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SPOTLIGHT

Co-Branding with 
Canada's Game
Even in the smallest communities of Canada 

the sounds of steel cutting ice resonate 
off decorated boards advertising brands, 

products and services. The local arena is a 
crossroads for the meeting of national advertisers 
and small businesses, each looking to express their 
support for Canada’s game to grow their business.

In a study commissioned by Scotiabank and 
Canadian Tire it was reported that $2.6 billion moves 
directly between communities in Canada each year 
as a result of hockey. Of that, over $1 billion impacts 
communities of less than 100,000 people. With so 
many consumer dollars at play it’s no wonder why 
businesses jump to get in the game.

by Joshua Paxton
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To help put that $2.6 billion in 
perspective, the Coffee Association 
of Canada reports that Canadians 
spend an annual $4.8 billion on 
coffee in food service (drive-thru and 
restaurants).This suggests, on average, 
a Canadian spends $0.542 on hockey 
for every $1 we spend on coffee to-go.  

In an interview earlier this year 
with the Hockey News, Scotiabank’s 
vice-president of sponsorship 
marketing and global philanthropy, 
Jacquie Ryan, was quoted as saying, 
“We are associated with hockey as 
a corporation because it matters 
to all of us.” Ryan herself is a 
hockey mom and understands the 
community that reaches across the 
country. “Scotiabankers are fans, 
they’re players, they’re coaches, 
they’re volunteers, and so are our 
customers,” she says.
A leading supporter at all levels of 
the game in Canada, Scotiabank 

recently invested a reported 
$800 million to obtain the rights to 
rename the Air Canada Centre. 
They are also involved in the financial 
support of over 8,000 community 
teams. The partnership is believed 
to be generating a return. Ryan says 
customers who are aware of the hockey 
connection are 3.5 times likelier to 
choose Scotiabank in the future. 
Sports sponsorship is a medium not 
easily ignored. While traditional 
commercials may be tuned out by 
the audience it is harder to ignore 
brightly coloured signage, waving 
banners, engaging activities, news 

Customers who are aware of the 
hockey connection are 3.5 times likelier 
to choose Scotiabank in the future.

A Canadian 
spends 

$0.542 on 
hockey for 

every $1 
we spend 
on coffee 

to-go



  

reports, social media and branded 
merchandise. Involvement in sports 
also helps brands to reach next 
generation buyers and decision 
makers (kids). This is especially 
effective in areas like Quebec, 
where broadcast advertising to 
children is strictly prohibited. In a 
report published by the American 
Psychological Association in 2004 
about the relationship between 
advertising and children, it said, 
“Product preference has been 
shown to occur with as little as a 
single commercial exposure and to 
strengthen with repeated exposures. 
Most importantly, studies have 
shown that product preferences affect 
children’s product purchase requests 
and that these requests do influence 
parents’ purchasing decisions.” 
There is a difference between 
advertising and sponsorship. 
Advertising puts focus on the 
brand or product being presented 

to a consumer. Sponsorship holds 
the brand or product secondary 
in favour of promoting a subject 
of social interest (i.e., an event, 
individual or organization). The 
sponsor reaches the audience as part 
of the media or advertising focused 
on the subject. The opportunity to 
reach fans and followers of all ages 
and have recurring influence in 
their buying habits and decision-
making over the length of a game or 
season is the powerful asset of sports 
sponsorship.

What motivates sports 
sponsorship?
Host of Sports Money presented 
by Forbes, Bob Lorenz offered 
an eloquent summary in a 2011 
interview. He said, “When a company 
invests sponsorship dollars in a 
team or venue they need to utilize 
the assets negotiated in the deal to 
achieve the objectives laid out for the 
sponsorship.”

The desire to sponsor can be 
motivated by many different factors, 
emotional and economical. Emotional 
sponsorships are most often treated as 
donations, with little objective other 
than feelings of goodwill. Economical 
sponsorships are carefully considered 
marketing investments driven by a 
desire to impact an audience and 
drive sales. Objectives may include 
increased brand visibility, recognition, 
subscription and consumer 
engagement. Sponsorship activation 
begins the moment the sponsor starts 
to experience value from the tools 
provided as part of the sponsorship. 
The most attractive properties are 
those with large audiences that share 
your brand values.
The value of sponsorship activation 
can vary depending on the tools 
available and how they are applied. 
Media inclusion, such as naming 
rights, is incredibly valuable if the 
media is reaching a large audience. 
An under publicized event or team 
holds far less value. Likewise, social 
media channels that go unfollowed 
are less valuable than those with 
larger tribes. Like a tree falling in 
the forest, if no one is listening, its 
impact goes unnoticed. In the world 
of branded premiums and apparel, 
an opportunity to co-brand with an 
official event or team branding creates 
new value for your promotional 
premium, elevating it from business 
tool to sports merchandise.
Take note of the battle of Canada’s 
banks in Toronto: Scotiabank has 
aligned with the NHL and hometown 
hockey; CIBC claimed the more 
regional Ontario and Western hockey 
leagues; the Bank of Montreal has 
claimed the turf of football and soccer; 
Royal Bank of Canada has gone to 
the greens with the Canadian Open; 
and TD Canada Trust has Blue Jays 

" When a company invests sponsorship 
dollars... they need to utilize the assets 
negotiated in the deal to achieve the 
objectives laid out for the sponsorship."
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baseball. Each of these institutions 
recognizes the value of sports 
partnership and have worked to align 
themselves with sports content to 
better relate to the potential patrons 
within those communities.

Why does hockey attract so 
much attention?
With an estimated 637,000 registered 
participants in Canada, and over 
150,000 volunteers donating their 
time, you might assume hockey has 
the largest potential audience in 
Canada. However, Canadian youth 
stats report that over 767,000 kids 
registered to play soccer over the 
summer, making it the number one 
team sport in the country.
The draw of hockey is not the volume, 
but the cultural experience. As 
common as drive-thru coffee, the 
game of hockey identifies with the 
social fabric of Canada. Romanticized 
by generations who share tales of 
“the original six,” “the summit series,” 
and “the golden goal,” this icy sport 
identifies as being “Canada’s game,” 
and is promoted as a national identity 
alongside the maple leaf. Associating 
a brand or service within the hockey 
community creates almost immediate 
acceptance and offers opportunity 
to network within that group, and 
potentially leverage referrals or 
endorsements.
At a national level, the largest brands 
align with licensed properties like 
NHL franchises, venues and television 
campaigns. Sponsorship efforts like 
Hockeyville and Hockey Day in 
Canada are driven by national media 

with a focus on brand recognition to 
influence consumer purchasing. This 
is the most active level of sponsorship 
activation, supported by multiple 
platforms of media leveraging content 
and carrying the largest financial 
commitment. Access to players and 
communities generates the content 
that attracts audience attention, and 
within that content you can find 
product placement, branded apparel 
and accessories, and produced 
advertisements.
At a regional level, more localized 
travelling clubs compete within a 
geography that reaches multiple 
communities at a fraction of the 
national audience. Partnership 
with these properties is a balance of 
sponsorship activation and charity. 
Without community and corporate 
partners these organizations would 
struggle to continue operations in 
the long term. At this level, local 
partners have opportunity to be seen 
alongside recognized big brands, 
particularly in venue partnerships. In 
a local community, naming rights to 
a venue or event are often prestigious 
and a signal of business health and 
community care. 
Activation assets at a regional level 
differ from a national campaign 
because of the lower media interest. 
This does not mean they are less 
valuable. Regional sponsorships are an 
opportunity to connect communities 
and raise brand awareness, whether 
for sales development or hiring 
of talented people. Networking of 
business communities can lead to 
new innovations, partnerships and 
revenues. 

At a strictly local level, sponsorships 
are most often a means of financial 
support to offset the cost of operations 
and/or participation. The value to the 
sponsor is very often the perceived 
goodwill by credit as a supporting 
partner, as well as the community 
networking opportunity to connect 
with other area businesses and 
participants, including their families 
and followers. 

What makes a good 
sponsorship proposal?
Jill Palais is a senior brand manager 
and in an interview about what she 
looks for in a sponsorship proposal, 
she shared, “I really like when 
potential partners really do their 
research first.” It’s important in a 
proposal to understand what makes 
your partnership a good brand fit 
and a good consumer fit.“We look 
for events with 360-activation, so 
there’s media offer, there’s PR, there’s 
social media, and we can really do an 
experiential event on site.”
The return on investment of 
sponsorship marketing dollars is a 
weighted calculation of branding 
exposure plus activation reach 
plus consumer engagement.The 
expectations will vary depending 
on the level of investment. Some 
investments will be out of reach for 
small business, while others may be 
too small to attract the attention of 
the big brands.
Sponsorship value should be set 
based on the value you bring to 
the sponsor, not on the cost of 
operations. A large gap between 
perceived value and sponsorship cost 
often ends the sponsor conversation 
too quickly.
A pitfall of sponsorship is not 
planning the activation cost. The 
cost of sponsorship secures the 
opportunity for partnership, but 
additional planning and investment 
is required to maximize the value of 
the sponsorship. A good sponsorship 
proposal will offer ideas on how 
the sponsor can leverage their 
partnership for greater value. mem

SPOTLIGHT
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and managed company 
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Shown: Men’s Insulated Bomber L09300
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Zipper Pulls are not only
practical but also fashionable. 
Designed for everyday use as 
well as helping gloved hands 
in the colder weather, these 
boldly decorated accessories 
provide excellent functionality provide excellent functionality 
while building your brand 
recognition.

Increase value to jackets, 
backpacks along with a 
variety of other of products 
by applying these custom 
branded gems directly onto branded gems directly onto 
the items.

The REALISM decorating 
technique is unique to Faro 
Products. Using any one of 
Faro’s custom metal creations 
replicate the appearance of 
wood grain, cobblestone, 
brick or other textures that brick or other textures that 
best represent your products, 
service or special event.
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THERE’S ALWAYS A 
WAY TO WEAR FUR, 
RESPONSIBLY 
Dressing up a corporate 
cover-up with a faux fur 
accent adds to the perceived 
value of your garment and 
your brand.

Additional design accents 
like contrast stitching or 
custom printed taped seams 
can further elevate your 
brand posture.

The Signature Program by 
KLo Canada offers tailor-
made distinction with 
outstanding performance 
and value. KLo’s primary 
mandate is to protect you 
comfortably in the worst 
weather conditions. Their 
high-end insulations are 
super light, exceptionally 
warm and easy to maintain.

Vermilion Jacket
KLo Canada
klocanada.com
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THE APPEAL OF PATCHES
What’s old is new again as 
brand patches storm back as 
trendy fashion decoration.  

Patches, or crests, are 
incredibly versatile in any 
uniform program because 
of their ability to be added 
to anything made of fabric—
shirts, jackets, bags, and hats. 
And you no longer need to 
know how to sew.

Patches from DML Creation are 
available in several different 
fabric finishes, with choice of 

backing that includes iron-on 
or stick-on adhesive options. 
Having patches on hand lets 
you dress up any garment at 
a moment’s notice and have 
branding with depth and 
texture. 

You also have flexibility to 
decorate your choice of 
location to best serve your 
personal fashion and comfort.

Embroidered Patch
DML Creation
dmlcreation.com
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Most of the time, particularly 
in the colder months, 
your first impression of 
a new location will be 
where you hang your coat. 
The presentation and 
organization of a cloak room 
or closet speaks volumes 
about the establishment and 
those inside.

Wood better supports 
the weight of garments, 
particularly sweaters, suit 
jackets and heavy coats. 
Apparel that sags on a 
plastic or wire hanger will 
stretch around the neck 

and shoulders, deforming 
the presentation and fit.

Quality wooden hangers 
crafted by the award-
winning Canadian company 
Logoworks, are laser 
decorated to express your 
brand message in fine 
detail, welcoming new 
company. They are robust in 
their construction, durable, 
and feature a covered 
grip on the lower bar for 
superior performance.

LOGO Hangers
Logoworks Inc.
logoworksinc.ca

A LOT HANGS ON YOUR FIRST IMPRESSION



Take Another Look

Alternative’s soft, fashion-forward staples  

cost less per impression because people love to wear them. 

Worn more = seen more.

New Lower Prices

AVAILABLE AT
Order online at alphabroder.ca or  

call 866.274.2489

Marketing Edge_July19_AB.indd   1 6/11/19   10:39 AM
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Focus your iPhone

camera on this code
www.debcosolutions.com

 See the full exclusive collection:
http://debco.rocks/FinleyMill_MEdge
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FASHION

Layering Season Style Guide

Corporate Chic 
This soft pattern blazer adds a business finish 
to the clean lines of the solid layered tank 
and tunic. A comfortable business 
fashion for active professionals. 
Get the complete look for 
under $150.
 www.alphabroder.ca 

Our focused fashionista flipped through the idea books of top apparel 
providers to create seasonal ensembles that fit your busy schedule.

White Tank: Bella 
+ Canvas Ladies’ 
Slouchy Tank 
8838  $22.66

White Shirt: Devon & Jones 
Ladies’ Perfect Fit Half Placket 
Tunic Top  DP610W  $50.00

Blazer: Devon 
& Jones Ladies’ 
Fairfield 
Herringbone 
Soft Blazer 
D886W  $73.00

Pants: Women’s 
Ferst-Dry 
Freeflow Wellness 
Pants FW1542 – 
FREEFLOW  $107.90

Tee: Women’s seamless 
Technical Performance 
Short Sleeve Sport Shirt 
FM9121 - THE FIT $38.30

Jacket: Women’s Water-
Repellent Lightweight 
Bonded Full Zip Jacket 
with Hood FM9305 –  
THE RECOVERY  $142.60

Quality Comfort
An inspired measure of sport performance and 
relaxed comfort, the FERST-DRY™ fabrics will 
have you craving this outfit. From Friday at 5 until 
Monday morning you’ll live in this combination 
at spin class, around your home and on the 
go running errands. A little over $300 for the 
complete set, but over 52 weekends, that’s less 
than $6 a week.
www.fersten.com

by Emmeleane Fink

Hat: Structured Cotton 
Jersey Melange Cap 
FP250 – LYON  $14.90
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Jacket: Men’s 
Matrix System 
Jacket - XB -4  
$370.00

The Creative Spirit 
A blend of brand name prestige and 
youthful, coastal styling feeds the need for 
expression for the more casual creators 
and artists. Mix three brand names in this 
four-piece ensemble for around $200.
www.technosport.com 

Shirt: Men’s 
Solid Flannel 
BR8200  $47.50

Hat: Cuffed Ribbed 
Knit Champion 
CS4003  $18.95

Tee: Crewneck 
T-Shirt Lacoste 
TH6709-51  $78.30

Vest: Men’s 
Sleeved Puffer 

Vest BR8701  
$66.36

Shirt: Men’s Stormtech 
H2X-Dry Hybrid L/S 
Tee - SAT500  $45.00

Athlete In Motion
In travel to the gym or the next big game, this is 
your ideal team wear collection. Weather protection 
and moisture management are coupled with an 
award-winning system jacket that offers versatile 
fashion combinations and warmth against 
extreme cold conditions. Suit up for the 
season for $475.00.
www.stormtech.ca 

Pants: Men’s 
Axis Pant - 
GSXP-1  $60.00





The First List  
Top Products 2012

The initial 
top products 
announcement 
made its debut 
in the winter 
2012 issue of 
marketingedge 
magazine. A 
professional 

purchaser of more than 20 years, 
Jack Hancocks unveiled his list of 
the top 12 of 2012, a collection of 
reputable premiums discovered 
by industry survey. 
The number one of all time, 
chronologically speaking, was a 
Softspout water bottle. Crafted 
from Eastman Tritan copolyester 
and finished with a food grade 
soft silicone spout, this trendy 
water bottle stole the show at 
the Canadian Design Exchange, 
the 2012 Housewares Design 
Awards and the PPPC National 
Convention new products salon.

TOP PRODUCTS: 
A Retrospective

T H E  P R E M I E R  M AGA Z I N E  F O R  P RO M O T I O N S ,  P R E M I U M S  A N D  I N C E N T I V E S

marketingedgemagazine.com

FEBRUARY 2018
NOVEMBER 2017

The Hottest 
Products  
For 2018  
Have Been  
Chosen!  
Find out 
what all  
the winning 
products 
are this 
year.

Tools of the 
Trade Showcased 

at the Women’s 
Empowerment Event

  

1st Place 
OVERALL
W INN E R

What started as a buyer’s guide to trends and innovations has 
developed into an exciting annual event. 
The Top Products issue of marketingedge magazine, due out in 

February each year, recaps the hottest fashions and premiums as selected 
by a panel of professional buyers. Each year it has grown by one, inching 
towards a goal that publisher Steve Whigham first envisioned a decade 
ago. Next year the list will reach its full potential, a top 20 of 2020.
Here’s a look back on the evolution of the Top Products feature, and its 
impact on past winners. 

The First Contest  
Top Products 2013

In year two the 
top products 
evolved into the 
results of a peer-
reviewed contest 
of industry 
submissions. 
Professional 
buyers created a 

panel to discuss the merit of each 
product. A form of the judging 
outline is still used today, gauging 
qualities that include brand 
exposure, value proposition and 
product innovation.
Says Alex Morin, senior vice-
president of sales and marketing,
“ Winning a marketingedge Top 
Product Award is a wonderful 
accolade that lends credibility to our 
product development system. We 
often look to marketingedge, who 
have a keen understanding of what’s 
trending, to inspire and/or validate 
the direction our own team is going. 
We continue to submit product 
entries as a way of measuring end-
user sentiment on our latest and 
most original offerings.”

Uncovering Potential 
Top Products 2015

Tierney Culmer of 
Culmer Pen celebrated 
a top product entry in 
2015, and then circled 
back as a monitor 
of the judging panel 
in the 2017 contest. 
It was here during 

introductions with the group that she 
shared the impact that the mantle of top 
product had on her sales.
“ Two buying cycles and three shipments 
later, the pen on that cover is still our 
number 1 seller.”

The multi-tool metal pen wasn’t a new 
product in their catalogue that year, but 
the setting of the photographs and the 
feature story gave the product context 
that helped it to find its audience.

Innovations that Catch Fire 
Top Products 2018

A similar story was 
shared this fall by Cam 
Schiedel, owner of 
Logoworks Inc. Their 
Canadian-made cedar 
barbecue scraper took 
the cover in 2018 and 
dominated sales in the 

months that followed.
“ Winning the marketingedge magazine 
Top Product Award for our Grill 
Paddle BBQ Scraper was life changing 
to say the least. We were immediately 
inundated with orders and ultimately 
surpassed a million units sold. This 
required us to more than double our 
staff and manufacturing capabilities. 
To all future winners, all I can say is, 
‘Hang on!’” 

Due out in February 2020, the top 10 fashion and top 10 premiums for promotional purpose will debut 
in the next issue and online at www.marketingedgemagazine.com. mem

TOP PRODUCTS
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things are

HEATING UP
The Shefford Heat Panel Vest
Men’s 19548 (S - 3XL)  |  Women’s 99548 (XS - 2XL)

Need a power bank? 
We recommend these three:

•  Fully washable, so it’s easy to take care of

•  Flexible, built-in heat panels on the front 
and back are powered by a compatible 
power bank (minimum 5,000 mAh) 

•  Hidden pocket to store and plug in  
the power bank 

•  Three temperature settings let you  
control the heat:

Blue – Low Heat (38°C / 100°F)
White – Medium Heat (45°C / 113°F)
Red – High Heat (55°C / 131°F)

Power bank is not included. Power bank requirements: 5V/2.1A output with a minimum of 5,000mAh and a USB connection.   
Maximum usage times depend on temperature settings and the mAh level of the power bank. 

7121-72 Leed’s Zodiac High Density  
5,000 mAh Power Bank 
Lasts up to 6.5 hrs

7121-62 Leed’s UL Listed Cycle  
6,000 mAh Power Bank 
Lasts up to 7.5 hrs

7121-44 Leed’s UL Listed Zone  
8,000 mAh Power Bank 
Lasts up to 10 hrs

HeatPanelVest.indd   1 10/3/2019   3:32:53 PM
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TAILORED
TREND
SETTER

  16080 KAPSTON® 
San Marco Backpack

16080 KAPSTON
San Marco Backpack

SETTER

16080 KAPSTON®

San Marco Backpack

Cool & Collected
Discover the complete San Marco Collection at bicgraphic.com

Also available: Tote Bag, Briefcase and Duffel. Available in Gray, Natural or Navy.



The noise of the holiday season rises like 
the songs of Whoville on Christmas 
morning. Starting low in November 

and growing to crescendo in December, 
the messages of peace, love and thanks are 
no longer a religious movement. The social 
convention of expressing appreciation in the 
month of December has you bound to act.  

Your action—or inaction—will be reviewed, 
and very often shared. Maybe at the water 
cooler; maybe at the dinner table; maybe even 
in social media.
To avoid the coal-in-your-stocking treatment, 
we caught up with a few industry leaders to 
get their thoughts on how best to express your 
appreciation this season.
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RECOGNITION

GIFT SHAMING
Don’t be caught 

on this year’s 
naughty list



RECOGNITION
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Every time a bell rings…
Consider outfitting a tree in your 
lobby with branded decorations 
for the season. Small bells, metal 
replicas, printed glass or plastic bulbs 
can all be finished in a fashionable 
presentation to help your office 
sparkle. Offer your patrons an 
ornament of their choosing each time 
they visit. You become part of their 
holiday season and they share your 
holiday spirit. This concept could 
easily be developed into a contest or 
support for a charity event, like a food 
or toy drive.
Decorate your office for the season 
with ornaments by Faro Products

In his book Giftology, author 
John Ruhlin takes a swing at the 
traditional and promotes creative use 
of ANY of the other available gifting 
dates throughout the year.
In a 2018 interview with Business 
Insider, Ruhlin said, “We teach 
people, don’t send gifts at Christmas, 
at anniversaries, or birthdays, so no 
‘ABC’ gifting.” 
Ruhlin teaches readers to uncover 
new opportunities to connect with 
their clients that will help set them 

apart from their competition and any 
other regular distractions.
He writes, “Take that bottle of really 
good wine that you were going to 
give at Christmastime, and send it in 
the middle of the winter tundra of 
February instead… I guarantee the 
response will likely be, ‘That was the 
best gift! It was the only thing I got in 
the mail that wasn’t a bill this week!’”
Discover the National Day 
celebration that best fits you, 
available from Bic Graphic

How did you know?
Barb Kruzel of EY Canada shared, 
“I typically like to give something 
useful and enjoyable. If you 
customize a gift it feels extra special 
and personal for the recipient.” 
Knowing what the recipient likes 
and can accept are key details. 
Using a similar base, like a nice bag, 
basket or gift box for the recipients 
on your list lets you finish the rest 
with items personalized to their 
allotted style, tastes and budget. If 
you have built a relationship with 
this person in the other 11 months, 
you should know something they 
can relate to that will express your 
gratitude for their support.
Build your own gift baskets with 
Chocolate Inn

Express your thanks…
Don’t let your message go out 
without a handwritten note of 
appreciation. Take a moment 
to really consider the impact 
this person has made on your 
life, professional or personal, 
in the past 12 months. Sharing 
sales figures is not the best 
message to lead with. Consider 
any professional or personal 
development that you achieved 
based on your interactions. Are 
you eating better? Did you try a 
new recreation? Did you learn 
a new skill? Recalling specifics 
makes your gratitude more real 
and less obligatory.
Adult colouring books by  
Spector and Co.

Gifting in the OTHER 11 months of the year…

mem

       



Spiced Wine Monaco Stainless SteelMerlot Biscay Bay Licorice

Contigo® Luxe Autoseal Travel Mug BDC1186 • 16oz

The Luxe AUTOSEAL® Vacuum-Insulated Stainless Steel Travel Mug, 
16 oz., keeps drinks hot up to 5 hours or cold up to 12 and features an 
elevated metallic finish.

SEAL IT IN: Leak- and spill-proof travel mug thanks to AUTOSEAL lid
FOR THE LONG HAUL: Stainless steel double-wall vacuum insulation 
keeps drinks hot up to 5 hours or cold up to 12
LEND A HAND: One-handed drinking convenience on the go
LOCK IT UP: Lock feature prevents accidental pressing of AUTOSEAL 
button
SQUEAKY CLEAN: Underside of lid opens up for thorough cleaning
EASY CLEANUP: Top-rack dishwasher-safe body and lid
PERFECT FIT: Fits most cup holders and under most single-serve 
brewers
PEACE OF MIND: All parts are BPA-free

as low as $41.35
(Set up $50, includes one colour one location imprint)

Perfect on-the-go
LUXE COLLECTION

www.stregisgrp.com
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A YEAR OF VISION

We are living at the most 
incredible time in recorded 
human history. Can you 

appreciate it?
I lost a great grandfather earlier this 
summer. He was 96 years old and 
had been a career farmer from north 
of Toronto. Just before his passing 
he shared his reflection on the 
extraordinary changes in the world 
that he had experienced.
Consider 100 years ago. The world 
emerged from its first global warfare 
to a changed map and a realization 
that the romance of the discovery-
filled Victorian era was behind 
them. The roaring ‘20s gave way to 
the Depression of the ‘30s, and a 
second global conflict in the ‘40s. 
Two decades of struggle hardened a 
generation with sacrifice, hard work 
and hope.
Great Grandpa was a young man 
starting a family in the 1950s. He 
was exempt from the horrors of the 
war abroad, and was instead tasked 
by Agriculture Canada to work the 
lands of northern Ontario and keep 
up the food supply for Canadians 
at home and abroad. He recalled 
the young men who never made it 
home and shared that he sometimes 
wondered what their lives may have 
been if they had been given his 
chance to have a family and grow old.
The transformation of lives over the 
next 50 years must have been an 

incredible journey. For a man whose 
early work demanded delivering 
hand-cut firewood by horse and 
cart to the farms north of Toronto, 
the evolution and acceptance 
of automotive and agricultural 
technology was fascinating. He 
shared a photo of his wife standing 
in their newly built home celebrating 
their first telephone. In his later 
years he was proficient in iPhone 
technology. 
Much like the Victorian era, we 
have spent our time invested in 
sciences in the pursuit of progress. 
Innovative technology applications 
and processes continue to make 
things faster, more efficient, more 
accessible. Our achievements are 
not without casualties. A century of 
unchecked pollution, consumption 
and convenience is catching up.
The coming year will mark the height 
of human existence. That’s my 2020 
prediction.
Casting aside the doom and gloom 
click-bait of prophesied destruction 
and disaster, let’s consider the facts. 
There is more human connectivity 
and information sharing now than at 
any other time in history. Awareness 
of our misdeeds and missteps is held 
in sharp focus by millions of personal 
cameras. We are held accountable to 
each other at a global level.
We are seeing more corporate 
governance including social and 

environmental concerns in their 
mission statements. More charity 
work is being done to assist with 
support programs. More young 
people are working in roles of 
leadership, in cooperation with 
experienced guides willing to listen 
and discuss new ideas.
In the promotions and premiums 
industry, more eco-friendly 
materials are being used in standard 
production than ever before. Earth 
friendly practices are becoming less 
specialty and more commonplace. 
Product packaging is changing. 
Companies are becoming more 
aware of non-recyclable, non-
compostable accessories and are 
demanding that their use be limited, 
if not eradicated. Sustainability is 
not just a buzz word, it’s a mission 
statement.
Next year will not be without strife. 
No year has been perfect. But as we 
look to the future of the next decade 
and the opportunity for change 
and progress, I choose to focus on 
the positive. I live in a time and 
place of privilege. On a daily basis 
I have convenient access to: indoor 
plumbing; telecommunications; food 
markets; clothing supplies; personal 
transportation; and freedom of 
expression. Progress has delivered so 
much comfort that I have time for 
recreational thinking.
That’s pretty incredible, if you can 
appreciate it. mem

PERSPECTIVE

by Joshua Paxton





www.canadasportswear.com

Proudly Canadian owned 
and managed company 

serving Canadians

CA
NA D A    S P O RT SW

EAR

S I N C E    1 9 5 4

Shown: Ladies Cold Weather Bomber L06076
also available, Men’s Style L06075


