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ISP technology empowers your products
to deliver a host of exciting benefits.
With a broad portfolio of detergent and fabric
care additives, ISP is the first name to consider
when enhancing your product formulation. We
offer cutting-edge technology, cost-effective 
solutions for difficult cleaning challenges and 
versatile ingredients compatible with an array
of formulations.

• Sorez® HS 205 for superior oil release and repellency
   for hard surfaces 
• An improved anti-fog polymer system featuring
   excellent cleaning performance in an environmentally  
   friendly formulation
• Gantrez® S95 for enhancing performance of
   non-phosphate products
• ISP Microcapsules™ for unique delivery of
   fragrances in the wash
• Plus our Jaypol™ line of detergent additives
   to boost performance

When it comes to elevating detergency power,
look to ISP for all your needs.
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SHANNON COOMBS, PRESIDENT 
Shannon has an Honours Degree in Political Science from Carleton University 
as well as extensive experience in government and political arenas. Prior to 
joining the association, she worked for the Canadian Federation of Agriculture 
and Agriculture Canada. Her responsibilities at CCSPA include overall 
management and implementation of effective government relations and 
regulatory strategies on critical issues for members, coalition building and 
member recruitment. She is also the spokesperson for the industry.

NANCY HITCHINS, DIRECTOR,  
ADMINISTRATION & MEMBER SERVICES
As Director, Administration & Member Services, Nancy is responsible for all 
aspects of office management and administration and the co-ordination of all 
CCSPA events and member communications.  She joined the association in 
1995 as Executive Assistant to the President.  Originally from Newfoundland, 
she worked in the Faculties of Education and Medicine at Memorial University 
and as Executive Assistant to the former premier Frank D. Moores. She has a 
Diploma in Secretarial Science and in 1987, transferred to Ottawa to work for 
GCI (Government Consultants International Inc.) as Executive Assistant to the 
Chairman.

CHERYL FOUGERE, DIRECTOR, POLICY
Originally from Nova Scotia, but raised in Edmonton, Cheryl moved to Ottawa 
in 1998 after completing her degree.  Cheryl has a BA in Political Science with 
a Minor in French from the University of Alberta.  Prior to joining CCSPA, 
she worked at the Canadian Council on Learning in the field of Knowledge 
Exchange and on Parliament Hill for three Members of Parliament and 
two Cabinet Ministers.  Her responsibilities at CCSPA include negotiation, 
stakeholder representation, and regulatory and government relations support 
for all pesticide issues and antimicrobial issues, as well as assisting the 
President with increasing CCSPA’s profile on Parliament Hill.

  

YAMILE WASSLEN, MANAGER, REGULATORY AFFAIRS
Yamile has a Bachelor of Science Degree (Honours) in Chemistry with a 
focus in Organic Chemistry from the University of Ottawa and a Ph.D. in 
Inorganic Chemistry from Carleton University. While at CCSPA, Yamile will 
be working on key files including Canadian Food Inspection Agency/Bureau 
of Chemical Safety (CFIA/BCS) issues, Globally Harmonized System (GHS) 
for Classification and Labelling, and Food and Drugs Act (F&DA) substances 
subject to the Canadian Environmental Protection Act (CEPA).
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the power of unlikely partnerships and how we worked 
together on this piece of legislation – a very positive outcome 
for both organizations.  

At our Annual Conference in October 2010, we had a variety 
of excellent speakers and John Capobianco gives us a great 
101 on public relations.
  
Once again, we have included a letter from the Minister 
of Health, who thanks CCSPA saying “Your support of 
the Canada Consumer Product Safety Act was invaluable, 
and it is thanks, in large part, to this support that the Act is 
now law.”

We are also pleased to include a letter from the Honourable 
Peter Kent, Minister of the Environment, who has also recog-
nized our efforts on various files, and states “CCSPA is a 
respected entity that helps the Government to understand 
the needs and concerns of member companies throughout 
the regulatory process, and to build cooperative solutions.”

Our proactive leadership as the premier consumer prod-
ucts industry association is recognized and appreciated 
by government. So while some days the road ahead seems 
daunting – our industry is valued. 

I would like to thank the CCSPA staff, our member volunteers 
and the CCSPA Board of Directors for their ongoing help and 
support in 2010 – it was a tough but very successful year!

Shannon Coombs
President, CCSPA

The beginning of the new decade allows us to look 
forward, in a positive and proactive fashion, to the 
numerous issues that impact the CCSPA and our 

member companies. Our credible reputation and relation-
ships with numerous regulators across the various depart-
ments in Ottawa continue to grow. Our results in 2010 were a 
testament to those strong relationships.
 
Once again, our members’ limited resources will be 
stretched thin due to the unprecedented number of envi-
ronmental, legislative and regulatory-based initiatives 
launched by the McGuinty Government in Ontario in the 
last 36 months - the Toxics Reduction Act, 2009 and its regu-
lations, the Consolidated Municipal Hazardous or Special 
Waste (MHSW) Plan and the expansion of the Blue Box 
Program Plan (BBPP). However, the permanent end to the 
Phase 2-3 program of MHSW was a success for this industry! 
We stayed on message for more than two years – that soap 
was not hazardous waste and irritants should not be in the 
program. We also built a strong working relationship with the 
Consumers Council of Canada. Anne McConnell provides 
an excellent in-depth review of lessons learned and Gemma 
Zecchini shares her perspective on Stewardship Ontario’s 
role in waste diversion. Given the divisiveness of this issue 
among stewards, associations and governments, there is 
always something to learn! 

At the federal level, the Canada Consumer Product Safety 
Act received Royal Assent in December 2010. This bill was 
introduced at the 2008 Annual CCSPA/Federal Government 
Interface by Prime Minister Stephen Harper, Health Minister 
Tony Clement, and Agriculture & Agri-food Minister Gerry 
Ritz and CCSPA.  Getting this bill through the minority 
Parliament was key to ensuring the integrity and status quo 
for our risk-based Canadian labelling systems. Rick Smith, 
Executive Director of Environmental Defense, tells us about 

MESSAGE FROM THE PRESIDENT
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As Minister of Health, I am grateful to the Canadian Consumer Specialty 
Products Association for its ongoing collaboration with the Government of Canada. Your 
Association has influenced the development of regulations and programs that are helping 
make Canada a healthier and safer place to live.    
 

Protecting and promoting the health and safety of Canadian families, and 
communities is of the utmost importance to our government. We are consistently working 
to improve the quality of life of Canadians by promoting healthy environments and 
consumer safety.  
  

I believe it is important for our government to listen to stakeholder needs and 
views, which help shape policy-development and decision-making. Your support of the 
Canada Consumer Product Safety Act was invaluable, and it is thanks, in large part, to 
this support that the Act is now law. It gives our Government important new tools—
including mandatory recall—that will improve protection for Canadian families from 
dangerous products.  

 
I was also pleased to support the launch of your Hand-washing Awareness 

Campaign for Canadian Children during the 2009 H1N1 influenza pandemic. Key 
infection-prevention messages, such as hand washing and disinfecting of surfaces, 
reinforced the Government of Canada’s communications during the outbreak.  

 
As Minister of Health, I applaud the Canadian Consumer Specialty Products 

Association on its accomplishments, and I look forward to working together with you in 
the future.  
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The Canadian Consumer Specialty Products Association’s 
(CCSPA) national membership of the specialty products 
industry, along with its mandate to foster government 

cooperation with a coordinated voice, ensures that you have an 
ongoing and effective dialogue with the Government of Canada.  
As a world leader in developing and implementing regulations, 
the Government strives to understand the needs and concerns 
of stakeholders.  To do so, we routinely consult Canadians and 
Canadian industry when establishing priorities and developing 
regulations. That allows us to assess views and information 
through a sound environmental stewardship framework. It also 
ensures that stakeholders and other Canadians are heard, and 
that informed and sound decisions are made.

As Canada’s Minister of the Environment, I embrace this practice 
of openness and engagement, and am particularly appreciative 
of the ongoing collaboration between the CCSPA, Health Canada 
and Environment Canada. Our ongoing dialogue contributes 
to world class regulations that protect the environment and the 
health of Canadians.

The CCSPA is a respected entity that helps the Government to 
understand the needs and concerns of member companies 
throughout the regulatory process, and to build cooperative solu-
tions.  It was a key partner in the development of new regulations 
on volatile organic compounds content in certain products, and 
in providing input on the path forward for future phases of the 
Chemicals Management Plan.  In addition, the CCSPA plays an 
important role in facilitating the effective implementation of new 
regulatory requirements such as the Phosphorus Concentration 
Regulations.
 
The Government looks forward to a continued strong relation-
ship with your association as we move forward.

The Honourable Peter Kent, P.C., M.P.

MESSAGE FROM THE MINISTER OF THE ENVIRONMENT
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Toronto    1.866.216.0860

Winnipeg    1.866.201.3096

Vancouver 1.604.739.2115

Gainesville 1.877.234.1863

Give yourself the EDGE

IT’S YOUR MESSAGE. 

GIVE IT 
THE EDGE.

Ten years ago, Kevin Brown and I decided to 

use our 30 years of experience in the 

association publishing fi eld to establish MediaEdge 

Publishing. We wanted to use our skills, knowledge 

and love of publishing to build a business with a 

focus on providing exemplary customer service and 

leading edge association communication solutions.

Today, MediaEdge is the leader in quality custom 

publishing for associations. We treat every client 

like our only client, and their agenda is our agenda. 

These have remained our guiding principles since 

we fi rst opened our doors. 

Customer service is our number one priority.  

Robert Thompson 
Senior Vice-President
Toronto 1.866.216.0860 ext. 229
Fax: 416.512.8344 



A media storm around “eco fees” 
ensued throughout the summer. 
Unanswered questions under-
mined the credibility of the 
important CMHSW Program. 
The program was temporarily 
suspended on July 20, a new 
Minister of the Environment was 
appointed mid-August, and the 
CMHSW Program was perma-
nently ended on October 12, 2010.

This outcome was difficult for all 
stakeholders but provided some 
valuable lessons:

1.	� The CMHSW case history 
reinforced that regulations 
must balance costs and bene-
fits, as well as the public and 
private good. CCSPA consis-
tently promoted the need for a 
supportive cost/benefit analysis 
before moving forward with 
the CMHSW Program. Though 
promised, an analysis was not 
conducted in the rush to launch 
the program.

	� In April 2010, the Ontario 
Government introduced a new 
Regulatory Policy. An initia-
tive of the Open for Business 
program of the Ministry of 
Economic Development and 
Trade, this policy recognizes the 

One year ago, Ontario was 
gearing up to launch the 
Consolidated Municipal 

Hazardous and Special Waste 
(CMHSW) Program. This Program 
would move the existing Phase 1 
MHSW Program to full Extended 
Producer Responsibility (EPR) and 
would include some 22 product 
categories, up from the original 
nine. With only six months for plan 
development and nine months 
for implementation, the schedule 
was compressed. CCSPA and 
other stakeholders were striving 
to get the program right, and addi-
tional waste diversion programs in 
Ontario and other provinces were 
expected to follow soon.

Now a year later, the original Phase 
1 Program has been reinstated. 
What happened?

The CMHSW Program launched 
July 1, 2010, to public, political 
and media outcry. Consumers 
wondered why they were paying 
a disposal fee at the cash register 
for products they never dispose 
of. Politicians, noting the concur-
rent timing with Ontario’s new 
Harmonized Sales Tax, pointed 
to unreasonable fees. Retailers 
were experiencing their own  
implementation challenges. 

by Anne McConnell

need for checks and balances by 
requiring new regulations to be 
subject to cost/benefit and busi-
ness impact analysis. This policy 
will apply to future Ontario 
waste diversion programs and 
parallel initiatives under the 
Ontario Toxics Reduction Act 
and will serve Ontarians well.

2.	� The CMHSW case also under-
scored that the role of the 
consumer is absolutely essential 
in regulatory development. The 
Consumers Council of Canada 
was an important stakeholder 
when the eco fee issue emerged. 
As well, many stakeholders had 
represented not only a business 
and environmental perspective, 
but had also put themselves 
in the place of the consumers 
they serve as they strived to help 
shape an effective program. 

	� One good example of this was 
the consistent advocacy that 
products such as soaps and 
detergents did not belong in 
a hazardous or special waste 
program. Consumers use them 
up and repurchase them. They 
are not hazardous. There is 
no significant residual waste 
needing costly take-back waste 
management programs. While 

Waste Diversion:  
Lessons Learned 
In Ontario
What a difference 
a year can make!
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most agreed it did not pass 
the test of common sense, the 
CMHSW Program nonetheless 
was extended to include them. 
It is not surprising that images 
of angry consumers paying extra 
fees on such products became 
the face of the eco fee issue.

3.	� CMHSW also shone a light on 
the value of shared responsi-
bility programs. The consumer 
plays an important role in both 
implementing and ultimately 
paying for programs either at 
the cash register or through 
their municipal taxes. Shared 
approaches include appropriate 
checks and balances so that 
effective and efficient programs 
can be realized. This idea can 
become lost in the sole pursuit 
of Extended Producer Respon-
sibility. The successful Ontario 
Blue Box Program, funded 50 
per cent by industry and 50 per 
cent by municipalities, is a good 
example of a shared program.

	� A shared responsibility mindset 
can bring forward the best ideas 
even to EPR programs such as 
CMHSW, by actively seeking and 
valuing the input of stakeholders. 
With other stakeholders, CCSPA 
consistently advocated for a 
credible CMHSW Program that 
would effectively and efficiently 
manage the end of life for prod-
ucts requiring post-consumer 
waste management. Many issues 
remained outstanding prior to 
launch, including fee increases, 
a concern that packaging pays 
twice under CMHSW and Blue 
Box Programs, and confu-
sion on what products were in 
or out of the program. These 
were important issues brought 
forward by stakeholders that  
required resolution. 

The Environmental Commis-
sioner of Ontario ultimately wrote 
an extensive retrospective report 
aimed at getting the CMHSW 

Manitoba and elsewhere. Through 
knowledge-based decision making, 
effective stakeholder relations, and 
balanced costs and benefits, future 
programs can be fair, effective and 
built to provide sustainable bene-
fits for the long term.

Anne McConnell is an inde-
pendent consultant providing 
environmental and regulatory 

services through technical, stake-
holder and advocacy expertise.

Program right. The Minister of 
Environment sought additional 
recommendations to help rebuild 
the credibility of the program. 

While ultimately the program was 
dropped, the Ontario CMHSW 
experience has provided valuable 
insights that will facilitate work 
currently underway to re-imple-
ment the Phase 1 MHSW Program 
and will help guide new programs 
being considered for Ontario, 

Let TSG take care of the burden 
LEADERS IN INTERNATIONAL CHEMICAL REGULATION AND COMPLIANCETSG

by chemical regulation?
Feeling overwhelmed

TSG Canada’s services include:
�  Registration of pesticides for consumer, 

commercial and agricultural use
� Registration of disinfectants
� Notification of cosmetics
� New Substance Notifications
� WHMIS compliant MSDS

TSG’s global services include:
�  U.S.: TSCA, state and federal registration, 

Proposition 65

� Europe: REACH, biocides, plant protection

� Asia-Pacific: Sourcing and market entry assistance

�  South America: Registration and compliance

TSG has extensive knowledge of the Canadian regulatory system, having developed strong working 
relationships with the staff within PMRA, CFIA, TPD and Environment Canada. Through our experience and 
technical expertise, we assist those who need to make sense of the Canadian regulatory system, and obtain 
the required approvals to quickly and efficiently market your products in Canada.

� Germany
� Spain
� Ireland

� United Kingdom 
� Slovenia

� California 
� Washington, D.C.
� Canada

North American & European offices:

www.TSGCanada.caCanada

Questions? Contact us at info@TSGCanada.ca
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by Gemma Zecchini
CEO, Stewardship Ontario

As a steward of Ontario’s Blue Box and Municipal Hazardous or Special 
Waste (Orange Drop) Programs, your business takes responsibility for 
the products and packaging that you sell. By paying fees, you enable 

Stewardship Ontario to ensure that all of your obligations under Ontario’s 
Waste Diversion Act are met.  So how have we been doing on your behalf?

In 2010, we exceeded our targets for the Blue Box for the seventh consecutive 
year — exceeding our target of 60 per cent by over five per cent.  In the second 
year of the Orange Drop Program (July 2009 to June 2010), we met or exceeded 
collection and recycling targets for seven of the nine materials. We fell short of 
our performance targets in the antifreeze and solvents categories and we are 
currently looking at implementing changes to improve performance.

We touch the lives of 95 per cent of Ontario households every day. When 
consumers walk their Blue Box to the curb or take Orange Drop materials to a 
collection site, they are doing their part in helping build sustainable communi-
ties. Stewardship Ontario’s main goal is to drive sustainable, attainable product 
stewardship solutions for our partners that have a real impact on their busi-
ness, the environment and the lives of Canadians. 

Sharing 
Responsibility 
for Ontario’s 
Environment
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In the past year, we’ve built the capacity needed 
to deliver against increasingly complex program 
requirements. We’ve worked with service providers 
and municipalities to optimize the recycling supply 
chain and deliver the highest level of waste diversion 
at the lowest possible long-term cost – and we’ve 
maintained sound financial results – managing 
steward fees and business investments well despite 
difficult business conditions.

Our role is not to dictate what stewards sell or 
consumers buy. On the contrary, we work with 
our stewards and for our stewards so that we can 
respond to global trends and ensure that Ontario’s 
Blue Box and Orange Drop Programs adapt success-
fully to an ever changing market.  We work directly 
with Ontario municipalities to expand the range of 
products and packaging accepted for curbside recy-
cling through Blue Boxes and make investments in 
technology and innovations to ensure the material 
is successfully processed into new commodities.  By 
building an accessible and optimized reverse supply 
chain for Orange Drop, we ensure consumers have 
safe and reliable solutions for dealing with poten-
tially hazardous consumer wastes.  Together, these 
efforts are designed to enable stewards to assure 
their customers that their products and packaging 
can be successfully recycled and reclaimed, and 
that we do so in an environmentally and economi-
cally sustainable manner.

Plastic packaging is a key example of our success 
in this regard.  While plastic bottles have been 
recycled successfully for many years, other types of 
plastic packaging have been more of a challenge.  In 
2010, we completed the first stage of a new initia-
tive designed to process various types of plastic for 
use in new products.  Products made in part from 
this material are now being sold successfully across 
Canada; and we are now expanding to increase 
capacity, setting the stage for an expansion of curb-
side collection and recovery in the coming months.

We also believe in marketing the value of stew-
ardship to consumers.  This means educating 
consumers to ensure they know what and how to 
recycle, and what materials and products need 
special handling when they are finished with them.  
In 2010, our consumer education tour enabled us 
to interact with almost 300,000 Ontarians who were 
receptive to hearing our message.

In 2011, we look forward to continuing to improve 
our recycling programs, our relationship with 
our service providers and, most importantly, our 
relationship with you, so that we all contribute 
to building a more environmentally sustainable 
Ontario.
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companies can build more credibility 
and trust with key stakeholders.

There is no magic solution to getting 
your message out exactly the way you 
want it. You can never control how a 
reporter will cover your company. But 
with a strategy that focuses on rela-
tionship building, you can help ensure 
reporters are getting your message – 
often leading to balanced coverage. In 
this column, I will discuss five tips on 
how you can get your message to the 
media.

How the media covers your 
business can impact your 
corporate reputation and 

bottom line. 

While advertising provides compa-
nies with ultimate control over their 
message, studies show that the 
public trusts what they read in news-
papers or watch on TV news more 
than company-sponsored ads. While 
advertising might be the right solu-
tion in some cases, having an effec-
tive media relations strategy is how 

1.	 Build proactive relationships
Don’t wait until there is a major issue 
or a crisis to speak with reporters. 
Identify the reporters who are 
covering your industry and engage 
with them. When appropriate, provide 
relevant reporters with useful content, 
without the expectation of receiving 
media coverage. For example, your 
company may have relevant survey 
results to share. Another effective 
tactic is to schedule an editorial board 
meeting or an individual meeting with 
a reporter. This is a great way to build 
relationships, while helping to ensure 
reporters have the right background 
information and facts about your 
company, industry and key positions. 

2.	 Decide on the right strategy
As part of your strategic thinking, 
decide whether your media strategy 
should be proactive or reactive by 
assessing the risks and opportunities 
with every proposed course of action. 
Key determinants include an assess-
ment of how your key stakeholders, 
such as the Board of Directors and 
investors, will react to your strategy.  
As part of your strategy, you should 
pre-determine who from your orga-
nization is the right spokesperson. 
Do you need to put your CEO in front 
of the cameras, or a technical expert? 
You also want to determine whether 
to provide all media with equal access 

Getting Your Message 
to the Media

by John Capobianco, SVP & Partner, National Public Affairs Practice Lead, Fleishman-Hillard Canada

Natural and synthetic surfactants for Household and I&I
Alpha sulfo and alkane sulfonates
Ether sulfates
Alcohol sulfates
Specialty Alkoxylates
Amphoterics
Hydrotropes
Blends

Stepan Canada Inc.
Phone 289 337 1651 Fax 289 337 1668

YOUR COMPLETE SURFACTANT SOURCE™
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change the focus of the day. However, 
when changing the conversation, 
be careful not to feed the story with 
unnecessary developments. If you feel 
the negative story will end on its own, 
avoid falling into the trap of feeding 
the story and sustaining the negative 
coverage. Make sure that the devel-
opment you are prepared to deliver is 
positive for your company.

5.	 Leverage digital channels to 
bypass media filters
Social media, such as Facebook and 

to your spokesperson or conduct an 
exclusive interview. A communica-
tions consultant is often a key resource 
in helping to guide companies to a 
strategic decision that is in your best 
interest.

3.	 Humanize your story
Reporters are always looking for 
personal angles. You can make your 
position more compelling by providing 
human interest stories. Bring your 
position to life by telling the stories of 
those who are most impacted by an 
issue or decision, such as consumers, 
retailers and workers. Their stories 
will help put a human face on your 
company that goes beyond dollars 
and cents. 

4.	 Change the conversation
If you don’t like what the media is 
saying about you, change the conver-
sation. If you have the resources, this 
is an example where advertising might 
be an effective solution. For example, 
CAPP (Canadian Association of Petro-
leum Producers) now has advertise-
ments on television to counter ENGO 
attacks on the oil sands. These adver-
tisements have generated increased 
media coverage, helping the oil sands 
industry to fight back and commu-
nicate its position. Other tactics may 
include scheduling a news conference 
or making a major announcement to 

blogs, provides companies with an 
opportunity to speak directly with 
stakeholders – without the media’s 
filters and interpretations. Actively 
monitor and engage in online conver-
sations to gain a better understanding 
of what is being said about your 
company and position. Keep in mind 
that many reporters will often quote 
statements from social media sites. 
Through the digital age, companies 
have more channels than ever to get 
their message to the public without 
relying on the media.

Safety
Savings

Speed

I N V I T R O
INTERNATIONAL

 www.invitrointl.com
  Fax: 949-851-4985 

949-851-8356
1-800-246-8487

The Future In Testing
For eye and skin irritation
The Irritection Assay System
InVitro International has spent more than 2 decades developing
the future in non-animal testing. We now offer the lowest cost,
fastest, most straightforward, accurate in vitro assays of their
kind. Whether developing and comparing formulations with
competitive products, or testing raw materials or final product,
our Irritection Assay System (dermal or ocular irritation  
testing) can help you with fast, reliable, reproducible results.  
For cosmetics, personal care products, surfactants and  
selected chemicals, studies show IAS test results correlate  
as high as 90% when compared with animal results.

To find out more about Irritection testing for your business,
please visit our website or call.
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For environmental groups, this means 
seeking out new ways of thinking and 
new partnerships to advance needed 
change.  At Environmental Defence, 
we are breathing life into relationships 
that would have been unthinkable just 
a few short years ago.  

For our Blue Green Canada project, 
for example, we’ve teamed up with the 
United Steelworkers union to advocate 
for working people and the environ-
ment in key areas of global trade, the 
use of toxic chemicals in commercial 
activity, the creation of green manu-
facturing jobs, and in the development 
of strategies to address climate change. 
Our goal is for Canada’s economy to 
be one that provides good jobs and 
protects the environment. 

Another diverse partnership we’ve 
formed is with the other members of 
the Green Energy Act Alliance, made 
up of farmers, First Nations, venture 
capitalists, environmentalists and 
trade unions. The result of our collec-
tive work is Ontario’s Green Energy and 

When it comes to environ-
mental issues, the world 
has changed dramatically 

over the past few years.  “Green” is 
now mainstream and has become, 
in many ways, a value proposition.  
Consumers have a higher expectation 
regarding the transparency and “non-
toxic” nature of the products they buy.  
Governments and corporations are 
responding to this informed consum-
erism in proactive ways.  And all in all, 
the environmental debate isn’t just for 
“granola munchers” anymore.  It is the 
daily concern of millions of Canadians.

Economy Act, which has been called 
“the single best on the North American 
continent” by Al Gore. Just over a year 
after it became law, Ontario is catching 
up with renewable energy leaders in 
Europe and is home to significant 
green job creation. 

But likely the most successful part-
nership we’ve formed of late has been 
with the CCSPA.  Through a couple of 
years, seemingly endless Parliamen-
tary debate, an election and a proroga-
tion, our work has resulted in the new 
Canada Consumer Product Safety Act.  

The Act, which passed the Senate 
in November, enables the Cana-
dian government to make manda-
tory product recalls and to order 
product safety tests. It brings Canada’s 
consumer protection regulations up to 
par with what the European Union and 
the United States have in place.

It’s great news, because it means the 
products on our shelves will be safer 
for Canadians. Without a Canada 
Consumer Product Safety Act, all we 
had was the ineffective 40-year-old 
Hazardous Products Act, under which 
the Canadian government could only 
suggest product recalls to industry, 
who might or might not voluntarily 
comply. It’s great news for industry 
because it offers clarity and levels the 
playing field. 

The Canada Consumer Product Safety 
Act is a classic win-win.  And who 
knows:  it might be the beginning of a 
beautiful relationship!

Dr. Rick Smith is Executive Director 
of Environmental Defence (www.

EnvironmentalDefence.ca) and 
co-author of the bestselling book 

Slow Death by Rubber Duck.

The Power of  
Unlikely Partnerships

by Dr. Rick Smith

Dell Tech Laboratories can help you cut through it.
Quickly. Confidentially.
Dell Tech Laboratories can help you cut through it.
Quickly. Confidentially.

UWO Research Park
100 Collip Circle, Suite #220, London ON  N6G 4X8
Tel: 519.858.5021 Fax: 519.858.5026
Website: www.delltech.com Inquiries: cutredtape@delltech.com

Dell Tech Laboratories Ltd.

REGULATORY AFFAIRS CONSULTING 
• Cosmetics, Pesticides, Drugs & Natural Health Products 
• Ingredient Review, Labelling and Registrations 

PRODUCT COMPLIANCE 
• MSDS Preparation 
• Consumer & Workplace Labelling 
• New Substances Notifications

TESTING 
• CGSB Accredited for Physical & Chemical Product Performance Testing
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Between the emails, social media messages, phone 
calls, correspondence and personal meetings 
coming into the office each day, sorting out the 

informational wheat from the chaff is a challenge for 
everyone. This is especially so for your elected officials.  

How then, do you ensure your organization’s message 
gets noticed and receives serious consideration?

The chances of a success can be significantly increased 
if a relationship is established ahead of time with 
those you want to approach. Here are four sugges-
tions for cultivating a successful relationship with your  
elected official.

1.	Keep your target audience in the loop
It is surprising how many organizations and individ-
uals, working to change public policy, do not heed this 
simple rule. You might think your daily activities are 
inconsequential or not of relevance, but they are!

Elected officials live off information, events, and the 
daily goings-on in their communities. Every politician 
wants to know what is happening in their community. 
If you are having an event, send them an invitation! If 
they cannot attend, they will want to know it’s taking 
place. Be sure to invite all levels. Don’t let your MP, or 
MPP for example, be taken by surprise if they are at 
a function where the Mayor is commenting on your 
impressive Annual General Meeting. Remember, your 
elected official speaks to constituents and other politi-
cians constantly, providing plenty of opportunities for 
your name to be mentioned in the conversation. If they 
don’t know – they can’t say! 

2.	Share your stories
Politicians want to know about the businesses and 
groups in their constituencies. 

Create a list of local media contacts and include every 
council person, regional chair, Mayor, MP and MPP 
that you may have occasion to interact with. Send 
them your news items, notice of awards or recogni-
tions, newsletters, publications, even minutes. These 
are all great ways for an elected official to stay current 
on your organizational life cycle.

Send concise emails with your opinions on issues of 
the day affecting your industry. Keep your correspon-
dence brief and to the point. Put your request near 

Raising Your Profile
the beginning, not the end. When 
you do meet, be precise and bring  
an agenda.

If the elected official you need to meet with is unavail-
able, brief their staff. They are relied upon extensively 
to be up to date on issues and this effort will be a valu-
able use of your time.

All your communication builds goodwill, adds to the 
story and helps establish that long-term relationship 
to help you stand out.

3.	Don’t assume politicians know you
One Mayor can be responsible for a million residents 
and thousands of organizations and businesses. Don’t 
assume they know yours! 

Be sure to send your elected officials notices of your 
events, AGM, and updates to your Board of Direc-
tors list. Send your position papers, but include 
an executive summary. Email is fine and possibly 
easier to handle than expensive and elaborate  
presentation binders.

Schedule an introductory meeting, preferably before 
a crisis arises, or arrange a tour of your facility. Offer 
to host a round table on a local issue. Invite us to 
your events but don’t take offense if we can’t make it,  
keep asking!

4.	Show the wisdom in your position 
Communicate your position in a logical, professional 
way. Don’t deliberately embarrass your elected official; 
you are trying to persuade them to a course of action. 
Arguments based on facts and reasoning, not emotion, 
work best. Be constructive and give examples of how 
your solution will help.

Keep an eye on current events. If your organization 
has a solution to an emerging problem, be proactive 
and send it out or request a meeting to discuss. If you 
have just developed an affordable and portable shelter 
system and a massive earthquake hits, you may want 
to let your elected official know.

Putting time and attention into relationship-building 
with your elected officials before you need them is well 
worth the investment. Following these simple rules 
will help get you started. Best of luck!

by Lois Brown, Member of Parliament for Newmarket-Aurora (Ontario)
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The purpose of the Tom Raby Volunteer Service 
Award award is to recognize the outstanding 
efforts of a member volunteer on behalf of the 

association for the previous year. This award honours 
a former Chair of CCSPA, Tom Raby, who volunteered 
on many CCSPA committees and was well liked and 
well respected by his industry colleagues. After his 
death, the name of the Volunteer Service Award was 
changed to the Tom Raby Volunteer Service Award - in 
his honour. 

Robin Bell (retired-Amway Canada Corpora-
tion), was presented with the award at the 2010 
Annual Conference. We are pleased to present his  
acceptance speech:

“Thank you very much for inviting me here today to 
have lunch with my old friends and associates – it’s 
good to see you all again!  I guess it’s me that’s old. As 
I walked in this morning I heard two “young” ladies 
(they know who they are!) behind me whispering, 
“Gee, I thought he’d retired, he’s old!” Of course, I DID 
have to get up earlier this morning than an old retiree 
should, in order to catch the train from London to be 
here on time!

I feel very honoured that you have chosen me as this 
year’s recipient of the Tom Raby Volunteer Award, 
more especially so, since I consider Tom Raby to have 
been a good friend.  When I came to the (then) CMCSA 
in the early nineties, Tom was one of the first people 
I met. He was very welcoming and would patiently 
explain to me aspects of the industry about which I 
had no clue because although a chemist, I had come 
from many years in the food and drug industries.  
Some years later, we were on the Board together; and 
I well remember his passion for environmental stew-
ardship; he was one of the early people who took up 
the challenge … and felt the responsibility.  Here we 
are many years later; and environmental stewardship 
of all sorts, after a number of years in the doldrums 
in the late nineties, is again a hot issue; and CCSPA is 
once again at the forefront in driving towards an equi-
table and sustainable solution. 

One of my earliest recollections as a volunteer with 
this association was as a member of the Joint Pesti-
cides Standing Committee (JPSC), run dashingly by 
my friends Chuck Beach and Stephen Chambers. Oh, 
the fun we had (…and some of you are still having) 

Tom Raby Volunteer Service Award

with disinfectants, from the famous “letter resolving 
all issues” handed to Stephen and I in 1997 by the 
DG of TPD in a room full of bureaucrats, through our 
insistence (ably engineered by Anne McConnell) that 
“we are not a drug,” to the present day.  Over that 
period, this association, acting together, has changed 
many aspects of the regulation of disinfectants for 
the better, such as not having to use drug-permitted 
colours, no Establishment Licence, no drug GMPs, 
etc., and I know you will not rest until you have taken 
regulation of these products to a logical and appro-
priate conclusion and I wish you well in doing so.

Finally, I would be remiss if I did not take this oppor-
tunity to say a great big thanks to the backing, 
support and the hard work put out on behalf of 
member companies by the excellent staff at CCSPA, 
of Shannon, Nancy and Cheryl.  They seem always 
to be on top of current issues; and I have to say that 
I know of no other association where the staff is so 
pro-active in the members’ interests and goes to such 
great lengths to make sure every member company is 
informed and gets to have its say.

In closing (and I didn’t intend to stay up here for so 
long), thanks everyone for the support, the fun times 
and your friendships; and I wish you good luck in all 
your future endeavours! Thank you for this award, I 
shall think of you.”

CCSPA Chair, Brian Prendergast, presents  
the Tom Raby Volunteer Service Award to Robin Bell
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Processing Simulation

Compuplast 
5333 Forest Hill Drive, Mississauga, ON  L5M 5B7 
Dr. John Perdikoulias, Phone: 905-814-8923 / Fax: 905-814-8924 
Email: jp@compuplast.ca / Website: www.compuplast.ca
Compuplast provides advanced CAE software and services for polymer Extrusion, Injection Molding, 
Thermoforming and Blow Molding.
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Specialty Chemical (Surfactant) Manufacturer

Stepan Canada Inc. 
3425 Harvester Road, Unit 101A, Burlington, ON  L7N 3N1 
Jane Williams, Phone: 289-337-1651 / Fax: 289-337-1668 
Email: jwilliams@stepan.com / Website: www.stepan.com
Stepan is a global manufacturer of specialty and intermediate chemicals and a leading merchant producer of 
surfactants, which are the key ingredients in consumer and industrial cleaning compounds.

 

 

Repacking Promotional Display Services

Portable Packaging 
5800 Keaton Crescent, Mississauga, ON  L5R 3K2 
Allen Jones, Phone: 905-507-3042 ext. 230 / Fax: 905-507-2983 
Email: ajones@portablepackaging.com / Website: www.portablepackaging.com
A large volume, promotional display repacker for some of Canada’s largest consumer packaged goods 
manufacturers, with 20 years of success in reducing Client repackaging costs.



1-800-246-8487 | 949-851-8356 | Fax: 949-851-4985
invitro@invitrointl.com | www.invitro.com

CORROSITEX
CORROSITEX
Lowest cost, 
simplest,
fastest,

government
approved

in vitro
corrosives
test

available
worldwide!


