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issues & ideAs

BY Margaret reYnolds,  
liz shorten, BoB d’eith  
and sYlvia skene 

If you watch TV, go to the movies, 
play a video game, download music, 
read a book or magazine, or use a 

tablet or cellphone, chances are you’ll 
be touched by one of British Columbia’s 
creative industries.

It’s big business to be sure — $4 bil-
lion a year in B.C. alone, putting it up 
there with well-recognized industries 
such as agriculture, forestry, fishing 
and mining.  

And therein lies the problem. 
All of the other above-mentioned 

industries receive the consideration and 
assistance they deserve from the public, 
the media and the government. Most 
British Columbians acknowledge them 
as being among our leading industries 
and prime economic drivers. 

B.C.’s creative industries are just as 
important, but unlike the others, are 
not given the same level of attention 
or support. B.C.’s creative sector is, 
quite frankly, left on the margins when 
it comes to ensuring that they remain 
competitive and healthy —and this as 
the worldwide creative sector is grow-
ing and evolving rapidly due to expo-
nential changes in technology. Cas-
sette tapes lasted a couple of decades, 
but DVDs have come and gone in a 
blink. Who could have predicted just 
a few years ago the impact of smart-
phones and tablets, and who knows 
what we’ll be using next year?

But one thing’s for sure: the need for 
creative content is with us for good. 
Fortunately, it’s something we’re very 
good at here in B.C. — but for how 
long? Although we have some of the 
world’s best talent, our creative indus-
tries must also remain competitive. 
Other jurisdictions in this country 
and elsewhere know the score, and are 
ramping up to compete by making it 
easier to attract talent and investment 
dollars away from places like B.C. For 
example, Ontario just overtook B.C. 
as North America’s No. 3 film and TV 
production centre behind New York 
and Los Angeles.

About 80,000 people in B.C. are 
employed in the creative sector — 
more than agriculture, forestry, fish-
ing and hunting combined. We can all 
name the B.C. musicians we hear on 
the radio, and we’ve all watched as TV 
series and films by the score are pro-
duced here, often with local talent and 
production. It’s a clean industry, and 
there are spinoffs. How many tourists 
have we attracted to come see “Holly-
wood North” for themselves? 

Recently, B.C.’s digital media scene 
was recognized with its own section at 
the FMX digital effects conference in 
Germany. B.C. is also home to some 
of the best periodicals in the country, 
many of which are read well beyond 
our borders, and B.C.’s book publish-
ers produce titles in print and digital 
in all genres that engage and inform 
readers here at home and around 
the world. So, although we’ve built a 
healthy and recognized industry here 
in B.C., we now find ourselves at a 
crossroads. 

In our recent report, From the Mar-
gins to the Mainstream, we make the 
case that now is the time to develop a 
made-in-B.C. solution to keep produc-
tion, investment and talent here. This 
strategy begins with the establishment 
of a provincial secretariat that will 
develop policies in consultation with the 
private sector, and perhaps an umbrella 
organization similar to the Ontario 
Media Development Corporation. It’s 
a simple model that has worked to give 
other jurisdictions an edge.

We’ve made the call for the gov-
ernment to work with us to grow our 
industries, create jobs and maximize 
the enormous creative potential in 
this province. We believe they are 
hearing us, and we look forward to 
creating a partnership that will work 
to keep B.C.’s creative sector alive and 
thriving.

Margaret Reynolds is executive director  
of the Association of Book Publishers of B.C; 
Liz Shorten is managing vice-president of 
the Canadian Media Production Association; 
Bob D’Eith is executive director of Music B.C; 
and Sylvia Skene is executive director of the 
Magazine Association of B.C.

It’s time  
to recognize the 
creative sector 
as a leading 
economic force

There has been much talk lately 
about fossil fuel energy, some-
thing we all depend on, and mov-

ing that energy from resource basin 
to market. It’s an issue often painted 
in black-and-white terms: either sup-
portive of resource development and 
building market access, or reduced 
development and limiting infrastruc-
ture growth. 

But the conversation is about many 
things: the sustainability of our envi-
ronment; the economic benefits of 
resource development; B.C.’s future in 
a Canada where resource development 
enables new, sustainable technologies; 
the communities we live in, where 
infrastructure is felt; and the social 
impacts and benefits of the decisions 
we make today and how they’ll affect 
future generations.

In my years as president of Kinder 
Morgan Canada, one thing has become 
abundantly clear: it’s impossible to 
make genuine progress on anything 
difficult without establishing real, per-
sonal and meaningful relationships. 
It’s these that lead to meaningful dia-
logue and decisions. 

As we consider the next steps in 
expanding the Trans Mountain Pipe-
line System, my company believes 
thoughtful, factual and open-minded 
community engagement is criti-
cal. That’s why we’re embarking on 
an open, extensive and thorough 
engagement process on all aspects of 
the proposed project along the route 
and marine corridor. We’ll be speak-
ing with communities, landowners, 
aboriginal groups, neighbours, stake-
holders, environmental organizations 
and citizens. But we don’t want to do 
this simply to say we’ve consulted with 
others or to convince people of our 
plans. We need to do this because we 
value the input and advice from local 
interests — and because we respect the 
relationships we’ve built with commu-
nities, many formed over more than 
half a century since Trans Mountain 
was built in 1952. 

Discussions often become strained 
when the facts are unclear or become 
obscured. In this case, the project, 
valued at approximately $4 billion, 
involves “twinning,” or building, a 
second parallel pipeline from Edmon-
ton through Burnaby. The goal is to 
use the existing right-of-way where 
possible, based on the existing 1,150 
kilometres of pipeline, while minimiz-
ing construction in new areas. Pipe-
line routing will be one of the most 
debated and difficult tasks and we’ll 

make every effort to minimize com-
munity disruption and landowner 
impacts. While plans are not even in 
place yet, I don’t anticipate that final 
routing will involve building through 
any backyards.

The project directly impacts more 
than 20 municipal and local govern-
ments and more than 80 aboriginal 
groups. It will realize around $2.5 bil-
lion of project spending in B.C. (more 
than 60 per cent of the total project 
cost), creating jobs and generating in 
excess of $260 million of additional 
tax revenue for B.C., and more than 
$15.5 million in additional annual 
property tax revenue for B.C. commu-
nities already along the pipeline route. 
These benefits cannot be ignored.

Worth mentioning is that expan-
sion of almost 30 per cent of the sys-
tem was completed in 2008 along key 
portions of the pipeline in Alberta, 
through Jasper National and Mount 
Robson Provincial Park areas, an 
award-winning project recognized by 
the Alberta Emerald Foundation for 
“organizations and individuals who 

demonstrate leading and tangible 
benefits to environmental steward-
ship and sustainability.” 

No article on moving energy would 
be complete without mentioning our 
company’s commitment to safety. The 
pipeline industry’s safety record is 
first-class, and pipelines remain prac-
tically the only efficient way to move 
the large quantities of energy people 
need and use. It would take some 
1,400 tanker trucks travelling between 
Edmonton and Burnaby to carry what 
our pipeline can in one day. 

What’s more, the strict regulations 
and requirements of Transport Can-
ada, Port Metro Vancouver and other 
regulators ensure oil tankers navi-
gate local waters safely — including 
requirements that all tankers are dou-
ble-hulled and guided by B.C. Coast 
Pilots. 

Overall, it’s a system that is safely 
and efficiently providing the only 
West Coast access for Canadian oil 
products, including about 90 per cent 
of the gasoline supplied to the interior 
and B.C.’s south coast.

I’m especially proud that our com-
pany, and those companies part of 
its storied history, have safely and 
efficiently operated a critical piece of 
B.C.’s energy infrastructure for almost 
60 years. But there’s always more we 
can do and we’ll continue to look for 
opportunities to improve as part of 
our daily business and through this 
engagement process. 

I’m also especially proud of our team 
of 119 B.C. employees — in communi-
ties big and small — including Burn-
aby, Kamloops, Blue River, Hope and 
Abbotsford. 

As B.C. looks ahead, we welcome the 
opportunity to continue being part of 
the B.C. story. 

I’ve lived in Vancouver and Victoria 
and appreciate the beauty and seren-
ity this great province offers. You have 
my promise: every voice will be heard, 
every concern will be considered. We’ll 
do our very best to gain your trust and 
confidence.

Ian Anderson is president  
of Kinder Morgan Canada.

Pipeline hinges on relationships
Expansion will depend on discussions with many people along its route, Kinder Morgan president says

Kinder Morgan is planning a $4-billion twinning of its pipeline from Edmonton to Burnaby.
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Is Canada’s economy suffering from 
some imported malady? Hearing the 
passionate debates about whether 

something called the “Dutch Disease” 
is afflicting the country, one thinks of 
Rembrandt’s famous The Anatomy Les-
son of Dr. Nicolaes Tulp, with politi-
cians and experts in other fields instead 
of doctors carefully bent over to study 
Canada’s economic musculature. For-
tunately, Canada’s economy is alive and 
kicking — and not only in the resource 
sector.

The term Dutch Disease was coined 
to describe the impact on the Dutch 
economy of the discovery of gas 
reserves in the North Sea in the late 
1950s and 1960s, and has come to 
describe more broadly an economy 
where large capital inflows related to 
developments in the resource sector 
lead to a stronger currency which, in 
turn, makes other export sectors less 
competitive on world markets.

The high Canadian dollar does 
indeed pinch manufacturing exports 
and related jobs, but claims of a clear 
and strong causality between energy 

investments, the Canadian dollar, 
and the decline in manufacturing jobs 
over the past decade have not been 
substantiated.

Meanwhile, by simplistically pit-
ting the manufacturing sector against 
the resource extraction sector, the 
“Dutch Disease” argument entirely 
overlooks a fundamental and grow-
ing part of Canada’s economy — the 
services economy. Indeed, the classic 
model of the Dutch Disease predicts 
rising wages in services sectors, which 
become under this scenario a benefi-
ciary from resource-related foreign 
capital inflows.

It is odd that services are so 
neglected by both defenders and crit-
ics of the “Dutch disease” thesis. Can-
ada is first and foremost a services-
oriented economy: more than 80 
per cent of all jobs in Canada are in 
service-producing industries. While 
a number of these are low-skilled or 
casual jobs, the number of knowledge-
based, typically well-paid occupations 
such as those in financial, software 
or professional services — industries 
sometimes referred to as commercial 
services — has been growing quickly.

While some half a million jobs have 
been shed in manufacturing in the 
past 10 years, the same period has 
seen countervailing job gains in other 
goods-producing industries — con-
struction, mining, and oil and gas, for 
example — and in areas such as edu-
cational services, professional and 

technical services, finance and insur-
ance, transportation and warehous-
ing, wholesale trade or waste man-
agement. We mention these specific 
sectors for three reasons: in the aggre-
gate they have created far more jobs 
than have been lost in manufacturing; 
they provide jobs that pay, on average, 
better or comparable wages than the 
famed manufacturing job; and all of 
them are traded or increasingly trad-
able on international markets.

Yes, Canada trades services interna-
tionally — and is doing well at it. Ser-
vices other than tourism now make 
up more than 10 per cent of the value 
of Canada’s exports. Exports in high-
wage commercial service sectors are 
turning out to be one of the fastest 
growing export businesses for Can-
ada. In fact, since the beginning of the 
great global recession — a period dur-
ing which the Canadian dollar mostly 
stayed near its 10-year peak, Canada 
managed to turn its long-entrenched 
deficits in commercial services into a 
surplus. Even our much vaunted com-
modities and industrial goods sectors 
saw, in the aggregate, their trade bal-
ance decline during that time.

The overall picture that emerges is 
one of a Canadian economy with a 
booming resources and increasingly 
vibrant, internationally oriented, 
commercial services sector. This is an 
example of the “Kaldor paradox” — 
the observation that exports often do 
well, even under conditions of rising 

relative labour costs such as the ones 
brought about by a strong currency, 
because they compete mainly on the 
basis of skills, technology and innova-
tion, as do many services, and for that 
matter the typical niche manufactur-
ing firm.

Indeed, it can be argued that skilled 
and mobile workers, and their employ-
ers in rising services industries, find 
it much more attractive to operate in 
Canada when the currency is stronger: 
take the story of the return to Canada 
of the Winnipeg Jets (and, one can 
hope, the Quebec Nordiques), multi-
plied many times over.

Highlighting these successes is not 
to suggest that we should play down 
the difficulties experienced by our 
manufacturing sector. But high-qual-
ity, internationally competitive ser-
vices — from research and design, 
marketing and logistics, to expertise in 
financing and exploiting our resources 
— are the real key to future manufac-
turing competitiveness and to cre-
ating more value and jobs out of our 
resource wealth. And on that score, 
the vibrancy of our commercial ser-
vices sectors is the sign of a healthy, 
not diseased, Canadian economy.

Philippe Bergevin and Daniel Schwanen  
are respectively senior policy analyst  
and associate vice-president, international  
and trade policy, at the C.D. Howe Institute. 
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