W W W.CANADIANDEFENCEREVIEW.COM

Super Hornet
Targeting Canada’s
FFCP Program

INSIDE THIS ISSUE
CANADA’S ARMY

LGen Wayne Eyre,
Commander of the Army
Volume 25/Issue 6 Price $12.95
Publications Mail Agreement Number 40792504

SPACE & COMMUNICATIONS
HELICOPTERS
REGIONAL REPORT
Quebec’s Defence Industry

INDUSTRY FEATURES
GDLS, ADGA, NORTAC,
ST Engineering

38

CONTENTS
DECEMBER 2019
VOLUME 25 • ISSUE 6
DEPARTMENTS
8 | LETTER FROM THE EDITOR
Coming Full Circle with Super Hornet
31 | DEFENCE BUSINESS
By Grant McDonald

69

38 | REGIONAL REPORT
Quebec’s defence & aerospace industry
By Peter Diekmeyer
52 | TRADE SHOW & CONFERENCE REPORT
I/ITSEC 2019, Orlando Coming out for FAcT
By Joetey Attariwala
56 | SME CORNER
Nortac Defence
By Peter Diekmeyer

74

61 | DEFENCE MARKETING
By Linda Wolstencroft
69 | TRADE SHOW & CONFERENCE REPORT
Canadian Aerospace Summit 2019
By James Careless
72 | WOMEN IN DEFENCE
Gender Equity – Canada MUST do better
By Françoise Gagnon
74 | TRADE SHOW & CONFERENCE REPORT
The Best Defence Conference 2019
By Daniel Kitchen

COVER THIS ISSUE
Super Hornet Targets FFCP
Photo:
Courtesy Boeing

76 | TRADE SHOW & CONFERENCE REPORT
The Halifax International Security Forum
By Jay Heisler
79 | DEFENCE NOTES
80 | DEFENCE PEOPLE
85 | LIST OF ADVERTISERS
85 | DEFENCE CAREERS
86 | DEFENCE CALENDAR

WWW.CANADIANDEFENCEREVIEW.COM

3

10

CONTENTS
DECEMBER 2019
VOLUME 25 • ISSUE 6
FEATURES
10 | CANADA’S ARMY
LGen Wayne Eyre Commander of
the Canadian Army
By Joetey Attariwala

32

18 | SPACE & COMMUNICATIONS
A big year for Canada’s space industry
By James Careless
25 | ARMY SUPPLIERS SUMMIT
Top executives speak out
32 | HELICOPTERS
RCAF pushes ahead with upgrades
By James Careless

62

44 | COVER STORY
Boeing’s Super Hornet Targeting FFCP
By Joetey Attariwala
58 | EXECUTIVE VIEWPOINT
Dave Haggerty, GDLS-Canada
By Daniel Kitchen
62 | CDR EMBEDDED
CF-18 pilot, Captain Andrew “Scrappy” Scarpino
flies with USMC
By Joetey Attariwala
66 | TECHNOLOGY PROFILE
Bronco 3 from ST Engineering
By Tim Mahon

IN THE NEXT ISSUE
FEATURE INTERVIEW
Minister of National Defence
CANADA’S TOP DEFENCE
EXECUTIVE FOR 2020
INDUSTRY PROFILE
Logistik Unicorp
EXECUTIVE VIEWPOINT
Phillip Garbutt, PAL Aerospace
REGIONAL REPORT
Alberta’s Defence Industry

66
WWW.CANADIANDEFENCEREVIEW.COM

5

WWW.CANADIANDEFENCEREVIEW.COM

Editor-in-Chief
Managing Editor
Senior Staff Writer & Aviation Editor
Ottawa Bureau Chief
Quebec Bureau Chief
Halifax Correspondent
European Bureau Chief
European Correspondent
Asia-Pacific
Contributors
VP Operations
Layout & Design
Circulation Manager
Books Editor

Peter A. Kitchen
Daniel Kitchen
Joetey Attariwala
James Careless
Peter Diekmeyer
Jay Heisler
Tim Mahon
Beth Stevenson
Tim Dempsey
Gabriel Oakley
Linda Wolstencroft
Grant McDonald
Dianne Osadchuk
Peter West
Nicole Saint Marie
Elizabeth Magee

Publisher Brett Kitchen
Tel: (905) 554-4586 – Cell: (416) 569-4480
Brett@canadiandefencereview.com
Canadian Defence Review is published 6 times per year
by Synergistic Enterprises, a division of 862502 Ontario
Limited. Canadian Defence Review, is distributed to senior
officers in the Canadian Armed Forces, and through subscriptions and retail sales to those interested in Canadian
Defence issues. Canadian Defence Review is not an official publication of the Department of National Defence.

Combat Ready
... just like this Canadian soldier
testing our modular Multi-Layer
System — a cutting-edge R&D
project targeting enhanced
functionality and comfort.

Return undeliverable Canadian addresses to:
Canadian Defence Review
P.O. Box 305,
Markham, Ontario, L3P 3J8
Telephone: (905) 554-4586
Canadian Defence Review welcomes editorial submissions, however it is not responsible for unsolicited manuscripts and photographic material. Please contact editor
directly with article queries.
No part of this publication may be reproduced in whole
or in part without the written permission of the publisher.
All opinions expressed in this publication are those of the
authors and do not necessarily reflect the views of the
publisher. Copyright 2019.
Subscriptions are available for:
1 year – $236, 2 years – $303
USA subscriptions:
1 year – $369 USD, 2 years – $590 USD,
International: 1 year – $470 USD.
Publications Mail Agreement
Number 40792504
ISSN 0843-5995
Date of Issue: December, 2019
Volume 25, Number 6

Member of

Scan QR code
for Breaking
Defence News

6

WWW.CANADIANDEFENCEREVIEW.COM

DEFENCE MARKETING

WHAT’S YOUR WEBSITE DOING?
BY LINDA WOLSTENCROFT

Defence is a business to business, business to
government environment. No consumers are
involved. So, how does a defence company
reconcile digital technologies, which are so
consumer and entertainment focused, with
growing the business?
Really, as we’ve written here so many
times, the crux is what the point is. What’s
the objective of having a website? Of engaging in social media? While these are interesting activities, are they useful activities when
it comes to expanding defence business?

CREDIBILITY STILL MATTERS
From years of landing new business
opportunities of significance I’ve learned
that credibility in what’s being sold is of key
importance.
Credibility is important for customers.
Before or after a sales presentation, a
meeting, a trade show, or an internal review
of products or services, a potential customer
will google your company and check news,
social media feeds and your website. When it
comes to new business, this matters.
The boxes need to be checked. Not
perfect – but checked. The digital presence
must be there, be credible, be up to date,
and have value. It must look good, function
properly with all links working and the
mobile site designed for mobile, and it must
be consistent with the business.
A tweet, a post, an article that is only
loosely related to the business and does
nothing to promote the business or its products and services serves no one. Neither does
a website in which navigation is difficult.
Credibility is also important for other
reasons, such as a company’s reputation
in its community. As an employer in a city,

town, municipality, an employer should be
cognizant of the value of being part of that
community in order to survive, be accepted,
to be valued.

WEBSITE EFFECTIVENESS
A typical defence company website contains
content such as About Us, Programs,
Products, Services, News, Careers, and
Community Support. While most of the
information is stagnant, it remains a
source for customers, potential customers,
shareholders, the public, employees and
potential employees.
Criteria to consider when assessing the
effectiveness of a website include the ease
of locating the site when it is searched for,
its usability, its aesthetic appeal, the variety
of content, the frequency of updates, the
presence of useful links to other relevant
sites, the quality of content, and its
entertainment value.
A community-building tool such as an
account login, or a newsletter distribution,
are also useful, as long as the login or
newsletter is a value-add to the members of
the community.
One Canadian defence company’s website
I viewed, a subsidiary of a US giant, checked
all the boxes. It had a traditional website that
described its Canadian business. It also uses
Facebook, LinkedIn, Twitter, YouTube, and
Instagram, with a moderately healthy number
of followers.

DON’T BURY YOUR CANADIAN
OPERATION IN PARENT’S WEBSITE
In contrast, the website for one large
company with Canadian operations of a
US company didn’t even show up when
googled. Another one, despite attempts to
find the Canadian business description, was

not to be found at all, and this business has
been operating in Canada for decades!
A third one appeared only after links to
directories; their corporate website landed
at about 6th on the page. Information likely
exists, but it would not be easily found
by prospective customers or prospective
employees.
While the website is the base to which
other channels will lead for serious stakeholders, social media serves to engage the stakeholders and ideally bring them there.
Companies who grasp this are
engaging in current issues online, such as
STEM, diversity, community relations and
international security, and are present on
all the major platforms (Instagram, Twitter,
Facebook, LinkedIn, YouTube).

ENGAGING THE CUSTOMER
THROUGH SOCIAL MEDIA
The robustness of a social media strategy can
be measured by the number and variety of
Social Media platforms used, the frequency
of posting, the aesthetic appeal of posts, the
engagement (number of followers and likes),
consistency between platforms, and the
variety of content.
Each Social Media platform reaches a
slightly different audience, therefore the content posted should conform to the messages
being delivered to that audience. For example, for personal affairs, university students
use Instagram, whereas older generations
are on Facebook. LinkedIn, used with care
and thoughtfulness, is a valuable source for
reaching experienced potential hires.
The main objective, however, is that the
Social Media platforms must affirm the firm’s
credibility – just like the website. Working
together and used strategically, the tools of a
digital presence can serve a business well.

Linda Wolstencroft is president of Aerospace BizDev Inc., which provides strategy and business development assistance in the
aerospace and defence sectors. For more information or to contact Linda visit: www.aerospacebizdev.com
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