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capitalmag.ca

•	 BE SEEN by thousands 
of top business and 
community leaders

•	 ENGAGE your prospects 
through Print, Web and 
Social Media interaction

•	 Have a virtual 
PRESENCE at Ottawa 
Board of Trade’s events

Ottawa Board of Trade’s Print & Digital Media Enterprise

Post 

Lockdown 

Prices!



What is our CAPITAL Media 
Enterprise?
Our CAPITAL media enterprise consists of an integrated 

print and digital offering that can help you:

•	 Raise brand awareness

•	 Demonstrate thought leadership

•	 Promote your products and services

•	 Generate leads

 

Our integrated solution combines:

•	 Traditional print advertising options  

in our magazine

•	 A presence on our website capitalmag.ca

•	 A custom social media campaign to drive traffic  

to your sponsored content and your website

CAPITAL will allow you to maximize your return on 

investment by leveraging the best of what our print and 

web properties have to offer.

 

We Invite You to Participate!
To build your business and brand in the National 
Capital Region and beyond, we invite you to 
participate in our multichannel advertising solution 
to amplify your message.
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The Magazine

CAPITAL magazine is co-published two times 
a year by the Ottawa Board of Trade and 
gordongroup.

CAPITAL magazine creates a space to celebrate 
Ottawa businesses. It reveals the breadth and 
diversity of our region’s economic activity. Each 
issue offers an exclusive glimpse into different 
facets and issues affecting our local business 
environment.

Business excellence is about making the 
right decisions and staying informed. 
CAPITAL’s editorial team provides executives, 
entrepreneurs, decision makers, and thought 
leaders with cutting-edge articles, interviews, 
and reports on issues that affect Ottawa’s 
bottom line.

CAPITAL explores the region’s successes and 
examines lessons learned. It informs readers 
with insightful pieces about what makes the 
Ottawa business community unique.
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WOMEN FOR THE FUTUREFOCUSING ON EQUALITY TO           
DRIVE ECONOMIC GROWTH AND COMMUNITY HEALTH

 MAGAZINE OF

THE BUSINESS 
VISIT OUR WEBSITE!CAPITALMAG.CA
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MAGAZINE OF
THE BUSINESS 

     FALL 2021

IMAGINE
OTTAWA

LEVERAGING 
LESSONS 
LEARNED TO 
BUILD BACK 
BETTER

"LETS GET OTTAWA'S 
SWAGGER BACK"

P. 14

RETURNING 
TO THE OFFICE: 

Issues & Options

BUILD BACK BETTER
A green, dynamic world class city

OTTAWA'S BOOMING 
REAL ESTATE MARKET



The Website

The CAPITAL media enterprise’s online  
presence is found at capitalmag.ca.  
Here we incorporate all of the engaging 
design elements of the print edition, adapted 
for the online experience, with user-friendly 
navigation,articles, advertisements and social 
sharing tools.

The platform is optimized for viewing on  
laptops, smart phones and tablets, so that 
readers can access it and share content on 
any device.

capitalmag.ca re-casts the magazine in two 
ways: one as an Issuu version of the print  
edition that can be ‘turned’ page by page; 
and the other as stand-alone articles and 
sponsored content that can also be shared by 
viewers in a variety of ways. 

Full-page print ads have their digital box ad 
counterparts featured as well.
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Capital Magazine at 
Ottawa’s Macdonald–Cartier 
International Airport

Print Distribution Channels

CAPITAL is shared with members of the Ottawa Board of Trade, which has a 
150-year history of supporting the local business community. 

The Ottawa Board of Trade is proud to be the largest independent business 
association in Ottawa, with 1000 + members that employ more than 94,000 
people. Chamber members include small, medium, and large businesses 
across a wide range of industry sectors.

CAPITAL is also distributed at all business events organized by the Ottawa 
Board of Trade as highlighted on the next page. Additional distribution 
channels include:

•	 TEDx Kanata

•	 Innovation Centre at 

BayviewYards

•	 CAPITAL Launch events  
(either live or virtual)

•	 The Corporate Centre Canada 
(TCC) – co-working spaces with 
5 Ottawa locations

CAPITAL is also available at select high-traffic locations across 
Ottawa, including:

•	 The Westin Ottawa

•	 Lord Elgin Hotel

•	 Fairmont Château Laurier

•	 Delta Hotel Ottawa

•	 Ottawa Centre Bus Station

•	 VIA Rail Ottawa and Fallowfield 
Stations

•	 Byward Market Square 

Advertisers can rely on the CAPITAL media enterprise to reach a broad 
audience in the private, public and non-profit sectors including those 
working in:

•	 Law

•	 Finance

•	 Gov’t & Public  Relations

•	 Communications

•	 Management Consulting

•	 Hospitality

•	 Sports & Entertainment

•	 Human Resources

•	 Embassies & Consulates

•	 Real Estate

•	 Technology

•	 Environment & Sustainability
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Event Exposure

CEO Talk
Ever wish you could peek inside the mind of a 
local CEO? Join the business community as 
CEOs, past and present, talk about various 
business-related topics, and listen as they 
share their personal stories of success. This 
stimulating series aims to provide a forum 
for participants to gain valuable insight on 
achieving growth and advancement in their own 
professional activities.

Forty Under 40 Awards Gala  
June 2022
The Forty Under 40 is a prestigious and sought-
after award honouring the achievements 
of forty business professionals under the 
age of 40, who epitomise business success, 
professional expertise, entrepreneurship and 
community building.

Mayor’s Breakfast Series   
on-going, monthly
Presented eight times annually, the Mayor’s 
Breakfast Series is a popular event, where guest 
speakers include high-profile political, business  
and community leaders. Mayor Jim Watson also 
updates attendees on recent City Hall issues  
and initiatives. 

Best Ottawa Business Awards Gala 
(The BOBs) November 2022 
The Best Ottawa Business Awards is an annual 
award ceremony and gala that celebrates 
Ottawa’s history of innovative, ethical & 
profitable business and recognizes its innovation 
& entrepreneurial spirit. 

Ottawa’s Best Networking Golf 
Tournament August 2022
This annual golf tournament, one of Ottawa’s 
largest, attracts top corporate executives, 
entrepreneurs, local politicians, and community 
leaders for entertainment and networking while they 
play one of two exclusive 18-hole private courses.

CAPITAL Launch Event
June 14 or 15 2022
Two times a year we celebrate the launch of the new 
edition by hosting a special networking event that 
showcases highlights and contributors.

You can also talk to your sales agent about special event 
sponsorship opportunities.  

The Board also hosts more than 40 high quality networking events every year,  
where CAPITAL will be distributed. Top events include:



Multiple Ways to Reach Your Audience!

Whether online or in print, CAPITAL magazine 
will allow you to maximize your return on 
investment by leveraging the best of what our 
print and web properties have to offer.

BOX AD

SPONSORED CONTENT

PRINT 
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Driving Your Sponsored Content Further

Sponsored Content

You are an expert in what you do. Share your knowledge and 
demonstrate thought leadership by placing a sponsored 
content piece in CAPITAL.

A talented writer will work closely with you to craft a compelling 
story that provides value to our readers, and benefits to you. Your 
sponsored content will be placed in both the print edition, and on 
the CAPITAL website along with that edition’s regular articles. All 
editions are Archived for future reference on the site.

To maximize impact, sponsored content will blend in with our 
editorial theme for the issue.

Video Version

Video is the darling of content marketing. It is naturally 
engaging and, in an age of information overload, it quickly 
captures attention and draws viewers in. 

We can help make this trend work for you. If you prefer 
leveraging the power of video, we can also make that happen. 
Just let us know and we can provide a quote for full production, 
and assign both a scriptwriter/interviewer and a videographer to 
craft your short video sponsored content piece.

We can help make this trend work for you.

Prerequisite: You must purchase an Ad or Sponsored Content 
placement in the print publication to purchase the SlideShare  
and YouTube video option.

Social Media Campaign Bundle

An optional and highly-recommended value-add for your Sponsored 
Content purchase is our custom Social Media Campaign Bundle – 
designed to amplify your message even further within the OBOT 
network and business community; and drive people to your 
website too!

The skilled and well-connected Ottawa Board of Trade social 
team is poised to promote your sponsored content piece to 
their extensive multi-channel followers. And, as a bonus, also 
curate posts to drive viewers to your website. This two-pronged 
approach is the best of both worlds as it gives you ‘endorsed’ 
exposure to OBOT’s extensive social media network, while also 
driving new visitors to your organization’s url.

And, of course, you can like and share all of these OBOT curated 
posts on your own channels to further boost your reach!

How it Works:

One sponsored content purchase equals:

•	 8 distinct and curated social media posts cross-promoted 
across OBOT’s LinkedIn; Facebook and Twitter channels  
(8 x 3 = 24 posts)!

•	 4 of these posts promote your Sponsored Content piece; and 
4 curate a short and compelling preamble that drives viewers 
to your website!

•	 One post per week on the three channels and we stagger 
them (one week sponsored content; the next week driving to 
your site; and so on for 8 weeks.

+

MEDIA KIT 2022



Driving Your Sponsored Content Further

Infographics

“Success in our connected world requires that we isolate the 
speci�c information we need and get it to those we work with” 
- Richard Saul Wurman, Information Architecture

Infographics are visual representations of information, data, or
knowledge intended to present information quickly and clearly.
We are now in the age of visual information where visual content 
plays a role in every part of life. As 65 percent of the population
are visual learners, graphics are key to engaging readers.

Our team of designers will craft infographics specifically to
your content, you can then use the infographic in many
different ways for your marketing needs:
in a presentation, or newsletter, on your website, etc.

How it works:

You can purchase an infographic component to your sponsored
content, it could be a half-page or a full-page infographic.
You will be provided with a final PDF version that you can
adapt to your marketing campaigns.

 

MEDIA KIT 2021

Shop remotely, shop 
online at local 

businesses. 

Website designers, developers, and 
social media experts! O�er your 
services to local businesses that 
don’t have an online presence to 
help them sell and promote online.

Buy gift cards or credit 
for later from your 

favorite restaurants, 
stores, hair salons, spas, 
childcare providers and 

hardware store.

14%

29%

37%

20%

Great deal

Moderate

Not much

Not at all

To what extent has
the pandemic harmed
your household’s finances?

6%

70%
24%

Increased

Declined

Same

Confidence in
local economy

Driving Your Sponsored Content Further

Infographics

“Success in our connected world requires that we isolate 
the specific information we need and get it to those we 
work with”

-Richard Saul Wurman, Information Architecture

Infographics offer visual representations of information that 
are easy to understand. In this age of visual information, we’re 
imparting more content at a glance. This is for good reason: as 
65 percent of people are visual learners, graphics play a key 
role in engaging and teaching readers.

Our team of designers shapes each infographic to fit its 
content, offering ease of engagement through stunning 
organizational clarity. And, because the format offers 
versatility, they’re easy to repurpose in presentations, 
newsletters, brochures, and online.

Here’s how it works:

Ask to purchase a half or full-page infographic inclusion with 
your sponsored content. Then, once we’re finished the design, 
we’ll provide you with a PDF version you can adapt to your 
marketing campaigns!

MEDIA KIT 2022



The Editorial Line-Up*
June 2022 | Spring

CITY BUILDING
We are pleased to launch the Spring 2022 edition of CAPITAL Magazine. Continuing with the theme of city 
building in past issues, we will highlight Ottawa’s growing reputation as a world-class city in which to live and 
conduct business. 

This issue will illustrate how Ottawa offers residents and visitors all of the amenities of a large cosmopolitan 
capital city, while retaining a local, liveable community presence, with quick proximity to attractions outside of 
the urban area, such as the beautiful Gatineau Hills.   

It will discuss plans for an exciting, revitalized downtown core and how that has become a key component of the 
city’s long-term comprehensive economic plan. 

It will also examine the quality lifestyle and culture, including Indigenous culture, that Ottawa is famous for, 
drawing in tourists from across Canada and around the world who are attracted to its exciting diversity, and 
events that include professional entertainment at the National Arts Centre, world-famous festivals, live music 
events, and so much more. 

We will take you inside several of Ottawa’s internationally renowned leading-edge educational and medical 
institutions, to learn about their unique work and accomplishments. 

As with past issues, business and community leaders will weigh in with their viewpoint on what makes Ottawa a 
special place to live and work, as we continue to build our unique world-class city.

December 2022  
OTTAWA: REIMAGINED AND REVITALIZED 

Our enterprise offers exposure in both CAPITAL’s print and digital magazines, and our 
new custom social media campaign amplifies your messaging on Ottawa Board of Trade’s 
channels – driving traffic to both your sponsored content, and your website. 

Contact:  
Stephan Pigeon  
spigeon@gordongroup.com  
819-209-3344
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 W HEN WE THINK ABOUT 

PEOPLE WITH DISABILITIES, 

a person in a wheelchair or 

someone with a white cane 

or hearing aids might come to mind. But, 

disabilities are far more prevalent than we 

think—they’re just not as visible as those 

described above. One in five Canadians 

older than 15 have one or more disabilities, 

according to a 2017 Statistics Canada report. 

Non-visible disabilities include mental 

health and memory or learning challenges 

such as dyslexia. They can even be related 

to chronic pain through such conditions as 

fibromyalgia, Crohn’s disease or arthritis.

A shortage of talent in the Ottawa 

area should prompt businesses to tap 

into the talent pool that includes people 

with disabilities. Rethinking traditional 

recruitment practices could ensure you’re 

reaching what are often considered 

untapped pools of talent.
“One of these untapped pools of talent 

includes post-secondary students with 

disabilities,” says Julie Caldwell, assistant 

director of program operations at the 

David C. Onley Initiative. 
The David C. Onley Initiative for 

Employment and Enterprise Development, 

a two-year project between Carleton 

University, Algonquin College, University 

of Ottawa and La Cité Collegiale, aims to 

reduce the employment gap for post-second-

ary students and graduates with disabilities. 

“These are students with undergraduate 

and graduate degrees, diplomas and certif-

icates who have also had the opportunity 

to develop work-integrated learning expe-

riences through co-op, apprenticeships, 

internships and other leadership opportu-

nities, and who are ready to embark upon 

a meaningful career path,” says Caldwell.

An inclusive and well-defined post-

secondary recruitment strategy can 

contribute to a company’s growth, help 

expand its brand, and even help its bottom 

line. And to simplify the process, post-

secondary institutions have created 

employment pathways that help businesses 

access students and graduates and start 

building a more inclusive workforce. 

Be clear  
on your needs

Identify skills, previous experiences 

and academic knowledge required to 

be successful in the role in question. 

Consult your diversity team, or an 

expert, to ensure you’re creating an 

inclusive work environment to support 

the needs of all employees.

Write a clear  
position description

Be sure the description doesn’t include 

tasks that could exclude someone, such 

as indicating a need for physical demands 

such as lifting boxes that may not be 

essential for the role. This could limit 

your talent pool. In addition, include 

a description about the company and the 

work environment. Knowing whether 

the office is open-concept, or high traffic, 

for example, can help candidates decide  

if it might be a fit. 

Discuss how best to mentor a student 

or graduate in the role 

Identify a mentor and be prepared to talk 

about the students’ accommodation needs 

at work. Ask about their learning style and if 

there are resources the company can provide 

to support their success. 

Identify three to five  

post-secondary institutions

Do your research. Identify institutions 

that offer academic programs that address 

your company’s needs as well as provide 

opportunities for work-integrated learning 

for students while in programs.

Identify employment pathways that  

meet your business needs

Work with campus career offices to identify 

which employment pathway is right for 

you. While co-op is most widely used, there 

are other options. Check out cewilcanada.ca  

to learn more about work-integrated 

learning opportunities in line with your 

company’s needs. 

For more, check out AbleTo.ca or contact 

Julie Caldwell at info@onleyinitiative.ca or 

see Twitter @AbleToOttawa. 

Five top tips for creating an inclusive campus recruitment strategy

1 2 3 4 5

Accessibility  
for all.

The DCOI has developed 

a new symbol to help 

businesses show they are 

committed to accessibility 

for all employees. Download, 

print and position the 

identifier around your 

workplace and include it 

in email signatures and 

on job postings to show 

your company’s dedication 

to providing an inclusive 

environment. 

Visit AbleTo.ca for  more 

information.

twitter.com/abletoottawa

linkedin.com/company/ 
david-c-onley-initiative/

facebook.com/OnleyInitiative/

instagram.com/abletoottawa/

ableto.ca

Creating
an inclusive campus 
recruitment strategy 

Deputy Minister, Public Service Accessibility, Yazmine Laroche visits the DCOI’s October 2019  

“Careers in Government” event.

CAPITAL/David C. Onley 
Initiative
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CAPITAL CONTEXT

OTTAWA, OUR NATION’S 
capital and the heart of our 
country has an opportunity to 
be known as a global, iconic 
city by embracing diversity and 
ensuring inclusion. Never has 
the time been so right to expand 
on our country’s reputation 
for multiculturalism to include 
all differences in abilities, 
backgrounds, gender, and 
thinking in a meaningful way. 
We have a responsibility to lead 
and level up true inclusion so 
that our community may realize 
its full potential and create 
prosperity for generations.

It is time for a movement. We 
need a ramping up of not just 
acceptance but appreciation for 

the richness that can be found 
between us. We need leaders to 
share the why and demonstrate 
the how. We need businesses, 
government, and organizations 
to set visions that inspire others 
and clearly set out the collective 
benefits of actively embracing all 
diversity in our neighbourhoods, 
workplaces, and schools. Let us 
not leave any resource untapped. 
There is a place for everyone in 
our community.

Thank you to the contributors 
of this edition for sharing 
your approach to diversity 
and inclusion, as well as 
some valuable best practices. 
The themes herein can be 
transferred to any business 

and organization as well as 
our community, our family, 
and personal networks. We are 
all connected. And we will all 
benefit when we commit to the 
vision of a community that is 
known for deep collaboration 
and radical gratitude. Any good 
movement requires a few key 
elements; WHY. WHAT. HOW. 
Here we go!

WHY D&I?
Diversity and inclusion 

provide an opportunity for 
our business community that 
we must capitalize on as our 
economic landscape evolves 
constantly and quickly. Our 
ability to adapt, be creative, and 

identify new business directly 
correlates with our level of 
commitment to D&I. In fact, it is 
a business imperative.

Embracing diversity and 
integrating differences directly 
impacts bottom-line results. 
Companies who have made D&I 
a priority report:
• a greater understanding of 

their markets;
• more efficient and creative 

problem solving and;
• fewer workplace issues.

In addition, with talent 
shortages remaining in the 
top three issues identified by 
business leaders, access to and 
development of non-traditional 
labour pools is key. The flip 

side is that employees have 
identified workplace culture 
and company values as deciding 
factors when choosing an 
employer.

 Finally, consumers are 
looking for ways to influence 
world change with their 
dollars. Many even committing 
to impact investing. There 
is no question diversity is 
the foundation of our future 
business and community 
development. The question 
is whether we will seize the 
opportunity.

SETTING THE STAGE
Once we fully articulate 

why diversity is a key strategic 

tool for business growth then 
we must set our business up 
for success by declaring our 
vision and our goals. Then 
measuring our progress.  Our 
ability to leverage diversity 
starts with our intention. 
How many women will be on 
your executive team in the 
next two years? How many 
students will you hire from 
the local disabilities program? 
What percentage of your 
employees will report a high 
level of belonging? Obviously, 
the goals will change by 
business and industry however 
setting expectations will ensure 
a sustained focus, ongoing 
improvement, and business results.

CREATING THE CULTURE
Setting your D&I priorities 

must be backed up with a plan 
that inspires and involves 
everyone in your organization. 
It starts with hiring practices, 
training, and performance 
management. Your commitment 
to diversity and inclusion must 
be clearly identified in your 
values, policies, organizational 
structure, and corporate social 
strategy.

But it is much more than 
just setting up the standard 
tools. When it comes to 
diversity, those of us with the 
best intentions still fall victim 
to long-standing and even 
unconscious biases that can 

influence our approach and 
decision making. We must 
actively filter all decision making 
through the D&I lens. Employee 
engagement and client feedback 
mechanisms should seek to 
identify potential issues and 
opportunities for improvement.

THE BOTTOM LINE
Diversity and inclusion build 

the foundation for individual 
well-being, business growth, 
and community prosperity. It 
is a complicated concept that 
requires a clarity of vision, leader-
ship, and constant commitment. 
It is not an easy undertaking, but 
it is a worthwhile one. Cheers to 
us. All of us.

by Sueling Ching

Diversity Matters
Creating a competitive edge for Canada’s 

Capital Region

* These topics are subject to change.
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CAPITAL/Hydro Ottawa

HE PERCENTAGE OF POWER LINE TECHNICIANS AT HYDRO OTTAWA WHO ARE WOMEN? Regrettably, less than 1 per cent, says Donna Burnett Vachon, the utility provider’s Director, Change and Organization Development. Hydro Ottawa’s commitment to changing that situation? “That,” says Donna, “is definitely 100 per cent.”
The challenge to attract more women – and the commitment to meet that challenge – is not unique to Hydro Ottawa, says Guillaume Paradis, the company’s Chief Electricity Distribution Officer. Nor is the problem limited to the trades. “Yes, the need to attract more women to fill trades positions is definitely a priority. And while the situation is better in engineering, management and leadership positions, there is always room for improvement there as well.”

In fact, few companies are doing more to attract women and minorities than Hydro Ottawa. For example, as a founding signatory of the Leadership Accord on Gender Diversity for the Canadian electricity sector, it is committed to opening the doors to more women and implementing practices that will enable women to move up the ladder. And as part of its Diversity and Inclusion Plan, Hydro Ottawa is actively working on more than 70 initiatives to promote employee awareness, training and support, including its Women’s Inclusion Network who passionately promote gender diversity across the company.
The utility has also partnered with Algonquin College on a three-year pilot 

project called We Saved You a Seat for the jointly delivered Powerline Technician Diploma Program. The goal of the project is to actively recruit women in STEM (science, technology, engineering, math) programs and to attract more women to non-traditional careers – like a power line technician. To help make that happen, the college has reserved 30 per cent of its classroom seats in the program for qualified women, is raising awareness of the career opportunities available for women in technology and the trades, and providing program support such as mentoring and financial incentives.
Launched in 2018, We Saved You a Seat is showing promising results. Algonquin College and its participating partners were recognized earlier this year when the project won an award of excellence from Electricity Human Resources Canada. “We’re delighted with our partnership with Algonquin College,” says Donna. “And we expect to reap the rewards that come 

Hydro Ottawa Renews its Efforts to Attract More Women to the Trades

T “We’re delighted with our 
partnership with Algonquin 
College and we expect to reap 
the rewards that come with 
the increased participation 
of women in STEM programs 
well into the future.”

with the increased participation of women in STEM programs well into the future.”At the same time, Hydro Ottawa recognizes that it needs to reach out to women before they start seriously considering career choices. That means promoting the possibility of a career in the trades to girls in the early stages of high school and even elementary classes, says Guillaume. “The fact is, women are not knocking down our door for trades careers at the moment. To change that, we believe we have to reach them at the earliest stages of career development.”
But attracting women to the job is only part of a winning equation, he says. “We also have to make the jobs attractive to women. To do that, we have to emphasize the fact that a career with Hydro Ottawa – or any career in the trades – can be challenging, enjoyable and financially and professionally rewarding.”The leadership team at Hydro Ottawa knows that the path forward will likely be difficult at times – the utility sector is still viewed by many as a male-dominated industry. But they recognize that a successful effort to attract women benefits everyone: the woman who finds a rewarding (albeit somewhat unexpected) career; a company that more accurately reflects the customers it serves; and Hydro Ottawa, who can draw on the experience and talent of a truly diverse workplace.

“What better time than International Women’s Day (March 8),” says Donna, “to renew our efforts to attract talented and committed women to an organization that welcomes them, supports them and rewards them for the work they do.”

Female Student in Joint Algonquin College Hydro Ottawa Powerline Technician Diploma Program
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CAPITAL/OLIP

DIVERSITY AND INCLUSION are 

good for business—but they’re 

the tip of the iceberg when it 

comes to creating equitable 

organizations.

That’s the wisdom emerging from a group 

of leaders and equity specialists in Ottawa 

who have been working together on inclusion 

in their organizations for the past eight years, 

through the Equity Ottawa initiative.

Created by the Ottawa Local Immigration 

Partnership (OLIP) and Centretown 

Community Health Centre, Equity Ottawa 

enables local organizations to strengthen their 

capacities for equity. For partner organizations, 

that means improving human resource policies 

and practices so that immigrants, racialized 

people and other equity-seeking groups 

have equal opportunities to contribute their 

talents. It also means removing barriers to 

equity in organizations’ governance, service 

delivery, product development and marketing 

strategies, community and client engagement, 

performance measurement, and organizational 

culture—including practices that may 

unknowingly perpetuate biases, such as 

assessments of an employee’s “fit” that don’t 

accommodate cultural differences.

“Strategic and sustained actions in a range 

of domains are essential to achieve equitable 

organizations purposefully and progressively 

over time,” explains Hindia Mohamoud, 

director of OLIP. “Equity Ottawa provides 

a forum for partners to have ‘courageous’ 

conversations about persistent inequities, 

and to co-create solutions.”

Equity Ottawa provides organizations with 

opportunities for learning, dialogue, peer 

support and collaborative planning. Together, 

the partners have developed an action plan to 

address equity barriers—and monitor results. 

First up is to measure progress across Ottawa 

organizations in improving representation of 

equity groups at senior management levels.

“Ottawa’s population and workforce are 

increasingly diverse, and the city’s economic 

prosperity will depend increasingly on 

immigrant talent,” says Mohamoud. “Local 

organizations are making progress, for example 

in enhancing diversity in senior leadership. 

Partners are also introducing equity and anti-

racism policies, implementing workforce 

diversity audits, improving their equity data 

collection systems, and establishing structures 

for planning and monitoring equity, such as the 

City of Ottawa’s new anti-racism secretariat. 

We look forward to continuing to facilitate 

these important efforts.”

Equity Ottawa includes municipal 

organizations, health service providers, 

educational institutions, social service 

agencies, and other organization and 

community stakeholders. Participation is 

open to interested organizations. Equity 

Ottawa has received support from the 

Ontario Trillium Foundation and is sustained 

through partner engagement. olip-plio
.ca

Hindia Mohamoud, director of OLIP

BUILDING EQUITABLE ORGANIZATIONS: 

EQUITY OTTAWA

BY DENISE DEBY

D ECRUITING A DIVERSE workforce begins with a 

deep analysis about how the behaviour of people 

and systems influence and impact the organization’s 

ability to establish an inclusive 

environment; one that respects individuals 

for their talents, skills and abilities to the 

benefit of the collective.   

 Having biases is human. How would 

your employees rate your organization on 

the meritocracy and inclusivity of your 

HR practices? Despite our best intentions, 

when unconscious bias gets in the way, 

the outcome may not result in our desired 

impact of an inclusive workplace.  The key 

to success is creating a safe process for an 

open dialogue across all levels and teams to 

better understand what people are unwilling 

or unable to report. 

 Successful recruitment programs take 

into consideration  how the systems in 

the organization may include or exclude 

various groups based on the unconscious 

R

biases of the ‘insider groups’ that exist in every organization. Our 

belonging to an insider group can have a greater influence on our 

perspectives, experiences and behaviours than if we were left to 

interpret situations from our individual 

perspectives. Understanding the various 

insider groups in an organization can shed 

light on how selective perceptions may 

result in placing a higher or lower value on 

screening criteria at the various stages of 

recruitment. These selective perceptions 

may also impact the decisions affecting 

the growth and development of employees 

throughout their tenure in the organization.  

At the organizational level, consider the 

impact insider groups are having on the 

organization’s culture, philanthropic 

activities, as well as customer outreach 

and support. It all starts by opening up the 

dialogue and inviting outsiders into your 

insider groups to creatively problem solve 

around how best to be inclusive. From 

that open dialogue, diversity and inclusion     

will flourish.

How to Successfully Hire 

a Diverse Workforce

Karen Brownrigg, CHRL, CEC

Senior human resources leader and executive coach
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Rates 2022* Ad and Sponsored Content Specs

PRINT Bleed Non-Bleed

Magazine Trim Size:  

8.375” x 10.875”

*Sizing below reflects  
trim size. Add 0.125" bleed 

beyond trim size on all sides. 
Live area is 0.25" in from trim 

on all sides.** 

Double Page Spread* 16.75" x 10.875"  
+ bleed* (see above)

15.75” x 9.875”

Full Page* 8.375" x 10.875" + bleed* 7.375" x 9.875"

Half Page Vertical 4" x 10.875" + bleed* 3.5" x 9.875"

Half Page Horizontal 8.375" x 5.35" + bleed* 7.375" x 4.8125"

ONLINE

* Free Box Ad on capitalmag.ca (with full and double page spread)  
300 px wide x 250 px, 72 dpi minimum, 100% quality PNG. 
Please include a URL to link the ad to the website of your choice.

File specifications
File Format: PDF/X-1a:2001, with fonts embedded. Include crop marks for bleed ads
File Resolution: 300 dpi
Colour Process: CMYK
Magazine Trim Size: 8.375" x 10.875"
If needed, Magazines Canada provides instructions on how to create a suitable PDF/x-1a:2001 file, 
available at: www.magazinescanada.ca/advertising/production/tools
Ottawa Board of Trade members receive a 5% discount

Deadlines for Spring 2022 (June) edition:
Booking: April 22, 2022	 Material: May 6, 2022

Submitting files
Send files to: tmcmillan@gordongroup.com	  

*Sizing reflects trim size. Add 0.125” bleed beyond trim size on all sides. Live area is 0.25” in from trim on 
all sides.
**For advertising spreads, please leave 0.375” type safety on either side of the gutter.

Contact: Stephan Pigeon 
spigeon@gordongroup.com
819-209-3344

PRINT 1x 2x

Double Page Spread $4,000 $3,600

Full Page $3,000 $2,700

1/2 Page (vertical or horizontal) $1,750 $1,575

PREMIUM POSITIONS 1x 2x

Inside Front Cover (IFC) $3,800 $3,420

Opposite IFC $3,200 $3,420

Inside Back Cover $3,500 $3,150

Outside Back Cover $4,00 $3,600

SPONSORED CONTENT

1 Issue      

1 page = $3,000  (Approx. 300 words) 
$500 extra for custom 

writing and design.

2 pages = $ 4,500  (Approx. 600 words) 
$600 extra for custom 

writing and design.

CUSTOM SOCIAL MEDIA CAMPAIGN BUNDLE

Only $500 for a Custom Social Media Campaign 
to further amplify your Sponsored Content! 
Please refer to preceding page for details.

*Discount rates may apply
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What People Are Saying

“Congratulations on launching CAPITAL magazine. It is very 
well done and FILLS AN IMPORTANT NEED.”

—Dr. Mark Kristmanson
Former CEO, National Capital Commission

“CAPITAL magazine is for learning about business leaders, 
collaboration, and the partnerships that are taking place. 

Even the advertisers; There are a lot of businesses I haven’t 
necessarily heard about or know about.”

—David Gourlay
President, Ottawa Champions Baseball Club

“CAPITAL magazine is a great new addition to the business 
landscape in Ottawa, providing an important platform for key issues, 

stakeholders, and the OTTAWA BUSINESS COMMUNITY.”

—Michael Crockatt
President and CEO, Ottawa Tourism

“CAPITAL magazine is clean, crisp media for professionals in Ottawa. 
Our first full page ad generated many calls that quickly led to new 

clients. We really appreciate being associated with this close group 
of businesses in our country’s capital.”

—Tina Bishop
Rock Solid Computer Services
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General

•	 The Publisher accepts advertising consistent with its 
mission. We attempt to only accept advertising from 
reliable vendors; however, the Publisher cannot be held 
responsible as to the contents of advertisements, the 
products offered, or the viewpoints expressed therein, 
which may or may not be those of the Publisher.

•	 The Publisher reserves the right to refuse or 
discontinue any advertising without recourse or 
explanation. Rates may change without notice.

•	 Acceptance of advertisements does not indicate 
endorsement of any advertisers, products, or services.

•	 The Publisher reserves the right to reject any 
advertorial advertising that includes a byline or 
is designed to resemble the editorial pages of the 
magazine – including the use of matching fonts. The 
word “Advertisement” may be placed above copy that, 
in the opinion of the Publisher, resembles editorial 
material. 

•	 Advertisers and/or advertising agencies assume  
full liability for all advertising content (including text, 
representation, and illustrations) and for claims made 
against the Publisher that result from advertisements 
printed.

•	 This agreement is governed by and construed in 
accordance with the laws of the Province of Ontario 
and the federal laws of Canada applicable therein. 
Any proceeding relating to the subject matter of this 
Agreement shall be within the exclusive jurisdiction of 
the courts of the Province of Ontario. 

Advertising Policy

MEDIA KIT 2022

Payment & Discount Policies

•	 Invoices are issued upon Insertion order.

•	 Payment is due in Canadian funds, NET 30 days.

•	 All advertising rates are net – applicable taxes are in addition 
to rates specified on the rate card. 

•	 Discounts will be rescinded on accounts not paid within 30 days 
of invoice date.

•	 Any unpaid invoices after NET 30 days are subject to penalty 
interest of 2.5% per month

•	 For invoicing questions or concerns please contact: 

Amber Vaughan 
avaughan@gordongroup.com, 

Cancellations

•	 Cancellation and change orders must be made in writing 
and received by the advertising editor 30 days prior to the 
advertising deadline date. Cancellations or changes received 
after this date will be billed as originally invoiced.

•	 Advertisers who have purchased ad space on multiple 
appearance discount rates, but who prematurely with 
draw their advertising, will be subject to retroactive billing 
at the single ad rate for the ads that ran prior to the 
cancellation.

•	 All ad cancellations must be in writing.


