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By MARK RICHARDSON

T O R O N T O  C O R R E S P O N D E N T

LIKE CANADIANS THEMSELVES, 

car companies will mark Canada’s ses-

quicentennial celebrations July 1 with 

variety.

CHEVROLET has partnered with 

ParticipAction to award prizes to con-

testants who sign up for “150 activi-

ties that define our land and people,” 

such as lacrosse, snow shovelling and 

sledge hockey. Each completed activity 

gives a chance to win prizes that vary 

from Tim Hortons 

gift cards up to travel 

to the Grey Cup foot-

ball game, and even a 

$40,000 Chevy. 

FORD also has a nation-

wide drive promo-

tion, but is supply-

ing established blog-

gers with Ford vehi-

cles to take photos at various Canadian 

sites of their choosing. They’ll use the 

hashtag #GoFurther150 on their own 

posts, and one winner will be chosen 

to be awarded a four-day vacation in 

Newfoundland.

HONDA will give away a new Civic at the 

Blue Jays game on Canada Day, as it’s

Fewer grads will have 

to leave Canada to find 

work in their fields

By JEREMY SINEK
T O R O N T O  C O R R E S P O N D E N T

CANADA HAS A LONG HISTORY IN 

branch-plant assembly of other coun-

tries’ cars. What has largely been miss-

ing is original-vehicle engineering 

and research and development done in 

Canada by Canadians. 

But that’s changing in a hurry. 

General Motors is growing its prod-

uct-engineering head count in Canada 

to 1,000 from about 350. Ford is invest-

ing $500 million in research and devel-

opment, including 300 engineers 

based in Canada, many at a planned 

research-and-engineering centre in 

Ottawa. Meanwhile, FCA’s Automotive 

Research and Development Centre (a 

collaboration with the University of 

Windsor in Ontario) last year celebrat-

ed its 20th anniversary with an injec-

tion of funding from the province.

Can Canada supply enough engi-

neers to staff these facilities? That 

doesn’t seem to be an issue, according 

to Jonathan Hack, a former GM engi-

neer and now president of the Ontario 

Society of Professional Engineers 

(OSPE). For one thing, Hack says, a 

study found “only 33 per cent of engi-

neering degree holders worked in engi-

neering jobs, so there’s quite an oppor-

tunity.” 
Another study, by Engineers 

Canada, reported engineering-school 

enrollment had grown to 81,000 under-

graduates in 2015, an increase of 32 per 

cent from 2010.

LONG-TERM APPROACH

The growth of engineering opportu-

nities in Canada is a big deal, says

Oh Canada, look how these automakers plan to celebrate

SPECIAL REPORT: Engineer pool robust enough for growing tech needs

Bizarre activities, a vehicle giveaway and cross-country 

trips are on the list of festivities for the Big Birthday

SEE MANY ENGINEERS PAGE 23

BUILDING UPTORONTO LAND PRICES 
DRIVE AUTO GROUP INTO 

THE CONDO BUSINESS

By MICHAEL GOETZ
T O R O N T O  C O R R E S P O N D E N T

A TORONTO DEALER GROUP IS TAKING 

business diversification to new heights — liter-

ally — partnering with a local real-estate devel-

oper to build a multi-brand auto mall complete 

with 900 condos and “lots of retail.”

Several years ago, the Downtown Auto 

Group bought a five-acre (two-hectare) parcel of 

land near Toronto’s Don Valley Parkway where 

it crosses over Queen Street East, with the 

intent to build a traditional auto mall there.

But something happened in the interim: 

Toronto real estate prices.

“At $20-25 million per acre, the cur-

rent market price for land in this area, it 

quickly became clear that the financial 

model of the traditional auto dealership 

wouldn’t make sense for this property,” said 

DAG President Shahin Alizadeh.

“So, we started looking at options.” 

With condos selling in Toronto for $750 per 

square foot, such a development seemed the 

obvious use for such an expensive parcel of 

land. But then, said Alizadeh, “where would the 

auto mall go?”
DAG considered several options, like parcel-

ing the land, and scaling down the auto mall, 

but none felt like the optimum solution. 

Then Alizadeh had a fateful meeting with

SEE CITY GREETS PAGE 23

SEE AUTOMAKERS CELEBRATE PAGE 23
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150

Downtown Auto 
Group (DAG) owns 
10 dealerships, 
seven of which  – 
Toyota, Hyundai, 
Genesis, Nissan, 
Infiniti, Ford and 
Lincoln – are mov-
ing into the new 
Autoplex.
( I L L U S T R AT I O N :  D A G )

DAG President Shahin Alizadeh 

says that automakers recognize 

the value of the community being 

built around the dealerships.

GM Canada President Steve Carlisle, 

himself an engineer, learns about 

autonomous systems from engineers 

at the University of Toronto. 

( P H O TO :  U N I V E R S I T Y  O F  TO R O N TO )
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By MICHAEL GOETZ
T O R O N T O  C O R R E S P O N D E N T

WHENEVER MAJOR AUTOMAKERS ARE 
conspicuously absent from major international 
auto shows, questions arise about the relevancy 
and future of the auto-show tradition.

But events such as the Canadian International 
Auto Show (CIAS), Feb. 17-26, are not dying. They 
simply have to adjust to new realities.

“Auto shows used to be the absolute central means 
of bringing a car to market, but the world has moved 
on,” says Mathew Clarke, general manager, market-
ing and communications, Aston Martin the Americas. 

He said that auto-show participation comes with 
major costs and certain limitations. And with the grow-
ing number of alternative marketing and promotion 
methods available, online and otherwise, Aston Martin 
now looks at auto-show participation on a case by case 
basis.

While the boutique automaker supports dealer 
partners regionally at many auto shows around the 
world, full corporate participation has lately been 

‘We basically 
have to stand 
by and see which 
way the wind 
blows’
By STEPHANIE 
WALLCRAFT
T O R O N T O  C O R R E S P O N D E N T

CANADIAN PARTS 
suppliers with Mexico-
based operations say that 
the uncertainties created 
by the Trump administra-
tion in the United States 
have put them into a hold-
ing pattern.

The rhetoric of the 
new U.S. administration 
regarding Mexico has 
included discussions of 
hastening renegotiation 
of the North American 
Free Trade Agreement 
(NAFTA), introducing a 20 
per cent tariff on Mexican 
imports, and building a 
wall along the entirety of 
the 3,145-kilometre U.S.-
Mexico border.

Whether any of these 
discussions will material-
ize into functional changes 
in policy is yet to be seen, 

and that’s the problem. 
Canadian businesses with 
interests in Mexico must 
take a wait-and-see posi-
tion.

“Nothing has real-
ly happened yet,” said 
Paul Bhogal, Managing 
Director of BSB 
Manufacturing Ltd., a sup-
plier of CNC machining 
and supply-chain manage-
ment services. 

“Are we concerned? A 
little bit, but it’s not really 
changing the direction of 
the business yet.”

BSB opened a 
40,000-square-foot 
(3,700-square-metre) 

Ford calls the 
shift ‘scary’, with 
small cars taking 
a bigger hit as 
automakers ramp 
up more utilities 
By GREG LAYSON
O N L I N E  E D I T O R

CANADIAN BUYERS 
are flocking to compact 
utility vehicles and auto-
makers are rushing to 
give them what they want.

It’s a trend that’s kill-
ing the traditional car 
market while creating 
a seismic shift the likes 
which some experts and 
auto executives have 
never seen before.

While automakers con-
tinue to add utility vehi-

cles, both big and small, 
they have dialed back on 
adding new compact cars 
and sedans.

“There are not a lot of 
new nameplates in the 
midsize-passenger-car 
market, and most of the 
nameplates in it have 
existed for decades. So cer-
tainly the ‘new’ and ‘wow’ 
factors are on the SUV 

SEE ORGANIZER PAGE 16

SEE MEXICO PAGE 10

SEE CUV PAGE 10

CIAS
2017

Suppliers push 
‘pause button’ 
on investment

CUV craze bleeding 
small-sedan market
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The 2018 EcoSport is a 
late entry to the CUV seg-
ment. Ford calls it “very 
important” to the lineup.

U.S.-Canada trade policy 
has not changed, but the 
mere threat of it has sup-
pliers in limbo.
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Weak loonie last year is being felt this year in the form of higher prices
By JIL McINTOSHT O R O N T O  C O R R E S P O N D E N T

BIG YEAR-OVER-YEAR PRICE HIKES for new vehicles are more likely than personal household debt to end the country’s four-year record sales run, 

warns Scotiabank senior economist Carlos Gomes.Despite record sales in Canada since 2013, Gomes believes the record run is likely coming to an end.One of the main reasons is that vehicle prices are increasing “fairly significantly.”
Over the past 15 years, the indus-try did “a great job” of limiting price hikes to 1.5–2 per cent per year, well below the average against household 

income, Gomes said. “Now we’re see-ing increases in the order of six per cent year-over-year ... leading to some deterioration in vehicle affordability.“The Canadian dollar was very weak last year, and the automakers have started to pass on the impact of that low currency.”Dennis DesRosiers, president of DesRosiers Automotive Consultants, 

Proving that outsiders can actually help generate leads and sell cars has been the challengeBy STEVE MERTLV A N C O U V E R  C O R R E S P O N D E N T

THE INTERNET, PREFERRED ENTRY POINT 
for the vast majority of vehicle buyers, has turned 
third-party auto-shopping sites into a fiercely com-
petitive arena.In the United States, CarGurus.com has eclipsed 
AutoTrader.com to become the number-one site in 
terms of traffic, with 23 million unique visitors a 
month. 

CEO Langley Steinert, co-founder of online trav-
el agent TripAdvisor, has similar ambitions for 
Canada, where the Canadian version has grown to 
800,000 unique monthly visitors since going live in 
2015.

AutoTrader Canada (not affiliated with the U.S. 
entity) would not provide comparable site metrics, 
which it considers proprietary. A spokesman said 
via email it is Canada’s largest automotive market-
place, with more than 400,000 live listings and grow-
ing.

PRESSURE ON SITES TO BE DIFFERENT, BETTERKijiji, a unit of eBay International, touts itself as 
the most visited Canadian auto site, with three mil-
lion visits a month. Dealers can list there for free.

Consumers have embraced auto-sales search 
engines and dealers are recognizing their impor-
tance, many listing on multiple sites. That puts more 
pressure on the sites to differentiate themselves.

Ottawa will ‘drive the agenda,’ says federal development ministerBy GREG LAYSONO N L I N E  E D I T O R

THE FUTURE OF CANADA’S AUTOMOTIVE 
industry is not about horsepower, “it’s about soft-
ware power,” says federal Minister of Economic 
Development, Navdeep Bains.That was the message for the country’s auto 
sector when he sat down with Automotive News 
Canada in an exclusive interview March 31.Bains has spent much of the first year of the 
Liberal government’s mandate touting innovation 
as the best way to keep automotive investment com-
ing into Canada.He said he sees no new investment by any 
automaker in the short term, and that’s why he’s 
focused on the technological advancements of the 
future.

“People think of the automotive sector very 
much in the context of the past,” Bains said. 
“I think it represents a very bright future in terms 
of connectivity, mobility, technology and innova-
tion jobs.

“I’m not sure people fully appreciate that.”He said his ministry and the federal government 
“are really going to drive that agenda.” 
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As Automotive News Canada nears its third year covering the 
country’s dynamic auto industry, we’re continuing to amp things 
up to better serve our rapidly expanding reader base from coast 
to coast. 

The big news is the establishment of a new Toronto bureau, 
which increases editorial resources in North America’s third 
largest centre for information-and-communications technology, 
and one of the country’s most significant digital corridors. We’re 
also continuing to broaden our editorial expertise in key markets 
and sectors.

Also for 2018, we have many new projects under way. We’ll 
seek out and celebrate the Best Dealerships To Work For in 
Canada and introduce Canadians to Watch, a special feature 
that identifies bright young stars making an impact in the 
Canadian auto industry. There will be many others, too.

As for events, if you missed the first annual Automotive News Canada Congress 
in 2017, you’ll want to save the date Feb. 15 for the 2018 congress. Held in conjunction with 
the Canadian International Auto Show in Toronto, and loaded with prominent guest speakers, 
the Automotive News Canada Congress is a unique, once-a-year opportunity to network with 
industry players, face-to-face.

There are many uniquely Canadian business stories to tell, which is why our our team of editors 
and reporters is quite literally cross-country, from New Brunswick to British Columbia. From 
supplier news and the rapidly growing technology base in Canada, to the news that affects 
dealership operations, our team has eyes on it. With nearly 2.4 million vehicles built in Canada 
every year, adding $84 billion to the national economy, there are big personalities to cover and 
fascinating stories to tell. To get them, subscribe to our monthly print and digital editions, our 
robust website (www.automotivenews.ca) that’s updated every day, and our daily and weekly 
email newsletters.

We’re excited for the year ahead and all the incredible stories it will bring, so please join us for 
the ride. We promise it’ll be a good one.

Jeff Melnychuk
Editor-In-Chief
Automotive News Canada 

Jason Stein
Publisher
Automotive News Canada
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By MARK RICHARDSONT O R O N T O  C O R R E S P O N D E N T

LIKE CANADIANS THEMSELVES, car companies will mark Canada’s ses-quicentennial celebrations July 1 with variety.

CHEVROLET has partnered with ParticipAction to award prizes to con-testants who sign up for “150 activi-ties that define our land and people,” such as lacrosse, snow shovelling and sledge hockey. Each completed activity gives a chance to win prizes that vary 

from Tim Hortons gift cards up to travel to the Grey Cup foot-ball game, and even a $40,000 Chevy. 

FORD also has a nation-wide drive promo-tion, but is supply-ing established blog-gers with Ford vehi-

cles to take photos at various Canadian sites of their choosing. They’ll use the hashtag #GoFurther150 on their own posts, and one winner will be chosen to be awarded a four-day vacation in Newfoundland.

HONDA will give away a new Civic at the Blue Jays game on Canada Day, as it’s

Fewer grads will have to leave Canada to find work in their fields
By JEREMY SINEKT O R O N T O  C O R R E S P O N D E N T

CANADA HAS A LONG HISTORY IN branch-plant assembly of other coun-tries’ cars. What has largely been miss-ing is original-vehicle engineering and research and development done in Canada by Canadians. But that’s changing in a hurry. General Motors is growing its prod-

uct-engineering head count in Canada to 1,000 from about 350. Ford is invest-ing $500 million in research and devel-opment, including 300 engineers based in Canada, many at a planned research-and-engineering centre in Ottawa. Meanwhile, FCA’s Automotive Research and Development Centre (a collaboration with the University of Windsor in Ontario) last year celebrat-ed its 20th anniversary with an injec-tion of funding from the province.Can Canada supply enough engi-neers to staff these facilities? That doesn’t seem to be an issue, according to Jonathan Hack, a former GM engi-neer and now president of the Ontario 

Society of Professional Engineers (OSPE). For one thing, Hack says, a study found “only 33 per cent of engi-neering degree holders worked in engi-neering jobs, so there’s quite an oppor-tunity.” 
Another study, by Engineers Canada, reported engineering-school enrollment had grown to 81,000 under-graduates in 2015, an increase of 32 per cent from 2010.

LONG-TERM APPROACH
The growth of engineering opportu-nities in Canada is a big deal, says

Oh Canada, look how these automakers plan to celebrate

SPECIAL REPORT: Engineer pool robust enough for growing tech needs

Bizarre activities, a vehicle giveaway and cross-country 
trips are on the list of festivities for the Big Birthday

SEE MANY ENGINEERS PAGE 23

BUILDING UP TORONTO LAND PRICES DRIVE AUTO GROUP INTO THE CONDO BUSINESS
By MICHAEL GOETZT O R O N T O  C O R R E S P O N D E N T

A TORONTO DEALER GROUP IS TAKING business diversification to new heights — liter-ally — partnering with a local real-estate devel-oper to build a multi-brand auto mall complete with 900 condos and “lots of retail.”Several years ago, the Downtown Auto Group bought a five-acre (two-hectare) parcel of land near Toronto’s Don Valley Parkway where it crosses over Queen Street East, with the intent to build a traditional auto mall there.But something happened in the interim: Toronto real estate prices.“At $20-25 million per acre, the cur-rent market price for land in this area, it quickly became clear that the financial model of the traditional auto dealership 

wouldn’t make sense for this property,” said DAG President Shahin Alizadeh.“So, we started looking at options.” With condos selling in Toronto for $750 per square foot, such a development seemed the obvious use for such an expensive parcel of land. But then, said Alizadeh, “where would the auto mall go?”
DAG considered several options, like parcel-ing the land, and scaling down the auto mall, but none felt like the optimum solution. Then Alizadeh had a fateful meeting with

SEE CITY GREETS PAGE 23

SEE AUTOMAKERS CELEBRATE PAGE 23

CANADA 

150

Downtown Auto Group (DAG) owns 10 dealerships, seven of which  – Toyota, Hyundai, Genesis, Nissan, Infiniti, Ford and Lincoln – are mov-ing into the new Autoplex.
( I L L U S T R AT I O N :  D A G )

DAG President Shahin Alizadeh says that automakers recognize the value of the community being built around the dealerships.

GM Canada President Steve Carlisle, himself an engineer, learns about autonomous systems from engineers at the University of Toronto. ( P H O TO :  U N I V E R S I T Y  O F  TO R O N TO )
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By HANNAH LUTZF I N A N C E  C O R R E S P O N D E N T

LEASING AS A WHOLE TOOK a dive in Canada for a few years following 2008, but the plunge only significantly affected the captive finance arms of U.S. brands, experts say. Chrysler and General Motors essentially pulled out of leas-ing, taking captives’ overall auto finance share from 82 percent in 2008 to 45 per cent in 2012, according to J.D. Power. Ford does not publish its loan-versus-lease penetration, but it also “rebalanced marketing sup-port to favour retail sales to a greater degree,” while still mak-ing both loans and leases avail-able throughout the financial crisis, said Paul Monjanel, presi-dent of Ford Credit Canada.“Leasing is a key product so together we make sure that we use it in a way that is sustainable over cycles,” he said. “Our pres-ent lease mix is consistent with 

that of the industry at around 25 per cent of Ford sales.”Other captives, such as Toyota and Honda’s finance arms, were less affected.
“Looking back over that last 10 years we have evolved, but we haven’t had significant differences like competitors [have],” said Darren Cooper, president of Toyota Credit Canada. Toyota’s Canadian captive’s lease penetration has been above 50 per cent for a long time, he said.Leasing brought Toyota’s customers back to the dealership more quickly and increased dealerships’ inventory of late-model used vehicles.In 2008, Toyota Credit Canada even took on a relationship with another automaker. It began working with Subaru to support both its loans and leases, Cooper said. Toyota has acquired a minority equity stake in Subaru, 

beginning in 2005 when it bought shares from GM.Domestic captives’ leasing lev-els, on the other hand, complete-ly diminished in some cases. For example, GM  abandoned the lease mar-ket, entirely.
Cerberus, which owned half of General Motors Acceptance Corp., GM’s captive at the time, changed GMAC into a bank holding company during the financial cri-sis. Because banks are prohibited from leas-ing in Canada, GMAC could no longer originate leas-es, said Howie Cobham, senior vice-president of dealer services in Canada for GM Financial/AmeriCredit.

“As a result of that, GM was left with a significant gap in its offering,” he said.Over the next few years, GM developed relationships with a few banks to ensure that a range 

of financing was available to dealers and customers. In 2010, GM acquired AmeriCredit, and renamed it GM Financial. The following year, GM Financial acquired leasing company FinanciaLinx Corp. and reentered the Canadian leasing market. Lease penetration rose to seven per cent by the end of the year, Cobham said.“As the years have pro-gressed, we built out our capa-bilities and we have seen [leas-ing] level out just north of 20 per cent over the past few years,” Cobham said.
GM still has relationships with a few Canadian banks for its prime lending business, but for now, GM Financial only orig-inates leases and nonprime loans in Canada.

 Because of the high leasing levels, GM dealers have built up their used-vehicle inventory, “which was not available to them with the absence of leasing,” he said. — ANC

By HANNAH LUTZF I N A N C E  C O R R E S P O N D E N T

IN EARLY JULY, RBC Automotive Finance partnered with Hyundai Auto Canada to provide subvented financing to its dealerships and to also help pinpoint Hyundai’s opportunity in the market.
This is just the latest move in banks’ diversi-fying and customizing their business with auto-makers. As automak-er captive finance com-panies lost share, banks have taken on new roles, such as being exclusive or semi-exclusive lenders who are the sole source of automaker retail incen-tives.

RBC has doubled its relationships like these in the last year.
With Hyundai, RBC first focused on the basics: how to structure the subvention pro-grams and at what cost. “But we focused significant-ly on how we could leverage our organizational capabilities around understanding custom-er buying patterns, how custom-ers transact, when customers may be more or less interested in a particular vehicle or model that Hyundai may be interested in selling down the road,” said Grant Simons, vice-president 

and head of RBC Automotive Finance.

DWINDLING PRESENCE
When captives’ presence in the market dwindled about 10 years ago, banks stepped up in an unprecedented way, partner-ing with automakers in exclu-sive or semi-exclusive relation-ships.

RBC has exclusive or semi-exclusive relation-ships with Fiat Chrysler Automobiles Canada, Hyundai, Maserati Canada, Tesla and Isuzu. Scotiabank also sup-ports eight undisclosed manufacturer partner-ships representing nine brands. Five are exclusive, and the others are semi-ex-clusive. Whenever the manufacturer puts an incentive on new cars, dealers send applica-tions to the exclusive lender. That lender is the only bank that can give the incentive. Then the lend-er approves or rejects the contract just as a finance company would. The consumer can still finance through another lender, but with-out the incentive.For the semi-exclusive rela-tionship, two to three banks could provide incentivized rates and would compete among them-selves for business with finan-cial support from the automaker.Simons said RBC thinks about these partnerships “more 

collaboratively as part of provid-ing some of these broader solu-tions.”
For example, RBC has also played an indirect role with FCA in the leasing market. By law, banks in Canada are prohibited from leasing. Fiat Chrysler was interested in getting back into the leasing market without a captive.

‘LOOKING FOR A PARTNER’RBC came up with a plan for FCA to lease through leasing and technology company SCI Marketview with back-end fund-ing by RBC.
“The market is looking for a partner who has the technolog-ical capability, the retail risk appetite and the ability to trans-act and service their customers in a subvented relationship,” Simons said. 

RBC Auto Finance consid-ers its role more broadly than approving vehicle loans, he said: “The bespoke part is how do you structure other benefits and pro-grams that 
support the needs of the manu-facturer? They are as customized as you could imagine.”For example, with Maserati, RBC connects high-net-worth banking customers with the 

Maserati brand and its vehicles. RBC has profiled Maserati vehicles at internal events with top-performing customers across the country, featured vehicles at events that aligned with the RBC’s private banking business and invited some bank custom-ers to a cocktail party at a deal-ership showcasing Maserati. “We’ve done everything from the very customized, specific kind of event to a more involved use of big data and marketing and analytics insight to draw a lead program for the OEM,” Simons said.
RBC has also created teams to manage one-off creative requests, Simons said.“Companies [are] getting out-side the way they traditionally add value to be good facilitators, brokers and collaborators. That extends to the auto industry in some ways more and in some cases less than other business,” Simons said. “To be a success-ful participant, you need to be a participant in an ecosystem, not just in doing one thing really well.” — ANC

Banks learn to diversify, tailor their offerings

Brands take different paths after plunge in lease market

Simons: You  must broaden your focus

Cobham: Leveling out above 20 perc cent.

AUTO FINANCE:  A CHANGED LANDSCAPE

( P H O TO :  I S TO C K )
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Uber replaces transit system

Ballard lands another bus deal in China

Takata airbag 
recall stalls  
in Canada
16 per cent 
of 5.2 million 
affected 
vehicles have 
been repaired

By JOHN IRWIN
T O R O N T O  B U R E A U

TROUBLED JAPAN-

based airbag suppli-

er Takata Corp. may 

have filed for bank-

ruptcy, but the effort 

to repair the 5.2 mil-

lion Canadian vehicles 

recalled as a result of 

its faulty airbags is far 

from over.
According to 

Transport Canada, 

only about 851,000 of 

all Canadian vehi-

cles recalled as part 

of the largest global 

recall effort in automo-

tive history have been 

repaired as of June 27, 

or only 16 per cent.

Takata filed for 

bankruptcy in June 

and agreed to sell “sub-

stantially all” of its 

global assets and oper-

ations to U.S. suppli-

er Key Safety Systems 

for $2.06 billion (US 

$1.59 billion). The bank-

ruptcy filing comes 

as the result of a mas-

sive recall scandal sur-

rounding its ammo-

nium nitrate airbag 

inflators, which could 

explode in certain 

humid climates and are 

linked to 16 deaths and 

180 injuries globally.

Transport Canada 

said it is unaware of 

any incidents in the 

country related to the 

faulty airbags, and 

therefore it is unaware 

of any Canadian fatali-

ties or injuries related 

to them.

Still, the recall has 

proven costly for auto-

makers’ operations 

in Canada and for 

Canadian dealers.

The remaining 

vehicles are subject 

to “voluntary ser-

vice actions tied to 

Takata, which are not 

reported to Transport 

Canada,” spokesman 

Clay Cervoni said in an 

email.
On top of the recall’s 

voluntary nature, its 

sheer size is proving 

problematic for the 

industry. Suppliers 

worldwide must build 

millions of inflators 

to replace the tens of 

millions of inflators 

in recalled vehicles 

worldwide, on top of 

their regular output 

for new-vehicle produc-

tion.
The result world-

wide is a backlog of 

vehicles that must 

wait to get repairs 

while dealers wait for 

replacement parts. 

It is a problem that 

is impacting Canada 

especially hard since 

emphasis is being put 

on first replacing air-

bag inflators in warm-

er, more humid regions 

such as the southern 

United States.

ONGOING PROBLEM
“The shortage of 

vehicle parts subject 

to recall is an ongoing 

problem for dealers and 

consumers in Canada,” 

said Canadian 

Automobile Dealers 

Association (CADA) 

Chief Economist 

Michael Hatch. 

“It further high-

lights the need for fed-

eral recall legislation 

that ensures prompt 

part replacement to 

help relieve the sig-

nificant financial bur-

den on dealers that are 

stuck with inventory 

when necessary parts 

are unavailable.

“Despite recent 

developments we 

remain hopeful that the 

supply chain will move 

to resolve the problem 

soon.”
CADA lobbied the 

Senate earlier this 

year to amend Bill S-2, 

which passed the cham-

ber in February, to 

include “modest 

Mayor of Innisfil, Ont., 

sees big savings, 

better public service 

By PERRY LEFKO

T O R O N T O  C O R R E S P O N D E N T

A PARTNERSHIP BETWEEN  

the Township of Innisfil, Ont., and 

ride-hailing service Uber is the 

first of its kind in Canada created 

to help a municipality avoid the 

cost of paying for its own transpor-

tation network. It has produced 

some positive early results since 

it began in May, said Mayor Gord 

Wauchope.
Residents of Innisfil, 20 kilome-

tres south of Barrie, Ont., booked 

300 rides with Uber in the first 

week alone.
“I don’t think we anticipated 300 

the first week, but that’s certain-

ly a great number for this area,” 

Wauchope told Automotive News 

Canada. “We have had young and 

old people thanking us for getting 

out and doing this for them. People 

are using (the service) instead of 

taking their vehicles to bars and 

restaurants in the Innisfil and 

Barrie areas and then driving 

home. It’s certainly helping with 

the drinking-and-driving problems 

in the area.”
The program was conceived by 

the township’s planning depart-

ment and subsequently approved 

by the township council; it was 

deemed to be less costly than 

implementing fixed-route bus ser-

vice totaling $270,000 annually for 

one bus and $610,000 for two buses. 

The township, which has a pop-

ulation of about 36,000, is invest-

ing $100,000 in the first phase of 

the program to pay Uber for the 

amount to subsidize rides. It cost 

$3-$5 per trip, depending on its 

length.

APP-BASED PLATFORM

“For us to buy a couple buses 

and run up and down the road 

it’s not beneficial for the town,” 

Wauchope said. “Uber will look 

after the whole town. Why would 

we want taxpayers to pay for some-

thing that they would never use? 

That’s why we were looking at 

Uber.”
Following a “request for expres-

sions of interest” sent out by the 

township, Uber responded along 

with Barrie Innisfil Taxi. Uber

A U T O M O T I V E  N E W S  C A N A D A

VANCOUVER — BALLARD  

Power Systems has signed a deal 

with Zhuhai Yinlong Energy 

Group to supply 10 fuel-cell 

engines to the China-based bat-

tery-electric bus maker, the latest 

in a series of deals with Chinese 

bus producers.

The agreement calls for Ballard 

to deliver its FCveloCity-MD 

30-kilowatt engines in 2017 to 

power Yinlong buses destined for 

smog-choked Beijing.

Ballard CEO Randy MacEwen 

said Yinlong, projected to pro-

duce 35,000 EV buses this year, is 

expanding its product portfolio to 

include hybrid-fuel-cell-powered 

buses to complement its existing 

battery-electric models.

The fuel-cell hybrids will be 

deployed on routes where bat-

tery-only buses face range and 

recharging challenges. The 

Ballard-powered units are in a 

trial prior to a broader launch in 

China. — ANC 

Innisfil Mayor Gord Wauchope, driven by Uber driver Jeff Wilton, takes 

the first official Uber drive in Innisfil. ( P H O TO :  TO W N S H I P O F  I N N I S F I L )

Ballard Power Systems CEO 

Randy MacEwen says the  

hydrogen buses for Yinlong in 

China will augment its EV fleet. 

( P H O TO :  B A L L A R D  P O W E R  S Y S T E M S )

SEE OTHER TOWNS PAGE 19

SEE PARTS PAGE 19

Michelin Movin’On movin’ 

back to Montreal

MONTREAL — MICHELIN, 

which held its Movin’On inter-

national symposium for the first 

time in Canada in June, has 

announced the event will return 

to Montreal in 2018.

Formerly known as Challenge 

Bibendum, the symposium focus-

es on sustainable mobility with 

speakers, workshops and demon-

strations by industry experts, 

startups and major manufactur-

ers. The 2017 edition drew 4,000 

participants from 31 countries.

Michelin President Jean-

Dominique Senard said a chance 

meeting with Montreal Mayor 

Denis Coderre in Washington led 

to the initial invitation, and the 

success of this year’s event and 

the city’s “dynamic and innova-

tive character” triggered the deci-

sion to come back next year.

Ford returns to St-Basile 

after 12 years

SAINT-BASILE-LE-GRAND, QUE. 

— The co-owner of a future Ford 

dealership here expressed pride in 

bringing Ford back to his home-

town at a recent event to inaugu-

rate the future facility.

“I grew up in Saint-Bruno,” 

said Charles-André Bilodeau, 

“and for me, it’s an honour to 

be able to bring back the brand 

(absent for 12 years), a few steps 

from where I grew up.”

Bilodeau and associate Étienne 

Borgeat of the Krono Group, said 

the dealership will include a gym-

nasium, a plant wall, a lounge and 

SEE TRANS-CANADA PAGE 19

Michelin showed its new 3-D 

printed tire at the Movin’On 

international symposium in 

Montreal. The event will return 

in 2018. ( P H O TO :  M I C H E L I N )
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By ERIC FREEDMANL E G A L  C O R R E S P O N D E N T

A NOVA SCOTIA DEALER GROUP’S $100,000 contest took an unexpected turn from the showroom to the court-

room when disappointed finalists sued the successful one.Now the four losers have lost a second time, and instead of getting a chunk of the prize, they’ve been ordered to pay the winner’s legal bills.On Jan. 17, the MacDonald Auto 

Group of Halifax held a draw for a $100,000 grand prize to celebrate the company’s 50th anniversary. It began with a Nissan store and now also sells Ford, FCA, Kia and Toyota vehicles. The contestants had purchased a vehicle in the previous year. It was the dealer group’s big-

They transfer to whatever vehicles need to be on the road for testing or demonstration purposes
By JEREMY SINEKT O R O N T O  C O R R E S P O N D E N T

AS AUTOMAKERS AND THEIR SUPPLIERS increasingly conduct engineering design and devel-
opment in Canada, the province of Ontario has 

introduced a Manufacturer Licence Plate program 
to aid that trend.Primarily intended to allow public-road testing of 
prototypes and pre-production vehicles, the M-plates 
are registered to the manufacturer and are not spe-
cific to the vehicle. Hence, they can be moved from 
one vehicle to another without going through the usual re-registration procedures.The plates “exemplify Ontario's support of 

By STEVE MERTLV A N C O U V E R  C O R R E S P O N D E N T

OLKSWAGEN DEALERS IN CANADA ARE sweating the details to help eligible customers nav-
igate the settlement process for their affected diesel 
vehicles, in some cases by providing secondary bills of 
sale for those who don’t have their originals.“We’re doing everything we can,” said Bryan Romaniuk, 

sales manager at St. James Volkswagen in Winnipeg. “If they 
need computer access, a scanner, advice, replacement bills of 
sale, we’re helping them.”Customers applying online for their settlement are asked 
to provide a bill of sale and proof the vehicle was registered 
during the settlement period, which began Sept. 18, 2015 
— the day the scandal broke — and ran through Jan. 4, 2017. 
About one-third of St. James Volkswagen customers are hav-
ing difficulty providing the paperwork, Romaniuk said.

“We are providing whatever support requested to our cus-
tomers,” said Binny Onqa, general manager of Volkswagen 
Downtown Toronto, who added that customers are not taking 
out their frustrations on dealers.
ACTIONS OF A FEW HURT MANY“I believe that most Volkswagen customers recognize this 
unfortunate diesel scandal was orchestrated by a select few 
who are being prosecuted. All the dealer staff, majority of 
corporate staff and factory workers who built these affected 
TDI Volkswagens are truly innocent in all of this,” said Onqa.

Romaniuk said his dealership’s efforts are proving suc-
cessful in retaining customers, many of whom have moved 
into other Volkswagen products.

Flames miss,but smoke damage anddisplaced
employees deala lasting blow

By HARRY PEGGC A L G A R Y  C O R R E S P O N D E N T

FORT McMURRAY, Alta. — The fire that rav-aged the gateway city to Alberta’s oilsands a year ago claimed none of the four automobile dealer-ships there, athough all suffered smoke and ash damage, and some lost employees who moved on after their homes burned.
Northstar Ford Lincoln, Summit GM, Noral Toyota and Legacy Dodge were all spared by the fire dubbed The Beast, which threatened to consume the entire city. However, all faced 

daunting cleanups and employee vacancies once the flames were doused.Only Northstar deal-er principal Marty Giles would give a figure on the cleanup cost for his $35.6-million opera-tion that had opened in February 2015.
“No buildings were lost, but cleanup ran to about $500,000 because all locations had to be completely cleaned,” says Giles, who lost his home and a Shelby Mustang in the fire. 

SEE DEALER SHOCKED PAGE 23

SEE FORT MAC PAGE 23
SEE DEALERS PAGE 19

Contest losers sue winner, and lose again

M-plates cut registration red tape
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the pieces
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Dealer is ‘shocked’ to discover legal squabble between finalists over $100,000 anniversary prize
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By MARK RICHARDSON
T O R O N T O  C O R R E S P O N D E N T

LIKE CANADIANS THEMSELVES, 

car companies will mark Canada’s ses-

quicentennial celebrations July 1 with 

variety.

CHEVROLET has partnered with 

ParticipAction to award prizes to con-

testants who sign up for “150 activi-

ties that define our land and people,” 

such as lacrosse, snow shovelling and 

sledge hockey. Each completed activity 

gives a chance to win prizes that vary 

from Tim Hortons 
gift cards up to travel 
to the Grey Cup foot-
ball game, and even a 
$40,000 Chevy. 

FORD also has a nation-
wide drive promo-
tion, but is supply-
ing established blog-
gers with Ford vehi-

cles to take photos at various Canadian 

sites of their choosing. They’ll use the 

hashtag #GoFurther150 on their own 

posts, and one winner will be chosen 

to be awarded a four-day vacation in 

Newfoundland.

HONDA will give away a new Civic at the 

Blue Jays game on Canada Day, as it’s

Fewer grads will have 
to leave Canada to find 
work in their fields

By JEREMY SINEK
T O R O N T O  C O R R E S P O N D E N T

CANADA HAS A LONG HISTORY IN 

branch-plant assembly of other coun-

tries’ cars. What has largely been miss-

ing is original-vehicle engineering 

and research and development done in 

Canada by Canadians. 
But that’s changing in a hurry. 

General Motors is growing its prod-

uct-engineering head count in Canada 

to 1,000 from about 350. Ford is invest-

ing $500 million in research and devel-

opment, including 300 engineers 

based in Canada, many at a planned 

research-and-engineering centre in 

Ottawa. Meanwhile, FCA’s Automotive 

Research and Development Centre (a 

collaboration with the University of 

Windsor in Ontario) last year celebrat-

ed its 20th anniversary with an injec-

tion of funding from the province.

Can Canada supply enough engi-

neers to staff these facilities? That 

doesn’t seem to be an issue, according 

to Jonathan Hack, a former GM engi-

neer and now president of the Ontario 

Society of Professional Engineers 

(OSPE). For one thing, Hack says, a 

study found “only 33 per cent of engi-

neering degree holders worked in engi-

neering jobs, so there’s quite an oppor-

tunity.” 
Another study, by Engineers 

Canada, reported engineering-school 

enrollment had grown to 81,000 under-

graduates in 2015, an increase of 32 per 

cent from 2010.

LONG-TERM APPROACH
The growth of engineering opportu-

nities in Canada is a big deal, says

Oh Canada, look how these automakers plan to celebrate

SPECIAL REPORT: Engineer pool robust enough for growing tech needs

Bizarre activities, a vehicle giveaway and cross-country 

trips are on the list of festivities for the Big Birthday

SEE MANY ENGINEERS PAGE 23

BUILDING UPTORONTO LAND PRICES 
DRIVE AUTO GROUP INTO 
THE CONDO BUSINESS

By MICHAEL GOETZ
T O R O N T O  C O R R E S P O N D E N T

A TORONTO DEALER GROUP IS TAKING 

business diversification to new heights — liter-

ally — partnering with a local real-estate devel-

oper to build a multi-brand auto mall complete 

with 900 condos and “lots of retail.”

Several years ago, the Downtown Auto 

Group bought a five-acre (two-hectare) parcel of 

land near Toronto’s Don Valley Parkway where 

it crosses over Queen Street East, with the 

intent to build a traditional auto mall there.

But something happened in the interim: 

Toronto real estate prices.
“At $20-25 million per acre, the cur-

rent market price for land in this area, it 

quickly became clear that the financial 

model of the traditional auto dealership 

wouldn’t make sense for this property,” said 

DAG President Shahin Alizadeh.

“So, we started looking at options.” 

With condos selling in Toronto for $750 per 

square foot, such a development seemed the 

obvious use for such an expensive parcel of 

land. But then, said Alizadeh, “where would the 

auto mall go?”
DAG considered several options, like parcel-

ing the land, and scaling down the auto mall, 

but none felt like the optimum solution. 

Then Alizadeh had a fateful meeting with

SEE CITY GREETS PAGE 23

SEE AUTOMAKERS CELEBRATE PAGE 23

CANADA 

150

Downtown Auto 
Group (DAG) owns 
10 dealerships, 
seven of which  – 
Toyota, Hyundai, 
Genesis, Nissan, 
Infiniti, Ford and 
Lincoln – are mov-
ing into the new 
Autoplex.
( I L L U S T R AT I O N :  D A G )

DAG President Shahin Alizadeh 
says that automakers recognize 
the value of the community being 
built around the dealerships.

GM Canada President Steve Carlisle, 
himself an engineer, learns about 
autonomous systems from engineers 

at the University of Toronto. 
( P H O TO :  U N I V E R S I T Y  O F  TO R O N TO )
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Website & Emails
Through our website and our daily, weekly and breaking 

news emails, Automotive News Canada serves Canadian 

automotive industry executives and global auto executives 

with responsibility for the Canadian market with the 

information they need. 

Advertise in the email newsletters and on the website to 

give your brand a consistent and ongoing presence in front 

of these influential executives.

Online Advertising
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Digital Edition Sponsorship
• The digital edition will be sent to an audience of 5,633.

• Digital edition sponsor receives:  

Full page ad adjacent to the front cover, skyscraper 

ad, logo on automotivenews.ca homepage, email 

leaderboard, iPad unit and “compliments of” 

recognition on digital edition email.

 50,000 impressions

 $1,500 per publish date

 All rates are net and are shown in Canadian dollars.  



Lead Generation
Reach our audience with 

your thought leadership 

content – whitepapers, 

case studies, webinars and 

more – with this turnkey 

lead generation program. 

Automotive News Canada 

will build and host a custom 

registration/landing page with your branding elements, and 

then drive traffic to that page with a custom email blast to 

over 8,000 Automotive News Canada readers. Customized 

registration fields collect valuable data, which you retain as 

the sponsor.

• Custom landing page featuring up to three thought 

leadership assets

• Custom email

$2,500 per publish date

All rates are net and are shown in Canadian dollars.  

Automotive News Canada Congress
February 15 •  Toronto

In February, leaders of the Canadian industry will gather 

to discuss key issues and strategies for the coming year 

at the Automotive News Canada Congress. Taking place 

during press preview days of the Canadian International 

Auto Show, the Canada Congress provides an unparalleled 

opportunity to reach top level industry decision-makers.

automotivenews.ca/canadacongress

Events
Automotive News Canada  
Best Dealerships To Work For
October •  Toronto

Get in on the ground floor of this 

program dedicated to finding and 

celebrating the best employers in 

the retail automobile industry.

Independent research organization Best Companies Group 

will evaluate dealerships to determine which stores have 

distinguished themselves in areas including leadership, 

corporate culture, role satisfaction, training, pay and 

benefits and overall engagement. 

The best dealerships will be celebrated in October at a 

gala luncheon in Toronto. Sponsorship puts your company 

in a position to benefit from the winning dealers’ goodwill, 

and this program’s extensive visibility.

automotivenews.ca/Best

Webinars
Develop your own educational webinar from start to 

finish – define the topic, invite speakers and create the 

presentation. Automotive News Canada will promote your 

event to our audience, who attend online at no charge, 

with your compliments.

Each webinar is hosted and moderated by an  

Automotive News Canada editor or reporter. As a sponsor, 

you’ll retain all registrant data collected throughout the 

process, providing powerful lead generation opportunities 

for your company.

$4,500 per publish date

All rates are net and are shown in Canadian dollars.  
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• Maximum file size is 40k

• Rich Media units cannot run in email positions

• Email placements cannot be third party served

Online ad materials are due at least five business days prior 

to campaign start date. All 3rd party ad-serving costs are the 

responsibility of the advertiser.

To submit online creative, email AdOps-autonews@crain.com

Need help creating rich media? Ask your rep.

ONLINE AD POSITIONS Dimension
Website  
Ad Size

Email  
Ad Size

Leaderboard  
(Top/Lower) 728 x 90 px

40k
40k

Medium Rectangle 1&2 300 x 250 px

Half Page 300 x 600 px

Medium Rectangle for  
Mobile (needed for most  
ad placements)

300 x 250 px

Mobile Banner  
(for Breaking News 
Alerts only)

300 x 50 px

Text ad logo + 50 words N/A

Logo 120 x 60 25k


