
M a r y  T e r e s a  B i tt  i 
P o s tm  e d i a  C o n t e n t  W o r k s

The Canadian economy is at 
an inflection point as organ-
izations continue to reset and 
find their footing post-pan-
demic. During a time of high 
uncertainty, business models 
and ways of working were 
adjusted, with the focus on 
keeping people safe, happy 
and healthy but, in some 
cases, without clear links to 
putting people first and driv-
ing outcomes.

“When pendulums swing 
in business, it takes time for 
organizations to come back 
fully. This year’s Canada’s 
Most Admired Corporate 
Cultures Award winners have 
proven they are focused on 
doing the right things for 
their people while driving 
productivity,” says Marty Par-
ker, president and CEO of 
Waterstone Human Capital, 
and founder of the Canada’s 
Most Admired Corporate 
Cultures program. “They are 
leveraging people-first strat-
egies and tactics to build trust 
and accountability, encour-
age and support learning and 
leadership development, and 
fuel growth and innovation.”

Specifically, this year’s win-
ners are connecting people 
and culture to organizational 
objectives. They are priori-
tizing transparency, encour-
aging and actioning employ-
ee feedback, and becoming 
much more deliberate in 
understanding each employ-
ee’s purpose — and connec-
tion to the organization’s 
purpose. They are developing 
robust recruitment and on-
boarding programs to ensure 
alignment with organization-
al values and purpose. They 
are identifying, prioritizing 
and developing innovative 
learning and mentorship 
opportunities for employees 
who have demonstrated a de-
sire to grow. They are looking 
to the future and investing 
in systems and technologies 
such as AI to drive efficiency, 
productivity and innovation, 
as well as to attract and retain 
top talent. And they are regu-
larly taking the pulse of their 
cultures and putting data to 
work to ensure engagement, 
job satisfaction and perform-
ance.

“Canada’s Most Admired 
Corporate Cultures winners 
are investing in human cap-
ital, labour composition and 
innovation,” says Parker. 
“When you focus on these 
areas, you are going to see 
great outcomes.”

ENTERPRISE  
CATEGORY WINNER: 

LONGO’S 

In 2026, Longo’s will 
celebrate its 70th anniver-
sary. The 41-store grocery 
chain was founded by three 
brothers who built a culture 
around treating people like 
family. That culture con-
tinues to inform every inter-
action, discussion and de-
cision, says company presi-
dent Deb Craven. “It comes 
to life by being honest, 
trustworthy, demonstrating 
mutual respect, and voglia, 
that’s about passion, perse-
verance, whatever it takes to 
get things done for the guest 
or for your team members 
and bringing that to work 
every day.”

Craven is quick to point 
out that Longo’s “treating 
you like family culture” 
doesn’t mean no account-
ability. It means everyone 
holds each other account-
able. Leaders set and share 
clear expectations, targets 
and yearly plans with em-
ployees. These plans are 
informed by ongoing feed-
back from employees via 
regular listening sessions 
throughout the year be-
tween team members and 
their leaders. Employees  
receive updates on how Lon-
go’s is actioning their feed-
back and, if not, why not. 
Longo’s also asks custom-
ers to rate their shopping  
experience, what they liked 
and didn’t like. “We call this 
our true rating score. Mak-
ing sure we are doing the 
right things for our guests is 
a big part of our target-set-
ting,” says Craven.

“We should always be able 
to draw a direct line between 
what we do and the guests. 
Our head office is called the 
Longo’s Support Centre. It’s 
all about supporting the 
stores and the distribution 
centre that are supporting 
our guests. Our CEO, An-
thony Longo, starts each 
townhall meeting by walking 
us through the family pur-
pose, why the business was 
set up, and asking people 
how what they do positive-
ly impacts the store, team 
members and the guests.”

Longo’s recently invested 
in the Axonify and Achiev-
ers recognition platform to 
celebrate team members and 
to provide training modules 
to reinforce Longo’s culture 
and help team members ac-
cess more specific role-relat-
ed education. To drive per-
sonal and business growth, 
Longo’s provides coaching, 
access to courses, scholar-
ship programs and depart-
ment manager training, a 
six-month program to help 
future leaders stretch and 
grow in the organization.

In 2024, for the second year 
in a row, Longo’s was named 
the No. 1 grocery store in 
Ontario in the annual Leger 
WOW survey.

MID-MARKET  
CATEGORY WINNER: 
QSL INTERNATIONAL 

How do we continue 
to grow after the founder 
leaves? That was the chal-
lenge Robert Bellisle faced 
when he became CEO of QSL 
International in 2016. By that 
point, the company was 38 
years old and well-established 
as a key supply-chain player 
in terminal operations, steve-
doring, marine services, logis-
tics and transport throughout 
North America.

The answer: Turn to the 
data to build the systems to 
drive excellence and employ-
ee satisfaction.

In 2018, QSL launched 
Project Data to better under-
stand the KPIs around safe-
ty, operations and finance. 
They worked with a local 
firm to build Tracking Cargo 
3, an entirely new enterprise 
resource planning system 
tailored specifically to QSL. 
“We hired business intelli-
gence analysts to make sure 
everybody had easy access to 
the results they needed. That 
allowed us to leapfrog in our 
growth because we have the 
data necessary for people to 
do their jobs and continu-
ously improve.”

In 2021, QSL launched 
Imperium, a program that 
has allowed the company to 
set itself apart in the areas of 
environmental sustainabil-
ity, health and safety. Specif-
ically, it got to work earning 
internationally recognized 
certification for its ports in 
each of these areas, includ-
ing Green Marine, ISO 14001 
(environmental management 
systems), ISO 45001 (occupa-
tional health and safety).

“We created Project Har-
mony to make sure we deliv-
er the employee experience 
we want all of our people to 
have: fun, innovative, always 
improving. Our slogan is Cer-
tified Routine-Free Work. We 
create opportunities that are 
interesting and allow you to 
learn and do new things.” 

In addition to external 
training and education pro-
grams, the company also 
launched QSL University and 

a layered learning structure 
to support people through-
out their careers — from on-
boarding to frontline oper-
ations to middle, general and 
senior management. Staff are 
encouraged to discuss their 
career path objectives with 
their manager, have access to 
career counselling and to one-
on-ones with HR to discover 
the full spectrum of oppor-
tunities at QSL. “We are try-
ing to put all the momentum 
in place so that people can see 
a path forward here.”

The result: In 2023 and 
2024, 20 per cent of new hires 
came from employee recom-
mendations. Over the past 
eight years, QSL has achieved 
double-digit compound an-
nual growth rate, and almost 
tripled revenue and profits.

GROWTH CATEGORY 
WINNER: SECURITY 

COMPASS 

Security Compass helps 
build more secure software 
by design. This is typically 
not the case in cybersecurity, 
where people build systems 
first and then try to make 
them safe, says CEO Ro-
hit Sethi. “Usually, security 
breaches can be prevented 
if security best practices had 
been in place. That’s what 
we help people do. If we can 
effect more change, we can 
have many fewer cases of 
data being stolen. That’s one 
example. There are also safe-
ty issues in vehicles, indus-
trial control systems and util-
ities, etc., that we are having 
an impact on. That oppor-
tunity doesn’t exist every-
where. To have this capability 
to help society at large but 
still in a for-profit company 
is remarkable. That’s why 
people stay.”

Purpose is a defining as-
pect of the culture at Security 
Compass, which is codified 
in its core values: customer 
focus, collaboration, owner-
ship, authenticity and respect. 
While culture is now part of 
the company’s DNA, it wasn’t 
always this way.

“We began as a consulting 
company. Those security con-
sultants would have so many 

job offers, it was hard to com-
pete. That is when we started 
to focus on culture and took 
steps to formalize it.”

Today, engagement is a 
KPI tied to executive com-
pensation, as well as the 
overall company bonus. It is 
also one of the topics of the 
monthly town halls, along-
side the state of the business, 
how the company is doing 
against its goals and an open 
Q&A. “When engagement 
wanes everybody knows, 
and the engagement com-
mittees focus on what needs 
to improve in individual de-
partments and the entire 
company. We take actions to 
make sure we are listening 
to the feedback we’re getting 
from team members.”

Security Compass has pri-
oritized development, reten-
tion and fostering an environ-
ment of knowledge-sharing. 
Its multi-faceted learning 
and growth program includes 
external training, internal, 
cross-functional mentorship, 
and career coaching. “For us, 
it’s important to ask what’s 
best for you in your career in-
dependent of whether that’s 
here. If it is here, great, but 
even if it’s not, it’s incumbent 
on the manager to work with 
their direct report to foster 
skills and experience,” says 
Sethi. “Knowing we sup-
ported them, they are likely to 
become referrals to custom-
ers or other employees.”

EMERGING  
CATEGORY WINNER: 
COCONUT SOFTWARE 

CEO Katherine Regnier 
founded Coconut Software 
to simplify how financial in-
stitutions connect with their 
valued customers. “As cus-
tomers, it should be effort-
less to get what you need,” 
she says.

Today, the customer en-
gagement platform offers ap-
pointment scheduling, video 
banking, lobby management, 
and branch optimization 
products to banks and credit 
unions across Canada and the 
U.S., and now services 50 mil-
lion end users. 
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Clockwise from top left: Longo’s team members at Kitchener, Ont., store opening participating in its version of a  
ribbon-cutting, the “apple-biting ceremony”; Security Compass Winter All Hands session, 2025; collaboration and team work  

at its best at QSL; The Coconut Software team at its Making Waves Company Retreat in 2022.    
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Regnier credits the com-
pany’s success to its team and 
their embracing of Coconut 
Software’s  cultural values: 
Collaboration, Honesty, Em-
pathy, Elevation, Respect and 
Service Excellence (CHEERS). 
“We live these values every 
day, and that has allowed 
us to build an environment 
based in trust.”

That trust and account-
ability is captured in mul-
tiple ways: For instance, the 
company shares — in real 
time — its captain’s log of all 
department metrics across 
the organization. Any staff 
member, board member 
or investor can access this 
key information. Plus, per-
formance reviews take place 
throughout the year, radical 
candor (a.k.a. ‘Pina Colada 
moments’) is encouraged, 
and team shoutouts are 
shared frequently — which 
are always tied to one of 
Coconut’s core values. 

“Our staff is naturally curi-
ous; they have an entrepre-
neurial spirit. We give them 
the goals of what the business 
needs to achieve. That is what 
gives them the confidence 
to solve problems in creative 
ways.” 

Coconut also drives in-
novation. The company has 
monthly hackathons and 
launched a product ambas-
sador committee, which en-
courages every person from 
across the entire organization 
to come to the table and share 
new ideas.  

The company also elevates 
its employees through a focus 
on personal development, 
as evidenced by its regular 
one-on-ones to review career 
goals and career mapping, a 
doubling of the learning and 
development budget, oppor-
tunities to hear from speakers 
with proven expertise, and 
the ability to lean into mod-
ern applications and technol-
ogies. 

Coconut Software is cur-
rently piloting AI technology 
across departments. “At this 
point, it’s a tool to get answers 
faster, like a supercharged 
search engine. Long-term, 
I see AI as a foundation for 
developing in a more sophis-
ticated way, and as a crucial 
tool for staying relevant and 
attracting top talent,” says 
Regnier. 

Since 2021, Coconut Soft-
ware has more than doubled 
its revenue. The plan is to 
double the company again 
in the next two years. “We 
welcomed in a lot of new, ex-
perienced leadership this past 
year. I think that’s another 
way to elevate folks and help 
us on our journey.” 

NON-PROFIT  
AND BROADER  

PUBLIC SECTOR 
CATEGORY WINNER: 

FOOD BANKS  
CANADA/BANQUES 

ALIMENTAIRES  
CANADA 

Food Banks Canada is 
working to relieve hunger to-
day and prevent it tomorrow. 
It delivers on this mission by 

supporting more than 5,500 
food banks and commun-
ity organizations across the 
country, conducting research 
to identify the root causes of 
food insecurity and advocat-
ing for policy change.

“Just like any business, we 
have hard goals and we hold 
ourselves to account against 
those goals. The work is too 
important to sacrifice per-
formance,” says CEO Kirstin 
Beardsley. “The only way we 
can achieve our objectives 
is with a strong, healthy, en-
gaged team who know they 
are supported. Taking care 
of ourselves and each other 
and helping each other out 

is part of the DNA at Food 
Banks Canada. Purpose, per-
formance and culture are 
completely intertwined.”

This shows up in a num-
ber of ways and starts with 
leadership being human 
and vulnerable. “We know 
we are in this together, that 
it is safe to ask for help and 
that everyone around you 
has your back,” says Beards-
ley. “Honesty allows us to 
have tough conversations 
when issues arise but al-
so to support each other 
through them. There are a 
lot of touchpoints, including 
town halls and regular one- 
on-ones between managers 

and their teams. I want to 
hear their suggestions for 
how we improve, what they 
are looking forward to, and 
what their current challen-
ges are.”

Regular all-staff meet-
ings provide updates on how 
the organization is tracking 
against the strategic plan 
alongside stories from the 
field highlighting the im-
pact of their work as well as 
a kudos corner to celebrate 
each other. “We also make 
sure we’ve got the tools and 
systems available so folks can 
succeed in their jobs. We have 
a pilot cohort of folks who are 
testing out more advanced AI 

technologies and other tools 
and reporting back to the 
team on how we could use 
them to improve efficiency.”

Its professional develop-
ment program is employ-
ee-led. Employees identify 
how and where they want to 
grow. “We see this as an in-
vestment in our future,” says 
Beardsley.

The result: “We set aggres-
sive targets for ourselves in 
terms of how much funding 
we support the food bank 
network with, how much  
advocacy and research we 
do, and we continue to meet 
and exceed the targets we 
set.”

HONOURING THE BEST AT 
BUILDING A SUCCESSFUL 

CORPORATE CULTURE

 Food Banks Canada Staff volunteering at a food packing event, “After the Bell”. 
   I M AG E  S U P P L I E D  BY  WAT E R S T O N E  H U M A N  C A P I TA L
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M a r y  T e r e s a  B i tt  i 
P o s tm  e d i a  C o n t e n t  W o r k s

From world-leading electron-
ics to sustainable, accessible 
luxury luggage to world-class 
non-profit health​care to men-
tal health advocacy to free 
trade bananas to affordable 
home care for seniors, this 
year’s cohort of ​Canada’s Most 
Admired CEO​ Award win-
ners​​​ are ​an incredibly​ diverse 
group.

“The thread that links 
each of this year’s winners is 
their personal characteris-
tics as leaders: ​T​heir ability 
and willingness to listen not 
just to their customers but to 
their people; grounding solu-
tions based on a collabora-
tive, community-based way of 
operating and focusing their 
efforts on specific areas where 
they can make a difference,” 
says Marty Parker, president 
and CEO of Waterstone Hu-
man Capital​ and founder of 
the Canada’s Most Admired 
awards program​. “This might 
be the greatest accumulation 
of leadership capabilities 
we’ve ever had. And we need 
more leaders like them.”

ENTERPRISE  
CATEGORY WINNER: 

ROB MIONIS,  
PRESIDENT AND CEO, 

CELESTICA 
 

H o w  d o  y o u  d e f i n e  a 
high-performance culture at 
Celestica?

Our culture is built on four 
cornerstones. First, we em-
power our people. For us, this 
means creating an environ-
ment where people feel trust-
ed and supported, that their 
contributions are valued, and 
they have the confidence to 
make decisions and bring for-
ward their best ideas. Second, 
we ensure our priorities 
are aligned to our purpose. 
Through goal deployment, 
town halls and communica-
tions, we ensure everything 
we do is aligned with our 
purpose of unlocking the po-
tential of the future with our 
customers. This shared pur-
pose keeps everyone focused 
on common goals. Third is 
accountability. We are disci-
plined and keep the say-do 
ratio very high. We expect a 
lot from ourselves and each 
other and, in doing so, we 
earn our customers’ trust. 
Fourth, we embrace a growth 
mindset, which is essential 
in the ever-evolving tech in-
dustry. By looking ahead and 
anticipating change, we can 
make sure we are taking ad-
vantage of every opportunity 
available to continue to grow.
What has been the biggest 
challenge from a culture 
and/or performance per-
spective over the last year?

The constant pace of 
change. For example, Deep-
Seek recently appeared over-
night and caused compan-
ies around the world to lose 
billions of market value. The 
generative AI movement 
is fairly new but the rate of 
progress and change is stag-
gering. One of the reasons 
we’ve been successful is the 
strength of our culture, which 
allows us to adapt quickly and 
support our customers.
What is your role in building 
and sustaining culture?

My job is to make sure our 
folks are inspired to do their 
best work, and to really feel 
proud to be part of Celestica. 
It’s a driver for me every day. 
People like to work for us be-
cause they enjoy the leader-
ship, the camaraderie, the 
work they do. This past year, 
we hit all new highs in terms 
of financial metrics: earnings 
per share was up 58 per cent 
year over year. We grew 21 per 
cent on topline year over year, 
the highest margins in the 
company’s history and ranked 
number one or two on 100 
per cent of customer score-
cards. For the past two years, 
we were the top-performing 
stock on the TSX.

MID-MARKET  
CATEGORY  

WINNER: VICTOR 
TAM, CO-FOUNDER 
AND CEO, MONOS

H o w  d o  y o u  d e f i n e  a 

high-performance culture at 
Monos?

It’s a culture of work-life 
flexibility, with a high degree 
of trust for everyone to be 
their full authentic selves. Ul-
timately, work is a big part of 
our day-to-day lives. People 
want to wake up and be ener-
gized. Having the flexibility 
to integrate other aspects of 
your life that bring you joy 
into your workday is what 
people love here. This eases 
everyone to show up each day 
and have fun and feel motiv-
ated. That then leads to the 
outcomes. We launched in 
June 2019 and have grown 
200 per cent every year over 
year since.
What is your role in building 
and sustaining culture?

My role is to continue to 
care. As we grow, more people 
join, they may be living in 
different countries, and it’s 
easy to become disconnected. 
When you stop caring it can 
deteriorate and go the other 
direction pretty quickly. Our 
company is a hybrid environ-
ment. We use Slack for a lot of 
our communications. People 
have total and complete ac-
cess to me. All the decisions 
we make as leaders are all 
funnelled down to every sin-
gle person in the company, 
so they understand why we 
made certain decisions and 
the context of why some-
thing didn’t work or why it 
did work. It builds trust and 
confidence that they can be 
vulnerable, bring new ideas 
and share mistakes so we 
can all improve. That said, 
just because the culture has 
been working and got us to 
this point, it may not get us to 
the next growth stage. I have 
to continue to care and ask 
the questions: Does this still 
make sense for this part of 
the onboarding? Or does this 
piece in how we communi-
cate still work? And change or 
evolve things as needed.
What advice do you have for 
leaders – current and future 
– when it comes to culture?

To build a business that 
will be of any significant size, 
you can’t do it alone. It’s the 
people. If that is not some-
thing that is at the forefront of 
what you think about day-to-
day as a leader, it’s going to be 
difficult to achieve what you 
want.

GROWTH CATEGORY 
WINNER: MIKE  

KESSEL, ​CEO  
AND PRESIDENT, ​

CLEVELAND CLINIC 
CANADA

H o w  d o  y o u  d e f i n e  a 
high-performance culture at 
Cleveland Clinic​s​ Canada?

To me, it is a team that is 
aligned around mission, vi-
sion, values and goals that 
looks to overachieve in all 

these areas. When I think 
about our own high-perform-
ance culture, three things 
come to mind: The first is the 
importance of diversity —
bringing together individuals 
with different backgrounds 
and perspectives, fostering a 
culture of constructive dia-
logue to enhance patient care. 
Second, we are a patient-first 
organization. The more 
people who embrace this 
culture, the higher our per-
formance. Third, we have an 
annual planning process here 
that is measurable, transpar-
ent and aligns with the global 
enterprise-wide planning 
process. Cleveland Clinics is 
a global nonprofit founda-
tion that started in 1921 and 
served 15 million patient en-
counters in 2024. We all have 
to be aligned.
How do you leverage a 
people-f i rst  focus with 
accountability?

The most valuable advice 
I’ve received in this area is to 
set clear expectations and be 
hard on the issues and soft 
on the people. When some-
one needs coaching, you’re 
there. When someone needs 
help planning their objectives 
and key results, you’re there 
to support them. It’s also es-
sential that our work is meas-
urable. For example, quality 
and safety is a top priority in 
healthcare. We aim to elimin-
ate serious safety events, striv-
ing for a goal of zero. Achiev-
ing this requires coaching 
our caregivers, ensuring they 
have the necessary resources, 
and maintaining a strong 
commitment to accountabil-
ity.
What advice do you have for 
leaders – current and future 
– when it comes to culture?

Be authentic. How you 
carry yourself at home and at 
work should be similar. Be-
ing real will help attract the 
best people and the bright-
est minds and keep them 
there for a long time. Care 
about each person at the or-
ganization. Set aside time to 
meet with everyone. We have 
over 400 caregivers in the 
Canadian organization and 
83,000 globally. Everyone 
is unique. Personalize your 
interactions with them. Also, 
continue to add to your own 
skill set. Last year I studied 
Mandarin.

EMERGING CATEGO-
RY WINNER: JENNIE 

COLEMAN, PRESIDENT, 
EQUIFRUIT

​​​H ow  d o  yo u  d e f i n e  a 
high-performance culture at 
Equifruit?

​​I think our high-perform-
ance culture is driven by not 
emphasizing high perform-
ance. We are going to evolve 
as the business grows, but we 
are very mission-focused as a 

team. The language we use in 
what are called performance 
reviews elsewhere are contri-
bution reviews here. ​Equifruit 
is an importer and marketer 
of fair-trade bananas. We are 
on a mission to transform 
the North American banana 
industry by convincing retail 
buyers to source bananas re-
sponsibly. Our vision is global 
fair-trade banana domina-
tion. Bananas are the cheap-
est fruit in our baskets but on-
ly because of poverty wages, 
poor working conditions 
and living the effects of en-
vironmental shortcuts, which 
have been taken to increase 
yields. Switching to a fair-
trade banana is going to cost 
you about $10 more per year. 
Right now only four per cent 
of the global market is bought 
and sold on fair-trade terms. 
We can’t accept this. That’s 
what drives us. ​Without a 
lot of carrots and with very 
few sticks, we end up being a 
team that works hard, has fun 
together and keeps our focus 
on our mission.
How do you leverage a 
people-first focus to drive 
productivity, innovation and 
accountability?

A byproduct of this culture 
and focus on contribution is 
that people feel safe at work. 
We lost a big contract in De-
cember. During our post-
mortem meeting, everyone 
around the table discussed 
what went wrong, what they 
could have done to mitigate 
this and what we can do to 
ensure we prevent this from 
happening again. There was 
no finger-pointing. We are 
all going to make mistakes; 
when we do, the important 
thing is to admit them, think 
about how we won’t make 
them again and then move 
on.
What advice do you have for 
leaders – current and future 
– when it comes to culture?

Younger people are search-
ing for meaning in the work 
they do. It’s up to leaders to al-
ways connect work to mean-
ing. We have all the proper 
HR systems, competitive sal-
aries and bonus structures 
to compete for talent but the 
tipping point for choosing to 
work with us is definitely feel-
ing like you are contributing 
to the impact we are making 
for small growers and plan-
tation workers. Our accounts 
payable clerk could be pro-
cessing invoices for any other 
company anywhere, but she is 
so into what we’re doing she 
shares whatever I’ve posted 
on LinkedIn. She is an ambas-
sador for Equifruit.

NON-PROFIT AND 
BROADER PUBLIC 

SECTOR CATEGORY 
WINNER: MICHAEL 

ANHORN, CEO, 

CANADIAN MENTAL 
HEALTH  

ASSOCIATION 
(CMHA),​ TORONTO​ 

BRANCH​
H o w  d o  y o u  d e f i n e  a 
high-performance culture at 
CMHA​, ​Toronto​ Branch​?

At CMHA Toronto we don’t 
talk about a high-perform-
ance culture. We talk about 
having a culture that places 
clients (people we work with 
who are living with severe 
mental health challenges) 
first in our considerations, 
and that values high levels of 
both empathy and account-
ability. Accountability is to 
our clients, to provide the 
highest-quality services, and 
to our teams, the organization 
and our funders to meet clear 
goals that are aligned with 
our strategic plan and fund-
ing obligations.
What is your role in culture?

My role is to build the 
environment within which 
positive client and staff ex-
periences occur, and that ad-
vances our goals. I work with 
our board and senior team to 
articulate our vision, where 
we are going and what we 
want to achieve. I support our 
senior team to support their 
teams to further define the 
goals, track progress and cele-
brate as we meet important 
milestones and, ultimately, 
the goals. If we’re not meeting 
some of our goals, I support 
the organization to assess if 
the goals remain the goals we 
need to meet and, if needed, 
revise plans to achieve them.
What has been the biggest 
challenge from a culture 
and/or performance per-
spective and how have you 
overcome it?

We’ve had two cultural 
challenges to overcome. The 
first was helping the organ-
ization move from a scarcity 
mindset to an abundance 
mindset. Scarcity mindsets, 
common in the not-for-profit 
sector, are expressed in say-
ings and thoughts like “we 
have no money, and so we 
can’t do X.” An abundance 
mindset allows staff to look 
for ways to accomplish what 
we need to accomplish not re-
stricted by current resources.

Over the last few years, an-
other of our challenges has 
been to maintain the high 
level of empathy in our cul-
ture and to build the level 
of accountability up to an 
equally high level. I think 
that in the past, parts of the 
organization saw empathy 
and accountability either as 
opposite or as incompatible. 
The work we’ve done over the 
last couple of years has been 
to demonstrate that empathy 
and accountability are dif-
ferent and complementary 
processes and that the most 
effective teams develop in 

environments with high em-
pathy and high accountability.

MACKAY CEO FORUMS ​​​
SOCIAL ​P​​URPOSE ​

INNOVATOR CATEGO-
RY WINNER: CATHY 

THORPE, PRESIDENT 
AND CEO, NURSE 

NEXT DOOR
What  ro le  has  purpose 
p l a y e d  i n  b u i l d i n g  a 
high-performance team at 
Nurse Next Door? 

Purpose is the foundation 
of high performance. When 
you are passionate about 
the purpose, you are excited 
about what you’re doing, and 
that will drive results. We are 
all about making lives better. 
We call it happier aging. We 
go into clients’ homes and 
find out what they used to 
love doing, and we bring that 
into the experience of what 
they are doing today. When 
you can bring that happiness 
and joy into someone’s life, 
it’s incredibly rewarding and 
it connects everyone with the 
purpose. It also helps attract 
the right people.
H o w  d o  y o u  d e f i n e  a 
high-performance culture at 
Nurse Next Door?

Continuous improvement. 
It’s this concept of, you are 
never there. If you have that 
mindset, you’re always com-
ing into work and looking for 
opportunities to do things 
differently. When you have 
that, you have innovation. 
Innovation happens because 
people are taking chances, 
and they are taking chances 
because they know they have 
the space and trust to do that. 
That’s when amazing things 
happen. High performance 
here is also about being self-
led. We got rid of the role of 
manager years ago. When you 
are self-led, you don’t need to 
be told what to do and you 
are given the space and au-
tonomy to thrive. That also 
builds accountability into the 
equation. When you can cre-
ate a culture of self-led lead-
ers, it’s amazing what people 
can get done. I’ve been with 
the company for 11 years. We 
had 40 franchises when I 
started. Today we have more 
than 400 franchise locations 
across Canada, the U.S., Aus-
tralia and England. Our sys-
tem wide sales grew 25 per 
cent last year. When we plan, 
we say ‘What’s possible?’
What is your role in culture?

It all has to start with me. If 
I’m not looking at myself and 
asking ‘How can I do things 
better? How am I growing? 
How am I being a learner?,’ I 
can’t ask that of anyone else. 
In terms of the operations, I 
have an incredible team. I’m 
not here to tell them what to 
do; I’m here to continuously 
improve and make sure this 
culture is thriving.

CANADA’S MOST ADMIRED CEOS: 
SHINING A LIGHT ON LEADERS HELPING THEIR TEAMS, ORGANIZATIONS AND CUSTOMERS 

The 2024 Canada’s Most Admired CEOs, clockwise from top left: Rob Mionis,  Victor Tam, Mike Kessel, Cathy Thorpe, Michael Anhorn, Jennie Coleman.  
PHOTOS SUPPLIED BY WATERSTONE HUMAN CAPITAL
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CANADA’S MOST ADMIRED 
CORPORATE CULTURE 
HONOUREES FOR 2024

CANADA’S MOST ADMIRED 
CEOS OF 2024

  
Enterprise Rob Mionis, president 
and CEO, Celestica (Toronto)
Mid-Market Victor Tam, CEO and 
co-founder, Monos (Vancouver)
Growth Mike Kessel, CEO and 
president, Cleveland Clinic 
Canada (Toronto) 
Emerging Jennie Coleman,  
president, Equifruit (Montreal)
Non-Profit and Broader Public 
Sector Michael Anhorn, CEO, 
Canadian Mental Health 
Association, Toronto Branch 
(Toronto) 
MacKay CEO Forums Social 
Purpose Innovator Cathy Thorpe, 
president and CEO, Nurse Next 
Door (Vancouver)

CANADA’S MOST ADMIRED 
CPCOS OF 2024

  
Enterprise Rashid Wasti,  
executive vice-president and chief 
talent officer, Weston Group of 
Companies (Toronto)
Mid-Market Tracy Young-McLean, 
vice-president/CHRO, Rise Air 
(Saskatoon)
Growth Agata Zasada, chief people 
experience officer, Paystone 
(Vancouver)
Emerging Cerys Cook, chief 
people officer, Swift Medical 
Inc. (Toronto)
Non-Profit and Broader Public 
Sector Michele James, executive 
vice-president, people and trans-
formation, Scarborough Health 
Network (Toronto)

CANADA’S MOST 
ADMIRED CORPORATE 
CULTURES OF 2024 — 

ENTERPRISE
  
Bayer Canada (Mississauga, Ont.)

Bimbo Canada (Etobicoke, Ont.)
BMO (Toronto)
Compass Group Canada 
(Mississauga, Ont.)
goeasy Ltd. (Mississauga, Ont.)
Longo’s (Vaughan, Ont.)
Manulife (Toronto)
Mattamy Homes (Toronto)
Nestlé Canada Inc. (North York, 
Ont.)
Nissan Canada Inc. (Mississauga, 
Ont.)
PointClickCare Technologies 
(Toronto)
Questrade Financial Group 
(Toronto)
RioCan REIT (Toronto)

CANADA’S MOST 
ADMIRED CORPORATE 
CULTURES OF 2024 — 

MID-MARKET

Acuitas Therapeutics 
Inc. (Vancouver)
Book Depot (Thorold, Ont.)
Flipp Operations (Etobicoke, Ont.)
The Great Little Box Company 
Ltd. (Richmond, B.C.)
KUBRA (Mississauga, Ont.)
MCAN Financial Group (Toronto)
QSL International (Québec City)
Securiguard Services Limited 
(Vancouver)
Superior Glove Works (Acton, 
Ont.)
Trico Homes (Calgary)

   CANADA’S MOST 
ADMIRED CORPORATE 
CULTURES OF 2024 — 

GROWTH
   
4Seasons Transportation (Calgary)
Accent Inns Inc. (Victoria, B.C.)
Copperleaf, an IFS Company 
(Vancouver)
Cowan Insurance Group 
(Cambridge, Ont.)
Fresh Tracks Canada (Vancouver) 

Hotspex Media Inc. (Toronto)
Innoflo Solutions Inc. 
(Edmonton)
Lorne Park Capital Partners Inc. 
(Oakville, Ont.) 
Security Compass (Toronto) 
Sharethrough Inc. (Montreal) 
StarFish Medical (Victoria, B.C.) 
The Travel Corporation (Toronto)
Thinkific (Vancouver)

   CANADA’S MOST 
ADMIRED CORPORATE 
CULTURES OF 2024 — 

EMERGING
    
BenchSci (Toronto) 
Charitable Impact (Vancouve) 
Coconut Software (Saskatoon) 
Insurance Insight Inc. (Oakville, 
Ont.) 
Jan Kelley (Burlington, Ont.) 
Miller Titerle + Co. (Vancouver) 
Righteous Gelato (Calgary) 
Showpass (Calgary) 
TLC Solutions (Vancouver) 
Treefrog Inc. (Newmarket, Ont.)

   CANADA’S MOST 
ADMIRED CORPORATE 
CULTURES OF 2024 — 

NON-PROFIT AND  
BROADER PUBLIC SECTOR
  
Canadian Mental Health 
Association, Toronto Branch 
(Toronto)
Civida (Edmonton) 
Covenant Health (Edmonton)
Cystic Fibrosis Canada (Toronto) 
Food Banks Canada /Banques 
alimentaires Canada (Mississauga, 
Ont.) 
Goodwill Industries of Alberta 
(Edmonton) 
Halton Healthcare (Oakville, Ont.) 
SE Health (Markham, Ont.) 
The Ottawa Hospital (Ottawa) 
ventureLAB (Markham, Ont.) 

THIS CONTENT WAS CREATED BY CONTENT WORKS, POSTMEDIA’S COMMERCIAL CONTENT DIVISION,  ON  BEHALF OF WATERSTONE HUMAN CAPITAL.

Culture celebration: Top photo, Marty Parker, Waterstone president/CEO, 
addresses 2023 gala for Canada’s Most Admired Awards honourees;  

photo above, the Interac Corp. team with their 2023 award.  
PHOTOS SUPPLIED BY WATERSTONE HUMAN CAPITAL
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M a r y  T e r e s a  B i tt  i 
p o s tm  e d i a  c o n t e n t  w o r k s

Year two of Waterstone Hu-
man Capital’s Canada’s Most 
Admired Chief People and 
Culture Officers (CPCO) 
awards program solidifies a 
growing trend among Can-
ada’s leading companies: 
“CPCOs are a critical part 
of every business conver-
sation and decision  that is 
happening,” says Lyn Currie, 
Waterstone Human Capital’s 
managing director, executive 
search.

“This trend really took hold 
during COVID, but with the 
economic uncertainty stem-
ming from inflation and now, 
as Canada navigates an evolv-
ing relationship with our lar-
gest trading partner, culture 
matters more than ever be-
fore,” says Currie. “Organiz-
ations are focused on retain-
ing, developing and caring for 
their people to drive perform-
ance and growth.”

This year’s honourees are 
working closely with their 
CEOs to craft and lead these 
people-focused initiatives. 
Specifically, they are creating 
the processes, frameworks, 
learning opportunities and 
KPIs to encourage open, can-
did dialogue, active listening, 
transparency and connection 
to organizational purpose and 
business objectives.

“At a time when divers-
ity, equity and inclusion are 
under assault in the U.S., each 
of this year’s winners is creat-
ing inclusive environments 
that ensure every voice is 
heard and individuals, teams 
and organizations can thrive 
in all economic environ-
ments,” says Currie.

Here are the 2024 Water-
stone Human Capital Can-
ada’s Most Admired Chief 
People and Culture Officer 
Award winners.

* Responses have been 
edited for clarity and space.

ENTERPRISE CATEGORY 
WINNER: RASHID WASTI, 

EXECUTIVE VICE- 
PRESIDENT AND CHIEF 

TALENT OFFICER, 
WESTON GROUP OF  

COMPANIES 

How have you helped your 
organization attract and 
retain exceptional talent?

It’s a combination of three 
things — and it has to be all 
three. People need to have 
meaningful work that they 
find joy and purpose in. At 
the same time, it has to be 
in a great environment that 
they enjoy being a part of. 
And third, there need to be 
appropriate rewards when 
they do this work. 

We are a very large com-
pany that touches almost 
all Canadians almost every 
day in areas of their lives 
that matter: food, nutrition, 
health, beauty, children. We 
create meaning by empha-
sizing an understanding of 
the work we do every day 
and how it affects the lives 
of tens of millions of fellow 
Canadians. 

We’ve spent the last dec-
ade building an environment 
where people can be authen-
tic, where positive behaviours 
are pervasive, and where 
people are recognized for 
good work. We work hard at 
understanding what someone 
individually aspires to and 
which areas they are interest-
ed in and, conversely, where 
the needs of business are 
and trying to match those to 
people and move people rela-
tively early in their careers 
so they can get those rich ex-
periences and decide the path 
they want to pursue.
How do you leverage a 
people-f i rst  focus with 
accountability?

A people-oriented organ-
ization is not at odds with 
having an environment 
where people feel account-
ability for what they do. In 
fact, the former is an essen-
tial ingredient of fostering 
the latter. Our culture priori-
tizes behaviours that allow 
people to be the best they 
can be and bring out the best 
in each other through listen-
ing, curiosity, the willingness 

to express what they truly 
think, to have constructive 
debate and take responsibil-
ity for things each of us can 
make better. And having felt 
heard, and a part of the de-
cisions, naturally leads to a 
sense of personal account-
ability for subsequent out-
comes. Similarly, we invest 
thoughtfully into other as-
pects of the organization — 
learning and development, 
career movement, flexibility, 
rewards, the physical work 
environment — because 
far from being just “costs”, 
these are critical enablers for 
strong, motivated people to 
perform at their best.
Beyond financial, how do 
you define success in your 
role?

At a personal level, I find 
success in the impact of help-
ing people grow and achieve 
and accomplish the most they 
can. At a company level, suc-
cess in this role is creating the 
conditions where our people 
can do extraordinary things 
so that people and culture 
become an advantage. Have 
we managed to attract, retain 
and develop the best people? 
Equally important, do we 
have the right people in the 
right roles? Do these people 
work well together?

MID-MARKET  
CATEGORY WINNER: 

TRACY YOUNG- 
MCLEAN, VICE-PRES-
IDENT/CHIEF HUMAN 
RESOURCES OFFICER, 

RISE AIR (RETIRED 
IN DECEMBER, 2024)

What was your role in cul-
ture?

When I started, Rise Air 
was two different compan-
ies: West Wind Aviation 
had acquired Transwest Air, 
but they were operating in-
dependently. My job was to 
bring the brands together 
and create a unique culture 
that would foster the eco-
nomic growth of the seven 
Indigenous communities 
that own Rise Air and pre-
serve their cultural values.

We  b r o u g h t  p e o p l e 
together and asked, ‘what do 
you want your company to 
look like? What do you want 
it to be called? This is your 
company. You have a say, 
let’s hear it.’ My role was to 
empower the employees to 
embrace the change and to 
create something they would 
be proud of. In March 2022, 
we unveiled the new name, 
which came from a senior pi-
lot, and logo, which is based 
on a sketch submitted from 
a junior pilot, and built the 
brand around that.
How did you help the com-
pany attract and retain 
exceptional talent?

In addition to bringing 
two competing organization-
al cultures together, there 
was no human resources de-
partment. We had to build 
structures and programs. 
Two of my senior advisers 
were both new Canadians, 
and had never had a job in 
Canada before. They brought 
a completely different per-
spective to everything, and 
we built these programs 
around the people instead of 
the other way around. It was 
a huge opportunity. 

Last year, we built an ex-
ternal pilot program for Atha-
basca Basin residents and an 
internal program to provide 
funding for employees pursu-
ing their commercial pilots li-
cense. The excitement they’re 
generating helps push us as 
an employer of choice. We 
implemented an inclusivity, 
diversity, equity and access-
ibility plan strategy along 
with our commitment to the 
Indigenization of our organiz-
ation. People from all over the 
world work here. As a diverse 
group we are better.
How did you leverage a 
people-f i rst  focus with 
accountability?

You have to develop a 
trust mindset. You do that 
by making sure leadership 
across functions are involved 
in everything because they 
know best what their own 
goals are in relation to the 
strategic plan. We push open 

communication and trans-
parency, continuous feed-
back, and we use tools like 
town halls, pulse surveys and 
one-on-ones. That helps fos-
ter a sense of belonging and 
safety, which drives account-
ability.

GROWTH CATEGORY 
WINNER: AGATA 

ZASADA, FORMER 
CHIEF PEOPLE  
EXPERIENCE  

OFFICER, PAYSTONE;  
CURRENTLY SENIOR 

VICE-PRESIDENT, 
PEOPLE AND  

CULTURE, ZAYZOON 

What is your role in culture?
Building a high-perform-

ance culture is my primary 
role. To do that, every part of 
the employee experience has 
to be aligned with business 
success. I see human resour-
ces, operations and finance 
as the foundational layers in 
business. When a workplace 
culture is strong and employ-
ees feel valued, supported 
and empowered, then that 
drives engagement, produc-
tivity and innovation in the 
workplace. That’s not just the 
HR function. The three layers 
have to work together.
How do you leverage a 
people-f i rst  focus with 
accountability?

I believe employees want 
to do good work, they want 
to have an impact and they 
want to be recognized, re-
warded and grow. You hit all 
those facets by empowering 
and supporting employees 
with the right tools, resour-
ces, opportunities and struc-
tures to help them take con-
trol of their work. 

A strategic HR team will 
proactively find resources 
and opportunities in con-
cert with business partners 
throughout the organization. 
To supercharge that, put your 
employees in charge of their 
own growth and have their 
managers and the HR team 
support and be the guard rails 
— not the brakes — by align-
ing personal development 
with driving business results. 
People know what they are 
missing in their develop-
ment, the experience, skills 
and competency they need. 
When you give people the 
tools and support to do their 
jobs, they are going to do it 
and they are going to want to 
do it. Being people-first drives  
accountability.
Beyond financial, how do 
you measure success in 
your role?

Performance and happi-
ness of the organization. The 
performance of the organiz-

ation is about achievement 
of top level, department level 
and team level goals. When 
teams don’t feel like they’re 
winning or they are disjointed 
from the rest of the organiza-
tion’s success, morale suffers. 

Employee engagement 
surveys are a good health 
check for happiness, but they 
represent a point in time. I 
also look at how many em-
ployees contribute to peer 
feedback, how many employ-
ees actively focus on personal 
growth through their experi-
ence, skills and attainment 
of competency development. 
When people are actively 
trying to grow and aligning 
themselves to the organiza-
tion, you know they are en-
gaged. The goal is to have per-
formance and happiness mir-
ror each other. You can’t have 
one higher than the other.

EMERGING  
CATEGORY WINNER: 
CERYS COOK, CHIEF 

PEOPLE OFFICER, 
SWIFT MEDICAL INC. 

What is your role in culture?
My role in shaping culture 

is both as a steward and an 
architect, working alongside 
the CEO. I am committed to 
preserving the essence of our 
culture, ensuring it reflects 
and reinforces who we are. 
My team designs programs 
that enhance and align with 
our core values and desired 
behaviours. Values like Dis-
sent to the Impossible and 
Amplify Positive Impact are 
intentionally embedded in 
everything we do, from strat-
egy and leadership develop-
ment to daily interactions. 
They act as a cultural com-
pass.
How have you helped your 
organization attract and 
retain exceptional talent?

We’ve built an employer 
brand by focusing on our 
mission: “Healing our world 
faster”. When you have a 
strong mission, it’s easier to 
attract people who already 
have a connection to it. We 
have really big goals and, like 
many startups, we’re build-
ing the plane as we are flying 
it. So we need people who 
are excited to figure out what 
the answers are. 

Understanding the per-
sona of the people we need 
helps us to attract and re-
tain talent who are excited 
to take on impactful pro-
jects, continuously learn and 
stretch within their roles. We 
believe strong leaders are the 
foundation of high retention. 
We have a program called 
Leading Out Loud, which 
empowers our leaders to in-

spire, support and elevate 
their teams. When leaders 
are equipped to foster that 
sense of trust, psychological 
safety and growth, people 
are much more engaged, ful-
filled and likely to stay.
What role does inclusion 
play in your culture?

Diversity, equity, inclu-
sion and belonging (DEIB) 
is fundamental to our mis-
sion and how we operate 
internally and externally. It 
is embedded in every stage 
of the talent lifecycle, from 
implementing unbiased hir-
ing practices to transparent 
compensation models to 
DEIB training, to making 
sure every voice is heard. 

It’s a core driver of our 
innovation and it’s the way 
we design our products. 
We have a wound care soft-
ware application effective 
across all skin tones, which 
is a critical consideration to 
ensure positive health-care 
outcomes. It is a differenti-
ator for us. We need to have 
a team that is diverse so that 
we approach our challenges 
from every angle, and make 
better decisions and create 
better products as a result.

NON-PROFIT AND 
BROADER PUBLIC 

SECTOR CATEGORY 
WINNER: MICHELE 
JAMES, EXECUTIVE 
VICE-PRESIDENT, 

PEOPLE AND  
TRANSFORMATION, 

SCARBOROUGH 
HEALTH NETWORK 

How do you leverage a 
people-f i rst  focus with 
accountability?

We have a strategic plan 
that has people and culture 
as one of five strategic dir-
ections. We have a corporate 
scorecard and strategic in-
itiatives we are accountable 
for that are related to people 
and business. We know that 
diverse and inclusive work-
places are more productive. 
We know that incivility re-
duces productivity. Creating 
a healthy workplace is good, 
no matter how you look at it. 
We have to give people the 
tools and the training to do 

their best — and they will.
How have you helped your 
organization attract and 
retain exceptional talent?

A couple of years ago, we 
adopted a formal recruit-
ment brand: Where the 
world comes to work. It really 
speaks to what we are about. 
We are proud of our rich di-
versity and we want to cre-
ate a sense of belonging for 
everyone. We have education 
focused on inclusion and be-
longing, we have multiple 
communities of inclusion led 
by staff. We are developing a 
new peer support recognition 
program. We’ve invested in 
a program from the Mental 
Health Commission of Can-
ada called The Working Mind 
that offers training on how 
to recognize issues of mental 
health, prevent it and what 
to do about it. Five hundred 
people have already gone 
through the program and, 
because we want to spread it, 
we’ve now trained our own 
internal facilitators to deliver 
the program.
Beyond financial, how do 
you measure success in 
your role?

I’m big on retention. Our 
voluntary turnover was 7.3 
per cent for this fiscal year. 
Our target was 9.6 per cent 
based on our hospital peer 
group benchmark. Our most 
recent employee engagement 
survey showed we scored 
highest on support for di-
versity, collaboration, free-
dom from discrimination 
and satisfaction with one’s 
manager. This gives a sense 
we are on the right track. 
We also look at good labour 
relations with our unions, 
participation in our edu-
cation offerings, from The 
Working Mind program to 
anti-Black racism training to 
pathway programs to a range 
of leadership programs. We 
are a heavily unionized en-
vironment. Nurses have a 
central collective agreement. 
It’s challenging to compete 
on that level, so we don’t. We 
make a difference by creat-
ing a workplace that values 
you and where you will be 
listened to, recognized and 
supported.

CANADA’S MOST ADMIRED CPCOS: 
PUTTING PEOPLE FIRST, DRIVING ORGANIZATIONAL PERFORMANCE

The 2024 Canada’s Most Admired CPCOs, clockwise from top 
left: Cerys Cook, Michele James, Tracy Young-McLean,  

Rashid Wasti, Agata Zasada. PHOTOS SUPPLIED BY 
WATERSTONE HUMAN CAPITAL
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Ma r y T er  es  a B iT T i

po  s TM e di a c on  T e n T wo  rk  s

How do you attract and re-
tain talent in an industry fa-
cing worker shortages, high
turnover, and demanding
job conditions? For 4Seasons
Transportation (4Seasons),
a growing Calgary-based
school bus company that
provides barrier-free trans-
portation to students living
with disabilities, the answer
is to focus on supporting
your people first.

“At 4Seasons Transpor-
tation, our No. 1 focus is on
our students and on our
people. Our bus teams are
the core of our company and,
without them, we couldn’t
provide industry-leading
service to our students,”
says 4Seasons Transporta-
tion’s chief executive officer,
Brooke Garcia. “To set our-
selves apart, we have built a
culture around supporting
our employees so that they,
in turn, can give the same
quality care they’re provided
with to our students.”

4Seasons Transportation,
a 2024 Canada’s Most Ad-
mired Corporate Cultures
winner, has a clear mission
to positively impact the lives
of students living with dis-
abilities and their families by
making sure they have equal
access to education and start
their day ready to learn. It’s
a responsibility and shared
purpose everyone at 4Sea-
sons takes seriously, and it is
embodied in the company’s
core values of safety, compas-
sion, leadership and adapt-
ability. Its buses transport
students with a broad range
of motor and cognitive chal-
lenges, which require adapt-
ive strategies to ensure every
student’s needs are tended
to. The term “school bus
driver” does not describe the
skills or compassion need-
ed for the role, which is why
4Seasons renamed the term
school bus driver to transfer
care specialist.

This deep sense of pur-
pose and responsibility to
provide support and quality
care has been part of the or-
ganization’s DNA since day
one. “I started with 4Seasons
Transportation when there
were only eight employees in
the company. Created from a
need to provide transporta-
tion for students that would
otherwise face constant bar-
riers getting to school, care
and compassion have always
been my top priority — and
that has always been our
focus,” says Garcia.

Since becoming CEO in
2018, Garcia, who joined
the company as a driver in
2010, has worked to ensure

the company is intention-
al about its culture. This, in
turn, has led to significant
growth and an even deep-
er commitment to putting
people — and organiza-
tional culture — first. That
focus accelerated when the
company landed its first big
contract with a school board,
putting 4Seasons Transpor-
tation on the path to rapid
growth, expanding to more
than 80 employees. Today,
the company has grown to
600 employees, reinforcing
the cycle of mission, culture,
performance, growth and
the ability to positively im-
pact the lives of more stu-
dents.

“I didn’t fit the usual mold
of a ‘perfect’ employee, so I
set out to create an environ-
ment I would want to work
in and come to every day. We
built this company on culture
and purpose-driven leader-
ship,” says Garcia. “It all starts
with hiring the right people
— those who are caring and
compassionate. We can teach
anyone to drive a school bus,
but you can’t teach compas-
sion. Hiring for soft skills
comes first, and we train the
technical skills later.”

One of the biggest chal-
lenges in transportation is
employee retention. By put-
ting people first, hiring indi-
viduals who share its values,
and ensuring employees
feel supported, appreciated
and well-trained, 4Seasons
Transportation has been able
to maintain a 90 per cent
retention rate, compared to
the industry average of 70
per cent. When employees
do leave, they often provide
referrals for 4Seasons as an
employer of choice to friends
and family.

Recognizing that their
employees spend most of
their time in the field, rarely
meeting their co-workers or
supervisors, 4Seasons pri-

oritizes connection by host-
ing weekly events that bring
everyone together, fostering
a sense of belonging and
creating a support system to
remind teams that they’re
never alone in the work they
do. This includes regularly
reinforcing and celebrating
the critical role each employ-
ee plays in fulfilling the com-
pany’smission.

Transfer care special-
ists are not just supported
through community build-
ing. As they are trusted with
the responsibility of getting
students to school safely,
employees are provided with
access to industry-leading
training programs which
cover topics such as safe
driving and how to manage
challenging behaviours.
4Seasons encourages its
people to constantly evolve
their skills and provides
them with refresh training,
in-field mentorship and
workshops throughout the
year, so their employees’
growth is never stagnant.

“Everyone is equal at
4Seasons and we make sure
that every level of the com-
pany is equipped with the
tools and resources needed
to contribute effectively,”
says Garcia. “Clear com-
munication is a cornerstone
of our culture, and it drives
both accountability and pro-
ductivity. We understand
that no one is separate from
what truly matters because
every team member is a
unique touch point in the
larger web we create togeth-
er, ensuring that everyone
is aligned and working to-
wards our shared goals.”

4Seasons, whose staff is
75 per cent female and come
from diverse backgrounds
— it’s common to find col-
leagues chatting in Spanish,
Tagalog, Punjabi and many
other languages — under-
stands the power of inclu-

sion, and ensuring everyone,
regardless of background or
circumstance, has the same
chance to grow and succeed
within the organization. The
result? Like Garcia, 95 per
cent of its management and
administrative team started
as transfer care specialists.
“We are committed to pro-
viding career opportunities
to people who may not have
had access to traditional
education or conventional
employment pathways,” says
Garcia. “Our workforce is di-
verse, and we have a strong
emphasis on creating oppor-
tunities for immigrants, in-
dividuals with disabilities,
and women. Our best em-
ployees think outside the box
and contribute to our evolu-
tion.”

Together, the high-per-
formance team at 4Seasons
is able to adapt to the com-
plex needs of students with
creative and compassionate
solutions that ensure stu-
dents arrive at school calm,
safe, and ready to learn. “We
expect our students to be
provided with people-first
strategies, so we provide our
employees with the same.
School bus driving can have
long hours and difficult days,
but our people still show up
and put in the work because
our students matter to them.
That’s what high-perform-
ance means at 4Seasons, and
it’s fuelled by our purpose.
When we have challenging
days, our purpose is what
gets us up in the morning
— because our students are
waiting at their doors, excit-
ed to go to school.”

This keen sense of pur-
pose is also driving the com-
pany’s growth, which is all
about making the biggest
impact possible. At 4Sea-
sons, this means reaching as
many students as it can by
expanding in Calgary and
beyond. To realize this goal,

4Seasons continues to priori-
tize and invest in its innova-
tive, safety-focused training
program to deliver the best
care and service possible. It
is also developing a dispatch
and student tracking app,
which will leverage technol-
ogy to streamline operations,
improve communication,
and optimize efficiency.

Where does 4Seasons
Transportation go from
here? “Our vision for the fu-
ture is to continue innovat-
ing both the transportation
and disability industries,
making an impact and sup-
porting as many students as
we can. We aim to expand
beyond Calgary and across
Canada, not only to reach
more students but also to
support more employees by

creating opportunities for
them — especially newcom-
ers to Canada, individuals
with disabilities, and those
from underrepresented
communities who face bar-
riers to employment,” says
Garcia.

“As we grow, it’s essential
to maintain the same culture
that has made us so success-
ful. We’ve made significant
progress from our humble
beginnings, and each year
we strive to improve our
communication with em-
ployees, maintain operation-
al efficiency, and exceed safe-
ty standards to ensure a high
level of performance. Above
all, we want to strength-
en our corporate culture by
keeping people at the core of
everything we do.”

SPONSORED BY 4SEASONS TRANSPORTATION

OURNO. 1 FOCUS IS ONOURSTUDENTS ANDONOURPEOPLE. OURBUS TEAMSARE THE COREOFOURCOMPANY

AND,WITHOUT THEM,WECOULDN’T PROVIDE INDUSTRY-LEADING SERVICE TOOURSTUDENTS. TO SET OURSELVES

APART,WEHAVEBUILT A CULTURE AROUNDSUPPORTINGOUR EMPLOYEES SO THAT THEY, IN TURN, CANGIVE

THE SAMEQUALITY CARE THEY’RE PROVIDEDWITH TOOURSTUDENTS. —BROOKE GARCIA, 4SEASONSCEO

DRIVINGIMPACTBY
PUTTINGPEOPLEFIRST

THIS STORYWAS CREATED BYCONTENTWORKS, POSTMEDIA’S COMMERCIALCONTENTDIVISION, ON BEHALFOF4SEASONSTRANSPORTATION.

4SEASONS
TRANSPORTATION

Top photo: 4Seasons team members. Photo above:
A transfer care specialist leading a training work-

shop. 4SEASONS TRANSPORTATION IMAGES

Apply at 4seasonstransport.com

Making a Difference,
One Ride at a Time.
Join our Calgary team andmake an impact in students' lives.ees.

Apply at 4seasonstransport.com
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Bimbo Canada is proud of its
“people-first” culture. Guid-
ed by “The Bimbo Way,” the
foundation of its culture, the
company’s core beliefs em-
phasize integrity, efficiency
and accountability, while de-
livering results.

“Our people are at the
heart of everything we do,”
says Leslee Wills, vice-presi-
dent, people & corporate af-
fairs. “Our approach fosters
a culture of safety, well-being
and inclusivity, supporting
recruitment and retention
through cultural alignment,
and encouraging long-term
career growth.”

Bimbo Canada is the
country’s oldest and largest
bakery, nourishing Can-
adians with high-quality
baked goods and snacks for
more than 113 years. As part
of Grupo Bimbo, the world’s
largest baking company,
Bimbo Canada operates
15 bakeries and 183 sales
centres nationwide, with
recognizable brands such as
Dempster’s, Villaggio, POM,
Vachon and Takis.

This year Bimbo Canada
was named one of Canada’s
Most Admired Corporate Cul-
tures by Waterstone Human
Capital, in recognition of the
company’swinning culture.

Wills highlights that at
Bimbo Canada, the 4,000
people who work for the
company are referred to as
“associates,” not as “employ-
ees.” A great differentiator,
she explains, is in how Bimbo
Canada sees each associate as
a human being and not as a
tool or a resource. “Our com-
pany exists for people, not the
other way around, and the
development of our people is
the goal.”

In amplifying that state-
ment, Wills says that “each
associate brings a unique
authenticity to work, know-
ing that they are cared for,
respected and valued, so
that they can grow and reach
their maximum human po-
tential,” noting that her title
is vice-president, people &
corporate affairs, specifically
“people” rather than “human
resources.”

At the heart of the com-
pany’s culture, statesWills, is
an insistence on cultivating
a work environment where
associates feel respected, val-
ued and empowered to grow.
“Through open communica-
tions and a focus on inclusiv-
ity, we prioritize the health
and happiness of our asso-
ciates, ensuring they reach
their full potential.”

Certainly, she says, this in-
sistence on the value of the
person benefits each associ-

ate and, in turn, it also bene-
fits the company, adding that
this people-first philosophy
and culture exists through-
out the entire Grupo Bimbo
organization. As illustration,
she points to the words of
the company’s global chief
people officer, Juan Mul-
doon: “If people grow, the
business grows, and that’s
where themagic happens.”

A foundational tenet of
The Bimbo Way is to always
be transparent and honest,
whether with its associates,
suppliers, customers or the
community-at-large. “It’s im-
portant that although people
may not always like what
they hear, they know that
it will be transparent and
honest, and that’s part of our
unique culture.”

As an internal example,
Wills cites the company’s an-
nual associate engagement
survey. “The primary meas-
ure of how we’re doing in
building a sustainable, high-
ly productive and deeply hu-
mane organization is our an-
nual SayIt! associate engage-
ment survey.” In 2024, she
says with pride, the company
recorded an astounding and
record-high response rate to
the survey of 89 per cent, up
from its 2023 highest-ever
rate of 81 per cent.

“We listen to our asso-
ciates, take action on their
feedback and, this is really
important, share through-
out the Bimbo Canada com-
munity the actions taken in
response to their feedback,”
says Wills. This is not a tok-
en exercise, as Wills and the
executive team read every
single line of the 6,000-plus
lines of commentary, in Eng-
lish and French, of the asso-
ciates’ responses to the sur-
vey. Further, “the company’s
people analytics platform
helps us track retention and
turnover, ensuring we main-
tain a strong, vibrant cul-
ture,” addsWills.

Leadership development
is key to Bimbo Canada’s
success. Four years ago,
Bimbo Canada developed
a leadership competency
model to ensure consistent
expectations for its leaders;
the model needed to be pur-
pose-driven and reflect the
company’s corporate phil-
osophy, while supporting its
business strategy.

Wills points out that, in
staying true to the com-
pany’s beliefs, focus groups
representing associates at all
levels participated in helping
to define the model, provid-
ing input into what it takes
to be a leader and what at-

tributes and behaviours are
needed to fully realize the
company’s people-first cul-
ture.

The success of the team-
based approach is clear: the
leadership personalized one-
on-one coaching program
has helped senior leaders
grow their skills, with a 79.5
per cent improvement in
leadership effectiveness. “We
are particularly proud that
the leadership competency
model — developed right
here by Bimbo Canada, the
third-largest country busi-
ness unit in Grupo Bimbo —
has been adopted and adapt-
ed globally throughout the
organization.”

Helping associates, what-
ever their position in the
organization, to reach their
potential is a commitment
the company makes to them,
says Wills. In 2024, the com-
pany recorded an average of
54 hours of training per as-
sociate: “There is something
for everyone!”

Since 2021, Bimbo Canada
has worked to foster a more
inclusive workplace through
initiatives such as its DEIB
committee and a $1 million
investment in a five-year
strategy. It has made sig-
nificant strides in supplier
diversity and Indigenous rec-

onciliation, aiming to create
an inclusive and sustainable
environment for all.

When it comes to sustain-
ability, Bimbo Canada has
completed more than 100
projects, reduced emissions
and increased energy effi-
ciency across its facilities.
The company is an industry
leader in sustainability.

“As the first bakery com-
pany in North America to
switch bread-bag closure
clips to 100 per cent recycled
cardboard and, having the
most Energy-Star certified
facilities in any industry,
we’re proud of our ongoing
efforts to reduce waste and
transition to renewable
energy,” saysWills.

In addition, Bimbo Can-
ada’s people-first culture
is reflected in its “Bimbo
Give Good” volunteer pro-
grams. Through this mix of
organization-led and asso-
ciate-led efforts, the com-
pany’s associates partici-
pate in local communities’
initiatives, lending a hand
to social programs such
as food security, mental
well-being and reconcilia-
tion.

Wills is passionate about
Bimbo Canada’s people-
first culture, saying that
“nurturing a people-first

culture means that literal-
ly everything we do IS our
culture; it’s the way Bimbo
Canada works rather than
a task that sits on a list of
things to do. We don’t just
check boxes, we lean in, take
action and mean business.
I can’t emphasize enough
that the company exists for
its people, not the other way
around.”

When other businesses,
customers and consumers
come into contact with Bim-
bo Canada, she says, they
recognize a distinct way of
doing things. It starts, Wills
reiterates, first and foremost
in “our belief in the special
dignity and value of the hu-
man person; we believe that
as a people we form one
community.”

“We believe that this com-
munity is focused on getting
results,” she continues. “We
do this by competing and
winning in the market with
superior quality and effi-
ciency in everything we do,
by being very, very good at
what we do, which is what
we refer to as the belief of
being a sharp operator. And,
by always acting with integ-
rity so that as a company we
can transcend and endure
for a very long time. That’s
the BimboWay.”

SPONSORED BY BIMBO CANADA

OUR PEOPLE ARE AT THE HEART OF EVERYTHINGWE DO. OUR APPROACH FOSTERS A CULTURE

OF SAFETY, WELL-BEING AND INCLUSIVITY, SUPPORTING RECRUITMENT AND RETENTION THROUGH

CULTURAL ALIGNMENT, AND ENCOURAGING LONG-TERM CAREER GROWTH. — LESLEEWILLS,

VICE-PRESIDENT, PEOPLE & CORPORATE AFFAIRS, BIMBO CANADA

WHERE ‘PEOPLE-FIRST’
ISMORETHANASLOGAN

THIS STORYWAS CREATED BYCONTENTWORKS, POSTMEDIA’S COMMERCIALCONTENTDIVISION, ON BEHALFOFBIMBOCANADA.

BIMBO CANADA

Bimbo Canada’s people-first culture, guided by The BimboWay, has earned recognition as one of Canada’s Most Admired Corporate Cultures. This reflects the
company’s foundation of integrity, efficiency and accountability while delivering results and supporting its 4,000 associates. BIMBO CANADA IMAGE
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It has been 10 years since 
Rob Mionis assumed the 
role of president and CEO at 
Celestica. Since then, he has 
steered the company from a 
contract manufacturer to a 
thriving, multi-faceted tech-
nology ​innovation ​company 
delivering complex solutions 
to a global market.  

Celestica spun out of IBM 
Canada’s manufacturing 
operations in 1994, becom-
ing a stand-alone company 
in 1996. The company grew 
organically and through 
acquisitions. Today, it has 
27,000 employees and oper-
ates 43 facilities in 17 coun-
tries. Canada is home to its 
global headquarters, as well 
as manufacturing facilities 
in ​​Mississauga and Newmar-
ket, Ont. 

When Mionis — a 2024 
Canada’s Most Admired 
CEOs category honouree — 
joined Celestica in 2015, the 
company was at a crossroads 
with limited growth oppor-
tunities. He recognized a 
cultural shift was necessary 
to evolve the business mov-
ing forward. “We needed 
a culture that would drive 
our ability to adapt across 
regions. It was a tough chal-
lenge, but it has made us a 
much stronger company.” 

Culture is the bedrock of 
any successful organization, 
he adds. “It’s not something 
you just talk about; you have 
to actively cultivate and live 
it every single day. A strong 
culture allows companies 
to be agile and adapt in a 
rapidly changing business 
environment.” 

An electrical engineer by 
training, Mionis developed 
a deep respect for precision, 
teamwork and attention to 
detail early in his career. He 
also learned that operation-
al excellence relied heavily 
on strong collaboration and 
a sense of a common goal. ​​
“You have to bring your best 
to your role every day and 
trust one another to stay at 
the top of your game.”  

Each vocation he pur-
sued offered different per-
spectives and challenges, he 
adds. “Regions and indus-
tries have different cultural 
twists to them. When I think 
about all the people I have 
worked with and the advice 
received by managers and 
mentors, it shaped me into 
who I am as a person and  
the principles I value as a 
leader.”  

There was one encounter 
during his early career with 
GE CEO Jack Welch that 
showed him another import-
ant aspect of leadership.  

“When he visited our site, 
I was nervous. But he im-

mediately put me at ease​ 
when he​​ ​asked ​me ​about 
myself. He was prepared, 
had pre-read the report and 
wanted to talk about some 
of the details and hear my 
perspective. I walked away 
saying ‘that is a leader I real-
ly admire.’ His style, his abil-
ity to put people at ease and 
connect with them, his gen-
eral curiosity — that taught 
me a lot early in my career.” 

During his  years  at 
Honeywell, Mionis often 
travelled with one of the 
leaders on business reviews. 
Those meetings reinforced 
the importance of active 
listening. “He always went 
around the table and asked 
each person to comment on 
what they heard, appreci-
ated the areas of improve-
ment, and made sure every 
leader reviewed the re-
sponses. Understanding and 
valuing the contribution of 
every member of the team is 
a practice I have carried for-
ward to today.” 

A culture is also some-
thing that is in a constant 
state of flux, Mionis believes. 
“We never rest on our laur-
els. We actively seek feed-
back through employee sur-
veys and other channels to 
understand what’s working 
and where we can improve.  
Maintaining a strong cul-
ture requires ongoing effort, 
especially as new employ-
ees join and as others retire. 
We want to make sure we 
don’t lose the recipe of what 
makes the company great 
while continuously adapting 
and growing.”  

Open communications 
have been a critical compon-
ent in Celestica’s growth and 
success. Not only do leaders 
convene regularly to share 

their perspectives, employ-
ees have become an integral 
part of that process through 
storytelling, town halls (local 
and global), employee sur-
veys, and Q&A sessions.  

“Storytelling is a good 
way to build culture,” says 
Mionis. “In my rookie year at 
Celestica I really wanted to 
learn about the business, the 
culture and the people. As 
soon as I joined, I walked to 
the cafeteria and sat down to 
speak to a long-term employ-
ee, and we started chatting 
over fries. He talked about 
the sense of community 
and the trust he had in his 
leadership, his friends and 
colleagues. Sitting down and 
talking to folks to hear their 
perspectives provides valu-
able information and shapes 
how we lead.”   

Engaging the front lines 
is central to his approach. 
“They are the ones who see 
things first-hand. If I want to 
understand what is happen-
ing with a customer, I want 
to hear from the customer 
lead or engineer who deals 
with them.” 

Active listening and open 
communications are only 
part of the culture equa-
tion, he believes. Execution 
is another important pillar. 
Mionis abides by a 51-49 
philosophy, where 51 per 
cent of decision-making is 
fact-based, and 49 per cent is 
intuition or gut feeling. “You 
can’t go on people’s whims 
alone, but you can harness 
the collective wisdom of 
teams. Combining the two 
makes for strong decision 
making.” 

“The way to execute a 
strategy is to operationalize 
it and make it part of the nat-
ural rhythm,” he adds. “En-

suring leadership teams are 
aligned with the culture you 
want to create takes a lot of 
personal investment and a 
strong management system. 
It begins with understand-
ing your key values, where 
you want to take the com-
pany, and what’s important 
to you and your customers.”  

Mionis  i s  especia l ly 
proud of how strong and 
resilient Celestica’s cul-
ture has become. “We have 
gone through a successful 
transformation and have a 
growth-oriented mindset 
based on a strategy defined 
in the early days of our tran-
sition. That was entirely 
credited to our people. They 
feel empowered, engaged, 
and are committed to our 
shared vision. When the en-
tire team is connected and 

working in unison, every-
thing clicks.” 

Celestica’s growth and 
success is reflected in the 
company’s performance. It 
has been a top performer on 
the TSX on multiple meas-
ures. ​​From 2021 to the end 
of 2024, revenues increased 
by 71 per cent and the TSX 
stock price experienced an 
841 per cent surge. 

However, Celestica’s suc-
cess is not just based on 
numbers, says Mionis. “The 
most important piece is how 
satisfied and engaged our 
employees are and how good 
they feel to be part of a win-
ning team.” 

In the past 18 months, 
Celestica has been awarded 
numerous employer awards​ 
in Canada​, including Can-
ada’s Most Admired Corpor-

ate Culture, Canada’s Top 
Employers for Young People​ 
(2024 and 2025)​, ​Canada’s 
Best Diversity Employers 
(2025), ​Canada’s Best 50  
Corporate Citizens​ (2023 
and 2024)​, Canadian HR 
Award​ for Best Reward and 
Recognition Strategy (2024), 
Canadian HR Excellence 
Awardee for Next Gener-
ation Employment (2024)  ​​
and ​Diversity and Inclusion​ 
(2023).​​     ​

Mionis often tells other 
leaders that the only way to 
achieve long-lasting results is 
through empowering people 
to their full potential and 
collaborating with them to 
explore opportunities or re-
solve problems side by side. 
“Culture improves alignment 
and trust. It allows us to be 
curious, ask questions and 
innovate. When people have 
a sense of a shared goal, they 
work together to achieve that 
goal​ as a team.”​ 

​​As the world faces new 
challenges, Mionis believes 
that the culture they have 
built will help them weath-
er the inevitable ebbs and 
flows.​     ​​ 

​​​“Challenges don’t break 
us — they make us stronger.  
We are motivated to work 
together to find solutions 
when we encounter ob-
stacles. Rather than discour-
aging us, adversity brings 
us together and strengthens 
our resolve. We believe that 
open communication, think-
ing differently, and leading 
by example are the keys to 
finding solutions and iden-
tifying new opportunities. 
We are building a culture 
that is not only resilient but 
one that continues to evolve, 
inspire and drive success for 
years to come.” 

SPONSORED BY CELESTICA

CULTURE IS NOT SOMETHING YOU JUST TALK ABOUT; YOU HAVE TO ACTIVELY CULTIVATE IT AND  

LIVE IT EVERY SINGLE DAY. A STRONG CULTURE ALLOWS COMPANIES TO BE AGILE AND ADAPT IN A  

RAPIDLY CHANGING BUSINESS ENVIRONMENT. 

— ROB MIONIS, CEO,  CELESTICA

FOR CELESTICA CEO, CULTURE 
IS THE BEDROCK TO SUCCESS

THIS STORY WAS CREATED BY CONTENT WORKS, POSTMEDIA’S COMMERCIAL CONTENT DIVISION,  ON  BEHALF OF CELESTICA.

CELESTICA CEO 
ROB MIONIS

Photo to top: Celestica CEO Rob Mionis, right, and staff 
enjoy a playful moment. Photo above: Rob Mionis addresses 

employee awards event.  C E L E S T I C A  I M AG E S

We make great 
things happen, 
together.

celestica.com/careers
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B e v  C l i n e 
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When Rob Miller co-found-
ed the Vancouver-based 
MT+ Co. law firm in 2009, 
he had a clear vision of what 
he wanted to achieve: ‘To 
help people do good things’. 
“Good Things is based on 
the premise that we do our 
best work when we believe 
in what our clients are try-
ing to achieve, and that a law 
firm can share values with 
its clients,” says Miller. “That 
initial purpose statement is 
part of our firm’s DNA and is 
foundational in our culture. 
Life is too short to do things 
that don’t excite us.”

This year MT+ Co. was 
named one of 2024 Canada’s 
Most Admired Corporate 
Cultures by Waterstone Hu-
man Capital, in recognition 
of the firm’s winning culture.

MT+ Co. works exclusive-
ly with two types of clients: 
forward-thinking business-
es, and Indigenous organiz-
ations on the cutting edge of 
reconciliation. 

“For us, we’re really look-
ing for clients who are doing 
big and important things 
that move the needle in 
ways that matter. Is it work 
that makes an impact? Is it 
work we believe in? We find 
this work in a really diverse 
client group that crosses a 
lot of industries and, increas-
ingly, provincial and territor-
ial borders. 

“About half of the work 
we do is with Indigenous or-
ganizations. As a Canadian 
business that has the privil-
ege of working with Indigen-
ous people in Canada, we 
believe in the calls to action 
identified by the Truth and 
Reconciliation Commission,” 
says Miller. He highlights the 
firm’s Truth and Reconcilia-
tion action plan that further 
identifies MT+ Co.’s commit-
ments and goals surround-
ing reconciliation. 

“This plan stands on equal 
footing with our strategic 
plans and directs our quar-
terly and annual objectives. 
It’s about us earning the 
right to work with Indigen-
ous changemakers. And a  
big part of that is making 
sure we’re doing everything 
we can to be a good home  
for Indigenous profession-
als.”

Throughout the years, the 
purpose-driven law firm has 
expanded, nearly doubling 
its head count since 2019. In 
addition to moving from its 
original Vancouver Gastown 
footprint to a larger location 
in Vancouver, it has opened 
offices in Victoria and To-
ronto. The firm is in the pro-
cess of opening an office in 
Yellowknife.

What makes Miller so 
proud is that the firm re-
mains staunchly true to its 
culture and vision. As the 
firm has evolved, he says, so, 
too, has its understanding 
of that initial purpose state-
ment. “Our world today is 
very different than it was in 
2009. The next generation of 
business leaders have differ-
ent priorities and a broader 
basket of stakeholders; In-
digenous governments and 
economies are growing on 
their own terms and as a 
nation we continue to take 
steps down the path of rec-
onciliation; what Canada 
builds and develops — and 
how we build and develop 
— has evolved; and the regu-
latory and legal landscape 
has dramatically shifted. To 
us, “good things” these days 
means sitting in the centre 
of all of this exciting change 
and helping organizations 

contribute positively to this 
new Canada. It’s also about 
showing up as good humans 
in challenging situations. 
We recently looked at all of 
this in a purpose review, and 
realized that ‘good things’ 
today means ‘breathing hu-
manity into law.’”

In the process, this has 
led to the development of 
the firm’s building blocks, 
explains Miller: the set of 
values that define them. 
“We asked everyone to think 
about the people that you 
admire most in the firm, the 
people that you appreciate 
working with the most in 
the firm, and to think about 
the characteristics that make 
them great.”

What resulted, he says, 
was a consensus on ‘yes, this 
is how we want to show up 
for each other,’ and led to the 
creation of our firm’s build-
ing blocks.” The building 

blocks are Teams, Not Egos, 
Grateful + Positive, Mindful, 
Authentic + Equitable, Prob-
lem Solver and Owner Mind-
set.

According to Miller, the 
firm’s building blocks are 
foundational when working 
through the interview pro-
cess, welcoming recruits and 
conducting performance re-
views at the firm. Threading 
the firm’s building blocks 
principles throughout the 
processes ensures the team 
holds itself accountable for 
its commitments.

“We’ve all seen situations 
where’s there somebody that 
seems like a good fit, has a 
great résumé, can do the role 
you bring them in for, gets 
trained on all of the systems 
and processes, but — and 
this is a big ‘but’ — they don’t 
get trained on the unwritten 
expectations and norms that 
keep the unique and distinct 

culture going.”
In contrast, at MT+ Co., 

which has a low monthly 
turnover rate of 1.2 per cent 
and a robust Culture Bud-
dies program for new hires, 
“the building blocks repre-
sent who we are and how 
we expect to relate to each 
other. Because we integrate 
the building blocks into our 
feedback process, we expect 
recruits to embody and fol-
low the ethos articulated in 
them.”

As MT+ Co. has grown it 
became evident, says Miller, 
that a more comprehensive 
leadership team was needed 
to support its development 
and growth. The firm has 
focused on building a robust 
management team, made 
up of practice group lead-
ers and operational depart-
mental leaders. “As an or-
ganization, you always need 
organizational hierarchy or 

project-based hierarchy to 
make sure that you do good 
work, and that you do it effi-
ciently, to make sure that you 
can actually make decisions 
within your firm and move 
forward.”

Still, staying faithful to 
the firm’s initial purpose 
statement and subsequent 
building blocks means that 
it’s important to separate 
organizational hierarchy 
and social hierarchy. That’s 
why the firm, since its be-
ginning, has embedded the 
principle of “No Social Hier-
archy,” a foundational belief 
reaffirmed in its building 
blocks and that informs the 
firm’s policies, total rewards 
and benefits packages. As 
such, financial statements 
are open to everyone, ex-
plains Miller, “so that we all 
understand how our busi-
ness works, the challenges 
we’re facing, plus the oppor-
tunities we have.”

Miller says the firm is 
proud to be a pioneer in in-
clusive policies in the legal 
industry. At MT+ Co., every-
one is recognized as valu-
able, regardless of position. 
The firm has a culture of 
open feedback and most of 
its programs and policies 
have come about through 
that feedback. Inclusivity is 
embedded throughout: “We 
have teams open to anyone 
who has an interest, right 
down to the newest hire that 
move the needle on import-
ant projects for us, that are 
the main drivers of people’s 
experience within the firm. 
The most impactful example 
is the firm’s Happiness Team, 
which has the mandate to 
make sure people have a 
meaningful and enjoyable 
experience at the firm.

“MT+ Co.’s culture is one 
of trust, mutual respect and 
dedication. Whether this 
manifests through its service 
offerings for its clients or in 
its relationships with one an-
other, our culture is founda-
tional to how we show up in 
the world. We spend a lot of 
our lives at work, and we be-
lieve that you should believe 
in what you do and who you 
do it with,” says Miller.

Looking ahead to the fu-
ture of MT+ Co., Miller says 
that the firm’s vision is big 
and bold. As it has done 
since its founding, MT+ Co. 
will “continue to ‘do good 
things’ across the country 
where we see the Canadian 
economy is changing, new 
diverse business leaders are 
emerging, and stakeholders 
are different. At the center of 
this we see Indigenous econ-
omies becoming revitalized, 
and MT+ Co. is working hard 
to earn the privilege to sup-
port this major social, pol-
itical and economic trans-
formation. And we’re excited 
about where this will lead 
us.”

SPONSORED BY MT+ CO.

WE’RE REALLY LOOKING FOR CLIENTS WHO ARE DOING BIG AND IMPORTANT THINGS THAT MOVE THE NEEDLE 

IN WAYS THAT MATTER. IS IT WORK THAT MAKES AN IMPACT? IS IT WORK WE BELIEVE IN? WE FIND THIS 

WORK IN A REALLY DIVERSE CLIENT GROUP THAT CROSSES A LOT OF INDUSTRIES AND, INCREASINGLY, 

PROVINCIAL AND TERRITORIAL BORDERS. — ROB MILLER, CO-FOUNDER, MT+ CO,  

FOUNDED TO HELP PEOPLE 
‘DO GOOD THINGS’

THIS STORY WAS CREATED BY CONTENT WORKS, POSTMEDIA’S COMMERCIAL CONTENT DIVISION,  ON  BEHALF OF MT+ CO.

MT+ CO.

Top photo: MT+Co. Team attends the “Nooner at the Nat” baseball game courtesy of the Happiness Team.  
Bottom Left: Navnit Duhra and Sasha Platz, principal lawyers in the business law group, meet in the Vancouver office.  

Bottom Right: MT+Co. summer students’ annual photo. MT+ CO. PHOTOs

Let’s do good things,
together.

Learn more about us at https://millertiterle.com/
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CPCO

THANK YOU TO
the Canada’s Most Admired
Board of Governors

canadasmostadmired.com

Canada’s Most Admired CEOTMBoard

Canada’s Most Admired Chief People and Culture OfficerTM Board

Canada’s Most Admired Corporate CulturesTM Board

Donald Clow, President & CEO (Retired), Crombie REIT

John Ferguson, President & CEO, Purolator

Michael Lavis, CEO, Creative Options Regina

Rob Miller, CEO & Co-Founder, Miller Titerle + Co.

Sean O’Brien, President & CEO, Reliance Home Comfort

Harvey Foote, Chief People & Culture Officer Special Advisor

Cheryl Fraser, Chief People & Culture Officer Special Advisor

Cheryl Kerrigan, Chief People Officer, BlueCat

Brigid Pelino, SVP and Chief People & Culture Officer, Definity

Norm Sabapathy, EVP, People, Communications & Technology,
Cadillac Fairview Corporation

Felipe Aldea, Principal, Ultra Shine Group

Satri Alpine, Chief People Officer, The
Oppenheimer Group

Ramneet Aujla, Chief Human Resources
Officer, Metrolinx

Richard Beed, VP People & Culture, Vancouver
Airport Authority

Kari Bilyk, AVP, Organizational Change
Management & Employee Engagement, CWB
Financial Group

Marc Bombenon, CEO, SureCall

Andrew Bulmer, President, Active International

Chris Cecchini, VP, People & Organizational
Effectiveness, Canadian Mental Health
Association, York & South Simcoe

Amy Clark, Chief People Officer, D2L
Corporation

Amanda Clarke, Chief Culture Officer, Creative
Options Regina

Todd Coleman, President & CEO, eStruxture
Data Centers

Dawn Demery, SVP & Chief People Officer,
BCAA

Tennyson Devoe, VP of Talent, Learning &
Safety, Purolator

Tia Fomenoff, VP, People, PurposeMed

Sarah Francis, VP, People & Customer
Engagement, Rümi Powered by ATCO

Alex Fung,Head of Talent, Boston Consulting
Group

Amy Gaba, VP, Talent & Culture, Xperigo

Kevin Gauci, CEO, Optimus SBR

Lana Gordin,Director of People & Culture,
Centra Windows

Lori Grant, CEO, Klick Health

Kaitlin Graves, VP, People, Pagefreezer

AnnaGrolle,Chief Corporate Officer, Cactus
Restaurants Ltd.

Caroline Riseboro, President & CEO, Trillium Health Partners Foundation

Zahid Salman, President & CEO, GreenShield

Alim Somani,Managing Director, Hatch Digital

Shaun Simms, Chief People, Communications & Strategy Officer,
Ottawa Community Housing

John Stockwell, Chief People & Culture Officer Special Advisor

Paul Gyarmati, VP,Western Canada & US,
Reliance Home Comfort

Eugene Hartman, President, Kognitive Tech
Inc.

Kristen Hogervorst, Senior Director, Talent,
Culture & Inclusion, Loblaw Companies
Limited

Farzad Kajouii, CEO, Juno College of
Technology

Azmina Kara, Senior Director, People & Culture,
Monos

Jillian Kennedy, Chief Strategy Officer, CAAT
Pension Plan

Layla Khalil, VP, People & Culture, East Coast
Credit Union

Carmen Klein, VP, Human Resources & Change
Management, Cadillac Fairview Corporation

Colleen Krempulec,Managing Partner,
Head of Sustainability & Brand, Hazelview
Investments

Garnet Lasby, President, Massilly North
America Inc.

Rebecca Lee,Director, Culture, Strategy, &
Social Impact, Kudos

Pier Lemyre, President & CEO, Gestisoft Inc.

Mark Lewis, President & CEO, Det’on Cho
Group of Companies

Jennifer Longworth, Chief People & Culture
Officer, Entuitive

Sarah Ann McGrath, Senior Director, Human
Resources Operations, Arthritis Society
Canada

Kalina Morin, SVP People & Culture, Behaviour
Interactive

Jamie Murphy, Executive Director, Human
Resources, Zulu Alpha Kilo

Johanne Myers, EVPHuman Resources, High
Liner Foods

Chantal Ounsworth, Senior Manager,
Employee Engagement, Ledcor Group of
Companies

David Poirier, Founder & CEO, The Poirier
Group

Harris Poulis, Chief Operating Officer, McGill
University Health Centre Foundation

Beverly Probst,HR Director, Big Blue Bubble
Inc.

Stephanie Ratza, Chief Financial Officer,
Loopio

Steve Rhone, President & CEO,Weston Forest

Ryan Ross, VP, People & Transformation, Inline
Group Inc.

Kristen Ruttgaizer, Chief People Officer, Igloo
Software

Caroline Schein, Chief People & Culture Officer,
Odlum Brown Limited

Brendan Schulz, VP, Talent & Culture, Plan
International Canada

Elaine Shantz, President & CEO, Fairview
Parkwood Communities

Leah Shelly, VP, People & Community
Operations, G Adventures

Karen Smith, VP & Chief Human Resources
Officer, Bruce Power

Shannon Stanojevic, VP,Workforce Strategies
& Planning, OMERS

Stephanie Swinamar,Director of Corporate
Communications & Change Management,
GreenShield

Tracey Villeneuve,Director, Human Resources,
Corporate Services, Ottawa Sports and
Entertainment Group

Marc Viola, VP, Talent & Culture, Definity

ShaneWright, EVP, Paladin Group of
Companies

Shauna Yohemas, VP, People & Culture,
NorQuest College

Chair
Marty Parker, President & CEO,Waterstone Human Capital

Vice-Chairs
Lyn Currie, Managing Director, Executive Search,Waterstone Human
Capital

DerekW. Dobson, CEO & Plan Manager, CAAT Pension Plan

Nancy MacKay, Founder & CEO, MacKay CEO Forums
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