-
acted with past managers, bosses, etc. 

Communication is so important it is a non-verbalized ‘given’—
akin to asking people why they choose a particular airline and no 
one mentioning ‘safety record.’ It has to be there or nothing else 
matters.

What Distinguishes Female From Male Leaders?
It is very difficult to separate gender from personalities, so we let 
our employees talk quite a bit about the different personalities 
of our two leaders at Sentis—to get past that and actually start 
understanding real, if any, gender differences. 

One key difference seems to be the level of direction provided 
by female leaders; they tend to be more specific when tasking 
employees with a project or undertaking. This seems to be related 
to risk-taking. The general sense among our employees is that 
female leaders are more apt to want to control what they can con-
trol, while male leaders are more willing to ‘let go of the strings 
and let things fly’; they are more willing to take a risk. 

Looking Within  
at Leadership:
Sentis Takes a Selfie
By Mar y B ac ica

“The foundations of a person are not in matter but in spirit.”  —Ralph Waldo Emerson
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The only other clearly defining charac-
teristic that emerged from our session was 
that our employees felt female leaders are 
more apt to share their thoughts about the 
business and what is going on. 

Does Gender Play into Leadership 
Perceptions and How?
Yes, but in a way we didn’t originally 
consider. The part we were missing in our 
original question was the gender of the 
employee being asked. Gender matters on 
both sides as female employees feel they 
interact somewhat differently with male 
leaders than they do with female leaders; 
male employees feel the same way. 

The main interaction difference seems 
to centre around the ‘comfort level’ of 
communicating with someone of the 
same gender. While all our employees felt 
they could speak openly with either our 
two leaders, they admitted that they do 
communicate in a slightly different way 
with each. 

For example, our female employees 
felt they were more likely to share family 
updates and anecdotes with a female leader 
than a male leader. If being a business 
leader is not challenging enough, leaders 
have to be sensitive to the personalities 
and to the gender of those who report to 
them.

A Caveat in Closing
Is our group of employees reflective of 
other employees at other organizations? 
Would such an experiment work in other 
workplaces? The honest answer is we are 
not sure. 

While the value of the feedback and 
insights acquired is indisputable, our orga-
nizational ‘selfie’ experiment comes with 
a pair of caveats—expect the unexpected 
and do not count on easy answers. Fol-
lowing up and working through the issues 
raised must also be considered key to the 
process.

What emerged with surety from our 
experience is that business leaders of 
both sexes have a range of challenges to 
navigate every day—and being a female 
business leader does not make the role any 
easier. 

Mary Bacica, CMRP, VP is an integral 
member of the employee research 
team at Sentis Research. 

Professional 
Communication
Our expert instructors provide your employees with practical programs designed  
to improve workplace communication and business writing skills.

In addition to our UBC Certificate in Professional Communication, we have new 
courses and workshops, including: 

• Business Writing Essentials
• Copyediting and Proofreading
• Writing Proposals
• Friday Morning Workshop Series
• Strategic Conversations and Meetings Workshop
• Writing for Engineers in the Workplace

cstudies.ubc.ca/wcpt    604.822.1444

http://cstudies.ubc.ca/wcpt
http://www.montridge.com
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cover story

“Nothing in life is to be feared. It is only to be understood.” —Marie Curie

By Donna Howes

“Why are we still talking about this?” 
Great question. The answer is because 

it still matters. In fact, given the economic 
costs of the gender gap and the increasingly 

urgent need for exceptional leaders, it matters more now than 
perhaps at any time in the past.

PeopleTalk sat down with four accomplished leaders whose 
experience spans the finance, marketing, insurance, energy, 
recruitment, sustainability recycling, non-profit and education 
sectors to find out what makes ‘women in leadership’ a topic that 
is as vital for a boardroom as it is for a #hashtag campaign. 

Each leader interviewed made the same strong statement—
women in leadership is neither an equity nor a perception issue. 
It is a business and competitive advantage issue.

Gender Gap Stifles Economic Windfall
The Canadian Centre for Policy Alternatives (CCPA) says Canada’s 
workforce gender gap costs the Canadian economy in excess of 
$145 billion annually, about 10 per cent of our national GDP. At 

the pace of change we’ve seen in the past 20 years, CCPA says 
it will take a further 228 years to close the gender gap and reap 
benefits that are currently costing the economy.1

In Canada, the issue of gender inequality has recently focused 
on the lack of women in executive leadership positions. PeopleTalk 
opened its pages to this topic because ‘how women lead’ is essen-
tial to achieving business and organizational results. 

From an HRMA perspective, our mission is to keep people 
first in the minds of decision-making leaders. Given our strategic 
role and commitment to advance people practices, the question 
becomes, “How can we as practitioners ensure there are seasoned, 
diverse voices at the table to help make the important decisions?” 

Championing a Culture Change
Nancy McKinstry listens from a depth of experience that reflects 
her unique profile in BC’s business and non-profit communities. 
Her unparalleled leadership comes from a lifetime of firsts which 
have led her to C-suite roles and to serve on many corporate 
boards. Throughout, McKinstry has championed and advocated 

 Women in Leadership:
 Beyond Equality to Business Advantage



Speaking to Source

Bob EltonLeslie Meingast

Nancy McKinstry, Minerva 
Foundation founder and Patron’s 
Circle board member speaks about 
the value of women in the workplace 
and the importance of diversity. 
http://bit.ly/1BR0zhE

Bob Elton, adjunct professor, UBC 
Sauder School of Business and 
past CEO BC Hydro speaks to the 
essence of values-based leadership 
and questions the notion of instilling 
values. http://bit.ly/1BR0KcR

For further conversations with leading minds 
visit www.theminervafoundation.com.
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for culture change and become a role model for other women as a 
founding member of the Minerva Foundation for BC Women—an 
organization dedicated to helping women achieve their educa-
tional and professional goals. Her life-in-progress achievements 
have earned her an Order of Canada and an Honourary Doctorate 
of Law from Simon Fraser University, among many other accolades. 

“I’m tired of this talk frankly,” McKinstry says. “I’ve been 
fighting this battle since I started my career and I’m tired. What 
I want to see in your article are the actual steps to change the 
‘women in leadership’ discussion.”

So let’s talk about solutions and the steps to get there.

Diversity Key to Boardroom Debate
The Conference Board of Canada has said women’s decision-
making and leadership qualities are in demand because they 
bring a divergence in views which lead to “constructive debate 
behind the boardroom door and encourage diligence in decision-
making.”2 In other words, it is good for the Canadian economy to 
have diverse opinions at the table.

 Women in Leadership:
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Top Five (x4) Leadership Tips 
Great leaders are perpetual learners, so here is a compilation of the  
top five leadership tips from each of our four cover story sources.

Nancy McKinstry

1 The relationships that you build, develop and honour will carry you through—be honest, open and 
transparent, and bring heart to the task.

2 Make culture change inclusive. It has to come from the CEO and trickle down.

3 Address conflict—if there’s an interpersonal conflict, sit down, address it and don’t take anything 
personally. It is about the business.

4 Be a life-long learner and learn from mistakes quickly—don’t be afraid to ask if you don’t know.

5 Manage the lifecycle of your career and keep yourself in the game. Remember you can do 
everything; you just can’t do it all at once.

Bob Elton

1 Establish relationships before getting down to deal with the issues. If you don’t do that, the issues 
generally don’t get resolved as well— especially when a situation is urgent and a decision needs to 
be made more quickly.

2 Learn the value of people who may not speak up or act as quickly—often they are able to help 
you think differently about an issue.

3 Lead from your values—it is largely about connecting who you are with what you do.

4 Have open conversations with people about what is important to you.

5 Even seasoned leaders need to keep learning and there is huge value in ‘reverse mentoring.’

Lisa von Sturmer

1 Trust yourself—embrace your decisions with confidence and don’t second guess yourself.

2 Create a culture of collaboration—say ‘let’s work together to get the best solution possible” 
because everyone’s contribution is important before you make a decision.

3 Set an annual strategy—create quarterly, monthly and weekly goals and then focus on what’s 
important not what’s urgent.

4 Set soul goals to keep each person’s individual goal alive—it ties into community spirit.

5 The emotional side of a workplace is a big driver, especially for your people—create the room for 
the emotional quotient.

Leslie Meingast

1 Know yourself and your market and see the potential of all your constituents within and outside of 
your organization.

2 Lead by example and lead with purpose by having a personal vision and a company vision.

3 Credibility is built on the small things like being on time, doing what you say you will do and 
saying ‘please’ and ‘thank you.’

4 Create a cohesive team by having a common language that will draw a pathway to help everyone 
get to the same end game.

5 Step up and ask if you don’t understand something—clarify it and don’t assume.
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This is being recognized globally, as McKinstry heard when 
she attended the International Women’s Forum in Hong Kong in 
May 2014 which attracted a group a group of 400 senior women 
leaders from 30 countries around the world. The theme of the 
conference—“A World Without Borders”—was no small topic to 
cover in four days, with discussions around the affect on financial 
markets, healthcare, technology and the environment. 

“One of the speakers used a wonderful parable,” says  
McKinstry. “She said, humanity has two wings, male and female. 
Currently the male wing is flapping too hard, and in order to fly, 
both wings need to be in balance.”

Small Increases, Major Opportunities
While women’s representation on the boards of public companies 
increased from 10.3 per cent in 2011 to 12.1 per cent in 2013, a 
Financial Post 500 survey by Catalyst reports that the picture for 
private sector boards is not encouraging. 

During the same period, there has been no meaningful 
increase in the number of female board directors across Canada. 
British Columbia actually has the lowest percentage of women 
on board seats coming in at 11.9 per cent, 
well below Nova Scotia (25.7 per cent), 
Saskatchewan (23.2 per cent), Quebec (19.8 
per cent), and Ontario (16 per cent).

Recognizing the economic pitfalls of 
one-dimensional boards, the Ontario Secu-
rities Commission (OSC) has announced 
amendments that would require com-
panies listed on the TSX to increase the 
participation of women on boards and in 
senior management, as well as disclose 
their approaches to gender diversity. 

“Our proposed amendments are intended to encourage more 
effective boards and better corporate decision-making, which will 
benefit investors and the capital markets,” said Howard I. Wetston, 
Q.C., chair and CEO of the OSC. “This is about helping TSX-listed 
issuers tap into a pool of talented and capable resources currently 
under-represented on today’s boards and senior management.”

McKinstry says this is a step in the right direction. “Women 
are smart, numbers-driven, and people-oriented, and the OSC is 
taking a leadership stand through this initiative. The next step is 
to make these changes systemic and to change the culture of our 
organizations. It has to come from the CEO and it has to trickle 
down. It’s not rocket science.”

Not Rocket Science—Just Bright Thinking
When Bob Elton was CEO of BC Hydro, he drew on a wealth of 
experience in consulting—including more than 20 years with 
Price Waterhouse Coopers as CFO and CEO—to grow leaders at all 
levels of the iconic BC organization. His personal and professional 
leadership philosophy is based on making values-based decisions, 
and his experience has shown him that women are naturally 
strong in this leadership capacity. 

“At Hydro we had a lot of diversity around the management 
table,” says Elton. “Half of the management team were women 
and over the time that I was with the company we ended up with 
about 40 per cent of the top 100 leaders being women—and it was 
probably 10 per cent before.” 

Values-Based Leadership Broadens Appeal
So why is that important? Primarily because values-based lead-
ership is anchored in relationships and relationships drive the 
discretionary effort of employees—as well as the brand loyalty 
that underpins every successful HR and customer relationship 
strategy. 

In business and in life, the quality of the relationship matters. 
“Every conversation you have is an opportunity to talk about 

values,” says Elton. “When you ask people what is important to 
them you’ll get a values-based answer. We need to pay attention 
to that because who we are as people, who we are at our core, is 
intimately connected with what we do at work and how we do it.”

Of Old Schools and Triple Duty
If the key to effective decision-making relies on diverse views and 
values working together, why is it so difficult for organizations to 
hire, mentor, train and progress women through the lifecycle of 
their careers? 

“Some organizational cultures still promote the old style 
thinking that we need to hire people like us because it worked 

before….and it’s easier,” Elton admits. 
“Let’s face it, having a group of 10 or 11 
people—half of whom are women—does 
mean that the conversation will be 
different. It means that questions will be 
asked in a different way, and that could 
mean that some men around the table are 
uncomfortable, or that it takes longer, or 
that we have to listen more to each other.” 

The other piece of engendered thinking 
Elton st i l l  sees holding sway is the 
expectation of women to be leaders on all 

fronts: at home and in the community, in addition to their careers. 
“The work with aging parents is seen as women’s work, and we 
continue to ask women to play these multiple roles. The workplace 
will have to change unless women can outsource certain things,” 
says Elton.

Taking Preconceptions to School
Changing attitudes requires challenging the process and the sta-
tus quo. Elton is educating and mentoring the next generation to 
do just this through his role as adjunct professor at the University 
of British Columbia’s Sauder School of Business where he teaches 
leadership.

While student intakes are 50 / 50 women and men in Elton’s 
Sauder program, gender balance issues in the real world are dis-
cussed. “I had a note last week from a former female student who 
has just taken her first job,” Elton relates. “What surprised her is 
how male-dominated her new organization is and how different 
from the openness and transparency in the higher education 
environment.” 

This he maintains, is where young women leaders need to 
understand their values and their personal visions in order to suc-
ceed. “The best advice I have for young leaders, women and men, 
is to bring all your great skills and personal qualities to the table. 
Find a trusted leader with whom you can converse and learn, and 
if you’re really good, people will make room for you,” says Elton.

“Women 
are smart, 

numbers-driven, 
and 

people-oriented.”



Facts and Stats

Some growth:

Women’s representation on boards of public companies increased from 10.3 per cent in 2011 to 12.1 per 
cent in 2013.  
Catalyst, 2013 Catalyst Census: Financial Post 500 Women Board Directors.

Falling behind:

Public companies continue to have the lowest representation of women on their boards as compared 
to private companies, crown corporations and cooperatives. In 2011, 10.3 per cent of directors of public 
companies were women, which represents a zero increase from 2009.  
Catalyst, 2011 Catalyst Census: Financial Post 500 Women Board Directors (March 8, 2012) 

Although nearly one-third of companies have 25 per cent or more women senior officers, nearly another 
one-third continue to have no women senior officers. In particular, 35.9 per cent of public companies had 
no women senior officers in 2012.  
Catalyst Census: Financial Post 500 Women Senior Officers and Top Earners (February 19, 2013) 

BC ranks lowest across Canada in the percentage of board seats held by women:

Nova Scotia 25.7 per cent

Saskatchewan 23.3 per cent

Quebec 19.8 per cent

New Brunswick 17.1 per cent

Manitoba 17 per cent
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A Strong Belief in Self Required
Being really good requires believing in yourself first, before asking 
anyone else to make room for or to believe in you. Consider Lisa 
von Sturmer, an award-winning entrepreneur, G20 Youth Entre-
preneurship Summit Canadian delegate, 
and successful Dragon’s Den winner. 

As a young woman in business, Von 
Sturmer maintains she has to prove herself 
to be taken seriously. She started in televi-
sion and with creative agencies before 
deciding that she wanted to spend her life 
doing something positive with a tangible 
impact on the community. In 2010, she 
quit her “career” and founded Growing 
City, Canada’s only office composting 
recycling business. 

Von Sturmer’s belief in herself has 
helped her overcome what others might 
perceive as challenges. “I have real chal-
lenges with being taken seriously. I’m 
ultra-feminine—‘read’ as young—and my voice is really high 
pitched,” she admits.

Fortune Favours Solid Principles
Her leadership strategy is to listen, learn as much as she can 
from others with experience and to focus on what is important, 
not what is urgent. She picked up Mastering the Rockefeller Habits: 
What you must do to increase the value of your growing firm by Verne 

Harnish, and read it cover to cover to learn about the structures, 
policies and practices she needed to improve her business. 

“I found this dry, slim little book about what the Fortune 500 
companies are doing and got really excited. It taught me to focus 

on what is important,” says Von Sturmer. 
“Things like setting weekly goals and 
objectives at the beginning of every week, 
and following up with mid and end of 
week check-ins on how we did. That’s been 
really productive.”

These are solid leadership practices that 
have helped grow her green business into 
a multi-city enterprise, now expanding 
into the United States. From a leadership 
perspective, Von Sturmer has a clear pur-
pose and is decisive about the outcomes 
she expects. She is also living her values 
of being collaborative and community 
minded.

Emotional Connections Resonate
Does von Sturmer think she’s doing anything different because 
she’s a woman in business? “This is a woman-run business, and 
we set soul goals as well as business goals. We support and value 
each other, and that’s a big attraction for young employees who 
want the emotional connection to their work in addition to a 
paycheck.” 

The role of emotions in the workplace is emerging through 

“Leadership should be more participative than directive, more enabling than performing.” —Mary D. Poole

“At its root, 
the primal 

job of  
leadership 

is emotional.”

http://www.hrreporter.com/articleview/20368-meaningful-growth-for-women-on-boards-at-public-companies-report
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thought leaders such as Daniel Goleman, Richard Boyatzis and 
Annie McKee, authors of Primal Leadership: Unleashing the power 
of emotional intelligence. They argue that the fundamental task of 
leaders is to prime “good feeling” in those they lead: “That occurs 
when a leader creates resonance—a reservoir of positivity that 
frees the best in people. At its root, then, the primal job of leader-
ship is emotional.” 

This aspect of emotional intelligence—being intelligent about 
emotions—matters to von Sturmer and how she leads as a woman 
in business. “Women create the room for 
the emotional quotient which helps cre-
ate the culture you want for your whole 
company to thrive,” she says. “It matters 
to me that I lead from the starting point of 
saying—Let’s work together so we can get 
the best solution possible.”

Beyond Pink and Blue Think
That “good decisions don’t come in pink and 
blue” is a well-wrapped wisdom attributed to 
another female business leader in BC.

“Yes, it sounds like something I would 
say,” says Leslie Meingast, CEO of TPD 
(The Personnel Department). Her leader-
ship wisdom is as straightforward as it 
is sage and her business is one of North 
America’s leading workforce & HR solu-
tions firms—and BC’s third largest business owned by a woman. 

“Leadership is about good decision-making. You better be 
inclusive and have a language around engaging customers, espe-
cially when you factor in that the women’s market is a $15 trillion 
dollar market,” says Meingast, who is not only a leader in the HR 
recruitment field, but is a seasoned and successful business strate-
gist. “Companies are not built by quarters, they are built over the 
long term—and great leaders are the same.”

Asked ‘how to ensure there are diverse voices at the table to 
make the important decisions’, she is certain about the first step 
every leader must take regardless of gender. 

“You have to ‘know thyself’. Because as a leader you have to 
show up, be present, and lead by example. You’ve got to go places 
where nobody would go because if you don’t walk in that fire first 
nobody is going to follow you,” Meingast explains.

Lean In to the Opportunity
The truth is though, being exceptional, knowing oneself and 
living through values isn’t a leadership challenge for women. 
Meingast sees exceptional, values-driven female leadership 

potential every day, working with women 
across all industries looking for the next 
opportunity to succeed. She believes the 
real challenge is for organizations to make 
a pathway for these women throughout 
the lifecycle of their careers. 

“There is a fluidity to people’s careers 
and companies need to pay attention 
to that. At TPD we have an alumni and 
we always keep that connectivity. We’re 
looking for pathways back and forth all 
the time to keep women engaged,” says 
Meingast. 

As leaders—women and men—we 
have been encouraged to ‘lean in’ and 
change the conversation from what can’t 
be done to what can. The conversation 
most needed about women in leadership 

today is how to help the best leaders, a growing number of whom 
are women, navigate the paths to leadership and, at the same 
time, unlock the means for organizations to get the best out of all 
people. 

Donna Howes, CHRP, is principal of Humanity at Work, a 
coaching and organization development firm devoted to 
creating proud and productive workplaces.

“Changing 
attitudes 
requires 

challenging  
the process 

and the 
status quo.”
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Five Core  
Millennial Values

Collaboration: ‘We’re in This 
Together’

Team collaboration leverages 
different talents and enables 
creative solutions to tough 
problems. There’s less reliance 
on hierarchy as each team 
member is encouraged to 
contribute equally. 

Flexibility: Openness to How 
the Job Gets Done

Enables individuals 
to optimize their own 
productivity in managing 
schedules and timelines as to 
how and when the work gets 
done outside of the traditional 
9-to-5 workday.

Transparency: Being ‘In  
the Know’

Information is shared with 
anyone who needs to know, 
to give them an opportunity 
to contribute ideas to the 
solution or action.

Casual: Just Be Yourself

The work style is less formal 
in the way that people 
interact with one another—
promotes equality among 
team members.

Balanced: Successful at Life 
as a Whole

Work and life are are not 
balanced, but integrated. 
Flexible work arrangements 
create a more fulfilling 
approach to life.
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leadership

Wor k pl ace dy na m ic s a r e 
cha ng ing. Mil lennia ls 
have been in the workforce 
for about 10 years and con-

tinue to enter at a rapid rate. Through sheer 
volume, their values and attitudes have the 
power to create a shift in culture that has 
not been seen since the Baby Boomer era. 

Generation Confidence
What they have—even with little work 
experience—is the confidence to contrib-
ute innovative ideas about how we should 
work, leaving even the most experienced 
managers scratching their heads about 
how to ‘work’ them into the workplace. 

This confidence extends across gender. 
Millennial women will rewrite the rules 
of management as they leave outdated 
gender perceptions behind, stepping up 
into leadership roles earned through dem-
onstrated talent and achievements.

This shift is already well under way as 
Millennials are the fastest growing seg-
ment in the Canadian workforce. By 2015, 
they will outnumber Baby Boomers in the 
workplace. eldest of the Millennial genera-
tion are in their early 30s and are already 
rising into leadership positions. 

Goal, Team and 
Achievement-Oriented
Their management style is a reflection of 
their personalities and their values, beliefs 
and attitudes formed from their life expe-
riences to date. Females in this generation 
are goal, team and achievement-oriented, 
as well as confident and ambitious. They 
strive to make a meaningful difference 

in the workplace and have been bred 
to believe that they are special and can 
accomplish anything they want in life. 
As a result, these women have a lot to con-
tribute to the workplace and will not be 
afraid to challenge traditional leadership 
practices that are no longer relevant. 

This generational influence has pre-
pared Millennial women to break through 
barriers—perceived and actual—in the 
workplace and to gain a sense of equality. 
They have been raised to be more confi-
dent and believe in themselves. Partici-
pation in traditionally male-dominated 
sports has demonstrated from an early age 
that girls can do anything that boys do. 

Diversity as the Norm
These women have grown up with diver-
sity as the norm, so they don’t feel at a 
disadvantage, unlike their predecessors.
They’ve been inspired by successful female 
role models that have broken through the 
glass ceiling and helped pave the way for 
their younger protégés. Many obstacles 
that have held other generations of women 
back have been removed, setting Millen-
nial women up for leadership success if 

By Bernadet te Smi th

“Leadership is a series of behaviours rather than a role for heroes.” —Margaret Wheatley

“These women 
have grown up 
with diversity 
as the norm”

Millennial Women  Leading 
the (New) Way: 
Defining Leadership 
on Their 
Own Terms
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they choose this path. These life experi-
ences have given women a new sense of 
equality and have shaped their approach 
to work and career.

Millennial women leaders are not afraid 
to shake up traditional practices in the 
workplace, especially if they are outdated. 
In their book, Manager 3.0, Brad Karsh and 
Courtney Templin identify five core values 
that Millennials live by and are instilling 
in the workplace that challenge how things 
have been done in the past.

These young leaders are building a 
more rewarding work environment by cre-
ating a more collaborative, flexible, trans-
parent, casual and balanced culture. Work 
isn’t just work to them—it is an extension 
of themselves. These values represent the 
guiding principles used in managing work 
and decision-making that lead to building 
great teams and solid relationships

Redefining Leadership  
and Ladders
This trend of change will impact existing 
cultures and transform the way people 
work. It will also create friction among the 
different generations that are comfortable 
with a hierarchical management style. It 
will not be an easy transition for some. 
Living these values will set this generation 
of female leaders apart from their more tra-
ditional colleagues; it will also help forge 
more forward thinking business futures.

Millennial women that choose a 
leadership path will do so on their own 
terms. This generation of women are 
goal-oriented and have the potential to be 

high-achievers. For many though, it is no 
longer just about climbing the corporate 
ladder in hopes of achieving happiness 
through accomplishment and earning 
more money. 

Women of this generation want to do 
meaningful work, make a difference and 
be recognized for their achievements. This 
may mean transforming the career ladder, 
where the only way is up, into career scaf-
folding that enables them to move side-
ways into more meaningful or interesting 
work. Then, depending on their stage in 
life, they may choose to take a step down to 
reduce their level of responsibility to focus 
on other important things in life. 

Supporting Tomorrow’s  
Leaders Today
Those of us in leadership positions and 
in the HR profession need to support and 
enable young, high-achieving women to 
move up in organizations. They are our 

future leaders and have a lot to offer. We 
need to recognize that, like it or not, the 
culture of many workplaces will be trans-
formed by this influential up-and-coming 
generation of leaders. It’s important that 
we provide training to develop essential 
management skills that will set them up 
for career success early in their journey. 
This will also provide the tools to help 
them evolve their organizational cultures 
effectively to the more dynamic environ-
ment necessary to engage their peers while 
respecting traditional practices.

Millennial women on the leadership 
path are now in a position of strength. 
They have earned their position as equal 
contributors among their peers through 
their achievements and will pursue 
leadership roles with confidence if they 
so choose. They are wired to make a dif-
ference in their organizations and will 
be driven by their core values to create a 
more rewarding work environment for all 
involved. 

Make no mistake, Millennial women 
will rewrite the rules of management and 
we will all benefit from the fresh dynamic 
that they will bring to leadership. Achiev-
ing happiness through a fulfilling career 
is no longer an endpoint. In the future-
present, women will be able to achieve 
that at every point along their journey by 
choice. 

Bernadette Smith is VP, talent man-
agement solutions with the Canadian 
Management Centre (www.cmcout-
perform.com).
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leadership

“The difference between what we do and what we are 
capable of doing would suffice to solve most of the world’s 
problems.” —Mohandas Gandhi 

When one considers that the majority of top tier 
positions within corporations are still male-
dominated, seeing change can be difficult—even 
discouraging. However, it is not a matter of how far 

women have come, but how much further we can go that defines 
the true scope and potential of women in leadership.

Speak Up to Stand Out
As stated by Judith Humphrey, founder and chief creative officer 
of The Humphrey Group, in a recent interview, women’s progress 
up the corporate ladder seems to have come to a standstill. Con-
versely, Humphrey emphasizes, it is more important now than 
ever for women to reach these leadership roles to help bring about 
real transformation.

Humphrey’s most recent book, Taking the Stage: How Women 
Can Speak Up, Stand Out and Succeed, is crafted with this paradox 
in mind to encourage women to “find their own strong voices 
and seize new opportunities to lead.” Over the past 25 years, 
The Humphrey Group has helped countless leaders hone their 
presentation skills and enabled tens of thousands of women to 
shift beyond their perceived limitations and free their authentic 
leadership voice.

Overcome the Doubts of a Lifetime
Exploring the root cause of what holds many capable women 
back from stepping into leadership roles, Humphrey notes that 
the latest office politics are just the tip of a much deeper iceberg. 
“We carry the seeds of our upbringing through our whole life,” 
she notes. 

If we are not wholeheartedly encouraged and taught to 
develop and believe in our strengths as children, we are likely to 
keep seeking approval of others in adulthood. Similarly, if we were 
discouraged from particular behaviours or pursuits as children, 
that impact too carries over to present day. Moreover, if define 
ourselves through the approval of others, we lose touch with 
our authentic self, our inner True North. That in turn breeds the 
ground for self-doubt to make itself at home in the decorum of 
our minds. 

Humphrey’s accomplishments are many, including being 
awarded the 2012 YWCA’s prestigious Woman of Distinction 
award for Entrepreneurship. However, her greatest achievement 
is ongoing—enabling women and men to connect with their 
inner source of confidence, to validate themselves and free up 
their self-expression. As we learn to trust our insights and voice 
our ideas, we grow in our capacity to form larger visions that can 
fuel an expansive leadership spirit.

Be A Visionary Change Agent
In her keynote address at the 2011 Women’s Leadership confer-
ence in Australia, Linda Dunkel, former president and CEO of 
Interactions Associates, spoke engagingly about the new impera-
tive for women to lead purposefully as visionary change agents 
embracing a new mindset.

Pondering the question of how real change could come about, 
Dunkel pointed out that the expansive opportunities and demands 
of globalization on corporations have already created changes 
within organizational hierarchies and will continue to do so for the 
next few decades. With a greater pool of opportunity, coupled with 
continued demands for diversity and innovation, women will have 
access to the upper echelons of large companies in greater numbers; 
they will also be better able to stir the corporate world towards a 
more inclusive, expansive vision whose time has come. 

Four Tenets of the Triple Bottom Line
Centring her talk on the concept of conscious capitalism, Dunkel 
asserted that the world is in desperate need of a model of doing busi-
ness that includes the triple bottom line—people, profit and planet. 
She grounds this re-orientation of business upon four primary tenets:

• A higher purpose that goes beyond making money;
• Primary clients and shareholders aligned and in sync with 

that purpose;
• Conscious leadership; and
• A conscious culture based on trust, caring, compassion, 

respect and authenticity.

This type of culture—rooted in the new economy of meaning, 
wherein consumers are discerning and buy what matches their val-
ues—is not modelled on competition and has little precedent in the 
traditional patriarchy of the workplace. Rather, this type of culture is 
based on fostering creativity, innovation, and synergetic collaboration 
while honouring what are traditionally considered female strengths.

A Broader Bottom Line
This model of leading business, beyond the single bottom line, is a 
natural fit for women because of how they tend to differ from men 
on the psychology of money. Raised as bread-winners, men have 
traditionally been oriented towards “more is better” in order to 
satisfy their family’s needs. In contrast, more women tend to asso-
ciate earning money or creating profits with a specific purpose in 
mind; it’s a means to an end. 

The psychology of the profit-only-driven business unfortu-
nately is far more pathological as outlined by books such as The 
Corporation. As men have traditionally dominated the upper ech-
elons of the corporate hierarchy, much of this pathology has been 
attributed to them, fairly or not—after all, women in leadership 
also need to answer to the bottom line. 

Women’s Leadership Imperative: 
Speak Up, Stand Out and Succeed
By I sabe l le  St -Jean

“The future of the world depends on women.” —Kofi Anan
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It is the breadth of that bottom line that makes the difference. 
Emotional intelligence not only counts, it turns a profit.

Firms of Endearment
When financial profits are not the sole priority, it turns out that 
companies with humanistic profiles outperform the S&P (Stan-
dard and Poor’s 500) index by nine to one over 10 years. In Firms 
of Endearment, author Raj Sisodia presents convincing data that 
shows companies achieve a better financial bottom line when they 
are focused on both social and financial outcomes while being 
dedicated to creating an engaging, wholesome work environment. 

Already redefining leadership, women are uniquely posi-
tioned to bring about the changes necessary for our corporations 
to embrace a more ethical compass while being in service to all its 
stakeholders as well as our host—planet Earth. 

Look to Contrast vs. Conflict
In a workplace setting, women are also more likely to demonstrate 
the strengths that come about from what presenter/author Shawn 
Achor refers to in Before Happiness as the triangle of intelligences: 
IQ, EQ and social intelligence. Less invested in presenting a busi-
ness ‘front’, women more often opt for transparency in the ways 
they relate and go about producing results.

As we work towards the needed changes, we are called to rise 
above, and move beyond, gender differences. While refraining 
from heading down stereotype alley, let us remember the roots of 
those gender contrasts. A wide spectrum of research has consis-
tently shown that females:

• display an early preference for cooperation over competition 
in play;

• naturally have a willingness to be team players, 
• are good at keeping their egos in check; and
• tend to adapt well to complex realities. 

We Need to Disagree (Sometimes)
In a more conscious workplace culture, men and women can 
learn to express themselves fully, even, and perhaps especially, in 
disagreement. Without the ability to speak openly much is lost: 
from the valid point overlooked to the sparks of joy that can make 
a work environment contagious with creative energy. 

As author Susan Scott affirms in Fierce Conversations, human 
relations require both appreciation and confrontations. This is 
where women of all generations are wise to further develop the 
art of speaking up and trusting their own ideas, guts and wisdom. 

Undeniably, women can better unleash their self-expression 
and speak with clarity and impact as formidable change agents. 
After all, that is an opportunity we all share—to lead the way as 
‘humane’ beings and people leaders of a better world at work and 
play for generations to come. 

Professional speaker, author, life and business coach,  
Isabelle St-Jean, RSW, PCC brings to her clients a decade 
of experience in leading, educating and providing practi-
cal solutions to major work/life challenges and transitions.  
(inspiredmomentum.com).
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off the shelf

Sally is a talented, ambitious and career-focused professional. 
Her achievements are considerable and she feels confident 
she will be the successful candidate for 
an upcoming promotion. During the 
interview, she is able to substantiate her 
qualifications and provide evidence as 
to why she would be the most suitable 
candidate. 

When Sally doesn’t get the promo-
tion, she is left wondering why. She is 
provided with vague feedback implying 
she is not the best “fit” for the position, 
and can only conclude that her co-
worker, Bob, has somehow achieved a 
better “fit.” 

Disheartened, Sally either begins the 
process of searching for other oppor-
tunities, or worse, resigns herself to 
complacency within the confines of her 
current role.

According to Sheryl Sandberg, Facebook 
COO and author of Lean In: Women, Work, 
and the Will to Lead, this situation was not 
likely blatant gender discrimination, but 
rather the result of an unconscious bias of 
traditional male and female roles.

Of Heidi and Howard: What’s In a Name?
Sandberg references the Harvard Business School case study of 
Heidi and Howard. The study is based on the real-life success story 
of entrepreneur, Heidi Roizen, and chron-
icles how she became a successful venture 
capitalist. Half the students in the study 
were given Heidi’s story to read; the other 
half were given the exact same story with 
one key difference—Heidi’s name was 
changed to Howard. The students were 
then asked to answer questions about their 
impressions of Heidi and Howard. 

The results of the study showed that 
while both groups acknowledged Heidi 
and Howard for their achievements, Howard was clearly more 
likeable. He was the kind of person you wanted to work with and 
for. Heidi, on the other hand, was perceived to be selfish. Sandberg 
comments on the outcome of the study:

“This experiment supports what other research has already clearly 
shown: success and likability are positively correlated for men and 
negatively correlated for women. When a man is successful, he is liked 
by both men and women. When a woman is successful, people of both 
genders like her less.”

The theory behind this concept is based largely on stereotypes 
Sandberg notes that the traditional male stereotype—that of  

provider—is driven, decisive and assertive. 
In contrast, the female stereotype is nur-
turing, often the caregiver and dedicated 
to helping others.

According to Sandberg, “[Women] are 
aware that when a woman acts forcefully 
or competitively, she’s deviating from 
expected behaviour. If a woman pushes 
to get the job done, if she’s highly compe-
tent, if she focuses on results rather than 
pleasing others, she’s acting like a man. 
And if she acts like a man, people dislike 
her. In response to this negative reac-
tion, [women] temper [their] professional 
goals.”

For those women who have experi-
enced this reaction as a result of being 
decisive and assertive, it can have a very 
lasting impact. I recall a meeting amongst 
colleagues where I was ‘jokingly’ referred 
to as bossy because I provided some much 
needed for ward-think ing feedback. 
My reply was that “my doctor refers to 
this character trait as ‘determined’, not 
‘bossy’.” Even though my usual “grab the 

bull by the horns” demeanour remained intact, I walked away 
from that meeting with an unhealthy dose of self-doubt.

Self-Doubt and Owning Success
Self-doubt pervades in far less obvious 
circumstances. Consider the job applica-
tion process. Typical job postings provide 
detailed information about the job par-
ticulars, including required and preferred 
skills and experience. Observation of 
applicants shows that men are more likely 
to apply for positions even if they do not 
meet all the criteria. This “see what hap-
pens” approach helps initiate a foot in the 

door which leads to increased opportunity. 
Women, on the other hand, are less inclined to apply if they 

feel they do not meet all of the criteria. Women not only want to 
meet expectations, but exceed them. In this case, self-assurance 
and self-promotion in one’s own ability is overpowered by self-
doubt brought on by past experiences. Sandberg comments:

“Owning one’s success is key to achieving more success. Professional 
advancement depends upon people believing that an employee is con-
tributing to good results. Men can comfortably claim credit for what 

The “Lean In” Factor
By Kris t in  Zehnder,  CH RP

“Self-doubt becomes a form of self-defence.” —Ken Auletta, The New Yorker

“Women not 
only want to meet 
expectations, but 
exceed them.”
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they do as long as they don’t veer into arrogance. For women, taking 
credit comes at a real social and professional cost. In fact, a woman who 
explains why she is qualified or mentions previous successes in a job 
interview can lower her chances of getting hired.” 

Once you begin to realize the effect 
of the unconscious gender bias, it cre-
ates a conundrum for women wanting to 
advance their careers—not unlike the ridi-
cule many men have endured entering the 
stereotypically female nursing profession, 
or HR for that matter. 

Learn to Love Leaning In
How then do women advance their careers 
without being labeled as the proverbial 
“B” of the office? As per the title of her 
book, Sandberg suggests leaning in. Far 
too often women of all generations are 
hesitant to sit at the table, raise their hand, 
or render their opinion. Without being 
brash or overly aggressive, it is critical that women fully engage in  
discussions and foster a culture of inclusivity. Physical presence 
at the table, leaning in to show interest and connection, are all 
components to subtly demonstrate equality in the boardroom 
and meetings.

Going back to the Sally and Bob scenario, Sally didn’t do 
anything wrong and her company didn’t do anything blatantly 
inappropriate or unlawful. When presented with two equally 
qualified candidates for one position, you have a 50/50 chance 

of being selected as the successful candi-
date. The question here is could Sally have 
done anything differently to increase her 
opportunity? 

Sandberg looks at how to influence 
those opportunities by being conscious 
of hidden gender bias and adaptable to 
alternative approaches when engaging on 
a professional level. Her “think personally, 
act communally” approach to business 
promotes this concept. 

At the end of the day, gender has little 
to do with work. Of far more importance 
are the unique contributions we offer as 
individuals and our learning how to pres-
ent these contributions in ways which will 
be well-received.  

Lean in the next time you’re given the chance and see the  
difference. 

Kristin Zehnder, CHRP is director of human resources for 
Harrison Hot Springs Resort and Spa.

“success and 
likeability are 

positively 
correlated for men 

and negatively 
correlated for 

women.”
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workplace wellness

While the HR world focuses on benefits, policies, programs 
and compensation, the goal is to treat employees well and 
meet their living needs to improve success within the work-
place. 

Given the emphasis on empathy and people skills, is it any 
surprise that women are predominant in HR? Case in point, 
the membership of our Human Resources Management Asso-
ciation (HRMA) is over 70 per cent female. 

The numbers speak for themselves, but do they also infer 
women are better for HR than men? Or course not. Beliefs like 
these reinforce stereotypes and pigeon-hole by gender for 
particular tasks, roles and jobs. 

Stepping Up From Stereotypes
Unfortunately, they are historically 
engrained in the workplace. Consider the 
“men at work” philosophy that has been 
present since industrial times and the his-
torical male hierarchies of business. Times 
have changed. On paper, women and men 
enjoy the same rights and opportunities. 
There is even legislation in place to address 
bullying and all forms of workplace harass-
ment.

Over the decades, women have been 
shifting their talents, expertise and experience from their well-
run homes and families and bringing them into the workplace, 
bringing co-ordination, prioritization and organization and nur-
turing to businesses large and small.

From the surge of women into the workforce during WWII to 
the growth of professional opportunities alongside Human Rights 
legislation in the 1970s to the proliferation of technologies and 
new careers with no adherence to gender—the equity framework 
has evolved. 

Reframing the Big Picture
However, it is only a framework; the space within is the opportu-
nity available for every organization to create its own big picture.

It is one thing to challenge these assumptions in challenging 
times, it is another to shift the mind space of the workplace on an 
ongoing basis. Most obviously, if efficiencies and productivity are 
to be maximized, it is necessary to go past gender and focus on 
differentiators indicative of leadership, innovation, engagement 
and motivation.

Purdys Breaks the Mold
To achieve that mind space, some companies and HR leaders are 
doing more than just dealing with gender models. Carmen Grant, 
VP of human resources and chocolate aficionado with Purdys 
Chocolatier, described the stir she created over 10 years ago; at 

the time, Purdys was even more predomi-
nantly women-dominant and Grant hired 
the first man in HR. 

Grant reports that while women still far 
outnumber the men at Purdys retail stores 
(80-85 per cent) and in the factory (65 per 
cent), five out of eight at the executive 
table are men. She describes a shift from 
the traditional part-time female worker 
bringing in a bit more for the household to 
a new, full-time female focus on financial 
independence and career growth. 

Some Assertiveness Required
She sees women showing up more and more with a confidence in 
their ability and learned skills to push past the “old boys club.” In 
her HR role, Grant feels a certain level of assertiveness is needed 
to show that the old ways can not stand—and more personally, 
Grant will not allow it.

Non-traditional is becoming the new traditional. Grant her-
self comes from a home where her husband cooks and she is more 
focused on building things and manual tasks; both of them follow 
their passions rather than gender stereotypes. She relates this to 
the mind space of the workplace where we should ask, “Does it 
have to be a man to do this task?” 

Changing the 
Mind Space 
of the 
Workplace
By Pam Paquet

“Non-traditional 
is becoming

the new 
traditional.”

“Perseverance is failing nineteen times and succeeding the twentieth.” —Julie Andrews
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Learning ‘Lean’ to Lead
Purdys fosters an openness to people taking on new challenges, 
outside of the gender stereotype. Grant provides a great example 
of her own professional growth. She had a desire to learn the Lean 
process, requested the challenge, took it on and became Lean 
Sigma Six Canada certified. 

Moreover, Grant had the opportunity to go to Japan and wit-
ness it firsthand so implementation would be successful. She 
stresses how learning and opportunity can benefit confidence, 
ability and drive.

Most importantly, she recommends more organizations make 
the shift to fresh mind space beginning at the hiring process. 
Nowadays, people can be anything they want without barriers 
due to gender, age, culture or other obvious characteristic. 

An Abundance of -Isms to Overcome
Unfortunately, a triumph over gender issues may unearth other 
latent or blatant differentiators subject to judgement and assump-
tions. Take for example, different generations. Finger pointing 
between generations is alive and well, but it is not as simple and 
straight forward as “he” versus “she” as it involves four genera-
tions (or even five in family based businesses) duking it out to be 
“right” and get things done “my generation’s way.”

Another differentiator subject to judgement and even full 
blown stereotyping is technology. The mindset around com-
fort level and appropriate usage amounts can be as different as 
day and night. The younger people need, love and could not live 
without technology, while older people (except the youngers X’s) 

think technology is overused, reduces personal interaction and  
communication and is more trouble than it’s worth to learn 
(much less master).

Dig a little deeper into characteristics that are not so physi-
cally obvious and socioeconomic status and birth order can be 
added to the list of generalities that hinder the evolution of the 
mind space. 

Add in the judgement of well to do (the haves) as opposed to 
the lower earning families (the have nots) and the mind space 
is often muddied further—all despite the Canadian Labour  
Standards and HR recruiting practices having emerged and 
evolved to clarify the concept of equal opportunity.

From C Suites to Front Lines
Regardless of the existing challenges, gone are the days when  
certain professions and business sectors were relegated to one 
specific gender. From C suites to heads of state and laboratories to 
front lines, women have been redefining leadership and opportu-
nities for some time now.

By simply being open to diversity of all kinds, an organiza-
tion’s comfort zone expands—and a perspective shift occurs 
that creates the mind space needed to allow innovation and  
opportunity to flourish. 

Pam Paquet, MEd is a master level facilitator and principal 
of Pam Paquet and Associates (www.thepossibilities.ca). 
Speaking internationally, she is an instructor with BCIT and 
certified with the Canadian Counselling Association.
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peopletech

Social Media: 
A Woman’s Touch Required?
By Andrew Woods

“The social 
world is led by 

women.”

“In the networking world, it’s not who you know, it’s who knows you.” —Robyn Henderson

Without a doubt, we live in an era of unparalleled 
communicative potential. Moreover, as our tech-
nologies continue to evolve, all prior preconcep-
tions of ‘boys and their toys’ have been firmly put 

out the window. This holds particularly true online where women 
have more openly explored their digital options and embraced 
the realms of social media.

Women Lead the Social World
As pointed out by Facebook’s COO Sheryl 
Sandberg, “The social world is led by women.” 
Traditionally depicted as the more social of 
the sexes, perhaps it is unsurprising women 
have taken the pole position in social media. 

Case in point, female Facebookers have 
eight per cent more friends. More applicable 
to the medium’s collaborative potential, 
females also represent 62 per cent of the net-
work’s sharing. Another statistic from Porter Novelli shows that 
65 per cent of women access social media once a week compared 
to 51 per cent of men. 

Moreover, eight of the 10 Twitter users with over 10 million  
followers are women according to recent Park Associates Research. 
So, while Malcolm Gladwell might very well be correct in stat-
ing that 500 Facebook friends does not mean you have five close 
friends, these kinds of numbers are telling. In terms of interest, 

reach and potential impact, the proverbial ‘woman’s touch’ is 
changing the online world in which we live.

He Said vs. She Said
A recent U.K. article in The Guardian explored the possibility that 
the reason social media is such a natural domain for women boils 
down to four basic differences in communication styles between 
the sexes. 

Report-talk vs. Rapport-talk—Communi-
cation for men is an accounting of fact, while 
women use communication to build rapport.
Voice-male vs. Voice-female—While men 
prefer to begin with the bottom line, women 
prefer more context before settling on the 
brass tack talk of the bottom line. 
Hint vs Literal—Women make more use of 
subtle communication skills, while men tend 
to be more direct.

Global vs Compartmental—Women think globally, connecting 
one conversation forward into the next while men tend to com-
partmentalize conversations, discussing specific topics without 
connections.

How do these differences translate into social media? Put  
simply, women enjoy the community participation, sharing of 
information and online conversation that much more than their 
male counterparts.
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However, as prior PeopleTalk articles and a wealth of ongoing 
observation have pointed out, social media—still in its relative 
infancy—is not without flaws.

Fewer ‘Real Life’ Friends?
We may “friend” more people on Facebook, but we may have fewer 
real friends. That’s the conclusion made by Matthew Brashears, 
a Cornell University sociologist who surveyed more than 2,000 
adults from a national database and found that from 1985 to 2010 
the number of truly close friends people cited has dropped—even 
though we’re socializing as much as ever.

The rise of social media promised to connect us together, to 
unite us in sharing our personal and business lives through Face-
book, LinkedIn, Twitter, Foursquare, and more. However, social 
media’s effects are not always that social. It poses a larger ques-
tion. Are we losing the ability to communicate face-to-face and 
form deeper business and personal friendships?

Nurturing Networks to Advantage
Not necessarily so, according to Vancouver-based social media 
consultant Monica Hamburg. When asked if social media was 
reducing the human touch in our personal and business lives, she 
looks to the bigger picture. 

“It’s always challenging to find the time to meet businesses 
contacts and friends, but that is an issue of limited time, not the 
medium of social media,” Hamburg says. “On the whole, we 
haven’t sacrificed all that much—and we have gained tremen-
dous potential efficiencies and an unprecedented ability to make 

connections and stay in contact.”
Social media strategist Helen Nowika penned a much-dis-

cussed piece on the topic, Men are from Foursquare, Women are from 
Facebook, that goes to the heart of both the matter and the divide 
around the purpose of social media. In short, “women are using 
social channels to reinforce existing social connections and inter-
act with friends and family, while men are primarily interested in 
social media as new ‘tool’ and means of displaying status.

For me it boils down to something more universal—apprecia-
tion. Social media makes showing gratitude easier than ever. If you 
appreciate someone’s company and time you can make an effort to 
demonstrate that to them, in short or long form. Social media (and 
technology, in general) makes that easier to do than ever.

Moreover, it represents the extent of communicative free-
doms, which we often forget are not quite so universal. So rather 
than feeling technology is making us lose our personal touch, per-
haps it shows us who is willing to go that extra distance to stay in 
touch, say thanks or simply pass congratulations. 

For the many negatives attributed to the technologies we 
wield, it is important to keep in mind that what we do with them 
is what matters most. Social media will only continue to trans-
form in coming years and how that impacts the workplace is 
a question to be resolved by all of us—most likely with women 
leading the way. 

Andrew Woods, MBA is a professional speaker, trainer and 
author of BOOM! Engaging and inspiring employees across 
cultures.
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CHRP update

The Canadian CounCil of human 
Resources Associations (CCHRA) 
recently released its 2014 CHRP 
Competency Framework, pro-

viding employers and the public with a 
realistic and detailed outline of the skills, 
knowledge and professional conduct 
they can expect from an individual with 
the professional CHRP (Certified Human 
Resources Professional) designation. The 
full CHRP Competency Framework docu-
ment can be found at www.chrp.ca.

“As organizations compete for success 
in an ever-changing environment, they 
are looking to human resources profes-
sionals to help them effectively manage 
talent,” said Cheryl Newcombe, chair of 
CCHRA. “The CHRP Competency Frame-
work provides employers and the public 
with a summary of the core competencies 
of an individual with the CHRP profes-
sional designation.” 

Framework Builds Upon PPA
The CHRP Competency Framework details 
the pathway to the CHRP designation. It 
is built upon the results of the evidence-
based process undertaken in the 2013 
Professional Practice Analysis (PPA.) 
Conducted by a third-party research firm 
(Castle Worldwide), the 2013 PPA sur-
veyed or interviewed more than 1,000 HR 
experts and professionals from across the 
country about their workplace tasks. The 
2013 PPA describes the body of knowledge 
that HR professionals were actually using 
at the time of the survey to accomplish 
their work. 

The results from the 2013 PPA indicated 
that more HR professionals in Canada are 
using strategic planning and financial 
knowledge in their jobs. In response to 
this shift towards greater use of strategic 
and financial knowledge, CCHRA re-
organized the manner of describing the 
HR body of knowledge, adding strategy 
and financial management to the previous 
seven functional knowledge areas. 

Nine Functional Knowledge Areas 
T he CHR P Competenc y Framework 
outlines 44 professional competencies 

organized into nine functional areas of 
knowledge that candidates must know to 
earn their certification. The framework 
also outlines five enabling competen-
cies that complete the professional’s 
skill set. It also specifies the proficiency 
level at which each competency is to be 
demonstrated and how it will be assessed. 
The competencies and proficiency levels 
detailed in the Framework, represent the 
minimum requirements to meet CHRP 
certification.

Based on a dual-competency model, 
the 2014 CHRP Competency Framework 
encompasses the technical and general 
skills, abilities and knowledge necessary 
to effectively practice human resources. 
It establishes nine functional areas of 
knowledge in the HR field, including two 
expanded areas of expertise: 

• Strategy
• Professional Practice
• Engagement
• Workforce Planning and Talent  

Management
• Employee and Labour Relations
• Total Rewards
• Learning and Development
• Health, Wellness, and Safe Workplace
• Human Resources Metrics, Reporting 

and Financial Management.

All HR professionals seeking the CHRP 
designation must demonstrate their pro-
ficiency in these competencies by writing 
the CCHRA’s National Knowledge Exam 
(NKE) and demonstrating three years of 
professional experience in HR. While the 
NKE is currently held twice a year in June 
and November, the revised competencies 
will be assessed for the first time on the 
June 2015 exam. 

Five Enabling Competencies
In addition, and as part of the dual-com-
petency model, the CHRP Competency 
Framework also outlines five enabling 
competencies that complete the CHRP 
professional’s skill set. These enabling 
competencies are not tested in an exam, 
but rather are demonstrated by those 

seeking the CHRP in an assessment of 
experience. The five enabling competen-
cies necessary for many professionals, 
including those in HR, are:

• Strategic and Systems Thinking
• Professional and Ethical Practice
• C r it ic a l  P r o b l e m - s ol v i n g  a nd 

Decision-making
• Change Management and Cultural 

Transformation
• Communication, Conflict Resolution 

and Relationship Management.

Framework Captures CHRP Value
“For those with the CHRP designation, 
the CHRP Competency Framework is a 
valuable tool to describe the details of 
their designation to employers,” said New-
combe. “Communicating the rigour of our 
designation helps inform all audiences, 
especially business leaders, of the details of 
our designation and the value and service 
that individuals with a CHRP can bring to 
an organization.”

“As the needs of organizations change 
and the profession evolves and adapts in 
response, we will continue to evaluate 
and elevate the CHRP designation,” added 
Newcombe. “This is critical to ensuring 
Canadian HR professionals continue to 
provide the best possible service to their 
employers and the public.”

In addition to helping employers and 
the public better understand the value of 
CHRPs and define expectations, the CHRP 
Competency Framework will be useful to 
professors and instructors developing 
post-secondary course curriculum and HR 
profession-specific programs, as well as for 
those interested in pursuing an HR career 
and earning the CHRP designation. 

Those currently pursuing the CHRP 
will be informed by their provincial 
member associations of any changes to the 
certification process that may affect them 
or may make contact with their associa-
tion at any time for further details. 

For more information about the CHRP 
Competency Framework, please contact 
Doug Smith at CCHRA, d.smith@cchra-
ccarh.ca. 

CCHRA Releases CHRP Competency Framework
By Kel ly  M i l l s

“Never give up, for that is just the place and time that the tide will turn.” —Harriet Beecher Stowe

http://www.chrp.ca
mailto:d.smith@cchra-ccarh.ca
mailto:d.smith@cchra-ccarh.ca
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raising the bar

Employers must be Careful when 
implementing reorganizations. 
This holds particularly true when 
it comes to transferring managers 

into new roles. If not done properly, the 
company may face significant liability for 
constructive dismissal.

Jodoin v. Nissan Canada Inc.
In the decision of Jodoin v. Nissan Canada 
Inc. the court was faced with a situation 
where the company had unilaterally 
moved a district sales manager into a 
newly created position of senior manager 
of the vehicle participation program. The 
employee kept the same pay, but had no 
reports and no program budget. Further-
more, the company advised the employee 
that he would have to leave his office and 
move to a cubicle.

After receiving news of this transfer, the 
employee sought information about the 
new position. In particular, he requested 
a job description and an overall under-
standing of how the company sought to 
integrate his skill set into the company’s 
objectives for both the short and long 
term. He also requested that he keep an 
office. The company did not respond in 
a meaningful way, and instead provided 
him with vague communications about 
his new job. Approximately two weeks 
after learning about the transfer, his 
replacement arrived, displacing him from 
his office to a cubicle.

What Constitutes Constructive 
Dismissal?
A month after his replacement arrived, 
the employee wrote to the company’s 
president and advised him that in the 
employee’s view, he had been construc-
tively dismissed. The president did not 
respond and nor did any of the other man-
agers who had been copied on the initial 
correspondence. 

However, the company’s director of 
human resources did respond. She denied 
that the employee had been constructively 
dismissed and stated that the company 

“was not satisfied with [his] performance 
in [his] previous role and believed that this 
reassignment would provide [him] with 
the opportunity to take advantage of [his] 
core strengths.” The letter ended with the 
comment that there was no plan to exit 
the employee from the organization and 
that this was not a constructive dismissal 
since his pay and benefits had not been 
changed. The employee’s claim for sever-
ance was denied.

The employee stayed on for approxi-
mately one more mont h before he 
resigned. He then brought an action for 
constructive dismissal. The court agreed 
and awarded him $102,198 in damages 
which represented lost remuneration for 
the period of employment that followed 
his resignation.

Beware Altering Essential Terms 
of Employment
The judge in this case applied the test as 
set out by the Supreme Court of Canada 
in Farber v. Royal Trust, 1997 CanLII 387 
where she considered “whether the uni-
lateral changes imposed by the employer 
substantially altered the essential terms of 
the employee’s contract of employment,” 
based on the perception of “a reason-
able person in the same situation as the 
employee.” 

Based on the facts of this case, she 
decided that the continuation of salary 
and benefits was not enough given the 
other changes. Indeed, that preservation 
was the only essential element that was 

maintained. The title of “senior manager 
of VPP” was a hollow title as the employee 
had nothing to manage. The court held 
that an objective perception would be 
that the employee had been essentially 
demoted. He was moved out of his office, 
held no budget, managed no employees 
and had no job description.

The court further examined whether 
the employee had failed to mitigate his 
damages by resigning rather than accept-
ing the modified position. It held that he 
was not obliged to stay with the company 
given the fundamental nature of the 
reduction in responsibility and status.

Care Essential to Internal Changes
This case is important to note because 
it illustrates the care an employer must 
take when making internal changes to its 
managerial structure. While the employer 
does have the right to arrange its business 
operations as it sees fit, it must tread care-
fully so as not to attract potential liability 
for constructive dismissal. In this case, it is 
clear that the employer attempted to avoid 
this liability by keeping the employee’s 
salary and benefits the same. However, it 
so diminished the employee’s role that the 
court concluded (rightly in my view) that 
the restructuring was a sham and the role 
illusory. 

In hindsight, with a bit more planning 
this outcome could have been avoided. 
Had the alternate position provided a 
platform where the company could have 
shown that he did not suffer an embarrass-
ing situation, the employee would have 
likely been found to have caused his own 
damage by resigning. 

A “rea l” job would have at least 
protected the company in terms of a 
mitigation defence. Even the provision of 
an office at the start would have greatly 
assisted. 

Graeme McFarlane is a partner at 
Roper Greyell LLP, a firm focused on 
partnering with companies to find  
solutions to workplace legal issues.

Hollow Shuffles vs 
Constructive Dismissal
By G raeme McFar lane

“with a bit more 
planning this 

outcome could 
have been 
avoided”
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The growing role of women in the 
workforce and the broader econ-
omy arguably represents the most 
consequential socio-economic 

development of the past 50 years. 

Women Drive Real GDP 
As more women have entered the formal 
labour market, the productive capacity 
of the Canadian economy has been aug-
mented and average household incomes 
have risen. Indeed, increased “labour 
input”—more people working—has been 
the principal factor pushing up real GDP in 
Canada since the 1970s. Women account 
for the bulk of that increase.

Today in Canada, women comprise 
approximately 48 per cent of the labour 
force, up slightly from 46 per cent in 1999, 
but significantly higher than their 37 per 
cent share back in the mid-1970s. Men are 
still more likely to be employed, but the 
male/female labour force participation gap 
has narrowed over time. Soon, more than 
half of all the jobs in the country are likely 
to be held by women.

Among women aged 15 and over, 
approximately six in 10 were employed in 
2013; in 1976, the comparable figure was 
just 42 per cent. The population aging that 
is starting to bear down on overall labour 
force participation rates is affecting both 
genders, so the proportion of all women 
holding jobs will edge lower as the coun-
try becomes greyer. However, women’s 
contribution to the workforce will likely 
continue to increase over the next 10-20 
years.

Women Still Clustered  
in Lower Third 
Statistics Canada’s 2011 National Household 
Survey reports that women are most likely 
to be employed in three broadly defined 
occupational groups: sales and service 
occupations (27.1 per cent), business, 

finance and administration (24.6 per cent) 
and education, law, and government/com-
munity services (16.8 per cent). 

Despite gains in educational achieve-
ment, many working women are still 

clustered in relatively low-paying occu-
pations. This serves to dampen average 
compensation for female job-holders 
collectively; it also explains the continued 
male/female disparity in average hourly 

Women in the Workplace:
Then, Now and Tomorrow
By Jock F in layson

Top 15 Specific Occupations for Canadian Women 
(ranked by number of female employees, 2011)

RANK OCCUPATION
NUMBER OF
EMPLOYED

WOMEN

1 Retail salespersons 371,345

2 Administrative assistants 316,565

3 Nurses 270,425

4 Cashiers 260,190

5 Elementary school teachers 227,810

6 Administrative officers 201,320

7 Food counter attendants/ 
kitchen helpers

200,695

8 General office support workers 184,720

9 Early childhood education occupations 181,705

10 Nurse aides, orderlies, etc. 166,440

11 Retail/wholesale trade managers 151,605

12 Light duty cleaners 150,800

13 Receptionists 146,025

14 Food and beverage servers 142,400

15 Accounting and related clerks 131,160

Source: National Household Survey, 2011 Statistics Canada.

“Women are not inherently passive or peaceful. We’re not inherently anything but human.” —Robin Morgan

bottom line
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pay. The top 15 specific occupations for 
women in Canada are listed in the attached 
chart. A significant number of these fall in 
the bottom third of all occupations ranked 
by hourly compensation; a number also 
lend themselves to part-time work. 

Improving ‘Human Capital’  
Faster Than Men
The impressive advances that women 
are making on the education front must 
be considered when assessing their 
employment and income prospects going 
forward.1 Between 1991 and 2011, the 
proportion of employed women aged 25 
to 34 holding a university degree jumped 
from 19 per cent to 40 per cent, compared 
to a more modest increase from 17 per 
cent to 27 per cent in the case of men.2 In 
the language of economists, women are 
improving their ‘human capital’ consider-
ably faster than men.

The trend of rising female educational 
attainment is set to continue, as women 
represent a growing fraction of both 
current university/college students and 
recent graduates in a range of disciplines 

that often pave the way to high-paying 
jobs—including law, medicine, dentistry, 
architecture, business and finance. 

Women have registered smaller gains in 
engineering and computer-related fields, 
but here too they are making inroads. The 
data show that girls generally outperform 
boys in elementary and secondary school 
and this seems to be carrying over to the 
university and college level. 

Skilled Trades, Open Opportunity
There are some areas of education and 
training where women still noticeably lag. 
One glaring example is the skilled trades. 

These are among the occupations that 
offer pathways to good jobs and the kind 
of middle-class standard of living that 
increasingly seems to be out of reach for 
young adults who lack any type of post-
secondary qualifications. 

According to Statistics Canada, women 
make up just three to five per cent of 
enrolments in registered apprenticeship 
training programs in the construction, 
electrical, industrial/mechanical, metal 
fabricating and motor vehicle and heavy 
equipment trades. That’s not good enough. 
Employers, educators and unions need to 
do more to encourage young women to 
consider skilled trades occupations and to 
create a supportive environment for those 
who choose to follow this route. 

Jock Finlayson is the executive vice-
president of the Business Council of BC.

1 For details, see Martin Turcotte, “Women and 
Education,” Statistics Canada, December 2011.

2 Statistics Canada, “Changes in the 
Occupational Profile of Young Men and 
Women in Canada,” April 2014. 
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voice and vision an exclusive PeopleTalk interview

Fiona Ho:  
2014 HRMA Rising Star

What attracted you to HR 
originally, and what do you think 
of the career opportunities the 
profession yields?
Back in high school when I knew I wanted 
to pursue HR, it was because I wanted to 
work with people, a passion that I realized 
very early on can be achieved in many pro-
fessions. I now think back to what drives 
me, and that is when I uncovered my true 
attraction to HR. 

When we ask how someone’s day is, the 
response is often related to whether they 
had a good day or a bad day at work. People 
spend a lot of time at the workplace and so 
much of what goes on there impacts our 
personal lives. 

HR has the ability to facilitate a work 
environment where people are able to 
showcase their strengths and deliver 
beyond their potential. When this hap-
pens, the business moves forward and 
people are engaged. Being part of this is 
what I find most rewarding in HR. 

In my opinion, the career opportuni-
ties the profession yields are exciting given 
how technology has advanced the various 
realms of HR, and streamlined many 
manual processes. It would be interesting 
to see how technology would continue to 
evolve and shift the HR profession so that 
more time and resources can be dedicated 
to the most important asset of a business—
the people. 

Who or what is your original and/
or ongoing HR inspiration?
There are two phrases that I live by, both 
professionally and personally.

My VP has been instrumental in shap-
ing who I am today as a HR professional. 
She once told me to “never stop speaking 
up” and it stuck. It is a delicate balance, 
knowing when to speak up and when to 
listen, and for her to share that with me 
reaffirmed my belief that I have what it 
takes to be an effective HR professional. 

Another phrase that I live by was 
shared with me by someone I respect 
in the HR community: “You can have 
it all; just not all at once.” This is a daily 
reminder for me that a happy medium 
in life can be achieved but it does not all 
come at once but rather in stages. Balance 
needs to be maintained so you can focus 
on doing each thing well and be proud 
of what you have accomplished. As an 
emerging HR professional, it is natural 
to want to get involved with and learn 
everything. I often have to take a step back 
and remind myself that opportunities will 
present themselves. What’s important is 
to focus on what is in front of me and do 
those things well.

What milestone or challenge has 
defined the past year for you in HR 
and what lies ahead?
One of the highlights in HR for me this 
year is leading Fortinet’s HRIS platform 
upgrade. This has been a huge learning 
opportunity, having to simultaneously see 
the big picture and the minute details of 
the upgrade. Working with our vendor and 
the various regions and internal depart-
ments is not an easy task as there needs 
to be an in-depth understanding of every 
aspect of the system and how each piece of 

data is used. It is a big undertaking as the 
HRIS impacts all 2,500+ employees at the 
company. Migration is set for this fall, and 
what lies ahead includes post-migration 
clean-up, training for the global HR team, 
and the implementation of new features 
next year. 

What advice do you have to offer 
those who are seeking to better 
define the business worth of HR in 
their organizations?
It is about aligning HR’s objectives with 
the organization’s objectives to make sure 
the business is moving forward. Start with 
understanding how your role contributes 
to the organization and why you are 
doing what you are tasked to do. Secondly, 
understand the business by asking ques-
tions. Together, this will establish the 
common goal and HR will be on the same 
page, working towards what the business 
wants to achieve.

If you were not a Rising Star in  
the world of HR, what would you 
be doing?
I would be selling pies and coordinating 
weddings, both of which I currently do on 
the side. Sharing homemade pies started 
off as a hobby and people wanted to buy 
them so sales started to happen. It would 
be a dream to open up a pie shop and be 
able to share these pies with others. As 
for weddings, I have been involved in 
many family and friends’ weddings, and 
through referrals I became a ‘day-of’ co-
ordinator and landed my first clients this 
year. 

Hired fresh from UBC’s Sauder School of Business in 2011 with 

a specialization in HR, Fiona Ho swiftly became recognized as a 

highly personable, driven and effective HR generalist by Fortinet 

Technologies (Canada) Inc. in Burnaby. A few years on, Ho has 

defined her own path to success and was recently recognized with 

the 2014 HRMA Rising Star award.

“Ninety per cent of leadership is the ability to communicate something people want.” —Dianne Feinstein
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