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Are you a CMA who volunteers? 
That question, posted on LinkedIn and Twitter a few 

months ago, garnered a huge and unprecedented response. 

“I’m currently on two boards and two steering committees.”

“Volunteering is such an important part of our community.”

“It feels good to give.”

CMA-related volunteer work, as spelled out in our “CPLD 

Refresher” (Sept./Oct. 2012), gives you credit hours. But as 

many of you know, volunteering is so much more. Five CMAs 

spill the beans in “Why I Give” (p. 26).

In my book, the flip side of volunteering is gratitude. So in 

this last issue of the year, I’m sending out a big thank you to 

those who have helped elevate this magazine to the next level.

To members: For your letters. (Want to know where  

the “Giving Back” story began? Flip to Feedback in the  

Jan./Feb. 2012 issue of this magazine). Also for agreeing to  

be interviewed as we work toward getting  more CMA voices 

onto our pages. 

To staff: For input on finding ways to incorporate every CMA 

competency, every industry CMAs work in and every corner 

of Canada that CMAs are represented into this magazine.

To writers: For insightful articles that build on one 

another, generate new story ideas and yes, you guessed it, 

inspire members to send in letters.

As we head into this most beautiful, crazy time of year, take 

a moment to think about where you could volunteer. How 

could you enrich yourself and make the world a better place? 

What are you thankful for?

The year 2013 promises to be a time of great change, especially 

for Canada’s accounting profession, as CMA Canada and 

the Canadian Institute of Chartered Accountants develop a 

national body (p. 12). We’ll keep you apprised of the progress 

and, more importantly, continue to deliver in these pages 

what you need to make the most of your designation.

Enjoy the read and please keep us informed!

Mara Gulens
Director, Publications/Editor-in-Chief
mgulens@cma-canada.org
www.twitter.com/cmamagazine
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CONTROL
the

OUTCOME

With our focus on growth we overlooked some

of the personal risks that built up. But our broker

understood the priorities of a private company like ours and had us 

covered by Chubb.

Private company growth often takes you to the edge of control. You expect

growth but you aren’t always ready for personal risks to directors or 

officers, or even costly lawsuits. Your broker and insurance company 

expertise is critical to protecting you and reducing uncertainty. ForeFront by

Chubb leads the way in Private Company insurance coverage. Better addressing

your risks keeps you in control.

Manage your risks with ForeFront by Chubb, insurance built specifically for

Private Companies and their executives.  Ask your broker.

www.privatecompanies.controltheoutcome.ca
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I was shocked to see the sidebar to 
“Waving the Green Flag” (July/Aug. 2012) 
listing “green” sponsors of the London 
Olympics. 
 Sustainability is as much about what 
businesses do as how they do it. BP was 
responsible for the biggest oil spill North 
America has ever seen and is still fighting 
in the courts over the clean up costs.   
 General Electric has subsidiaries that 
are involved in manufacturing arms that 
fuel deadly conflicts around the world. No 
serious athlete should even consider eat-
ing McDonald’s food. 
 If this is the best the Olympics can do, 
then it’s time to put an end to this over-
priced spectacle.
— Pam Munroe, CMA  
Courtenay, B.C.

Just a quick note to say that the July/Aug. 
2012 issue was great. I’m a huge corpor-
ate social responsibility fan, so I certainly 
enjoyed that part. As well, I really liked 

Lots of balls in the air 
Maybe it’s the basketball analogy, but Ajay Pangarkar’s article in  
the July/Aug. 2012 issue keeps scoring points with readers: we’ve printed  
a small selection of the letters received to date. CMAs are also busy  
sharing our articles and their opinions through LinkedIn and Twitter.  
Have something to say? Don’t be shy!

I was impressed when CMA magazine published Dr. Erik Fok’s letter 
regarding the insignificance of the CMA designation in the global 
market (Mar./Apr. 2012).
 I spent my first 40 years in Canada, where I obtained my BA and 
CMA. Today I live south of the border. Three years and $35,000 later, 
I have my BSc in accounting from a recognized U.S. university and am 
preparing to sit the exam for my U.S. CPA designation. 
 It was frustrating enough that a CMA with 20 years of experience 
was paying $1,500 to sit in an introductory accounting class. Even 
more frustrating was the knowledge that the education and experience 
I received through CMA Canada was far superior to any other 
recognized program in Canada or the U.S., yet prospective clients, 
employers and peers place a higher value on the U.S. CPA. I believe 
CMA has failed to promote, educate and build reciprocal agreements 
with accounting boards outside Canada. 

— Rick Brodeur, CMA 
Phoenix, Ariz.

Jeff Rubin on how oil affects growth
Is the public sector right for you?
How networking improves job security 
Know your competitive advantage

SEPTEMBER/OCTOBER 2012
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WWW.CMAMAGAZINE.CA

Get smart  
Nine ways to maximize 

your CPLD hours

Fall conference calendar: 
Expand your mind

Why I teach:  
Five experts weigh in

Best new business books 

Ajay’s creative article on Jeremy Lin. 
I found it a very interesting look at how 
we can view principles from distant 
professions and apply them universally. 
Well done!
— Cam Scholey, CMA
Milton, Ont.

I agree with the author of “Lessons 
Learned from Basketball” (July/Aug. 2012) 
when he says that “managers must 
calculate the opportunities needed for 
their team to succeed.” 
 Every good manager that I’ve had 
challenged me to take on tasks that were 
beyond my qualifications in a controlled 
environment where my work would be 
scrutinized before being disclosed to third 
parties. This creates a win-win situation: 
employees become more qualified 
professionals and managers reduce the 
risk of having their team drop the ball. 
(Pardon the pun.)
 In the long run, this strengthens the 

team and provides it with redundant 
capabilities, an asset if ever the team’s 
roster changes.
— Michael Mangione, candidate
Montreal, Que.

One of the reasons Lin was denied by 
other teams was his ethnic background. 
As in the business world, some minority 
groups have to work twice as hard to 
gain recognition.  
— Chao Ling Pan, CPA, CMA
Montreal, Que. 

I wanted to touch base about the 
positive impact of CMA magazine. 
Several non-CMA colleagues told me 
how Jacob Stoller’s article “Going Public: 
Mastering Government Finance” 
(Sept./Oct. 2012) was quite interesting 
and relevant. 
— Rocky J. Dwyer, PhD, FCMA
Ottawa, Ont.
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What do you think?
It’s said you’ll never 
find time for any-
thing. If you want 
time, you must  
make it. 
   I make time by
a)  knocking off emails as soon  

as I get them
b)  feeling it’s OK to say no  

sometimes
c) not taking work home
d)  keeping my phone with me  

at all times, so issues are  
addressed quickly

We’ll be digging deeper into time in  
the Jan./Feb. 2013 issue. Stay tuned!
Respond online at  
www.cmamagazine.ca

CMA welcomes  
letters to the editor
Contact us at  
letters.editor@cma-canada.org or
www.twitter.com/cmamagazine
Join us in the LinkedIn group,  
“Certified Management  
Accountants of Canada”

Letters may be edited for clarity and brevity.
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To attract the
financial talent 
you want, 
get the
salary data
you need.

Download your 2013 Salary Guide today 
at RobertHalf.ca/SalaryCentre or call 
1.800.803.8367.
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Positive vibes
You think the most critical element of 
a thriving workplace is

Here’s a sample of the comments 
we received:

* “None of these really matter unless   
 senior management is willing to commit  
 to goals that value and respect the staff.”

* “Flex hours allow people to work when  
 they’re most effective and adjust their  
 schedules to meet the demands of 
 their lives.”

* “A clear understanding of goals, respon- 
 sibility, accountability and expectations  
 is key to success and job satisfaction.”

a) an employee wellness plan
b) team-building days away  
 from the office
c) flex hours
d) group meetings to review  
 annual goals and targets
e) the CEO’s presentation 
 on company vision 
 and mission

16.9%

12.7%
29.6%

31.0%

  
  9.9%
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VIEW FROM THE C-SUITE

Who’s hiring whom?
Thirteen per cent of Canadian execs surveyed for 
the quarterly Robert Half Professional Employment 
Report, released in September, said they would add 
full-time professional-level staff in Q4 of 2012. Eighty 
per cent said they wouldn’t make any changes to their 
staffing, and 3 per cent said they would be cutting 
professional-level numbers.
 The chances are that any newbies in the account-
ing and finance department won’t come from inside 
the company, according to a separate Robert Half 
Management Resources survey, published in July. The 
270 Canadian CFOs interviewed said, on average, that 
only 29 per cent of management roles in their depart-
ments were filled by internal candidates.  

ANNUAL REPORT

Exciting times ahead 
How much can change in one year? A lot, if we’re 
talking about CMA Canada.

The 2011 – 12 annual report tells the story. It 
focuses on the key strategic themes adopted by 
CMA Canada’s National Board of Directors in 
2010: intellectual property, program effectiveness, 
CMA growth, partnership excellence, member 
engagement and the newly added strategy of CPA 
unification. These themes build a pathway toward 
the accomplishment of CMA Canada’s mission 
and vision.

Read the report at http://bit.ly/RgjLBA. — C.R.

HAVE YOUR SAY

Proposed 
changes to  
ethics standards 
The International Ethics 
Standards Board for  
Accountants is stepping into 
the breach.

Its proposed changes to the 
Code of Ethics for Professional 
Accountants clearly delineate 
circumstances when an 
accountant should breach 
client confidentiality to 
disclose a suspected illegal act.

People may post comments 
at www.ethicsboard.org.  
The deadline for input is  
Dec. 15, 2012.

 
THINK GLOBAL 

Canadian  
companies tying  
the knot in Europe 
Canadian-led mergers and acquisi-
tions in Europe reached a post-crisis 
high during the second quarter of 2012, 
according to PwC’s Capital Markets 
Flash Q2 report, published in July. 

International mergers and acquisi-
tions can be key to innovation when the 
domestic economy is sluggish, says 
Nicolas Marcoux, Canadian deals 
leader at PwC. And innovation is 
something Canada needs help with, 
according to the World Economic 
Forum’s Global Competitiveness Report 
2012 – 2013. 

Canada, which has slid five places 
since 2009, fell to 14th place from a 
12th place showing in 2011. European 
countries dominated the top 10; 
Switzerland stayed on top for the fourth 
year straight.

Unfortunately, fewer than one in 
five finance execs surveyed for a study 
released in August 2012 described their 
merger and acquisition transactions as 
“very successful.” However, one in two 
said their transactions were “somewhat 
successful.”

Read the full study, released by 
the Canadian Financial Executives 
Research Foundation, at http://bit.ly/
MlVxEx.

WATER COOLER WISDOM

Pssst … Wanna know the most common 
form of office politics?

Source: Robert Half International survey of 700+ North American office 
workers, August 2012.

say gossiping or spreading rumours 
say gaining favour by flattering the boss 
say taking credit for others’ work 
say sabotaging others’ projects
say something else 

54% 
20% 
17%
2%
7% 

NOTEWORTHY
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CONSULTANTS CORNER

Go for gold 
The Organizational Excellence Framework (OEF) is a unique publication that con-
solidates the principles and best management practices of leading global excellence 
frameworks, providing practitioners with implementation guidelines. 

Supported by a practical, cost-effective methodology, the publication allows an 
organization to conduct a self-assessment against the OEF and prepare an improve-
ment plan to address gaps.

Initial workshops within and outside Canada have received extremely high satisfac-
tion ratings. To learn more, see www.organizationalexcellencespecialists.ca. — D.R.

COOL TOOLS

A win for the team
Building and tracking budgets is a team sport and 
involves the exchange of information.
 But circulating spreadsheets to people so they can 
fill in their bits, figure out which version is current, and 
dig through inputs and outputs to get an accurate 
picture of the business is messy and imprecise. And 
it’s a pain to manage.
 Prophix, a software company based in 
Mississauga, Ont., has produced Prophix 10R3, a cor-
porate performance management suite. It automates 
pesky non-transactional financial functions such 
as reporting, forecasting and budgeting, and pulls 
together information from multiple sources.
 Whether you’re using spreadsheets or enterprise 
resource planning systems, the program allows you to 
interact with budget files without the fear of using old 
information.
 This version’s detailed planning module also allows 
item-by-item budgeting and the specification of benefits 
costs for individual employees.
 For more information, see www.prophix.com. — L.G.

PROFESSIONAL RESOURCES

They want you, 
but for less 
The pressure to reduce fees is 
the biggest challenge now, say 
one in 10 accountants in North 
American small and medium-
sized practices.

These findings, from the 
May/June 2012 quick poll of 
the International Federation  
of Accountants (IFAC),  
have prompted IFAC to offer 
timely advice:

• First, consider ditching the 
hourly fee model in favour 
of value-based pricing that 
emphasizes what your 
clients get instead of what  
it costs them.

• Focus on your best clients.
• Use technology to increase 

efficiency and lower costs. 
Minimize your overhead.

• Specialize in a niche market.
• Add low-cost services that 

offer value to clients.
• Package your services.
• Find cheaper suppliers  

yourself. 
 

More details are contained in 
IFAC’s practice management 
resources at http://bit.ly/
VlDG0C.

CONSUMER TRENDS

Debt check

HR MATTERS

Are formal evaluations an 
effective way to improve 
worker performance?

Source: Accountemps survey of Canadian CFOs and 

workers, July 2012.

91% of CFOs say yes 57% of workers say yes

Source: Canadian Institute of Chartered 
Accountants and Harris/Decima, 
Canadian Institute of Chartered 
Accountants Canadian Finance Study 2012.

Canadians who say they’ll still be paying 
off debt at age 65: 40 per cent

Canadians who say they’d be challenged 
to keep up with mortgage or debt 
payments after a significant interest 
rate increase: 50 per cent
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BOOK REVIEW

Making change 
Is an organization operating as effectively 
as possible, or does it need a business 
process improvement (BPI) project  
to examine its what, why and how?  
Maxine Attong, CMA, provides answers  
in Change or Die: The Business Process 
Improvement Manual.

Promoting the use of facilitators to 
bring about collaborative change, Attong 
provides more than 70 pages and a CD 
packed with facilitators’ tools, agendas 
and activities. 
 A case study based on the author’s 
own success demonstrates the six-step 
BPI process. 
Authors: Maxine Attong, CMA, and 
Terrence Metz 
Publisher: CRC Press 
Reviewer: Patrick Buckley, CMA, PhD

BOOK REVIEW

Tips for teaching 
What do examiners look for when marking 
business cases like the ones that appear 
on CMA exams? How can students be 
better instructed? 

Sylvie Deslauriers, FCMA, lays it out in 
Teaching Tips for Accounting Cases. Her 
tips for doing effective case analysis are 
based on over a quarter century of experi-
ence. Examples: 

• Determine the context of the case,   
 the student’s role and the major   
 questions asked.
• Create an outline that highlights   
 important problems.
• Present both qualitative and  
 quantitative arguments that integrate
 principles with facts. Indicate in 
 concrete terms what needs to 
 be done. 
 
A few chapters are devoted to the inter-
actions of students and teachers, and 
students are encouraged to examine 
teachers’ marking schemes to obtain 
better grades. 

Teaching Tips for Accounting Cases 
concludes with two cases that are marked 
up with comments and pseudo sticky 
notes to provide insight into the author’s 
teaching principles. 
Author: Sylvie Deslauriers, FCMA 
Publisher: AB + Publications 
Reviewer: Patrick Buckley, CMA, PhD

BOOK REVIEW 

Score yourself 
Social influence can be measured within 
social media (Facebook, Twitter, Goggle+), 
according to Return on Influence: 
The Revolutionary Power of Klout, Social 
Scoring, and Influence Marketing. Author 
Mark Schaefer explores this emerging 
field from his academic perch at Rutgers 
University. He has firsthand knowledge as 
well: his Klout score is 70/100, while the 
average sits at 40.

Ideally, social-media measuring tools 
such as Klout reflect the actions of 
people: higher scores are assigned to 
those who take actions that could  
affect the decisions of others in the social 
media community. 

Should marketers care about Klout? 
When people with high social scores are 
given special deals, gifts and coupons, 
they’ll try some brands and speak fondly 
of them with their many followers.

Return on Influence also discusses 
moral questions such as, Is it correct  
to use social metrics for choosing  
friends, making hiring decisions or 
grading students? 
Author: Mark W. Schaefer 
Publisher: McGraw-Hill 
Reviewer: Patrick Buckley, CMA, PhD

Noteworthy is compiled by Jennifer Dawson and Mara 
Gulens with assistance from  Patrick Buckley, CMA, Lynn 
Greiner, Dawn Ringrose, CMA, and Cindy Ruocco.

NOTEWORTHY
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Special offer for newly-accredited CMAs

Your CMA plan 
offers you:
• Affordable group rates 

• Choose the coverage that meets 
your needs

• Dental Insurance
• Term Life Insurance

• Long Term Disability Insurance

• Accidental Death &  
Dismemberment Insurance

• Critical Illness Insurance

• Extended Health Care Insurance

Benefit details can be found at 
www.sunlife.ca/cmabenefits

You have spent many hours studying and made a large financial investment to get where you are  
today. Now it’s time to protect what you have worked so hard to achieve. 

As a newly-accredited CMA Canada member* you have access to low-cost,  
essential insurance benefits designed for your needs: 

• $50,000 of Term Life Insurance. Your family can use the benefit payment  
to help pay your student loans, income tax and other outstanding expenses  
if you pass away. 

• Long Term Disability Insurance. You still need to pay the bills if you are  
suddenly unable to work. Receive a $1,000 cheque each month to help  
cover your expenses while you are disabled.

You’re pre-approved for both! There’s no need to answer any health questions  
or take any medical tests. You automatically qualify as a CMA member.

To take advantage of this offer you must apply within 90 days of obtaining  
your CMA accreditation.

Visit www.sunlife.ca/cmabenefits for more information and to  
apply today.

*under age 40
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UNIFICATION

Better as One 
Long-term vision. All participating Canadian accounting 
bodies working toward the Chartered Professional Account-
ant (CPA) designation. The promise that CPA’s values and 
capabilities are derived from the best of Canada’s CA, CMA 
and CGA accounting designations. Those are the main 
messages behind One, the new CPA promotional campaign 
launched in September.

“Participating bodies firmly believe that unification  
will benefit Canadians, our members, businesses and  
our capital markets,” says Joy Thomas, president and CEO, 
CMA Canada. 

Built on the theme “we’re better as one,” the One campaign 
includes promotional materials as well as a website with 
entry points for members, candidates and anyone consider-
ing a profession in accounting or business. 
 
Program notes 
A key component of the new www.cpaone.ca website is an 
updated description of the CPA certification program, which 
provides the foundation for the CPA vision. 

The CPA certification program will meet or exceed all stan-
dards for education, assessment and practical experience 
from the International Federation of Accountants (IFAC) 
as well as leading global accounting bodies. It will be nation-
ally developed, regionally delivered and built on the CPA 
Competency Map, which is expected to be released as this 
issue of the magazine goes to print. 

For more information on the CPA certification program, 
go to www.cpaone.ca/members/program.html.

The transition 
The One website also contains detailed information about 
how the transition to the new CPA certification program 
will unfold for current candidates and anyone considering a 
career in accounting or business.

STAY INFORMED

CPAOne
www.cpaone.ca is the place to go to understand what 
unification means to you personally and how the transition 
will unfold.

CPACanada
www.cpacanada.ca provides information on the status of 
unification and the new CPA Certification Program.
 To receive updates on the progress of CPA unification, 
sign up for e-alerts on CPA Canada’s website. Go to 
http://cpacanada.ca/blog/category/news/ and click the 
subscribe link. 

CPA CERTIFICATION PROGRAM TIMELINE

2013 • CPA accelerated bridging program and CPA  
   professional education program available in 
   parts of Canada

2014  • CPA professional education program available  
 across Canada

2015 • First CPA Common Final Evaluation  

CMA candidates can find out about the timing of the 
final CMA Board Report and the transition to the new 
CPA Common Final Evaluation. Visit   
http://cpaone.ca/candidates/transition.html. 

Anyone considering a career in business and 
accounting can find detailed, provincially specific 
information about how they can shift into the CPA 
certification program. Visit   
http://cpaone.ca/become-a-cpa/transition.html.

— Mara Gulens

NOTEWORTHY
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Get an online quote at  

www.melochemonnex.com/cma
or call 1-866-269-1371
Monday to Friday, 8 a.m. to 8 p.m. 
Saturday, 9 a.m. to 4 p.m. 

Insurance program endorsed by

See how good your quote can be. 
At TD Insurance Meloche Monnex, we know how important it is to save wherever you can. As a member of CMA Canada, 
you can enjoy preferred group rates on your home and auto insurance and other exclusive privileges, thanks to our 
partnership with your association. You’ll also benefit from great coverage and outstanding service. We believe in making 
insurance easy to understand so you can choose your coverage with confidence.

– Bob Raposo
Satisfied client since 2002

The TD Insurance Meloche Monnex home and auto insurance program is underwritten by SECURITY NATIONAL INSURANCE COMPANY. The program is distributed by Meloche Monnex Insurance and Financial 
Services Inc. in Quebec and by Meloche Monnex Financial Services Inc. in the rest of Canada.

  Due to provincial legislation, our auto insurance program is not offered in British Columbia, Manitoba or Saskatchewan.
 *No purchase required. Contest organized jointly with Primmum Insurance Company and open to members, employees and other eligible persons belonging to employer, professional and alumni groups which have an 

agreement with and are entitled to group rates from the organizers. Contest ends on January 31, 2013. 1 prize to be won. The winner may choose the prize between a Lexus RX 450h with all basic standard features 
including freight and pre-delivery inspection for a total value of $60,000 or $60,000 in Canadian funds. The winner will be responsible to pay for the sale taxes applicable to the vehicle. Skill-testing question required.  
Odds of winning depend on number of entries received. Complete contest rules available at www.melochemonnex.com/contest.

®/ The TD logo and other trade-marks are the property of The Toronto-Dominion Bank or a wholly-owned subsidiary, in Canada and/or other countries.

“I saved just for being 
a member of my 
professional association.”
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CONVERSATION

Global economist  
Dambisa Moyo takes on  
the East, the West,  
and everything in between
By Gabrielle Bauer

Q: Is China really progressive, or is it just catching up  
with the rest of the Western World? 

Q: What should be done with the economic mess  
in Europe?
A: I’m not very hopeful that we’ll be able to stave off an 
economic depression in Europe. With the high rates of 
youth unemployment, it’s not just an economic issue but a 
social one. There needs to be a long-term move toward fiscal 
and political integration.

Q: Is the West still bailing out Africa too much, and 
what are the consequences?
A: It’s illogical for the U.S., which is up to its eyeballs in debt 
and unemployment, to be borrowing money from China and 
handing it out to Africa. The financial crisis did have a silver 
lining in that the donors are running out of money. African 
governments will have to figure out how to finance develop-
ment in other ways.

Q: What strategy do you recommend for long-term 
investors?
A: Commodity prices have increased by 150 per cent since 
2009, and I believe they still have a long way to go. Some 
experts are forecasting oil will reach $200 per barrel by the 
end of the decade. Despite the current softening in the 
global economy and the Eurozone’s financial crisis, I think 
long-suffering commodity investors should hang in.

Q: What’s in your investment portfolio these days? 
A: Commodities, definitely. I’ve also invested in some 
private-equity technology in California. I try to invest in 
things that can change the world.  

Internationally renowned economist Dambisa Moyo has 
written three bestselling books and numerous magazine 
articles on the macroeconomy and global affairs. Named one 
of the “100 Most Influential People in the World” by Time 
magazine, Moyo holds an MBA in finance from the American 
University in Washington, D.C., and a doctorate in economics 
from Oxford University.

A: I think the Chinese are going where nobody else is going. 
They have a systematic approach to resource scarcity.  
They’re doing deliberate, organized multilateral deals and 
building symbiotic relationships with emerging-market 
economies. They’re also investing in a lot of R&D —  
for example, in desalination — in the hope they’ll figure  
out a way to continue on the path toward greater  
collective wealth.
 
Q: Are there social and environmental costs to the 
predicted commodities boom?
A: While the Chinese are being aggressive in extracting 
resources, they’re also very sensitive to the need to  
make the process sustainable. They have more solar  
panels than anyone, are leaders in desalination, and  
import a huge amount of uranium to fund nuclear energy.  
At the same time, higher commodity prices will leave the 
world with a higher risk of conflict. As we speak, about  
25 wars are already raging in the world with commodities  
at their source.

Q: Where does renewable energy come into all this?
A: Right now it’s not cost-competitive to fund R&D in 
renewable energy; sun and wind are fickle. I do hope  
that energy innovation will ultimately bail us out, but it 
won’t be tomorrow.

Q: Is there anything in your new book [Winner Take All] 
that might be of particular relevance to Canadians? 
What can we learn from it?
A: It’s important for Canadians to understand that China is 
open for business and interested in symbiotic relationships. 
Energy and copper represent particularly good trade 
opportunities. 

I don’t think people should be too worried or wary about 
how China approaches such deals. As far as I can see, the 
country has no political desire to colonize. Its motives are 
purely economic.
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FUJITSU IS THE WORLD’S LEADING  
MANUFACTURER OF DOCUMENT SCANNERS.  

PRODUCTION 

up to 135 ppm

NETWORK 

up to 25 ppm

DEPARTMENTAL 

up to 60 ppm

WORKGROUP
up to 40 ppm

SCANSNAP  
for Windows and Mac

FREEDOM FROM  
THE LIMITATIONS  
OF PAPER!
Transcend the limitations of paper with  

Fujitsu document scanners; and experience  

the unbounded potential to search, organize,  

edit and share paper-based documents  

electronically. The feeling is liberating! 

Fujitsu offers a family of high quality imaging products  

that covers the whole range of scanning applications  

from desktop and departmental installations to  

enterprise-wide production environments. 

For more information call  

1-800-263-8716 ext. 3405.

www.fujitsu.ca/scan

CMAC031 - Conversation_2.indd   15 10/15/12   4:00 PM



What gives  
your organization  
an edge? 
By Andrea Civichino

Quick or complex? 
Forecasting approaches for turbulent times  

AGILE FORECASTING  
Brett Knowles is a competency 
expert for CMA Canada’s Research 
Foundation. His organization  
pm2 (Performance Measurement 
and Management) has completed 
more than 2,000 scorecard projects 
around the world.

COMPLEX FORECASTING  
David A.J. Axson is an executive 
director with Accenture who has 
more than 27 years of consulting, 
industry and entrepreneurial 
experience in more than 40 
countries. An accomplished author, 
Axson specializes in advising 
clients on the challenges of doing 
business in a volatile global 
marketplace. 

T DOESN’T MATTER IF YOUR ORGANIZATION IS BIG OR SMALL, or if you 
operate domestically or globally. The business environment is volatile,  
and corporations have to adapt accordingly. In many cases, management looks 

to accounting and finance departments for tools and context to help make 
effective decisions.

Forecasting approaches are an integral part of planning and risk management. 
An agile forecasting process allows an organization to reforecast whenever it needs 
to. A more complex forecast allows an organization to “see through” uncertainty 
without the need to reforecast.

In this column, we explore the two approaches. Which one best suits your  
organization?
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FOR AGILE FORECASTING
Brett Knowles

Organizations can react to turbulence 
by building resilience or agility.  

Resilience comes from building cash 
reserves and inventories, or locking in 
customers. To have a successful 
resilience strategy, organizations must 
build robust forecasts. 

Agility, however, is built by decreas-
ing process cycle times, increasing 
sensitivity to market trends and being 
able to shift quickly in and out of 
markets. To be successful, organizations 
must build driver-based, agile plans. 
Agility gives organizations greater 
flexibility and reduces risk. 

When it comes to forecasting, organ iz- 
ations will never learn enough about 
their environment to accurately predict 
the future. Organizations have no 
choice but to increase risk by increasing 
resilience or decrease risk by becoming 
more agile. 

Many organizations have created 
success through agile planning. Think 
McDonald’s. The company uses 
forecasting and process agility to react 
to short-term shifts in demand. 
McDonald’s doesn’t forecast in the 
long-term because the organization has 
processes that allow employees to detect 
and react to demand at whatever level it 
occurs. These processes help maximize 
food orders and minimize food waste.

If your organization can adapt to 
market changes with agility, then you 
have a better chance of gaining market 
share while others remain locked into 

resilience anchors such as inventory. 
An unfortunate example of resilience 

is Sony. Although Sony did a great job 
developing technologies such as 
Betamax and Walkman, the firm tried to 
build resilience with extensive copy-
rights. Sony didn’t see that the world was 
changing with alternative technologies 
(such as VHS) and emerging technologies 
(such as memory chips used by MP3 
players). As a result, Sony ended up with 
products that were eventually over-
taken by the VCR and iPod.

The previous decade’s financial 
implosion was largely caused by risk 
levels becoming unacceptable. Agility is 
one way to deal with risk.

Think of organizations that have 
done well because of the iPad. Stores 
are full of fancy cases, power units and 
other iPad-friendly devices that didn’t 
exist two years ago. These are examples 
of agility kicking in.

FOR COMPLEX FORECASTING 
David A.J. Axson  

Developing an accurate forecast is 
difficult, but the process is essential 
for a business to make effective 
decisions about resource allocation. 

The concept of forecasting agility is 
overused. Getting into a cycle where 
an organization continuously refore-
casts can create uncertainty. How are 
employees supposed to define goals, 
set trajectories or develop plans if the 
targets keep changing? 

It’s very easy to say whenever some-
thing changes that we’ll just ditch our 

old plan and our old goals and come up 
with a new plan and new goals. The real 
world doesn’t work like that. 

Organizations can increase forecast 
rigor by crafting plans that have the 
highest probability of success under 
different scenarios. Scenario-based 
enterprise performance management 
applies scenario planning to budgeting 
and forecasting, giving people the 
confidence to make decisions without 
constantly changing forecasts.

The second argument for increasing 
forecast rigor is the availability of rich 
data. We’re dealing with a world that’s 
more volatile, but we have a lot more data. 

These days, we’re collecting sales 
information whenever a barcode is 
scanned. Using advanced analytic tools 
and models to analyze the right data 
— not all the data — can uncover 
information that delivers real-time 
insights about market trends and 
customer behaviour that can inform an 
organization’s forecasting and offer 
insights into future performance. 

Remember, the purpose of forecast-
ing is not to get the forecast right every 
time, but to make better, more confi-
dent decisions. Developing plans that 
can be successful under different 
forecasts helps an organization capture 
growth or mitigate risk.

The answer is not to constantly 
change the forecast, but to ensure the 
forecast includes likely drivers of 
variability so that managers can react 
with speed and confidence and take 
corrective action as events dictate.  

Andrea Civichino is editor, research, 
at CMA Canada.

We asked members of the Pulse, a core group of volunteer 
CMAs, whether organizations should increase their  
forecasting agility or build more complicated forecasts to 
remain competitive. 
 
Increase forecasting agility 88%
Build more complicated forecasts 12% 

THE QUESTION ?
Find the following related CMA Canada Research Foundation 
products at www.ManagementAccounting.org:

• “From Data to Decisions” 
• “ Scenario Planning: Applying a Six-Step Process  

to Your Organization”
• “ Scenario Planning: Plotting a Course in an  

Uncertain World” (webinar)
• “Managing Risks and Opportunities” 

MORE ON FORECASTING *
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Maximize your productivity and effi ciency with professional resources that deliver 
key guidance on the issues facing Canadian businesses today. These comprehensive 
resources can save your company time and money — put them to work for you. 
For a full listing, visit: CAstore.ca.

Canadian Business Compliance Manual 

The general business information reference resource for professionals who need a 

comprehensive overview of the legal requirements and associated administrative and 

compliance information being used in Canadian business today.

CAstore.ca/cbcm-CMA

The Accountant’s Handbook of Fraud Prevention and Detection

Designed to help manage the risk of fraud, deal with suspected fraud, and protect 

against liability exposure, this helpful resource provides a comprehensive discussion 

of the many issues that business owners face. 

CAstore.ca/fraud-CMA

Business Valuation

In-depth coverage of the principles, methodologies and approaches used in business 

valuation today, this comprehensive guide addresses the key issues frequently 

encountered in the valuation of both public and private companies.

CAstore.ca/businessvaluation-CMA

Building Value in Your Company 

A practical, hands-on guide that explains the steps involved in value measurement, 

creation and realization; providing you with key guidance on generating shareholder 

value for your company.

CAstore.ca/buildingvalue-CMA

Brian J. Wilson, B Comm, LL B, CA, TEP Nancy Jane Bullis, BA, LL B, LL M

We Mean Business
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How corporations 
should deal  
with gifts and 
sponsorships
By Melanie McDonald

’Tis the season
The ABCs of charitable giving

AS THE HOLIDAY SEASON APPROACHES, 
business owners and executives will be 
thinking about how their corporation 
can give back to the community. With 
significant resources allocated to 
charities, corporations need to be 
aware of the pros and cons of giving.

Corporations can support registered 
charities through gift giving or sponsor-
ship. By law, a gift is a transfer of 
property accepted by the charity. 
Legally, one of the key elements of a gift 
is that the charity does not give the 
corporation anything in return. 

A sponsorship, however, is a payment 
of money by a corporation to a charity. 
In exchange, the charity provides a 
clear list of items that the corporation 
will receive. The charity could agree to 
post the corporation’s signage at the 
charity’s event or insert the corpora-
tion’s logo on the charity’s website.

Canada’s Income Tax Act (ITA) has 
a broader definition of charitable gift 
than the one listed above. The ITA 
permits corporations to receive limited 
benefits in exchange for a gift such as a 
cash payment to a charity, as long as the 
advantage received by the corporation 
from the charity does not exceed 80 per 
cent of the fair market value of the gift.

In contrast, a sponsorship (which is 
not defined in the ITA) is a payment by 
a corporation to a charity in exchange 
for advertising or other benefits such as 
free tickets to the charity’s dinner. Such 
benefits can exceed 80 per cent of the 
fair market value of the gift.

Talking to the tax man
Charitable gifts and sponsorships offer 
very similar tax benefits.

When a corporation makes a 
charitable gift, it’s entitled to deduct the 
amount listed on the donation receipt 
from its taxable income, as long as the 
deduction does not exceed 75 per cent 
of the corporation’s taxable income. 
Any excess amount can be carried 
forward for five years. 

If a sponsorship is a reasonable 
outlay or expense for the purpose of 
generating profit, then the sponsorship 
qualifies as a business expense that 
can be deducted from a corporation’s 
Canadian taxable income. A business 
expense differs from a charitable gift as 
a business expense, is not subject to the 
75 per cent limit and cannot be carried 
forward for five years. 

Corporate gifts can include gift 
certificates, inventory, real estate and 
the right to use some of the corpora-
tion’s office space free of charge, but 
they generally exclude services because 
there must be a transfer of property for 
the exchange to be considered a gift. 
The ITA has special rules and tax 
incentives for certain types of property 
that for policy reasons deserve special 
tax treatment. They include medicine, 
the corporation’s inventory, cultural 
gifts and land that the federal govern-
ment has determined preserves 
Canada’s environmental heritage.

Some corporations may want to 
create a parallel charitable foundation 
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Fuel the passion.
Leave an impact.

“Giving back to the young entrepreneur community
gives me a great sense of pride and inspiration.
Mentoring at CYBF has been professionally and
personally rewarding. It has helped me grow my own
business and provided me with great networking
opportunities. Consider becoming a CYBF mentor
and realize the impact.”

Jagoda Mirceta
CMA member & CYBF mentor

Experience
mentoring at CYBF.

Volunteer as a CYBF mentor.
Visit cybf.ca or call:
1-866-870-2923.

to deal with charitable giving. Such a 
foundation could enhance the public’s 
perception of the corporation because 
there would be a separate entity to 
manage the money collected from staff, 
customers and others. 

Within certain parameters, the 
foundation could build up an asset  
base to support ongoing charitable 
activities if corporate profits fall. These 
benefits need to be weighed against  
the initial and ongoing creation and 
maintenance costs of a separate 
governance structure which include 
bookkeeping and preparation of 
financial statements.

What to look out for
When considering corporate law and 
governance, corporations need to  
carefully review ongoing gift and 

sponsorship activities. Consider the 
following issues:

•  Do your corporation’s articles of 
incorporation or other originating 
documents authorize the corporation 
to make donations to charity?

•  What level of approval is required  
for a donation or sponsorship?  
Do you need board approval,  
executive approval or some other 
approval?

•  Should a board committee or  
another internal group be created  
to develop policies related to gifts  
and sponsorships?

•  Is there a sponsorship agreement  
that outlines clearly what benefits 

and information the corporation is 
entitled to receive?

•  A corporation should also consider 
the risks associated with a charity or 
project. Be mindful of anti-terrorism 
laws, tax shelter rules, appropriate 
levels of fundraising expenses, and the 
activities and policies of the charity.

A good working knowledge of the  
legal and tax issues will help ensure 
that corporate gift giving is a positive 
step forward. 

Melanie McDonald is a partner in 
the Calgary office of Borden Ladner 
Gervais LLP. She specializes in wealth 
management, personal tax and estate 
planning, charities and not-for-profits. 
See www.blg.com.
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he role of intuition in business decisions is contro-
versial. At one end of the management continuum, 
empiricists prefer to let the numbers speak for 
themselves. At the other end, some managers rely 

on gut feelings. Most of us fall somewhere in between.
We set out to explore intuition in business, defining it 

simply as “keen and quick insight.” We interviewed three 
accomplished entrepreneurs in unrelated fields: Bruce Allen 
of Bruce Allen Talent, an entertainment talent management 
firm; Brian Scudamore of 1-800-GOT-JUNK?, a junk removal 
franchise; and Charles Juravinski, a philanthropist and past 
owner-operator of Flamboro Downs.

We found that intuition is still relevant today. 

PEOPLE POWER
“Entrepreneurs rely heavily on intuition,” says Brian 
Scudamore, founder and CEO of 1-800-GOT-JUNK? “There’s 
a place for data, but there’s also a place for testing your gut.”

Scudamore built his idea from a one-man, one-pickup-
truck operation into the world’s largest junk removal 
franchise. His guiding principle has been to attract and retain 
exceptional people. His “It’s all about the people” mantra 
guides the business and adorns the wall behind reception at 
1-800-GOT-JUNK? headquarters in Vancouver, B.C.

Scudamore believes intuition applies to people both on 
professional and personal levels. “When we choose our 
friends, we aren’t relying on spreadsheets, and more often 
than not we’re accurate in picking our lifelong friends. We 
just know,” he says. 

In October 2011, after a lengthy search and hiring process, 
Scudamore welcomed Erik Church as the company’s new 
chief operating officer. (Scudamore had held both chief 
executive and operational roles for the previous two years.) 
The synergy between CEO and COO is central to the organ-
ization’s growth.

“The CEO sees the possibility; the COO reverse engineers 
how to get there,” explains Scudamore. The synergy, in this 
case, is between Scudamore’s intuitive and ambitious vision 
and Church’s abilities as “a strong numbers guy.” As a result, 
1-800-GOT-JUNK?’s 2012 revenues have rebounded and 
surpassed pre-recession benchmarks.

Early on, experts told Scudamore that his business could 
not be franchised. “They said that the industry was too frag-
mented, that this was a bad business,” recounts Scudamore. 
The advice was clearly wrong, and today Church evaluates 
new franchise markets.

Scudamore also wanted to give all employees five weeks 
paid vacation, an HR policy almost unheard of in North 
America. His accountants tried to talk him out of it, saying it 
would cost the business too much in lost productivity.  
“I did it anyway,” says Scudamore, “because my gut said  
‘Do it.’”

Scudamore’s people instincts were accurate. All HR 
metrics, including attrition and key performance  
objectives, improved. His respect and value for employees 
and their personal time helped build a strong culture that 
grew the business.

The take-away: Follow your instincts. Aim to understand 
what motivates people and build teams of people whose skills 
complement one another.

THAT SPECIAL TOOL
Charles Juravinski grew up during the Great Depression in 
Saskatchewan. Through a combination of tenacity, timing 
and sharpened intuition, he built a fortune in construction 
and harness racing.

A construction millionaire in 1970, Juravinski “retired”  
for six hours before a gut feeling pushed him to pursue  
his dream of harness racing. Going door-to-door at farms  
to buy land for his future racetrack, Flamboro Downs, 

Three business leaders’ take on insight
INTUITION MATTERS

By Craig Roberts, CMA, and Stephen W. Bauld

T

The art in the 
science of business
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WE ASKED  
THE EXPERTS CHARLES JURAVINSKI

Businessman and philanthropist; founder 
and past owner of Flamboro Downs

“Accountants.”
In business, are you  
more attracted to  
accountants or artists?

BRIAN SCUDAMORE 
Founder and CEO, 1-800-GOT-JUNK?

“Artists. I believe in taking the road less 
travelled, as the Frost poem says. But 
businesses need good accountants,  
no question.”

BRUCE ALLEN
Entertainment manager and entrepreneur

“Both. I love artists because of their vision, 
their creativity and their talent. It’s very 
seductive. I’m drawn to accountants because 
of their skill in determining the bottom line, 
which is reality. With artists, reality can some-
times ride in the backseat — not a good idea.”

Juravinski built up his dream over the decades and in  
2002 sold the enterprise to Magna Entertainment for  
$73 million.

While Juravinski has been out of racing for a decade, his 
“insight into the racing game is still being felt today well 
beyond the confines of his beloved Flamboro Downs,” wrote 
the Hamilton Spectator in April 2012.

People who know Juravinski well describe him as “the 
most driven man you’ll ever meet.” Today he focuses on 
investing and philanthropy. Together with his wife, Margaret, 
he has donated over $55 million dollars to health-care 
projects near their community of Hamilton, Ont. 

“Business intuition comes from what you’re exposed  
to and can see,” Juravinksi says. Ask yourself: “Can I do  
it? If ‘yes,’ then grasp your intuitiveness. If ‘no,’ then don’t  
go there.”

Raw intuition, however, is not enough. “You need a com-
plete toolbox to draw on, a whole equation.” 

The take-away: Along with other factors such as hard 
work and perseverance, intuition contributes to success. It 
helps determine the ventures that entrepreneurs pursue.

A THIRD EYE
“Intuition, to me, is the ability to see something when no 
one else does,” explains Bruce Allen. “Business is the stuff 
that gets in the way.”

For over 35 years, Allen’s business has flourished along 
with his artists, which include Bryan Adams, Michael Bublé, 
Jann Arden and renowned producer Bob Rock. Allen signed 
Adams when he was a relatively unknown young rocker and 
helped guide him to international stardom. More recently, 
Allen scored with Michael Bublé.

“I had to think outside the box to move forward [when 
signing Bublé],” Allen says. “But I moved forward with the 
knowledge that David Foster was producing the album.” 

Allen took a calculated risk and mitigated the potential 
downside by aligning with a world-class producer. Allen’s 
gut check on Bublé said “winner” and Foster’s collaboration 
helped ensure it.

Allen recalled Michael Bublé’s early days when the label 
thought it had him pegged perfectly by demographic. “The 
label marketed [Bublé] to an upper demo, which is what it 
gleaned from its research,” says Allen. “The research was 
correct except it didn’t take into account the younger genera-
tion, who were discovering all types of music due to YouTube 
and the Internet.” 

Allen realized they could expand their original base and 
geared Bublé’s material more broadly. Allen’s deep experi-
ence guided him and the strategy worked. “Now the Bublé 
demo is 18 to 70!” he exclaims.

The take-away: Look at the numbers; then look for what 
the numbers don’t tell you. 

THE INTUITIVE EDGE
Brian Scudamore’s business would have been handicapped 
if he had followed the advice of franchise experts or even 
his own accountants. Bruce Allen saw beyond the data to 
reposition Michael Bublé to a wider audience. Charles 
Juravinski’s intuition is one of several tools that helped him 
move from venture to venture on a grand scale.

Intuition matters. Oftentimes, our professional judgment 
— which can’t be measured on a spreadsheet — counts the 
most. Effective business decision making is a science, except 
when it’s an art. 

Craig Roberts, CMA, is director of business development for 
RCD Group, Reed Business Information. Stephen W. Bauld 
is Canada’s leading expert on government procurement, an 
author, and president and CEO of Purchasing Consultants 
International Inc.
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NAME

BRENDA CRIPPS, CMA
Stay-at-home mom, Ballinafad, Ont. 

YOU’VE BEEN VOLUNTEERING FOR MORE THAN 

12 YEARS. WHAT ROLES HAVE YOU HELD? 

After my second child was born, I decided 
to stay home and shortly after that I began 
volunteering. I joined a review committee at 
our church because I was one of the younger 
congregation members and had a finance 
background. This role led me onto the 
church board for the next seven years; then 
I became church treasurer four years ago.

I’ve also been a hockey and soccer team 
manager, the church chair of stewards 
as well as chair of session, and storytime 
coordinator for a parent-tot program.   

HOW DOES YOUR VOLUNTEER WORK RELATE 

TO YOUR CMA SKILLS? 

While I’m not preparing balance sheets or 
doing accruals on an income statement, 
I’m using my financial skills to put together 
budgets as well as forecasts. More 
important are my managerial skills. I’ve 
learned over the years that not everyone is 
a numbers person. 

In my previous job as financial 
controller for Rogers Media’s Chatelaine 
group of magazines, I had to learn how to 
make financial statements easy for a 
non-numbers person. I’ve taken that 
same approach when presenting figures 
at team and church meetings.

WHY DO YOU DO IT? 

I didn’t get involved with CPLD credits 
as the objective, but it’s a nice benefit. 
Volunteering has expanded my managerial 
knowledge and broadened my experiences.

NAME

CHARLES BRUCE, CMA
CEO, Nova Scotia Public Service  
Long Term Disability Plan Trust Fund,  
Halifax, N.S. 

YOU SIT ON THE CANADIAN MENTAL HEALTH 

ASSOCIATION’S NATIONAL BOARD AS THE 

NOVA SCOTIA REPRESENTATIVE AND ALSO 

VOLUNTEER WITH THE MENTAL HEALTH 

COMMISSION OF CANADA. WHAT DREW YOU 

TO THESE ORGANIZATIONS? 

Mental health issues are the leading cost 
driver in my organization and disability 
plans across Canada. After gaining an 
understanding of the risk to business and 
workplace productivity, I was constantly 
reminded of the impact on individuals and 
families. More intimately, people close to 
me have been impacted by mental illness.    

WHAT ARE SOME OF YOUR VOLUNTEERING 

ACCOMPLISHMENTS?  

We’ve reached accomplishments in 
fundraising, governance improvements, 
creating awareness and long-term 
planning to ensure the organizations are 
self-sustaining. 

WHAT DO YOU GET OUT OF VOLUNTEERING?   

To give back is a natural high! Through 
these activities, I’ve expanded my network 
and gained tremendous friendships.  

FIVE CMAs 
SHARE THEIR 
STORIES ON 
VOLUNTEERING
By Astrid Van Den Broek 

ll CMAs have the 
opportunity to 

incorporate CMA-related 
volunteer work into their 
Continuous Professional 
Learning and Development 
(CPLD) credit hours. While 
volunteering can be work 
related — it increases 
networking opportunities 
and broadens your  
skills — it can also be so 
much more.

We asked CMAs from  
coast to coast why they 
give. Here’s what they  
told us.  

A

Why I give
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NAME

KEVIN MACDONALD, CMA
Consultant, PU Technologies Inc. 
Edmonton, Alta.  

HOW DID YOU COME TO VOLUNTEER WITH 

YOUR CONDO BOARD?   

After moving into my condo five years ago, 
I was asked to be involved at the board 
level. After one year on the board, I was 
asked to become the treasurer since I had 
noticed ways the condo corporation could 
save money.      

ANY KEY VOLUNTEERING ACCOMPLISHMENTS?    

I changed how the condo corporation pays 
its insurance, which saved approximately 
$1,500 per year. I also changed how the 
budget is developed: it’s now shown on 
a monthly, not yearly, basis. Using this 
method allows the board to better manage 
its cash flow and reserve fund. It also made 
developing the budget easier. 

WHAT VOLUNTEERING ADVICE DO YOU HAVE 

FOR OTHER CMAs?     

For someone with a long track record in the 
corporate world, I think many not-for-profit 
(NFP) organizations want to start operat-
ing like for-profit corporations, but there’s 
a skills gap. CMAs have the skills that many 
NFP organizations require. 

Volunteering is also a way to meet new 
people and gain CPLD credits.

NAME

DEBBI KILL, CMA
Controller, International Submarine 
Engineering, Port Coquitlam, B.C. 

YOUR WORK RELATES TO THE OCEAN. WHAT 

ABOUT YOUR VOLUNTEER POSITIONS?    

I serve on the board of directors for the 
Marine Technology Society as treasurer 
and vice-president of budget and finance, 
and as the financial liaison on the joint 
OCEANS administrative board, to name 
a few. [OCEANS is an annual confer-
ence sponsored by the IEEE Oceanic 
Engineering Society which advances 
marine technology and education.]      

IS THERE CROSSOVER BETWEEN YOUR WORK 

AND VOLUNTEER LIFE?     

There are many parallels between my day 
job and my board work. Internal control, 
financial policy and procedural issues are 
the same no matter whether they’re in 
industry or non-profit.

WHAT ADVICE WOULD YOU GIVE OTHER CMAs 

REGARDING THEIR VOLUNTEER WORK?      

Look for something that interests you. 
Your CPLD credits will be secondary to the 
reward of using your skills and education 
to help others. 

Astrid Van Den Broek is a freelance 
writer based in Toronto.

NAME

DUANE MALCOLM, CMA
Independent consultant, Tillsonburg, Ont.   

YOU VOLUNTEERED FOR THREE MONTHS IN 

MALAWI. HOW DID THAT HAPPEN?  

I came across a volunteer position with 
Accounting for International Development 
(AfID) for MicroLoan Foundation Malawi. 
For almost three months, I worked there 
on applying a new accounting package, 
testing and implementing an interface 
between their loan portfolio management 
application and the accounting package. I 
was later brought back for two more paid 
months to finish the project.     

DO YOU DO ANY OTHER VOLUNTEER WORK?   

For more than five years, I’ve volunteered 
with Lions Clubs International. Initially,  
I had networking in mind. But I was soon 
hooked by the voluntary service bug. 
Currently, I’m the first VP of my club, and  
I have served in a number of roles in the 
district, including training other Lion 
members and serving as the treasurer  
of a charity.

WHAT HAVE BEEN SOME OF THE CHALLENGES 

IN BOTH VOLUNTEER POSITIONS?    

For the Lions, the biggest challenge was 
working with a diverse group of people, 
uniting their vision and helping them 
advance their objectives. For AfID/MLF, 
the challenge has been communication: 
language, variations in accounting termin-
ology, and distance. For instance, it took 
me a few days to figure out that “nominal 
ledger” was the same as “general ledger.”

If you’d like to weigh in on issues for CMA  
magazine, please send an email, along  
with a brief description of your interests and 
expertise, to mgulens@cma-canada.org.
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VIEW

Challenges and   

opportunities across 

three key sectors 
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In Winnipeg, the James Armstrong 
Richardson International Airport is a  
major hub for freighter aircraft. The city  
aims to better integrate air, truck and  
rail transportation.

In Alberta, a pumpjack extracts oil from the 
ground. Canadian oil and gas producers 
could sell more to Chinese markets.

S

C

How transportation, 
manufacturing,  
and oil and gas are 
positioned for 2013

By Diana McLaren

anada’s economy fared better than many others  
in 2012, but we still had our share of challenges. 
Falling oil prices affected not only the industry  

itself but virtually every sector of the economy. Passenger 
rail service saw cuts, but there was money for expansion of 
freight rail. Job losses continued in traditional manufactur-
ing sectors, but there was some strength in emerging 
technology. 

We check in with CMAs in three key areas — oil and gas, 
transportation and manufacturing — for a glimpse from  
the front lines. 

STEADY FLOW: OIL AND GAS
No industry is in the media spotlight more than the oil  
and gas sector. The year 2012 saw the development of 
Alberta’s Keystone pipeline threatened by political  
decisions outside Canada’s borders, as well as rising inter-
provincial tensions over both the Northern Gateway and 
West-to-East pipelines.

And no one can afford to ignore the oil and gas sector, says 
Esther Mui, CMA, an industry consultant and president of 
Andest Consulting Inc. “All sectors are affected by energy.”

North American crude oil prices are being discounted 
against world pricing (known as Brent pricing), putting us 
at a disadvantage, Mui says. “Our oil prices are lower than 
[those] outside of the continent due to the lack of pipeline 
capacity to the Gulf coast refineries. The upside is that 
Canada has a lot of resources and a stable economy with a 
good level of regulation. This, coupled with new technology, 
should encourage production.”

For industry CMAs, Mui adds, there’s also the issue of 
reporting. “CMAs need to look at trends and reconcile IFRS 
to the Canadian GAAP to determine whether there’s a real 
change in a company’s operating results, or just a change in 
reporting principles.”  
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THE BIG INTERCONNECTION
De Groot says the biggest issues facing the transportation 
sector are the same as those affecting other key industries: 
the world economic market downturn, government  
spending restraint and budget cuts, and increased focus  
on border security. Of particular concern to Canadian 
companies is growing U.S. protectionism and the Buy 
America policy. 

The U.S.-Canadian supply chain is “so integrated, it’s  
like an omelette that you can’t unscramble to separate the 
green pepper.” There are countless examples, de Groot  
says, of products that move back and forth across the U.S.-
Canada border. “Pigs that are raised here are shipped to the 
U.S. for processing and then back here for sale. There’s an 
intricate set of trade laws that govern such transport, and  
we have to deal with all of them in addition to issues of safety 
and security.”

In such integrated settings, it takes a good deal of cross-
border diplomacy to keep things moving smoothly.

Overall, GDP in the Canadian transportation and ware-
housing sector increased from approximately $50 billion in 
2002 to almost $60 billion in 2011, according to Statistics 
Canada. Between 2010 and 2011 alone, the total value-added 
in the sector increased by 3.8 per cent. Analysts indicate this 
rate of growth slowed in 2012; however, transportation is still 
predicted to be robust in the foreseeable future. 

One such future development in which CentrePort is 
involved is the “over-the-pole route.” In this plan, the Port of 
Churchill, Man., becomes a trade-and-transport route linked 
to Asia, Europe, Russia and Nunavut.

But this route won’t come about easily or quickly, says de 
Groot. “It will need significant coordination and sustained 
development, as well as more government investment in 
times of uncertainty and restraint.”

As with other northern development proposals, environ-
mental concerns and aboriginal interests will undoubtedly 
play a major role.

SUPPLY AND DEMAND: MANUFACTURING
Manufacturing has experienced neither the energy sector’s 
ups and downs nor transportation’s burst of growth. While 
Canadian manufacturing has been steadily declining in 

OPEN DOORS
Future opportunities lie in opening up new markets. “With 
the U.S. closing its door to Canadian oil and gas exports (due 
to a surge of shale gas extraction there), we have to develop 
markets such as China,” says Darrell Nimchuk, CMA, former 
CFO of a Calgary energy investment company.

However, he adds that China has huge shale deposits for 
future extraction, and political decisions still affect pipeline 
approvals. “Eventually, the boom of the U.S. shale gas depos-
its will subside, and then the price for imports will increase.”

Nimchuk is confident about Canada’s oil and gas because 
for the foreseeable future, “there’s really no scalable alterna-
tive energy source.” CMAs will need to ensure companies 
hold sufficient cash reserves to acquire new assets and to 
weather economic downturns.

“There will be opportunities in the shorter term to acquire 
assets — even blue chip companies — at large discounted 
prices,” says Nimchuk. But he cautions against focusing on 
quick profits. 

“Companies need to be more long-term focused because 
these tough economic times will eventually pass,” he says. 
“Capital programs with shorter returns on investments or 
quicker payback will generate cash that can be used to buy 
assets that are undervalued or [to help] ride out unforeseen 
challenges from such things as low commodity prices.”

ON THE MOVE: TRANSPORTATION
Increased global movement of goods is exerting pressure  
on existing transportation networks, bringing with it 
opportun ities for growth and innovation. One such example 
that has garnered significant government investment is 
CentrePort Canada in Winnipeg, Man. Billed as an “inland 
port,” it connects business to rail, truck and air transport.

Transportation is a new sector for CentrePort CFO Kelly 
de Groot, CMA, who until recently worked in non-profit and 
government roles. But this background stands her in good 
stead, as her current role relies heavily on knowledge of 
government legislation and multipartner collaboration. 

“I have to be accountable and meet public reporting and 
transparency requirements set out in provincial legisla-
tion [i.e., the CentrePort Canada Act] in addition to meeting 
accounting standards,” she explains.

As for investment, all levels of government are involved 
in funding CentrePort and investing in infrastructure to 
support transportation growth. A good deal of consultation 
and collaboration is required among municipal, provincial 
and federal governments as well as CentrePort clients. 

A foundry melts and moulds metal. Despite a steady decline in 
recent years, Canadian manufacturers hired more workers in the 
first half of 2012.

No. 1 Accounting & Tax Franchise
The Small Business Specialists since 1966

Join Padgett’s 400 offices

DO YOU WANT TO BRANCH OUT ON YOUR OWN?
Padgett offers a fresh yet proven alternative to the challenges of going it alone

As a Padgett franchise owner, you will have access to time-tested systems
and marketing techniques as soon as you open your doors for business.

You can count on superior one-on-one training, ongoing courses and seminars,
a dedicated franchise support team and state-of-the-art systems.

We're helping to grow success stories, one entrepreneur at a time.
For more info call 1-888-723-4388 ext. 222, or visit www.padgettfranchises.ca
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recent years, there’s still optimism.  
In fact, in the first half of 2012, 
manufacturing was responsible for 
more than half of the increase in new 
jobs in Canada.

A CIBC analysis of job creation in the 
first half of 2012 found that manufac-
turing added approximately 88,000 of 
the total 155,000 new jobs. The report 
also indicated that the new jobs 
appeared not in traditional manufac-
turing industries such as textiles, but in 
more high-tech, heavy machinery 
manufacturing. And with the slowdown 
in construction and exports, the 
upswing wasn’t expected to continue.

Growth has been steady for A.P. 
Plasman, a private company specializ-
ing in painted plastic parts for the auto 
industry in Windsor, Ont. CFO Kim 
Amonite, CMA, attributes this growth 
to tight scrutiny of both the competi-
tion and the heavily hit auto industry.

Last year alone, both Nissan and 
Toyota announced that they were 
considering a move to U.S. production, 
and GM planned to reopen its Tennessee 
plant. With its “close proximity to 
customers is key” motto, Plasman 
opened a production plant in Alabama. 
“We made a strategic decision to expand 
in this way while retaining our main 
operations in Windsor,” Amonite says.

Plasman’s strategic plan follows 
its customers. “We did study global 
expansion and while that may be in our 
future, we found that there’s still room 
for substantial growth for us in the 
U.S.,” Amonite says.

 
TWO SIDES OF LIQUIDITY
Amonite agrees with Nimchuk that 
it’s important for companies to have 
sufficient cash to weather downturns 
and take advantage of opportunities. 
“A big part of my job is ensuring there’s 
sufficient liquidity to grow and (to deal 
with) turns in the market,” explains 
Amonite. “In my book, cash is king.”

However, in the latter part of the 
year, both federal Finance Minister Jim 
Flaherty and Bank of Canada Governor 
Mark Carney warned that corporate 
Canada is sitting on excessive cash 
reserves estimated at more than $500 
billion and that this reserve is stalling 
economic growth.

Perhaps we’ll take a peek at these 
sectors a year from now to see how 
they’ve fared. 

Diana McLaren is a freelance writer 
based in Toronto.

BY THE NUMBERS
One of the most significant measures of Canada’s 
economic health is employment which directly affects the 
lives of Canadians and signals trends in individual sectors.

EMPLOYMENT (in 1,000s)

20072012 2011

 187.5

 649.5

 1,792.5 

2,629.5

 225.6

 658.3

 1,752.5 

2,636.4

 191.8

629.4

 1,095.4 

1,916.6

ENERGY

TRANSPORTATION

TOTAL

MANUFACTURING

SOURCES: Conference Board of Canada and Statistics Canada.  
All statistics reflect the first quarter.
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CMAs Make Great Board Members!

As one of the sponsors of The Directors College, 

the Certified Management Accountants support 

this university accredited corporate director  

development program that leads to the  

professional designation Chartered Director. 

The biggest asset of this program is its intensity  
and comprehensive nature, with experienced  
faculty members delivering broad and deep  
insights in interactive sessions. 

What sets this program apart from other  
corporate director development programs?

 ◆ Flexibility—You select the schedule, setting 
your own timetable.

 ◆ Off-site location—A residential learning 
experience away from the office encourages 
enhanced learning and gives you more time 
to work, study, and network. 

Special Offer for CMA Professionals 
Save 10 per cent on the registration fee  
for Directors College programs.

The time for good governance is now. The place is The Directors College. 

For more information or to enrol, go to www.thedirectorscollege.com or call 1-866-372-1778.
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 Counting  
what counts

A mock bombing 
mission offers 
insights into  
organizational 
performance
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“It’s a good example of being very clear 
on operational data needs, collecting and 
using data to deliver on a strategy, and 
learning and improving in the future,” 
says Marr, who helps companies, 
associations, schools and governments 
worldwide use data more effectively. 

GET THE RIGHT DATA
Marr recently presented his five steps 
on evidence-based management (EBM) 
in a CMA Canada webinar panel 
entitled “From Data to Decisions,” 
which summarized how to more 
effectively collect, organize, present 
and otherwise use organizational 
information. The webinar is available 
at www.ManagementAccounting.org. 

In his almost 20 years in organization 
management, Marr has observed that 
less than 10 per cent of the information 
that companies gather supports 
meaningful decision making. 

“We collect everything that walks and 
moves, and nothing that matters,” says 
Marr, author of seven books on enterprise 
performance management, including The 
Intelligent Company and his latest, Key 
Performance Indicators: The 75 Measures 
Every Manager Needs to Know. Marr is 
also author of CMA Canada’s Research 
Foundation’s new package, From Data 
to Decisions. It includes a concept 
overview, a Management Accounting 
Guideline, case studies and a webinar.

Marr compares the data-usage 
approaches of most organizations 
today to the crude tactics of California 

When it comes to using data to make 
better decisions, organizations can learn 
a lot from Great Britain’s Royal Air Force.

That’s what organization perform-
ance specialist Bernard Marr discovered 
in June of last year, when he found 
himself in the cockpit of a BAE Hawk 
aircraft, participating in a mock training 
mission to bomb a mountain bridge. It 
was a long-sought thrill for the founder 
and CEO of U.K.-based Advanced 
Performance Institute, who also ended 
up gaining important insights into 
optimizing organizational information.

Before boarding the plane, Marr and 
his trained pilot developed a detailed 
flight plan, which they each inserted 
into a clear plastic pocket on their flight 
suit pants.

Taking off from an air base in Wales, 
the pilot and Marr relied on an intelligent 
dashboard featuring many key indicators 
reflecting the jet’s position relative to 
where it should be. Also helping them 
navigate were mission control staff, 
who radioed information on anything 
pertinent in the local air space. After the 
“mission” concluded, a debriefing was 
held to review successes and failures, 
and to determine ways to improve.

What Marr took away from that 
experience — aside from fatigue, nausea 
and wobbly knees — was the realization 
that the air force’s rigorous and well- 
organized approach to planning, executing 
and reviewing training and combat flights 
provides many useful lessons for organiz- 
ations that want to better harness data.

Collect the right numbers  
to make the right moves

By Sharon Aschaiek
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Using data to drive your business
Evidence-based management expert Bernard Marr suggests this systematic approach  
for optimally using information to make intelligent business decisions.

gold rush prospectors, who sifted 
through tons of silt and dirt to find a few 
precious shiny nuggets. 

His view is echoed by Jean Kimpton, 
CMA, who was on the panel with Marr. 
“We can collect lots of information, but 
we don’t necessarily always know why 
we’re collecting it. If we could narrow it 
down and connect it to our strategy, 
we’d probably be much further ahead.”  

Kimpton is the controller of the 
Prince Edward Island government’s 
Department of Innovation and Advanced 
Learning, and a recent graduate of the 
University of P.E.I.’s MBA program, 
which emphasizes an EBM approach. 
She’s using the insights learned in her 
program to help her department use 
data more strategically, and is currently 
trying to create a dashboard of metrics 
to measure and evaluate decisions.

According to Marr, the first — and 
most important — step to collecting the 
right data is understanding your 
organization’s strengths, abilities and 
objectives. He references Google’s 
approach of developing 30 strategic 
questions to spark focused discussions 
about its business activities and 
innovation goals. An organization 
should then develop a strategy map, 
says Marr — a concise, one-page 
document articulating why a company 
exists, its value proposition, the core 
processes or activities at which it must 
excel, and the human, relationship, 
information and institutional resources 
that will help drive its success.

Once an organization knows its strategy, 
it can take the next step of collecting the 
right data to meet information needs. 

When conducting surveys, Marr 
suggests, companies should stop asking 
customers what they do and don’t like, 
and focus instead on discovering their 
net promoter score, which indicates 
how likely customers are to refer the 
company to others. 

“If customers tell you they’re happy, 
you have no way of knowing if they’ll be 
loyal. If they say they’ll recommend you 
to a friend, then you know you’ve 
exceeded their expectations,” says Marr.

WHAT COUNTS
Figuring out which information is most 
important is trickier than ever, because 
of the emergence of “big data”: the abun- 
dance of information generated by social 
media posts, Internet search logs, even 
computer chips in smartphones. So it’s 
important for companies to use tools such 
as Social Mention or Google Analytics 
to parse out the most meaningful gems.

 One piece of information never 
influences a business decision, Kimpton 
says. You look at “the local context,  
your stakeholders, your experiences, 
your judgments and then … the evidence 
as well.”

To analyze resulting insights, Marr 
suggests organizations bring on board 
corporate intelligence staff to bridge the 
gap between the people who collect the 
data and the people who present it to 
senior leaders. 

When presenting insights to 
managers, Marr advises following the 
approach of newspapers. Use bold 
headlines, concise and relevant facts, 
and clear and meaningful graphs and 
other visuals; relegate supplementary 
data to the back pages of reports. 

“Storytelling is the way we’ve shared 
knowledge since the beginning of time. 
A good written narrative and picture 
gets people talking about the important 
story,” he says.

Information collected and used to 
drive an organization’s EBM strategy 
should be regularly re-examined for its 
relevance, Marr says, citing Yahoo’s and 
eBay’s approach of directing web surfers 
to multiple versions of its home page to 
test the efficacy of each one. 

“We need to review past performance 
to improve the future and change the 
focus to learning,” Marr says. “All of this 
will help you to embrace a culture of 
evidence-based management.”  

Sharon Aschaiek is a Toronto-based 
freelance writer. See www.cocoamedia.ca.

MORE ON DATA AND DECISIONS
Go to www.ManagementAccounting.
org for the full From Data to Decisions 
package, which includes
• a webinar
• case studies
• a concept overview
• a Management  
 Accounting Guideline

1.  DEFINING 
OBJECTIVES  
AND  
INFORMATION 
NEEDS

•    What are our 
strategic aims?

•    Based on those 
aims, what do we 
need to know?

•    Can we clearly 
articulate our 
information needs?

•    Who needs to  
know what,  
when and why?

3.  ANALYZING  
DATA

•    How can we turn 
the data into 
relevant insights?

•    How can we put 
the data into 
context and extract 
information?

4.  PRESENTING 
INFORMATION

•   How can we best 
present and 
communicate 
the insights and 
information to 
inform decision 
makers?

5.  MAKING  
EVIDENCE-
BASED  
DECISIONS

•    How do we ensure 
that the available 
evidence is used 
to make the best 
decisions?

•    How do we create  
a knowledge-to-
action culture?

•   How do we avoid 
the knowing-doing 
gap?

2.  COLLECTING 
DATA

•    Do we have or  
can we collect 
meaningful and 
relevant data  
to meet our 
information  
needs?

  IT INFRASTRUCTURE AND BUSINESS  
INTELLIGENCE APPLICATIONS AS ENABLERS

•   How do we best leverage our information technology infrastructure  
and our business intelligence applications to support evidence-based  
decision making?
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The result, however, has fallen well 
short of expectation. After all the effort, 
Wong discovered that accounting 
bodies in many other countries simply 
allowed large commercial farms to opt 
out of IFRS because of the difficulties 
associated with appraising biological 
assets. At home, there are no other firms 
like One Earth, so investors have virtu-
ally no basis of comparison. 

“I was disappointed because we went 
to great effort to do things properly, only 
to find out that the rest of the world didn’t 
do this,” Wong says. He’s still hoping the 
firm’s IFRS-compliant figures will lure 
in foreign capital. “But we’ll see …” 

Y2K ALL OVER AGAIN
Such tales of IFRS anti-climax are by 
no means unusual, and represent a 
curious postscript to a transition that 
was seen by some accounting pro-
fessionals as the financial reporting 
equivalent to the frantic preparations 
for the Y2K bug. 

Over the past several years, many 
companies hired external consultants, 
invested in new accounting software 
and set up internal teams as they pushed 
ahead with a complex re-engineering of 
their financial reporting practices. 

For many practitioners, however, 
the outcome remains ambiguous. “The 
question becomes, have we achieved 
the benefit?” wonders John Hughes, 
director of accounting standards at 
MSCM LLP, a Toronto accounting and 
advisory practice. “I think we avoided 

One Earth Farms, based in Saskatoon, is 
something of an anomaly. With 100,000 
acres under cultivation and thousands 
of cattle, the three-year-old company is 
the largest corporate farming opera-
tion in Canada. It’s also part of a large 
publicly traded conglomerate, Sprott 
Resource Corp., which has invested 
almost $60 million in the company and 
now has a 58 per cent stake.

Which is to say that the company’s 
senior management team was accus-
tomed to taking a new approach to 
business. Indeed, as senior vice-presi-
dent and CFO Derrek Wong, FCMA, 
points out, the company began gearing 
up from the get-go to report its results 

according to the new International 
Financial Reporting Standards (IFRS), 
which for many companies have 
replaced the old Canadian GAAP. 

“We went through the IFRS guide-
lines almost mechanically, like a 
cookbook,” Wong observes, adding that 
One Earth’s goal was to ensure they’d 
covered all the accounting bases. 
Wong’s group had to restructure One 
Earth’s financial reporting templates 
and hired extra accounting staff to 
make the necessary changes.

THE BIG SHIFT 
IFRS is based on fair valuation and 
has focused on shifting the emphasis 
from income statements to the balance 
sheet. With a large commercial farm, 
Wong discovered, the guidelines meant 
the company had to obtain current 
market value appraisals for its “biolog-
ical assets” for each reporting period. 

That meant obtaining going rates for 
heads of cattle at auction, and futures 
prices for grain, based on a calculation 
of the quality and yield of One Earth’s 
vast crop holdings. “We have to mark to 
market every quarter,” says Wong.

For all the additional work, Wong 
believed what many other Canadian 
corporate finance executives had heard 
about IFRS — that by reporting accord-
ing to an internationally uniform 
standard, the company’s results would 
be comprehensible to global investors, 
not just those who are familiar with 
Canadian and U.S. GAAP. 

CHECKING INTO 
THE SUCCESS OF 
IMPLEMENTATION 
Putting new 
standards in place 
has been “a ton of 
work” and the 
benefits are still 
up for debate
By John Lorinc

IFRS: 
Did it work?
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the downside. But are we really collect-
ively better off?” 

Corporate Canada came relatively 
late to IFRS implementation, compared 
to Europe, the United Kingdom and 
Australia, all of which adopted the new 
rules in 2005. 

Canadian securities regulators began 
pushing issuers to embark on IFRS 
transition projects in 2008, starting 
with revised management discussion 
and analysis reports. Some set up 
internal systems and began educating 
audit committees, investment analysts 
and other stakeholders on the shift. But 
for many firms, the process was delayed 
by the fallout from the September 2008 
financial crisis and the ensuing recession. 

Regulators and accounting bodies 
decided that in fiscal 2010, publicly 
traded companies should disclose 
two sets of financial reports, one using 
Canadian GAAP and the other using 
IFRS, with the goal of moving to full 
IFRS disclosure in 2011. 

Despite early delays, reporters have 
largely completed the changeover. 
Hughes points out that the Ontario 
Securities Commission (OSC) website 
has a list of firms that have been asked 
to refile financial statements for various 
reasons, but no companies at the 
moment have had problems with the 
new IFRS reporting rules. “There were 
no tales of delayed reporting or horror 
stories about drastic variations between 
GAAP and IFRS results,” he says. 

For smaller firms, Hughes (a former 

OSC official) points out that the transi-
tion “wasn’t a big challenge,” and only 
involved a few changes to their account-
ing practices.

BIG ISSUES 
Some larger firms, however, did face 
significant interpretive and valuation 
issues, especially those in businesses 
that require significant capital assets, 
namely property, plant and equipment. 

“You have to figure out how to get 
from the old rule book to the new rule 
book,” comments Dan Lefaivre, an 
FCMA who is senior vice-president and 
CFO of Stantec Corp. in Edmonton. 

Konstantin Gregovic, a CMA who 
works as a business manager for 
Superior Propane and also runs a 
small professional services firm called 
Byzantine Consulting, notes that com-
panies in the airline sector, for example, 
had to deal with the “compartmental-
izing property” process. They had to 
break down large capital assets, such as 
planes, into their component parts and 
obtain current market valuations for 
each for the purposes of balance sheet 
reporting. “A lot of companies took 
writedowns on fixed assets,” he says. 

The calculations in other cases 
proved to be quite challenging, such as 
assessing the valuation and balance 
sheet impact of stock options, embedded 
derivatives, or capital leases for oil and 
gas companies. In the case of flow-
through shares, popular in Canada’s 
natural resource exploration sector but 

otherwise unique to this country, firms 
had to scramble to figure out some kind 
of equivalency. 

Hughes cites another example that 
proved to be temporarily contentious in 
the real estate world: the IFRS treat-
ment of income trust units issued by 
real estate investment trusts (REITs). 
Were these to be considered equity or 
liabilities? In the case of the latter, there 
was an implicit obligation to pay cash.  
If IFRS standards required REITs to be 
recognized as liabilities, “it would have 
produced huge problems on the balance 
sheets.” To get around that potential 
problem, REIT boards had to go to their 
unitholders and obtain permission to 
alter the trust declarations so their 
holdings could be recognized as equity. 

“In terms of the end result, it wasn’t 
a huge deal,” Hughes says. “At the time, 
it struck people as [causing] a lot of 
turbulence for no good reason.”

MORE SEE-THROUGH
Daphne Rixon, an FCMA and an 
associate professor of accounting at 
St. Mary’s University in Halifax, also 
observes that the shift to IFRS brought 
with it significantly more transparency 
and disclosure than what was required 
previously under Canadian GAAP. 

She’s tracked how Canadian credit 
unions that made the shift have been 
reporting changes in market value of 
employee benefits plans. Under IFRS, 
issuers have an option to retroactively 
restate the values to reflect cumulative 

Did it

work ?

?
?

?

?

?

?
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losses, but they can choose other report-
ing options as well. She discovered that 
some credit unions did take this step, 
while others did not. “The annual report 
certainly provides a lot of detail in how 
they’re measuring and what choices 
they’ve decided to go with,” she says, 
adding, “You really have to read the notes.”

But while the calculation process 
has shifted, Rixon notes that with large 
firms such as Vancity — one of Canada’s 
largest and best-known credit unions — 
the results have not. In fiscal 2011, she 
says, Vancity reported a current ratio of 
1.050 under Canadian GAAP, restated 
as 1.049 under IFRS. “It’s negligible 
when you look at the impact.” 

Not all companies sailed through as 
smoothly. Gregovic says the markets 
reacted negatively to the introduction of 
impairment changes required under IFRS. 

 
THE BOTTOM LINE
So after all that, accounting professionals 
are still trying to get a fix on the bottom 
line of the IFRS conversion. According 
to Gregovic, the downside was that it 
proved to be an expensive undertaking 
for many firms. On the other side of the 
ledger: “If you’re an international 
company, you can match your state-
ments to international companies’ 
[statements]” around the world.

Yet Hughes points out that this 
promised high-level benefit may be 
diluted by other factors, such as the 
accounting and regulatory culture in 
a given country, as well as imponder-
ables, such as the sorts of metrics that 
analysts and investors like to focus on. 

Indeed, he notes that IFRS hasn’t 
stopped companies from emphasiz-
ing certain controversial performance 
measures, such as cash flow or earnings 
before interest, taxes, depreciation and 
amortization (EBITDA). “As long as 
things keep churning along, people are 
happy to look at adjusted earnings.” 

Was the change worth the effort? 
Gregovic says time will tell whether the 
standardization of the reporting leads 
to improved access to international 
investors. Others are just glad it’s over. 
“A lot of companies came up with the 
same conclusion,” Lefaivre says. “There 
was a ton of work to do and quite a 
robust process. But the market kind of 
shrugged it off.”   

John Lorinc is a Toronto journalist 
who writes regularly about business and 
politics. He tweets @johnlorinc. 
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OF ALL THE COSTS THAT COMPANIES 
have to manage, the costs of internal 
IT operations are among the most 
elusive. Because of the many variables 
involved, many companies simply 
write off IT as necessary overhead 
that’s too complex to track.

Not having the resources to get a 
precise read on IT costs does not mean 
the issue should be ignored, however. 
By focusing on the largest cost areas and 
employing a few shortcuts, managers 
can assess an investment in a new 
technology, weigh the financial 
advantages of a cloud option or avoid 
surprises at year end.

Here are the key cost areas to watch and 
some practical ways to account for them.

1. IT labour
Projects ranging from a non-standard 
data query to the implementation of 
the latest business intelligence appli-
cation may require hours, days and 
even months of IT time. Accounting 
for this time alone will get organiza-
tions much closer to understanding IT 
costs.

Establish a standard rate based on 
the average cost of an IT employee, 
suggests Andy Woyzbun, lead research 
analyst for Info-Tech Research Group 
of London, Ont. “You don’t want to 
overcomplicate this,” says Woyzbun. 
“With a standard rate, you can get a 
pretty good picture of what it’s actually 
costing you without having to do overly 
detailed cost accounting.”

Accounting for internal IT
Take a look at overlooked costs 

Estimating costs 
is better than 
ignoring them 
By Jacob Stoller

When coming up with a number,  
be sure to factor in staff turnover, 
absenteeism and training, suggests  
Rob Bracey, president of IT service 
provider Quartet Service Inc. in 
Toronto. These costs can be substan-
tially higher in IT than in other areas.

2. Data entry
The people who support IT systems are 
not exclusively in IT. ERP (enterprise 
resource planning) and other business 
support systems may require significant, 
regular data entry to keep current. 

“You have to put the data in,  
it has to be accurate, and people  
have to be able to rely on it,” says 
Sheldon Needle, president of CTS, 
a firm based in Rockville, Md., that 
advises companies on software selec-
tion. “That’s not something you can 
take for granted.”

As with IT labour, Woyzbun suggests 
using an hourly rate to approximate 
what this activity is costing the  
organization. It makes sense to use a 
conservative figure that nobody can 
quibble with. Some companies use  
$20 an hour. Even at that rate, the costs 
can add up. If 100 hours a month is 
required to keep an ERP system up to 
date, the $24,000-per-year total might 
raise some eyebrows. “The big sin is to 
omit it,” says Woyzbun.

3. Training
If employees aren’t properly trained, 
even a routine software upgrade such 
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IT people, and people who could be con-
sidered power users — administrators, 
coordinators, analysts — may require 
five days or more. 

Delegating end-user training to the 
IT department is a common mistake.  
IT people are not necessarily good 
teachers, and they often can’t spare  
the time to train. [For more on IT 
training, see “Taking on the IT Training 
Deficit” in the July/August 2011 issue  
of CMA magazine.]

4. Change management
When an organization acquires 
significant information management 
capabilities that affect daily opera-
tions, big changes can occur in a 
workplace. Months can also pass 
before the workforce becomes com-
fortable with a new system.

The costs can be especially high when 
the affected workforce deals directly 
with customers. “I call this the cost of 
disruption,” says Woyzbun. “You really 
need to have sufficient planning, testing 
and training to get people not just to a 
rudimentary level of user capability, 
but to a point where they are reasonably 
proficient.” Once again, labour costs  
should be approximated.

5. Infrastructure
Hardware and software quickly become 
obsolete, and because many organiza-
tions see annual data storage increases 
of 30 per cent or more, capacity is an 
ongoing concern. Changes in an IT 

as installing a new version of Microsoft 
Outlook can wreak havoc on an organ-
ization’s workforce. 

“People struggle to do things that 
they used to be able to do before,” says 
Adam Davis, president of IT service 
provider Next Dimension Inc. in 
southwestern Ontario. Davis notes that 
a significant proportion of help-desk 
calls — 25 per cent or more — occur 
because the end-user didn’t understand 
how to use the application.

The true costs of neglected training 
are not directly visible. Instead, they 
show up in the poor use of software 
features, buddy systems in which 
employees interrupt one another to get 
assistance and countless hours spent 
deciphering user manuals. 

“It costs the organizations thousands 
and thousands of dollars in lost produc- 
tivity,” says Davis. “Most organizations 
don’t see that, and don’t track it.”

Real training costs, which include 
the training itself and employee time 
spent in classrooms, are substantial. 
Two weeks per year is not unusual for 

system can also cause existing infra-
structure to reach capacity and set off a 
spiral of upgrades. For example, a new 
software system might require more 
storage capacity which could trigger 
upgrades to operating systems, servers 
and network hardware.

The best way to stay on top of infra- 
structure costs is to create standard 
rates for machine capacity and storage, 
and track usage in dollars. This strategy 
prevents surprises. It also ensures that 
the cost of upgrading isn’t unfairly allo- 
cated to one department or project when 
an existing system reaches capacity or 
is incompatible with a new application. 
“No project is free in terms of machine 
capacity and storage,” says Woyzbun.

Add it up
A rough system for estimating and 
tracking the costs of IT is far better 
than no system at all. By establishing 
standard rates and applying them 
continuously, organizations can bring 
much-needed transparency to IT 
funding.

In addition to allowing organizations 
to manage their recurring IT expendi-
tures more effectively, this strategy also 
gives decision makers the cost bench-
marks that they need to create business 
cases for new technology or outsourcing 
options such as cloud computing. 

Jacob Stoller is a Toronto-based 
writer and researcher. See www.
jacobstoller.com.

Many companies  
simply write off  
IT as necessary  
overhead that’s too  
complex to track.
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SPOTLIGHT

MARK MANDZIK HAS A SURPRISINGLY RICH 
and varied career for a guy who’s been at one 
company, Manitoba Hydro, for over 20 years. 

He started with management accounting, then 
took on pioneering roles that combined finance and 
IT. “I worked with engineers and programmers on 
modelling and forecasting programs,” says Mandzik. 
After a stint in corporate relations, he became a 
project manager. Now, he works with utilities in 
developing countries — everywhere from Mongolia 
to Liberia — and travels about a third of the year.

The holistic approach of CMA training, which 
Mandzik completed in 1995 after finishing his 
commerce degree, helped prepare him for each 
challenge. “You study everything from business 
planning to human resource management. That 
and the exposure you get to a variety of people and 
organizations help you adapt to different, some-
times rapidly changing, scenarios.”

About a year ago, Mandzik took on an additional 
role: director of sales for Pantheia, a jewellery 
company that supports impoverished Balinese 
communities by teaching girls marketable skills. 

Pantheia’s founder, a friend of Mandzik’s,  
asked him to help with international operations. 
“Bali is a special place with a lot of talented 
people,” Mandzik says. “My vision is to build a 
sustainable company with fair employment 
practices that give people opportunities to 
improve their quality of life.”

Mandzik feels lucky to have such a diverse 
career, and credits CMA Manitoba with helping 
him thrive in an environment of constant change. 
“It’s helped me parlay my knowledge into scenarios 
I never thought I’d be in, and given me the confi-
dence to throw myself into new directions.”   

Jaclyn Law is a Toronto-based freelance writer.

Mark Mandzik, CMA, 
gives back to the  
global village 
By Jaclyn Law

World view
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Employer: Manitoba Hydro 
International, Ltd.
Role: Senior Project Manager
Most valuable piece of 
advice: “Don’t be afraid to 
throw yourself into new 
situations. It’s good to be  
a little scared; don’t let that 
stop you.” 
Websites: www.mhi.ca,  
www.pantheia.com
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One will be simpler. One will be stronger. One will be in command. One will be more 

efficient, more consistent, more influential. In an increasingly competitive global 

environment, one will be more sustainable. One will be equal to more than the sum 

of its parts. We’re better as one.

CHARTERED PROFESSIONAL ACCOUNTANT cpaone.ca
Learn more at
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Trust Ryan to Improve 
Your Total Tax Performance

© 2012 Ryan, LLC. All rights reserved.

Canada’s Most Comprehensive Suite of Integrated Tax Services 

Ryan is a leading global tax services firm, with the largest indirect tax practice in Canada and 

the United States. We provide the most comprehensive suite of integrated Canadian tax 

services available in the industry, including:

These integrated tax services improve your overall tax performance and create greater 

opportunities to measure and improve your efficiency, develop a more strategic approach to 

tax, and deliver outstanding value to your shareholders. Join the more than 6,500 clients that 

have relied on Ryan for support on a variety of Canadian tax matters for more than 35 years. 

Please visit us at www.ryanco.ca or call 800.667.1600 to learn more about how our 

services can benefit your business.

Follow us on Twitter at 
twitter.com/ryantax 
for breaking tax 
developments.

Rob Alidina,  
CFO

“In addition to delivering 
significant tax savings, 
Ryan has dramatically 
improved our overall tax 
performance through the 
transfer of knowledge 
and best practices for a 
more strategic approach 
to tax.”
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