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TAKING STOCK

With the Canadian dollar in freefall and the price of 
oil plummeting alongside it there has been cause for 

concern in the opening weeks of 2016. While the news isn’t 
all bad, particularly for companies that export and those 
that are heavy users of petroleum products (like carriers 
and their shipper customers), economic vagaries such as 
these should remind us all that it pays to be prepared for 
changes in the business climate.

Having the flexibility to scale up or down depending on 
demand is key in this volatile market. That’s why in this issue of MM&D we’ve 
chosen to highlight examples of successful adaptation.

First up is Lowe’s Canada. The home improvement retailer saw the need for 
expansion coming about a year away and took the necessary steps to ensure they’d 
be ready to handle it, before demand got ahead of their ability to meet it. On page 
14 we share the story of Lowe’s successful journey into a new DC, twice the size 
of their old one. It was a smooth move, and one that we are sharing in the hope 
that others might be able to apply some of Lowe’s learnings to their own operations.

The rag trade has always been a fast-moving and fickle business. But now, with 
the explosive growth of e-commerce and the trend-setting role of social media, 
fashion brands and retailers need even more creative support from their logistics 
partners. The story on page 18 explores the ways the fashion business is evolving 
and some of the innovative ways Canadian logistics suppliers are flexing their 
operations to meet their needs. The clever ones are leveraging new service offerings 
to gain long-term contracts. 

For those who might be contemplating establishing a warehouse or DC presence, 
our Materials Handling columnist, Dave Luton, offers a primer this issue on setting 
up the flexible warehouse. From zoning, to parking, to how to configure the 
adjoining office space for maximum flexibility, this column delivers a useful 
overview of a the major factors that should go into your decision making.  

At MM&D we want to see businesses succeed. If you have a success story about 
how flexibility helped your operation thrive in challenging times, please write to 
me (eatkins@mmdonline.com) and share it. If we get enough responses we’ll post 
them online with the digital edition of this issue. 

Flex your supply chain
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3PL owner wins business honour
By Emily Atkins

John McKenna, owner of McKenna Logistics 
Centres, received the Business Person of the Year 

for 2015 award from the Mississauga, Ontario Board 
of Trade. 

The award recognizes an outstanding individual 
who has best demonstrated exceptional business 
leadership, vision, and community involvement 
contributing to business development and quality 
of life in Mississauga.

In accepting the award McKenna said: “It is sur-
real for me to stand here and receive this honour. 
Thank you, Mississauga Board of Trade, for choosing 
me for this award; it is very humbling. I said surreal 
because it is. I do not do anything unique. I do things 
that I have watched others do all my life.”

McKenna has owned and led McKenna Logistics 
Centres for the past 22 of the company’s 65 years. 
In that time, it has grown in sales, services, facilities, 
and geography by expanding to British Columbia. 
It currently has distribution centres in Mississauga, 
Brampton, Ontario and Delta, BC. 

McKenna is active in the International Warehouse 
Logistics Association (IWLA) as a board member, 
co-chair of the Education Committee, and treasurer 

of the Canadian Council. 
He volunteers as president of 

Armagh House, Peel Region’s only 
second stage shelter for women and 

their children who have been affected by domestic abuse, and has also been an 
active member of Scouts Canada.

John was born in Mississauga and he and his family have also been long-
term residents of the city. 

McKenna thanked numerous individuals in his acceptance speech, including 
his wife, Kim, parents Phyllis and Charlie, father-in-law Bob Barrett, mentors 
Ian Stuart and Larry Elkin and staff members, especially Steve Rathwell, the 
general manager, and Christine Freeborough, the office manager.  

“I do not deceive myself,” McKenna said. “It is my team that makes me look 
successful. McKenna Logistics Centres has insightful and hardworking people 
who make me proud every day.”

John McKenna (left) has been at the helm 

of McKenna Logistics Centres for the past  

22 years.

“It is  
surreal 
for me 
to receive 
this 
honour.”

Rentals, Full Maintenance, Leasing, New and Used, Diesel and 
Natural Gas Powered Options.

glasvangreatdane.com          info@glasvangreatdane.com          1∙888∙GLASVAN (452∙7826)          Five southern Ontario locations.

See the video at 
glasvangreatdane.com

Glasvan rents, leases and sells the largest variety of shunt tractors that are both 
new and used in DOT and OFF ROAD configurations. We offer full maintenance 
programs with mobile service support that comes straight to your yard. Our 
experienced technicians work to ensure you maintain the flow of trailers in your 
operation. Just leave the upkeep to us, and we’ll make it easier for you.
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Amazon launches IoT replenishment
By MM&D Staff

In January, Amazon revealed the first devices avail-
able for its Amazon Dash Replenishment service 

that enables Internet-connected devices to automati-
cally order physical goods.

Initial partners are Brother printers, a GE washer, 
and the Gmate SMART blood glucose monitor. 
When expendable supplies are running low the 
device connects with Amazon and initiates a stand-
ing re-order. 

Other companies and devices have also joined 
the program, including Purell soap and hand sani-
tizer and the Whirlpool Smart Dishwasher. Brands 
that want to incorporate Dash Replenishment 
Service into their connected devices can now access 
the programming to start integration.

“Customers simply activate Dash Replenishment 
when they are setting up their connected device and 
then rely on Amazon to automatically deliver those 
everyday essentials,” said Daniel Rausch, director, 
Amazon Devices. “It’s exciting to make Dash 
Replenishment a reality—customers can start taking 
advantage of the service today and we will continue 
to launch and add new devices to the program this 
year.”

“We are excited to work with the Amazon Dash 
Replenishment Service, and be a part of its official 

launch,” said Don Cummins, SVP of marketing with Brother. “Brother has 
over 45 models immediately compatible with Amazon Dash Replenishment, 
making it easy for our users to automatically have their ink or toner replenished 
when they need it.”

GE’s washer with Smart Dispense technology stores detergent and automati-
cally dispenses the right amount for each load so customers don’t have to worry 
about it. With Dash, customers use the associated app to set their preferred 
preorder level and Amazon delivers detergent when supply is running low.

Gmate’s SMART Blood Glucose Meter is a device that connects to a smart-
phone to make testing blood sugar easy and convenient. With Dash Replenishment, 
testing strips and lancets are automatically ordered when needed so customers 
always have the critical supplies they need.

Amazon has announced dozens of other connected items that will also 
integrate with the service, including devices from Samsung, Brita, Whirlpool, 
August, Oster, Obe, Petnet, Clever Pet, Sutro, Thync, and Sealed Air.

“For Whirlpool, this collaboration is all about taking steps out and keeping 
life simple,” said Brett Dibkey, vice-president, Integrated Business Units, 
Whirlpool Corporation.

Whether large corporations or hobbyists, device makers can use Dash 
Replenishment Service to place orders on behalf of their customers without 
having to build the back-end infrastructure to fulfill orders—Amazon does 
this work for them, leveraging its authentication and payment systems, customer 
service, and fulfillment network.

Continue 
to Grow

Register now for Winter 2016
centennialcollege.ca/ceContinuing Education

Increase demand by strengthening 
your Supply Chain career.
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BENCHMARKS

Evgeny Kapustin of DSV Air & Sea Inc has been selected as the 
Canadian International Freight Forwarders Association’s (CIFFA) 
2016 Young International Freight Forwarder of the Year.  

Every year CIFFA sponsors a Young International Freight Forwarder 
of the Year Award, to acknowledge the young individual in the 
industry who exemplifies the education, skills, knowledge and 
attitudes necessary to become an exceptional International Freight 
Forwarder of the future. 

CIFFA’s winner receives a cash prize of $1,500, and goes on to 
represent Canada at the FIATA America’s Regional competition. The 
America’s winner moves on the an international competition, this 
year to be held in Ireland.

Each applicant for the Canadian award prepared a dissertation 
demonstrating their ability to execute a complex international cargo 
movement. The decision was based on the criteria provided by the 
Federation of Freight Forwarders Associations (FIATA). 

The selection committee of industry experts was impressed by 
the quality of all of this year’s applications and CIFFA also recognizes 
the other finalists in our YIFFA contest who provided excellent essays: 
Bradley Davis of Panalpina Inc and Elizabeth Martens of Routes 
Transport International. 

In May 2015, the St. Lawrence Seaway Management 
Corporation (SLSMC) received the Promising Innovation in 

Transport Award from the International Transport Forum at the 
OECD. The award recognized the SLSMC’s pioneering work in 
developing, with the supplier Cavotec, the world’s first Hands-
Free Mooring (HFM) system for ships transiting locks. The use of 
this equipment will largely replace the traditional practice of 
manually securing ships in locks with steel mooring lines, 
enabling the Seaway to orchestrate gains in operating efficiency 
and safety, and become yet more competitive.

Bluff Manufacturing has earned the MHEDA’s (Material 
Handling Equipment Distributors Association) Most Valuable 
Supplier (MVS) Award for 2016. This new award recognizes 
companies that have demonstrated an exemplary commitment 
to their dealer network, their employees and their community. 

Bluff Manufacturing fabricates and designs dock, warehouse, 
and safety equipment.

To qualify for the award, Bluff Manufacturing was required to 
meet a series of criteria in a number of areas important to the 
distributor companies who do business with them. 

In addition to confirming an on-going commitment to safety, 
MVS Award winners have demonstrated an overall commitment 
to business excellence by documenting programs in the 
following areas: Industry advocacy; distributor advocacy; business 
networking; continuing education; and business Best Practices.

The key trends VDC found include:
 Visibility into warehouse operations is becom-

ing a key competitive advantage. There will be 
more and more deployments of data capture 
technologies such as imaging solutions for qual-

ity control, barcode scanning and dimensioning systems to cube items for 
high-density storage or transportation.
 Wearables are gaining traction. Augmented reality and voice directed pick-

ing and put-away are rapidly developing and will gain greater acceptance once 
issues with battery life, connectivity, ruggedness and price point are resolved.
 Robotic solutions for palletizing, depalletizing, ASRS and AGVs are now 

being thrown into the mix when DC managers are considering new technology. 
The high cost of labour is motivating some of this transition, so once the prices 
come down, these technologies will likely be well received.
 Higher priced talent does not mean humans will be phased out, rather, the 

research suggests that skilled labour will be needed for more complex tasks 
not well suited to automation.

 Ignoring the potential of data analytics when so much information is becom-
ing so readily available may be the downfall of some. Planning for warehouses 
with advanced data collection and communication between systems will be 
essential for future efficiency. 

The warehouse of the future
Research examines technology trends

By MM&D Staff

A new study, “Warehouse of the Future” by  
VDC Research, analyzes and explores key 

technologies, strategic issues, and market drivers 
for automation in the warehouse and logistics 
industry. 

With the boom of e-commerce and changing con-
sumer habits, the warehouse and distribution centre 
are increasingly becoming vital components in the 
success of many businesses across a number of indus-
tries. Retail, logistics, pharmaceuticals, food, and 
beverage are just some of the industries looking for 
new ways to support their expanding warehouse 
operations.   

The continuing development of solutions includ-
ing data capture technologies, wearables and mobile 
devices, material flow solutions, robotics, and emerg-
ing software and analytics platforms will shape the 
warehouse of the future. 

“Wearables 
are gaining 
traction.”

| TRENDING
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Pharma supply chain tips

Pharma logistics professionals who succeed in 
transforming their supply chain will have a 

major impact on their organization’s success. Those 
who are the best innovators will position themselves 
to transform logistics from a cost centre to a source 
of competitive advantage.  

This is one of the main conclusions from the 
eBook “Vision Pharma Logistics 2020: Insights and 
practical advice”, published by Schiphol Cargo—the 
cargo department of Amsterdam Airport Schiphol.

The e-book is the result of interviews with seven 
experts in the pharma sector, representing both 
service providers and shippers. 

Recognizing the fast-changing conditions and 
regulations affecting pharmaceutical manufacturers 
when shipping their product globally, the e-book 
sets out to open pharma logistics managers’ eyes to 
opportunities, warn them about potential pitfalls of 
international transportation, and provide expert 

advice on engineering their sup-
ply chains up to 2020.

Schiphol Cargo has a history 
of support for the pharma sector: 
it launched a Pharma and Life 
Science Logistics Steering Group 
in 2012, which brought repre-
sentatives of pharma manufac-
turers together with its own 

logistics community, government and regulatory bodies to share problems 
and solutions. It has also held pharma sector roadshows in India and the US, 
and has organized pharma shipper forums at international logistics 
conferences.

“Today’s pharma logistics professionals face a market in the midst of major 
change and innovation. Pharma supply chains have grown highly complex due 
to multiple factors, including market expansion on both the supply and demand 
sides, and more stringent product quality requirements,” says Schiphol Cargo’s 
business development director, and pharma logistics expert, Bart Pouwels.

The report is free, and can be downloaded from http://bit.ly/1IcF3Ll. 
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Electrify your 
productivity!

Call today! 1 800 563-LIFT (5438)
Visit hewittmaterialhandling.ca

•  Get substantial savings on  
 operating costs
•  Eliminate toxic gases

BENEFIT FROM THE ADVANTAGES OF 
AN ELECTRIC LIFT TRUCK:

• Save time and increase productivity
•  Reduce maintenance costs   
    by at least 20%

*Photo for illustration purposes only. Certain conditions apply. Offer applicable upon purchase 
of a 3,000 to 11,000 lb capacity Cat, Mitsubishi or Jungheinrich electric counter balanced lift truck. 

 
     5-YEAR EXTENDED
     WARRANTY  AND  
     1- YEAR FREE PREVENTIVE 
      MAINTENANCE  
when you purchase a new electric lift truck.* 

From February 1 to March 31, 2016

Get a :
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DONE DEALS

SUPPLY CHAIN SCAN

The Cape Breton Regional Municipality (CBRM) and the City of 
Dalian, Liaoning Province, in the People’s Republic of China have 
signed a Memorandum of Understanding (MOU) for an official 
sister-city relationship between the two regions and port cities. Like 
Sydney, Dalian is a port city. It boasts the largest ice-free harbour 
in northern China and is one of the most modern in the world. It 
is the second largest trans-shipment hub in China and processes 
more than ten million containers a year. Sydney is an active cruise, 
ferry and bulk cargo harbour. It is also developing a container port 
and logistics park able to accommodate Ultra Large Container 
Vessels within a Foreign Trade Zone.

Andy Transport has bought Matrec’s terminal in Boucherville, 
Quebec. The facility has approximately 36,000 sqf of office space, 
and 11,000 sqf of garage on approximately 527,452 sqf of land. 
Andy Transport will occupy 270,281 sqf , while Matrec will remain 
a tenant on premises.

Xplore Technologies Corp, a manufacturer of rugged tablet 
computers, has received a $1 million order for its Bobcat Windows 
series tablets and docks from a Canadian retailer. The customer is 

mounting the fully rugged Bobcat tablets on forklift trucks, shunt 
trucks and order pickers. In addition to the almost 500 Bobcat 
tablets, the retailer also purchased vehicle cradle mounts. 

Dematic has acquired Reddwerks Corporation. Reddwerks produces 
Warehouse Execution Software (WES). Reddwerks will operate as 
a subsidiary of Dematic under the tradename Dematic Reddwerks, 
offering an enhanced software suite that provides responsive order 
fulfillment to Dematic and Dematic Reddwerks customers.

Kuehne + Nagel and GlaxoSmithKline (GSK) signed an end-to-end 
global logistics partnership until 2021 that will see Kuehne + Nagel 
run the core business of transporting products from the raw 
materials supplier to trade customers for the global healthcare 
company. It is one of Kuehne + Nagel’s biggest customer awards. 
 
Mercury Marine, a marine engine manufacturer, is using Amber 
Road’s Foreign-Trade Zone (FTZ) software to manage its FTZ 
operations at its new distribution centre in St Louis, Missouri. 
Headquartered in Fond du Lac, Wisconsin, Mercury Marine provides 
marine engines for private, commercial and government sales. 

www.mmdonline.com | January/February 2016 9
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10 e-commerce trends
Canadian retailers will be affected

By MM&D Staff

Today, 76 percent of Canadians are purchasing 
online—up from 51 percent in 2010—and that 

proportion will almost certainly continue to grow. 
It is estimated that Canadians will spend $34 billion 
online in 2016—just business to consumer—and 
that 32 percent of these purchases will be made with 
Canadian companies. 

To prosper (or survive), Canadian businesses 
must undergo a transformation to properly position 
themselves online and to cash in on online sales. 

The following 10 trends “are the pieces of the 
puzzle that every company will need to address to 
achieve outstanding growth online and in-store,” 
says Boisbriand, Quebec-based online marketing 
agency Absoluenet.

Absolunet analyzed 31 digital and e-commerce 
projects from major Canadian retailers, including 
Birks & Mayors, Stokes, Linen Chest, Souris Mini, 
SAIL, Structube, La Vie en Rose, to come up with 
the trends. 

“E-commerce has become a must for retailers, 
but it is increasingly challenging to choose the right 
strategy and the tools that are compatible with exist-
ing operations and ways of doing things,” explains 
Charles Desjardins, vice-president of marketing at 
Absolunet. “By publishing the list of 10 trends we 
expect to see defining 2016, we aim to help Canadian 
retailers gain valuable insight to choose the best 

strategies and the best partners for their growth.”
1 Click  and collect is a must for online retailers 
who operate brick-and-mortar stores. In-store 
pick-up will be offered by an increasing number 
of retailers.
2 The rise of in-store digital. In 2016, more and 
more stores will see the introduction of innovative 
digital technologies on the sales floor.
3 Social media ROI is constantly improving, and 
smart retailers will continue to invest, or begin 
investing, in their social presence.

4 Brands will create more original content than ever before.
5 As the tools continue to evolve, B2B e-commerce is expected to see a phe-
nomenal growth in the next few years.
6 More Canadian retailers are expanding worldwide. Several prominent 
Canadian retailers will leverage their digital infrastructure to expand into 
foreign markets, most notably the US.
7 Product Information management. As customer behaviour shifts towards 
“pre-purchase research”, retailers will invest in product information manage-
ment solutions (PIM).
8 The simplification of order processing. More transactions means more pro-
cessing. To achieve sustainable profitability, retailers will invest in Order 
Management Systems (OMS) to cope with the increased demand in processing 
and logistics.
9 Client data for all. Merchants who invest in solutions that make it possible to 
profile clients and to personalize the shopping experience will gain market 
share.
10 Fraud—and the tools to fight it—is on the rise. Fraud is a growing problem 
for Canadian retailers. As fraudulent methods evolve, the tools to fight it are 
also becoming more accessible.

| TRENDING

“These are 
the pieces  
of the  
puzzle every 
company 
will need  
to address.”

 Scanning for Android
 ACCU-DART, a Thornhill, Ontario-based provider of integrated warehouse logistics and supply chain  
 management solutions, has made its inventory control system available for Android, following on the success  
 of its IoS launch.     

The Android option will enable a greater range of devices for manufacturers, wholesalers and retailers using radio-frequency 
scanners for inventory control in the warehouse. Warehouses can now use both operating systems in the same space.

ACCU-DART’s solution lets warehouse staff work with devices they are already familiar with, while also allowing for multiple 
warehouse applications to be run from the same devices to deliver the flexibility and timeliness for customers and employees.

“The issues are common in the industry, and it’s an industry that looks to us to solve the problems,” said Irwin Ash, president 
and CEO of ACCU-DART. “There are costly operational delays to be avoided, there is inventory control data synchronization 
that the business depends on, and people need the tools that make for a seamless process across the entire chain. We created 
ACCU-DART, and the Android version, to eliminate all the bottlenecks and make the critical customer end experience a 
priority for our clients.”

|  TECH NEWS
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Chemical cooling for supply chain

By MM&D Staff

Frosty Cold Technologies of Kansas City, Missouri 
has developed a first-of-its-kind Zero Power 

Cooling (ZPC) coolant solution that can provide 
perpetual chilling without any source of power.   

The patented Frosty Cold Tech innovation is a 
powdered coolant agent that initially transforms 
into a sub-freezing product when any kind of water 
is added to it—even salt water. 

The Frosty Cold Tech coolant is reusable inside 
its packaging as it automatically regenerates via 
evaporation and can be refreshed hundreds of times 
over. When the water evaporates off, the coolant 
dries out and retains 100 percent of its cooling ability 
for future use.

Frosty Cold helps provide an efficient and effec-

tive cold chain solution for many industries from basic refrigeration to industrial, 
medical, recreational and a few that the world has never seen or imagined. 

The product can be made in any shape/volume, flexible or rigid packaging, 
and can be formulated to achieve any freezing point or temperature desired. 
It is recyclable and contains no toxic chemicals, according to the company.

Frosty Cold has already developed just-add-water instant cold packs. When 
water is added to the Frosty Cold pack, which is pre-loaded with the patented 
coolant powder, it becomes colder than ice in just 20 seconds and can maintain 
refrigerator temperatures for several hours. 

The company has identified potential uses for its product, including: 
Humanitarian efforts in places where there is no access to power for 
refrigeration.
Cold chain delivery solutions in developing countries. According to the
company, in Africa alone last year high heat ruined food that could have fed 
300 million people. 
Recreational. 
Medical.

Power-free, instant cold packs can be infinitely configured
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| GUEST EDITORIAL

By Hassan Wafai

The Trans-Pacific Partnership (TPP) is the largest 
free trade agreement in history and connects 

economies across the Pacific, liberates trade policies, 
reduces tariffs, and smooths out Customs proce-
dures. But with all the expected benefits coming 
from less restricted access to a massive international 
market, the majority of Canadian small and medium 
enterprises (SMEs) do not seem ready to take advan-
tage of it.   

Strategists and economists have long considered 
the TPP as a way to respond to the emerging  
phenomenon of global value chains (GVCs), where 
supply chains have become increasingly geographi-
cally fragmented. The rise of GVCs has created 
potential opportunities for local SMEs, which  
represent 99.8 percent of Canadian businesses, to 
participate in the global trade. Firms no longer need 
to be large multinational corporations to engage in 
globe value chains.  

But Canadian SMEs have traditionally struggled 
to effectively engage in GVCs. According to a profilre 
of Canadian SMEs released by Industry Canada in 
January 2016, only 10 percent of Canadian SMEs 
were able to engage in global value chains and export 
goods and services. A recent update from the Trade 
by Enterprise Characteristics (TEC) Program, 
released by Statistics Canada in June, estimates that 
out of the top 1,200 exporting businesses, which 
generated two thirds of Canada’s total exports, only 
14 are SMEs—just over one percent. Why?

While market impediments have long been con-
sidered the key obstacle blocking participation in 
GVCs, evidence shows that is no longer the case. 
When Surveys of Innovation and Business Strategy 
asked what prevented them from exporting or 
attempting to export, Canadian businesses have 
consistency ranked the lack of capabilities to meet 
cost and quality requirements among the most sig-
nificant obstacles. That is consistent with the update 
from the TEC Program, which shows that the top 
Canadian exporting enterprises, including those 
few SMEs that have been able to export, “have a mix 
of organizational structures, mostly complex”, which 
arguably indicates these firms have relatively well-
established organizational capabilities.   

No matter then how open the economy is or 
whether or not it is engaged in regional free trade 

agreements, if local organizations do not have the capabilities to plug into 
GVCs there will be little or no economic advantage to being part of the TPP. 
The fundamental question the federal Liberal government will need to deal 
with therefore is how to facilitate participation in GVCs by SMEs and 
entrepreneurs.  

Before he left power, Prime Minister Harper promised millions of dollars 
in compensation to Canadian businesses that will be negatively affected by the 
TPP. Instead of giving that money as political compensation, the federal gov-
ernment now might want to consider investing it in a national, multi-sectoral 
strategy that aims at helping Canadian businesses and entrepreneurs build 
integrative capabilities to better access GVCs.  

For the fortunate 10 percent of Canadian enterprises that are already part 
of GVCs, the challenge and opportunity is how to become more innovative 
and productive and move up value chains or at least sustain present positions. 
I refer to a firm’s ability to climb up value chains as upgrading capabilities. For 
that small group, government policies should aim at helping capitalize on 
existing knowledge and expertise to innovate in process, product, market and/
or organization.   

For the remaining 90 percent of Canadian SMEs, which have not been able 
to engage in GVCs, government strategy should be directed toward helping 
them acquire and build participative capabilities, which are the technical and 
managerial skills required to systemically and repeatedly produce products 
and services that are valued by those companies involved in global value chains.  

Bailouts are short-term thinking—the opportunities for Canadian businesses 
presented by the TPP require a longer term national and multi-sectoral strategy 
that facilitates acquiring these integrative capabilities. Instead of giving Canadian 
businesses fish, the feds need to help them learn how to fish in the new ocean 
of an emerging global economy that the TPP taps into.

Dr M Hassan Wafai is assistant professor of operations and supply chain management 
at Royal Roads University in Victoria. He is currently examining the relationships 
between national innovation system and businesses’ participative and upgrading 
capabilities. 

The Trans-Pacific Partnership

“ Instead of giving Canadian 

businesses fish, the feds need to  

help them learn how to fish in the 

new ocean of an emerging global 

economy that the TPP taps into. ”

Why Canadian SMEs are not ready
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 MOVERS + SHAKERS

Lesley KillingsworthDavid Bradley

Polaris Transportation appointed Lesley 
Killingsworth to the newly created position of 
director of traffic and pricing. Killingsworth will 
be based out of the San Francisco/Sacramento 
area of California and will be responsible for 
Polaris’s Canadian and USA traffic and pricing 
requirements. She has an extensive background 
within the US transportation industry. Her most 
recent position was in a senior traffic and pricing 
capacity with a large California based carrier, 

Mountain Valley Express. She reports directly to Dave Bush, VP of 
business processes.

Ontario has nominated Thomas Teahen as president of the 
Workplace Safety and Insurance Board (WSIB). When confirmed, 
Teahen will succeed David Marshall. The nomination is subject to 
review by the Standing Committee on Government Agencies. Teahen 
has held key government positions, including a role on the WSIB’s 
senior executive team as chief corporate services officer from 2010 
to 2013. Most recently, he has been on secondment from the WSIB 
as chief of staff to Ontario’s Premier. A labour lawyer by trade, Teahen 
has experience in labour, employment and administrative law.

After more than 30 years fighting on behalf 
of the trucking industry, David Bradley has 
announced he will be stepping aside as 
president and CEO of the Canadian Trucking 
Alliance and the Ontario Trucking 
Association at the end of 2017. Bradley joined 
OTA as Director of Economics in 1985. Six 
years later he was promoted to president of 
the organization. 

In 1997 he developed a plan to rejuvenate 
the national trucking lobby, which culminated in his taking on 
the additional responsibility of leading the newly formed 
Canadian Trucking Alliance. He continues in the dual CTA-OTA 
role to this day. 

Bradley has steered both organizations through some of the 
industry’s most turbulent times. Through it all he has been a 
tireless defender of the industry and a strong advocate of respon-
sible trucking and tough safety standards, demonstrated by his 
unrelenting support of regulatory initiatives such as mandatory 
activation of speed limiters and the upcoming requirement for 
electronic logging devices.
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Have you ever wished to live in your neighbour’s 
bigger, fancier house across the road but could 

never justify the expense? 
Then they lose their jobs and suddenly the house is 

on the market, at a bargain price. Would you swoop 
in, make a deal and get set to move in?

Home improvement retailer Lowe’s Canada did just 
that. Its neighbor was Target; the two companies had 
DCs a stone’s throw apart in Milton, Ontario. In a 
lucky coincidence, when Target folded its Canadian 
business and turned tail, Lowe’s was ready for a move. 

Lowe’s not only picked up Target’s 1.3-million square 
foot Milton DC, it also acquired the leases of 13 Target 
stores across Canada, all for a total purchase price of 
approximately $151 million.  

And on December 1, 2015 Lowe’s celebrated the 
grand opening of its new Regional Distribution Centre 
in Milton, and MM&D was privileged to be there. 

This is the story of how the retailer decided to move 
into the neighbour’s digs, and the challenges they over-
came to get there in less than a year. 

“It is quite surreal, actually, to be in a facility this 
size,” said Mario Paradis, Lowe’s senior director of 
supply chain and logistics. “When we started [in 
Canada] in 2007 we had 300,000 square feet. We moved 
into our facility on James Snow Parkway in February 
2013 and doubled the size to 625,000 sqf, and then 
nearly doubled overnight again coming into this facil-
ity, so it’s a pretty unique experience.”

The new building has room for 70,000 product loca-
tions, 197 dock doors, including 97 loading bays, of 
which 66 are conveyor fed. And it’s massive. It takes 
employees five minutes to walk to their breaks, and 
it’s probably a couple kilometres to walk around the 
perimeter. 

Lowe’s inherited Target’s state-of-the-art automation 
system, complete with truck de-stuffers, 10 de-pallet-
izing stations and six automated receiving doors. The 

How Lowe’s 
made a massive 

move look 
smooth

Story and photos by 
Emily Atkins
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a DC
doubling

Gregor Stuart and  

Mario Paradis

conveyors move at a blistering 630 feet per minute. In 
fact, Lowe’s lone Canadian DC is the only one of its 
17 across Canada and the US that has both inbound 
and outbound automation.

It’s considerably bigger and fancier than the previous 
location, meaning there were some adaptations 
required in the move. But there was never any doubt 
that it was the right decision. 

Back at the start of 2015 Lowe’s knew it that by the 
end of 2016 it would have considerable capacity chal-
lenges at its DC. The process of analyzing the network 
and looking at options had already begun when the 
announcement was made that the Target building 
would be available.

“We added it to the analysis model,” Paradis said. 
“After several weeks it shot up to being the front runner 
as we started to focus on what would be the value of a 
building like this if we had to build it from scratch.” 

They looked at the network, transportation, all the 
usual factors, and also found that the employees and 
community support were important deciding factors 
in staying put in Milton.

Renovation and refit
Not that the building was perfect.

“If we had to build it ourselves we would design it 
somewhat differently,” Paradis said. “But it is based 
on the land that you have, the layout that fits. However, 
it’s really like the typical Lowe’s US DCs that are similar 
in size and fully automated.”

The old DC had zero automation, so managers and 
coaches were sent to a Lowe’s facility in Pennsylvania 
to be trained on the same Intelligrated system in use 
there. 

Intelligrated was brought in to do a complete analy-
sis of the system since it had been sitting idle for 11 
months. Their recommendations were mainly for 
preventive maintenance that was completed before 

EDITOR’S NOTE:  
This story was 

researched and written 
and at the proofing 

stage before the 
Lowe’s purchase of 

RONA was announced. 
Hopefully we’ll be 

able to update MM&D 
readers on the supply 

chain integration of 
the two retailers in  

due course.
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the move took place. An Intelligrated rep also stayed 
on site throughout the month of December, so any 
issues that arose could be resolved with minimal 
downtime.

Lowe’s also needed to reconfigure some of the interior 
features in the new facility to accommodate its mix of 
conveyable and non-conveyable goods. Accordingly, 
racking that was throughout the DC was moved from 
the south side of the building to the north side, where 
the palletized conveyables are now stored. 

This is where the 10 depalletizing units reside, and 
link to the conveyor system.

The now rack-free south side is reserved for non-
conveyable bulk storage—for items like appliances. 

A put-to-light system that was not suitable for Lowe’s 
operations was decommissioned and sold. 

Upgrading the overhead lighting from T5 to motion-

activated LED was a big investment, with a three-year 
ROI. The change brings environmental benefits, lower 
energy bills and makes the workspace brighter and 
therefore more pleasant and safer.  

Fleet integration
As part of the deal, Lowe’s negotiated to keep the mate-
rial handling fleet left behind by the previous owner. 
This means they now have approximately 175 units 
comprising new-to-Lowe’s Raymond trucks and a mix 
of Lowe’s previously owned Crown equipment. The 
fleet includes tuggers, walkie riders, single-, double-, 
and triple-pallet trucks, stackers, reach trucks and 
order pickers. 

One of the first orders of business was to build a 
new battery-charging corral, big enough to handle the 
needs of the whole fleet. And while the single station 

Paradis and Stuart show the scale of the building—and that’s just 

part of the bulk storage area.

Inset: The battery charging area is still being expanded.

Below: The new DC on the right dwarfs the old one. 

It’s quite 

surreal
to be in 

a facility
 this size.

– MARIO PARADIS

MILTON, ONTARIO
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means further travel for some of the equipment to get 
a charged battery, the new building configuration 
means that much of the equipment is now being put 
to better use. 

The reach trucks in the old DC would run from the 
receiving door straight to put-away. Now, to accom-
modate the size of the building they are using the faster 
multiple-pallet walkies for put-away. 

“Some of the equipment is going to improve utiliza-
tion,” said Paradis. “It’s going to minimize repairs 
because the reach trucks are staying in the racks and 
not travelling very far. In this environment we’re using 
the equipment for the right reasons.”

The employee equation
One benefit of staying close to the old building was it 
meant the staff all moved over. At the moment there 
are 330-plus hourly employees, with another 100 
planned, in additional to management, coordinators 
and coaches. 

Training was a big challenge, however. Many of the 
staff have been with Lowe’s for a long time and have 
years of experience on the Crown equipment. But, says 
Paradis, “a walkie might just be a walkie, but if it’s a 
Crown walkie, before moving to a Raymond walkie 
you have to be retrained.”

They retrained all their experienced operators so 
they’d have the versatility to move among the various 
types of equipment. And the training is continuous. 

“If someone is certified on the walkie, we’ll be training 
them on a counterbalanced or reach truck so we’re 
expanding the flexibility that we have to move people 
throughout the operation,” Paradis added. 

With the operation running 24-7 with four 10-hour 
shifts Monday to Thursday, and 12-hour shifts Friday 
through Sunday, that flexibilty comes in handy.

It supports the weekly business cycle at the retailer’s 
40 Canadian stores, which are all west of Quebec. 

“The majority of our business is weekend,” Paradis 
said. “We want staff to be on call so we can react to 
snowstorms, critical demand from a store or keep cur-
rent with outstanding demand and during the week.”

Inventory turns about every two weeks. That’s 
throughput of 100 inbound trailers a day, and 3.5 trail-
ers per week per store outbound, or about 30 per day.

Moving in
“The good news is we have good sales. The bad news 
is we have good sales,” laughs Gregor Stuart, Lowe’s 
VP of supply chain. 

All kidding aside, it was Stuart’s replenishment team 
who had responsibility to ensure the move to the new 
building went seamlessly for the stores and none of 
those sales were lost. With the DC cutover taking place 
on December 1, it might have seemed a risk in the lead 
up to Christmas. 

But for Lowe’s, “Christmas”—in the sense of the busiest time of year—is actually 
Spring, or patio season. And the first patio trailer was due to arrive in early December. 
So to avoid receiving the patio shipments at the old DC and then moving them to 
the new one, and potentially creating a backlog, the December 1 start date was set.  

“Ideally we would have done it later,” Stuart said. “But we wanted to get out of 
the old building to get rid of that cost, and this was really the last kick at the can in 
terms of the drop-dead date to do the conversion. We spent a lot of time training, 
and the staff had six or seven days [in the new DC] before patio started arriving.” 

For the stores, the changeover was practically invisible. Stuart elaborated: “They 
didn’t get deliveries for a week, but that gave them the chance to get ready for 
Christmas. And then we were shipping. The first load went out December 1 to our 
Waterloo store and we’ve been shipping and receiving ever since.” 

The whole conversion process was managed by two teams. Paradis had a project 
manager, a project lead, and one engineer. In the six months leading up to the 
move the lead negotiated contracts and managed the spend commitment, while 
the engineer worked with all the vendors around racking configuration, signage, 
teardown, and all the details around the flow from the old building to the new. 
Stuart dedicated a replenishment director and a supply chain manager from October, 
looking at how to shut off replenishment, and communicating with vendors, 
managers and stores. 

One of the biggest challenges in the cutover was making sure the new IT would 
work. The entire building had to be re-cabled, with new servers, new landlines and 
WiFi. Thanks to help from US staff, who have experience integrating the Lowe’s 
WMS with the automation, the systems were up and running, and ready for testing 
a couple weeks before the deadline. 

“Kudos to our IT team,” said Paradis. “We gave them a very aggressive timeline 
and they came through with flying colours.”

Lessons learned
The move went remarkably smoothly, with only a few surmountable hiccups. 

While loading in the merchandise they discovered a few missing locations, or 
locations that couldn’t accommodate the product assigned to them. A problem 
resolution area was set up with a team that made the changes to the WMS on the 
fly. As Paradis recounted, “There’s always a set-up challenge, but it is minimal in 
the grand scheme of things when you do a building of this size.”

There was also a learning curve to be overcome. “Even though some of [our 
staff] have been with us for eight years, you have to remember that it is still new 
to them,” Paradis said. “The locations are different, the layout is different; it is a 
new building. Initially we took more of a productivity hit than we had expected, 
so don’t underestimate the “noise” that a new facility will make.”

As far as best practices recommended by the Lowe’s management team, the 
biggest one for both Stuart and Paradis is managing the people equation. In this 
case it meant frequent updates for all staff in the form of meetings and visits to the 
new building. They even hosted a family open house—complete with a bouncy 
castle for the kids—that let everyone see the scope of the new building. And during 
the entire conversion period the company provided coffee and donuts and lunches. 

Stuart said it’s also a matter of instilling proper procedures right off the bat. “You 
need to get people to recognize the disciplines and build the good habits from day 
one, as opposed to saying: ‘Well, once we get settled, then we’ll start putting the 
disciplines in place.’ We needed to do that from day one.”

According to Paradis, this discipline meant that a lot of potential roadblocks 
didn’t happen. “I’m proud of what our team did. Gregor and I can’t do this our-
selves; we do need a team of leaders and the team of people on the floor that move 
the freight. Everybody’s on board and I think the biggest piece was that engagement, 
that communication. People are excited about the move, they know what their 
responsibilities are and we’re rolling in the same direction.”  MM&D
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T
he fast-moving and fickle world of fashion is 
proving both a boon and a challenge for the 
third-party logistics firms that specialize in 

keeping the rag trade moving. 
Cautious optimism reigns as the fashion logistics 

industry grows and becomes unpredictable thanks to 
the constant increase in consumer demand for infinite 
options and immediate satisfaction in the consumer-
centric fashion space. Thanks to e-commerce and quick 
turns in style, consumers have become spoiled by 
choice. When they say, “I want it now!”, they fully 
expect they’ll get it. 

To deliver on these expectations, brands and vendors 
are turning to third-party logistics specialists that rely 
on a specific expertise and technology to get the product 
where it needs to be on time.

“The outsourcing upsurge is good news for firms 
like ours,” says Jeff Cullen, CEO of Rodair, based in 
Mississauga, Ontario, which specializes in handling 
fashion. “In the last 12 to 16 months, we’ve increased 
our work force about 35 percent and although we more 
than doubled our warehouse from 140,000 to 335,000 
square feet, we already need more space.”  

While formerly traditional brands such as Calvin 
Klein, Ann Taylor, Under Armour and Ralph Lauren 
now reach consumers so quickly they could be con-
sidered fast fashion, retailers like Joe Fresh, H&M and 
Old Navy are offering what is often termed “disposable” 
fashion due to the rapid turnover. 

“Fashion is one of the most perishable items next to 
food, with consumers seeking a steady stream of new 
releases,” says Peter McKenna, president and CEO of 
NRI Distribution based in Kamloops, BC, which handles 
apparel, footwear, accessories and sports equipment.   

But these trends pose some significant hurdles for 
logistics providers, who must keep pace while ensuring 
their customers are able to move the product fast 
enough to keep up with demand and customer taste.

Many, small orders
In just three years, e-commerce has taken off and the 
pace only continues to increase, particularly for lower-
end to mid-range fashion, where it accounts for an ever-
greater percentage of overall sales. Yet brands and 
merchants are still struggling to make money with it. 
Massive numbers of small orders might mean gold  

by Kara Kuryllowicz
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for the logistics provider, but it’s the retailer that will ultimately pay for the perfect  
customer experience delivered. 

E-commerce orders are already small, averaging just 1.5 items, and in December 
2015, NRI saw orders increase a whopping 52 percent while the number of items 
shipped out decreased 18 percent. Whether a retailer or a consumer is the ultimate 
recipient, contracts are generally structured to include an order or waybill fee as 
well as a per-unit charge. If the order and unit fees have been well and accurately 
priced, 3PLs should find e-commerce orders as lucrative as retail orders. 

“A pick is a pick but the more physical picks are involved, the higher the  
fee because it requires more time, and there is an inherent inefficiency when 
stopping and starting to pick and pack pants, shoes, t-shirts, and more, for a single  
e-commerce order versus picking and packing hundreds of t-shirts for a retail 
order,” says Matthews. 

The returns challenge 
No-hassle, no-charge returns are expected by consumers who e-merchants realize 
will shop elsewhere rather than risk a shipping fee or exchange/return limits. They 
are, however, incredibly costly to the merchants and brands. One of Rodair’s high-
end retail customers now offers full refunds on e-shipments, but only if customers 
return their purchases to the nearest store. The retailer is finding that up to 70 
percent of the time, whether the customer returns or exchanges, they also walk back 
out with other merchandise—a win-win for the retailer and consumer. 

“We handle high-end men’s footwear and if I’m shipping two pairs, a 10.5 and an 
11, it’s virtually guaranteed that one of the two sizes will be returned,” says Matthews. 

Supply chain complexities and challenges are further height-
ened by cycle times that now average just four weeks, eliminating 
the six- to eight- and even the traditional 16-week seasons. As 
well, unseasonal weather resulting from climate change and 
weather patterns such as El Nino might have a national retailer 
managing three seasons simultaneously, coast to coast. 

“To give consumers what they want, we have exponentially 
wider SKU bases, and replenish stores twice daily and at times 
in a shelf-ready manner to reduce backroom burden,” says 
Peter Reaume, the president of National Logistics Services in 
Toronto, Ontario. 

Sophisticated solutions and higher-touch, value-added ser-
vice deliver the ultimate convenience of one-stop shopping 
but are also required to develop the kind of “sticky”, long-lasting 
relationships that ensure logistics providers get first crack at 
new opportunities. 

“We’re getting bigger wallet share from these customers 
when they can consolidate their requirements with one provider 
that provides just-in-time delivery to a store that’s shut down 
for a two-week rebuild and has a fixed date for the grand reopen-
ing,” says Cullen.

To help move merchandise—the winter boots and coats that 
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FLASH

It takes 
style and 
speed for 
logistics 
providers 
serving 
today’s 
fashion 
retail 
market
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will be unsold in the regions with an unusually balmy, 
snow-free winter this year, for example—there is greater 
interest in outlet malls and even pop-up shops that 
typically set up in vacant mall or street-level space for 
six to 12 weeks. Rodair, which recently handled Kit & 
Ace’s first retail shop in Japan, which happened to be 
a pop-up, handles everything from shipping and install-
ing materials such as flooring, to fixtures and furnish-
ings, as well as ticketing, pricing and preparing the 
goods, then moving out whatever doesn’t sell. 

“Pop-ups give us the opportunity to make money and 
grow our business, particularly when the pop-up is such 
a hit the retailer opens a permanent location,” says Chris 
Matthews, Rodair’s COO. “Kit & Ace’s Japan pop-up 
generated the hoped-for buzz and led to us handling the 
materials, fixtures and furnishings for a permanent retail 
location and finally the clothing itself, which is cyclical 
and repeatable. We take on the materials and fixtures if 
we think it will lead to the product contract.” 

It can also mean tackling more of the tasks that 
ensure the SKUs go straight from the carton to the 
retail shelf. It might include manually signing “Packed 
by...” or “Thank You” cards and inserting them with 
goods that have been carefully wrapped in coloured 
tissue with precisely placed, logoed stickers. 

“There is only so much you can charge for these 
services so the margins may be thin,” says Matthews. 
“Our packing department is exclusively women because 
our experience is that women are much more attentive 
to that kind of detail and take far more care. At 
Christmas, our luxury, low-volume customers want 
the hand-signed, thank-you notes so we have to find 
an employee whose handwriting is consistently legible 
and attractive because these volumes we work with 
don’t justify automation.” 

Digging deeper
Adding value can even extend to leveraging industry 
connections and an understanding of related trade 
data. For instance, one 3PL helped a retailer figure 
out how a competitor managed to consistently offer 
consumer pricing that was about 18 percent less than 
comparable garments in their own stores. Analysis 
subsequently revealed it all came down to the duties 
due depending on the garment’s country of origin. 
To match those retail prices, the 3PL’s customer simply 
had to source garments from a country that was 
exempt or subject to lower duties. 

“Customers turn to us for market intelligence 
because we position ourselves as a business partner 
that’s also a Customs broker and a freight forwarder,” 
says Dave Pentland, vice-president at Carson 
International in Vancouver. 

Creatively leveraging existing resources, including 
real estate, by assessing and revamping or fine-tuning 
processes also supports the bottom line. Rather than 

carry duplicate retail and e-commerce inventory, retailers are also using the closest 
store to fulfill orders instead of shipping from the warehouse. 

“Fully utilize your real estate because given the cost, empty real estate is ridicu-
lous,” says Pentland.  

Creative staffing
People still play a huge role in picking, packing and transporting product in 
warehouses, but to manage labour costs, investments in automation and technol-
ogy like conveyors and picking/packing are required. 

At Rodair, order volumes are up so significantly over the past 16 months, the 
firm increased its workforce 35 percent and more than doubled its warehouse 
space. However, thanks to staggered eight-hour shifts whose three to four shift 
starts extend the day from 6 am to 10 pm, the firm has also maximized its ability 
to attract reliable, consistent and careful employees in an industry that’s known to 
attract a more transient workforce. Employees who want to get the kids off to 
school or miss the worst of the rush hour appreciate the flexibility. 

“In the 24/6, six-week lead-up to Christmas, the midnight shift was the easiest 
to staff, so you can’t make assumptions about what will work,” says Cullen.

“Working with high-end fashion products, the quality of our employees is critical 
to our success,” Matthews adds. “We’re selective when deciding who will pack that 
$1,500 dress or purse because presentation and damage are more of an issue than 
with an $8 t-shirt.” 

While the expertise required to pick and pack fashion versus a screwdriver is 
similar, the t-shirt, shoes or the handbags may require more skill and care if they’re 
to look their best upon arrival. As Matthews points out, employees who pack 
hundreds to thousands of t-shirts daily quickly become remarkably good at it.

The tech advantage
Technology is another area where 3PLs need to have immense flexibility. 

NRI, whose in-house technology team developed a proprietary warehouse 
management system, still has to convert data printed on paper into electronic 
formats. The firm hoped repeat visits to Asia would help factories embrace a 
simplified scan and pack module to create advanced shipping notifications in an 
electronic format but suppliers said “No thanks.”  

“Up to 70 percent of our incoming shipments have unreadable labels and pack-
ing lists, which means manually re-entering the data in our WMS so that we can 
receive it and provide the shipment detail in a format required by retail,” says 
McKenna. “To ease the barrier to entry for small producers, we have developed a 
smart phone app that costs a few hundred versus the several thousand dollars they’d 
pay for RF scanning guns and servers.” 

At National Logistics the objective is to have new customers embrace the 3PL’s 
Tier 1 WMS immediately. As Reaume sees it, “If you don’t have a Tier 1 WMS that 
can manage omni-channel order processing you can’t do business, and in a perfect 
world, you want a single WMS because multiple systems can be unwieldy for train-
ing staff and consolidating critical data to run the supply chain effectively.” 

Rodair, however, currently works with three WMS systems to accommodate its 
customers, although the 3PL is seeking a tool that will seamlessly integrate them 
by the end of 2016. Employees are currently dedicated to specific customers—and 
their WMS systems—to minimize cross-training.

Ultimately, success for the fashion logistics specialist comes down to anticipating 
and meeting clients needs in an incredibly fast-paced market.

“Fashion is becoming almost ‘artisanal’ with a near infinite selection of styles 
being made available to every individual consumer, but on a massive scale, at warp 
speed. As the relationship between the consumer and the brand continues to 
become more individualized and customized, it creates a very complex supply 
chain,” Reaume says.  MM&D

18-20_MMD_Feb_Fashion.indd   20 2016-02-02   10:43 AM



KNAPP Logistics Automation, Inc. 
2124 Barrett Park Drive, Suite 100

Kennesaw, GA 30144
678-388-2880  |  www.knapp.com

Com
e v

isi
t u

s  

at 
MODEX, B

ooth 37
47

  

KNAPP features its latest technologies and complete solutions for fashion and apparel 
industries. The smart solutions for hanging and  at packed goods adapt  e i l  to suit our 
demands and guarantee an impressive performance. Trends come and go – KNAPP is 
alwa s in vogue – with innovation designed to meet the needs of ou and our customer.  

The S  Shuttle  is our relia le companion for countless processes throughout the 
warehouse. The all in shuttle com ines more than 10 ears of know how and e perience, 
ensuring safe, ef  cient and  e i le processes. 

fashion solutions  

perfection.    
tailored to

MMD_Feb_ad pages.indd   21 2016-02-02   10:26 AM

http://www.knapp.com


Batteries are one of the most vital—and in many 
cases, one of the most frustrating—aspects of man-

aging a forklift fleet. When not managed properly, 
batteries can hurt the performance of the fleet as well 
as the organization’s bottom line. 

Unfortunately, the most common approach taken 
with battery management can still lead to uncertainty 
about a battery’s overall health and useful life. Often, 
the only time operators and managers know they have 
a problem with the battery is when the forklift stops 
working. Along with affecting the productivity of that 
particular forklift and operator, it also could affect the 
productivity of others when forklifts stop working in 
heavy traffic areas of the facility.

Given recent advances in the areas of big data and 
connectivity, the material handling industry has the 
opportunity to embrace a better approach to certain 
aspects of battery management. It’s time to take legacy 
practices and transform them through new technolo-
gies that can help to completely remove the guesswork 
from the process and revolutionize the way today’s 
lead-acid batteries are managed. 

It’s time to not just manage batteries as assets, but 
also as part of a battery performance system. 
Organizations willing to adopt a new mindset—one 
that takes a holistic, strategic approach to battery per-
formance and battery life rather than solely focusing 
on the tactical—such as rotation, watering and right-
sizing—stand to reap the rewards of a more nimble 
and reliable forklift fleet. 

Big data and connectivity 
Regardless of industry, information is key to identifying 
and eliminating waste and inefficiency. The material 
handling industry and battery management are no 
exception. Nearly every major piece of equipment in 
the warehouse creates data. This includes the forklift 
battery. The challenge is to be able to easily collect and 
analyze real-time data so it can provide the visibility 
needed to make business decisions and your warehouse 
more nimble. 

Technology-based concepts such as big data and the 
Internet of Things are poised to have a dramatic impact 
on material handling and we are just beginning to tap 
into the potential. It continues to enable new levels of 
analytics, including predictive measures, to optimize 
supply chain processes and operations. The Internet 
of Things is opening the door to greater connectivity 
with the integration of sensors, actuators and data 
communication technologies into physical objects to 
support device control and machine-to-machine 
communication. 

As these two trends converge, it is becoming easier 
to gather the information and, most importantly, act 
on it. Most fleet managers understand that it’s not the 
amount of data, but rather how quickly and easily one 
can understand it and take action. Spending hours 
extrapolating and calculating large amounts of spread-
sheet data from multiple, disparate sources is not ideal. 
Rather, the data needs to be automatically consolidated 
and analyzed to provide a clear course of action. 

By Maria Schwieterman 
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This holds true for battery management, which can 
be tracked through forklift fleet management systems. 
Traditionally, a large part of battery management 
loosely focuses around charging. When is the best 
time to charge the battery? What batteries are charged 
and ready for use? Why is this battery losing charge? 
Even battery health measurements are taken when 
the battery is being charged or equalized. 

The missing piece with battery management often 
has been the operational component—collecting data 
on the batteries while they are in actual use during 
the application. As new technology is introduced to 
make this possible, fleet managers are now able to 
gain a long-coveted, holistic view of the battery that 
will serve to further strengthen battery management 
programs.

Battery health
In many ways, monitoring battery health always has 
been a reactive, hands-on task. Technicians would check 
battery water levels manually every day by pulling off 
the cap and manually gauging the level. Often, by the 
time a battery issue was identified, it was too late. The 
forklift had severely limited usage/runtime due to dam-
age created by poor maintenance practices.

Similar to how advanced forklift fleet management 
systems monitor the health of forklifts to identify 
maintenance issues before they become costly prob-
lems, fleet managers and operators are now able to 
monitor the health of their batteries—remotely. 

Forward-thinking warehouse managers can now 
see the current health status of the battery and gain 
the needed information to troubleshoot maintenance 
issues to help avoid premature battery failure. New 
technology in the market even enables water and 
charge levels to be monitored and real-time alerts to 
be sent when preset thresholds are reached. 

Battery performance
New technology is also providing the industry an 
opportunity to rethink when and how battery perfor-
mance is measured. Traditionally, it has been measured 
as the battery sits on the charger. 

This is not the most ideal situation, and it was one 
of the biggest limitations of battery management tech-
nology. While it did indicate when the battery was 
charged and completely cooled, as well as when equal-
ization was completed, it did not provide any details 
on how the battery was performing while the truck 
was operating. 

New battery technology provides an entirely different 
view of battery performance, changing the guessing 
game into a management plan founded on actual data. 
For instance, managers can know when the tempera-
ture of the battery exceeds a predetermined threshold 

and compare it with additional data, like water levels 
or last equalization, while it is operating. This type of 
information helps fleet managers create a performance 
profile for each battery that tracks performance 
throughout a given time period or for a particular 
application to ensure optimal performance. 

Battery application
With managers now equipped with real-time, accurate 
battery performance data and able to easily track amp 
hours and hours of work, they will gain a better under-
standing of battery capabilities. They also will be able 
to more accurately identify which charging method — 
fast or opportunity—works best for each battery and 
which batteries work best in certain trucks and appli-
cations. For instance, less demanding applications 
may be better suited for older batteries, while better 
performing batteries can be targeted to more demand-
ing applications. Targeting certain batteries for par-
ticular applications promises to further enhance the 
efficiencies of battery rotation and ultimately ensure 
better battery runtime as newer batteries can be  
targeted for more demanding applications. 

Battery life 
Lastly, new technology provides more insight into 
battery life. How long a battery should last is deter-
mined by the battery manufacturer and is closely 
aligned with the types of warranties provided for bat-
teries. Until recently, fleet managers were unable to 
determine where a given battery was in its overall life 
cycle. There was no way for them to determine if they 
were using the battery properly or doing something 
during operation that would shorten battery life or fail 
to comply with the battery manufacturer’s warranty. 

Increased visibility and actionable data on real-time 
battery performance and health helps fleet managers 
to be better equipped to understand what action or 
inaction is negatively impacting battery life. Ultimately, 
this helps managers ensure they get the most out of 
their batteries while complying with the terms of their 
battery warranties. 

Conclusion 
Recent advances in technology are providing new 
opportunities to strengthen battery management 
programs. New technology available today is 
connecting the battery to the truck and the operator 
in real time so fleet managers can make faster, more 
informed decisions on battery health, performance, 
application and life throughput. To take advantage of 
the benefits these new technologies present, it  
is important that fleet managers, operators and 
organizations think about battery management in a 
completely new way. MM&D
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Cargo theft might have been an opportunistic 
crime in the past, but it has recently become much 

more organized. Thieves aren’t stealing random cargo 
and then looking for buyers; they are targeting specific 
shipments based on orders they’ve already taken. In 
some cases, these buyers might not know they are 
purchasing stolen goods, while others might not care. 

As this network of crime grows, so does the damage 
to the economy. An estimated $5 billion in cargo is 
stolen each year in Canada, according to Canadian 
Trucking Alliance (CTA) and insurance industry 
estimates. 

Not surprisingly, there have been increased efforts 
by organizations like the Insurance Bureau of Canada, 
the CTA and law enforcement, among others, to com-
bat this problem. Most recently, those efforts included 
the expansion of the cargo theft reporting program 
to the Western provinces of Canada late last year. 
However, while the existing program in eastern Canada 
has seen its share of success, it won’t stamp out the 
problem entirely on its own. 

While many thefts occur at truck stops or other inse-
cure points, a growing number are taking place in seem-
ingly secure areas, like warehouse yards and loading 
docks. In fact, thefts (or tampering) at loading docks 
and drive approaches are becoming more prevalent. 

One common practice that puts companies at risk 
is when the security seal on a trailer is broken, or put 
in place by non-company personnel on the approach. 
Security or surveillance may not be as present on the 
drive approach, which means goods can more easily 
be stolen.

Minimizing entry points
Even trailers that appear to be secured at loading docks 
aren’t necessarily protected against the dangers of 
theft or contamination. In some instances, the trailer 
might not be properly secured with a vehicle restraint. 

In other cases, a poorly designed loading dock open-
ing creates a gaping hole in a building. These holes 
are entry points for unwanted pests, including rodents, 
insects and other creatures. 

Some can even be large enough for thieves to gain 
access. Even the smallest cracks of daylight indicate gaps 
that can allow dust, snow and other contaminants into 
a building —not to mention hot or cold outside air.

Automatic vehicle restraints
Restraints that automatically secure a trailer or vehicle 
when it backs up to the dock are the first step 
in establishing supply chain security. Automated 
restraints not only enhance employee safety by 

Properly 
outfitted docks 
minimize cargo 

theft and 
contamination

By Walt Swietlik 
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ensuring the trailer can’t be mis-
takenly pulled away when a  
forklift is still inside, they also 
help prevent theft and reduce 
contamination. 

An automatic restraint wraps 
around a trailer’s rear-impact 
guard (RIG), securing the trailer 
to the loading dock. Some auto-
matic restraints can be integrated 
into building management or 
security systems, providing 
another level of security. These 
automatic vehicle restraints will 
also re-fire into a locking position 

if the trailer begins pulling away from the building or 
there is external tampering.

The most advanced automatic vehicle restraints 
offer a RIG/restraint vertical engagement range of  
22 cm to 76 cm. Some models can even help secure 
intermodal overseas container chassis, which are 
expected to become even more prevalent across 
Eastern Canada when the Panama Canal expansion 
is completed later this year.

Bridging the gap from dock to trailer
Once a trailer is secured at the loading dock, the next 
step is linking the gap between the loading dock floor 
and the trailer bed. A vertical-storing dock leveler is 
considered the gold standard for maintaining security, 
as well as environmental control. 

Unlike a pit-style leveler, a vertical leveler (when in 
the stored position) allows the loading dock door to 
close directly on the pit floor—rather than the leveler 
itself–reducing energy loss by minimizing outside 
air infiltration. This also helps to protect the dock 
door from damage and helps reduce dust, debris, 
rodents and other contaminants from entering a 
building. 

Additionally, vertical dock levelers improve security 
by minimizing points of entry at the loading dock. 
And finally, the vertical design makes it easy to clean 
or wash down the pit floor when the leveler is in the 
upright and stored position.

Although a number of companies offer vertical 
dock levelers, facility managers should consider a 
variety of specific features before committing to an 
installation. First, look for a “drive-through” applica-
tion that allows trailer doors to be opened inside the 
facility. Opening and closing trailer doors inside the 
loading dock, rather than on the drive approach, allows 
loading dock staff to place or remove the trailer’s seal 
from inside the building—greatly reducing the chance 
of theft or tampering.

It’s also important to look for a vertical leveler that 
provides the smoothest path between the facility floor 

and the trailer. This helps reduce “dock shock” or 
whole-body vibration to forklift operators going in 
and out of the trailer, as well as damage to product 
and equipment. 

The most advanced levelers can reduce dock shock 
by incorporating a constant-radius rear hinge that 
reduces the bumps and gaps at the rear of the leveler, 
as well as two-point crown control and optimized lip 
chamfer at the front of the leveler to reduce the speed-
bump effect normally felt by forklift drivers as they 
enter and exit the trailer.

Properly sealing the dock perimeter
A dock seal or shelter creates an environmental barrier 
between the back end of the semi-trailer and the inside 
of the loading dock. This connection helps companies 
control their environment by keeping wind, rain, dust, 
bugs and other contaminants outside the building, 
while preventing the escape of valuable energy from 
inside the building. 

In addition to the environmental benefits and 
energy savings that seals and shelters provide, the best 
systems can also contribute to theft deterrence by 
sealing gaps that could otherwise be passageways for 
thieves to move product.

For maximum protection, it is important to equip 
all dock door openings with a system that closes the 
gaps created when a trailer is backed in for loading or 
unloading. This includes securing the tops, sides and 
bottoms of the openings when the trailer is in place. 

Foam compression dock seals, or full-access dock 
shelters that seal trailer door hinge gaps, along with 
a full-coverage, under-leveler sealing system are rec-
ommended in most applications.

Some of the newest dock shelters have been specifi-
cally designed for drive-through applications, which 
complement vertical storing dock levelers. This allows 
the trailer doors to be opened inside the building for 
security purposes, while still maintaining a tight, 
consistent seal on all four sides of the trailer. 

Special design features ensure tight sealing against 
trailer sides, across the full width of the trailer top 
and at the corners, without interfering with trailer 
doors being opened and closed after the trailer has 
been parked at the dock.

Protect the supply chain at the loading dock
In most instances, a systematic approach that incor-
porates automatic vehicle restraints, vertical dock 
levelers, appropriate seals/shelters, and the proper 
sequence of operation is the best way to secure a 
loading dock. These products—working together as 
a system—enhance cargo security, protect employees, 
reduce contamination and improve environmental 
conditions within a building and throughout the 
supply chain.  MM&D
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In an era of expanded digital networks, smarter 
connected devices and integrated systems, busi-

nesses are turning to data-driven intelligence to guide 
decisions that help improve efficiency and protect the 
bottom line. For operations with lift truck fleets, telem-
etry programs can produce a wealth of relevant “small 
data” insights for quick conversion into actionable 
business intelligence.  

Even as materials handling operations face serious 
pressure to maximize output and efficiency, most 
facilities do not utilize available fleet data to its full 
potential. A recent survey indicates that while 80 per-
cent of companies track lift truck fleet data in some 
way, only 25 percent track equipment and utilization 
by specific drivers. The cost of not knowing this can 
be high, especially since more than ever, companies 
are focused on improving profitability, productivity 
and operator safety. 

Historically, telemetry systems were prized as big 
data repositories, collecting live information from 
smart connected devices. They cataloged equipment 
and operational information, but didn’t necessarily 
provide consumable and actionable data. Instead they 
offered numerous reports and spreadsheets that fleet 
managers had to sift through and summarize—a 
tedious and time-consuming task. 

Today, telemetry systems offer effortless access to 
immediate and actionable data. With the ability to 
evaluate utilization and maintenance information 
alongside expected demand and specific truck applica-
tions, fleet managers can make quick and informed 
decisions about fleet size and composition. This allows 
them to continuously improve operations and main-
tain a right-sized fleet composed of equipment tailored 
to meet their specific operational challenges. 

While a lean truck fleet eliminates idle time and reduces cost, it leaves businesses 
with a low tolerance for downtime. With insufficient fleet availability to serve 
demand, operations can endure significant costs such as delayed shipments and 
lost revenue, placing a premium on preventive maintenance and fault code moni-
toring. Telemetry analytics can also help refine preventive maintenance schedules 
to ensure sufficient planning and avoid overspending. 

Fault code monitoring triggers an automatic alert that instructs dealers to perform 
a proactive service. This can prevent minor issues that may not be readily apparent 
to operators, such as a loss of hydraulic pressure or slight controller damage, from 
escalating into more serious problems that may result in crippling downtime and 
costly repairs. In addition, fault codes help dealers improve first pass completion, 
specifically by pre-determining the parts that may be needed to address the issues, 
helping reduce customer downtime.

Managing a successful lift truck fleet requires paying special attention not only 
to the equipment, but also the drivers. Telemetry can enhance compliance with 
safety regulations by restricting truck access to only those operators with proper 
certification and providing automated checklists to guide drivers as they start 
their shift. In-dash displays provide drivers with self-management capabilities 
through speed and impact information to further encourage safe behavior.

These in-dash displays even facilitate direct communication between drivers 
and management to keep supervisors connected with movements on the floor. 
Supervisors can notify drivers when trucks require service, manage operator 
training, solicit updates on ground-level conditions and even check to see if certain 
employees have shown up for work.

For companies more accustomed to visually managing their fleets rather than 
using data and metrics, well-trained lift truck dealers and experienced OEM fleet 
management specialists can provide reliable local assistance. A proactive dealer 
partnership leverages specialized knowledge to guide installation, setup and ongo-
ing reporting to ensure maximum return from any telemetry investment. 

When it comes time to put data to use, the dealer acts as a business consultant 
to advise fleet managers on key performance indicators, establish a practical 
reporting structure and guide analysis. With an effective reporting structure, fleet 
operators can distill data into actionable insights to reduce total cost of operation, 
optimize preventive maintenance and inform staffing decisions.

Continued upgrades to telemetry systems offer potential to build a more visible 
and quantifiable understanding of processes, with lower costs and competitive 
benefits as the ultimate reward. Enhancements promise an extra layer of data to 
incident tracking with location information, empowering operations to identify 
high-risk zones for collisions and adjust layouts accordingly. 

Keeping pace with rapid technology innovation requires that fleet operators 
translate theoretical advantages from data into tangible benefits.              MM&D
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Flexibility in warehouse design is greatly aided or 
hindered by the type of real estate you select. This 

is particularly true for smaller new organizations that 
change rapidly and are not always able to determine 
their future needs. Selecting a flexible warehouse 
building design is an important element in planning 
for the future.

There are several considerations in selection of 
flexible real estate and one of them is affordability. The 
flexibility will add some expense but it should not 
result in excessive cost. 

The first components of flexible real estate are those 
related to the site. Three of the most critical of these 
are zoning, transport vehicle access and working space, 
and surprisingly, parking. Transport vehicle needs we 
will cover with building design.    

Most municipalities have at least two classes of 
industrial zoning, which we will classify as heavy indus-
trial and light industrial. Examples of heavy industrial 
uses include steel mills or refineries; these are uses you 
don’t want next door to your warehouse.  

You also don’t want to have residential uses in close 
proximity to your site because they will tend to restrict 
the hours of operation. Today your facility must be 
capable of operating on a 24-7 basis, and nearby resi-
dential uses will restrict this.    

The zoning for a flex space warehouse is typically 
light industrial, defined to permit office, warehouse 
and light manufacturing uses. It is sometimes classified 
as production, distribution and repair (PDR) use, but 
many types of repair uses may not be suitable for other 
nearly users. An example is automotive repair (eg 
body shop.)

It should be broad enough to permit a large range 
in the volume of any use occupancy, but screen out 
any objectionable uses that will interfere with a neigh-
bouring office use. You don’t want a neighbouring use 
that gives off odours (eg a slaughterhouse) or noise. 
Vibration, from a rail line, for example, is also a concern 
for some types of warehouse or manufacturing use.

For parking, you want a surplus of parking spaces 
in case the office proportion of your use increases to 
a level beyond that originally expected. For some uses, 
for example an e-commerce business with a large call 
centre, the office maybe larger than the normal 10 
percent commonly allowed with these types of build-
ings. One thing to watch for is if the zoning permits 
auto sales because your surplus parking will disappear 
right away.  

The basic building design is the next crucial com-
ponent for the flexible warehouse. Generally it is a 
single storey industrial building. The first consideration 
is external segregation of office space from manufac-
turing and warehouse space. Thus the office space 
needs are concentrated on one face of the building 
(preferably facing the street or one with a pleasant 
view). Finishing at the front is generally superior to 
that on the rear industrial walls. At the front door is 
likely to be traditional street-style landscaping.

At the rear of the building is concentrated the trans-
port interface for industrial or warehouse uses. These 
should have a dedicated, segregated off-street entrance-
way and have sufficient backing and turning space for 
today’s longer transport trucks. The wall should be 
designed to permit the retrofit of additional truck 
docks, and pedestrian door(s) should be available.  

For warehouse use the building should be high 
enough to get reasonable vertical occupancy and permit 
the retrofit for a second storey office or industrial work 
platform (commonly called a mezzanine). This gener-
ally means from 20 to 30 feet clear height but not high 
enough to require in-rack sprinklers. This is higher 
than many older industrial flex buildings but greater 
land costs today justify the higher cube potential.   

The roof should be strengthened to support the 
additional air conditioning needs of expanded office 
space and the slab should be strong enough to support 
warehousing uses throughout.   

In general, a flex building should be over-specified 
from a utility perspective to allow for the increased 
office occupancy. This means additional electrical 
hydro capacity and high-speed Internet, along with 
additional roughed-in water and plumbing for addi-
tional washroom needs of the increased office space.  

Office space designs in some types of flex buildings 
should be universally assignable, as often today except 
for management, work spaces are assigned on a daily 
basis. This allows for higher occupancy because an 
employee is only assigned to the space for a day at a time.  

One often overlooked point that is a large concern 
with employees in a flex office space environment is 
cleanliness. It is important in a flex space environment 
to have a strong cleaning staff.

Taking all these considerations into account when 
planning for a new warehouse space will give you 
maximum flexibility with minimum extra costs, and 
hopefully the new space will serve your business well 
for as long as planned. MM&D
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The creative director of Louis Vuitton, Kim Jones, 
in a recent interview with Fashionista, described 

his role as 90 percent politics (management) plus logis-
tics, and only 10 percent creative, confirming what 
retail supply chain professionals already know: retail 
is a fierce, fast-paced and dramatic business.   

Brand loyalty aside, a complex system of goods 
movement, from fabrics to showroom, takes a sharp, 
strategic and straightforward leader, Jones says. He 
points to the importance of employee retention and 
cost of attrition. He also recommends others do as he 
says he has done: call out management habits that stifle 
good morale and commitment. 

Of course not all brand, retail chain or product 
leaders have the power to demand performance and 
reward people to the extent—or with the freedom—that 
Jones has, but the point is that great leaders stand out 

from the crowd. 
Take, for example, Canadian 

Internet commerce sensation, 
Roger Hardy, of SHOES.COM, 
who established the highly success-
ful online Coastal Contacts busi-
ness from his basement. After 15 
years, an IPO and years trading on 
the NASDAQ, he sold the business 
for $450 million. During that time, 
while building his brand, he devel-
oped a keen understanding of the 
unique geography and demograph-
ics of the Canadian market. Unlike 

rival US online shoe store Zappos, which declared 
failure to successfully support Canada, SHOES.COM, 
led by Hardy, found an early e-commerce sweet spot 
in Canada and made sure to take advantage of it.

Hardy, who is considered a visionary, has built a 
reputation for hiring innovative people with strong 
technology skills. This has allowed him to develop a 
compelling online retail offering while meeting domes-
tic logistics challenges head on, such as border conges-
tion. He has also learned to effectively maintain the 
availability of transportation and distribution services 
in Canada, and that’s no easy task. 

Many Canadian retailers are still just moving slowly 
toward the type of “omnichannel” offering Hardy was 
actually able to develop early on in his career. 

Meanwhile, Canadian consumers are starting to 
increase their spending online, putting further pressure 
on the traditional retail business. And access to digital 

marketing, product reviews, research and purchasing 
details are also contributing to every part of the con-
sumer spend, while changing consumers’ buying habits 
in a variety of ways. 

Online shopping is only one part of the new reality. 
While folks are still going out to shop, some in fact are 
researching products they plan to buy online or else-
where. The millennial, mobile and social customer base 
does not have the same loyalty as baby boomers. 

The other serious challenge is that while today’s 
consumer has more information at his/her disposal 
on a range of products, features and selections from 
all locations, the Canadian consumer doesn’t have 
access to the variety of goods or services as an American.

Still, Hardy has talked about a yet-to-be-released 
idea to boost the customer experience. He plans to 
develop an electronic sock that can read the exact form 
and configuration of one’s foot to quickly meet exact 
size specifications. 

Such flashy, yet unique, offerings have been proven 
to bring immediate sales increases—as long as the 
products are reliable. Buyers don’t want cookie-cutter 
solutions; they want creative, accessible, beyond-the-
boundaries experiences. Therefore, customer expectations 
on the delivery side are much tougher, since they consist 
of fragmented requests and small-size shipments and 
purchases anytime, for any place. 

Online retailers have the advantage of collecting 
important data on the buying habits, preferences, loca-
tions and demands and can use this data to market and 
strategically combine products. However, it is critical 
the value of the product is matched with the experience 
of receiving the goods on time, with the proper packag-
ing and precise requests that make logistics tricky. 

Flexible delivery and accessible tracking details, 
reporting any changes to availability, along with an 
easy return service; these are a huge test for many 
online retailers and those in the omnichannel space. 

Additional trends include in-store digital access to 
inventory information, with more marketing and prod-
uct feature information. Stylish stores and precision 
digital shopping experience are key examples of a suc-
cessful retail logistics scenario. All of these improve-
ments will help to ensure the physical presence of a 
store matches the online sophistication, and keeps 
customers—and their friends—coming back over and 
over. But if you don’t get the logistics right, forget 
about satisfying customers, no matter how great your 
stores and products are.  MM&D Ph
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I am sure that by now most of you have heard about 
CASL (pronounced “Castle”), the Canadian Anti-

Spam Law. This law took effect July 1, 2014 and pro-
vides a ‘transition’ period until July 1, 2017.

Essentially, CASL regulates the use of Commercial 
Electronic Messages (CEM) for soliciting business. A 
CEM is defined as any electronic message that encour-
ages participation in a commercial activity, such as an 
email that contains information for customers around 
a promotion, sale or contains a “special” price etc. If 
your organization sends CEMs, you’ll need “express 
consent” from the recipient before sending them. 

Although this article won’t dive into the specifics of 
CASL and is not meant to be a definitive guide on this 
law (if you would like more information on CASL, 
please refer to the CRTC’s website) we will touch briefly 
on CASL exemptions for businesses  as recently defined 
by the CRTC.

They introduced exemptions for business-to-business 
(B2B), telecommunications services (TSPs) and 
brought more clarity around CEMs where there is a 
personal relationship between sender and recipient. 

Here is a summary of these exemptions.

Business-to-Business (B2B)
Although CASL applies broadly to all CEMs, there  
are exemptions defined under the new regulations. 
Specifically, there are exemptions for CEMs sent  
internally within a business, and CEMs sent between 
businesses that have an ongoing business relationship. 
These messages must be sent by an employee,  
representative, contractor or franchisee, and be  
relevant to the business, role, function or duties of  
the recipients.  

Also exempt are communications sent to third- 
party business partners—marketing agencies, recruit- 
ing firms, development partners and insurance  
carriers, to name a few.

Messages sent to customers in response to a request 
for information: The new regulations address this by 
exempting messages sent by companies in response 
to requests, inquiries or complaints.

Messages sent to enforce a legal right: This would-
include messages sent for debt collection, licensing, 
enforcing contractual obligations etc.

Messages sent from outside Canada: These include 
messages sent by foreign businesses (provided the 
sender could not reasonably know the message would  

be received in Canada) and internationally-based 
Canadian organizations.  

Third-party referrals: However, to qualify for the 
exemption the individual who sends the message must  
disclose in the message the full name of the person  
who made the referral; and the individual who made 
the referral must have  an existing personal, family or 
business relationship with both the sender and the 
person who receives the message.

Telecommunications service providers (TSPs)
The new regulations also include two exemptions for 
TSPs which allow these groups to install a computer 
program(s) without consent:
• For the purpose of preventing illegal activities that  
 pose a risk to network security and;
• For network update/upgrading purposes.

Personal relationships
Although it seems like common sense that CASL was 
never meant to apply to messages or communications 
sent to family or friends, some stakeholders considered 
the definitions of personal and family relationships to 
be too narrow. The revised regulations have now broad-
ened these definitions.

Now, a “personal relationship” is defined as one where 
individuals have had voluntary, two-way communica-
tions at any point in the past (whether or not they have 
actually met in person.) Based on factors such as the 
sharing of interests, thoughts, ideas and experiences –  
this relationship is considered personal, unless the 
recipient has clearly indicated that they do not wish 
to receive any CEMs from the sender.

The definition of “family relationship” has also been 
expanded so that CEMs can be sent without consent 
to family members. 

This is a high-level explanation of the new exemp-
tions meant to give you a flavour of what has changed.  
In looking at the legislation in its entirety, including 
exemptions, you can’t help but applaud the concept 
behind CASL and the herculean effort to curb the vast 
amounts of unsolicited messages that we all get. 

However, this is a double-edged sword in that only 
Canadian companies are bound by this legislation. 
Only time will tell what economic impact this will have 
on the Canadian market and what value we gain from 
receiving less unsolicited mail versus the value of poten-
tial business loss to foreign markets.   MM&D
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I’m fortunate to have a lunatic for a friend. His name 
is Ian Evans and it was his choice to call his book 

Lunatic, with the subtitle “Life begins at the end of 
your comfort zone.” 

Quite a statement when you think about it. For Ian 
this belief was realized when he decided to trek for 
44 days over 900 kilometres to the South Pole at an 
elevation of 9,300 feet above sea level. Antarctica is 
the harshest climate on earth, with no permanent 
residents and a record low temperature of minus 89 
Celsius. Very few adventurers have attempted this 
trek; in fact, 20 times more people have climbed 

Mount Everest. In January 
2015, Ian became the old-
est Canadian to complete 
this journey.

From my perspective Ian 
is no lunatic. He is bright, 
energetic and very adven-
turous. I first met him 
several years ago as a 
potential candidate for a 
senior finance role we were 
looking to fill on behalf of 
one of our clients. When 
we met we covered the 
typical questions about his 
financial background, and 
it was only towards the end 

of the meeting when I asked a few questions about his 
“adventuring” that I learned of his coming journey. 

Of course that discussion turned into several lengthy 
conversations over the next few months. Once I learned 
of Ian’s plan to trek to the South Pole I followed his 
planning and training phase with great interest. No 
detail was too small to consider, and the logistics of 
completing a journey like this required exceptional 
planning.

Ian is a person who is thrilled and challenged by 
adventure. He’s someone who just can’t say no to 
exploring and pushing himself to the limit—well 
beyond his comfort zone. But along with that goes 
rigorous logistical planning that allows him to accom-
plish great feats while living to tell the story. His plan-
ning and preparation is second to none. He truly does 
begin his training phase with a clear focus on successful 
completion.

Having taken in all that the adventure will throw at 

him, including multiple things that can and do go 
wrong, his plan includes all the physical and mental 
training required, all the provisions that will be needed, 
and all of the hours that must be invested to ensure 
completion of the mission. It is a logistical exercise of 
great proportions, and those of us in the supply chain 
and logistics world can certainly appreciate the impor-
tance of such careful planning.

Shortly after he returned, I had the opportunity to 
meet with Ian and hear his spellbinding story firsthand. 
Suffering through significant physical hardship, bone-
chilling temperatures, and extreme emotional fatigue, 
Ian soldiered on and completed the journey as planned. 
To hear him recount the expedition right after his 
return was one of the most interesting lunches I’ve 
ever had. 

His courageous feat inspires me in two significant 
ways. First of all, it is worth listening to that little voice 
inside ourselves that says: “Let’s do some things that 
are out of the box and out of the comfort zone.” It 
doesn’t have to be the South Pole; in fact, it could be 
something else entirely. 

The key is moving outside one’s comfort zone. There 
is no question that’s where personal growth begins. 
Research tells us that stretching ourselves outside of 
our typical world in a specific area can actually have 
impacts across numerous other parts of our lives. 

The second piece I take away from Ian’s successful 
expedition is that execution is critical. To be sure, the 
planning phase is important, but once the journey has 
begun it’s the execution that determines ultimate 
success. 

Are we ready for unforeseen circumstances and fully 
committed to the success of our mission—whatever 
that may be? There will be numerous times along all 
of our journeys when quitting seems like the logical 
thing to do. It is there that execution and the determi-
nation to follow through will bring success. 

I’m always thankful for the opportunity to cross paths 
with people who’ve done significant things that require 
unusual resolve. There are many ways to apply Ian’s 
inspiring story to our lives both personally and profes-
sionally. For most of us the key is to choose one or two 
new things we want to achieve that will test our mettle. 
From what I’ve seen with my friend Ian, the benefits 
are real and long lasting.

If you’d like to check out Ian’s story, visit his website 
at www.ianevans.ca. MM&D
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