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editor’s note

W hile thinking about electric vehicles and  
renewable energy, I stumbled upon an article 
by Don MacKinnon, president of Ontario’ s 

Power Workers’ Union. And while his statements focus, 
naturally, on Ontario, this outlook connects EVs and 
renewables—as well as energy security and the envi-
ronment—rather nicely, and can apply pretty much 
anywhere in Canada.

The 2012 Canadian International Auto Show includes 
a new Eco-Drive Showcase, featuring an array of the 
latest clean fuel-effi cient vehicles and technologies.  
Toronto is a fi tting host for this exhibit, since few juris-
dictions in the world are as well positioned as Ontario 
to benefi t from the marriage of clean electricity and  
zero-emission vehicles.

Over 70% of Ontario’s electricity comes from hydro-
electric and nuclear generation, giving our province  
one of the lowest-carbon electricity footprints in the  
world. For 50 years, CANDU reactors have reduced  
Canada’s greenhouse gas (GHG) emissions. The reduc-
tions since 1972 amount to over 2.4 billion tonnes;  
that’s 90 million tonnes per year, the equivalent to the 
emissions from 18 million cars.

Addressing economic, environmental and social 
challenges related to climate change requires increased 
electrifi cation of our economy . A 2008 study from 
the National Roundtable on the Environment and 
the Economy found that a substantial increase in the 
use of electrical power would be required for Canada 
to meet its 2020 and 2050 GHG targets. Specifi cally, 
the market share of passenger plug-in hybrid vehicles 
would rise to 13% by 2020 and 83% by 2040. Base-load 
nuclear reactors are well suited to meet this increased 
demand and the safe, reliable, 24/7 power provided  
by CANDU reactors aligns well with the overnight, 
off-peak charging of electric vehicles.

Ontario’s vast forestry and agricultural biomass 
resources represent another untapped opportunity to 
reduce our GHG emissions and enhance the prov-
ince’s low-carbon footprint. Unlike intermittent wind 
and solar farms, the conversion of Ontario’s existing 
coal generating stations to use carbon-neutral bio-
mass would: provide energy on demand; utilize  
existing high-value transmission lines; and signifi -
cantly reduce the need for backup from carbon-emitting 
natural gas generation.

By moving to electric vehicles powered by low-car-
bon nuclear-/biomass-generated electricity, Ontario 
could signifi cantly reduce GHG emissions from its 
largest source—transportation.

Ontario already has the auto manufacturing base  
to build the next generation of electric ally powered 
vehicles. With smart, strategic decisions and improved 
cooperation between the government, academia, 
labour, EV associations and the auto, electricity , for-
estry and agricultural sectors, Ontario can create an  
integrated growth plan and generate signifi cant eco-
nomic benefi ts.

Ontario is a major benefi ciary of Canada’s $6.7-bil-
lion/year nuclear industry, hosting most of the 160 
supply chain companies and a large portion of the 
70,000 associated direct and indirect high-value jobs. 
Independent analyses show that refurbishing Ontar -
io’s nuclear fl eet and building new CANDU reactors  
at the Darlington Nuclear Station will create tens of 
thousands of person-years of new employment and  
billions in economic spin-offs, including R&D at our 
universities and colleges.

Investments to create a bio-energy based indus-
try—biomass supply chain infrastructure, bio-based  
fuels and other high value materials—can generate  
thousands of additional jobs and economic spin-of fs 
in Ontario’s agricultural, forestry and transportation  
sectors. Converting the Nanticoke and Lambton coal 
generating stations to use these biofuels is a good 
starting point. It would boost Ontario’ s energy secu-
rity by helping reduce this province’s dependence on 
environmentally questionable U.S. shale gas.

Ontario is home to fi ve of the top automakers in  
the world, one of which has already committed to 
making an electric vehicle here. This industry supports 
over 400,000 direct and indirect jobs, 350 parts man-
ufacturers and research at over 30 publicly funded 
research facilities.

Reinvesting in Ontario’s electricity assets and exist-
ing industries is the best way to keep electricity prices 
affordable and reduce GHG, while keeping economic 
benefi ts here and creating more sustainable jobs and 
innovative technologies. Ontario’s next dimension 
should start here. 

Electric vehicles powered 
by clean electricity

Addressing economic, 

environmental and social 

challenges related to 

climate change requires 

increased electrifi cation 

of our economy.
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market mix

W hen the Canadian electrical 
industry met in Quebec last 
year, the discussion revolved  

around the future of the industry. We 
agreed there was a desire for the dis-
tribution channel and manufacturers  
to work closer and better align their 
efforts to serve the ever -demanding, 
more immediate and timely informa-
tion needs of the end user and specifi er.

I recently met with the president of a large electrical 
equipment manufacturer. We were discussing how to 
grow sales through their electrical channel and how 
to better support the latter with product information. 
We knew too well their distributor’s struggles with 
receiving and maintaining supplier data in all of its 
various sales systems.

Drilling down into both organizations we found 
numerous touch-points, from marketing to fi nance. 
Sadly, none of them were coordinated, and much of  
the data was out of sync. No one realized that the 
format and structure of the data the manufacturer  
supplied didn’t match the requirements of their dis-
tributor’s systems and needed to be manually adjusted. 
As a result, only 20% of the manufacturer’s products 
were actually loaded.

This scenario happens every day with manufactur-
ers and distributors in the electrical market.

Conversations with manufacturers and distribu-
tors illustrate some major obstacles to creating and 
sharing critical product data. Both are hard-pressed 
to locate and centralize their data, much less keep  
it up-to-date and digitized.

For manufacturers in particular, this situation not 
only delays market representation and sales growth,  
it reduces effi ciencies. For example:
• Manufacturers who sell most of their products through distributors 

are losing an untold number of sales opportunities because their 
partners don’t have all of their product data.

• Manufacturers are unknowingly creating extra work for themselves 
in the form of “customer service requests” because the end  
customers and distributors need additional product information.

• Providing product information in a format that distributors can use 
is a big challenge. While a manufacturer might provide the data 
electronically, it needs to be in a format that can be seamlessly 
integrated into distributors’ sales systems.

• Each distributor has its own unique data and structure requirements. 
It is a huge effort to manually adjust the data sets to fi t. Most 
distributors aren’t staffed to handle the work. The result is much 
of the manufacturer’s product data never gets loaded and the 
manufacturer’s products never get offered.

• Maintaining and providing dimensional product information is a 
challenge for distributors. This includes drawings and models  
critical to accurately describe the product for maintenance,  
engineering and sourcing professionals.

The issues creating this “manufacturer-distributor dis-
connect” affect manufacturers and distributors large 
and small alike. It is well worth an exercise to ask you 
and your team the following questions:

If you are a manufacturer...
• Are you aware of how much of your product data is actually loaded 

and represented by your distributors?
• Are you tired of spending time and money to get your product data 

into your distributor’s hands only to fi nd that a small percentage of 
your products are being represented?

• Are you providing your product information in the distributor’s 
required format? Do you even know the required format?

• Are you frustrated that your distributor cannot fi nd the correct 
product among your line to solve a customer’s need?

• Do you feel like you are missing out on sales opportunities because 
of incomplete product representation by your distributors?

If you are a distributor...
• Are you frustrated that your manufacturer is not providing their 

product information to you in the structured data fi les you require 
for your systems?

• Are you tired of having to reformat and manually edit your 
manufacturer’s data, whether it’s from an electronic fi le or, even 
worse, product spec sheets and catalogues?

• Are you concerned that you are missing out on sales opportunities  
when customers come to you for products that you cannot fi nd 
because the manufacturer’s data was never delivered properly?

If you answered Yes to any of the questions above, it  
may be worth taking a closer look at your manufacturer-
distributor relationship and the strategies you currently 
employ to share product information. Challenge your -
self to overcome this disconnect, which we all know to 
cost the industry dearly.

Manufacturers who centralize and share complete 
information on every product, including attributes 
such as dimensions, weight, pricing, part numbers  
and drawings have an advantage over their com-
petitors. These companies are in the best position 
to improve sales revenues, streamline processes and  
increase the effi ciency of their channel partners.

Increased sales from full representation of a prod-
uct line is the most obvious advantage, but another  
huge benefi t is the savings due to increased ef fi cien-
cies. Consider the value of the time saved, and the  
improved process of extracting and sharing data. 

The manufacturer-distributor disconnect

John Kerr is managing director 
for ThomasNet Canada.

The issues creating 

this “manufacturer-

distributor disconnect” 

affect manufacturers 

and distributors large 

and small alike.

John Kerr
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Public relations is argu-
ably one of the most 
misunderstood of all  

marketing communications 
disciplines. The Public Rela-
tions Society of America has 
just revised the defi nition of 
PR as: “a strategic commu-
nication process that builds 
mutually benefi cial relation-
ships between organizations 
and their publics”.

Often called strategic communications, it is essentially  
the process of telling your story and building a relationship 
with your audience. The overarching goal of good storytell-
ing is to engage your audience with clear and compelling 
messages that convey your point of view in a  mutually 
benefi cial way. A good story provides enough information 
that perceptions are infl uenced and the audience is able  
to make a decision or act upon what they have heard.

Sounds like a simple enough formula, but there are  
some fundamental fi rst steps that, when neglected, can  
take your PR program very quickly off track.

Tailoring your message
In today’s always-on, multimedia news environment, 
you must consider both the content and relevance of 
your message, as well as the channel through which it is 
being delivered. For example, in developing content that 
announces a new product or solution, your messages 
must clearly convey your value proposition.

Simply put, what is the customer need that the prod-
uct addresses? What are the benefi ts that the customer  
will receive?

Your message should also clearly communicate how 
the product stacks up against its competition. How does 
your product ‘win’ in a feature-by-feature or price com-
parison with its closest or most strategic competitors? 
Your messages should also include positioning statements 
that demonstrate your knowledge and understanding of 
customer segments or niches within the context of the  
broader challenges and trends that are shaping your 
industry as a whole.

Optimizing your messages for search
Search engines are today’s fi rst-stop news resource for  
journalists and customers alike. Businesses that are suc-
cessfully engaging with their customers across multiple  
media online platforms have realized that reaching their  
audience is as much about search as it is about being  
‘found’. For any business looking to engage with customers 

online, Search Engine Optimization (SEO) is no longer an 
option but an essential tool in their digital toolkit.

SEO enables you to build brand awareness by increas-
ing visibility with your online audience. Simple steps like 
embedding keywords and phrases in digital content (with 
links to deeper and richer content) can go a long way to 
improving your digital footprint when regularly moni-
tored, measured and optimized.

Engaging the media
Editors, reporters and bloggers are not only the fi lter 
through which you tell your story, but an important partner 
in helping infl uence your audience. Understanding their  
needs, such as news cycles, editorial calendars, receptivity 
to multimedia content (e.g. photos, videos, whitepapers)  
is essential to any successful media relations program.

Simple fi rst steps like establishing a relationship with 
an editor or reporter can be approached by engaging 
with them in their social media circles, or by responding 
to their blog postings. Understanding what news topics 
are of interest to them will go a long way in helping you 
provide content that meets their needs.

For example, when pitching a new product to an editor, 
fi rst cover all of the basics in your news release such as  
pricing, availability, competitive positioning, features and 
benefi ts. Include a spokesperson quote that speaks directly 
to how the product addresses customer needs or industry 
trends within that market segment. Supplement your news 
release by offering customer application stories or case  
studies that illustrate successful applications of the prod-
uct in a real-world scenario that is relevant to the industry 
that they cover. Provide high-resolution images or video  
clips that show the product being used in a typical busi-
ness application. Offer interviews with senior company  
spokespersons, industry analysts who can provide insight 
on market trends, or satisfi ed customers who have used  
the product (ensure you get their permission fi rst). You 
can also consider extending invitations for editor to try or 
review the product in their own offi ces or labs.

Understanding today’s hyper-informational, increas-
ingly transparent and fast-evolving media environment  
is a requirement in implementing a successful PR plan.  
Using proven strategies and the most current social 
media networking tools and channels, the challenge of 
engaging with your audience and stakeholders in a way  
that infl uences and helps shape perceptions becomes an 
opportunity. Developing communications strategies that 
are based on tried and proven industry best practices,  
and following up with seamless program execution and  
measurement, will help you avoid missteps and ensure  
your program meets your business objectives. 

PR 101: The fundamentals of good storytelling

Caroline McGrath is principal 
of CMM Communications 
Group, a public relations fi rm 
that provides strategic 
communications services and 
helps companies tell their 
stories. Caroline can be 
reached at caroline@cmm-
communications.com.

In developing content 

that announces a new 

product or solution, 

your messages must 

clearly convey your 

value proposition.

go to market

Caroline McGrath
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F or a number of years, the National  
Electrical Manufacturers Representative 
Association (NEMRA)—our counterpart 

organization in the United States—has had  
a working committee to help build better  
relationships between the manufacturer  
and the rep. This committee—the NEMRA 
Manufacturers Group (NMG)—is made up  
of a number of ma nufacturers and reps that  
work on issues related to the sales-through-
reps function.

We asked Mark Gibson, current NEMRA  
chair, about the benefi t of having such a group 
collaborating within the association: “Together, 
manufacturers and reps can work on what’ s 
hurting the relationship”.

This is much harder to do on a one-to-one 
basis, especially when one side seems to hold 
all the power. “When both groups work together 
on issues, we can take all of the personal stuf f 
out of the equation and get down to the core 
of the problem. W e recognize this can help  
our business, so real solutions result from our 
meetings,” insists Gibson.

The NMG has also been able to look into the 
future and stave off issues before they become 
major hurdles for either group to overcome.  
NMG tends to look further into the future 
than either group alone, and can see where  
the relationship should be, and where it should 
not. After all, it is in everyone’s best interest to 
make the relationship between manufactures 
and reps work.

For a number of years, CEMRA has looked 
enviously upon this group... until now. CEMRA 
is currently pulling together a meeting of  
manufacturers and reps at Electro-Federation 
Canada’s (EFC’s) Electrical Council (EC)  

conference in Whistler to see whether a similar 
group—the CEMRA Manufacturers Group  
(CMG)—can be formed in Canada.

We have arranged a meeting of interested  
parties, headed up by Marc Laplante of  
Laplante et Associes (who just stepped down 
as the CEMRA representative on the NEMRA 
board of directors). It is especially relevant, 
considering the Electrical Council already has 
both parties at the table.

Together, the CMG will focus on identifying 
factors that can help the business. Manufacturers 
can get more point-of-sale (POS) information 
to help with their product innovation, while  
reps can use more POS information to expedite 
their commissions. As a group, we can work to 
improve the entire process.

Our ultimate goal in forming the CMG is to 
provide a stronger environment for both reps 
and manufacturers in this country which, in  
turn, translates into added value for our  
customers as well. 

Forming the CMG... building better relations

For a number of 

years, CEMRA has 

looked enviously 

upon this group... 

until now.

Kevin Smythe

CEMRA forum

Kevin Smythe is the CEMRA 
chair for 2011-2013 and 

president of Adanac Sales, a 
manufacturer rep serving the 

electrical industry in British 
Columbia. He can be reached 

at ksmythe@adanacsales.com.

D&S_Spring12.indd   8 12-05-14   3:19 PM



Distribution & Supply • Spring 2012   9

One year ago, we pulled two of our biggest 
councils together to form one consolidated 
group: the Electrical Council (EC).

The two councils were quite unique. The 
Supply & Distribution Council (S&D) was built 
on a strong executive committee with a three-year 
strategy driven from the top. On the other hand, 
EEMAC, the manufacturers’ group, had strong  
independent sections. EEMAC struggled to fi nd 
a common cause that would unite all sections  
while, at S&D, it was easy to fi nd industry-wide 
programs like e-commerce and research.

It made sense to have industry-wide programs 
that engage the manufacturers, distributors and 
reps; it also made sense to consult industry section 
experts when faced with issues regarding lighting, 
switches or transformers.

The challenge in forming one council has been 
to effectively build a relationship between the new 
EC National Steering Committee and the indus-
try sections. S&D was involved in e-commerce, 
industry best practices, customer research, educa-
tion, business relationships, regional activity and 
networking. EEMAC, meantime, was much more 
focused on codes & standards, harmonization, 
regulations, product safety, anti-counterfeiting, 
product standards, government relations, and 
product market share analysis.

I once listened to an Afghanistan war veteran 
talking on the CBC about the problem he had  
when returning to work in Canada, for the govern-
ment. He explained the problem stemmed from 
the unique cultural differences between the army 
and the government; the army trains its personnel 
to be goal-oriented, while the government condi-
tions its personnel to be process-oriented.

S&D is a goal-oriented operation with confer -
ences, seminars and other projects all running on 
deadline dates. EEMAC, on the other hand, is all 

about process—product standards, government 
regulations, and product safety and reliability—
which is all about getting it right.

At fi rst glance, they seem at odds, but process 
and goals are two sides of the same coin. The  
better we make them work together, the better our 
industry will perform. The truth is, you will never 
accomplish your goals without a strong process 
in operation and, without a goal, you really have 
no direction or purpose for your process.

Our fi rst step was to share knowledge:

• We have started encouraging industry sections 
to meet at the EC conference; at last count, we 
had six sections set to meet this year in Whistler.

• Last fall we establi shed the e-Tech Marketing 
Forum, and plans are underway for the second 
forum on November 14 this year.

• We are introducing the fi rst Industry Profi le and 
Forecast book at the Whistler conference.

Key issues relating to our industry will be passed 
through the EC National Steering Committee and 
the industry sections; from these existing pro-
grams—and through all future EC initiatives—we 
will continue to build synergy and develop key  
platforms for our industry. 

Electrical 
Council 
update

Creating synergy: goals versus process
The truth is, you will 

never accomplish your 

goals without a strong 

process in operation 

and, without a goal, 

you really have no 

direction or purpose 

for your process.

Rick McCarten is vice-
president, Electrical Council, 
Electro-Federation Canada. 
Visit www.electrofed.com.
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W
hile there are numerous educational occasions for  
electrical contractors and electricians to upgrade their 
skills and knowledge, are our electrical distributors 
getting the short end of the stick? What opportunities 

exist for them to realize their full potential?
Thankfully, there is the University of Industrial Distribution 

(UID, www.univid.org)—a concentrated educational program that, 
for 19 years, has focused on the unique needs of the industrial 
wholesale distribution.

Known worldwide for excellence in education, UID is sponsored 
by leading industrial distribution professional associations—such 
as Electro-Federation Canada—in cooperation with the Industrial 
Distribution Program of Purdue University. Working together, these 
groups provide—in our esteem—a superior learning experience.

UID students can apply their course work toward earning the 
Professional Certifi cate in Industrial Distribution awarded by  
Purdue University. As an industrial distribution professional, the 
certifi cate recognizes a student’s achievements and commitment 
to continuing education.

Here’s how it works: students earn 9 CEUs (continuing edu-
cation units) through Purdue upon completion of 90 hours of 
approved course work. A minimum of 30 hours (3 CEUs) must 
be earned through UID course participation. Past UID attendance 
counts toward the hourly requirement. Additional credits may 
be derived from courses taken independently , or through your 
professional trade association.

for industrial distribution
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We sat with Purdue’s Dr. Kathryne A. Newton, a professor of 
industrial distribution, to learn more about UID (for the full 
interview, check out our video at t.co/tRzmAAZh, or simply visit 
EBMag.com’s Video page).

She explained that UID founders recognized a need, not just 
for undergraduate education, but continuing education for the 

industrial distribution channel, arguably one of the “largest  
channels you can fi nd anywhere”. It was Dr . Jay Smith of the 
University of Alabama who started UID 19 years ago, with the 
vision of creating something like a university with courses that 
students can pick and choose, and that they could build on  
over the years.

APPLY FOR OVER $100,000 IN SCHOLARSHIPS
Consider a career in the electrical, electronics and 
telecommunications industries. 
The Electro-Federation Canada 
Scholarship Foundation has  been 
supporting students for over 17 years.

efcfoundation.myreviewroom.com

For information: scholarship@electrofed.com
Facebook: http://on.fb.me/efcscholars

hhoollaarrsshhiipp  FFoooouuuunnnnddddaaaattttiiiioooon hhhaassss  bbbbeeeeeeeenn 
ppppppoorrttiinngggg ssttuuddeenntttsss fffoorr ooovvvveeeerr 1177  yyeaarrs.

or iinnformation: scholarship@electp@
b kk htt // fb / f h
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In the early years, mused Newton, UID attracted a lot of CEOs and exec-
utive-level types, but now—after the executives attended and recognized 
its value—UID attracts a lot more mid-level managers, branch managers, 
human resources, accountants... “you name it, we get it here”.

Every UID speaker is vetted to ensure only the brightest and best-known 
take the podium. Newton explains, “Every speaker here is fi ltered to make 

sure they understand ‘MRO’,  
‘OEM’, ‘manufacturing’, 
‘distribution’... they can speak 
to it all”.

Everything an electrical dis-
tributor would want to learn is 
covered at UID, such as inven-
tory and warehouse control,  
communications skills, pro-
ductivity, “preparing for 2020” 
and fi nance... “especially how 
to make more money”.

“This year in particular I 
think I’ve had more people  
come up and shake my hand 
and say, ‘Wow, I can’t believe 

what I’m getting from this week. I’m going back reenergized and ready to 
go’,” beams Newton, adding that UID is defi nitely a place where a student 
can learn what they need to move up in their fi eld. “Many of them are 
proud to earn that professional certifi cate in industrial distribution.” 

 
Your CANADIAN Manufacturer of Metallic Flexible Conduits 

And 
Distributor of Specialty Products 

P.O. Box 665, Cobourg, Ontario   K9A 4R5 
Phone:  905.355.2959   *   1.800.561.4216            

Fax:  905.355.3384   *   1.800.230.9753 
Email:  sales@superiorflex.com        Website:  www.superiorflex.com 

2012 
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DON’T TRY 
TO PASS THE 

BUCK OVER
Jack Kohane

Understanding your 
responsibilities 
under the Canada 
Consumer Product 
Safety Act

The pace of recalls is accelerating, much 
of it sparked by the sweeping changes 
of the year-old Canada Consumer Prod-

uct Safety Act (CCPSA). Among the changes 
imposed by the CCPSA—brought into force 
by that the Federal Government (under Bill  
C-36)—is a mandatory incident-reporting 
requirement for all members of the con-
sumer product supply chain.

“It’s good legislation,” insists Normand 
Breton, general manager of the Electrical  
Safety Authority’s (ESA) Harm Mitigation  
programs. “This act is giving Canada some of 
the strongest consumer product safety legisla-
tion in the world. Global manufacturers must 
know that we now have a uniform set of stan-
dards and must comply if they want to bring 
electrical products, parts and components  

into Canada. Safety is the number one con-
cern that this new law addresses.”

Breton points out that although the CCPSA 
is now the law of the land, consumer electri-
cal products sold and used in Ontario 
continue to be subject to Regulation 438/07  
(Product Safety). ESA is responsible for  
administering specifi c regulations related to 
the Ontario Electrical Safety Code, whereas 

 LED Night Light

• HAZARD IDENTIFIED: 
an electrical short-circuit in the 
night light can cause it to over-
heat and smoulder or melt, 
posing fi re and burn hazards. 

• CORRECTIVE ACTION: 
consumers should immedi-
ately stop using the recalled 
night lights and remove them 
from the wall sockets.

HEALTH CANADA RECALLS IN RECENT MONTHS:

 Desk lamp

• HAZARD IDENTIFIED: 
the electrical wire that runs 
through the lamp can be 
pinched or severed at the 
lamp’s adjustable joint posing 
a risk of electrical shock. 

• CORRECTIVE ACTION: 
consumers should 
immediately stop using the 
desk lamp.

 Electronic 
thermostat

• HAZARD IDENTIFIED: 
Upon installation, the 
recalled units could smoke 
or develop soot, posing a 
fi re hazard. 

• CORRECTIVE ACTION: 
consumers should 
immediately stop using the 
recalled thermostats.

 Compact 
fl uorescent lamp, 13W

• HAZARD IDENTIFIED: 
the lamp may overheat and 
melt the enclosure, exposing 
live parts. 

• CORRECTIVE ACTION: 
consumers should immedi-
ately stop using these specifi c 
compact fl uorescent lamps.

RISK OF FIRE AND BURN RISK OF SHOCK RISK OF FIRE RISK OF MELTING

BAD
PRODUCT

The products shown are stock photos used for illustrative purposes only .
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CCPSA deals with all consumer products in 
Canada, including children’s toys, household 
products and sporting goods.

Under the legislation, consumer products 
are broadly defi ned to include any product  
that could reasonably be expected to be 
obtained by an individual for non-commer -
cial purposes, including components, parts, 
accessories and packaging. The phrase  
“danger to human health and safety” is also 
broadly defi ned to include any unreasonable 
existing or potential hazard posed by a con-
sumer product during or as a result of  
normal or foreseeable use, and that may rea-
sonably be expected to cause death or injury, 
or have an adverse effect on health, whether 
immediate or chronic.

Many of the requirements under this regu-
lation dealing with incident reporting now  
overlap or duplicate requirements under the 
CCPSA. “As a result, consumer electrical 
products are subject to both Ontario’s Prod-
uct Safety regulation and the CCPSA  
requirements,” Breton emphasizes.

The CCPSA applies to suppliers of con-
sumer products in Canada (including  
manufacturers, importers, distributors,  
advertisers and retailers). The act replaces  
Part I and Schedule I of the Hazardous Prod-
ucts Act, and recognizes that suppliers of 
consumer products have an essential role to 
play in addressing any dangers to human 
health or safety that may be posed by these  
products in today’s global marketplace.

Manufacturers, fi rst importers, distribu-
tors and retailers of consumer electrical 
products are subject to similar incident-
reporting requirements and are required to 
report to both ESA and Health Canada.  
“ESA and Health Canada, Ontario and the 
ESA are working to address and move away 
from the duplication,” states Breton. “The 
ESA is striving to streamline the process, 
but we’re not there yet.”

Preparing, maintaining documents
Among the act’s other key provisions is the 
preparation and maintenance of documents  
pertaining to incident reporting. The CCPSA 
raises expectations for the record-keeping  
practices of companies so that documents are 
easier to review for information related to 
safety incidents. The legislation contains 
stipulations on what kinds of documents  
industry should store and for how long, with 
a particular focus on records of the source 

and destination of consumer products. In the 
event of a safety incident, Health Canada may 
request this information to trace products  
through their supply chain to their origin.

So that unsafe products can be traced back 
to their source, the CCPSA requires those who 
manufacture, import, advertise, sell or test 
consumer products for commercial purposes 
to prepare and maintain certain documents.  
Normally, these records would already be part 
of regular business practice. For example, the 
CCPSA requires that a retailer document the 
name and address of the product’ s supplier, 
and the location and the period during which 
they sold the product (but not the name of  
the individual to whom the product was sold). 
These requirements are more detailed at 
higher levels of trade.

With the new law in place, the minister of 
health has the power to issue product recall  
orders. According to Geoff Barrett, Health 
Canada’s acting director of the Risk Assess-
ment Bureau in the Consumer Product Safety 
Directorate, his agency can require manufac-
turers or importers to provide or obtain safety 
information, including studies or tests that 
indicate whether a consumer product meets  
the requirements of the CCPSA.

“Under the act, there are prohibitions 
related to the manufacture, importation, sale 
or advertisement of consumer products that  
could pose an unreasonable danger to the  
health or safety of Canadians,” Barrett notes,  
adding that, under the CCPSA, there are also  
prohibitions related to the packaging, labelling 
or advertisement of a consumer product in a  
manner that is false, misleading or deceptive  

in respect of its safety. “Because product safety 
is in everyone’s best interest, everyone has a  
role to play,” he observes. “Health Canada will 
work to achieve industry compliance with the 
CCPSA, including ordering recalls where 
appropriate. It is expected that recalls—when 
necessary—would continue to be undertaken 
on a voluntary basis by industry.”

Safety in a global market
In developing international safety standards,  
Breton sees more consensus than quarrels.  
“Because we all live in a complex world econ-
omy, we’re working with other jurisdictions to 
improve product safety practices,” he nods.  
Some of the biggest initiatives are the recently 
signed Memorandum of Understanding  
(MOU) between the ESA and the U.S. Con-
sumer Product Safety Commission (CPSC), 
which includes sharing information on emerg-
ing safety issues and recalls. Breton forecasts 
that a binding confi dentiality agreement to  
allow sharing of information on incidents may 
also be achieved.

Bill Bryans, vice-president of technical ser-
vices (Electrical) for Electro-Federation 
Canada (EFC), believes it’s crucial to harmo-
nize any differences between Canada and the 
United States. “As the U.S. States and Cana-
dian provinces’ electrical systems are—for all 
intents and purposes—identical, it doesn’ t 
make any sense to have dif ferences or dual 
reporting within the same country, in our case. 
Differences actually impede and can easily  
confuse both those wanting to report a poten-
tial fi eld incident, as well as the responsible  
manufacturer or importer/supplier quickly  
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being able to focus on identifying, reporting  
and resolving any potential issue. Having  
extra, duplicate or dif fering procedures dis-
tract from the primary objective and introduce 
risk of making a mistake.”

Harmonized standards and compliance 
processes streamline common understand-
ing and cost effectiveness of the ‘regulatory 
objective/standards/compliance’ system. 
“Our biggest problem right now is the com-
petition between different standards 
development organizations (SDOs) in the 
U.S. and Canada for the same subject areas,” 
contends Bryans, adding that this is compli-
cated by the fact that both SDOs also have a 
third-party certifi cation organization (CO). 
“However, only one them is actually a for -
profi t organization, which it didn’t use to be 
until about fi ve years ago. Since then, their 
SDO under the same corporate umbrella has 
become less cooperative on adopting inter -
national, or establishing bi-national 
standards where our electrical infrastructure 
does not readily match the IEC standards. 
This becomes a ‘whack-a-mole’ scenario 
between component/product standards and 
component/product compliance self-serving 
protection racket that doesn’t add necessarily 
true value to the safety process.”

“Canada is catching up to rest of world 
[with the act]. Most countries have more 
stringent product safety laws in place, and  
there are mandatory reporting obligations in 
the U.S., Australia and in Europe,” adds 
Breton. ESA is collaborating with Health 
Canada to create consistency between pro-
vincial and federal protocols in this area.

Integral to the global effort to bolster stan-
dards and improve consumer safety is the 
Canadian Standards Association (CSA). Affi x-
ing the CSA mark to a product means it has  
been tested and meets applicable standards  
for safety and/or performance, including the  
standards of the American National Stan-
dards Institute (ANSI), Underwriters  
Laboratories (UL), NSF International (NSF), 
and others. “We work with manufacturers if  
a potential defect or failure of a product is  
identifi ed, evaluating the incident, analyzing  
it, and making recommendations,” explains  
Daniel Langlois, CSA’s senior manager, Global 
Mark Integrity. “If a manufacturer does not  
make us aware of a potential hazard or defect 
with their product, it voids the certifi cation 
of our mark. It’s in everyone’s interest to share 
information of an incident.”

Recall triggers and reporting
Under the CCPSA, incidents are defi ned as 
an occurrence in Canada or elsewhere that 
has resulted in, or may reasonably have 
been expected to result in, an individual’ s 
death or a serious injury. It includes a defect 
that may reasonably be expected to result 
in an individual’s death or a serious injury. 
As well, a product recall initiated for human 
health or safety reasons by another jurisdic-
tion (foreign agencies and countries) can be 
viewed as a potentially hazardous product 
here in Canada.

And what triggers a recall? Consumer  
product recalls are one of several measures  
that can be taken to address a danger in the 
marketplace. In the event that a danger must 
be addressed, product safety of fi cers will 
work directly with industry to determine 
what corrective measures are appropriate for 
industry to achieve compliance. Each inci-
dent will be evaluated on a case-by-case 
basis, taking into account factors such as the 
nature of the hazard, the severity of reported 
or potential incidents, and the number of 
products sold to consumers.

To verify compliance with the CCPSA, 
Health Canada inspectors will have the  
power to enter, at any reasonable time, any 
place (or vehicle) in which they have reason-
able grounds to believe t hat a consum er 
product is manufactured, imported, pack-
aged, stored, advertised, sold, labelled, tested 
or transported. Among other things, an  
inspector will be able to examine or test any-
thing, take samples, seize articles, search 
computers, copy documents and stop the 
activity in question. Persons in charge of the 
premises are required to provide inspectors 
with reasonable assistance and with any 
information that they reasonably require.

When the minister of health believes on  
reasonable grounds that a consumer product 
is a danger to human health or safety , the 
minister can order a manufacturer, importer 
or seller to recall it. The minister also has  
the authority to stop the manufacturing, 
importing, packaging, storing, advertising, 
selling, labelling, testing or transporting of  
the product, or to take any measure he con-
siders necessary to remedy non-compliance 
with the act or regulations.

Should the party fail to comply with a Min-
ister’s Order, then the minister can carry out 
the recall or other remedial measure at the 
party’s expense.

Contraventions of obligations imposed by 
CCPSA can incur heavy fi nancial penalties 
and potential prison terms. The contravention 
of certain provisions of the CCPSA can result 
in a fi ne of up to $5 million or imprisonment 
for a term of up to two years—or both. The  
contravention of certain other provisions of 
the CCPSA, or contraventions committed  
knowingly or recklessly, can exact a fi ne in an 
amount at the discretion of the court or 
imprisonment for a term of up to fi ve years 
or both. Further monetary penalties may be  
imposed for violations of recall or related  
measures ordered by the minister.

“Health Canada has stated that a manda-
tory recall would be a drastic and fi nal 
measure action only if Health Canada feels  
that the responsible company is being 
obstructionist and not working to address 
the health hazard,” remarks Brisette Lucas,  
vice-president, government relations and 
policy for Electro-Federation Canada.

Lucas, a former compliance manager in  
the legal department at LG Electronics  
Canada Inc., points out that EFC has worked 
closely through a coalition of 12 like-minded 
associations over the past couple of years 
with Health Canada staff and governmental 
committees in consultations leading up to 
the enactment of Bill C-36. “The coalition 
identifi ed those aspects of the bill that are  
most likely to have an adverse impact on 
business, including those that would have 
imposed unrealistic and unreasonable opera-
tional burdens and risks,” she says. Those 
aspects include: reporting timelines; ad prac-
tices; search and seizure provisions;  
documentation requirements; and the han-
dling of confi dential business information.

Consumers have rights too. “They have the 
right to buy products in the marketplace free 

Contraventions of obligations imposed by 

CCPSA can incur heavy fi nancial penalties 

and potential prison terms.
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from health and safety hazards,” Lucas  
opines. “Though consumers do not have the  
obligation to report on hazards they see, they 
do have the right to do so.”

Asked about the role and responsibilities of 
electrical products distributors in this new 
normal, Lucas says, “Distributors would have 
mandatory reporting obligations under the 
CCPSA if they import, or sell a consumer 
product into the Canadian market.”

In reporting an incident, Lucas recom-
mends they take the following steps:

Determine whether an incident occurred. 
Lucas cautions: “Contrary to popular 
belief, a company can take as much rea-
sonable time as necessary to determine  
whether an incident actually occurred, 
and it does not have to be reported the  
moment a customer complains. The 
amount of time companies take to 
become ‘aware’ should be reasonably  
guided by the seriousness of the com-
plaint”. It is only once a person or 
company has come to this determination 
and become “aware” of an incident that 

the reporting timelines specifi ed in the 
CCPSA commence.

Once a person or company becomes  
“aware” of the incident (as cited above), 
they must fi le an incident report with  
Health Canada within two days. A dis-
tributor would also have an obligation  
to report it to the importer or manufac-
turer of the product.

Within 10 days of becoming “aware”, the 
manufacturer or importer must follow 
up with a written report to Health 
Canada. (Note: the 10-day written report 
requirement is for manufacturers and  
importers, not sellers/distributors).

“Most companies are reasonable, the vast 
majority of them are just as concerned with  
being good corporate citizens and maintain-
ing a posi tive image,” asse rts Lucas. She 
doubts that mandatory recalls will be very 
common: “The CCPSA is about making and 
distributing products that are safe to use for  
everyone. It’s a change for the better”. 

RECALL PROCEDURES
A company recalling a product is 

responsible for notifying all customers who 
bought the affected products. They should 
also verify that all customers have stopped 
distributing the affected products, and that all 
recalled products have been returned to the 
processors’ or distributors’ control, or other 
designated area as instructed in the recall  
notifi cation.

For each recall, the electrical product 
manufacturer and/or distributor should:

• Identify the concern.
• Assemble the recall team.
• Notify your applicable regulatory agencies.
• Identify all products to be recalled.
• Segregate (put on hold) affected products 

that are in your control.
• Prepare a distribution list.
• Prepare a press release (if necessary).
• Notify customers (informing them what to 

do with the recalled products).
• Control recalled products and decide what 

to do with them.
• Dispose of recalled products.
• Fix the cause of the recall.  

A

1.
3.

2.
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best practices

Distributor branches are the original community 
marketers of the electrical industry. Before web 
browsers, the local distributor was the most  

important resource customers had for acquiring  
application knowledge. Distributors facilitated a 
local industry community through their sales reps, 
in-branch training, tradeshows and events.

Here, customers could hook-up with application 
experts and business contacts from all corners of the 
industry. In facilitating this, distributors were able to 
showcase their capabilities. It gave them a soap-box 
from which to pitch their products and services.

This role is changing signifi cantly as online informa-
tion sources and commun ities displace much of the  
networking and information exchange once provided  
by distributors. This is no accident. Industry forums  
like ElectricianTalk, Control.com and ContractorTalk 
are engaging users by providing the same elements 
as a real community—a sense of belonging and infl u-
ence. These elements are created by functionality that 
facilitates personal profi les and reputation ratings, and 
providing the ability to ‘friend’ other forum members  
and exchange information. Online communities offer 
peer reviews of products and allow members to share 
their real user experience with a product or application.

With these interactive tools—along with extensive 
manufacturer content—your customers now have  
more control over the information they receive.  
They can be more selective, so your message will be 
ignored when it’s not relevant or meaningful. Y ou 
cannot push your message through by tacking it onto 
a branch event or an email.

Meanwhile, manufacturers are beginning to invest 
heavily in new software tools that automate and 
measure local marketing. National brands see local  
marketing as the last-mile problem, a new frontier that 
offers higher marketing returns than their upstream  
marketing programs. In the electrical industry, man-
ufacturers are looking more closely—and expecting  
more input—into local distributor marketing efforts.

Distributors are caught in the middle... sound familiar? 
Customers are getting harder to reach and manufacturer 
expectations are ramping up. What should you be doing 
to turn this potential big headache into a smaller one?

Relate to your customer
This is the magic that will make one distributor brand 
succeed where another is ignored. You need to manage 

and parcel your content so that it means something to 
somebody. A good approach is to create scenarios of  
common customer problems and buying situations, 
then build content that helps solve these problems.  
For example, one scenario might involve a customer  
who is dealing with long cable pulls. What solutions 
should he be considering? Another common customer 
problem is the uncertainty of using LEDs as replace-
ment lamps. You might provide a head-to-head review 
of LED lamps versus those they replace. Open it to  
user comments to build engagement.

Think content creation and management
Distributors have access to a lot of content from their 
manufacturers but, just like the products they sell, 
they have a responsibility to aggregate and parcel this 
content so that it is more relevant to the user. Content 
needs to be broken down into the right-sized chunks 
for whatever media is being employed.

Seminar-level detail is still needed, but so are the 
homepage teasers and email newsletter versions.  
Your content needs more give-and-take to meet the 
expectations of the media-savvy customer. Too much 
push will turn them off.

Make careful investment in events
As the distributor role of community facilitator  
declines, the pay-off from various distributor events 
is declining as well. Distributors need to better mea-
sure the results of these events so they can make  
better decisions. Manufacturer co-op funding sup-
port is also becoming more results-focused.

Utilize more local advertising
One of the trends driving the local marketing craze 
is that internet usage is becoming more local. Almost 
three quarters of online search activity is now local. 
Distributors with a broad customer base can benefi t 
from investing more in local marketing tools such as 
Google ad words and Canpages.

Work closely with manufacturers
Supportive manufacturers will want to help distributors 
improve their local marketing ef fectiveness; the chal-
lenge will be in the execution. Incorporating new 
marketing and measurement tools at the fi eld sales level 
in the midst of profound industry change may increase 
the stress in distributor-manufacturer relations. 

Roger Partington

Is community marketing slipping away?

Contractors expect a lot 

from their distributors, 

and they frequently view 

rewards as a symbol of 

preferred status.

Roger Partington is a 
management consultant 

specializing in distribution 
channels, channel relationships, 

and sales and marketing 
strategy for manufacturers and 
distributors. He can be reached 

at roger@coherentb2b.com.
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We’ve shortened our name. And increased your expertise in the 
safe and reliable transmission, distribution, and control of power.

Ferraz Shawmut 
is 

now

Mersen 
Toronto, ON

T: 416.252.9371 | info.tor@mersen.com 

What’s in a name? More products, solutions, and support than you’ve ever 
had before to keep everything running safely. Changing our name changes 
the game, giving you all of Ferraz Shawmut plus even more resources to 
increase your expertise in the protection of power electronics, controls, 
transmission, and distribution. Ready for the next level? It’s waiting for you at 
fsisnowmersen.com/us/CADS1

mersen.com

D&S_Spring12.indd   27 12-05-14   3:22 PM



3.
7”4.3”

3.7”

CIRCUIT 3

CIRCUIT 2

CIRCUIT 1

SIMPULL HEAD®

Finally, a solution that eliminates 
setting up multiple reels and the 
associated costs.
SIMpull Stack,™ part of SIMpull Solutions™ 
products and services, can join four, eight or 
more pulls together on a single reel.  That 
means less installation time, lower costs 
and reduced waste from additional reels. It 
also means the contractor is free to work 
on other parts of the project.  Clearly, other 
products just don’t stack up.

View the SIMpull Stack demo.

© 2012 Southwire. All Rights Reserved. Southwire, Southwire Canada, SIMpull Solutions, SIMpull Head, 
and SIMpull Stack are trademarks or registered trademarks of Southwire Company.

www.southwire.com/simpullstackdemo
1-800-668-0303

D&S_Spring12.indd   28 12-05-14   3:22 PM



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 10%)
  /CalRGBProfile (Apple RGB)
  /CalCMYKProfile (U.S. Sheetfed Coated v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 150
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 150
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.00000
  /EncodeMonoImages true
  /MonoImageFilter /FlateEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2001
  ]
  /PDFX1aCheck true
  /PDFX3Check false
  /PDFXCompliantPDFOnly true
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /DEU <>
    /FRA <>
    /JPN <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /ENU (DDAP recommended settings for PDF/X-1a files with JPEG \(High Quality\) Compression. PDF/X is an ISO standard for graphic content exchange. For more information on creating PDF/X-1a compliant PDF documents, please visit the DDAP website at: http://www.ddap.org)
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [792.000 1224.000]
>> setpagedevice


