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T he United States and Canada share deeply integrated economies and enjoy the largest bilateral trade 

and investment relationship in the world. Canada buys more from the U.S. than any other country—trading 

more than US$2 billion in goods and services daily. Close to nine million U.S. jobs depend on trade and invest-

ment with Canada and this relationship is even closer at the Alberta-U.S. level. The United States is Alberta’s 

largest trading partner, accounting for over 90 per cent of the province’s exports going to the United States.

On May 2–3, 2017, Calgary Economic Development, Edmonton Economic Development, the Government of 

Alberta and The School of Public Policy presented the inaugural Alberta-U.S. Trade Summit. The two-day 

summit provided a forum for policy discussion, cross-border trade information sessions and panels on ex-

port success in a complex global trading environment —all with the goal of helping businesses identify and 

implement cross-border trade opportunities.

The following report captures the essence of the two-day summit.
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A lberta’s Minister of Energy, the Honourable  

Margaret McCuaig-Boyd, kicked off the 2017 

Alberta– U.S. Trade Summit in Calgary by assuring 

the audience that the Alberta government fully 

appreciates the importance of Alberta’s trading 

relationship with the U.S. and is working hard to 

maintain that relationship.

“We will treat this trade relationship with great re-

spect and, even as we seek new markets to expand 

access for new products, the U.S. will always be our 

most important neighbour and trading partner,” the 

minister said. 

Alberta’s trade with the U.S. was valued at over 

$84 billion in 2016. Alberta’s exports represented $68 

billion of that. While this is a big number, it’s actually 

down from the heady days of 2014 when Alberta’s 

exports peaked at $110 billion. Crude oil exports alone 

accounted for $91 billion of that total in 2014 when 

the annual average WTI oil price was US$93.25.

Alberta continues to supply over 99 per cent of U.S. 

Midwest refinery crude oil imports. Alberta is also the 

largest supplier of natural gas to the U.S., account-

ing for 99 per cent of its total natural gas imports.

“We are committed to our long-standing status as 

a reliable supplier of energy to the U.S.,” the energy 

Alberta ramps up diplomatic  
efforts on Alberta/U.S. trade

minister said. “We’ve taken steps already and will 

continue to do more to engage with our friends 

to the south and reinforce that important trade 

relationship.”

The Alberta government’s most recent efforts 

have included visits to the U.S. by Premier Rachel 

Notley, who was the first provincial premier to go to 

the U.S. after the presidential election in November. 

“She met with policymakers, industry leaders and 

experts to communicate Alberta’s priorities and rein-

force Alberta’s position as a valuable trading partner,” 

McCuaig-Boyd said. “The mission opened doors and 

cemented relationships that will benefit Alberta in 

the months to come.”

Premier Notley also attended IHS Markit’s 

CERAWeek in Houston, the “Super Bowl of energy 

conferences.”

“The premier participated in a panel discussion on 

energy and the environment and met with energy 

executives while she was down there,” the audi-

ence heard. 

In March, Premier Notley also travelled to Austin, a 

key state for Alberta trade, to meet with key stakehold-

ers, refiners and to promote investment opportunities 

in Alberta.  

Alberta is 

the largest 

supplier of 

natural gas 

to the U.S., 

accounting for 
99 per cent 
of its total 

natural gas 

imports.

Honourable 
Margaret 
McCuaig-Boyd, 
Alberta Minister  
of Energy
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N ational issues aside, Montana-Alberta trade is set 

to expand, according to Montana Lieutenant- 

Governor Mike Cooney.

In a keynote address to the Alberta–U.S. Trade 

Summit in Calgary, Cooney said teams from both 

jurisdictions recently identified eight key areas of 

mutual interest that if successfully promoted promise 

to improve the economies of both jurisdictions.

The eight areas are energy technology, 

trade, education, workforce training, lead-

ership sharing, cultural trade, agriculture 

and tourism. “In each of these areas, 

we have identified strength of a com-

mon history and the opportunity for 

future growth,” he said.

“Canada is Montana’s number one 

trading partner. Every year, we welcome 

more Canadian visitors to Montana than from 

any other country. Reliable estimates indicate that 

over 25,000 Montana jobs depend on the robust trade 

between our two countries. The issues that bring us 

together are much larger than the geographic or the 

geopolitical boundaries that divide us.”

Cooney pointed to the success of the Montana- 

Alberta tie line, or MATL, as an example of the 

benefits of trade. The idea of a privately funded mer-

chant powerline across the international frontier was 

a visionary concept that both held great promise and 

faced significant obstacles when first proposed, he 

said. “It took patience, perseverance and partner-

ship to get MATL from the announcement of its first 

Alberta-Montana trade need not 
falter under America First fervour: 
Lieutenant-Governor

open season in 2005 to becoming fully operational 

in the fall of 2013.”

The power transmission corridor between Cal-

gary and Great Falls, Mont., provided both Alberta 

and Montana opportunities in the energy space for 

expansion of trade, particularly in the area of renew-

able power, and acts as proof positive that thinking 

big, combined with working smart, could 

accomplish powerful results, he told 

the summit.

Though Cooney did not make 

mention of U.S. President Don-

ald Trump’s musings of a border 

tax, plans to tear up or renego-

tiate NAFTA, and promotion of a 

strongly America First agenda in 

regard to trade and jobs, he touched 

on Montana’s determination to pro-

mote north-south ties whatever happens 

in Washington.

“While recent national discourse has heightened 

concern in some areas, Governor Steve Bullock and I 

remain committed to do what we can [to encourage 

trade]. What is in our control is our commitment to 

work together to take advantage of mutually ben-

eficial opportunities to deepen our economic and 

diplomatic connectivity. How do we do that? First, 

we keep talking, we visit with each other, we cele-

brate common accomplishments. We focus on what 

we can do instead of what we can’t do. We can make 

progress,” he concluded. “We can dream big.”

“Over 25,000 
Montana jobs 

depend on 

robust trade 

between our 

two countries.”

— Mike Cooney, 
Lieutenant-Governor, 
Montana

    
    
    
    
    

Mike Cooney, 
Lieutenant-Governor, 

Montana
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P otential Canadian exporters can fail if they 

underestimate the demographic, economic 

and social diversity of the U.S. Those that succeed 

don’t just throw paint at the wall. They figure out 

which region, sector and market tier to target. “I 

promise you that if you’re in Calgary, you’re going 

to match better culturally and in just about every 

other way by going down that Rocky Mountain cor-

ridor,” says Stephen Davis, Consul and Senior Trade 

Commissioner with the Consul General of Canada. 

Canadian companies tend to overlook the ad-

vantages of geographic proximity in favour of 

market size. Time, money and the logistics of 

moving goods need to be factored in when deal-

ing with Montana versus Massachusetts.

“Are you willing to [travel to] that market at 

least once a quarter—and that’s really kind of min-

imal. I probably won’t do it. You need to be there 

at least six times a year,” Davis says.

As a “glorified matchmaker,” Davis has worked 

for 12 years bringing together Canadian export-

ers and U.S. importers in the five Rocky Mountain 

states and Kansas. His office is one of 16 in the 

U.S., a testament to the diversity of the U.S. as 

well as the importance of U.S. trade for Cana-

dian companies. 

“Seventy per cent of all exports from Canada 

go to the United States…. In some ways, we have 

our eggs in one basket, so we’re really guarding 

that basket,” he says. 

Exporters also need to understand the advan-

tages and disadvantages of chasing huge markets 

such as Texas or California. Both have populations 

Vast U.S. regional differences require 
prospective Canadian exporters to 
focus their efforts

equivalent to Canada. Wyoming, on the other 

hand, has half a million people. 

“So which market can you realistically han-

dle? Are you targeting the right companies?” 

Davis asks. “If somebody says they would re-

ally like to meet the people at Whole Foods, 

you have to consider that Whole Foods sees 

people like you 10 times a day.”

Sometimes Davis has to level with prospec-

tive exporters.

“That’s going to be a hard introduction to 

make. If you don’t have exactly what they’re 

looking for, even if you get to see them this 

time, you’re probably not going to get to see 

them again,” he says. “Now that natural grocer 

in Montana, he hasn’t seen anybody like you 

in about a year. He’ll see you just because it’s 

nice to see somebody. He’d love to talk to you.”

Davis isn’t advocating thinking small but rather 

understanding the market and being realistic.  

“If you’re a third-tier supplier in Canada, then 

you’re best off going to talk to third- and fourth-

tier supply chains in the United States,” he says.

Specific sector focus is important as well. A 

company that has something “everyone will 

want” shouldn’t target “everyone” but rather 

the promising sector for the product or service.

Davis also encourages companies to become 

familiar with provincial and federal programs 

focused on exporters. The federal program 

CanExport, for example, has more than $10 

million for helping Canadian exporters reach 

international markets. 

“70 per cent
of all exports 

from Canada 

go to the 

United States.”

— Stephen 
Davis, consul 
and senior trade 
commissioner, 
Consulate 
General 
of Canada in 
Denver, CO
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D oug Cameron, 25-year trade and investment veteran, echoed 

the observation that choosing the right market within that 

massive U.S. economy is something that a lot of Canadian compa-

nies just don’t do well. But beyond that, there are a host of other 

decisions companies need to get right to be “export ready.” 

The senior director, trade and investment attraction, Americas, for 

the Ministry of Economic Development and Trade, encouraged the 

audience of the Alberta–U.S. Trade Summit to take advantage of the 

intelligence and financial resources available to potential exporters. 

“The online guide called Step-by-Step Guide to Exporting 

is the number one resource to look at and to use,” Cameron 

said (http://tradecommissioner.gc.ca/exporters-exportateurs/

guide-exporting-guide-exportation.aspx?lang=eng).

He listed several other resources available to exporters:

•  Global Affairs Canada

-   With regional and international offices, it can help focus a 

company’s export objectives. 

•  Export Development Canada

-   Has offices abroad. Works closely with the Trade Commissioner 

Service. Extends financial support. 

•   Business Development Canada 

-   Financing and advisory services. Focused on small to 

medium-sized enterprises. Strong in international marketing.

•  Economic Development and Trade

-   Competitive intelligence. Networking. Trade missions. Is 

also getting more involved in “trade readiness” services.

•  Calgary and Edmonton Economic Development

-   Narrower approach based on its better knowledge of local 

companies.

•  Department of Western Diversification

-   Supports the Trade Commissioner Service, Global Affairs 

Canada, and Alberta Economic Development and Trade.

Government resources can 
help companies become 
export ready

•  Private-sector partners

-   Each has a specialized focus: ATB, JWN, Rainmaker Global 

Business Development, Alpha Global Experts, consultants, etc. 

Cameron’s colleague, Andrew Fisher, discussed his depart-

ment’s Alberta Export Expansion Package (AEEP).  

“Governments often talk about encouraging more diversi-

fication and exports,” said the program’s manager. “So from 

discussions and working with companies and stakeholders, the 

Alberta Expansion Package was developed.”

The AEEP: 

•  is a $9-million program over three years;

•  Helps companies from point A to point Z in developing exports;

•  Connects exporters with potential clients, does trade missions;

•   Brings investors and buyers from around the world to Alberta 

and introduces them to Alberta companies; and

•   Stipulates that eligible companies must have annual sales 

between $50,000 and $25 million.

“The program was launched October 1 of last year,” Fisher said. 

“We’ve already had 130 Alberta companies access the funds. 

There’s more than $850,000 already out the door, and there are 

a lot of success stories.”

•   CanExport (delivered by Global Affairs Canada in partner-

ship with the National Research Council Industrial Research 

Assistance Program) 

   -   Offers $50 million of direct financial assistance to 

small and medium-sized businesses for a wide range 

of export marketing activities, up to a maximum con-

tribution of $99,999. The funding covers 50 per cent 

of eligible expenses.

“We’ve already had 
130 Alberta companies 

access the funds. There’s 

more than $850,000 
already out the door.”

— Andrew Fisher, program 
manager, Alberta Export 
Expansion Package
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W hat Cyrus Habib learned as a three-time cancer 

survivor and a fully blind Iranian-American 

from a mixed-religion immigrant family is the impor-

tance of inclusion. 

“Canada is known globally for its commitment to 

inclusion and opportunity,” says Habib, Lieutenant- 

Governor of Washington and a Yale Law School 

graduate who has served in both the State House 

of Representatives and Senate. “We can see that in 

your embrace of globalism and your embrace of immi-

gration policies that make you stronger, not weaker.”

While never directly mentioning Donald Trump 

in his keynote lunchtime speech, Habib circled the 

flame of protectionism and eloquently stated the 

case for trade. 

Both Washington state and Alberta depend on 

trade—“which is competitive but combined with the 

spirit of collaboration”—for their continued prosperity. 

“We know that we can all too often fall into con-

flict and controversy, but that only creates economic 

inefficiencies and lost value for firms and workers,” 

he says. 

Habib says that the past 25 years have brought 

tremendous economic and social disruption for the 

American people, which has now manifested in political 

disruption in the form of isolationist and protection-

ist tendencies.   

“But globalism isn’t the problem,” he said. “Much 

of the displacement and loss of relative earnings 

and expansion of income inequality is actually due 

to technological advancements.”

Despite potentially new policy-setting agendas at 

play in national politics, people need to understand 

and be willing to stand up for the subnational trade 

that ties Canadian provinces to American states. 

Subnational trade, education and culture 
are the antidotes to U.S. protectionism: 
Washington Lieutenant-Governor Habib

“It’s not just that we sell airplanes to WestJet [the 

sale of 20 Dreamliners was announced in May],” Habib 

says, itemizing a long list of things that Washington 

state sells internationally, from Boeing planes and 

Microsoft Xboxes to Washington apples and Starbucks 

coffee. “There are 14,000 parts that Alberta alone 

supplies to build the planes that we then sell back 

to WestJet. Conversely, the Canadian Association of 

Petroleum Producers has identified 39 Washington 

companies that supply products towards the devel-

opment of Alberta’s oilsands.”

Having just toured SAIT during his visit, the lieutenant- 

governor promoted the expansion of Alberta/U.S. state 

public-private educational and cultural ties. 

“There’s no denying, whether because of trade or 

because of technology, job displacement is a reality 

and labour demands of the 21st century are drasti-

cally different than the labour demands of the 20th 

century,” he says. “SAIT, more than any higher educa-

tion that I’ve visited in my own country, figured out a 

targeted response to the labour demand fluctuations 

in our new global economy.

“Those are the type of answers we need. Not pro-

tectionism. Not isolationism. Not nationalism. Not 

closing our doors to the best and brightest peo-

ple from all over the world who want to contribute 

their talents.”

“There are 
14,000 parts 

that Alberta 

alone supplies 

to build the 

planes that we 

then sell back 

to WestJet.”

— Cyrus Habib, 
lieutenant-governor 
of Washington
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T he co-founder of a company that has taken human 

motion capture analysis into the modern age, 

and now successfully taken the technology to world 

markets, concedes he started with a small-town men-

tality that held the company back.

Dr. Ryan Comeau is chief executive officer of 

Medicine Hat, Alta.–based Kinetisense, a company 

that took video gaming technology to create the 

world’s first markerless motion capture analysis system 

that enables objective assessment of biomechanics 

in real time. It represents the biggest advance in the 

field since the goniometer was invented more than 

150 years ago.

The patented motion-capture assessment tool, 

which uses the Microsoft Kinect sensor to capture 

3-D motion without the need for wearable sensors, 

has revolutionized the way rehab practitioners and 

fitness trainers acquire and assess human biome-

chanical data.

“We tend to look at our neighbours down south 

and say, ‘If we can tackle the U.S. market, we can 

tackle the world.’ That’s the mindset that we had 

in Medicine Hat. So we immediately started to look 

at how we could get into the U.S. market—how we 

could find collaborations, partnerships in the U.S. 

market and use that as a vehicle to drive exports to 

other countries,” Comeau told the Alberta–U.S. Trade 

Summit in Calgary.

Kinetisense shows companies don’t 
have to be from the big city to make it 
in the U.S.

It was the U.S. Department of Trade that “found” the 

company and created a breakthrough, Comeau said. 

“They were looking for companies in Alberta to join 

them in Washington for the SelectUSA [Investment] 

Summit. That was really the catalyst for us. It got us 

out of the small-town mentality and gave us a cor-

porate confidence, so to speak.”

The SelectUSA Investment Summit is the highest- 

profile event dedicated to promoting foreign direct 

investment in the U.S.

Comeau also credits the impact of social media 

and the company’s willingness to put it to use early, 

before it had a final product. “We took the shotgun 

approach,” he said. “We decided early on that we 

had to get this out there, before even the release of 

our first version. Social media is an incredible driver 

and with our technology, there is a huge wow factor.”

Early success there was followed up with valu-

able endorsements, he said. “We started to have 

some gurus from the fields of health care and fit-

ness that started to retweet or show our product 

to others, and it just started to blow up that way.”

The product, which is targeted to niche markets 

like medical practitioners and fitness trainers rather 

than the general public, also benefited from recogni-

tion in an Intel international developers competition 

when it bettered some 7,000 applicants, and from 

provincial and federal grants early on, he said.

“We tend to 

look at our 

neighbours 

down south 

and say, ‘If 
we can tackle 
the U.S. 
market, we 
can tackle 
the world.”

— Dr. Ryan 
Comeau, chief 
executive officer, 
Kinetisense
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S upporters of free trade need to speak up and be 

heard by lawmakers if they want to defend the 

benefits derived from trade, members of a panel at 

the Alberta–U.S. Trade Summit said.

Making the argument personal is one of the most 

effective ways to be heard, said Michael Reeves, pres-

ident, Ports-to-Plains Trade Corridor Coalition. “The 

stories of people in your community who are bene-

fiting because of trade are the ones we need to hear 

about. That’s what we try to share,” he said.

This can be done by, for example, approaching a 

congressman in a district in West Texas to say a re-

finery in the district is processing Canadian oil and 

showing local jobs could be affected by limiting trade, 

said Reeves.

The Ports-to-Plains Trade Corridor is a 3,755- kilometre 

economic area that stretches between Alberta and 

Laredo, Texas, that generates nearly 20 per cent of 

total North American trade.

“Given the political reality that we are in, I think we 

need a lot more businesses and consumer groups to 

speak up for the benefits of trade,” added University 

of Calgary economist Trevor Tombe.

The political reality is the growing backlash against 

international free trade agreements, as exemplified by 

recently elected U.S. President Donald Trump, who 

has called the North American Free Trade Agreement 

(NAFTA) the “worst deal ever” and threatened to 

tear it up. The deal received a reprieve when Trump 

agreed to attempt a renegotiation.

Vocal response needed to turn 
back the anti–free trade tide:  
Panel discussion

Liberalized trade is a much bigger deal for Canada 

than the U.S., Tombe noted—bilateral trade is roughly 

equivalent to a third to 40 per cent of Canada’s 

GDP but just three per cent of U.S. GDP.

While Canada is facing a number of broad 

trade challenges, he said two in particular stand 

out: rising economic nationalism and the chang-

ing nature of globalization.

“Both are the unavoidable result of the same under-

lying forces—technological change [that is] shrinking 

the world and changing the way we produce goods and 

services, and also the uneven benefits of technological 

change and globalization. How we respond is I think one 

of the great strategic issues of our time as Canadians.”

“[U.S.] national politics are causing a lot of un-

certainty for us as they are for you,” said Montana 

Senator Sue Malek. “I do believe that as the United 

States undertakes new negotiations over NAFTA that 

both countries will find areas that we can improve 

NAFTA and make it a stronger agreement.”

Montana has enacted a number of tax breaks to 

attract new industry to the border state, she said, 

promoting apprenticeships, angel investing, data cen-

tres and investment in pollution control equipment.

With two of the state’s four coal plants scheduled 

for shutdown, Montana will have 700-800 mega-

watts of transmission line available, Malek said. “Wind 

farms are being planned in the state, and it’s those 

data centres that love that alternative energy that 

caused me to vote for that tax break.”

The Ports-to-

Plains Trade 

Corridor is a 

3,755-kilometre 
economic area 

that stretches 

between Alberta 

and Laredo, 

Texas, that 

generates nearly 

20 per cent 
of total North 

American trade.

Michael Reeves, 
president, Ports-
to-Plains Trade 
Corridor Coalition
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T echnological change is occurring at breakneck speed, 

transforming economies and upsetting the long-estab-

lished international geopolitical order. But on balance, it is 

advancing society and making the world richer, according to 

Karl Schamotta, director of global market strategy, Cambridge 

Global Payments.

Speaking to the Alberta-U.S. Trade Summit, Schamotta 

said advances in computing capabilities and the increas-

ingly ubiquitous connected devices powering the Internet 

of Things are leading to sweeping increases in market effi-

ciencies. They are also transforming economies in sometimes 

unexpected ways.

The distribution of wealth is one way technology is impact-

ing trade and the global economy. For example, the industrial 

powerhouse China has become is no longer an indicator of in-

creasing wealth in general, as the value of manufactured goods 

has not kept pace with the value of services.

A product stamped “made in China” may have gained very 

little value in China as the web of international trade has be-

come more complex. “The Apple iPhone, for example, retails 

for something like $749, and $8 is going to assembly in China,” 

said Schamotta. “Apple in the U.S. is making the lion’s share of 

income from the iPhone.”

Similarly, while many North Americans may think a sizable chunk 

of their consumption income went to goods made in China, the 

amount is surprisingly tiny: around 1.9 per cent, he said.

This is a problem for China, which has built its economy on 

the idea of becoming the world’s factory floor. “China has been 

going on a debt binge unprecedented in human history; a huge 

amount of credit is being pumped into the economy in an effort 

to rebalance away from manufacturing and rebalance toward 

domestic consumption. This is all very favourable, in a sense—it 

helps to support global growth. But it is planting the seeds for 

an eventual credit crisis.”

In a wide-ranging talk, Schamotta touched on a number of 

other areas of the global economy:

Currency volatility aside, the future 
looks bright thanks to technology

•   “We are seeing more and more wealth 

created every year, trillions and 

trillions of dollars…and all of this 

new wealth is flooding into the 

financial system and it is push-

ing down real rates of return.”

•   Interest rates are at a 5,000-year 

low. “What we are effectively cre-

ating here is a surplus of capital in the 

financial system, with a deficit in terms of 

the number of opportunities available to 

increase yield on that. This is having dra-

matic effects in…the currency world. We are 

seeing an almost exponential increase in the amount of money 

that flows across borders in the foreign exchange markets.”

•   The Canadian housing market is in the midst of a substan-

tial uplift. “This is not an unrelated phenomenon. All of this 

capital flowing around the global economy is doing things 

like creating bubbles in commodities, creating bubbles in 

housing, etc. All this money is flowing into various assets and 

creating problems. These problems have a real-world impact.”

•   The suggestion the inflow of foreign buyers is causing the housing 

price bubble is a myth. “Money is flowing into Canadian banks; 

they are happily lending it to us. We are racking up debt at an 

unprecedented rate. The parliamentary budget office said earlier 

this year that Canada has gone into debt at a faster rate than 

any country in G7 history…. Canada is having a housing bubble 

driven by credit; it’s not driven by foreign buyers.”

•   Global economic policy uncertainty has reached new heights. 

“We are looking at an environment that is more and more 

volatile, and although we have just dodged a bullet in France, 

this is a trend that I would expect to continue.”

Though the headlines look grim, “the big story is very positive,” Scha-

motta said. “The global economy is growing very, very fast. You might 

have a lot of concerns right now about where the future takes us, but 

the reality is that this technological force is positive for humankind.”

Karl Schamotta, 
director of global 
market strategy, 
Cambridge Global 
Payments
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S uccessfully navigating foreign markets, especially 

the U.S., is considered vital to the success of 

Calgary-based Benevity, a global leader in online 

workplace giving, matching, volunteering, sustain-

ability and integrated grant management solutions.

The cloud-based software company helps com-

panies engage their employees and customers 

around pro-social activities—what it calls “corpo-

rate Goodness,” says Bryan de Lottinville, founder 

and chief executive officer. 

“We are a platform business, so scale is very im-

portant. The front end of our business is directed 

toward corporations and their employee and consumer 

populations, and the back end is more like a fintech 

business where we will be aggregating, automating 

and distributing $700 million or so this year in do-

nations to 100,000 charities worldwide. We always 

needed to think about international scope,” he says.

Ranked the third fastest–growing tech company in 

Canada last year, Benevity has more than two million 

users around the world and does about 90 per cent 

of its business in the U.S., thanks to large enterprise 

companies like Google, Apple and Oracle, he says. 

It was a nibble from Nike that gave the company its 

big break in the U.S., when the company only had 

about 12 employees, he says. “It was 2012 when we 

really started to go after the U.S. market in earnest.”

What often attracts the large companies is the per-

ception they do not have a culture that is compelling 

Toehold in U.S. market launches 
“corporate Goodness” giant

to the young people they want to attract, says 

de Lottinville. Benevity provides “an employee- 

engagement strategy that actually translates to 

lower churn, higher rates of productivity and a 

culture that’s compelling from an attraction and 

recruitment perspective—these have real business 

impacts for these companies.”

He says it helps that Canadians—as part of 

the Commonwealth, which consists of the most 

philanthropic countries in the world—are admired 

and generally perceived as thought leaders in the 

pro- social space. He does not welcome the idea 

of moving the company to the U.S., despite sug-

gestions to do so, and believes there is a sufficient 

tech talent pool to support the company. “The first 

question that our private equity firm asked us was, 

‘When are you going to move it out of Calgary?’ My 

answer was, ‘When are you kicking me out of the 

company?’” he says.

While the election of “America first” proponent 

Donald Trump to head of state in the nation that 

dominates the company’s business may seem a hin-

drance, it has so far been a catalyst to Benevity’s 

growth, he says. “If anything, the silver lining in some 

of what Mr. Trump has been doing around social is-

sues has caused many of our clients to step up and 

make statements about who they are as companies. 

In February, many large companies ran matching cam-

paigns around major social issues like immigration. 

For us, it has actually been a positive.”

“We are 

aggregating, 

automating 

and distributing  

this year  

$700 million 

or so of 

donations to 

100,000 global 

charities.”

— Bryan de 
Lottinville, founder 
and chief executive 
officer, Benevity
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C anada is dependent on trade, with 70 per cent of 

its exports going to the U.S., so a lot is at stake 

as the U.S. under Donald Trump opens North Amer-

ican Free Trade Agreement (NAFTA) negotiations. 

Unlike Mexico, which buys all of the U.S.’s corn ex-

ports and screens its Guatemalan border for Central 

American migrants headed to the U.S.—and therefore 

has potential retaliatory trade and security leverage—

Canada has nothing of the sort heading into these 

NAFTA negotiations.

“There is nothing that Canada could do that wouldn’t 

hurt us much more than it would hurt them,” said 

Laura Dawson, director of the Canada Institute, during 

a three-panellist discussion of U.S.-Canada trade. 

But there is some good news and some things that 

Canadian businesses can do. 

“The Trudeau government, no matter what you 

think of them, has done a great job managing this 

relationship,” Dawson said. “Canada, both federally 

and provincially, also has great trade negotiators.”

Despite the aggressive U.S. trade rhetoric, Dawson 

said that the draft document from the U.S. initiating 

the NAFTA negotiations is actually “pretty orthodox 

trade policy.” 

Martha Hall Findlay, president of the Canada 

West Foundation, noted that Canada often talks 

of diversifying its trade beyond the U.S. market 

but, to date, only has five full trade agreements 

with countries that have the world’s top 50 

largest economies. That lack of trade diversi-

fication is because it’s been “so damn easy” to 

sell to the U.S. 

U.S. protectionist rhetoric may 
force Canada to finally diversify 
its trade: Panel discussion

“So in some ways, what is happening in the United 

States may actually be a great opportunity. It may 

finally force us to do what we need to do and take 

advantage of some of those foreign markets,” Hall 

Findlay said.

She also encouraged business people to do 

the following:

•   Urge their MPs and politicians at all levels to work 

toward lowering trade barriers with countries that 

represent Canada’s best trade potential;

•   Focus on subnational trade relationships and 

“engage with people to counteract the rhetoric 

of protectionism”; and

•   Advise politicians to dismantle Canada’s protec-

tionist policies.

“Our leverage at the trade negotiating table is hurt 

by what we do in the supply management of dairy, 

poultry and eggs, and by our log export restrictions…. 

We can’t afford to lose that leverage when we’re at 

the negotiating table with the United States,” Hall 

Findlay said. 

Hugh Stephens, executive fellow with The School 

of Public Policy and distinguished fellow with the Asia 

Pacific Foundation of Canada, said that despite the 

U.S. withdrawal from the Trans-Pacific Partnership 

negotiations, the talks are ongoing among the re-

maining 11 Pacific Ocean nations looking to create a 

free-trade zone.

“China wants a deal,” Stephens said. “There are 

some advantages for Canada in keeping this vehicle 

going. The biggest one is try and cement our access 

to Japan.” 

“So in some 

ways, what 

is happening 

in the United 

States may 

actually 

be a great 

opportunity. 

It may fi nally 

force us to do 

what we need 

to do and take 

advantage 

of some of 

those foreign 
markets,”

— Martha Hall 
Findlay, president 
of the Canada West 
Foundation
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E xport success in the large and diverse U.S. market-

place can provide a stepping stone to international 

markets, according to wireless gas detection and lone 

worker safety technology provider Blackline Safety.

When the Calgary-based company developed a 

product that was unique to the world—a connected 

wearable industrial gas detector—the entire world 

represented a potential market. But barriers to entry 

were formidable.

So the company used the U.S. as an entry point to 

break into the international marketplace—with im-

pressive results as it seeks to meet the challenges of 

organizations in over 200 countries.

Blackline developed the industry’s first turnkey, 

work-anywhere connected safety monitoring solution 

with gas detection, 3G wireless, two-way speaker-

phone and live monitoring. 

“The company entered the U.S. market in a big way 

in 2008,” says Sean Stinson, vice-president, sales and 

product management. “It’s a critical market for us. It’s 

not only a large market, but it’s a leader in a lot of 

different ways. It’s a very diverse market in terms of 

how people use products, so if you can serve people 

in different parts of the U.S., you are getting access 

to customers in a wide variety of vertical markets 

and you can now take those [learnings] into other 

developed nations.

“And just because of the proximity, it’s a very good 

market testbed—once you understand how to serve 

a large refinery in the U.S. you can now go do that in 

other countries. So there are multiple reasons why it 

is a critical market for us.”

While a company may offer a superior technol-

ogy, it may encounter other barriers to entry, such 

Success in U.S. opens doors  
to markets worldwide

as the need to penetrate 

entrenched local buying 

patterns. “In business, 

the way products are 

sold can be a very em-

bedded decision-making 

process. There are a lot of 

relationships that happen in 

small towns where [customers] 

are buying through very tight 

relationships with people who 

may live across the road. So you can’t walk in there as 

a Canadian and expect that you are going to strike up 

a rapport quickly and close that deal,” Stinson says.

“Therefore, localizing the sales strategy is absolutely 

critical,” he says. “That’s true of the U.S. and it’s also 

true of every place on earth. You need to localize—

that’s with currencies, understanding what [issues] 

people are facing in that area, your market pricing, 

all those different aspects of localization.”

For Blackline, international sales are generally driven 

by a request from a company interested in Blackline’s 

unique technology offerings, he adds. “So behind this 

we try to develop a strong web presence because 

that’s a very low-cost way of fishing with a net across 

the whole world.”

“When entering a new market, gathering local 

intelligence is also essential,” Stinson says. “You 

can’t truly sell into any market unless you really 

understand it. If you haven’t been in that market 

before, you need to acquire that intelligence. Find 

a distributor or some kind of business partner that 

you trust and that understands the market and lis-

ten to them.”

Blackline 

developed the 

industry’s first 

turnkey, work-

anywhere 

connected 

safety 

monitoring 

solution with 

gas detection, 

3G wireless, 
two-way 

speakerphone 

and live 

monitoring.

Sean Stinson,  
vice-president, 
sales and product 
management, 
Blackline Safety
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I f a company fits the Export Development Canada (EDC) 

definition of “exporter,” it can access a range of finance, 

insurance and bonding solutions for doing business world-

wide. Fortunately, it is a low hurdle for meeting that definition. 

“All we need to see is that the company is making an effort 

to export,” says EDC’s account manager, small and mid mar-

kets, Colton Parsons. “If you’re looking to export in the next 12 

months, we give out support as well.”

Here are some of the financial solutions the EDC provides:

•   access to more working capital from a company’s current bank 

through the Export Guarantee program;

•   financing option for potential customers through the Buyer 

Financing program;

•   expansion plan financing through a Direct Lending program 

against international assets;

•   a Structured and Project Finance program to help large-scale 

global projects find funding if the project can demonstrate 

economic benefits to Canada.

“We’re also the largest credit insurer by market share,” 

Parsons says. 

Export Development Canada offers 
financing, insurance and bonding 
solutions for exporters

The EDC can protect companies against a customer going 

bankrupt, cancelled contracts or refusal to accept goods, but it 

can also facilitate trade by addressing situations such as an inter-

national customer of a Canadian company requesting extended 

payment terms or wanting to put down a smaller deposit up front, 

or if a Canadian company is already selling abroad and has plenty 

of receivables but needs to bridge that gap in working capital. 

“So it’s a way to insure your sales from the risk of nonpay-

ment,” Parsons says.  

The EDC covers political risks, both physical and intangible, 

such as expropriation of equipment or seizure of a bank account. 

Contractual bonding—standby letters of credit, letters of 

guarantee, performance bonds—are also fair game for the EDC. 

Specific to the oil and gas sector, the EDC announced $750 

million primarily to help small and medium-sized companies 

look abroad. 

“This applies to all of our programs—so credits, insurance, 

bonding as well as financing. So far we have distributed at least 

$300 million and are very much looking to use the remaining 

$450 million,” Parsons says. 

R oger Wilson, manager of U.S. operations with 

CN Wilson Customs Brokerage Services (USA), 

discussed the details of moving goods through U.S. 

Customs at the Alberta–U.S. Trade Summit.

“The NAFTA agreement brought in the current 

customs environment,” Wilson said. “Previously, U.S. 

Customs was responsible for valuation and classifica-

tion of goods and other admissibility issues. With the 

enactment of NAFTA, customs shifted that respon-

sibility from themselves to the Importer of Record.”

Clearing goods through customs 
best left to professionals

“The NAFTA 
agreement 
brought in 

the current 

customs 

environment.”

— Roger Wilson, 
manager of U.S. 
operations, CN 
Wilson Customs 
Brokerage Services

After defining the Importer of Record as the owner 

of the goods at the time of import, Wilson launched 

into a detailed discussion of the various documents 

and the basic terminology involved in clearing goods 

through U.S. Customs. 

Most people hearing this discussion of requirements 

around goods classification, documentation, valua-

tion, record keeping and the entry process gradually 

came to the conclusion that using a customs broker 

to clear goods is well worth the fees. 
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I n her long career with global logistics services company 

Schenker Canada Limited, Jennifer Deans has seen 

her share of costly missteps in Canada-U.S. cross- border 

trade. Most of those come down to not appreciating 

the complexity of the North American Free Trade 

Agreement (NAFTA) rules and sloppy paperwork.

“I’ve seen goods qualify for duty-free status that 

have 80 per cent foreign content and products with 

80 domestic content that don’t qualify,” said the 

consulting manager, customs and trade compliance, 

for Schenker to an audience at the Alberta–U.S. 

Trade Summit. 

A company that imports wire from Japan, runs it 

through a machine to make springs and ships it to 

the U.S. might obtain duty-free status while another 

company that builds a product using 80 per cent 

Canadian content might not get the tariff shift. 

“It’s a complex analysis that you need to do and it 

can go either way,” Deans said.

Her war stories from the trenches of U.S. Customs 

clearance served as a cautionary tale to anyone launch-

ing into U.S trade. 

Product classification is one minefield. Deans recalled 

a company in Windsor, Ont., that filed an explana-

tion it believed qualified it for duty-free status. Soon 

it racked up $6 million in duty fees. 

Seeing it was an honest mistake, Deans went to bat 

for the company, set up a meeting with U.S. Customs 

Obtaining duty-free status under 
NAFTA requires careful attention to 
details to avoid costly penalties

“I’ve seen 

goods qualify 

for duty-free 

status that 

have 80 per 
cent foreign 

content and 

products with 

80 domestic 

content that 

don’t qualify.”

— Jennifer Deans, 
consulting manager, 
customs and 
trade compliance, 
Schenker Canada 
Limited

and appealed the decision. Months later, the fees 

were reversed. 

Not everyone is as lucky. One company brought a 

$3-million machine up from the U.S. to sell. Since the 

machine originally came from Japan, duties were ap-

plicable and paid. The machine was eventually shipped 

back the U.S. because it didn’t sell in Canada, and 

soon after the company was billed another $50,000 

in duty fees.

“‘Why didn’t you call me first?’ I said to my client. 

‘Now you have no machine and a bill for $50,000 

and there’s nothing you can do.’ Every time a for-

eign article enters the United States, there is duty 

applicable to it. Those are the regulations,” Deans 

told the audience. 

Even professionals can trip up. A company that 

uses different customs brokers can lead to differ-

ent classifications for the same product reaching 

U.S. Customs. 

“They can’t all be right,” Deans said. 

Multiple classifications, among a myriad of other 

things, can precipitate the dreaded U.S. Customs 

Request for Information.

“If you get a CF28 and they are asking you for an 

explanation, get professional help!” she stressed. “Do 

not respond to it without talking to a professional…. 

And you need to jump on it pretty quickly because 

you only have 30 days to respond.” 
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T he technology-driven manufacturer of highly 

customized building interiors that has become 

a Calgary success story never had any doubts about 

the importance of breaking into the lucrative U.S. 

building market. 

In fact, so committed was DIRTT Environmental 

Solutions to finding success south of the border that 

it began building manufacturing plants in the U.S. 

early on in its existence, and it has never looked back.

“For us, the U.S. was a target of ours pretty much 

from day one,” says Scott Jenkins, president and di-

rector of DIRTT, which started commercial sales in 

2006. “We really had an inflection point in about 

2009, which is an interesting time because 2008-

09 was the world financial crisis. That’s when we 

took a leap forward and opened our first U.S. man-

ufacturing facility in Savannah, Georgia. A lot of our 

investors thought we were crazy, but it was probably 

the smartest thing we ever did.

“We took a strategic focus, and we said we are 

going to have operations close to our clients and 

think of ourselves not just as a Canadian company 

but as a North American company. About 70–75 per 

cent of sales were U.S.-based then—about 85–90 per 

cent are now,” he says.

The company combines its proprietary 3-D design, 

configuration and manufacturing software with in-

tegrated in-house manufacturing of prefabricated 

interior construction solutions. It has manufactur-

ing facilities in Calgary, Savannah, Phoenix and 

Kelowna, B.C.

Early play for U.S. market pays  
big dividends for DIRTT

“About 70–75 
per cent of 

sales were 

U.S.-based 

then—about 

85–90 per 
cent are now.”

— Scott Jenkins, 
president and 
director, DIRTT

Jenkins says one of the biggest challenges facing 

the company when exports grew was deciding 

whether or not to fully embrace the local cul-

ture. “We actually decided consciously we are 

not going to change, that we were going to 

do it the Canadian way in Savannah. We took 

a little bit of heat for this from a few manufac-

turers on things like deciding to air condition our 

factory down there, which none of the manufactur-

ers do, and deciding to pay a living wage. But in the 

end our turnover rate is less than one per cent and 

then we emulated that [strategy] in the other areas.”

And logistically, having U.S. plants serving U.S. cus-

tomers can lead to big savings. A plant in Arizona cut 

the cost of transport into the California market from 

$4,500 for a four-day delivery to $600 for a half-day 

delivery time. “So we effectively gave our custom-

ers a price decrease without affecting our margins.”

While the changing political climate in the U.S. is a 

concern, in large part due to the uncertainty it has cre-

ated, DIRTT’s local presence shields it from some of the 

possible downsides. “It has been very successful for us 

to have a local presence. It hasn’t been easy—it’s been 

expensive [to accomplish]. But in terms of currency fluctu-

ations, changing political climates, we are well positioned 

to deal with that and we are not playing defence,” says 

Jenkins, adding that there are also potential upsides.

“Business confidence in the U.S. is high—I have 

never seen it higher. There is optimism throughout 

the U.S. in the business climate, and that’s a huge 

opportunity for any Canadian company.”
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T he U.S. economy is in a healthy state, with near full 

employment, low inflation and interest rates, and 

a stock market rally reflecting optimism for the future. 

But the unorthodox reforms promised by the recently 

installed Donald Trump administration leave a lot of 

uncertainty about its future, according to Gus Faucher, 

chief economist with the Pittsburgh- headquartered 

PNC Financial Services Group.

“Obviously it is a very different economic environ-

ment now than it was six months ago in the United 

States, and in the United States’ relationship with the 

rest of the world. We have a president who is moving 

away from the bipartisan consensus that has been 

the foundation of U.S. economic policy since World 

War II in terms of free trade, in terms of immigration, 

so that raises all sorts of questions, and we will 

have to see how things play out,” Faucher told 

the Alberta-U.S. Trade Summit.

Since the election last November, the U.S. has 

seen an improvement in what economists call 

soft data, he said. Consumer confidence started to 

improve before the election, but it has jumped since 

the election, as has business confidence. 

“People are feeling more confident about the econ-

omy in the United States—they think the economy 

is going to be better. That’s great. But the question 

is, is it going to play out in the hard economic data? 

Are we going to see better consumer spending, are 

we going to see more production, more hiring? We 

are still not at that point yet.”

Stock prices are up about 15 per cent since the 

election, indicating investors are expecting improved 

profitability from U.S.-based businesses. Investors 

think corporate taxes are going to be lower, regula-

tions are going to be reduced, and economic growth 

is going to be stronger—all factors that would pro-

vide a boost to after-tax profits.

“Stock prices are forward looking and this is all in 

expectation of higher profits. The question is, is that 

actually going to play out or, if we don’t see a lot 

Trump’s promises to shake up U.S. 
economy unleash uncertainty

Current 

economic 

expansion 

began in 

2009 and the 

average length 

of time for 

growth is  

5.5 years.

of the changes that investors are expecting, are we 

going to see stock prices move back down again?”

Faucher ran through several economic indicators that 

generally point to a positive outlook, despite the fact 

that the U.S. economy is overdue for a correction by 

historic standards. Current economic expansion began 

in 2009 and the average length of time for growth is 

5.5 years, he said. A downturn is usually caused by an 

imbalance in the economy, such as those created by 

the mortgage crisis in 2008 or the earlier tech bubble. 

But Faucher said he does not see any red flags on the 

horizon right now. “The U.S. economy can continue to 

grow. It’s been moderate growth, weaker than normal, 

but that means imbalances haven’t built up.”

A big reason the economy will perform well this 

year is consumer spending, he said. After-tax con-

sumer income has been growing since 2013 and 

consumers are benefiting from more jobs, cheaper 

energy and a stronger rate of growth. The U.S. job 

market is getting tight and employers are having 

increasing difficulty finding skilled workers, which 

should result in a further rise in private sector wages.

Auto sales have also been strong, reaching record 

levels, in a sector hit particularly hard in the 2008-09 

recession. House construction has recovered to about 

1.25 million units a year, up from an annualized 500,000 

after the recession.

With wage growth and a moderately higher rate 

of inflation, U.S. interest rates recently moved up for 

the first time in nine years, Faucher noted, and he 

expects two more increases this year and three in 

2018. The U.S. dollar is likely to continue to appreci-

ate against the loonie, he added.

But uncertainty remains extremely high. “I think 

the risks are much larger, to the upside and to the 

downside, than they would be if Hillary Clinton had 

won [the election],” Faucher concluded. “Six months 

ago, I would have said most of the risks are on the 

international side, for the U.S. economy, but now I 

think they are more on the domestic side.”

Gus Faucher, 
chief economist, 
PNC Financial 
Services Group
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9 a.m.–10 a.m.            Registration and networking–Pre-function space, Glen 201–204

10 a.m.–10:05 a.m.     Conference opening remarks: Clark Grue, president and CEO, Calgary TELUS Convention Centre

10:10 a.m.–10:15 a.m.  Welcome remarks: The Honourable Margaret McCuaig-Boyd, Alberta Minister of Energy

10:20 a.m.–11 a.m.        Breaking down U.S. markets 
                                       The U.S. market is substantial and can be overwhelming for Alberta businesses, especially for SMEs. This session will 

provide Alberta businesses with a solid introduction to the different markets of the U.S., including why each market is 
unique and which is the best fit for your business.

                                     Speaker: Stephen Davis, consul and senior trade commissioner, Consulate General of Canada

11:05 a.m.–11:45 a.m.    Export readiness session 
                                          Is your company ready explore new markets as a strategy for growth & stability? This session will provide strategic 

insights on critical topics such as the evaluation of your company’s capacity and capability; market identification, qualifi-
cation and pursuit; as well as logistical considerations for companies expanding into new markets. 

   Speaker: Doug Cameron, senior director, trade and investment, Americas, Alberta Economic Development & Trade

  Alberta Export Expansion Package (AEEP)
    Launched in October 2016, the AEEP will support Alberta businesses looking to enter new international markets. The 

package will divide up to $3 million in funding a year over three years between three new programs: 
    1. The Export Support Fund 
   2. The Global Buyers and Investors Program 
   3.  The Export Readiness Program 

    Speaker: Andrew Fisher, Alberta Export Expansion Package program manager, Alberta Economic  
Development and Trade

11:50 a.m.–12 p.m.       Break

12 p.m.–1:15 p.m.           Lunch and summit kickoff keynote: Sponsored by Meetings and Conventions Calgary
• Opening remarks from Mary Moran, president and CEO, Calgary Economic Development 
• Keynote address: Cyrus Habib, lieutenant-governor of Washington

12 p.m.–1:15 p.m.          Fireside chat: These sessions will take the audience through the journey of Canadian companies that have successfully 
navigated trade and export to the U.S.

  Moderator: Adam Legge, president and CEO, Calgary Chamber of Commerce

  Company: Kinetisense—Dr. Ryan Comeau, CEO and co-founder

    Kinetisense has revolutionized the way that rehab practitioners and fitness trainers acquire and assess human bio-
mechanical data. Kinetisense is an accurate, objective and efficient analysis tool that uses the Microsoft Kinect sensor to 
capture 3-D motion without the hindrance of wearable sensors. Kinetisense has combined award-winning practitioners 
and a Microsoft MVP development team to produce a patented motion-capture assessment tool.

1:35 p.m.–1:45 p.m.     Break

1:45 p.m.–3:05 p.m.    The political and economic realities in Alberta and the U.S.: opportunities and challenges for cross-border trade

   This session will look closely at the political and economical dynamics in Alberta and the U.S. and interpret what this 
means for cross-border trade. What will a Trump administration mean for cross-border business? What impact will pro-
tectionism and economic nationalism have on either side of the border?

   Changing global energy dynamics have left the Alberta economy in a state of transition with increased focus on eco-
nomic diversification. What opportunities and challenges face U.S business wanting to export to or invest in Alberta 
given the current political and economic realities on both sides of the border?

• Moderator: Deb Yedlin, Calgary Herald
• Senator Sue Malek, Montana, co-chair, Canada Relations Committee, CSG-West
• Trevor Tombe, The School of Public Policy
• Michael Reeves, president, Ports-to-Plains Trade Corridor Coalition

Tuesday, May 2, 2017: Day 1
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3:10 p.m.–3:50 p.m.     On the Edge of Chaos: 2017/2018 Currency Outlook 
    In the space between order and disorder lies an area that scientists often call the "edge of chaos”—a region in which 

the smallest change can have large and unpredictable consequences. With political and economic upheaval spreading 
through the global financial system, the world stands on the verge of another round of chaos in the currency markets. 

    This insightful presentation is designed to provide an overview of the financial, technological and social changes that 
are upsetting a long-established international geopolitical order. Defying conventional wisdom, noted foreign exchange 
expert Karl Schamotta will explain how Chinese growth, German trade surpluses, British discontent, Canadian housing 
prices and American political tumult are all related to one another—and are setting the stage for another series of se-
vere dislocations. As only a currency trader can, Karl will help you see the patterns underlying the global economy, and, 
more importantly—see what comes next. 

   Speaker: Karl Schamotta, director of global market strategy, Cambridge Global Payments

3:55 p.m.–4:10 p.m.      Fireside chat: These sessions will take the audience through the journey of Canadian companies that have successfully 
navigated trade and export to the U.S.

   Moderator: Jeff Jones, Globe and Mail

   Company: Benevity, Inc.—Bryan de Lottinville, founder and CEO

    Benevity is the global leader in online workplace giving, matching, volunteering and integrated grant management 
solutions. Some of the world’s most iconic brands rely on Benevity’s award-winning solutions to power their Goodness 
Programs and corporate philanthropy, helping them attract, retain and engage today’s workers by connecting people per-
sonally to causes that matter to them. With more than two million users around the world, Benevity will process donations 
for more than 100,000 global charities this year. As a certified B Corporation, Benevity is part of a unique breed of for-profit 
companies with a social mission who believe that “doing well by doing good” is more than just a catchy tagline.

4:15 p.m.–6 p.m.           Welcome reception: pre-function space, Glen 201–204

7:30 a.m.–8 a.m.          Networking breakfast: pre-function space, Glen 201–204

8:05 a.m.–9:30 a.m.    Plenary: Sponsored by Calgary Regional Partnership

   Alberta-U.S. trade in the increasingly complex world of global trade agreements: what does my business need to know?

    Global trade agreements have dominated the news for the past several years. The Trans-Pacific Partnership (TPP), the 
Canada-EU Comprehensive Economic and Trade Agreement (CETA), the Transatlantic Trade and Investment Partnership 
(TTIP), the North American Free Trade Agreement (NAFTA)…and the list goes on. What does this alphabet soup of trade 
agreements mean for Alberta-U.S. trade? Given the uncertainty surrounding the fate of some of these agreements…is 
there a Plan B?

    This panel session will discuss the complex world of old and “new generation” trade agreements and their implications 
for Canada, Alberta and the U.S. If your business is exporting or planning to move goods, services or people across the 
border, this panel will provide you valuable insight on the status, implications and future of global trading agreements.

• Moderator: Eugene Beaulieu, director of international economics, The School of Public Policy, and professor in the 
department of economics, University of Calgary

• Laura Dawson, director of the Canada Institute, Wilson Center
• Hugh Stephens, executive fellow, The School of Public Policy, and distinguished fellow, Asia-Pacific Foundation  

of Canada
• Martha Hall Findlay, president, Canada West Foundation

9:35 a.m.–9:50 a.m.     Fireside chat: These sessions will take the audience through the journey of Canadian companies that have successfully 
navigated trade and export to the U.S. 

   Moderator: Jeff Jones, Globe and Mail 

   Company: Blackline Safety—Sean Stinson, vice-president of sales and product management

Tuesday, May 2, 2017: Day 1

Wednesday, May 3, 2017: Day 2
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9:35 a.m.–9:50 a.m.        Blackline Safety is a globally connected safety technology leader. Providing comprehensive live-monitoring and 
wireless gas detection, we help teams working in hazardous environments respond to emergencies in real-time and 
manage efficient evacuations, accounting for everyone’s safety along the way. Our talented team of designers and 
engineers create and manufacture everything in-house—from wearable technology and personal gas detectors to 
cloud-hosted infrastructure and web-based interfaces for the global industry. We deliver the world’s first turnkey, 
work-anywhere connected safety monitoring solution with gas detection, 3G wireless, two-way speakerphone and live 
monitoring to meet the demanding safety challenges of organizations in over 200 countries.

9:50 a.m.–10 a.m.          Break

10 a.m.–10:25 a.m.          Info Session: Financing Opportunities with EDC (Export Development Canada) 
• EDC is Canada’s export credit agency, providing insurance and financial services, bonding products and small busi-

ness solutions to Canadian exporters and investors and their international buyers. Join us for a session on how EDC 
can help your Alberta business expand in the U.S. 

• Colton Parsons, account manager, small and mid-markets

10:25 a.m.–10:55 a.m.      Info session: U.S. work visas and movement of people
• Cesar G. Soriano, vice-consul, U.S. Consulate Calgary

10:55 a.m.–11:25 a.m.     Info session: U.S. customs brokerage and logistics 
      Roger Wilson, CN Customs Brokerage Services (USA) Inc.

11:25 a.m.–11:55 a.m.      Info session: U.S. customs and trade compliance
• Jennifer Deans, customs and trade compliance consulting manager, Schenker of Canada Limited

11:55 a.m.–1 p.m.             Lunch and keynote address 
• Mike Cooney, lieutenant-governor of Montana

1:05 p.m.–1:20 p.m.          Fireside chat: These sessions will take the audience through the journey of Canadian companies that have 
successfully navigated trade and export to the U.S.

     Moderator: Jeff Jones, Globe and Mail

     Company: Scott Jenkins, president and director of DIRTT

      DIRTT is a leading technology-driven manufacturer of highly customized interiors. DIRTT combines its proprietary 
ICE® 3-D design, configuration and manufacturing software with integrated in-house manufacturing of its innovative 
prefabricated interior construction solutions and an extensive distribution partner network across two continents. 
DIRTT is underpinned by a strong entrepreneurial culture and provides a unique, end-to-end customer solution for the 
inefficient and fragmented construction industry.

1:25 p.m.–2:05 p.m.       PNC—U.S. economic outlook: better soft data with Trump, but harder data is lagging

      U.S. consumer and business confidence have picked up since the presidential election, as has the stock market. But 
harder economic data, on things like hiring and investment, look about the same as they did before the election. If the 
Trump administration and Congress can work together on issues like taxes and regulation, U.S. economic growth is 
set to pick up in late 2017 and 2018. With contradictory statements from the Trump administration, international trade 
remains a wildcard. Risks to the outlook are high, both to the upside and to the downside. 
• Gus Faucher, chief economist, The PNC Financial Services Group

2:05 p.m.–2:15 p.m.       Break

2:20 p.m.–3:30 p.m.      Speed dating and networking: Get to know the trade and export resources

      This quick, interactive speed-dating session will give participants the opportunity to meet the Canadian and U.S. repre-
sentatives with boots on the ground in the various regions of the U.S., as well as local representatives with expertise in 
the areas of trade and export. 

      Representatives: 
     The American Chamber of Commerce in Canada (AMCHAM Canada West)  
     ATB Financial Business Development

 Bank of Canada (BDC) 
 Calgary Chamber Calgary Economic Development 
 Cambridge Global Payments Canada 
 Border Services Agency 
 Canadian Trade Commissioner Service 
 CN Customs Brokerage Services (Canada & US) 
 Edmonton Economic Development 
 Export Development Canada (EDC)
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2:20 p.m–3:30 p.m.     Representatives: 
   Export-Import Bank of the United States 
   Government of Alberta 
   HSBC
   PNC Rainmaker 
   Global Business Development 
   Schenker of Canada Limited
   U.S. Commercial Services 
   U.S. Department of State, Fraud Prevention

3:30 p.m.–3:45 p.m.    Wrap-up remarks by U.S. Consul General Tom Palaiak

3:45 p.m.–4 p.m.          Break and end of the Alberta-U.S. Trade Summit official program

4 p.m.–6 p.m.                 The School of Public Policy presents:
   The 4th Annual Geopolitical Speaker Series: Evaluating the first 100 days of the Donald Trump presidency

    This event will analyze the first 100 days of the Trump presidency and assess his probable policy directions. It will be a    
Davos-style event with experts speaking on the topics of trade, energy, security and domestic issues.
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