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EDITORIAL

The EV revolution
The topics covered in the third issue of our 
Automotive Innovations Magazine (AIM) reveal the 
extremely rapid evolution of EVs, an emerging market 
that has become, in just a few years, a real industry.

Just like a painter drawing the sketch of his painting on 
a blank canvas, AIM now shows the contours of this 

new industry, the industry of sustainable mobility.

By fully embracing the sustainable development 
movement, our magazine, through its 
journalists and sponsors, takes us into a world 
of knowledge that has never been explored 
before. This is only the beginning, because 

the accelerated evolution of our learning in 
sustainable mobility has been transformed into 

a profound revolution impacting all players in the 
industry.

The organizations and associations in the EV field now have 
a media platform of choice. Here are some organizations that are 
involved in this vast project:

• Electric Mobility Canada (EMC)

• Association des véhicules électriques du Québec (AVÉQ)

• Propulsion Québec

• Innovative Vehicle Institute (IVI)

• Club Tesla

• Canadian Association of Municipal Fleet Managers (CAMFM)

• Coalition zéro émission Québec (CZÉQ)

Not to mention the automobile manufacturers, who are responsible 
for the electrification of transportation, and many Canadian 
companies already engaged in the research and production of 
innovative vehicles, such as Lion in Québec, who is the subject of an 
article in this issue.

AIM’s mission is to bridge the gap between EV development and 
the automotive industry, including fleet managers, municipalities and 
governments.  

This mission requires us to listen proactively in order to disseminate 
accurate and constructive information, not only to the players and 
partners in the EV market but also ultimately to consumers and 
associations representing all aspects of the automotive industry in 
Québec and elsewhere in Canada.
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PAST AND MODERN INNOVATIONS BY LUC GAGNÉ

EVS: TERMINATOR TO THE RESCUE
Hiring Arnold Schwarzenegger – the Terminator – to 
promote EVs is an ambitious idea! This is what Veloz, a 
non-profit organization dedicated to the promotion of 
e-mobility, actually did. 

For an advertising campaign called “Kicking Gas” aimed at 
the media and social networks, the Hollywood megastar 
and former governor of California turned into a rebellious 
and cynical salesman. These comic clips produced for this 
campaign can be watched online: www.electricforall.org.

“Our goal with Kicking Gas is to bust barriers and kick 
down the norms of traditional electric car campaigns,” 
said Josh Boone, Executive Director of Veloz.

AND THE MITSUBISHI WINNER IS…
Mitsubishi made someone happy with a contest organ-
ized as part of the auto shows presented in Canada this 
year. Jean-Marc Lacasse, from the Québec City area, 
won a free two-year rental of a 2019 Outlander PHEV 
SE Touring. 

Mr. Lacasse is familiar with the brand since he has al-
ready driven more than 180,000 km in a 2004 Galant 
sedan. In the photo, he is seen driving the Outlander 
PHEV with Daniel Dallaire (left), Québec Regional Dir-
ector of Vehicle Sales for Mitsubishi Canada, and Donald  
Marcotte (right), Sales Director of Paquet Mitsubishi. 

BACK TO THE FUTURE:  
AN ELECTRIC CAMPERVAN
To celebrate the 20th anniversary of its Silicon Valley re-
search centre, Volkswagen Group of America has made 
something old new again with the electrification of a 1962 
Type 2 van.

“As we roll out the next generation of electric and autono-
mous vehicles, innovation will increasingly define who we 
are,” says Scott Keogh, President and CEO, Volkswagen 
Group of America.

This is the purpose of Type 20 (as in 20th anniversary), a 
retro creation. Its Zen look hides a 120-horsepower electric 
motor powered by a 10 kWh battery that delivers 173 foot-
pounds of torque. 

Its equipment includes, among other things, a 2500 W on-
board charger, a biometric locking system and numerous 
directional microphones allowing all hipsters (or hippies, 
depending on the situation) who will use it to talk without 
shouting, even those sitting in the most rear seat!

LIGHTYEAR ONE:  
LONG LIVE THE SUN!
The Lightyear One is not a normal electric car. Its hood 
and roof are lined with solar panels that also help charge 
its battery.

Designed in the Netherlands, this car was unveiled in 
June. Its creators claim that it has a range of 725 km. In 
addition, thanks to solar charging, it will be able to travel 
20,000 km per year with only 25 charges, compared to 54 
for a Tesla Model S P100D.

Orders can be placed now. Available from 149,000 euros 
(about $220,000), they should be delivered in 2021.
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WHERE DEALERS STRUGGLE

 MOST IS IN HIRING THE RIGHT

 TALENT; THOSE PEOPLE WHO

 HAVE THE DRIVE, PASSION,

 AND SKILLS TO MAKE 

AUTOMOBILE SALES AND

 SERVICE A CAREER RATHER

 THAN JUST A JOB.

The auto industry faces a number of fundamental 
questions going forward, driven by advanced tech-
nologies causing an unprecedented level of change. 
Implications of these developments reverberate up 
and down the auto value chain and vehicle retailers 
have to critically evaluate every aspect of their busi-
nesses in order to adapt to the new realities of an 
evolving world.

One of the areas of greatest concern for automotive 
dealers is talent. It’s not uncommon for mass market 
dealers to see annual turnover rates of 40 to 50% 
among their sales staff and 30 to 40% service staff. 
Management turnover can also hit the 20% range. 
The old vision of dealer showrooms full of transitory 
sales staff circling unwary customers in search of their 
next commission is becoming increasingly untenable 

in a world where well-informed con-
sumers demand maximum levels of 
efficiency, personalization and trans-
parency.

In the service department, techni-
cians struggle to keep up with the 
skills necessary to maintain vehicles 
that increasingly represent a tech-
nology ‘arms race’ being waged be-
tween vehicle manufacturers. Dealers 
are also waking up to the fact that 

their customers are bringing a multitude of expect-

ations from non-automotive brand interactions. 
Clearly, new ways of thinking about how to identify, 
attract, train and retain quality retail professionals is 
needed if dealers are going to remain relevant to a 
consumer base that is already used to buying just 
about everything else online.

Changing lanes on talent in 
the auto retail sector
Are dealers ready for the realities of new technologies and customer expectations? 
With consumers buying pretty much everything online, will the dealership business 
model survive the digital age?

Ryan Robinson
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with the skills necessary to maintain vehicles that 
increasingly represent a technology ‘arms race’ being waged 
between vehicle manufacturers. Dealers are also waking up to 
the fact that their customers are bringing a multitude of 
expectations from non-automotive brand interactions. 
Clearly, new ways of thinking about how to identify, attract, 
train and retain quality retail professionals is needed if dealers 
are going to remain relevant to a consumer base that is 
already used to buying just about everything else online.¶
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Establishing a customer-centric experience can be 
challenging in an auto retail environment. Where dealers 
struggle most is in hiring the right talent; those people who 
have the drive, passion, and skills to make automobile sales 
and service a career rather than just a job. In fact, some 
dealers have taken the extraordinary step of avoiding 
candidates that have experience at other dealerships because 
they have “too many bad habits that are too difficult to 
change”. Instead, progressive dealers are hiring people that 
exhibit characteristics that better align with changing 
customer expectations.¶
¶
However, considering the time and effort many dealerships 
put into finding the “right” talent to work in their sales and ... [1]

FINDING THE RIGHT TALENT IS 
CRITICAL TO ELEVATING THE 
CUSTOMER EXPERIENCE
Establishing a customer-centric experience can be 
challenging in an auto retail environment. Where 
dealers struggle most is in hiring the right talent; 
those people who have the drive, passion, and skills 
to make automobile sales and service a career rath-
er than just a job. In fact, some dealers have taken 
the extraordinary step of avoiding candidates that 
have experience at other dealerships because they 
have “too many bad habits that are too difficult 
to change”. Instead, progressive dealers are hiring 
people that exhibit characteristics that better align 
with changing customer expectations.

However, considering the time and effort many 
dealerships put into finding the “right” talent to 
work in their sales and service departments, it is in-
teresting that many dealers say that there is little, 
if any, structured career development for new hires 
after an initial round of 30/60/90-day assessments. 
Instead, dealers tend to fall back on performance 
reviews using standard key performance indicators 
(KPIs) such as monthly sales figures and customer 
satisfaction surveys.

The problem is that these reviews rarely include 
documented, proactive feedback on dimensions 
such as leadership, teamwork, and mentorship. Deal-
ers will often hire for the immediate positions they 
need rather than implementing a strategic talent 
search based on a longer-term need assessment of 
the critical skill sets required to run the business.

Another fundamental issue is compensation where 
sales staff are incented through commissions paid 
on a per-unit basis. Additional bonuses may also be 
earned if certain volume thresholds are met. How-
ever, because of the volatility inherent in this kind 
of system, a number of dealerships have begun test-
ing new models that can help to smooth out the 
highs and lows. For example, dealership employees 
are paid a base salary that accounts for 70% of their 
compensation. The remaining 30% is paid out quar-
terly, based on performance across ten different KPIs. 
Theoretically, this new approach could make auto 
retail a more attractive career destination for a more 
diverse group of potential candidates.

THE PUSH TO DIGITIZE 
IS NOT GOING AWAY
Results from the 2019 Deloitte Global Automotive 
Consumer Study suggest that while some aspects 
of the vehicle purchasing process such as test 
drives remain difficult to digitize, a significant num-
ber of people are asking whether there is a better 

way to buy a new car. In fact, 48% 
of Canadians are either some-
what or very interested in 
bypassing the dealer for 
their next vehicle pur-
chase in favour of an 
online transaction with 
the manufacturer. As 
such, refocusing on 
core talent strategies 
in order to elevate the 
quality of customer en-
gagement through bet-
ter sales staff should be a 
critical goal for dealers.

Here are five key considerations 
for dealers going forward:

• Turnover comes at a cost as constantly de-
parting staff can have a distinctly negative 
impact on the overall business in the form 
of low morale and excessive training and ad-
ministrative costs.

• Today’s workforce is not looking to spend 70 
hours per week working in a high-stress en-
vironment with no guaranteed income. For-
ward-looking employment models should 
involve more flexible work arrangements in 
order to attract new talent into the dealership.

• Hiring, developing, and rewarding dealer 
staff to reflect the customer experience you 
want to drive is critical. However, a modern 
rewards and recognition strategy needs to go 
well beyond the tired game of coached cus-
tomer satisfaction scores.

• A new framework for thinking about feed-
back, development, and accountability is 
needed. Hiring specifically for required skills 
is a necessary shift in talent strategy going 
forward. The need to manage sales trans-
actions is becoming far less valuable than 
managing the people that provide a compel-
ling customer experience.

• The talent market is evolving and the need to 
offer careers over jobs has never been more im-
portant. Actively marketing career opportun-
ities in today’s job market is essential for cap-
turing candidates with the highest potential.

Ryan Robinson is the Global Automotive Research 
Leader for Deloitte. He can be reached at  
ryanrobinson@deloitte.ca

BY RYAN ROBINSON
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Graphique : niveau d’intérêt à acheter votre prochain véhicule en ligne auprès du 
fabricant 
 
Source : Étude mondiale sur les consommateurs de l’industrie automobile pour 2019 
de Deloitte (Canada) 
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Level of interest in acquiring 
your next vehicle online from 
the manufacturer

Source: 2019 Deloitte Global 
Automotive Consumer Study 
(Canada)
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THE QUÉBEC STANDARD AIMS

 TO STIMULATE THE SUPPLY OF

 ZEVS AND LOW-EMISSION VEHICLES

 IN ORDER TO ALLOW QUÉBEC

 CONSUMERS TO ACCESS A GREATER

 NUMBER OF PLUG-IN VEHICLES AND 

A GREATER VARIETY OF MODELS.
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The Coalition zéro émission Québec (CZÉQ) is 
a non-profit association incorporated in Québec. 
“CZÉQ’s mission is to support our governments in 
adopting (by the federal government) and mon-
itoring the implementation (by the province of 
Québec) of a zero-emission vehicle standard (ZEV 
Standard). The ZEV Standard is sometimes referred 
to as the Zero Emission Act. Such legislation already 
exists in fourteen U.S. states, and British Columbia 
is in the process of adopting a similar legislation,” 

says Mario Langlois, President of 
CZÉQ. 

THE QUÉBEC  
ZEV STANDARD
The Act to increase the number 
of zero-emission motor vehicles 
in Québec in order to reduce 
greenhouse gas and other pollut-
ant emissions (Québec Standard) 
was unanimously adopted by the 
National Assembly of Québec in 

October 2016 and the regulations allowing its 
implementation have been in effect since January 
2018.

The Québec Standard aims to stimulate the supply 
of ZEVs and low-emission vehicles (LEVs) in order 
to allow Québec consumers to access a greater 
number of plug-in vehicles and a greater variety 
of models. The companies covered by the Québec 
Standard are manufacturers selling (or leasing) an 
average of more than 4,500 new vehicles per year 
in Québec, all light-duty models combined. Start-
ing in the 2020 model year, major manufacturers 
(more than 20,000 vehicles per year) will have to 
comply with a series of requirements specifically 
related to the sale of ZEVs. It should be noted that 
dealers do not have to meet the requirements of 
the ZEV Standard, although they are affected by 
its application. 

“In principle, the ZEV standard should enable deal-
ers to meet consumer demand with more ZEV 
models at increasingly affordable prices. On the 
other hand, the targets imposed on manufacturers 
for the years 2018 and 2019 are lower than de-
mand, and since manufacturers tend to provide 
just enough vehicles to meet the annual targets, 
the gap between high demand and limited supply 
remains very large. This gap is expected to narrow 
over time as quotas increase annually until 2025. 
Unless consumer demand increases faster than the 
targets imposed by the ZEV Standard,” says Mario 
Langlois.

The Québec Standard operates on a credit system. 
The Standard requires each manufacturer to earn 
credits based on its total annual sales of light-duty 
vehicles. A manufacturer can earn credits by selling 
ZEVs or by purchasing credits from other manu-
facturers who have accumulated excess credit. A 
manufacturer gets more credit by selling a ZEV 
with a higher range. “We will see in a future article 
how this credit system works and what distinguish-
es the Québec Standard from those applicable in 
the United States,” adds Mario Langlois.

François Bérubé is the spokesperson for the Coalition 
zéro émission Québec. 

CZÉQ’s president Mario Langlois. CZÉQ’s spokesperson François Bérubé. 

BY FRANÇOIS BÉRUBÉ 

CZÉQ: for more options
To advance the electrification of transportation, citizens founded the Coalition zéro 
émission Québec, whose actions, combined with those of their partners, led to the 
unanimous adoption of the first Zero Emission Act in Canada. Its President, Mario 
Langlois, explains the objectives and effects of this association.
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BY JOHN MORRIS

MORE EDUCATION AND OUTREACH 

FOR POLICY MAKERS ARE NEEDED. 

MORE INVESTMENT IN CHARGING 

INFRASTRUCTURE IS VITAL. HOW DO 

WE MAKE THESE THINGS HAPPEN?

Bringing the enthusiasm of a true believer, the 
practicality of an experienced business person and 
the perspective of having spent many years in govern-
ment and non-governmental organizations both here 
and abroad, Ryder sees all those things in the emer-
ging electric mobility file. “I have always been inter-
ested in public policy, the intersection of business and 
government,” Ryder explains. That puts him in the 
right place to lead EMC, an organization of some 200 
members ranging from legislators to power compan-
ies, suppliers and others, all with different immediate 
goals. In this enormous country with a broad variety 
of geographic and economic realities, those partici-
pants have an astonishing list of details to work out 
in order for Canada’s electric mobility structure to be 
successful. 

The partners in the process will succeed and EVs will 
continue to multiply according Ryder. “My eight-
year-old twin girls will likely never drive an internal 
combustion engine.” His arrival at EMC comes at a 
promising time: membership is growing significantly 
as evidenced by the record attendance at the organ-
ization’s recent conference in Québec City. Ryder 
anticipates that next year’s in Mississauga will eclipse 
those numbers as the awareness of the role of EVs 
further proliferates.

DOWN THE ROAD
So far, the EV roadmap in this country is a work in 
progress. Penetration varies enormously by prov-
ince while progress in other parts of the world, like 
Norway, races ahead. Ryder’s role is to help coordin-
ate the very many facets of the process by which 
electric mobility propagates. “More education and 
outreach for policy makers are needed. More in-
vestment in charging infrastructure is vital. How do 
we make these things happen?” Ryder considers, 
still only a few weeks into his position. “How do 
we put charging stations in a condo downtown?” 

He feels that the Government’s role remains critical 
at this stage. “While vehicle pricing remains high, 
incentives have proved effective,” he observes, not-
ing that as the numbers rise and costs come down, 
this will change. Since 60% of Canada’s electric 
supply is from clean sources, the benefits from a 

carbon perspective are clear. Industrial initiatives, 
including vehicle design and battery technology, 
mean business have a key role to play. The eco-
nomics of charging stations and their locations 
have yet to become clear. “Will a restaurant see a 
charging station as a way of attracting customers? 
Very likely,” he feels.

Where Canada is heading on the electric mobil-
ity dossier is not entirely clear, nor is the timing. 
Ryder sees clear and consistent communication of 
policy goals as vital to bring 
involved parties and the 
public along the journey. 
Ryder points to an African 
proverb: “If you want to go 
fast, go alone. If you want 
to go far, go together.”

Brad Ryder:  
road warrior, policy guide
For Brad Ryder, recently appointed President and CEO of Electric Mobility 
Canada (EMC), hauling a briefcase overflowing with both practical and regulatory 
information will be part of the job. Fortunately, he comes prepared.

Brad Ryder is  
EMC’s new president.
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WE OFFER KNOWLEDGE, BRAINS 

AND ARMS. OUR ENGINEERS ENSURE

 THAT WE ARE ON THE CUTTING EDGE

 OF INNOVATION AND THAT IVI REMAINS

 RELEVANT TO THE INDUSTRY.

IVI’s mission says a lot about its raison d’être: to sup-
port companies, mainly SMEs, in applied research, 
development, evaluation and implementation of in-
novative technologies in the field of transport.

THE IVI NETWORK
This research centre, accredited by the Natural Sci-
ences and Engineering Research Council of Canada 
(NSERC), is part of Synchronex, the network of 
59 College Centres for the Transfer of Technology 
(CCTT) in Québec. 

Affiliated with the Cégep de Saint Jérôme, IVI em-
ploys about thirty people, including no less than 19 
engineers. On an annual basis, the Institute works 
with approximately 50 clients and on approximately 
80 different projects with a budget of $3.5 million. 
IVI also sits on the boards of directors of InnovÉÉ and 
the VLIÉ project (innovative 100% electric heavy-du-
ty vehicles).

A WORLD-CLASS 
CATALYST
IVI positioned itself as a techno-
logical catalyst and an agent of 
change on a global scale. “The 
projects we support focus on elec-
trification of transport, improving 

vehicle energy efficiency, reducing GHGs and pol-
lutant emissions, and developing renewable energy 
sources in the transport sector,” says General Man-
ager François Adam.

By managing promising projects for the future, 
IVI intends to promote the expansion of Québec 
companies in the international sustainable trans-
portation market and plans to generate signifi-
cant economic and social benefits.

A SELECT CLIENTELE
Among its customers are many companies that 
have already achieved tremendous success, such 
as the Lion Electric Company, which has de-
signed and manufactured 100% electric school 
buses, minibuses and city trucks. Other partners 
include Hydro-Québec, Bombardier Transporta-
tion, Ecotuned, Nordresa, Novabus, SNC-Lavalin, 
STM and STL.

WHEN CYBERSECURITY  
COMES INTO PLAY
“We offer knowledge, brains and arms, explains 
François Adam. Our engineers ensure that we are 
on the cutting edge of innovation and that IVI 
remains relevant to the industry. For example, 
we are currently involved in the development 
of a robotic platform for agricultural vehicles as 
well as an electric city bus project for a Toron-
to-based company.”

IVI also places cybersecurity at the heart of its 
priorities. This is a major challenge for which it 
has developed extensive expertise in testing the 
vulnerability and effectiveness of the systems it 
designs.

BY RAYNALD BOUCHARD

IVI, a  
world-class 
technological 
catalyst

To better understand the role of the Innovative Vehicle Institute 
(IVI), it is important to understand the network in which it ope-
rates, learn about its partners and, above all, its main customers.

The Lion8, a 100% electric 
urban truck combining 

power, comfort and modern 
technology, will be on the road 

by fall 2019.

François Adam,  
General Manager, IVI.
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PLUGFEST IN BLAINVILLE WAS A 

GOLDEN OPPORTUNITY TO 

SHOWCASE QUEBEC AND 

PROMOTE OUR COMPANIES.

More than 250 fleet specialists gathered in Montreal 
to participate in Impulsion MTL in June, an inter-
national forum dedicated to innovative practices and 
technologies in electric and intelligent transporta-
tion (EIT). 

By discussing new solutions to modernize fleets, 
these specialists shared a common goal with the 
event organizer, Propulsion Québec: to eliminate 
obstacles to the adoption of EVs.

A DEVELOPMENT ACCELERATOR
Propulsion Québec is an EIT industrial cluster. Cre-
ated by the Government of Quebec in April 2017, 
its goal is to accelerate the economic development 
of this sector of activity, says its Executive Direc-
tor, Sarah Houde. “We are talking about Quebec 
companies that supply electric components or ve-
hicles, from scooters to trains, but also charging 
infrastructure, intelligent vehicles and intelligent  
infrastructure,” she says.

This non-profit organization wishes to eliminate the 
obstacles to the growth of this industry or, at the 
very least, reduce their impact so that the compan-
ies members of the organization.

The new Lion8 electric waste collection truck, de-
signed in Quebec and equipped with an automated 
collection hopper developed by Boivin Évolution of 
Lévis, was featured at Impulsion MTL, where it was 
unveiled as a world premiere.

More than thirty cities from across North America 
were also represented at this event, which includ-
ed discussions on the implementation of EVs and 
autonomous vehicles in fleets. “All these cities are 
potential customers for our members and cities are 
more inclined to test and integrate these vehicles 
into their fleets. And fleet vehicles are the ones 
doing the mileage. Here, we can have a real impact 
on greenhouse gases,” says the Director of Propul-
sion Québec. 

QUEBEC, A LEADER BY 2026
Propulsion Québec has given itself less than 10 
years to elevate Québec to the rank of leader in 
the sectors of activity related to EIT. By 2026, by 

mobilizing and bringing 
together the players in 
this sector, the organ-
ization hopes to con-
tribute to the develop-
ment of a core group of 
world-class companies 
in this area, in addition 
to making this province 
a privileged place to ex-
periment and use these 
means of transporta-
tion. To achieve this, 
the organization focus-
es on funding, market-
ing, labour, regulation 
and public policy, as 
well as research and de-
velopment.

It was in this spirit 
that Plugfest was held 
in Blainville, North of 
Montreal, in May. Dedi-
cated to vehicle connectivity technologies (V2X 
or vehicle-to-everything), their certification and 
deployment as well as cybersecurity, this event at-
tracted a host of specialists from here and abroad. 
“We brought this event from the United States so 
that our members could meet with major com-
panies. It was a golden opportunity to showcase 
Quebec and promote our companies,” explains 
Sarah Houde proudly.

Propulsion Québec also produces various studies on 
important sub-sectors of 
activity, such as the re-
cycling of EV batteries. 
“Quebec could become 
the centre for battery 
recycling for the entire 
Eastern part of the American continent,” she says. 
These are all projects aimed at promoting Québec 
abroad, changing regulations to allow experimenta-
tion projects to be carried out, but also at introdu-
cing the organization’s members to potential busi-
ness partners to contribute to the development of 
this local industry.

Propulsion Québec
promotes innovation
Sarah Houde tells us how Propulsion Québec intends to make an industrial cluster 
dedicated to electric and intelligent transport players.

Sarah Houde is Propulsion 
Québec’s Executive Director. 

BY LUC GAGNÉ
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MANY EV OWNERS ARE 

ALREADY OPTIMIZING THEIR

 ELECTRICITY USAGE THANKS 

TO SMART ELECTRIC METERS 

WHICH WILL CHARGE THEIR 

VEHICLE AT OFF-PEAK HOURS AT A

 FRACTION OF THE COST.

These changes are already occurring. Companies such 
as Tesla have understood from the beginning that driv-

ers need to make long trips on the 
road, hence their network of super-
chargers. They have also understood 
that commercial charging infra-
structure will in the long run only 
supplement home-based charging, 
so they produced and marketed resi-
dential charging stations. 

HOME SWEET HOME
A very large portion of EV owners 

in Canada are already charging their EV in their own 
driveway or garage. This can be a profitable approach 
since it can use cheaper off-peak residential electricity, 
as opposed to commercial electricity prices needed 
with public charging stations. 

The most expensive electricity rates are during the 
busiest part of business days, from about 1 to 7 p.m., 
Monday through Friday . Partial-peak hours, which are 
about 25% less than peak hours rates, are generally from 

10 a.m. to 1 p.m. and 7 to 9 p.m., Monday through  
Friday. Off-peak hours, which offers the cheapest rates, 
are all the other times not listed, including holidays. 

PUBLIC CHARGING
Many EV owners are already optimizing their electricity 
usage thanks to smart electric meters which will charge 
their vehicle at off-peak hours at a fraction of the cost. 
Some of them even sell their local electric provider the 
electricity stored in their EV during peak hours, and 
buy it back during off-peak hours, enabling them to 
generate revenues. 

EV owners living in apartment buildings in higher 
population density areas and using on-street parking 
have more limited options. They will need, in all likeli-
hood, to charge their EVs with public charging stations 
for the foreseeable future. 

These stations can sometimes be found at convenient 
charging sites such as supermarkets. For now, their 
numbers are small and the process is complex at this 
point to make EV ownership easily viable in populated 
areas. 

ON THE ROAD AGAIN
Where will EV drivers charge their vehicle while trav-
elling long trips in Canada? It is safe to say that char-
ging stations will be located mainly on main highway, 
as it is the case right now for gas stations. Some for-
ward-thinking energy providers, such as Irving Oil in 
New Brunswick, have already installed charging sta-
tions for their customers. 

Charging stations at Irving Oil sites are part of a fast 
charging station corridor located every 65 km along 
the TransCanada Highway. Standard level 2 (240V) 
charging stations are also installed alongside the fast 
charging stations for PHEVs that cannot use fast char-
ging stations. 

Now both EVs and PHEVs have the option of charging 
up along New Brunswick’s busiest highway next to a 
service station offering food, washrooms and other 
amenities. This is the way of the future. And the future 
is now.

The future of EV and  
PHEV charging
Over the next decade, EVs running on batteries could account for a quarter of car 
sales worldwide. There is therefore no doubt that the current electric charging 
infrastructure will undergo a massive disruption.
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IRVING AND PETRO-CANADA 

HAVE ALREADY INSTALLED 

LEVEL STATIONS WITHIN THEIR 

NETWORKS. A GOOD INDICATION 

THAT THESE STATIONS ARE 

GAINING IN POPULARITY.

When estimating those costs, Guillaume Cloutier 
Dubé warns about the costs related to the type 
of electrical installation, its access and the type of 
building (single-family, condo, commercial).

LEVEL 1 CHARGING STATION
Portable and standard on all EVs, this station is 
connected to a 120V outlet. It includes an elec-
tronic protection module and a charging con-
nector. 

Its main disadvantage is undoubtedly its low char-
ging capacity of only 7km per hour. In addition, 
according to the Construction Code, it requires a 
current of 20A and must be plugged into a single 
outlet to avoid overloading. 

For this reason, it is mandatory to hire an electri-
cian who will install a branch circuit, at a cost of 
approximately $500. Considering its low charging 
speed, the level 1 charging station does not meet 
the needs of the majority of users.

LEVEL 2 CHARGING STATION
It is the solution chosen by 90% of EV owners 
since it allows them to gain a respectable range 
more quickly, i.e. 30km per hour. Plugged into a 
240V outlet, it meets the needs of most users at 
home, at work and on the road. 

It would be appropriate for garages, body shops, 
dealers and vehicle fleets to install them on their 
sites for their internal use and for their customers. 
High utilization rates may require the addition of 
a level 3 station.

The acquisition cost of a level 2 station is be-
tween $800 and $1,300. As for its installation, it 
will cost about $650 on average and will require 
an electrician to perform a branch circuit with a 
capacity of 40A at 240V.

LEVEL 3 CHARGING STATION
The direct current fast charging station (DCFC) is 
the ideal solution to obtain a longer range (about 
200km) at a reasonable price, about $10/hour. 

With its high power (400V), these stations will be 
more and more common on our roads to accom-
modate those who regularly travel long distances. 

There are nearly 200 DCFCs in Québec, mainly 
near major roads and urban areas. It is difficult to 
estimate the costs of acquiring and installing level 
3 stations, as they are the responsibility of large 
organizations. 

Did you know that Irving and Pet-
ro-Canada have already installed 
such stations within their networks? 
A good indication that these sta-
tions are gaining in popularity.

SMART CHARGING:  
WHY NOT?
For an additional fee ranging from $100 to $300, 
it is possible to connect your level 2 charging 
station to your smart devices through applica-
tions. Among other things, this will allow you 
to manage its access, configure it and check the 
charging power. 

How much 
does a 
charging 
station cost?
Guillaume Cloutier Dubé, Master 
Electrician, evaluates for us the costs of 
acquiring and installing a level 1 and 2 
charging station.

Guillaume Cloutier Dubé,  
Master Electrician 

BY GUILLAUME CLOUTIER DUBÉ
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THE BRITISH BILLIONAIRE

 HAS REPEATEDLY EXPLAINED TO

 THE PRESS THAT HALF OF THE

 INVESTMENT WILL GO TO THE

 DEVELOPMENT OF A SOLID 

ELECTROLYTE BATTERY.

A new player will enter the EV market by 2021: 
Dyson. Expert in battery-powered appliances and 
cutting-edge design, this British manufacturer hopes 
to carve out a place for itself in a market where new 
brands are constantly multiplying.

In September 2017, James Dyson, the company’s 
Founding President, confirmed rumours that he 
would embark on an automotive adventure. 

At the same time, he announced that USD 2.6 bil-
lion would be invested in this project, for which 
he has since hired German Roland Krueger, former 
President of Nissan’s Infiniti brand. In April, this 
automotive veteran became the head of Dyson’s 
new EV division.

SOLID ELECTROLYTE BATTERY 
UNDER DEVELOPMENT 
The British billionaire has since repeatedly explained 
to the press that half of the investment will go to 
the development of a solid electrolyte battery and 
the other half will be injected into the vehicles since 
there are already three cars promised. 

The first would be a utility vehicle which, unlike the 
other two, will be equipped with a lithium-ion bat-
tery. Lighter and safer, a solid electrolyte battery is 
being developed at Sakti3, a company based in Ann 
Arbor, Michigan, that specializes in this technology 
which Dyson acquired in 2015. 

Last May, Dyson released pat-
ents giving a vague overview 
of the SUV’s look. These tech-
nical sketches show a vehicle 
with angular shapes, a long 
wheelbase and oversized 
wheels, characteristics that “this 
vehicle could have,” James Dys-

on told the weekly Automotive News when  
asked about it. 

In any case, this vehicle will target customers of 
the Audi e-Tron, Jaguar I-Pace, Mercedes-Benz 
EQC and Tesla Model X. With such competi-
tors and reduced production, a high price is to 
be expected. Especially since the manufacturer 
mentions a range of about 480 km to make it 
competitive.

A FACTORY IN SINGAPORE
Like the other two models, this SUV will be pro-
duced in low-volume (some say just 10,000 units) 
in a new factory built in Singapore. 

The choice of this location would have nothing 
to do with Brexit, Dyson asserts. Since 2007, his 
company has been manufacturing household ap-
pliances in this small Asian republic, which has the 
second largest container port in the world after 
Shanghai. Singapore also has a free trade agree-
ment with the United States, China and the Euro-
pean Union, a significant advantage.

However, it is in England that Dyson built the 
research and development centre for its new 
automotive division. This centre occupies a his-
toric site: a former Royal Air Force base in Hul-
lavington, near Bristol. It is where 700 people will 
work to develop the most improbable product 
launched by this specialist in vacuum cleaners and 
other hair dryers.

In an interview with the British magazine Auto 
Express in 2017, Dyson said: “I was interested in 
electric cars in 1998, but at the time the industry 
did not care. It was not a popular idea in 1998... 
and it was not a popular idea three years ago 
either! ».

Dyson: from vacuum  
cleaner to EV 
manufacturer
In 2015, the EV world had a good laugh when it heard rumours 
that vacuum cleaner manufacturer Dyson wanted to dethrone 
Tesla. But today, two years before its first EV launch, public and 
media attitudes towards this unexpected project have changed 
dramatically.

James Dyson was already thinking 
about electric cars in 1998.

This Dyson patent evokes  
the shapes of the SUV expected 

in 2021.
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BY JOHN MORRIS

ALBERTA CURRENTLY STANDS

IN FOURTH PLACE FOR PLUG-IN

SALES IN CANADA, BUT IT IS A

DISTANT FOURTH PLACE COMPARED 

TO THE TOP THREE PROVINCES OF BC, 

ONTARIO AND QUÉBEC.

The farmlands of Alberta contribute to an in-
hospitable landscape for EVs, and anyone familiar 
with the province’s long history as Canada’s pri-
mary source of oil will understand that its until 
recently booming economy owes a lot to internal 
combustion. Even those Albertans who earn their 
living outside of the petro industry worry that 
pushback on burning fossil fuels will diminish the 
growth and prosperity the province has enjoyed 
in recent decades.

Against that history and the current wrestling over 
pipelines, the swing to alternate fuel has not entirely 
passed by this aware and affluent province. Andrew 
Bell, Director of the EVAA, notes that Alberta cur-
rently stands in fourth place for plug-in sales in Can-
ada. Even if this is a distant fourth place compared to 
BC, Ontario and Québec, Bell points out that unlike 
these provinces, there are no provincial purchase in-
centives in Wild Rose Country.

GROWING INTEREST
According to Bell, the situation is evolving in Alberta. 
“We have seen a significant increase from around 
350 units just a few years ago to almost 2,200 units 
today in Alberta, with the highest concentrations in 
the two main cities of Calgary and Edmonton.  We 
anticipate that number to climb dramatically, par-
ticularly with arrival of the Hyundai Kona and Tesla 
Model 3.” 

The EVAA just had its very first exhibition at this 
year’s Edmonton Motor Show. Over 11,000 people 
stopped by their booth and the association plans 
another large public engagement event scheduled 
for later this year. “Once people have that experi-
ence, they cannot look at their existing gas powered 
vehicle the same way again,” says Bell.

Recently Auto123.com re-
ported a picture of driving 
habits out West: “Unsurpris-
ingly, trucks rule in Alberta, 
Saskatchewan and Mani-
toba, racking up 27% of 
total Canadian light truck 
sales. The Prairies is a big 
market for GM (29%), Ford 
(27.5%) and Chrysler (27%), 
while small-car brands such 
as MINI, Fiat and smart 
are just about nonexistent 
here.”

A NEW PARADIGM TO NURTURE
As we might suspect, in Alberta oil provides more 
than a way to get around. The petroleum business is 
an established institution as the driver of the econ-
omy so vehicles not relying on combustion are a 
tough sell.  

Anecdotally, if not statistically, there is a bit of a 
bend in the wind. Bell recounts that one of the 
executives at an oil refinery 
in Fort Saskatchewan is the 
owner of a full electric Tesla 
Model S. “When asked about 
that, he responded that he 
sees himself as managing an 
‘energy’ company, not an ‘oil’ 
company,” says Bell.

Bottom line, chances are that EV growth in Alberta, 
including vehicles and infrastructure, may not im-
mediately keep up with other provinces but there 
are signs of acceptance supported by growing en-
thusiasm among true believers.

EVAA: a new ride  
for the Wild West
It is an uphill mission for the Electric Vehicle Association of Alberta (EVAA),  
but EVs are making some progress in Canada’s oil heartland.

Last February, EVAA was proud to 
be a part of the official launch of the 
Peaks to Prairies EV charging corridor 
project in Lethbridge 
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THE AFFLUENT EARLY ADOPTERS

 PARKING ROWS OF TESLAS AT THE 

WHISTLER RESORT ARE NOT THE

 MAJORITY OF EV OWNERS ANYMORE

 ACCORDING TO BURTON. THE BIG

 GROWTH IS COMING FROM LOWER

 MAINLAND COMMUTERS WHO ARE

 CHOOSING LEAFS, BOLT EVS AND

 KONA EVS AS THEIR DAILY RIDE.

It is no surprise that BC, the province that boasts 
an environmentally aware population, and that 
is home to the Green Party and NDP national 
leaders, May and Singh, is a very fertile ground 
for EVs. 

According to Ron Burton, the president of the Van-
couver Electric Vehicle Association (VEVA), the EV 
count in the province doubled between Q1 2018 
and Q1 this year. At an estimated 205,000 units, the 
EV population represents about 1.5% of BC’s 3.7M 
vehicle fleet.  

According to a study by DesRosiers Automotive 
Consultants, the sales of pure luxury vehicles in 2014 
in BC was 41.2% higher than the overall Canadian 
market-share average.

The affluent early adopters parking rows of Teslas 
at the Whistler resort are not the majority of EV 
owners anymore according to Burton. The big 
growth is coming from Lower Mainland commut-

ers who are choosing Leafs, Bolt 
EVs and Kona EVs as their daily ride.

GOOD REASONS TO GO 
ELECTRIC
There is a long list of attributes 
making EVs increasingly attractive. 
We have discussed that British Col-
umbians tend to think green but 
there are also several very practical 
reasons to go electric.

• BC has the country’s highest gas prices - $1.75/l 
in early June.

• The weather is relatively mild in BC’s Lower 
Mainland so cold weather is not as serious a 
consideration.

• There are already many Level 2 and 3 charging 
stations and, according to Burton, BC Hydro is 
installing 35 more in key locations.

• Clean electricity is abundant in BC, predomin-
antly thanks to hydroelectric generation from 
the mountainous rivers. Drivers are not simply 
trading one sort of carbon emission for an-
other.

• The government has recently allowed appli-
cations to re-sell electricity. This particularly 
helps strata (read: condo) corporations that 
are willing to install charging infrastructure for 
residents and now can mitigate the concerns of 
their non-EV residents.

There is definitely a will in the province to add to 
the emission free vehicle population as expressed in 
The Zero-Emission Vehicles Act (ZEVA), passed in 
late May that sets a target of 10% of all new light-du-
ty cars and trucks sold in BC to be zero emission by 
2025. By 2040, they will all need to be emission free. 
Zero emission vehicles include battery electric, plug-in 
hybrid electric, and hydrogen fuel-cell vehicles.

GEOGRAPHY-CAUSED  
RANGE ANXIETY
On the minus side, the province is home to some 
pretty serious slopes. The route from Burton’s home 
in Port Moody to the peak of Cypress Mountain, 
900 metres upward, uses around 30% of his charge. 
And like many other provinces, distances outside of 
the urban areas are long giving rise to range anxiety.

But as vehicles improve and charging locations 
sprout, those problems will be solved and it is 
pretty clear that the Vancouver area will be leading  
the charge.

Green lights for  
EVs in BC
When Canadians look out at the West Coast, they frequently see it as a province 
characterized by tree huggers, hippies and eco-sensitive types. Not surprisingly, the 
leafy left coast is embracing EVs in ever-increasing numbers.

BY JOHN MORRIS

Bill Hamilton, an active member of 
VEVA, is seen at a BC Hydro Power 

Smart charging station in Hope.
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I WANT TO CREATE A 

SOCIAL MOVEMENT, AND

LEAVE A LEGACY. 

CLIMATE CHANGE IS 

IMPORTANT AND WE 

NEED TO DO 

SOMETHING NOW.

When an event related to the electrification of 
transportation takes place somewhere in Québec, 
it is likely that many people will be seen wearing 
orange polo shirts. These are the members of the 
Association des véhicules électriques du Québec 
(AVÉQ), a non-profit organization dedicated to 
promoting electric transport, starting with the 
automobile.  

But AVÉQ goes much further. This organization is 
not only for consumers, but also for government 
authorities, explains Simon-Pierre Rioux, the 
Founding President. “We talk to various ministries 
to get the facts straight and demystify everything 
so that they can understand the upcoming chal-
lenges. We are able to identify them and find 
solutions that can be applied here.”

Mr. Rioux refers here to the many representations 
made by the association to the various ministries 
since its creation in 2013. “We wanted to create 
a voice for Québec, to become a reference for 
journalists and spokespersons for EV owners,” ex-
plains its founder.

AN IMPORTANT ORGANIZATION
Today, AVÉQ has about 9,000 members and its 
President relies on the hard work of its 800 vol-
unteers to promote e-mobility throughout the 
province. 

“I want to create a social movement, and leave 
a legacy. Climate change is important and we 
need to do something now: influence the people 
around us and make them aware of their car-
bon footprint on the planet so they can make 
changes.”

The adoption of an electric vehicle can contrib-
ute to this, according to Mr. Rioux. “The purchase 
and use of an EV are a big step for an average con-
sumer, a very important decision. After making 

this change in your life, you become more aware 
of your impact. So, the other little things follow: 
recycling, local purchases, buying carbon credits 
when going on vacation.” 

EV AMBASSADORS
“We also become ambassadors. Whether we like 
it or not, people stop us and ask us questions. 
They think you are a specialist, since you are an 
EV owner. We become a reliable source of infor-
mation. We understand that we have a respons-
ibility: to inform people well and, therefore, to be 
well informed. That is why many people become 
members of the association.”

This is also AVÉQ’s responsibility, as Mr. Rioux 
explains. “We want to continue to influence con-
sumers to go electric, or not acquiring a vehicle 
but using and transit or an e-bike to get to 
work instead. We have a responsibility to edu-
cate people to reduce their carbon footprint.” A 
responsibility that naturally leads to the multipli-
cation of public events and representations to the 
government.

AVÉQ is working hard to offer its members a 
wide range of benefits, such as the purchase of 
products (tires, hood rock protector, etc.) or the 
installation of a charging station. “Members like 
people who are committed to electrification, who 
understand EVs and who offer good prices and 
outstanding service to their customers. For us, it 
is important to find these pearls in the jungle that 
we have to face every day. Because Mr. Rioux ac-
knowledges that there are still many service pro-
viders who “do not understand the market and 
are too expensive”. A pitfall that can sometimes 
contribute to discourage consumers who are 
ready to adopt electromobility.

To learn more about AVÉQ, visit www.aveq.ca.

AVÉQ: the popular 
reference in Québec  
for e-mobility
Orange was a colour quite visible at the Electric Vehicle Shows in Montreal and 
Québec City in May. Dressed in their bright clothing, many AVÉQ members were 
at these two fairs doing what they do best: inform and educate consumers about 
electromobility.

BY LUC GAGNÉ

Simon-Pierre Rioux is Founding 
President of AVÉQ.

During the Electric Vehicle Week in 
March 2019, an event organized by 
Montreal Auto Prix in collaboration with 
speaker and EV expert Daniel Breton, 
AVÉQ had a strong presence!
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FOR URBAN DRIVERS 

WITH HOME CHARGING, 

RANGE IS NORMALLY 

NOT AN ISSUE. 

As EVs transition from fringe outliers to a main-
stream transportation choice for a very small but 
growing number of Canadians, Volkswagen Can-
ada is turning up its commitment to the segment. 
The philosophy at the Volkswagen Group antici-
pates a major commitment to new EV models 
with a reported plan for 22 million EVs globally 
over the next decade. 

According to the International Energy Agency, 
Canada is well down the list of EV adoption so 
far but in June 2017, VW Canada launched its 

e-Golf with the larger 35.8 kWh 
battery offering improved range 
over its predecessor, available 
elsewhere since 2015. It also 
gave Scott Hollinshead new 
responsibility as Product Man-
ager for BEVs. Hollinshead has 

shepherded the e-Golf ’s tenure and is managing 
the details of the next vehicles to enter the mar-
ket, once the e-Golf is superseded in 2020.

MEB, THE MODULAR FORMULA
The key ingredient in Volkswagen’s EV future is the 
MEB modular electric car platform (or Modulare 
Elektrifizierungsbaukasten in German).  Hollins-
head describes its “skateboard ” geometry as pro-
viding a low centre of gravity and an impressive 
ability to increase interior cabin space, since the 
engine componentry from the front of the vehicle 
is reduced allowing “a vehicle with the size of a 
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VW goes EV   
This country had been slow to embrace EVs, but gently the tide is shifting. Volkswagen 
Canada has positioned itself to be at the forefront as Canadians get comfortable with 
battery electric vehicles (BEVs).

Thomas Roth, Manager, Fleet & Corporate Sales, 
Volkswagen Canada

The ID. Crozz and ID. Buzz are part of the 
Volkswagen’s family of ID. concept cars.
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Golf on the outside but with the space of a Passat 
on the inside.”

As well, Hollinshead – working with VW Canada’s 
team including Thomas Roth, fleet & Corporate 
Sales Manager and others – provides specific in-
formation on the reality of Canadian driving ex-
perience. This country has a unique set of driving 
conditions not found anywhere else in the same 
proportions: huge distances with sparse popula-
tions and colder temperatures than other countries  
outside northern Europe. 

The country’s urban population is packed in a few 
cities, live in significant part in condos and apart-
ments and travel short distances, except when they 
head beyond their cities and expect very long driv-
ing range. As the proud owner of a 2018 e-Golf in 
Jazz Blue Pearl, Hollinshead is on the ground di-
gesting the realities of these factors.

The first two MEB-based Volkswagens coming 
down the EV road will take these factors into ac-
count. In early 2021, the ID. Crozz SUV will arrive, 
bringing a new generation of vehicles to Canadians. 
All ID. Crozz models will be imported with an es-
timated base 300 km range battery with 400 km 
available in order to quell range anxiety.

All will be standard equipped with an improved 
heat pump, electrically heated seats and steering 
wheel to counteract the North’s cold.  An active 
temperature management system for the battery 
pack will help to maintain as much range as possible 
as the outside temperature drops. Charging times 
will be reduced relative to today, with the vehicle 
capable of adding between 8-10 km per minute of 
charging (i.e., up to 125 kW).

RANGE IS NOT AN ISSUE
For urban drivers with home charging, range is nor-
mally not an issue. They head out with a charged 
battery and, like their cell phone, are well provided 
for until they return home in the evening, even if 
they don’t plug in during the day.

But VW Canada understands that it is 
only part of the equation. This 
is why they partnered with 
Audi and Porsche to cre-
ate Electrify Canada, an 
initiative that is cur-
rently building 32 sites 
in key off-highway lo-
cations, each capable 
of charging up to four 
vehicles simultaneous-
ly. The network will be 

compatible with all EVs, not just those from the 
VW Group.  The company has made similar com-
mitments in the USA and Europe.

Perhaps VW’s not-so-secret weapon is the ID. Buzz 
(it has been mobbed as a concept in Germany and 
LA) that will bring hippie nostalgia aboard a seven 
passenger MEB EV to the quiet lane of Canadians 
road in 2022-23.

For the announced new models and the ones in 
the chute, as Product Planner, Hollinshead is already 
working to ensure that VW Canada offers enough 
vehicles to meet what will certainly be a rapidly 
growing demand.

 

The ID. Crozz concept foreshadows the electric 
SUV Canadian drivers will soon discover

Volkswagen’s EV use the new MEB modular  
electric car platform. Its “skateboard” geometry 

provides a low centre of gravity and an impressive 
ability to increase interior cabin space.

The ID. Buzz concept announces a 
seven passenger MEB EV that will l 
and on Canadian road in 2022-23.
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WHY DID CADILLAC 

INHERIT THIS

RESPONSIBILITY 

WHEN CHEVROLET, WITH

 ITS VOLT AND BOLT,

SEEMED READY TO PLAY

 THIS ROLE? TO THIS,

CARLISLE ANSWERS 

WITH ANOTHER 

QUESTION: 

“WHO IS BUYING 

EVS NOW? 

RICH PEOPLE.”
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By unveiling in January two sketches of their first EV, 
Cadillac’s President announced that the brand will be-
come the spearhead of EVs at GM. 

On the eve of the opening of the Detroit Auto Show 
last January, General Motors’ luxury vehicle brand, Ca-
dillac, announced that it would now focus its efforts 
on EVs. Cadillac surprised everyone by announcing 
that the brand would soon offer about twenty EVs to 
consumers. 

Cadillac’s goal is to launch at least one new car or truck 
every six months by 2021. The brand’s press relations 
even published an image of its first vehicle: a luxury 
SUV built on a new platform called BEV3, which will 
be dedicated to EVs. But since then, no additional infor-
mation has been released.

A PRIVILEGED MEETING
Early in April, GM invited journalists to the unveiling 
of the Cadillac CT5 sedan a few days before the New 
York International Auto Show. In addition to the pro-
gram, a few Canadian journalists were invited to a din-
ner with Steve Carlisle, President of Cadillac. Born in 
Woodstock, Ontario, Carlisle began his career at GM 
in 1982. In November 2014, he became President of 
GM Canada until he replaced Johan de Nysschen as 
President of Cadillac in April 2019. 

One of his first decisions as President was to move 
the brand’s headquarters from New York to Detroit. 
He states loud and clear that since the city of Detroit 
(formerly known as Fort Pontchartrain du Détroit) was 
founded by the Frenchman Antoine de la Mothe Ca-
dillac in 1701, the century-old brand naturally belongs 
to this city.

CADILLAC GOES ELECTRIC
But Carlisle’s role does not end there. He will have to 
steer Cadillac towards a new generation of vehicles 

including electric models. “The most interesting mo-
ments are to come,” he said. The obvious question is 
why did Cadillac inherit this responsibility when Che-
vrolet, with its Volt and Bolt, seemed ready to play this 
role? To this, Carlisle answers with another question: 
“Who is buying EVs now? Rich people.”

Although Cadillac’s new boss is also interested in other 
forms of energy such as hydrogen, he believes that 
electric batteries are the most practical solution. “Hy-
drogen is for heavy trucks at the moment. Neverthe-
less, everything is moving faster than we anticipated. 
Where will this lead us, no one knows.”

China is also on Mr. Carlisle’s radar. “This new compe-
titor is putting pressure on us with more than 800,000 
EVs sold last year. This country is about to create a new 
wave of EVs. In addition, the Chinese government is 
investing in charging infrastructure.” 

THE FUTURE OF THERMAL ENGINES 
However, Carlisle has not yet officially announced 
which electric models are to come. He simply told us 
that the brand have to deal with two worlds, internal 
combustion engine vehicles and EVs. When asked if 
the new CT5 unveiled earlier was designed for both 
internal combustion and electric power, he simply re-
plied: “Anything is possible!”

According to him, the interest in mobility currently ex-
ceeds all expectations. “We are not only talking about 
cars but also trucks, public transit, bicycles, etc. It’s get-
ting chaotic!”, he adds. He sees the European market 
moving away from diesel and anticipates an increase 
in the popularity of EVs. And Cadillac is not only inte-
rested in the production of EVs, but also in their main-
tenance, including the end of battery life. 

Finally, we asked Steve Carlisle when the first electric 
Cadillac will be unveiled, to which he replied: “Soon!”

BY ÉRIC DESCARRIES

The future of EVs at Cadillac
Interview with Steve Carlisle, President of Cadillac

Sketch of the electric SUV that 
Cadillac will launch in 2021.

Ontario-born Steve Carlisle is 
President of the Cadillac brand
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WE CHOSE NORDRESA BECAUSE 

IT IS A CANADIAN COMPANY 

AND BECAUSE THEIR 

TECHNOLOGY HAS BEEN 

PROVEN IN OUR CLIMATE
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Ovation Logistics is the name given to Roy Livraison 
in 2016, a general transport and moving company 
founded in 1935. Today, this Sherbrooke-based com-
pany is exclusively dedicated to coordinating “last mile 
with two people” deliveries. “These are home delive-
ries of heavy and bulky items (furniture, appliances, 
electronics, etc.); goods that may require handling 
and assembly, hence the two delivery people,” ex-
plains General Manager Stéphane Gagné.

Active in almost 90% of Canada, Ovation Logis-
tics has quickly become the largest company in its 
field. With 46 delivery centres across the country, 
including 16operated by Ovation, the company will 
coordinate nearly one million deliveries this year for 
various retailers such as Brault & Martineau, Home 
Depot, Best Buy and Hudson Bay. “In 2020, we 
should exceed one million,” says Gagné optimisti-
cally.

“Ovation coordinates logistics between the retailer 
and the delivery partner. The latter makes delive-
ries with the routes we established and is equipped 
with our technologies (applications). Our partners 
must work according to standardised procedures, as 
customer experience and service are important to 
us.” The company therefore offers a lot of training 
in order to harmonize the quality of service across 
the country.

A “GREEN” ENTERPRISE
However, customer experience is not the only concern. 
“Environmental responsibility is a key value for us. We 
are therefore looking for all possible ways to make our 
delivery service greener,” says Stéphane Gagné.

In recent years, the company has developed methods 
to reduce packaging waste. It also found various ways 
to facilitate the recycling and reuse of old household 
appliances and electronics from consumers, equipment 
that might otherwise end up in landfills.

“But we had to go much further. We have therefore 
developed resources to optimize travel and reduce the 
distance travelled by each truck, which reduces their 
carbon footprint,” adds Mr. Gagné.

The logical next step seems obvious. To further reduce 
or even eliminate this footprint, trucks using fossil fuels 
must be replaced by electric trucks.

FIRST E-TRUCKS COMING SOON
A comprehensive study conducted last year by Ova-
tion led to a pilot project to electrify delivery vehicles. 
Soon, three Isuzu NPR trucks converted by Laval-based 
Nordresa will be added to the fleet of Brault & 
Martineau, Ovation Logistics’ partner 
in this project. “We chose 
Nordresa because it 
is a Canadian com-
pany and because 
their technology 
has been proven in 
our climate. It is the 
vehicle that best 
suits our needs.”

“These trucks should 
come into service at the end 
of August or beginning of September,” says 
Mr. Gagné with obvious excitement. For six to twelve 
months, they will travel the roads of Québec using the 
same routes as the retailer’s current trucks. This will 
allow for the evaluation of their performance, energy 
consumption, maintenance costs, autonomy and thus 
ensure that they meet the Sherbrooke company’s rigo-
rous expectations.

“If operational performance is satisfactory, 
we would like to quickly convert a large 
portion of our fleet to electric trucks. But 
there must be a favourable return on invest-
ment for our delivery partners. We want 
this to be a positive economic exercise for 
them,” insists Mr. Gagné.

And this is only the beginning. The General Mana-
ger of the company is already looking at the “2020 
project”, a comprehensive analysis of the impact of 
an EV fleet and efforts to eliminate waste and re-
habilitate consumers’ old equipment, which could 
bring a positive carbon balance to Ovation Logistics. 
Who knows?

BY LUC GAGNÉ

Ovation Logistics wants a 
positive carbon balance
Ovation Logistics is a parcel delivery company. However, it does not own any trucks. 
It is dedicated to the logistics of deliveries made by independent carriers, its delivery 
partners. Their next goal? To have a positive carbon balance.

Three Nordresa e-trucks will soon be 
used for a pilot project for Ovation 
Logistics and Brault & Martineau.  
Their appearance will be different  
from this mock-up.



EV2019VÉ CONFERENCE  
& TRADE SHOW  
HIGHLIGHTS

With a record attendance, Electric Mobility Canada could not have  
dreamt of a better 10th anniversary for its EV/VE Conference and Trade Show.

Thanks to the support and passion of our speakers, moderators, exhibitors, sponsors and 
delegates, we have once again succeeded in bringing the Canadian EV community together  
to move forward a greener and more efficient future.

EV2019VÉ IN NUMBERS
• More than 450 delegates 
• 60 technical presentations
• 6 panels, round tables and workshops
• 100+ EV test drives
• 30 exhibitors at the Trade Show
• 9 start-ups on site
• 8 countries represented

AND THE WINNERS ARE...
• Al Cormier Excellence Award:  

Sylvain Castonguay, PDG de Nordresa
• Electric Mobility Canada Award: AddÉnergie
• Municipal Electric Champion Awards: 

• Municipality over 200,000 people: City of Montreal, Quebec
• Municipality between 50,000 and 200,000 people: 

City of Kingston, Ontario
• Municipality with less than 50,000 people: 

City of Plessisville, Quebec

EV2019VÉ AND ELECTRIC MOBILITY CANADA LOOK FORWARD TO 
SEEING YOU FROM APRIL 26-30, 2020 IN MISSISSAUGA, ONTARIO FOR 

AN EQUALLY EXCITING 11th EDITION!



EMC APPOINTS NEW PRESIDENT 
AND CEO – BRAD RYDER

WWW.EMC-MEC.CA

Electric Mobility Canada is thrilled to announce the appoint-
ment of Brad Ryder as President and CEO. With 20 years 
of diverse public affairs roles in industry, government and 
international organizations, Brad brings a wealth of experi-
ence to the organization and will help EMC build upon the 
success it has achieved in the first 10 years. With his ex-
perience, Brad will contribute to position EMC as a leading 
voice on public policy in Canada.  

As a public affairs leader, Brad has advised some of the 
world’s largest companies and biggest global brands on 
issues of government relations, public policy and communi-
cations.  Brad’s career includes significant industry experi-
ence with a number of industries.  Brad has worked in the 
mining sector with Vale and Glencore, in the biopharma-
ceutical sector with Merck and Biogen and in the consumer 
goods industry with Coca-Cola. 

In addition to his experience in industry, Brad also has ex-
tensive international experience working in Africa with the 
Bill & Melinda Gates Foundation and in Geneva with the 
UN and the World Economic Forum.  He has also worked 
in Canadian politics at both the provincial and federal level.  
Brad holds an MA in International Relations from the Gradu-
ate Institute of International Relations in Geneva, an MA and 
BA from the University of Ottawa and a Certificat d’Études 
Politiques from Sciences-Po in Paris and is fluent in French.  
Brad lives in the High Park area of Toronto and has fraternal 
twin 8-year-old girls.   
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BY LUC GAGNÉ

This RNG-powered Feightliner 
used by C.A.T. was presented at the 
Movin’On Summit held in Montreal 
in June. From left: Édouard 
Sauvage, Managing Director of 
GRDF, Florent Menegaux, President 
of Michelin, Sophie Brochu, 
President and CEO of Énergir, 
Daniel Goyette, President of C.A.T., 
Pierre Duvieusart, Deputy CEO 
of GRTgaz, and Maryam Brown, 
President of SoCalGas.

WE CAN DO SOMETHING 

TODAY BECAUSE THERE ARE 

PROVEN AND MATURE SOLUTIONS

 AVAILABLE NOW.
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An imposing Class 8 road tractor caused a sensation 
at the Movin’On Summit held in Montreal in June. 
It was not because its bright red body was decorat-
ed with American lime tree leaves. The truck’s en-
gine is powered by RNG and, compared to a similar 
vehicle equipped with a diesel engine, it will reduce 
its greenhouse gas (GHG) emissions by 162 tonnes 
annually.

The project was jointly presented by Énergir, one 
of the leading natural gas distribution companies in 
Québec, and the national and cross-border carrier 
Canadian American Transport (C.A.T.). The use of 
natural gas is not new to C.A.T. Since 2014, this 

Coteau-du-Lac carrier has con-
verted 110 vehicles in its fleet 
from diesel to compressed nat-
ural gas (CNG). In fact, since the 
commissioning of these trucks, 
the company has reportedly re-

duced its GHG emissions by 3,500 tonnes, which 
is equivalent to taking about 20 heavy trucks off 
the road.

The innovation is that instead of using CNG, the 
carrier will use RNG, which will bring the company 
closer to an important objective: making its fleet 
carbon neutral.

However, the composition of natural gas is 95% 
methane. It is cheaper than diesel and eliminates a 
large portion of the emissions causing smog, while 
reducing GHGs. The RNG, also known as biogas, 
has an additional advantage. Produced from organic 
matter accumulated in landfills, this natural gas is vir-
tually carbon neutral.

This methane, which would otherwise be released 
into the atmosphere, is captured and purified before 
being transformed into natural gas. It is then injected 
into the Énergir distribution network and into the 
tanks of a C.A.T. truck. It is the latter that would 
produce the polluting emissions that methane 
would have generated if it had not been recovered, 
hence the carbon neutrality.

The attractiveness of natural gas is all the more im-
portant in the case of heavy transportation, since it 
is the largest GHG emitter in Québec. According 
to Thierry Salem, Sales Manager, Fuel Market at 
Énergir, “our province’s entire transportation sector 
produces 43% of GHG emissions, all types of trans-
portation included: from small cars to large aircrafts. 
However, of this 43% about 11% of GHGs are re-
lated to small vehicles and 12% to heavy transport 
(medium and heavy trucks). But we are not talking 
about the same proportions, since there are about 4 
million small vehicles and 300,000 trucks.”

A change in these 300,000 trucks could therefore 
have a significant impact and, according to Mr. 
Salem, “we can do something today because there 
are proven and mature solutions available now”. 
Naturally, he refers to natural gas.

However, the volume of RNG remains limited, 
Salem admits. The many biomethanization projects 
currently under development in the province and 
elsewhere still make him believe that it is a source of 
energy of the future.

RNG: energy of the future 
for Énergir and C.A.T.
By introducing the first freight truck powered by renewable natural gas (RNG)  
in Québec, Énergir and C.A.T. are promoting a locally produced energy source  
of the future.
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BY PASCAL GOSSET

NO NEED TO MAINTAIN 

THESE TIRES OR CHECK 

THEIR PRESSURE. 

NO RISK OF PUNCTURES

EITHER SINCE THEY

ARE PUNCTURE-PROOF.

This is not Michelin’s first technological 
breakthrough in the tire industry. In 2017, also at 
the Movin’On summit in Montreal, it unveiled VI-
SION, another revolutionary concept tire. VISION 
embodied the four main pillars of innovation that 
Michelin plans to develop by 2050 as part of its 
strategic plan. These pillars are:

1. Airless; 
2. 3D-printed;
3. Connected: information in real time about 

the progressive wear of the tires;
4. Bio-sourced: made of biodegradable 

polymers.

UPTIS IS COMING SOON
Two years later, Michelin is back with the Uptis 
Prototype, its brand new design in a more com-
plete version than the previous one.

Uptis is part of the first technological pillar by 
being an airless tire. It is a prototype designed in 
collaboration with General Motors and it should 
be on the market by 2024. Analisa Simone, Miche-
lin’s Technical and Scientific Communication Mana-
ger, says that this puncture-proof tire was designed 
for standard cars, but would particularly meet the 
needs of fleet managers by saving them substantial 
time and money.

No need to maintain these tires or check their 
pressure. “No risk of punctures either since they 
are puncture-proof,” Simone says proudly.

Although Michelin plans to launch this tire on 
the market soon, Uptis remains a prototype in 
the experimental phase. At the time of writing, 
Uptis is still in the evaluation phase in a fleet 
context.

DESCENDANT OF THE TWEEL
Analisa Simone says that Uptis will be suitable for all 
types of cars. Michelin does not intend to dedicate it 
to a restricted and particular use which is the case of 
its Tweel tire.

Like Uptis, Tweel is an airless tire manufactured by 
Michelin since the early 2000s. However, its use is 
limited to public works machinery and agricultural 
vehicles. These restrictions can be explained by the 
speed limits that these tires cannot exceed. Since Up-
tis does not have the same constraints, it would be 
intended for the general public.

COMFORT AND DURABILITY
These tires are very robust and would offer a very 
comfortable driving experience. Uptis is made of glass 
resin which ensures durability in all conditions wit-
hout compromising comfort.

Michelin is very optimistic about the future of Up-
tis, but has still not decided on its price. And accor-
ding to Ms. Simone, it is still too early to comment 
on the sales outlook. “But the future is bright,” she 
says, drawing a parallel with the triumphant arrival of 
the radial tire – designed by Michelin and launched 
in 1946 –, and the potential for success of Uptis. It is 
true that these are two real technological revolutions 
by Michelin. Will Uptis have the same glorious future?

Pascal Gosset is President and CEO of Mobilité Urbaine 
Zéro Émission (Muze), a centre of expertise in electromo-
bility based in Montreal.

Uptis: Michelin’s new 
airless tire
Michelin will soon be marketing an airless tire. At the Movin’On Summit, an event 
dedicated to sustainable mobility held in Montreal in June, the company unveiled 
Uptis (or “Unique Puncture-proof Tire System”), the prototype of a new generation 
of tires.  

The new Michelin Uptis 
airless tire.

Analisa Simone, Michelin’s Technical 
and Scientific Communication 
Manager, and Pascal Gosset.
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BY MICHAEL MAJERNIK

AUTOMOTIVE SUPPLIERS 

WILL INSTALL INDUSTRY 4.0 

AUTOMATION INTO INDIVIDUAL 

PRODUCTION CELLS, 

AND PROGRESSIVELY LINK 

THESE CELLS TOGETHER INTO 

A COMPLETE FACTORY 4.0 WHILE 

UPSKILLING THEIR WORKFORCE TO 

THE REQUIRED HIGH-TECH 

MANUFACTURING TASKS. 

You may remember the 2002 movie Minority Re-
port. This sci-fi film by Steven Spielberg is not get-
ting the attention it deserves. The film, set in 2054, 
predicted many of the common technologies now-
adays: retinal scan as a form of identification, up-to-
the-moment news at the palm of your hand, cus-
tomized retail shopping experience, self-driving cars, 
virtual reality, and drones. Not to mention manu-
facturing 4.0: robots that assemble a car in minutes 
- an electric, drive-ready, cherry-red Lexus that Tom 
Cruise takes to run from the law. 

Internet started it, customers pushed it, Steven 
Spielberg’s research team saw it coming, and manu-
facturers are perfecting it as you read this. Empow-
ered by information at their fingertips, consumers 
demand highly customized goods at their conven-
ience. Amazon and Nike may steal the spotlight in 
retail, but the automotive sector is grabbing the bull 
4.0 by the horns. 

Because car manufacturers need to build new car 
production lines for each new car model, each new 
production line offers the opportunity to implement 
even newer technologies: artificial intelligence, ro-
botics, 3D printing, Internet of Things, etc. All of 
that will make the production a little faster, a little 
more efficient, cutting the engineering costs, shorten 
product rollout time, and lower workforce needs by 
as much as two-thirds. This all results in less down-
time and lower accident rates, and a more flexible, 
sustainable, precise, high-quality production. 

GROWING NUMBER OF  
SMART PLANTS
According to Capgemini research, by 2023 the car 
industry expects 24% of plants to be smart factories, 
and top ten automotive manufacturers expect 50% 
growth in operational profits annually within five 
years of a full smart factory implementation (around 
4.6 billion USD), and average productivity growth of 
7%. The opportunity is here for the taking for the 
automakers, and they are not waiting for anyone. 

The realities of the automotive suppliers, such 
as tire manufacturers, are a little different. Apart 
from automakers, tire manufacturers and sup-
pliers do not need to reinvent the wheel and 
build new factories and product lines with every 
new specialty requirement passed down by the 
automakers. Yes, greenfield tire plants are 4.0 
ready, but most tire manufacturers will transi-
tion to smart manufacturing gradually, with their 
brownfield plants making incremental moves 
through a modular approach. Automotive sup-
pliers will install manufacturing 4.0 into individ-
ual production cells, and progressively link these 
cells together into a complete factory 4.0 while 
upskilling their workforce to the required high-
tech manufacturing tasks. 

Smart factories may become a reality in a slower 
fashion for the automotive suppliers but there 
is no doubt they are on their way. Full-fledged 
industry 4.0 will be commonplace across all in-
dustries by 2054. The only question that remains 
is whether we will be able to get an eye trans-
plantation surgery just like Tom Cruise.

Michael Majernik is Communications Manager of 
the Tire and Rubber Association of Canada. 

The future is on schedule: 
automotive suppliers and 
manufacturing 4.0
While automotive manufacturers are rapidly integrating manufacturing 4.0, the 
reality and needs are different for the automotive suppliers who are integrating new 
technologies more gradually.

Tom Cruise drives this Lexus  
in the movie Minority Report.

Smart factories integrating industry 
4.0 automation like Cimcorp Dream 

Factory will be commonplace across 
all industries by 2054.
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BY RAYNALD BOUCHARD

THESE NEWCOMERS WILL BE 

CLOSELY SUPERVISED TO OBTAIN 

PERMANENT RESIDENCY, FIND 

HOUSING, GET A DRIVER’S LICENCE 

AND REGISTER WITH THE RAMQ.

Despite its reputation as a successful organization offering some of the 
best working conditions in the industry, Desharnais is struggling to attract 
enough workers. This situation could even compromise its ability to main-
tain the high-quality service it has always provided to its clients.

OUT ON A MISSION
Seeing the inability of automotive trade schools to provide him with 
enough candidates to fill various positions within his organization, last 
spring Jean-Guy Roy decided to set out on a mission. His goal: to recruit 
directly from Tunisia, a country facing a difficult economic situation, but 
with a sufficient population of Francophones for the operation to succeed.

With Michael Bonneau, his Human Resources Manager, Mr. Roy flew to 
Tunis with the objective of holding interviews on site among some 150 
individuals who had previously expressed their desire to apply. Thanks to 
the sustained collaboration of the Canadian Embassy in Tunis, the two 
men undertook a marathon of 46 interviews. In the end, twelve of them 
were selected to receive a two-year employment contract upon their ar-
rival in Canada.

ACCOMPANYING THE NEWCOMERS
It must be understood that it is much easier for an immigrant who already 
has a promise of employment to go through the bureaucratic process of 
the Canadian and Québec immigration departments. However, several 
other steps must be taken upon their official arrival. 

This is why these newcomers will be closely supervised by a support per-
son in their efforts to obtain permanent residency, find housing, get a 
driver’s licence, register with the RAMQ and, if the first few months at 
work prove positive, consider bringing their immediate family.

A PROMISING FUTURE
At time of writing, Desharnais Pneus et Mécanique had received confirm-
ation from its twelve selected candidates. Their certification will follow 
in August and they will officially be hired in the fall. For many of them, 
their living standard will be greatly improved, while the 
company will have found a promising future for the com-
ing years.

Desharnais’ mission to  
attract foreign workers
Desharnais Pneus et Mécanique is one of the largest repair and maintenance 
company in Québec with 5 centres and 25 service bays at its ultramodern head 
office on Pierre-Bertrand boulevard in Québec City.

Jean-Guy Roy, General Manager, and Michael 
Bonneau, Human Resources Manager at  
Desharnais Pneus et Mécanique.
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THIS NEW TIRE WOULD BE LIGHTER

 THAN ANY OTHER COMPETITIVE 

PRODUCT, THUS PROMISING 

SIGNIFICANT FUEL SAVINGS.

While many observers are surprised to learn the 
partnership between Michelin and General Motors 
to adopt airless tires, other tire manufacturers are 
working on more standard products to make them 
more efficient. Michelin’s invention of the airless 
“tire/wheel” (also known as Tweel) dates back sev-
eral years. It is only recently that its application to 
traditional cars has been announced. 

However, it may take some time for consumers to 
adopt this new product, especially since no price has 
been announced to date. In addition, this technology 
has already been tried by other tire manufacturers. 

In addition, the efficiency of standard tires is constant-
ly improving. The latest innovation 
is Enliten, the new concept from 
Japanese manufacturer Bridgestone. 
This new tire would be lighter than 
any other competitive product, thus 
promising significant fuel savings.

A BRAND NEW DESIGN
Unveiled at The Tire Fair last June in Cologne, 
Germany, the Enliten technology uses unique rub-
ber and mold that reduce wear. Its decreased tread 
depth and thinner reinforced inner liner allow the 
manufacturer to use less raw materials and to reduce 
rolling resistance for greater fuel economy. 

This tire is expected to weigh 10% less than a con-
ventional summer touring tire, which is quite revo-
lutionary. Reducing sprung weight has always been 
an objective of several car manufacturers.

LOWER ROLLING RESISTANCE
Bridgestone estimates that new materials reduce 
rolling resistance by 20%, which will reduce CO

2
 

emissions for internal combustion engine vehi-
cles and could extend battery life and increase 
range for EVs. In addition to not compromising 
controlled wear and safety, this technology would 
make driving more enjoyable by improving hand-
ling and vehicle stability.

Agreements are expected to be announced short-
ly with some automotive manufacturers that may 
adopt Enliten technology for their new prod-
ucts. Most of these manufacturers will probably 
be European where CO

2
 reduction standards are 

stricter.

This technological breakthrough is only the be-
ginning and there could be even more innova-
tions to come at Bridgestone or its competitors. 
Tires should play an even more important role in 
the future of the automobile. Enliten is revolu-
tionary for now, but could soon be just one of 
many innovations in the field.

Bridgestone has already unveiled 
new lighter tires with the Enliten 
technology.

Enliten: Bridgestone’s 
lightweight tire
“Weight is the enemy,” said Colin Chapman, founder of Lotus. Bridgestone seems to 
share this vision with its most recent innovation: a revolutionary tire called Enliten.

BY ÉRIC DESCARRIES
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NEW TECHNOLOGIES CAN HELP 

WITHSTAND THE HEAVIER WEIGHT 

OF EVS. THEY CAN ALSO BE MORE 

RESISTANT TO UNEXPECTED WEAR 

DUE TO IMPORTANT TORQUE.

Things are changing faster than expected in the 
world of cars with the electric cars at the forefront. 
At first, one would have thought that EVs would ap-
peal almost exclusively to city commuters. But they 
have gone from regular sedans to luxury vehicles, to 
light (and even heavy) trucks, and now to expensive 
and high performance prestige automobiles. 

Pirelli wanted to develop a unique approach to-
ward high performance EVs in order to offer their 
owners a performance tire specifically designed for 
their vehicles. This is why a few months ago Pirelli 
introduced “Elect”, its new range of electric car tires, 
and “Perfect Fit”, a new technology unveiled at the 
Geneva Motor Show.

DESIGNED FOR SUPERCARS
The Italdesign DaVinci concept car and the new 
Pininfarina Battista supercar were the first zero-emis-
sion vehicles unveiled in Geneva to have these new 
Elect tires. 

At the same time, Pirelli also introduced a new 
way of marking tire size by adding the letters “elt” 
at the end of the description of the product (e.g.: 
255/50R19 107V XL P-Zero elt). 

FOR EVS ONLY
The Elect brand will not be offered for convention-
al internal combustion engine vehicles. It will only 
be produced for EVs, PHEVs and light trucks, mostly 
high performance ones. But how can a tire manu-
facturer improve its tires for these types of vehicles? 
New technologies can help withstand the heavier 
weight of these vehicles. They can also be more re-
sistant to unexpected wear due to important torque 
at initial acceleration that could make the tires to 
spin or distort. 

Among other needs predicted for EV tires are low-
er rolling resistance and less tire noise since these 
vehicles almost make no engine noise. Tire noise 
has then the potential to be annoying to passen-
gers. Owners of such vehicles will also be looking for 
comfort, traction and durability. 

Pirelli also thinks that such tires will help battery 
range. The Italian manufacturer is already consid-
ering all types of tires including all-season, winter 
tires, and even run-flat products. 

OTHER TYPES OF P ZERO TIRES
At the same time in Geneva, Pirelli also introduced 
a P Zero Winter tire featuring summer tire perform-
ance for winter applications. Add to that the Track 
Adrenaline application, a tire with imbedded sensors 
connected to an app for professionals (race schools 
and driving instructors). Pirelli also offers exclusive 
personalization thanks to the P Zero Color Edition 
family of products (with specific coloured sidewalls).

Pirelli supplies custom-made 
original equipment tires to 
more than 50% of the high 
performance prestige cars. It 
is no surprise that all these 
newly announced technol-
ogies are expected to be in-
cluded as original equipment 
soon.

Pirelli’s specialized  
tires for EVs
The first electric supercars with tailor made Pirelli tires were shown at the Geneva 
Motor Show last March. Identified by the “Elect” marking, they indicate the growing 
interest from the Italian tire manufacturer to develop products aimed specifically at 
high performance EVs.

BY ÉRIC DESCARRIES

Shod with Pirelli new P Zero Elect tires, the new 
Pininfarina Battista was unveiled in Geneva.

The new Elect sidewall logo.
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GLOBAL CAPACITY FOR 

PRODUCING BATTERIES USED IN

 EVS WILL SOON EXCEED MARKET 

DEMAND BY APPROXIMATELY 40%, 

RESULTING IN TREMENDOUS

 PRICE PRESSURE.

EVs and hybrids are more and more present in 
the automotive marketplace. In 2018 alone, the 
number of EVs in Canada almost doubled to reach 
93,091, a 90% increase over the previous year ac-
cording to Electric Mobility Canada. 

Some of the rest of the world’s EV populations are 
blossoming even faster. Reuters reports that also 
in 2018, Norway’s fully electric car sales rose to 
a record 31.2% market share from 20.8% in 2017. 
BloombergNEF (BNEF) expects 2.6 million EVs to 
be sold globally in 2019. This would represent a 
growth of about 40%. BNEF said that it expects 
China to continue to lead, with some 1.5 million 
units.

Given that each EV needs a battery, huge facilities 
– such as Tesla’s Gigafactory 1 – are being built. 
It can be difficult to appreciate the sheer size of 
this Tesla facility, which stretches 5.5 million square 
feet in Reno, Nevada. CNBC reports its cost at $4.5 
billion. Elon Musk promises that it will grow to the 
world’s largest building by footprint: big enough to 
fit 100 Boeing 747 jets.  

Tesla currently also operates Gigafactory 2 in Buf-
falo, NY in conjunction with Panasonic and has 
begun building Gigafactory 3 in Shanghai, China. 
Gigafactory 4 is under development in Europe. And 

this is just Tesla. Volkswagen is 
ramping up its EV target by 50% 
aiming to build 22 million EVs 
over the next 10 years, while rival 
GM hopes for 1 million annually 
by 2026. 

Most of the other vehicle manu-
facturers have plans that will ne-

cessitate mushrooming needs for batteries, which 
they are largely developing with specialist partners 
in such huge facilities. All this is resulting in explod-
ing demand for manufacturing materials including 
lithium, facilities, and especially for the manufac-
turing technology to make it happen.

A study by the Boston Consulting Group (BCG) in 
2018 predicts that the price of battery cells used 
in EVs will rise significantly as demand in the seg-
ment grows. In order to prevent a sharp increase in 
cost, the report suggests that manufacturers need 
to identify ways of enhancing manufacturing effi-
ciency by adopting “the concepts of the factory 
of the future, in which industry 4.0 technologies 
enhance plant structures and processes”. 

Global capacity for producing batteries used in EVs 
will soon exceed market demand by approximately 
40%, resulting in tremendous price pressure. De-
mand is rising, but not fast enough to save the in-
dustry’s economics. 

According to this study, although electric-car bat-
tery costs are expected to eventually fall over the 
coming decade, they are unlikely to drop enough 
to spark widespread adoption of 100% EVs without 
a major breakthrough in battery technology.

In order to reduce manufacturing costs, the study 
explains the need to transition to a factory of the 
future in order to reduce costs by 20% to 35% in 
each major manufacturing step. Next-generation 
digital technologies enable battery factories to 
transition from the earliest stage of industry 4.0 
maturity to the most advanced fully automated 
factories so battery cell costs can fall by 20% or 
more in the factory of the future.

How are EV batteries made?
No crystal ball is needed to predict the upcoming enormous EV growth. But where 
will the stock of batteries come from to power the fleet of the future.

BY JOHN MORRIS

Tesla currently also operates a 
Gigafactory in Buffalo, NY.
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According to Patrice Marcil, all 
manufacturers are working towards 
the mass production of EVs whose 
average price will eventually fall 
below $40,000, which will contrib-
ute to a significant increase in their 
market share. But how will they get 
there? “By moving away from com-
posite materials used particularly for 
prototypes and high-end vehicles, 
they will be able to lower prices 
while making repairs similar to those 
of traditional vehicles. In terms of 
design and conception, the body-
work of EVs is similar in many ways 
to that of traditional cars,” he says.

Another factor to consider is the 
network of certified repairers that 
some manufacturers, such as BMW 
and Audi, have established around 
their brand in order to gain better 
control over their products and the 
quality of repairs. “This requires, 
according to Mr. Marcil, systematic 
training and certification with all 
collision repair shops to ensure that dealers are no 
longer the only ones with the expertise and access 
to automotive manufacturers’ parts.” 

Several clinics are also offered to collision repairers 
by various organizations to introduce them to EVs. 
CAA-Québec has embarked on this path through 
its network of Approved Auto Repair Services in the 
province. The I-CAR Canada program also provides 
such a training and is accessible to all collision repair-
ers in the country.

HR, PROFITABILITY AND 
TECHNOLOGY
For Caroline Lacasse, recently appointed Director 
of the Canadian Collision Industry Forum (CCIF), 
the challenge is to attract the best speakers to 
the CCIF meetings in order to inform participants 
about the issues that concern them and the future 
trends in the field. “CCIF operates within its three 
pillars: human resources, profitability and technol-
ogy,” she says. 

 

This means that the Forum is 
closely monitoring issues such 
as labour shortage, staff reten-
tion and worker skills develop-
ment. Finally, CCIF wants to 
ensure that the latest innova-
tions from across the industry, 
such as driver assistance and 
safety requirements, are well disseminated.

As for activity monitoring, CCIF is well known 
and disseminated which makes it possible to 
reach many workers and employers across  
Canada.

UP-COMING EVENT IN CALGARY
The CCIF main activity is to set up meetings gath-
ering the main players in the industry in order to 
identify opportunities in different sectors. These 
forums are held three times a year in major Can-
adian cities, and the next forum will be held in 
Calgary at the end of September.

CCIF OPERATES WITHIN 

ITS THREE PILLARS: 

HUMAN RESOURCES, 

PROFITABILITY AND 

TECHNOLOGY.

CCIF: collision repairers 
ready to go electric 
Are collision repairers ready to go electric? Yes, according to Patrice Marcil,  
President of the Canadian Collision Industry Forum.

BY RAYNALD BOUCHARD

Caroline Lacasse, Director of CCIFPatrice M. Marcil, President of CCIF
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THIS PROJECT IS ESSENTIAL 

TO ENABLE THE AUTOMOTIVE

INDUSTRY TO SUCCEED IN 

THE ELECTRIC SHIFT WHICH

REPRESENTS A MAJOR 

TECHNOLOGICAL EVOLUTION.

The training program announced in Laval in 
June will be delivered to auto mechanics all over 
Québec in a work-study approach. It aims to train 

sixteen trainers and more than 
230 automotive workers by 
2022. The selected candidates 
will have access to a total of 874 
hours of training.

The projection of 230 workers 
is based on the creation of 29 
groups per training level, which 
makes it possible to welcome 

more students depending on the qualifications 
already acquired by mechanics. 

“Some workers, explains Rosemonde Legault, 
Communications Advisor at CPA Montréal, 
might not have to take the basic electricity 
courses and move directly to the 2nd and 3rd 
phase of the training on PHEVs. We estimate 
that this initiative could make available up to 
1,160 seats in classes by 2022.”

In the meantime, the Comité provincial du 
Chantier VE, supported by CPA Montréal 
in collaboration with the other five CPAs 
in Québec, is currently working to clarify 
the training. “We believe we will be able to 
announce in September these details, starting 
with registration and training content, and then 
launching the course for trainers.”

MULTI-SOURCE FINANCING
A total of $3,669,883 in funding was gathered 
for this project. It will be funded by the joint 
committees of the automotive services industry 
($782,364), education partners ($35,872), 
automotive employers ($889,691) and the 
Ministère du Travail, de l’Emploi et de la Solidarité 
sociale ($1,961,956). As for the implementation 
of the program, it will be led by CPA Montréal 
and overseen by the Provincial Committee.

MORE AND MORE EVs
With this announcement, Minister Jean Boulet 
noted that the training will allow technicians to 
develop the skills necessary to respond safely to 
all types of EVs. “At a time when the automotive 
industry is witnessing the proliferation of EVs on 
our roads, this project is essential to enable the 
automotive industry to succeed in the electric 
shift which represents a major technological 
evolution.” This announcement is part of the En 
action pour la main-d’œuvre tour undertaken by 
the Government of Québec last spring.

This training project had been a work in progress 
for the partners for two years. The press release 
estimates that the first trained mechanics will be 
available in the first months of 2020. 

Quebec invests in training 
for EV maintenance
Quebec wants to improve the EV-related training available to mechanics. To this end, 
the provincial government and various local organizations have allocated $3.7 million 
over the next three years.

BY RAYNALD BOUCHARD

The people behind this project: (from l. to r.) Daniel Bégin, director, Automotive 
Parts and Service Operations Specialist, Canadian Tire; Jacques Maheux, Director, 
CAA-Quebec Approved Auto Repair Services; Patrick St-Pierre, president, Quebec 
region, AIA Canada; Suzanne Proulx, general manager, CPA Montréal; Jean Boulet, 
Minister of Labour, Employment and Social Solidarity, and Minister Responsible for 
the Mauricie Region; Sylvain Murphy, president Unifor local locale 4511 and union 
vice-president of CPA Montréal; Patrice Lemire, general manager, CPA Québec.
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WITH THIS PARTNERSHIP, 

MORE THAN 1,200 EXPERTS FROM 

BOTH COMPANIES WILL BE WORKING 

TOGETHER, OFTEN IN MIXED TEAMS. 

BMW Group and Daimler AG announced in early 
July the signing of a long-term development coo-
peration for autonomous vehicles (AVs). This strate-
gic cooperation will focus on joint development of 
next-generation technologies for driver assistance sys-
tems, automated driving on highways and automated 
parking. These developments will all be SAE Level 4, 
which can be defined as “highly” autonomous, Level 
5 being full autonomy.

This cooperation could also be extended to higher 
levels of automation in urban areas and city centres. 
The non-exclusive cooperation is also open to other 
OEMs and technology partners, and the results will 
be made available to other OEMs under license. 

ON THE ROAD IN 2024
The objective of this partnership is to accelerate the 
market launch of the technology which is expected to 
be part of passenger car equipment starting in 2024. 
The two companies will implement this technology 
in their respective products independently. 

With this partnership, more than 1,200 experts from 
both companies will be working together, often in 
mixed teams. They will be based in Germany at lo-
cations including the BMW Group Autonomous 
Driving Campus in Unterschleissheim near Munich, 
the Mercedes-Benz Technology Centre (MTC) in 
Sindelfingen and the Daimler Testing and Technology 
Centre in Immendingen. 

Efforts will focus on developing a scalable architecture 
for driver assistance systems, including sensors, as well 
as a joint data centre for data storage, administration 
and processing, and the development of functions 
and software.

AN ON-GOING CONCERN AT BMW
BMW has been working on automated driving since 
2006. For many years now, it has established a non-ex-
clusive platform with technology specialists, suppliers 
and OEMs in order to take it to series maturity. 

Since 2017, self-driving 
R&D has been consolidated 
at its Campus in Untersch-
leissheim, and the industria-
lisation of the technology 
is being advanced with the 
support of partners. 

Technologies currently under development will go 
into series production as Level 3 automation in 2021 
in the BMW iNext where it will also be Level 4 enab-
led for pilot projects. 

ALL THE WAY TO LEVEL 5
Daimler AG has also been working on series develop-
ment projects not only for specific Level 3 vehicles but 
also for Levels 4 and even 5. In 2019, it will be launching, 
along with its partner Bosch, its first Level 4/5 self-driving 
vehicle pilot programme in an urban environment in San 
José in Silicon Valley. Early next decade, Daimler will mar-
ket not only highly automated (Level 3) vehicles but also 
fully automated (Level 4/5) vehicles. 

This bring BMW and Daimler to a new level of coo-
peration in the race to launch autonomous vehicles. In 
2015, along with Audi AG, the two partners acquired 
HERE, Nokia’s digital mapping and location business. 
HERE is seen as the foundations for the next genera-
tion of mobility and location based services with its 
extremely precise mapping and location intelligence 
service.

BMW/Daimler to sell  
Level 4 AVs by 2024
BMW and Daimler are teaming up to develop and market Level 4  
self-driving technology to private customers in five years.

BY LUC GAGNÉ
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A NEW MCLAREN 720S FOR KIDS
This is the ideal way to entertain the dream of your little 
one of one day owning his/her own McLaren. Like the life-
size 720S two-seater, this 720S Ride-On has dihedral doors 
and carbon fiber components. By the end of this year, it will 
even be available in Papaya Spark, the brand’s own colour. 

This mini car is powered by an electric motor driven by 
an accelerator pedal, and even enhanced with evocative 
sounds. The starter requires a key, but it can also be re-
motely controlled to optimize the autonomy or to impose 
a parental control! A selection of popular songs for 6-year-
olds has also been preloaded into the standard infotain-
ment system. 

Offered for about $600, the Ride-On seems affordable 
when you know that this price is 625 times lower than that 
of a real 720S!

CHARGE YOUR EV ANYWHERE 
WITH DUOSIDA

A charging station at home is great, but a 
portable charger in the trunk of your EV 

is even better. With the Duosida 
220V level 2 charger, you 

can charge your vehicle at a 
friend’s house, your pretty 
country cottage or even at 
a Good Samaritan. 

This 32 amp device 
provides fast charging 
and its 20 ft. cable gives 
you the flexibility you 
need. Equipped with 
overvoltage protection, 
this charger is easy to 
store in a car. Just like a 
Scout, you will always be 

prepared! 

SILVERWAX,  
THE TIME-
SAVING WAX
Time is money! So why waste it 
using the wrong wax to make 
your vehicle shine? Thanks to 
this Silverwax product with 
polymers, your car can regain 
its shine in only  
10 minutes, even in direct sunlight. 

A carnauba-based formula allows 
this product containing hydro-
phobic polymers to provide 
long-lasting protection despite 
the harsh climate and road haz-
ards. Bottles are now available!

THE ECO-DOME PROTECTION
Nothing is better than the ECO-DOME to protect the 
plug, the socket, and even the flap of an EV from the 
worst weather. Designed in Canada, this accessory holds 
securely in place with magnets capable of supporting up 
to 14 lbs each: enough strength to withstand even the 
heaviest snowfalls and freezing rain. 

Made of 18 oz. polyester, it is coated with PVC to make 
it waterproof. In addition, industrial-grade gripping 
bands surround the electrical cable to prevent all forms 
of infiltration. The ECO-DOME resists temperatures ran-
ging from 70 to -40 °C. Carefully assembled, it is avail-
able in bright red and dark grey. P
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COOL NEW STUFF BY LUC GAGNÉ
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For more information, contact

Rémy Rousseau  |  514-236-3141
remyrousseau@rogers.com

www.employeurexceptionnel.com

In partnership with  

E X C E P T I O N N E L
E M P L O Y E U R

BECOME AN EXCEPTIONAL
       EMPLOYER!
ATTRACT
the best talents

IMPROVE
work environment

OPTIMIZE
efficiency

MAXIMIZE
client satisfaction

INCREASE
profitability



FILE PICK-UP: MITBRD18045_2018 Mitsubishi Q1 Fleet Print

172 John St., 
Toronto, ON M5T 1X5 AD CODE: MITBRD18128_2018_Mitsubishi_Q3/Q4_Fleet_PRINT_8.125x10.875_E 3 

Printing Inks: 4/0 Colours

Colour Information

Die Line / Fold Marks Inks: DO NOT PRINT

Fold Marks

Die Line

Cyan

Perf Line

N/A

Magenta

Yellow

Black

N/A

N/A

N/A

N/A

Scale: 1:1    |    Laser is at 100%

Creative 
(Designer/AD/CD)

Account Executive

Studio/Traf� c/Production 
Manager

Proof Reading

NOTES: THIS IS NOT A COLOUR PROOF. Refer to pantone chips and process match books for accurate colour samples. No trapping has been done to this � le. Our artists have done everything 
possible to make this � le mechanically perfect. However, before signing approval please check all copy, dimensions and colour space.

john st. Docket#:

Docket Name:

Description:

Client:

Filename:

Headline:

Studio Designer:

Contact:

Start Date:

Due Date:

Trim Size:

Live Area:

Bleed Size:

Image Res:

Publication:

Pub. Contact:

Cover Date:

Format:

Position:

MITBRD18128

Mitsubishi Q3/ Q4 Fleet Print

Print

MITSU

MITBRD18128_2018_Mitsubishi_Q3/Q4_Fleet_PRINT_8.125x10.875_E 3

THE OUTLANDER PHEV

AB

Leigh McParland

01/10/19

01/16/19

8.125" x 10.875"

6.75" x 9.5"

8.375" x 11.125"

300 dpi

Foodservice and Hospitality

Elena Osina

February, 2019

CMYK

GOOD FOR YOUR COMPANY, YOUR 
POCKETBOOK AND YOUR PLANET.
Now the vehicles in your fleet can have the eciency 
of an electric vehicle with the performance of our 
proprietary 4WD system, Super All-Wheel Control. 
You can go farther with the Outlander PHEV, as 
it seamlessly transitions between its twin electric 
motors and its highly ecient gas engine.

Visit Mitsubishi-motors.ca/fleet to learn more 
about adding an Outlander PHEV to your fleet.

Charge anywhere with 
4 di�erent charging options.

Ample cargo space and 
1,500 lb towing capacity.*

   * See Owner’s Manual for proper use when towing.
** Whichever comes � rst. Regular maintenance not included. See dealer or mitsubishi-motors.ca
       for warranty terms, restrictions and details. Some conditions apply.

OUTLANDER PHEV
THE PLUG-IN HYBRID ELECTRIC SUV


