
Women Lead Here
Event and Marketing 
Opportunities

2020

A new annual benchmark of gender diversity in 
corporate Canada.

A unique and credible way to position your 
brand as a supporter of women in executive 
leadership.

A chance to help create needed change.
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ABOUT US

As a core pillar of The Globe and Mail, 
Report on Business provides exclusive, 
intelligent business and financial journalism 
in the public interest on Canadian business, 
the economy and investments, to help 
readers manage their companies, their 
careers and their wealth.

As Canada’s only dedicated national 
business magazine, Report on Business 
magazine—distributed monthly to 
subscribers of The Globe and Mail—provides 
unmatched journalism that goes deep into 
the executive strategy, leadership and 
wealth stories our readers demand. 



Corporate Canada has a gender problem.

Among Canada’s largest companies, only a handful of senior 
executives are female. 

This has to change. For the good of their employees, for the good 
of their business, and for the good of the country as a whole.

Someone must hold corporations to account for their record of 
hiring and promoting executive women. Someone must document 
their progress and share their stories of transformation. Someone 
must celebrate those companies that are hiring and retaining 
female executives—and excelling, as a result.

So we’re going to do it.

And you can be part of it.

WHAT WE KNOW
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WOMEN LEAD HERE

WHAT WE ARE DOING

Produced by Report on Business magazine, Women Lead Here is a 
comprehensive program—comprising proprietary research, engaging 
editorial content and a change-making event—meant to benchmark how the 
largest publicly-traded companies in Canada are performing on executive 
gender parity. 

OUR GOALS

The goals of the program are three-fold: 

1. To recognize corporations at the forefront of gender diversity, as 
demonstrated by female representation in executive roles and their 
overall performance;

2. To tell the stories, and share the strategies, of organizations that have 
made tangible progress in pursuing executive gender parity; and

3. To inspire—and hold to account—more businesses to implement 
strategies that tangibly change the gender makeup of their executive 
teams.



ADVISORY BOARD:

We have assembled an independent Advisory 
Board to help frame our methodology, guide our 
research and program the Women Lead Here 
Summit. 

Our advisors have brought unparalleled experience 
and perspective to our research process.

They will enhance the Women Lead Here summit 
as moderators, facilitators and hosts.

We will be announcing our advisory board in late 
2019.
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WOMEN LEAD HERE

HOW

Leveraging the award-winning journalistic rigour of The Globe and Mail and Report 
on Business, our researchers will be measuring the the ratio of female-
identifying individuals at the top three executive levels—usually CEO, CXO/president 
and EVP—at Canada’s 1,000 largest public corporations. Using a proprietary 
scoring system (which also considers stock performance, profitability and revenue 
growth), we’ll assign each company a score. Those businesses with the top scores 
will be published in the April 2020 issue of Report on Business magazine, earn the 
2020 Women Lead Here seal, and be invited to the 2020 Women Lead Here 
Summit on March 31, 2020. 



We’re driving a critical 
conversation that we believe will 
help transform what leadership 
looks like in Canada.

Here’s how you can be part of it.

THE OPPORTUNITY
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Tuesday, March 31, 2020
8:00am – 11:30am
The Globe and Mail Centre, Toronto
~200 executives and senior HR leads from Canada’s largest companies

The event will bring together leaders of corporate Canada to share, discuss 
and debate the strategies and tactics large firms can use to improve female 
representation in executive positions. Expect honest discussion and 
constructive insight into what works, what doesn’t and how organizations 
can change.

This event offers a rare opportunity for your brand to align with and 
participate in a crucial conversation—one that will shape the future of work 
in Canada.

EVENT OPPORTUNITY

Report on Business 2020 Women Lead Here Summit
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Agenda*

8:30am Networking and Breakfast

9:00am Opening Remarks
The Globe and Mail (potential sponsor integration)

9:05am Presentation 
Parity in Focus – How are Canada’s biggest companies performing
on female executive leadership?

9:15am Panel Discussion
Building Diversity – Insight and strategies from highly diverse companies
(potential sponsor integration)

10:00am Panel Discussion
Supporting the Climb – Insights from notable female executives on the path to 
leadership(potential sponsor integration)

10:30am Networking Break

10:50am Mini-Keynotes
Next Steps and Bold Ideas: What corporate Canada needs to do now to boost 
executive inclusion

11:45am Closing Remarks
The Globe and Mail (potential sponsor integration)

* Subject to change.

EVENT OPPORTUNITY
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The April 2020 issue of Report on Business magazine will 
feature a full list of all companies that earn the 2020 Women 
Lead Here designation, accompanied by in-depth editorial 
profiles of winning companies that have made notable progress 
toward executive gender parity. This highly-anticipated issue will 
include The Globe and Mail’s signature premium, trusted 
journalism for an audience of more than 1.8 million print and 
digital readers. 

This issue is creates a tremendous way to maximize your reach 
and deepen your engagement with exceptional leaders of today 
and tomorrow while aligning with the stories about proven 
gender-parity strategies used by the leaders of corporate 
Canada.

Women Lead Here sponsors can reach this premium audience 
with a full-page ad for a special rate of $10,000: a 60% discount
from rate card. Customized digital advertising packages are also 
available.

MARKETING OPPORTUNITY

Report on Business magazine audience highlights:

§ Together, they have $18 billion of business purchase influence, 
and are 71% more likely to be decision makers

§ 43% of Report on Business magazine readers are influential 
MOPEs (Managers, Owners, Professionals or Entrepreneurs)—
3x more likely to be Senior Managers or Owners

§ 22% have a household income of $150,000 or higher

§ Readers have a combined $225 billion in investments

2.
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Need to know

THERE ARE SOME SERIOUSLY POWERFUL WOMEN IN TECH IN 
THE UNITED STATES, BUT VERY FEW HERE IN CANADA

4.

Sheryl Sandberg 
COO of Facebook

Angela Ahrendts 
Head of Apple retail

Susan Wojcicki 
CEO of YouTube

Ginni Rometty  
CEO of IBM

Safra Catz  
Co-CEO of Oracle

WOMEN 

$75,000

MEN 

$95,100

 

3. There are 
plenty of 
examples of 
male-dominated 
AI teams 
producing 
algorithms that 
were biased 
against women. 
“Who’s going to 
be taking care 
of our elderly 
two generations 
from now? It’s 
going to be AI,” 
Melinda Gates 
said in 2016. 
“But do you want 
all males in their 
early 20s and 
30s creating the 
AI that’s going  
to take care  
of you when 
you’re older?”

5.  Kovitz’s 
brother, Michael 
Katchen (yes, 
the one on our 
cover), is the 
founder and CEO 
of WealthSimple 

Paying them fairly might be a start: 
Women in Canadian tech jobs (with a 
bacherlor’s degree or higher) are paid 
on average $19,750 less than their 
male counterparts, according to the 
Brookfield Institute for Innovation and 
Entrepreneurship at Ryerson University.

be designing technology that is 
relevant for all. (3)
How would you describe what you 
do—are you a consulting firm?
We offer some consulting 
services in partnership with 
experts who do that work.  
We offer corporate partnerships 
with companies that work with 
us to advance what they have 
to do in this space. They fund 
our work through  sponsorships 
or partnership dollars, and we 
execute with them against the 
goals they’re trying to achieve. 
We do some bespoke events 
so they can attract talent and 
engage them in our events.   
You also do research.
We’re doing a project right now 
on the retention-of-women-in-
tech problem. We interviewed 
25 tech leaders to understand, 
once we have the women-
identified people, how do we 
keep them and engage them. (4) 
And that will be a novel piece 
of research we think is part of 
solving the problem. And the 
last piece is, we’ve been building 
our app, #movethedial Connect. 
One of our insights has been 
the need to build a mentoring 

program driven by smart data, 
so companies can get metrics on 
how their investment is moving 
the dial. But you need—my 
brother raised $100 million. (5)  
I don’t have that kind of funding. 
So our plan is to bring it to the 
community when we’re in a 
position to do that at scale.
Are you a non-profit or a for-profit 
organization? 
We are a social enterprise.
What does that mean? 
We are not a registered non-
profit. The way that all started 
was as a program through MaRS. 
Jeff Fettes, an entrepreneur in 
Winnipeg, saw me speak. And he 
said, “You have so much passion 
for this, I believe in you.” And 
I said, “I can’t do this full time. 
I have a daughter. I’m a single 
mother.” Like, that’s really scary. 
He said, “Figure out how you 
could hire some people and how 
you can fund this work enough 
that you can do things.” And 
that’s what I did. I found a way 
to build an organization that has 
enabled me to bring in enough 
revenue to hire 20 people, and 
build this into something that 
can be sustainable and relevant 
for the long term. My vision is 
that the organization will make, 
ultimately, enough revenues that 
I can start a non-profit arm that 
will focus on youth. 
Does #movethedial try to address 
male toxicity in the workplace? 
No. Our specific work is focused 
on bringing more women into 
the industry, engaging and 
growing them in those roles. 
That piece of work around 
toxicity and sexual harassment  
is just not a specific focus of 
what our own work is. 
But toxicity in male-dominated 
workplaces is part of the reason 

women don’t go into those 
workplaces, isn’t that true? 
Yes. 
Shouldn’t that be an element of 
what you’re doing? 
If the question is, does 
#movethedial have a program 
that specifically addresses toxic 
things, like sexual harassment 
specifically? I don’t believe that  
I personally have the expertise to 
deliver those programs. We work 
with PhDs in inclusive design 
to do all sorts of programming 
around understanding 
unconscious bias. We do deep 
dives on the research. How are 
individuals in the company 
feeling about the culture? Is it 
toxic? Is it healthy? Is it not? 
What’s the sense of belonging 
that people feel, and what are the 
gaps in terms of numbers, but 
also sentiment? 
Do you perceive any differences in 
Canada versus, say, Silicon Valley? 
It’s hard to generalize, but some 
of the women I’ve met who are 
leaders in the Valley seem to be 
more cynical than some of the 
women I’ve met here. We started 
to do some work in Japan, and 
in Israel and London, and all 
of those markets are different. 
The women I met in the U.K. 
are extremely optimistic and 
really have rallied together as a 
community.  
Sarah Lahav, the CEO of SysAid 
Technologies, wrote an article 
recently that basically said, if you 
want women to feel more welcome 
in tech, stop using the term 
“women in tech.” She feels the 
phrase is inherently marginalizing. 
What’s your reaction to that idea? 
It’s interesting. I talk a lot about 
“women-identified” because I 
think gender fluidity is in a place 
where, if you do this work, you 
can’t just talk about women who 
were born women or who look 
like women to the outside world. 
But I don’t share her perspective 
that it’s marginalizing to say we 
need to work together to advance 
people who identify as women in 
the industry. That is a focus of my 
work. I’ve certainly come across P
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6. #movethedial 
says its 
campaign 
to generate 
nominations of 
female founders 
to C100, a San 
Francisco-based 
association of 
Canadian global 
tech leaders, 
boosted the 
number of those 
nominations by 
400%. 

7. In 2015, 
Salesforce chief 
personnel officer 
Cindy Robbins 
alerted CEO 
Mark Benioff 
that female 
employees were 
systemically 
paid less than 
male ones. He 
dedicated US$6 
million to correct 
that discrepancy, 
and salary gaps 
by gender and 
ethnicity across 
the company.

IN 2017, #MOVETHEDIAL, PWC AND MARS PUT OUT A LANDMARK STUDY, BASED 
ON 933 TECH COMPANIES, TO STUDY THE NUMBER OF WOMEN IN TECH,  
PROVIDING A BASELINE AGAINST WHICH FUTURE CHANGES CAN BE MEASURED

Canadian tech companies with a solo female founder or CEO

Representation of women on the average tech company’s 
executive team

Tech companies with no female executives

Portion of directors of Canadian tech companies who are women

Boards with no female directors

Canadian venture capital firms with no female partners

5%

13%

53%

8%

73%

30%

people who share her opinion—
who sort of say, “We’re just tech 
leaders.” But I do think it’s really 
important to focus on the fact 
that there is a massive gap. 
What’s your approach to engaging 
with companies? Do you wait for 
them to come to you, or do you 
reach out to them? 
We’ve been lucky that it’s 
been mostly inbound, because 
it means, to me, that the 
community’s excited about the 
work and wants to engage. I get 
inbound all the time, through 
all my social channels and my 
email. I spoke at the Elevate Tech 
Festival recently, and I got tons 
of emails afterwards: “We’d love 
to explore working with you, 
loved your message, how can 
we get involved?” And then we 
bring them in. They meet with 
our team and try to get engaged 
that way. 

Do you feel like you’re moving the 
dial? What evidence do you have 
that you’re having an effect? 
We’ve seen a shift in 
consciousness with a lot of the 
partners we’re working with, 
where this has moved from 
“something we think we need 
to do” to a strategic priority 
for the business. We’re seeing 
the women-identified people 
in tech feeling more engaged, 
feeling more valued. (6) We’re 
all about partnership. We fund 
our work through engaging 
with partners who are serious 
and want to solve this problem. 
They’re seeing the impact 
of that. They’re all renewing 
their partnerships. That, to us, 
demonstrates that they’re getting 
value out of the work we’re 
doing. TD renewed as a title 
sponsor. They’re also a founding 
partner, along with CIBC, 

WealthSimple, League and BMO. 
They’re almost all financial 
companies. 
We work with lots of companies, 
and many technology 
companies. Shopify, for example, 
came on for this year, along 
with  a whole bunch of other 
tech companies. The funding 
is different in startups than it is 
in large organizations. To their 
credit, in order to fund this work, 
the companies that have had the 
ability to fund it have stepped 
up. And we’re grateful for that. 
But we have the chief diversity 
officer for Microsoft opening 
our summit in November, and 
the global head of diversity for 
Airbnb is speaking. We have 
Salesforce really engaged (7) and 
lots of these larger technology 
companies that are engaging.  
Last year, you wanted 10,000 
women in tech to tell their stories 
in video. What was the response? 
Yeah, that was one of those bold, 
ambitious goals, and it didn’t 
happen in one year. But I’m 
working really hard at it, and 
I’m optimistic it will happen 
through how we’re going to be 
scaling it with the technology. 
We’ve told 160 stories at events, 
but we’ve also told many more 
stories through our blog and 
through how people engage in 
our social media. And I’m still 
at it, and I’m confident we’ll 
achieve our goal. 
If a young woman told you  
she wanted a career in tech,  
what’s one piece of advice you 
would give her? 
I would say, go all in. Stay in. 
And build your network early 
and always. The opportunities 
are about having humans that 
believe in you, will teach you, 
will champion you, and building 
your own network is going to 
be absolutely critical to your 
success in this industry. So, start 
doing that, and don’t stop. 

Trevor Cole is the award-winning author 
of five books, including The Whisky 
King, a non-fiction account of Canada’s 
most infamous mobster bootlegger.

women don’t go into those 
workplaces, isn’t that true? 
Yes. 
Shouldn’t that be an element of 
what you’re doing? 
If the question is, does 
#movethedial have a program 
that specifically addresses toxic 
things, like sexual harassment 
specifically? I don’t believe that  
I personally have the expertise to 
deliver those programs. We work 
with PhDs in inclusive design 
to do all sorts of programming 
around understanding 
unconscious bias. We do deep 
dives on the research. How are 
individuals in the company 
feeling about the culture? Is it 
toxic? Is it healthy? Is it not? 
What’s the sense of belonging 
that people feel, and what are the 
gaps in terms of numbers, but 
also sentiment? 
Do you perceive any differences in 
Canada versus, say, Silicon Valley? 
It’s hard to generalize, but some 
of the women I’ve met who are 
leaders in the Valley seem to be 
more cynical than some of the 
women I’ve met here. We started 
to do some work in Japan, and 
in Israel and London, and all 
of those markets are different. 
The women I met in the U.K. 
are extremely optimistic and 
really have rallied together as a 
community.  
Sarah Lahav, the CEO of SysAid 
Technologies, wrote an article 
recently that basically said, if you 
want women to feel more welcome 
in tech, stop using the term 
“women in tech.” She feels the 
phrase is inherently marginalizing. 
What’s your reaction to that idea? 
It’s interesting. I talk a lot about 
“women-identified” because I 
think gender fluidity is in a place 
where, if you do this work, you 
can’t just talk about women who 
were born women or who look 
like women to the outside world. 
But I don’t share her perspective 
that it’s marginalizing to say we 
need to work together to advance 
people who identify as women in 
the industry. That is a focus of my 
work. I’ve certainly come across P
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REPORT ON BUSINESS WOMEN LEAD HERE SUMMIT 2020 GOLD SPONSOR 
(3 available)

SUPPORTING PARTNER
(7 available)

TABLE PARTNER
(10 available)

Speaking opportunity: Pending editorial approval, we will work with you on a suitable speaking 
opportunity for your thought leader X

Branded kiosk in event space X

One table (round of 10 seats) with tabletop logo recognition X X X

On-stage acknowledgement by host X X

Logo recognition on all event materials (print and digital) X X

Logo recognition on all invitations and advertisements X X

Distribution of materials in event delegate bag X X

EVENT SPONSORSHIP VALUE $25,000 $10,000 $2,500

Full-page ad in the April 2020 Women Lead Here issue of Report on Business magazine 
(special discounted sponsor rate) $10,000 $10,000 $10,000

TOTAL INVESTMENT $35,000 $20,000 $12,500

SPONSOR PACKAGES



CONTACT US

ABOUT EVENT SPONSORSHIPS:

Amy Nelson
Corporate Partnerships, Experiential
anelson@globeandmail.com
416-768-3695

ABOUT MARKETING OPPORTUNITIES:

Andrea D’Andrade
Senior Manager, Special Products
adandrade@globeandmail.com
416-585-5368

ABOUT THE PROGRAM:

Deborah Aarts
Senior Program Manager,
Business and Financial Products
daarts@globeandmail.com

mailto:anelson@globeandmail.com
mailto:adandrade@globeandmail.com
mailto:daarts@globeandmail.com

