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News In Review

  Out of a strong field of vendors competing for the ser-
vice contract, AAR was chosen by MHIAEL as their pre-
ferred parts supplier in this large-scale partnership to serve 
their international customers.

  This announcement follows AAR’s recent completion of 
its certification from the Japanese Civil Aviation Bureau (JCAB) 
allowing the company to also serve Japan-based airlines.

  ABB will be offering ABB Ability™ digital solutions to its 
Chinese customers via the Huawei Cloud infrastructure. This 
was announced at Huawei Connect 2019 in Shanghai, China, 
the annual flagship event of Huawei for the information and 
communications technology (ICT) industry, where ABB also 
showcased several ABB Ability™ solutions based on the 
Huawei Cloud.

  For Chinese customers, ABB combines its leading 
industrial solutions and domain know-how with Huawei’s 
strong capability in cloud infrastructure and platform services. 
The two companies will collaborate and co-innovate, leveraging 
technologies of cloud, artificial intelligence, internet of things 
and industrial expertise to unlock the potential of the digital 
transformation of industries and ultimately benefit Chinese 
customers.

AAR WINS PARTS SUPPLY 
CONTRACT WITH MITSUBISHI 

HEAVY INDUSTRIES AERO 
ENGINES (MHIAEL), LARGEST 

COMMERCIAL DEAL IN 
JAPAN TO DATE

ABB PARTNERS WITH 
HUAWEI FOR INDUSTRIAL 

CLOUD IN CHINA

AR (NYSE: AIR), a leading provider of aviation services 
to airlines and governments worldwide, signed its 
largest commercial deal in Japan to date, a multimil-

lion dollar Parts Supply agreement with Mitsubishi Heavy 
Industries Aero Engines, Ltd. (MHIAEL). AAR will begin work 
immediately as the parts supplier for MHIAEL’s PW4000 
engine maintenance with international commercial airlines.

  “MHIAEL is a key player in the Japanese and global 
aviation market, and this agreement is AAR’s first Parts 
Supply deal with an engine MRO company in the region — 
and our largest contract in Japan,” said Sal Marino, AAR 
SVP of Parts Supply. “AAR is certified compliant with Japanese 
regulations, and we have the global capabilities and facilities to 
serve Japan-based customers wherever they do business. 
We’re very excited for what’s to come with this partnership 
and our plans in the Japanese market.”

   AAR will supply parts for MHIAEL’s demand of PW4000 
94-inch fan engines used in thousands of commercial aircraft 
and will also have the capability to provide solutions from 
original equipment manufacturers (OEMs), including Unison 
and Eaton, for engine technological platforms.

A
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News In Review

AEROJET ROCKETDYNE 
SELECTED FOR NORTHROP 
GRUMMAN’S NATIONWIDE 

GBSD TEAM

  After a thorough analysis of different options in China, 

ABB chose Huawei Cloud due to its technology expertise, 

strong enterprise customer base within the public sector 

and its high compliance and cybersecurity standards. Huawei 

Cloud provides our customers in China with additional 

deployment options for particular ABB Ability™ solutions.

  Apart from the cloud, ABB is also collaborating with 
Huawei on artificial intelligence (AI). During the customer 
event, an ABB manufactured robot using vision and AI deep 
learning (based on a Huawei AI Accelerator Module) 
demonstrated waste separation.

  “This collaboration enables us to further grow ABB’s 
industrial digital solutions in the Chinese market, which 
represents our second largest customer base”, said Guido 
Jouret, Chief Digital Officer of ABB. “ABB is addressing the 
demand for digital transformation happening in all our 
customers’ segments, and increasing convenience for its 
customers in China.”

  In November 2018, ABB opened a major innovation and 

manufacturing hub in Xiamen, China, representing a US$300 

million investment. In October 2018, the company announced 

a US$150 million investment in a new robotics “factory of 

the future” in Shanghai and in May 2018, it inaugurated a 

new Robotics Application Center in Chongqing, the company’s 

fourth such site in China. ABB has invested more than 

US$2.4 billion in China since 1992.

  Aerojet Rocketdyne has been selected by Northrop 
Grumman to be an integral part of its nationwide Ground 
Based Strategic Deterrent (GBSD) team. Northrop Grumman 
is competing for the Engineering, Manufacturing and 
Development (EMD) phase of the GBSD program.

  “Aerojet Rocketdyne is proud to be part of Northrop 
Grumman’s nationwide GBSD team and excited for the 
opportunity to provide a large solid rocket motor system 
and a post-boost propulsion system for this vital defense 
program,” said Aerojet Rocketdyne CEO and President 
Eileen Drake.

  Aerojet Rocketdyne propulsion has powered every U.S. 
Intercontinental Ballistic Missile (ICBM) ever flown or fielded. 
Aerojet Rocketdyne has invested to provide advanced and 
affordable propulsion solutions for GBSD and other future 
national security requirements.

  “Over the past three years Aerojet Rocketdyne has 
refined processes and built state-of-the-art facilities to 
mature our technology and increase affordability for the 
propulsion systems we will provide for the GBSD program,” 
said Drake.
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News In Review

  Aerojet Rocketdyne’s new Advanced Manufacturing 
Facility in Huntsville, Alabama, and its nearly completed 
Engineering, Manufacturing & Development Facility in Camden, 
Arkansas, are designed to provide large solid rocket motors 
for GBSD and other programs more quickly and at less cost. 
The company has also invested in precision post-boost 
propulsion technology at its Canoga Park, California, facility.

  Aerojet Rocketdyne’s role on Northrop Grumman’s 
nationwide GBSD team builds on prior work supporting 
Northrop Grumman on strategic systems. Aerojet Rocketdyne 
has supported Northrop Grumman as the prime contractor 
responsible for sustaining Minuteman III. As the Original Equipment 
Manufacturer for the post-boost propulsion system, Aerojet 
Rocketdyne completed a service life extension under Northrop 
Grumman in 2014 and continues to provide engineering 
support for that system to the U.S. Air Force today.

  Affiliated Managers Group, Inc. (NYSE: AMG) announced 
that it has entered into an agreement with a subsidiary of 

Assured Guaranty Ltd. (NYSE: AGO) and BlueMountain 

Capital Management, LLC, under which AGO will purchase 

100% of the outstanding equity interests in BlueMountain 

and its associated entities.

 AMG will receive $91 million in cash at closing, subject to 

certain limited adjustments. As part of the transaction, 

AGO will contribute cash to BlueMountain to fund its 

working capital needs and the repositioning of the firm. 
The transaction is expected to close by year-end 2019, 

subject to the satisfaction of customary closing conditions, 

and will be immediately accretive to AMG’s earnings.

  Jay C. Horgen, President and Chief Executive Officer 
of AMG, said:

  “We are pleased to have had a good partnership with 

BlueMountain over many years, and also that we worked 

closely with our long-term partners at BlueMountain to 

achieve an outcome that is in the best interests of 

BlueMountain’s clients and employees and AMG’s 

shareholders. AMG’s strategy remains consistent: to 

generate long-term value by investing in leading independent 

active investment managers, through a proven partnership 

approach, and allocating resources across AMG’s unique 

opportunity set to the areas of highest growth and return. 

We offer unique access to boutique investment capabilities 

at scale, while preserving and enhancing the elements 

critical to individual Affiliate success – including alignment 
of interests, investment independence, and operational 

autonomy. As BlueMountain becomes part of a larger 

consolidated organization, we wish Andrew Feldstein and 

his management partners the best going forward.”

AMG REACHES AGREEMENT 
TO SELL EQUITY INTERESTS IN 

BLUEMOUNTAIN



  ASE Technology Holding Co., Ltd. (TAIEX: 3711, NYSE: 
ASX), the leading provider of semiconductor packaging, 
test and system assembly services, announced that it has 
been included in the 2019 Dow Jones Sustainability Indices 
(DJSI) World and Emerging Market segments. This will also 
be the fourth year in a row that the company has been 
selected as the Industry leader in the Semiconductors and 
Semiconductor Equipment Industry Group and also listed 
as a member of the DJSI World and DJSI Emerging Markets. 
The consecutive years of DJSI achievement, as well as 
international recognition on the FTSE4Good Emerging 
Index and Thomson Reuters Tech100 leader board, have 
once again demonstrated the company’s resounding 
commitment and dedication to corporate sustainability.

  In this year’s DJSI list, there were 47 companies 
assessed in the Semiconductors and Semiconductor 
Equipment Industry Group, and 6 of the companies 
including ASE made the cut on the 2019 DJSI World list. 
ASE was not only ranked the leader within this group, but 
also received outstanding scores in 21 assessment categories 
including the highest scores in customer relationship 
management, supply chain management, environmental 
reporting, product stewardship and 9 other categories.
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News In Review

ASE TECHNOLOGY HOLDING 
NAMED 2019 INDUSTRY LEADER 

IN THE DOW JONES 
SUSTAINABILITY INDICES

ENECO AND ARCELORMITTAL 
UNVEIL BELGIUM’S LARGEST 

SOLAR ROOF

  “As the global leader in semiconductor assembly, 
testing and systems integration, ASE understands the 
expectations from our stakeholders to conduct our business 
in a sustainable manner. An important step that we have 
taken recently is to align our long term sustainability plans 
in full support of the United Nations Sustainable Development 
Goals (UN SDGs). 

  The installation of more than 27,000 solar panels on the 
roof of ArcelorMittal in Ghent has been completed, resulting in 
the largest solar roof in Belgium. Installed by Eneco, this is 
their largest project to date. The project will help ArcelorMittal 
Belgium in becoming more sustainable as the power generated 
will be used internally by ArcelorMittal in Ghent. More than 
5,000 employees are also given the opportunity to co-invest 
in the solar panels and benefit from the revenues.

  Eneco -the largest solar energy producer in Belgium- has 
installed a 7.5 million euros solar roof at ArcelorMittal in Ghent. 
The park consists of 27,104 solar panels for which 157.2 tons of 
steel was used. The total weight of the installation amounts to 
1.5 million kilos. This means that ArcelorMittal now owns the 
fourth largest solar park in Belgium and the largest solar roof 
in Belgium.



DR RICHARD

THE EXPANDED NOW

HAMES

world-renowned entrepreneur, strategic futurist, 
mentor and author, Richard Hames is amongst 
the world’s most influential thinkers, described 

by Forbes Asia as one of the smartest people on 
the planet. Dr Hames has successfully predicted a 
number of global events such as the World Trade 
Center attacks on 9/11, the Global Financial Crisis of 
2008, and the Arab Spring. Dr Hames spoke 
recently with Executive America’s publisher Jesse 
Landry for the Landry.Audio podcast.
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Dr Richard Hames 

  “There are a number of different kinds of futurist,” Dr 
Hames explains. “There are pop futurists, who look at 
patterns and trends, and try and predict what’s going to 
happen next year, or the year after. [Then] there are the 
academic futurists, who try to invent tools and methods for 
being better able to anticipate the future.”

  Dr Hames’ profession falls into a third category, the strategic 
futurist. These futurists study deeper global patterns and 
trends across society, establishing how these underlying 
patterns create a different kind of society and attempting to 
make sense of these changes.

  “What we do these days is to use AI to take a question 

– or a theme, a topic, an industry, something that’s in a state 
of change at the moment – and we ask the question of a 
propriety algorithm, who then scans hundreds of millions of 

documents that are available online to try and answer those 

questions or bring us information that’s relevant.”

  The result is an information pack that provides the 
futurist with a starting point. That pack is sent out to around 
a hundred people, taken from a pool of nearly 3,000 trusted 
global sources, and bringing together feedback from a 
variety of industries and viewpoints.

  “[These people] have a different lens on that kind 
of information. When we get that back, we then sort 
that into scenarios, we create different stories around 
different contexts, and input different kinds of possibilities. 
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Dr Richard Hames 

  One of Dr Hames’ most well-known predictions was the 

correct forecast of the GFC in 2008. This came about when 

he was asked to speak on the future of the global economy 

at a luncheon for Wall Street bankers in the United States. 

Research done in the lead up to this talk began to raise some 

concerns.

  “We started to identify a number of things. Then we 

started to connect the dots, and saw that the potential for 

collapse of the global economy hinged on just a few factors. 

So we put a slide together and brought those things to the 

attention of my audience in New York, and that went on the 

public record. That was about 3 years before Lehman 

Brothers went under.”

  Since then, Dr Hames has continued to make bold and 

accurate predictions that have caught the attention of the 

watching world, including Donald Trump’s election as President 

of the United States. There’s no denying there is an element 

of the macabre in many of these predictions, as Dr Hames 

suggests with his final remarks.

  “We have noted the rise in pandemics, and the likelihood of 

pandemics,” he concludes. “The experts in the field are saying 
exactly the same as the experts in the field of warfare, that sooner 
or later a pandemic, like a nuclear accident, is absolutely likely. 

It’s not a matter of if, it’s a matter a when.”

 Then, we start making predictions about what the future 
could hold in each of those environments.”

  This process allows the futurist to present a set of 
probabilities and possibilities, narrowed down to specific 
events or patterns that are likely to be influential. The problem 
remains, however, that experts and strategists tend to put 
little stock in these predictions.

  “Conventionally, futurists haven’t been taken too seriously. 
Foresight isn’t regularly included in strategic planning. People 
find it difficult to put their minds around what might happen 
tomorrow, when all of their training and the emphasis they 
have to focus on is on today – it’s very myopic, very short 
term thinking.”

  The result is that long term thinking in most walks of life 
is not generally undertaken with any degree of accuracy or 
quality. The lag in time that futurists deal with, sometimes a 
decade or a number of decades into the future, is not 
attended to sufficiently in many industries or by many 
strategic planners.

  “From a quantum science point of view, there is no such 
thing as future. It’s really all now. What I’m trying to do is pull 
the deep future and the deep past into what I call the expand-
ed now, where we can pretend to freeze time, so that we get 
a more expansive view of patterns and trends, and a deeper 
understanding of how society works and what probabilities 
therefore exist when those patterns interact in particular ways.” 



PETER
WRITING FOR REAGAN

ROBINSON

research fellow at Stanford University’s Hoover Institution, 
Peter Robinson spent six years working in the White 
House in the 1980s as speechwriter for both George 

H. W. Bush and Ronald Reagan. He was the man behind 
Reagan’s famous Berlin Wall speech, one of the most memorable 
in modern politics. In his interview show, Uncommon Knowledge, 
he has had the opportunity to speak with some of the most 
interesting people on the planet. Mr Robinson chatted 
recently with Executive America’s publisher Jesse Landry 
for the Landry.Audio podcast to discuss his time on the staff 
of the President of the United States.

  “It’s not as if speech writing for a president is a civil service 
job,” Mr Robinson says, discussing the way he found himself 
with a position in the White House, “for which you train and 
go through regular entrance examinations and so forth. I 
got in on a fluke, and that is the way politics works.”

A
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  After graduating Dartmouth and spending two years in 
the UK at Oxford, Mr Robinson needed a job. After writing 
to people he thought might be able to help him, he received 
a reply from journalist William F. Buckley Jr., who put him in 
contact with his son Christopher, the Vice President’s 
speechwriter.

  “I presented myself to Christopher Buckley, in the summer 
of 1982. Totally unbeknownst to me, Christopher had put in 
his notice and was planning to leave in just two weeks, and 
his replacement, who had been lined up for some time, had 
just fallen through. So the Vice President’s office needed a 
speechwriter in a hurry, and I walked in the door.”

  Mr Robinson was just twenty-five years old when he 
joined the White House staff, with a background in student 
journalism, having written on politics at both Dartmouth and 
Oxford. The Vice President’s office needed somebody with 
experience of handling professionals, and Mr Robinson fit 
the bill.

  “I worked on [the Vice President’s] staff for a little less 
than two years, before these openings occurred on the 
President’s staff. Before the President’s staff hired me, they 
wanted to test me out for a couple of weeks. So there was 
a couple of weeks when I was writing for both the Vice 
President and the President, and that was a lot of work.”
 
  After getting hired by the President, Mr Robinson took 
his leave from working for VP George H. W. Bush, who he 
describes as “one of the nicest men I have ever known,”

and began working for President Ronald Reagan. He 
describes Reagan as a man who, unlike his Vice President, 
was never satisfied with the status quo.

  Mr Robinson remembers Reagan as a complicated man. 
At times he was genial and warm, attentive to others and 
determined to put people at ease, especially in the Oval 
Office. He did this by telling jokes and looking around the 
room, making everyone feel included. At the same time, 
there was a noticeable remoteness about the President. 

  “I heard from a number of sources who knew him in the 
old days that he had one very close friend in Hollywood. In 
my experience, I could see only one person whom I would 
have considered a friend of Ronald Reagan’s, and that was 
a man who was briefly the National Security Advisor, Bill 
Clark.”

  It appears Reagan only had two very close friends 
during his lifetime. It was his marriage to Nancy that 
represented the tightest relationship of his life, and the two 
were a self-sufficient unit. Politically, Reagan was aggressive. 
He thought things through carefully, reading in detail about 
certain ideologies, and had strong conservative convictions.
 
  “Reagan was just right for that moment,” he explains. 
“Reagan pushed, applied all kinds of pressures, on the Soviet 
Union, and broke it. You could say it tumbled in on itself, but 
even at that it was at least in large measure because of 
external pressures that Reagan, helped by Thatcher and 
others, applied.”

14Executive America - www.ExecutiveAmerica.com 
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Peter Robinson 

  By the time Mikhail Gorbachev became leader of the 
Soviet Union in 1985, Reagan was already into his second 
term. After trying unsuccessfully to play the same old game 
of nuclear cat-and-mouse at a summit in Reykjavik, 
Gorbachev had to quickly concede that the Soviet Union 
needed to change.

  Until its collapse in December 1991, the Soviet Union was 
a country formally committed to a worldwide communist 
revolution, with part of the country’s written documents 
mandating it to subvert other nations until communism 
triumphed everywhere. Mr Robinson is happy to see no sign 
of this attitude in today’s Russia.

   When Reagan delivered his speech at the Berlin wall, 
written by Robinson, in which he used the famous words ‘Mr 
Gorbachev, tear down this wall,’ he was telling the Soviet 
Union that they could no longer use half measures in their 
movement towards liberalization, upping the ante for the 
eventual fall of communism.

  “Reagan loved giving speeches,” Mr Robinson says, 
“that was how he was President. Holding meetings, going 
around to members of congress – he would do that when 
his staff asked him to, but to him that was the price you had 
to pay for the central act of governance, which was moving 
the American people, explaining yourself to the American 
people.”

  Reagan’s background in acting helped him maintain the 
highest level of public speaking. He was famous for saying, 
albeit tongue-in-cheek, that he couldn’t see how anyone 
could be President without having first been an actor. Mr 
Robinson remembers that he was a master of the technical 
aspects of public presentation.

  “From the time he talked his way into a job as a radio 
announcer in his early-twenties, through the rest of his career, 
he was always addressing himself to ordinary Americans. 
There was a lot going on in his mind [when making a speech]. 
He would be smiling and waving and acknowledging the 
applause at the same time that he was in charge of the 
technical aspects of what was taking place. He was technically 
very, very adept.”
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TRUMP
THE INFLUENCER 

PRESIDENT

n 2016 I wrote an article about how then candidate Donald Trump 

had used the influence and reach of social media to bypass the 
media and create a movement of followers online and in the 

community. Since then President Trump has applied his social media 

acumen to foreign policy with shocking results. So what precedent 

has Trump set for the next generation of leaders?

  On January 2017 the world witnessed the swearing-in of a 

billionaire real-estate mogul and reality TV star as President of the 

United States of America. Trump was the first President in the history 
of the United States to have neither served in the military or held 

political office.

  Love him or loathe him, Donald Trump has had an enormous 

influence on the political and media landscape by utterly devastating 
the status quo. 

I
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Matt Versi 

  Pundits that derided Trump as a ‘celebrity president’ 

had failed to see the almost decade-long strategy he and 

his team implemented to grow his online following that 

propelled him into the political stratosphere. Take for 

example the Conservative Political Action Committee 

(CPAC), a popular event for Republican presidential hopefuls 

held every year. With the exception of 2016, Trump has 

addressed the CPAC faithful every year since 2011, finetuning 
his messaging and growing his following among Republicans. 

It’s important to understand that it was during his first 2011 
CPAC address that Trump first road-tested a version of the 
‘Make America Great Again’ slogan to rapturous applause 

from the audience. Less than five years later he’d use that 
same slogan to galvanise the Republican base and take the 

White House.

  Since his first CPAC appearance, Trump, knowingly or 
unknowingly, has disseminated his key campaign messages 

by adopting the same social media playbook that many 

young so-called ‘social media influencers’ have used to 
build enormous followings. Those who can remember the 

early days of YouTube will remember how young, relatively 

inexperienced ‘YouTubers’ were able to use their social media 

platforms to directly engage their followers in ways that 

hadn’t been seen before – growing their influence and 
reach among many young people to such an extent that 

their fame began to rival some of Hollywood’s biggest 

movie stars.

  By adapting this raw and direct method of engagement, 
Trump was able to completely flip the old, out-dated media 
business model on its head. Political pundits and opponents 
were left scrambling to adjust to this new form of direct 
messaging. Many of Trump’s GOP primary foes were still 
caught in the past. They were utilizing cookie cutter campaigns 
which bogged them down with the same romanticism of 
‘West Wing’ style presidential campaigning that the public 
had come to view as manufactured and fake.

  Trump on the other hand opted to use Twitter and 
phone-in media appearances on the morning shows to get 
his message out. Long-winded press statements were 
replaced by short, sharp and often grammatically incorrect 
tweets that cut to the point. Trump was communicating in 
the same way many Americans had become accustomed 
to in their day-to-day lives.
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  Before Trump, Barack Obama was hailed by the press 

as the first social media president. But was that true? 
Obama’s team were the primary drivers behind his digital 

strategy. Each Tweet or Facebook post was carefully crafted 

and vetted to ensure no particular electoral demographic 

was offended. This left Obama’s tweets sterile and 

unengaging. After becoming President, Obama rarely 

tweeted or posted directly to social media. Unless it was 

campaign season, most Americans could only hear from 

the President through mainstream media outlets or via 

scripted YouTube videos encouraging them to sign-up for 

a healthcare plan. Direct tweets from Obama became so 

infrequent that engagement via the @BarackObama and 

official @POTUS Twitter accounts fell off a cliff. Now 

compare that to the tweets coming from the aptly named 

@RealDonaldTrump account. For better or worse, I doubt 

anyone would argue those tweets aren’t authentic or real.

  You can certainly debate the substance of the online 

messaging coming from Trump, but you cannot ignore that 

fact that he has set a new standard for leaders to directly 

engage with their followers. From Hollywood to Wall Street 

and Washington D.C., leaders are waking up to the new 

notion of ‘digital influencers’. Picking up where Trump left 
off, movie stars like Dwayne ̀ `The Rock” Johnson, Will 

Smith and Kevin Hart have invested heavily in growing their 

online influence. Smith for instance has dived headfirst into
social media by launching his own YouTube series to 

Matt Versi 

compete with the new breed of young internet influencers. 
To-date he has amassed over 6.6 million followers on 
YouTube alone. In the world of business, titans like Elon 
Musk and Gary Vaynerchuk have been able to leverage 
their own online influence to outpace their competitors 
and establish trust in the market.

  We are now witnessing the rise of the political 
and industry influencer: individuals who use social 
media to build an audience of followers capable of 
being mobilised online and in the community to achieve 
an objective.

  Don’t get me wrong, I’m not necessarily endorsing 
the use of Twitter to conduct foreign policy. Trump’s 
untested foreign policy social media tactics are certainly 
a high-wire act with enormous consequences. However, 
ignoring the substance, the strategy he is implementing 
is sound. In today’s world of influencers, it isn’t hard to 
imagine an Oprah Winfrey or even Will Smith leveraging 
their online influence to leapfrog establishment 
politicians in order to run for high office.

  Matt Versi is a communications and campaign 
advocacy consultant. Matt has worked across both 
the government and private sector advising political 
leaders, organizations and industry leaders on their 
communications and digital strategies, personal 
branding and content creation capabilities. Find out 
more by visiting https://impaq.media



Vancouver-based junior gold explorer listed on the 
TSX Venture, NxGold is an exploration and development 
company focused on pursuing high grade gold 

opportunities in world-class mining districts.

   A lawyer with over 25 years’ experience in exploration 
and mining, Chris McFadden is NxGold’s President and 
CEO. Mr McFadden spoke recently with The Canadian 
Business Quarterly about the benefits of mining in world-class 
districts, the company’s experienced and committed 
team, and the exciting opportunities NxGold is pursuing 
to enhance value for shareholders.

  Since its inception in 2016, NxGold’s primary focus 
has been on two gold exploration projects. The first is the 
Kuulu project in Nunavut, Canada, and the second is the Mt. 
Roe project, located in the Pilbara region of Western 
Australia.
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NxGold Ltd. (TSX-V:NXN) 

   “You probably couldn’t find two more diverse climates 
in which to operate,” Mr McFadden says. “In both cases 
we’re in early-stage gold exploration, and we’re looking 
for high-grade gold, large volume deposits, which would 
lead to mining operations eventually.”

   The route towards these projects has been a long 
one. After years working in the mining industry, Mr 
McFadden moved into a more entrepreneurial space, 
founding a company called NexGen Energy Ltd with 
NxGold’s current Chairman, Leigh Curyer.

   “It was a uranium exploration junior based in Canada. 
NexGen had some extraordinary success in discovering the 
Arrow project, and along the journey of building that company 
over the last 7 or 8 years, we picked up a shell company.”

   The world-class Arrow uranium project is a project 
in Canada which, according to a PEA released in July 
2017, is expected to produce 18.5m lb uranium per year 
over an initial 14.4-year mine life, greatly surpassing the 
production of the world’s biggest uranium mines.

   The shell picked up by NexGen from a previous 
transaction was soon sitting in its corporate structure 
without a specific purpose. It only became clear what to 
do with it when a shareholder bought forward a proposition.

   “He said he was impressed with how we worked, 
and how the company had achieved its success, and he 

 mentioned that he had a gold exploration project in Nunavut, 
and he was keen to explore the possibilities of entering a 
transaction around that project.”

   Towards the end of 2016 the transaction was complet-
ed. The result was the formation of NxGold, with the com-
pany entering into an agreement with that NexGen share-
holder to work on the Kuulu project in Nunavut.

   The company has since added the Mt. Roe project, 
and now finds itself in an excellent position to push forward 
with its exploration. Although both projects are still at an 
early stage, the hope is high for significant results.
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   “As an explorer, I would like to think we’re on the 
cusp of making a discovery. That’s the exciting part of 
what we do. We take a very systematic approach to 
exploration. We’ve had success with NexGen, and we’re 
using the same methodology, the same discipline. We 
don’t madly and blindly pursue exploration just for the 
sake of it.”

   The two projects being undertaken by the compa-
ny have been carefully chosen for their suitably, with both 
being considered amongst the best districts in the world 
for mining, sharing conditions that make them perfect 
for exploration. 
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   “One of the areas that I would say to shareholders 
provides great opportunity is what we’ve got at Kuulu in 
particular,” Mr McFadden says. “Once we gain access to 
that project, we’ve got significant exploration potential 
for a discovery there.”

   Although the plan is to progress both projects at 
the same time, the project at Kuulu is currently delayed, 
as the company waits on an outstanding surface license 
renewal with the local Inuit association. 

   The Nunavut region in northern Canada is not 
currently producing a significant level of mining output, 
but its potential to do so is huge. A distance of just 40km 
away from the town of Rankin Inlet, the region is well set 
up to be prosperous in the future.

   “Rankin Inlet is on the western shores of Hudson 
Bay, in Nunavut. That town is the epicenter of mining 
development in the area. A company called Agnico Eagle 
has been operating at Meadowbank for a long period of 
time, about 80km from Rankin Inlet.”

   Agnico Eagle is in the process of constructing a 
major operation at the Meliadine mine, situated roughly 
between the NxGold project and Rankin Inlet. Both 
operations benefit from being served by excellent 
infrastructure and support networks.

KUULU PROJECT
NUNAVUT, CANADA

NxGold Ltd. (TSX-V:NXN) 
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   “There’s an airport [at Rankin Inlet] that’s serviced 
by jet planes from Winnipeg on a daily basis, there’s a 
port there that operates in summer months. There’s a 
workforce, there are trained people, there are mining 
services groups there.”

   These groups are interested in expanding their 
operations with other companies, and the local community 
is likewise keen to see training and employment for its 
youth. It is an area that is extremely supportive of mining.

   The Agnico Eagle project is of particular importance 
to NxGold’s plans. A large high-grade deposit that is soon  
  

to be in operation, the impressive work at Meliadine 
bodes well for good mining along trend to the west.
 
  “We’re on the same structure as Meliadine, the same 
sort of rocks, fantastic soil anomalies, and really strong 
results in boulders at surface, very high gold assays from 
those boulders – beyond 400 grams a ton in some cas-
es.” 

   Having been underway for a number of years, the 
Nunavut project has drill-ready targets, meaning drilling 
can start as soon as the necessary license is secured. All 
signs point to successful mining in the region, promising 
to significantly enhance value for shareholders.

NxGold Ltd. (TSX-V:NXN) 
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   As it waits for the license needed to move forward 
with the Kuulu project, the company is currently focusing 
efforts on the Pilbara region. “In terms of work on the 
ground,” Mr McFadden says, “the Mt. Roe project in 
Western Australia is progressing.”

   “The Pilbara region is home to the Australian iron 
ore industry, where majors such as Rio Tinto and BHP, as 
well as Fortescue Metals, produce huge volumes of iron 
ore for export to global markets, and in particular the 
Asian markets in China, Japan and South Korea.”

   Between these three main producers, and several 
others in the region, there are around 600m tons of 
high-quality iron ore going out of the Pilbara region each 
year, making it one of Australia’s leading export earners.

   “So the Pilbara, over the last fifty or sixty years, has 
become perhaps the premier mining district in the world 
in terms of value of production and volume of material 
that’s going out. There’s a very mature and well-established 
mining industry in that area.”

   This long history of mining success means there is 
significant infrastructure already in place in the area, 
comprised of ports, rail, power generation, as well as an 
incredibly strong mining support sector.
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MT. ROE PROJECT 
PILBARA, WESTERN AUSTRALIA

   “It’s a highly successful area in which to be operating,” 
Mr McFadden says, “so as a small explorer in the area, 
we’re able to take advantage of this fantastic infrastructure 
and support services that are in the region.”

   Located 30km south of the coastal town of Karratha, 
the Pilbara region provides access to an airport running 
daily flights to the capital of WA, Perth, as well as being 
home to the Port of Dampier, from where large quantities 
of the iron ore mined in the region are shipped.

   “There’s all the surrounding support services and 
infrastructure, that means that our project can be managed 
and operated from Karratha, and things are cheap there 
because of the volume of material that’s coming in.”

   In the Pilbara, the company is not yet at drilling 
stage. More groundwork is needed over the coming 
months, following which there will be drill targets in place 
by the end of the year, putting the two projects at a 
comparable stage of exploration maturity.

   “We have nuggets [of gold] at surface. You can 
bend down and scrape with your fingers, and pick out 
nuggets very close to surface. The potential we have 
there is to find the source of that gold. We’re already 
halfway there, we know we’ve got gold.”

   In addition to the surface nuggets, there is also gold 
visible within the soil stream sediment sampling, over an 
extended strike length. The next step is therefore to narrow 

NxGold Ltd. (TSX-V:NXN) 
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down the samples to provide more precise information.

   “[We’ll] use that with the geophysics we have, and 
the mapping, and the metal detecting, to determine where 
exactly we’re going to drill, and hopefully we find the actual 
source of that gold that we’re finding at surface.”

   With a vastly experienced management team and a 
board with significant contacts and experience in a number 
of sectors, NxGold is well placed to deliver significant value 
to current and potential shareholders.

   “One of the key members of any exploration team is 
the Vice President of Exploration. Our VP Ex is a gentleman 
called Darren Lindsay. A highly experienced gold geologist, 
he has over twenty years of experience in mineral exploration 
across a number of continents.”

   Mr Lindsay adds real value to the exploration team, 
having worked for both junior and major companies, such 
as BHP, Miramar and Kodiak Exploration, at various project 
stages. He has also worked extensively across Canada, 
including significant previous experience in Nunavut, with 
lots of exploration success.

   “Our CFO, Janine Richardson, likewise has over 30 
years’ experience in mining. She’s been involved in the gold 

industry in particular, with companies like Placer Dome, Rio 
Alto Mining and others. So again, vast experience and a 
very safe pair of hands.”

   The company’s board boasts an equally impressive 
array of experienced members, starting with Chairman 
Leigh Curyer, an integral part of NxGold’s formation. Mr 
Curyer trained as an accountant, but has since amassed 
many years’ experience in mining.IN SAFE HANDS

NxGold Ltd. (TSX-V:NXN) 
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   “[Leigh] has been involved for a long time in very 
strategic roles. He’s a former CFO of Southern Cross 
Resources, which became Uranium One, and he’s also 
been in the private equity business. He ran Accord Nuclear 
Resources, reviewing global uranium assets for First Reserve, 
and has extensive experience in uranium in particular.”

   Also on the board is Toronto-based Director Richard 
Patricio, a strategic thinker with a string of connections in 
the Toronto capital markets, connections that have proved 
beneficial for the company in helping raise money in Canada.

   “Trevor Thiele is head of our Audit Committee,” Mr 
McFadden says. “His experience has largely been in major 
Australian agribusiness companies, like Elders. He’s been 
involved in IPOs, capital raisings and corporate reorganizations.”

   Last but not least on the board is Perth-based Director 
Karl Laufmann, who has a strong background working in 
the Australian capital markets, giving him great experience 
with junior miners in the country.

   This impressive team has already proved its worth in 
creating value for shareholders. The company is currently 
in excellent financial condition, putting it in the perfect 
position to complete the two exciting projects it’s engaged in.
   
   “We’re currently funded – we have approximately 
$4m of cash. We completed a capital raising in June, that 
was very successful. We’re funded for the work that we 
want to do this year and into next.”

   The company has approximately 81m shares outstanding, 
with 47m warrants, meaning there are about 135m shares 
on a fully-diluted basis. There is no debt and several other 
assets, including securities, making the company’s total 
working capital around $4.5m to $5m.

   “We’re very much a results-driven and value-adding 
group that looks to enhance shareholder value,” Mr McFadden 
concludes, “and we believe we have that potential there 
with these two projects.”

   Find out more about NxGold by visiting 
www.nxgold.ca.

NxGold Ltd. (TSX-V:NXN) 
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DEVONIAN HEALTH 
GROUP (TSX-V:GSD)

EFFICIENT BOTANICAL DRUG DEVELOPMENT

 SX-V listed company Devonian Health Group is a 
late-stage botanical pharmaceutical corporation 
that utilizes innovative therapeutic approaches 

designed to target unmet medical needs across the globe, 
following a more efficient drug development pathway for 
prescription botanical products.

   President and CEO Dr André Boulet has vast experience 
in the pharmaceutical and biotech fields, standing out by 
combining strengths in applied science, business and 
finance. Since 2005, Dr Boulet has been leading the 
development of the technology and products owned by 
Devonian Health Group, raising more than $40M in private 
and public equity. Here he talks to The Canadian Business 
Quarterly about the benefits of working with botanical 
drugs, the company’s new science-backed cosmeceutical 
range, and the exciting avenues for growth in Devonian’s 
future.

T
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Devonian Health Group (TSX-V:GSD)

   Dr Boulet achieved his PHD in physiology at Québec’s 
Université Laval, before moving to the United States to undertake 
postdoctoral study in biochemistry-biophysics at the University 
of Pennsylvania.

   “I worked in the pharma world for quite a few years,” 
Dr Boulet says. “I managed the clinical trial development of 
different drugs within Marion Merrell Dow. I went then back 
to school at York in England as a trainee in economics, in 
the Pharmacoeconomics department.”

   After his economics education, Dr Boulet went on to 
lead the reimbursement program on a number of products 
for Hoechst Marion Roussel, before becoming partner in a 
venture capital fund in Montreal called BioCapital.

   “Then I found [the] technology which is now in the 
Devonian Health Group,” he says, “and I financed it with myself, 
my family and my own angel network – with $50m invested 
in the company.”

   Having worked in botanical drug development before, 
Dr Boulet started the company by taking advantage of new 
FDA regulations in the US allowing companies to use plants 
to develop prescription medicine. 

VAST EXPERIENCE IN DRUG 
DEVELOPMENT



http://www.groupedevonian.com
mailto:info@groupedevonian.com
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   “Devonian Health Group started as a botanical drug 
company, with at the beginning only one product, which was 
the anti-inflammatory drug we have in development right now, 
and we had a vision to have also a cosmeceutical unit.”

   Working with plants often leads to the discovery of by 
products with additional applications. This was the case when 
the company discovered R-Spinasome®, a patented anti-oxidant 
molecule that became part of its Purgenesis™ anti-aging 
cream.

   

   Devonian Health Group went public in 2017, and con-
ducts drug development with the aid of research from the 
University of Québec, where a chance discovery by a student 
found that part of the molecule they were working on was an 
anti-inflammatory drug. 

   The company works with four plant types onsite at its 
extraction facility in Quebec, the only one of its kind in 
Canada, purpose built in order for the company to safely run 
botanical drug developments. 

   With the risk of contamination surrounding botanical 
products, Devonian could not find a pharmaceutical facility 
willing to house its materials during the trial, and was forced to 
design its own sterile facility to accommodate them.

   “Botanical drug development is an interesting field 
when you come from the pharma world,” Dr Boulet explains, 
“because it allows you to move much faster and less costly 
than regular drugs in what we call the New Chemical 
Entities (NCEs).”

   These significant benefits were evidenced during both 
Pre-clinical and Phase I of the group’s Thykamine™ development, 
both of which were completed within eighteen months, as 
opposed to the 3-5 years it would usually take for an NCE.

FASTER AND CHEAPER 
DEVELOPMENT

Devonian Health Group (TSX-V:GSD)
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   “It saves a lot of time and money to reach the proof of 
concept. Phase II is the key component of drug development, 
where you realize if the drug works or not, and then [in] Phase 
III the regular rules for an NCE apply to a botanical drug.”

   The group is currently using its anti-inflammatory drug, 
Thykamine™, to develop a treatment for ulcerative colitis, for 
which it has completed a Phase II proof of concept, and is moving 
into a larger Phase II next year to continue development.

   “We have an ongoing Phase II clinical trial in eczema, it 
should be completed in the coming months. We’re going to 
move then into the pediatric population, because physicians 
don’t want to prescribe corticosteroid to kids.”

   In addition, the company is developing a product to treat 
radiodermatitis, relevant to the nearly 50% of cancer patients 
receiving radiation treatment. Around 95% of these patients 
suffer from radiation beams burning the surrounding tissue of 
the affected area.

   “We have a very good program there, where so far, we 
have some preliminary data, we protect the surrounding 
tissues, so obviously it would be a medical device application 
– so this is ongoing as well.”

   Also in Phase II is a program for treating inflammatory 
acne. The group is developing a specific formulation which 
would include Thykamine™ to help nearly 85% of adolescents 
who are affected by acne.

 “At the end it will have taken about six years to develop the [eczema 
and colitis] indications,” Dr Boulet explains, “with an overall cost of 
$90-100m, compared to a New Chemical Entity which is now, as 
reported by the pharma industry, close to $1bn.”

   The power of FDA approval means that North America 
is a significant focus. Once a drug is FDA approved, it’s 
approval rate across other countries increases dramatically as 
other agencies follow suit.

Devonian Health Group (TSX-V:GSD)
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   “We will file all the reports to all countries around the world, 
probably not alone but with a partnership with big pharma. There 
are quite a few botanical drugs already on the market worldwide, 
so the big [pharmaceuticals] are coming there.”

   In addition to its therapeutic developments, Devonian 
Health Group is developing a cosmetic range, Purgenesis™ 
Cosmeceuticals, working on the basis that cosmetic products 
backed by science have the greatest market potential.

  “The anti-aging treatment [we have developed] is patented,” 
Dr Boulet explains, “and everything we do, we do at the 
pharmaceutical standard, which that means it’s double-blind 
clinical study.”

   This means that every one of the group’s cosmetic products 
will be compared in a double-blind clinical trial to prestige
brand products. With the anti-aging cream, the results of this 
process have made it clear that Devonian is handling things a 
little differently.

   “We’ve been told that we are the first company in that 
world that is mentioning that there is a placebo effect, and 
the massage effect around the eyes that treats the wrinkle. 
This is why we are marketing these products to Canadian 
dermatologists only.”
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   Additionally, the anti-aging product has been accredited 
by the Canadian Dermatological Association, making these 
products the only ones sold by dermatologists across the 
country to have been so.

   “It is very good for us, because they market to physicians, 
and they have a network of dermatologists, so the goal here 
is we deal only with physicians in everything that we do at 
Devonian.”

   As a result, dermatologists have become aware that the 
company has further sun-care and skin products in the pipeline, 
offering photoprotection against Blue light, Infrared A and 
UVA/UVB, lending extra credibility to its product offering.

   With a stretch-mark program on the way as well, Devonian 
has a few formulations that will reach the market by early- or 
mid-next year, promising a sales increase. Additionally, the 
company has recently been awarded the Best Anti-Aging Skin 
Treatment Technology 2018 from UK-based LuxLife magazine.

   Early in 2018, the Devonian Health Group acquired a 
specialty pharmaceutical company called Altius Healthcare, 
which was focused on acquiring and in-licensing safe and 
innovative medicines and healthcare products.

SCIENCE-BACKED 
COSMETIC RANGE

A GROWING BUSINESS

Devonian Health Group (TSX-V:GSD)
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   “They reviewed what we had in our pipeline, and we sat 
together and they said there was [a chance] to keep sales in 
Canada for Devonian, because globally the sales in Canada 
represent only 3% of the market.” 

   With such a small market share, Devonian benefitted 
from Altius’ sales and marketing acumen, which helped the 
company keep the Canadian share away from big pharmaceutical 
companies.

   “When we develop a drug, it’s always good to have feedback 
from the sales and marketing people, to be sure that we 
collect the data we will need, and also if we are targeting the 
right [areas] from a marketing point of view.”

   In addition, Devonian benefitted from the existing structure 
within Altius, which had existing sales of around 10 million, 
helping attain between $1.5-2bn in revenue, which the 
company was able to put into holding to decrease the need 
for new investment.

  “Right now, obviously Altius continues to license the 
distribution of NCE and other products for the Canadian 
market,” Dr Boulet says. “We bring them our pipeline, so 
there will be growth in the revenues there.”

   Further growth will come from the expansion of the 
company’s botanical drug program, which it expects to 
see grow rapidly over the coming years as the demand 
for botanical products for humans continues to rise.

   

   “We expect to have another arm, which is animal 
health. As people see companion animals as family members, 
Devonian’s goal is to offer innovative medicines to the 
entire family. We are coming with products there. Our 
Thykamine™ has application on the vet side, because the 
largest market in veterinary is the one with eczema for 
dogs and cats.”

   In the long term, the company is keen to expand as 
wide as it possibly can within its field. “The full name of 
the corporation is Devonian Health Group – so we really 
want to be a health group [which brings] new innovative 
products in human and veterinary, all validated through a 
pharmaceutical development pathway.”

   Find out more about Devonian Health by visiting 
www.groupedevonian.com.

Devonian Health Group (TSX-V:GSD)
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PROMIS 
NEUROSCIENCES

(TSX:PMN) 
TARGETING THE ROOT CAUSE OF ALZHEIMER’S AND 

OTHER NEURODEGENERATIVE DISEASES

M
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ost of us know someone who has been affected by 
Alzheimer’s disease. It’s a devastating, brain-wasting 
affliction and the most common form of dementia. 

The 2018 World Alzheimer’s Report reveals there are 50 
million people in the world with dementia, a global community 
around the size of South Korea or Spain. About two thirds, 
have Alzheimer’s disease. These numbers are expected to 
more than triple by 2050.

   There’s no effective therapy for Alzheimer’s but that’s 
not for lack of effort. Some of the most successful pharmaceutical 
companies in the world have exerted considerable effort to 
find a cure, but they’ve yet to cross the finish line. Thankfully, 
this could be about to change. Canadian researchers at a 
young, Toronto-based biotech firm, have received several 
patents for a new drug discovery platform that allows them to 
develop medicines that very precisely target the root cause 
of Alzheimer’s and other neurodegenerative diseases. The 
Canadian Business Quarterly spoke with CEO Dr. Elliot Goldstein 
about his team’s approach to what experts are calling a 
pivotal shift in drug development that’s renewing hope for an 
Alzheimer’s cure.



DRIVING  
NEW HOPE FOR  
ALZHEIMER’S,  
ALS AND  
PARKINSON’S  
DISEASES

ProMIS Neurosciences, Inc. is leveraging its patented drug 

discovery platform to hasten development of much-needed 
medicines for Alzheimer’s disease (AD), amyotrophic lateral 
sclerosis (ALS) and Parkinson’s disease (PD). By targeting the 
the toxic oligomer, now believed to be a root cause of all three, 
the Company is creating new hope for these diseases currently 
without effective therapies. 

Headquartered in Toronto, Ontario with offices in Cambridge, 
Massachusetts, ProMIS is listed on the Toronto Stock 
Exchange under the symbol PMN, and on the OTCQB Venture 
Market under the symbol ARFXF. Track progress at www.
promisneurosciences.com, on Twitter and LinkedIn.

http://www.promisneurosciences.com
http://www.promisneurosciences.com
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ProMIS Neurosciences (TSX:PMN) 

   “This is a very exciting time in the Alzheimer’s 
community,” explained Dr. Goldstein. “We’ve learned some 
hard-won lessons over the past decade or so. Now, better 
understanding of what causes Alzheimer’s has spawned a 
new generation of drug development efforts that are 
focused on the right target.”

   For decades, the Alzheimer’s drug development 

community believed amyloid beta—a naturally occurring 

substance that forms clumps in the brain—could become 

dangerous for some people as they aged; much like how a 

normal cell might become cancerous. The so-called “amyloid 

hypothesis” held that sometimes these clumps—commonly 

known as “plaque”—would strangle brain cells, leading to 

their death. The amyloid hypothesis alleged that by targeting 

plaque in the brain, researchers could halt Alzheimer’s 

disease. This belief guided Alzheimer’s drug development 

for nearly 25 years.

   10 clinical trials that never produced an effective 

medicine called this theory into question. However, these 

“failures” deepened the research community’s knowledge 

of Alzheimer’s in some important ways. Namely, that there 

are many kinds of amyloid in the brain; most kinds are benign. 

However, one kind is particularly toxic, the toxic oligomer. 

In 2017, Dr. Eliezer Masliah, director of the U.S. National 

Institutes of Health’s National Institute on Aging, Division of 

Neuroscience, urged drug developers to redirect efforts at 

the toxic oligomer.

   “The amyloid hypothesis is sound, but it needs a 
very important update,” explained Dr. Goldstein. “It’s 
not plaque that causes Alzheimer’s disease—as we had 
long thought—it’s the toxic oligomer. The resulting shift 
in drug development that we’re starting to see is predicated 
on what we’re calling Version 2 of the amyloid hypothesis. 
V.2 reflects our matured understanding of the deadly 
role the toxic oligomer plays in Alzheimer’s progression.”

Executive America - www.ExecutiveAmerica.com 
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   There are now several hundred articles that implicate 
the toxic oligomer as the root cause of Alzheimer’s. Significantly, 
data also show it’s a root cause of other neurodegenerative 
diseases like Parkinson’s, a nervous system disorder that 
affects movement, and ALS (amyotrophic lateral sclerosis), 
in which nerve cells in the brain and spinal cord deteriorate. 
The good news: ProMIS is developing new medicines for all 
three. It’s the clear front-runner in the race to stop Alzheimer’s 
by selectively targeting the toxic oligomer. Initial data show 
ProMIS’ potential therapy, called PMN310, effectively neutralizes 
the toxic oligomer and prevents brain cell death.

   How ProMIS is able to scale this summit ahead of many 
heavy hitters in drug development is where the real story 
begins. In order to develop a precise way to attack the toxic 
oligomer, ProMIS had to build a better mousetrap. That’s 
because today’s methods for working with highly unstable 
drug targets like the toxic oligomer don’t work. Enter Dr. 
Neil Cashman, professor of medicine at the University of 
British Columbia (UBC), neuroscientist at the Brain Research 
Center, academic director of the Vancouver Coastal Hospital 
ALS Center, and a past recipient of the prestigious Jonas 
Salk Prize for biomedical research. Dr. Cashman has dedicated 
his academic career to finding new ways to attack bad proteins 
like the toxic oligomer. 

   “Today’s drug discovery methods have developed 
some wonderful medicines but for the toxic oligomer, they 
deliver drug candidates that are as precise as a shotgun: 
You hit a lot of things, and maybe you hit your target,” 
explained Dr. Goldstein. “Our unique platform delivers drug

candidates that act like a sniper. This allows exacting precision 
on the toxic oligomer, reducing the potential for side effects 
related to targeting the non-toxic forms of amyloid beta. 
This kind of precision hasn’t been available before. Not only 
could we potentially avoid the side effects of prior therapies 
in development, we could also offer patients higher doses, 
which would have a positive impact on effectiveness. A 
highly effective dose of medicine is truly the holy grail of 
any therapy, and this is what our platform could allow us to 
do for these terrible diseases.” 

   The ProMIS™ platform is a unique marriage between 
physics and medicine. On the medical side, the platform 
incorporates two decades of Dr. Cashman’s research, patents 
and publications (more than 300 and counting). But it 
doesn’t end there. Dr. Cashman works hand-in-hand with 
his physics counterpart, Dr. Steven Plotkin, a professor at 
the University of British Columbia in the Department of 
Physics and Astronomy. Dr. Plotkin has held the Canada 
Research Chair in Theoretical Molecular Biophysics, is a past 
recipient of the prestigious Sloan Fellowship, and is an 
associate member of the Genome Sciences and Technology 
and Bioinformatics programs at UBC. Together, Drs. Cashman 
and Plotkin, ProMIS’ Chief Scientific Officer and Chief Physics 
Officer, respectively, are hard at work developing a generation 
of medicines that can selectively target these highly unstable, 
“shape-shifters,” as Dr. Goldstein describes the toxic oligomer.

   “ProMIS’ drug discovery platform reflects the ground-
breaking scientific discoveries of some of the best minds in 
Canada,” said Dr. Sharon Cohen, medical director of Toronto

ProMIS Neurosciences (TSX:PMN) 
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 Memory Program. “The result is a radically new way to target 
the root cause of Alzheimer’s disease, which we desperately 
need. Our deepest hope is that this can successfully deliver 
long-awaited disease modifying treatment. When it does, 
we can share in the pride of knowing that it began here in 
Canada.”

   In late 2018, ProMIS announced new drug candidates 

for Parkinson’s disease. Next up, ALS. “Research shows the 

toxic oligomer is also a root cause of these diseases,” shared 

Dr. Goldstein. “Simply substitute ‘amyloid’ for the protein 

involved in the disease. For Parkinson’s, the toxic oligomer 

derives from the protein alpha synuclein. For ALS, the toxic 

protein derives from TDP43 (Tar DNA Binding Protein). We 

plan to develop highly validated drug candidates for each 

disease. And, because our platform is so powerful, we 

believe we can progress these candidates very quickly.” 

   To say this is welcome news to the desperate disease 
communities currently without effective therapies would be 
an understatement. While developing new drugs is risky 
business, Canada has a strong, international reputation for 
delivering breakthrough, best-in-class medications for several 
diseases without effective therapies. We look forward to 
adding ProMIS to this long list of accomplished biotech firms 
that call Canada their home.

   Find out more about ProMIS Neurosciences by visiting 
www.promisneurosciences.com or by following them on 
Twitter at @ProMISinc and LinkedIn.

ProMIS Neurosciences (TSX:PMN) 
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STEMCELL’S ROOTS

TEMCELL Technologies grew out of the Terry Fox 
Laboratory (TFL) in Vancouver, Canada, where Dr. 
Allen Eaves, a hematologist and cancer researcher, 

was the Founding Director. Unsatisfied with commercially 
available reagents for growing the stem cells required 
for their research, Dr. Eaves’ research group at the TFL 
began making their own cell culture media out of the 
highest quality components they could find. 

  “In the 1980’s our leukemia research program required 
us to make tissue culture media for growing normal and 
chromosomally-marked cancer stem cells.” says Eaves. 
“This methylcellulose media helped us develop new ways 
tof understanding and treating chronic myelogenous 
leukemia. We did this with our closely-associated bone 
marrow transplant program at the Vancouver General 
Hospital. There was no intellectual property involved in 
making this media—other researchers made it too—we 
just made it better!” 

S

STEMCELL 
TECHNOLOGIES

HOW CANADA’S REGENERATIVE MEDICINE 

COMPANY HELPS SCIENTISTS GLOBALLY
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  As word about his high-quality cell culture media spread 
throughout the global scientific community, Dr. Eaves started 
selling the media to other institutions, reinvesting the revenue 
back into his research program. This fueled a business that 
quickly outgrew the manufacturing capacity of the TFL. 
Thus, with a second mortgage on his house and a loan from 
Western Economic Development Canada, Eaves formally 
launched STEMCELL Technologies in July of 1993. That year, 
the company sold over $1 million of MethoCult™ culture 
media, which remains the international gold standard for 
growing and measuring blood and bone marrow stem cells 
today. 

  After 24 years in business, with annual revenue 

approaching $185 million, STEMCELL continues to be true 

to its roots, bootstrapping growth by reinvesting all profits 
back into research and development. The company now 

employs over 1100 people, 800 of whom are based at the 

Vancouver head office, research labs and manufacturing 
facilities. STEMCELL has grown at an average rate of 20% 

annually, with 96% of sales revenues coming from outside 

Canada. STEMCELL’s products are used in 90 countries, 

serviced by nine international offices and a network of 
distributors around the world. Allen Eaves continues to 

serve as President and CEO.

PRODUCTS HELPING 
SCIENTISTS

  STEMCELL’s mission is to advance the pursuit of scientific 
knowledge by supplying high-quality, innovative reagents, 

tools and services to enable life science research. This 

mission has driven the company to amass an impressive 

catalogue of more than 2500 products that are used in 

biomedical research labs, routine diagnostic centres and 

pharmaceutical companies across the globe. STEMCELL’s 

products support research on regenerative medicine, 

tissue engineering, gene therapy, immunotherapy, toxicity 

testing, and the development of advanced treatments for 

cancer and other diseases. 
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the infrastructure or expertise to carry out. This department 

harnesses STEMCELL’s high-performance products and 

in-house experts to provide standard and customized 

assay services on site at STEMCELL’s Vancouver-based 

research labs. Since 2000, Contract Assay Services has 

performed studies for over 120 pharmaceutical, biotechnology, 

government and academic life science organizations 

worldwide. 

  STEMCELL also recognizes that Scientists Helping 

Scientists goes beyond the lab bench. As such, the 

STEMCELL team is committed to nurturing scientific 

communities through ongoing learning and science 

communication. For example, the company’s Education 

division offers customized hands-on and virtual training 

courses .  These workshops ,  delivered locally or at 

STEMCELL’s

  Research & Learning Centre in Cambridge UK, 

provide expert instruction on complex research protocols 

and experimental procedures. Other resources, such as 

educational videos and podcasts, weekly science 

newsletters, social media communities and online 

science resource hubs keep scientists current with their 

fields, connecting scientific communities, and providing 

scientists with the information they need to succeed with 

their research and careers.

 Commenting on STEMCELL’s diverse and integrated product 
portfolio, Dr. Terry Thomas, STEMCELL’s Chief Scientific 
Officer stated:

  “In addition to expanding our original line of hematology 
products, we have grown our offerings to include a 
comprehensive suite of immune cell isolation tools as 
well as products that support research using pluripotent 
stem cells and mesenchymal stem cells. We have also 
developed families of products optimized for neural, 
mammary, prostate, pulmonary, pancreatic, cardiac, 
and intestinal cell biology research. A very exciting 
recent focus of the company is organoid technology. 
These mini-organs are revolutionizing the way scientists 
are studying human health and disease in the lab, and 
we’re helping them do it!”

  STEMCELL is committed to quality, investing heavily 
into sourcing the highest calibre raw materials, and ensuring 
batch to batch consistency through rigorous quality 
assurance and quality control systems. By providing 
novel, useful, standardized products, STEMCELL enables 
scientists to do their experiments more efficiently and 
effectively, delivering faster, more reliable and robust 
results. 

  In addition to its off-the-shelf products, STEMCELL’s 
Contract Assay Services department is available to provide
standard and customized assay services to support scientists 

with specialized research needs for which they don’t have 
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KNOWLEDGE 
AND EXPERTISE 

  STEMCELL is truly a community of Scientists Helping 
Scientists; one third of the 1100-person team holds an MSc or 
PhD, and many others carry advanced degrees in fields such 
as business, engineering, and law. 

  “A culture of curiosity, collaboration, and innovation 
pulses throughout the company.” says Helen Sheridan, 
Senior Vice President of Human Resources at STEMCELL.

 “It is inspiring to work with such a fantastic group united by 
a common goal – to help progress the pursuit of scientific 
knowledge. Our great leadership team, rapid growth, and 
extensive internal training programs create fantastic 
opportunities for career growth and personal development.”

  STEMCELL takes great pride in providing high-value, 
knowledge-based jobs to a diverse workforce. With strong 
growth expected to continue, the company anticipates 
offering 3500 new, permanent, knowledge-based jobs in 
Canada by 2030. 

LOOKING AHEAD

  Stem cell therapies are the future of medicine and of the 
global healthcare economy. Fields such as tissue engineering, 
regenerative medicine, immunotherapy and precision 
medicine are advancing rapidly and potential therapies are 
moving closer to the clinic. As Canada’s Regenerative 
Medicine Company, STEMCELL Technologies is committed 
to developing tools and technologies that support 
cut t ing-edge research in these areas. To this end, 
STEMCELL has invested in increasing their state-of-the-art 
laboratory research space and is working toward building a 
clinical grade, advanced biologics manufacturing facility in 
Canada. This will enable more of the company’s products to 
meet global regulatory standards for clinical use, supporting 
research that is moving from bench to bedside.
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  With its large investment in Research & Development, 
STEMCELL has built a very strong intellectual property 
portfolio of over 100 patents. In addition to developing its 
own products, however, STEMCELL is very active at in-licensing 
intellectual property developed by others, and has helped 
several scientific technologies born in academic research 
settings to reach the global biotechnology market. The 
company is continuing to work closely with academic and 
industrial research partners, with a goal of bringing innovative 
technologies to life, ultimately enabling new discoveries and 

the advancement of scientific knowledge and understanding. 

  “Our vision, quite simply, is to be in every lab. If there is a 
lab anywhere in the world that is doing research where our 
products, services, expertise, and collaboration can add 
value, we want to be there to develop a meaningful 
relationship with them.” noted Andrew Booth, STEMCELL’s 
Chief Commercial Officer. “As a company, we are rooted in 
Allen Eaves’ passion for the pursuit of scientific knowledge. 
This commitment has deepened as we’ve grown from a small 
side project out of the back of the TFL to Canada’s largest 
biotech, and we will continue to be guided by that passion 
as we grow to service the complex needs of the biomedical 
community.”

   To learn more about STEMCELL, visit 
www.stemcell.com  or follow their Facebook, Twitter, 
LinkedIn and YouTube channels. Written by Nicole 
Quinn, PhD

42



43 Executive America - www.ExecutiveAmerica.com 

HOW GENERAL 
DATA PROTECTION 
REQUIREMENT (GDPR) 
IS AFFECTING EMAIL 
MARKETING

arketing managers across the globe have been losing 
sleep since the introduction of the EU GDPR. But 
what is it, and how does it affect email marketing?

   Ever since the European Union rolled out its email 

spam laws in May 2018, the General Data Protection 

Requirement (GDPR) has been a focal point for businesses 

worldwide. The introduction has also created a plethora 

of dilemmas for many organisations: does their business have 

to comply? If so, how? Will compliance affect customer 

acquisition and retention?

  Companies will have had to work tirelessly to ensure the 

transition to GDPR compliance was as smooth as possible, 

while also affecting the way their business is conducted 
within the European Union. Naturally, companies relying 
heavily on email marketing will be especially affected.

  Until recently, email marketing was a simple-to-implement 

yet highly effective marketing strategy. Now that the GDPR 

has been rolled out, it’s an area requiring much more 

consideration.

How does the GDPR impact email marketing today?

  While personal data protection laws were already in 

place, the EU has effectively updated these laws to further 

protect consumers from unwanted digital junk mail.

M
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(GDPR)  

  The overall reach of the GDPR is perhaps the most 
significant change to the previous laws. It’s not just EU-based 
organisations that the new laws apply to, but any company 
storing or processing personal data of any European citizen.

  So, what constitutes personal data? The GDPR states a 

name, photograph, IP address, medical information, or 

indeed anything related to an individual is considered 

personal data. As registering for an email account often 

requires divulging a wealth of personal information, an email 

address is a prime example of the type of personal data the 

GDPR aims to protect.

How many emails are being circulated globally?

  In March 2018, the Radicati Group estimated the number 
of active email accounts worldwide to be 3.8 billion, with 
over 281 billion emails sent daily. According to the 
research organisation’s calculations, the number of daily 
emails will rise to 333 billion within the next four years.

  Just as most households regularly receive unwanted 
junk mail through the post, so too do our electronic inboxes. 
Statista.com state that 60% of emails sent in September 
2017 were spam. Although anyone who occasionally checks 
their spam folder could testify to this statistic, this is a 
significant decrease from recent years. Statista found that 
71% of emails received in April 2014 were caught by spam 
filters – meaning almost three-quarters of emails were 
unsolicited digital junk mail.

  That’s a lot of emails – and exactly the reason GDPR 
regulators have updated their spam laws. Since the update, 
businesses will now require the consent of their recipients 
or other legal means to send marketing emails.

  The new rules now stipulate that even an email sent 
to a specified group of recipients from a personal 
account is considered email marketing.



45 Executive America - www.ExecutiveAmerica.com 

  With such stringent rules in place, it’s important for all 
business owners to understand how they may be affected. 
To help your business comply with the new GDPR rules, 
here are some of the processes you will need to implement.

1. Acquiring permission from previous subscribers

  The most often asked question regarding new GDPR 
laws is whether subscribers obtained prior to 25th May 2018 
can still be contacted.

  The answer is twofold. If your subscribers chose to 

opt-in to your list, then you may continue to send email 

correspondence. However, if your subscribers were 

automatically opted in – through a purchased list, a 
pre-checked box, or other means – then you must obtain 
consent again.

  Thankfully, regaining consent is as simple as asking your 
subscribers. In fact, seeking permission then storing a 
record is the basis of the GDPR. Consider running a 
‘re-permission’ campaign to obtain permission from 
subscribers.

2. Obtaining new subscribers and email permissions

  Most marketers assume that prospects who have 

submitted their email address can be added to a marketing 

campaign list. While this may have been common practice 

prior to 25th May, it is no longer allowed.

  You cannot pre-tick a box to acquire an email address, 
nor can you simply hide your communication policy 
somewhere in your privacy statement. Since the new 
regulations came into force, prospects must now 
explicitly agree to receive marketing emails or newsletters 
from you.

It’s up to you to ensure you’re GDPR-compliant

  Perhaps due to its convenience and relatively low cost, 
email remains the marketing medium of choice for 
Business-to-Business companies. However, you must ensure 
you and your organisation comply with the GDPR rules or 
face a hefty fine for each breach of protocol.

(GDPR)  
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  Despite the recently updated regulations, email 
marketing is here to stay. While the GDPR may appear 
complex, there are steps you can take to make sure your 
email marketing campaigns comply with the new regulations:

• Ensure marketing emails are only sent to subscribers   
  who have explicitly chosen to opt-in
 • Direct a re-permission campaign to existing subscribers  
  to regain their consent
• Refrain from using automatic decision-making methods  
  using your subscriber’s data
 • Make it easy for your subscribers to unsubscribe from  
  your email lists
 • Provide a method for subscribers to manage their content  
  options

      It’s important to remember that the GDPR is about 
managing and providing content to people who explicitly 
choose to receive correspondence from you. This will almost 
certainly mean losing a portion of your subscribers who don’t 
open and read your emails – although, in marketing terms, these 
are the people you should be removing from your lists anyway. 
It’s the people that explicitly opt-in that you should be focusing 
on, to ensure your email marketing campaigns are productive.

    While these new regulations may appear intimidating, 
complying to these rules will lead to improved open rates 
and higher overall revenue. Rather than being fearful of 
ensuring GDPR compliance, look forward to the resulting 
improvement in your email campaigns.

Senka Pupacic is the founder of Top 10 SEO: 
www.top10insydney.com.au
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ARE YOU CUT OUT TO BE A 

BOARD DIRECTOR? 
ASK YOURSELF THESE 

7 QUESTIONS

here are millions of board directors in the world. 
Every company and organization has them. Let’s be 
honest, many of them deserve their seat at the table. 

They bring huge value. Unfortunately, many do not. 

  “Just because you think you can be a director, doesn’t 
mean you should.”

  Before getting started on a boardroom career, there 
is one question that every potential director needs to ask 
themselves: “Am I director material?”

  There is no simple way of telling whether you will cut 
it, but there are certain attributes and skills that those 
who make a successful go at it tend to have in common. 
To help you answer this simple, yet direct, question, I’ve 
broken the it down into seven questions.

  Please don’t think you must tick every box to make it as 

a board director. In fact, you don’t even have to tick any 

boxes. There is not one way to measure your readiness but,

 

T
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if you are leaning towards the “correct” answers on most of 
the questions below, you’re going to be at an advantage 
when it comes to being an effective director. Good luck!

Question 1: Do you prefer to work alone or with others?

  If you answered the latter, then congratulations, 
the boardroom could be for you. There is a bit of solo work in 
being a director (for example, your meeting preparation) but 
most of it is working as a team. Oh, and don’t expect the 
team environment to be plain sailing all the time. Hopefully, 
they’ll bring a diverse set of views and skills and this could 
lead to some healthy debates. To quote management 
expert and author Ken Blanchard: “None of us is as smart 
as all of us.”

Question 2: Do you have time to spare?

  I haven’t met many who say they are not “busy”. I’ll admit 
to using the word. What impresses me are those that aren’t 
busy, or are trying not to be. This might sound harsh, but 
busy isn’t a badge of honour.

  As a director your time commitment is not just board 
meetings. Your time includes sub-committees, planning 
days, networking events, stakeholder representation, 
training and building relationships.

  Every board is different but assume, for a non-executive 
role, between 5-50 hours per month, with most boards 
needing an average commitment of 10-20 hours per month. 
If this is something you can spare, you are ready.

Question 3: Do you like to learn?

  True, we are starting to see more and more young board 
directors but the majority are still senior. They could be forgiven 
for thinking that they know everything they need to know. Not 
anymore! We live in non-linear and dynamic times with increasing 
pressures from many more quarters. As a board director you 
cannot remain static. Yes, you’ll have skills that you bring to the 
table and you might even be top of your game. But, you also 
need to learn new skills to round out your role. 

  This isn’t just financial skills. Increasingly you need to be 
across customer-centric design and be up to date on the 
latest technology impacting your company (and soon your 
job). What are the latest marketing or HR trends? This makes 
it easier for you to ask good questions, provide the right 
level of support and remain relevant. 

Question 4: Are you used to getting your own way?

  Yes? Then get out of here. The boardroom is not the place 
for dictators. It is the place for influencers but as part of a team, 
you’ll often need to put your ego to one side and be open to 
having your mind changed, or to go with a majority view. There 
are too many egos in boardrooms, we don’t need anymore.

Question 5: Do difficult decisions impact you?

  As a director, the buck stops with you. You must be willing to 
make tough choices and make decisions. However, it is a bit of 
a trick question. If you think no is the best answer, then you 
perhaps do not care enough to be a director.
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  If it’s yes, then perhaps you don’t have the steel to make 
the tough choices you’ll have to make. Boards often have to 
way up competing priorities and stakeholders. You cannot 
please everyone all the time when “acting in the best interests 
of the company”. 

  The ideal answer is “Yes, they impact me, but not for 
long”. This means you have a nice balance of mental toughness 
and empathy to handle the burdens of being a director and 
contributing to decisions that will affect many people. 
Balance is key. Try not to dwell on decisions, you’ll probably 
not have the time. 

Question 6: Do you prefer to listen or talk?

  This is a bit of a trick question. Listening is important as 
a director. Listening to management and their needs, listening 
to the views of your fellow directors, listening to the needs 
of your stakeholders (which extend beyond owners to your 
staff, customers and community). Yes, listening and analyzing 
what you hear is vital. But, so is talking. Having a view, when 
it’s qualified, is your job. Asking the right questions at the 
right time. Being considered, helpful, challenging yet 
supportive is the role of a director. Can you “communicate 

with two ears and one mouth”?

Question 7: Do you take pleasure from helping others?

  Simple answer please. Yes! Being a board director is all 
about being in service to others. You’ll give your time and 
skills, often for no financial reward. The reward is the service. 

  Remember though, it’s not just others that gain from 
you being a director. You do too. You’ll learn new skills that 
will make you a better person, better employee, better 
director. You’ll meet new and interesting people and who 
knows where that will lead. You might get paid but if you 
don’t you’ll probably earn more elsewhere because of these 
new skills and relationships. 

  How did you do? As stated at the start there is no right 
and wrong way to be a director. There are rules that govern 
the job. There are also expectations that will vary from board 
to board. 

Paul Smith is the Co-founder & CEO of Future Directors 
Institute, www.futuredirectors.com.au



50

THE CASE FOR A LONG, 
MID AND SHORT-TERM 

VIEW IN SAILING AND MARKETING

Executive America - www.ExecutiveAmerica.com 



orking within an organization’s annual financial 
process means you are likely to be either preparing, 
or have just finished, your annual planning and 

budgeting. In fact, it can often feel that just as you complete 
one round of planning and budget setting, the next round 
has arrived before you have really got into implementing 
your plans.

   But there have been major changes over the past 
decade, which have had significant impacts not only on the 
marketing planning process, but also on the role of marketing 
strategy. Instead of setting a long-term marketing strategy 
and implementing the tactics to deliver it over the year, 
marketers are often finding themselves so focused on delivering 
the short-term tactics to deliver the immediate wins that 
often the longer term strategy is forgotten.

   Even that most traditional and strategic of marketing 
categories, Consumer Package Goods, is focusing on short-term 
tactics to reach and convert customers to drive revenue 
and market share expectations. And retailer marketers, who 
plan out their marketing a year or more ahead to leverage 
seasonal retail events, are finding themselves competing 
with online e-commerce, which appears to be able to create 
sales events almost overnight.

   What has caused these changes in the role of the 
marketing strategy? What is the emerging trend we are 
seeing across a wide range of categories and markets where 
growth is a strategic focus but continues to prove a challenge?
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In his book “Good strategy, Bad strategy”, Richard P. Rumelt 
writes
 
   “Strategy is at least as much about what an organization 
does not do as it is about what it does.”

   In developing a marketing strategy, the marketer is 

mapping out a plan of action to optimise successfully achieving 

the marketing objectives for the organization. It is aligned to 

delivering the business objectives (usually growth-related) and 

takes a medium to long-term view of achieving the same, 

based on the resources at hand (products/services, distribution 

channels, budget etc), the competitors’ positioning, activity 

and strategy, and of course the customer.

   Traditionally, the marketing strategy was developed 
either at the launch of a new product or service or when it 
was deemed the current marketing plan was not working 
and a new one was needed, often with the appointment of 
a new CMO or head of marketing. The implementation of 
the marketing plan, developed from the strategy, would 
often take a year, and therefore by the time the plan was 
executed it was time to review and do the same again.

   The role of the marketing strategy was to set the 
direction for the foreseeable future (12 months to up to five 
years in some cases) and inform the marketing plan on an 
annual basis to define what marketing should do and more 
importantly what marketing should not do to deliver on the 
organizational objectives.
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  Fig 1: While Marketing Strategy is aligned to the strategic 
objective, the marketing plan is the plan of action to get there. Both 
are needed to assess progress in the lifts and knocks of the market. 

   More than at any time the marketing function, within 
most organizations, is under pressure to deliver or at the least 
contribute to measurable growth to justify the marketing 
budget - which has been under downward pressure for most 
of the 21st century. 

   At the same time, the rise of social media, digital 
media channels and marketing technology, such as 
programmatic and real-time media bidding, provides 
marketers with a means not only to position brands, 
products and services against the competition in the 
mind of the customer, but also help fill the euphemistic 
‘online sales funnel’ with leads to be converted by sales or 
even, in an e-commerce world, convert those leads to 
sales themselves.

   Enter the concept of Agile Marketing, inspired by the 
process of agile software development, and adapted to the 
marketing discipline. Agile Marketing is about testing and 
learning, using the results to adapt in real time and go back to 
the market to optimise marketing investment and deliver 
measurable Return on Marketing Investment (ROMI). In this 
world the measures are customer acquisition, cost per lead 
and acquisition and revenue growth. 

   The focus is on the short-term sales results and 
optimising the lead and conversion rate. But what about 
the longer term marketing strategy and market positioning 
of the brand? 
  
  An online insurance company we work with embraced 
agile marketing as a way to maximize marketing budget 
and ROMI. This included in-house creative and media 
buying, so they could respond to the market in real time 
with all agile marketing processes managed totally within 
the organization.
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   Fig 2: Traditionally marketing plans laid out a planned 
route to market. In uncertain and changeable times a more 
agile approach allows marketers to deliver short-term wins 
while delivering on longer-term strategic objectives.
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   But while the marketing team was driving terrific 
acquisition results in the short-term, there was a realization 
within the marketing leadership that their agile response to the 
market had caused them to drift from the core marketing strategy 
that had built their competitive strength and differentiation.

   As Richard P. Rumelt had stated above, the marketing 
strategy defined what they would do and just as important-
ly what they would not do. But with a short-term focus on 
driving sales results they ended up doing whatever it took 
to continue or improve those results, without consideration 
of what the strategy told them not to do, and therefore were 
compromising the marketing strategy.

   This is easy to do. After all marketers face more 
choices than ever. There are more channels and more 
options than there ever have been. Marketers are also facing 
greater levels of unpredictability, competition and complexity.

   But out of this complexity and unpredictability comes 

more opportunity, and therefore a greater need for the agility 

to take advantage of opportunity as it arises. However, there is 

also a need for a framework to inform the decision on which 

opportunities should be taken and how you should take them. 

This is the emerging role of the marketing strategy in an agile 

marketing process.

   I like to think of it as being like sailing. Not the cruising 
type sailing - a lazy afternoon in the sun, sitting on the deck, 
sipping champagne. But the racing type of sailing, with an 
ultimate goal – the finish line and a fleet of competitors in 
changeable conditions.
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   A good skipper knows the strengths of the boat and 

the crew and will have a strategy to play to those strengths 

and maximize performance in current conditions. The skipper 

also has tools at his or her disposal to provide updates on 

the current situation and changes in the surrounding 

environment. The skipper should know something of the 

competitors in the fleet - their tactics, strategies, strengths 
and weaknesses. 

   As with agile marketing, the crew will hopefully have 

practiced and become incredibly efficient at changing tack. 
As they sail up to the starting line, the skipper will position the 

boat to get the best opportunity on the wind and the fleet. 
From before the start to the finish line the focus of the skipper 
and crew is on the ultimate goal, which is crossing the line 

ahead of the rest. 

   The skipper will stay on strategy to ensure the maximum 

performance of the boat and the crew, but will constantly be 

looking for opportunities to take advantage of changing wind 

and weather conditions and the tactics of the competitors, 

only reacting when there is a clear opportunity to take an 

advantage or avoid a disadvantage.

   After all, simply following the fleet means if there is a 
knock from a wind change then the whole fleet gets knocked 
back, but the skipper who decides to stay the course when 

everyone else tacks is looking for the wind lift that will put him 

or her ahead of the fleet.

   Fig 3: In varying and changing conditions do you stick 

with the plan and the fleet or strike out and search for 
immediate opportunities while maintaining a view of the 

longer-term strategic objectives?
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   What does this mean for marketers? There is a business 

objective, which is the finish line. Aligned to this objective is the 
marketing strategy, which defines the best use of the resourc-

es available to position the brand, product or service success-

fully to deliver that objective. 

   There is a marketing plan derived from this strategy, 

which is the race plan, based on the current weather conditions, 

the competitive set and the resources available. But then 

throughout the race there is a constant need to monitor changes

in the current situation that might deliver opportunities. Wheth-

er these opportunities are taken, or not, depends on the mar-

keting strategy and plan. 

   This is a short, mid and long-term view of a marketing 

strategy. The long-term is set within the marketing strategy. 

And while they say you should always review that strategy, 

tactics never drive it. Instead, the tactics are assessed 

against the strategy to make sure they capitalise on the 

short-term objectives while building the long-term marketing 

strategy. The marketing plan is the medium-term review 

where strategy and tactics meet to achieve short, medium 

and long-term objectives. 

   While the organization may be interested in this 

quarter’s sales results and marketing’s contribution to those 

results, marketing must remember it also plays an important 

longer-term value creation role, ultimately to win the race. 

   

The role of the marketer today is to use the marketing strategy 

to assess short-term tactical opportunities, but to ensure 

the organization stays on track to deliver the agreed medium- 

and longer-term objectives of the organization as well.

   Darren Woolley is the Global CEO for TrinityP3 Marketing 

Management Consultants: www.trinityp3.com
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Executive Coaching

EXECUTIVE COACHING 
BEING THE CEO OF YOURSELF

T
he burgeoning trend of Executive Coaching is tapping in to 

previously unrecognized levels of personal development 

for business people. No longer must career-focused 

business people wait patiently for their opportunities to become 

executives.

The trend taps into the new business need for mental 

toughness, an area of strength identified by psychologists 
who believes that it is no longer enough for business leaders 

to be merely resilient.

Mental toughness helps individuals focus on making 

things happen, without being distracted by their own or 

other peoples’ emotions. These individuals are generally 

more engaged, more positive and exhibit a “can do” attitude.

Mental toughness can be measured using the MTQ48, a 

reliable psychometric tool which is quick and easy to complete 

and provides a profile of overall mental toughness, as well as 
providing scores for a number of other characteristics. 

This is where Executive Coaching comes in, a process 

which helps executives focus on their own individual traits. 

Coaching is most successful when undertaken as a personal 

project and not necessarily as a business requirement.
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Executive Coaching

The best candidates are those looking for the next 
stage in career development, those willing to take charge of 
their own careers going forward. These kinds of people will 
benefit tremendously from a coaching setup in terms of 
personal development.

It is now fairly common for CEOs to have a coach as 
part of their own personal development, but the growing 
trend is seeing people earlier in their career paths with 
aspirations to get to executive level engaging in some form 
of coaching.

Many people at this stage in their development would 
once have been expected to wait until they reached a certain 

level before being offered coaching in a professional capacity 
by their company, but are now taking matters into their own 
hands.

A coach can be equally useful for these people as they 

are for a Chief Executive. They will often act as a sounding 

board for ideas, to offer support in dealing with roadblocks 

and challenges and to help navigate the next career step.

First and foremost, Executive Coaching is not comparable 

to therapy, or a relationship where the coach tells the client 

how to go about doing things. It is more commonly an equally 

supportive and challenging relationship.

In an Executive Coaching relationship, the client is the 

expert, not the coach. A coach will not know all the details 

of what a client needs to reach their particular goals, and is 

present only to offer support and expertise in helping those 

goals be achieved.

Unlike a relationship with a therapist, the results from 

coaching can often happen very quickly. Most importantly, 

coaching is about looking forward to the future rather than 

assessing past failures.

An Executive Coach provides a confidential thinking 
space which can prove hugely beneficial to a client. It is 
usually the case that the more senior the client, the more 

benefit they gain from the process.
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This is often a response to the amount of time available 
for a coach to just listen, something which is often a rare 
luxury for executives. In addition, the asking of questions 
helps clients mobilize their inner resources and solve their 
own problems.

The key is finding the perfect balance between support 
and challenge, nurturing clients to solve problems and meet 
goals whilst at the same time pushing them to better themselves 
in as many ways as possible.

There are certain requirements one should be looking 
for in a coach that will help executives reach their maximum 
potential. Probably the most important is for someone with 
a strong track record in business.

In addition, somebody who has an approach which is 
designed to support and guide rather than lecture and tell 
is essential. The best kind of coach will be there as a nurturing 
presence, encouraging others to find their own answers to 
problems.

Equally, a good coach will be interested in collaborating 
with their clients, forming a partnership that will ultimately 
help executives build successful foundations to set them up 
for further career development.

The job of a coach is to work with people to establish 
a personal vision for themselves, developing goals and 
actions which will ultimately help flesh and out and finally to 
deliver that vision.

In the same way corporations spend time developing 
visions and working towards achieving them, prospective 
executives should look at themselves as being their own 
CEO, and work towards delivering the same success as a 
company would.

There is no doubt that Executive Coaching represents 
a huge investment of time. Results show that the investment 
put in is resoundingly worthwhile, with typically 5-7 times of 
the initial investment returned.

It is little wonder then that many more people are 
choosing Executive Coaching as a way of forwarding their 
careers and fulfilling their business goals. The hope is that it will 
improve business and the economy for future generations.



READY TO EXIT
YOUR BUSINESS? 

uilding a successful business takes hard work and 
dedication. Nobody ever makes the best of a business 
without the passionate desire to do so. If you’ve 

worked hard to build a business and make it successful, you 
will feel a genuine love for the business you have built.

   Knowing how, when and why you will leave your 
business is also a very important factor in business 
success. Unfortunately far too many people don’t start 
planning for the time they will leave the business until it is 
much too late.

   How late is too late? It is waiting until you’re ready to 
leave the business. Doing so can mean you are under more 
pressure and you will be more likely to make mistakes in 
those circumstances. This is especially true if you have a 
deadline by which you definitely want to move on to the 
next chapter of your life.

   To maximize the full value your business offers, you 
need an exit strategy. This strategy is best planned as early 
as possible in advance of when you may plan to leave. 

B
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Ready to exit your business? 

   With the recent buzz about baby boomer business 
owners preparing to leave their companies within the next 
few years, there can be confusion about the different 
terminology used for exit strategies. There are two popular 
concepts that are often referred to when considering how 
to exit a business—succession planning and exit planning.

   Many people believe that succession planning and exit 
planning are one and the same and can be used interchangeably 
when talking about owners who are in the process of leaving 
their businesses. However, this misconception can end up 
leaving you unprepared for one of the biggest financial 
events of your life.

   Even though succession planning and exit planning are 
different concepts, they can work in unison to achieve your 
overall exit objectives. To help clear up any confusion, let’s look 
at the differences that exist between the two concepts. 

 

   A succession plan gives you control, choices and sufficient 
time to put management in place to run your business. The 
more time you give yourself, the more your team can come up 
to speed on new roles and responsibilities, and the easier it will 
be for you to let go and move on to pursue other interests or 
passions. 

   Succession planning could also be called “retention 
planning”—keeping it in the family.

   Many owners choose to keep the business in the family 
when they leave. If this is something you’re thinking about, you 
need to consider the legal obligations, as well as the impact on 
family relationships. 

   Succession planning primarily focuses on the business 
itself—the transfer of leadership and/or management from 
one generation to the next within the business. This one-off 
approach usually identifies successors within a business and 
provides them with an opportunity to develop their skills and 
experience in order to replace the existing leaders of the business 
at a future date.

   Although this is important to the livelihood of your 
company, succession planning typically revolves around the 
needs and objectives of the business and not those of you, the 
departing owner. 

   Succession planning is essentially a business continuity 
approach, which is one of several critical components of exit 
planning.
 

SUCCESSION PLANNING 
FOCUS ON TRANSFERRING 

LEADERSHIP

  A succession plan is essential to securing the future of 
your business. It’s the art of the changeover. Without a 
succession plan, you will strangle the future of your business 
and its future marketability. 



Exit planning is the art of monetising the business. 
Exit planning is all about maximising and preserving the 
transferable value of your business—it’s about creating 
certainty for your future wealth fund. It ’s extremely 
important to integrate personal, financial and estate 
planning goals into your exit plan.

   These need to be considered hand-in-glove with your 
business growth goals and opportunities to maximize profit 
and minimize tax liability on both sides. Your unquestionable 
objective in your exit plan is to transfer ownership and 
corporate value as profitably as possible. 

   Take this responsibility seriously early on and you will 
reap the rewards for all your hard work—and not give it to 
the taxman or others!

   Exit planning is the comprehensive analysis of all of 
the factors that impact a business owner. Exit planning is 
not only the succession aspect but also other issues that 
can be important to you, including current and future 
planning with respect to your personal financial stability, 
your business (its value, its employees, its position in the 
market), your family and your community. 
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EXIT PLANNING
THE COMPREHENSIVE 

APPROACH

   These issues are really basic, but people don’t like to 
think about them because facing your own mortality can be 
quite confronting.

   Exit planning starts from the perspective of your goals 
and objectives in each of these critical areas, along with 
your current and projected resources (business value, 
personal and business financial resources), to identify the 
unique combination of strategies and steps that are most 
likely to allow you to reach your overall goals.
 
   For example, if you happen to be slightly older and 
you are looking at a retirement, a big part of exit planning is 
considering how you’re going to fill your days. Many people 
envision their retirement as, more or less, a complete 
disengagement from responsibility and the need to plan 
for anything; in other words, they want to go out “without a 
care in the world.” 

   Once you’re over the euphoria of retirement after so 
long at work, it can get boring. Playing golf three times a 
week might be just fantastic for a time, but after a little while, 
you begin to feel there’s more to life than just simply waiting 
around for someone to actually interact with you.

   This boredom can lead to depression, which is bad 
enough on its own but can bring on other issues. Studies 
suggest that, if people retire and simply do nothing, they 
can face significant health problems, including the proven 
reality of the brain shrinking from less activity. 

Ready to exit your business? 
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   Studies have also shown that men tend to suffer more 
after retirement than women because they’re more inclined 
than women to have their identity tied up in what they do 
for a living. For retired men, it can be difficult to be in a social 
situation and someone asks them, “What do you do?” 
They’re at a loss for words, and they feel insecure.

   The number one thing you can do to avoid these issues 
is to give some considered thought to what your life will 
look like after retirement before you retire. With the 
retirement age being around 65, and life expectancy now 
well into the 80s and occasionally the 90s, you’ve got a lot 
of life to fill. 

   Taking time to think about with whom you’re going to 
continue your social interaction, the people in your network 
with whom you can continue to engage and keeping 
yourself active over that course of time, is crucial. Physical 
and mental exercise also play a huge part in creating your 
best life. 

   Exit planning uses your unique personal objectives to 

convert your current reality into your desired outcome. The 

exit planning process helps maximize the financial return, 
minimize tax liability, plan for contingencies and increase 

the likelihood of a successful transfer of the business. 

   Although each exit plan is unique, depending on an 
owner’s specific objectives, a properly crafted plan has several 
common steps, or elements, to cover, including:

Step 1: Owner objectives

Step 2: Business and personal financial resources 
Step 3: Maximizing and protecting business value 

Step 4: Ownership transfers to third parties 

Step 5: Ownership transfers to insiders 

Step 6: Business continuity

Step 7: Personal wealth and estate planning

   Building a strong and successful exit strategy, which 

includes components of a succession plan and an exit 

plan, is not necessarily complicated; however, it is an 

absolute must if you want to get full value from any 

business sale. 

   It’s important to remember that an overall exit strategy 

is a process, not a destination. It allows you to exit your 

business gracefully and to your own best advantage. 

There are many tools available to help you get into business, 

but an exit strategy is one of the few designed to help 

you get out.

   If you had to leave your business tomorrow, could 

you do it? 

   Kerry Boulton is Australia’s most respected exit 

strategy advisor. As CEO and founder of The Exit Strategy 

Group, Kerry works with business owners and CEOs to 

maximize their profits and to prepare their business for 
the ultimate payday. 

Ready to exit your business? 



Everything’s bigger in Texas
 DESTINATION DALLAS

here’s a well-known saying in the United 
States regarding the nation’s second largest 
state, declaring that “everything is bigger in 

Texas.” Located in the huge Dallas–Fort Worth 
metroplex, the city of Dallas is the most populous city 
in the fourth-largest metropolitan area in the country. 
It’s fair to say that big is what Dallas does best.

   The city’s location in the middle of the United 
States makes it ideally placed for travel to and from 
other US cities, coast to coast, as well as offering 
significant global appeal, with Dallas Fort-Worth 
being one of only a dozen or so airports in the 
world offering service to over 200 international 
locations.

T
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   Over the years, the region has hosted the headquarters 
for a diverse range of firms, with household names such as 
ExxonMobil, American Airlines, Toyota, and Dr Pepper all 
calling the region home. The Dallas Fort-Worth area boasts 
22 Fortune 500 company headquarters and 42 headquarters 
from Fortune 1000 companies.

   Global business is welcomed in Dallas. Situated in the 
heart of downtown, the Kay Bailey Hutchison Convention 
Center Dallas is one of the nation’s largest convention centers, 
with over a million people passing through its doors each 
year to attend major national and international conventions, 
meetings, concerts, and much more.

   In nearby Fort Worth, north of the downtown core, 
are the historic Fort Worth Stockyards. These 98-acres of 
land contain a former livestock market and celebrate the 
area’s long tradition as part of the cattle industry. The Stockyards 
are now used primarily for shopping and entertainment, 
promoting the image of Fort Worth as America’s Cowtown.

   When visiting Dallas, you won’t to miss out on 
sampling the region’s famous cuisine. The taste for great 
BBQ permeates the city, with restaurants such as the Lockhart 
Smokehouse on West Davis Street offering an authentic 
Texan BBQ experience. Equally sought after are the city’s 
unique Tex-Mex dishes, which can be sampled at Herrera’s 
Cafe on Sylvan Ave.

   Heading into the Dallas Arts District will quickly quench 
any thirst for the city’s artistic culture. The Dallas Museum of 
Art, the Nasher Sculpture Garden and the Morton H. Meyerson
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Destination Dallas  

 Symphony Center are all located here, in an area offering 
music, performances, exhibits and tours, along with a wide 
selection of dining and shopping venues.

   As far as sports are concerned, Dallas doesn’t 
disappoint. Home of the world famous Dallas Cowboys, 
the AT&T stadium in Arlington is the fourth largest in the 
NFL, offering an exciting match-day experience. If soccer is 
your thing, then MLS team Dallas FC is located in nearby 
Frisco, at the Toyota Stadium.

   Dallas is most famous for the mystery surrounding the 
assassination of President John F. Kennedy in 1963. In downtown 
Dealey Plaza, the Sixth Floor Museum is extremely popular, 
hosting special exhibits that explore the impact of this historic 
event. Whether or not you believe in the conspiracy theories, 
the museum is a fascinating place to spend an hour or two.

   While here you simply must take a closer look at its 
incredible skyline. The historic Reunion Tower is one of the 
city’s most recognizable landmarks, and its 470-foot-high 
GeO-Deck offers 360-degree panoramic views that will 
take your breath away. With a selection of dining, cocktails 
and private parties also on offer, the view is just the start.

   Whether you are staying for a day, or a week, or 
even a month, Dallas promises to provide you with plenty 
of big experiences. Our accommodation provider of 
choice when staying in Dallas is Stay Alfred, offering 
short or long-term stays right in the downtown core. 
Find out more at www.stayalfred.com
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ituated deep in the heart of French Canada, Québec 
City is one of the oldest European settlements in 
North America. The city is the capital of Québec, the 

second most populous of the thirteen provinces and 
territories that make up Canada. It is also the second largest 
city in the province after Montreal, and the eleventh largest 
in the country. 

  The economy in Québec City is going through something 

of a boom, with the city currently experiencing its lowest 

unemployment rate in decades. Such a thriving economy 

helps create exciting opportunities for businesses, key 

industries and entrepreneurship. The city’s prosperity 

helps contribute to a diversified economy throughout the 
province.

  Québec City is strategically located in Eastern North 
America, making it an excellent location for business events 
and conferences. Nearby Jean Lesage International Airport, 
the eleventh-busiest in the country, is a world-class facility 
meeting the very highest industry standards, and providing 
an excellent experience for passengers.

  Conveniently located in Old Québec, the Québec City 

Convention Centre is central in driving the city’s economic 

activity, welcoming over 200,000 national and international 

visitors for conferences and events each year. In 2006, the 

International Association of Congress Centres named it the 

Best Convention Centre in the World.
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  Perhaps the best way to get started exploring the city 

is to take part in a walking tour with Tours Voir Québec, a 

dynamic and attentive tour company that has been 

welcoming tourists from across the world since 2004. 

Choose from a variety of fascinating tours including 

the Grand Tour, the Food Tour, and a river cruise 

around the city.

  A visit to French Canada just wouldn’t be the same 

without experiencing the region’s love for ice hockey. 

The Québec Remparts team plays in the Quebec Major 

Junior Hockey League and can be watched at the 

impressive Videotron Centre near the city’s Lairet 

area, the seventh-largest indoor arena in Canada.

  Equally important to sample is the region’s cuisine. If 

you go to Québec and don’t experience the uniquely 

French Canadian dish of poutine (fries, gravy and cheese), 

then you’ve certainly missed a trick. In Québec City, the 

traditional dish is tourtière, a meat pie best experienced at 

Aux Anciens Canadiens, a restaurant specialising in 

old-fashioned Quebecois cuisine.

  Our accommodation provider of choice when 
staying in Québec City is Auberge Saint-Antoine, 
providing farm-to-fork dining and luxury accommodation 
in the heart of historic Old Québec. Find out more 
at www.saint-antoine.com

  When visiting the city, Old Québec is the perfect place 
to kick off the trip. A UNESCO World Heritage site, this 
walled city on the banks of the Saint Lawrence river is filled 
with quaint, winding streets, towering fortresses and lavish 
castles, as well as a selection of charming cafés and 
antique shops.

  Historic attractions such as the Citadel make the area 
a fascinating place to spend a few hours. The largest 
British-built fortress in North America, the Citadel took 
thirty years to construct and has been active since 1850. 

Equally impressive is the breathtaking Notre-Dame 

Basilica, one of the oldest cathedrals in North America 
and a favourite of visitors to the city.

Destination Quebec City
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