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1.0 EXECUTIVE SUMMARY
As the province with the largest amount of disposal income1 and highest retail spending per capita2,
Alberta is a thriving environment for retailers. After two years of negative retail growth in Alberta, retail
sales in the province are expected to bounce back to near normal levels with growth of approximately
8.2%, up from -1.2% in 20163.
Alberta is home to a number of retail market leaders, including Tiffany & Co. and the luxury department
store, Nordstrom. The province surpasses the national employment rate average by educational
attainment, indicating effective educational programs. The province holds the youngest population
among the provinces, while simultaneously being the most productive in real GDP per hour worked. The
New Democratic Party of Alberta was voted into provincial power in 2015 for the first time in Alberta’s
history. Their low and middle class focus have brought forth new legislation in favor of working families.
The minimum wage in Alberta will be raised to $15 an hour on October 1st of 2018. Other legislation
includes the Fair and Family-friendly Workplaces Act, which will come into effect on January 1st of 2018,
which includes longer employee leaves as well as increasing minimum notice periods for layoffs.
With a 79% turnover rate in Alberta retail4, large retailers have indicated significant difficulty in recruiting
and retaining Alberta employees at the store level. Encompassing a number of positions, from visual
merchandisers to district managers, retailers are seeking guidance specifically on retail labour practices
for Alberta. To improve retail employment within Alberta, the multiple aspects of a retailer's Human
Resource (HR) strategy must be tailored to the workforce and their needs. Addressing HR trends,
including the absence of millennial workplace loyalty and use of recruiting technology will allow retailers
to retain and attract more employees. Based on the studies conducted for this report, retailers who are
driven by their values and offer unique employee benefits, are the most successful employers in retail.

1

Statistics Canada. (2016). Per capita disposable income, Canada, Provinces and Territories, 2005-2015
Hirsch, Todd (January 25, 2016). Alberta’s retail spending per capita leads country. Retrieved from
http://www.atb.com/learn/economics/Pages/the-owl.aspx?aid=428
3
Colliers International. (2017). National Retail Report Canada – Fall 2017 Edition.
4
Retail Council of Canada, Morneau Shepell. (2016). Reward Compensation Survey of the Canadian Retail Sector. Retail Council of
Canada. Retrieved from: https://www.retailcouncil.org/sites/default/files/documents/Compensation-Report-Sample.pdf
2
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2.0 ALBERTA LANDSCAPE
2.1 POPULATION
As of April 1st, 2017, the population of Alberta reached 4.29 million people. Increasing 1.4%, Alberta’s
population grew over 54,000 from 2016. Surpassing the national growth average of 1.2%, Alberta
contributed to 13.1% of the national increase. Table 2.0 below illustrates the growth rates from the
second quarter of 2016 to 2017.
TABLE 2.0 – POPULATION GROWTH OF CANADA AND PROVINCES FROM SECOND QUARTER
OF 2016 – 2017
Provinces

2016 Population

2017 Population

% Change

Canada

36,146,780

36,591,241

1.2%

British Columbia

4,729,677

4,789,221

1.3%

Alberta

4,233,933

4,291,980

1.4%

Saskatchewan

1,145,318

1,161,365

1.4%

Manitoba

1,311,778

1,332,629

1.6%

Ontario

13,923,446

14,135,610

1.5%

Quebec

8,302,995

8,371,498

0.8%

Nova Scotia

947,503

953,173

0.6%

New Brunswick

756,125

757,641

0.2%

Prince Edward Island

147,770

149,790

1.4%

Newfoundland and
Labrador

529,667

528,683

-0.2%

Source: Government of Alberta. (2017, June 15). Population. Retrieved from Economic Dashboard Website:
http://economicdashboard.alberta.ca/Population - interProvGraphGrid

Alberta is projected to increase their population by 1.8 million residents over the next 25 years, reaching
6 million by the year 2041. This results in an average annual population growth rate of 1.4%5. The source
of Alberta’s population growth will come from a combination of international migration, provincial
migration, and natural increases. The majority of Alberta’s expected growth will be due to international
migration. The breakdown of these proportions can be found in Figure 2.0 below.

5

Government of Alberta. (2017). Population Projection Highlights. Retrieved from: https://open.alberta.ca/dataset/90a09f08-c52c43bd-b48a-fda5187273b9/resource/20e7a89e-7de7-4287-89c9-156a62ad97f3/download/2017-2041-Alberta-PopulationProjections-Highlights.pdf
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2.2 LABOUR MARKET
Although Alberta continues to make strides in a labour market that is showing positive signs of recovery,
the province still has a higher rate of unemployment compared to the national average of 6.5%. Alberta’s
unemployment rate was approximately 8% in the month of April 20176. This may create the perception
of limited business ventures for investing stakeholders outside of Alberta. As the size of the labour force
in Alberta grows at a faster rate than Canada’s, more men and women could be looking for work outside
of their home province. The labour force in Alberta grew 1.4% from April 2016 to 2017, while the national
average growth rate was only 0.8%7. National work productivity in the business sector in 2016 increased
0.4%, however Alberta saw a decline of 1.1%, which was mainly attributed to falling crude prices and
large wildfires in northern Alberta preventing smooth business operations8.

2.3 EDUCATION
Canada has long been a leader in education among the countries listed in the Organization for Economic
Co-Operation and Development (OECD). The average proportion of individuals between the age of 25
and 64 with a college, trade, or vocational diplomas among OECD member countries is 12%. The OECD
average for those in the same age range with a bachelor’s, master's, doctoral, or equivalent degree is
28%. Canada surpasses both averages with 37% of the population having college, trade or vocational
diplomas and 30% having bachelor’s, master's, doctoral, or equivalent degree9. Alberta falls slightly

6

Statistics Canada. Table 282-0087 - Labour force survey estimates (LFS), by sex and age group, seasonally adjusted and
unadjusted, monthly (persons unless otherwise noted), CANSIM (database).
7
Statistics Canada. Table 282-0087 - Labour force survey estimates (LFS), by sex and age group, seasonally adjusted and
unadjusted, monthly (persons unless otherwise noted), CANSIM (database).
8
Statistics Canada. (2017). Hours worked and labour productivity in the provinces and territories (preliminary), 2016. Statistics
Canada.
9
Statistics Canada. Table 282-0004 - Labour force survey estimates (LFS), by educational attainment, sex and age group, annual
(persons unless otherwise noted), CANSIM (database).
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short of the national average in both categories, with education rates among the same age range of 35%
and 29% respectively.
While the level of post-secondary education may be lower than the national average, an education in
Alberta is more likely to help secure employment. This is likely to be partially due to Alberta’s high
employment rate, which as of June 2017 remains the highest rate in the country at 67% 10. The national
average of employment rates by educational levels for those 15 years of age and older are compared
with the provincial average in the table below.
TABLE 2.1 – EMPLOYMENT RATES BY EDUCATIONAL ATTAINMENT
EDUCATION LEVEL

CANADA

ALBERTA

Total, All education levels

61.6%

66.6%

Primary Education, Grade 8 or
lower (Secondary II in Quebec)

18.5%

28.6%

Incomplete high school

38.1%

43.5%

Completed high school

58.1%

65.3%

Incomplete post-secondary

58.2%

63.1%

Post-secondary certification or
diploma

69.2%

73.3%

University degree

73.9%

75.8%

Bachelor’s degree

73.8%

76.1%

Higher than bachelor education
levels

74.0%

75.0%

Source: Statistics Canada. Table 282-0004 - Labour force survey estimates (LFS), by educational attainment, sex and age group,
annual (persons unless otherwise noted), CANSIM

2.4 INCOME
In 2015, the median total income for per household in Alberta was $100,300. This is 23.4% higher than
the Canadian average, Alberta has the second highest household income in the country. On average, the
Northwest Territories has the highest household income in the country at $117,10011. Alberta’s capital
city, Edmonton, has the highest disposable income per capita in Canada12 and offers a lower cost of
living compared to many other Canadian cities. Unlike all other Canadians, Albertans are not required to
pay Provincial Sales Tax (PST). Residents in other provinces are required to pay up to 10% in PST, in
addition to the Goods and Services Tax (GST). Non-existent provincial health care premiums and tax

10

Statistics Canada. Table 282-0087 - Labour force survey estimates (LFS), by sex and age group, seasonally adjusted and
unadjusted, monthly (persons unless otherwise noted), CANSIM (database).
11
Statistics Canada. Table 111-0009 - Characteristics of families, summary census family income table, annual (number unless
otherwise noted), CANSIM (database).
12
Enterprise Edmonton. (2014). Site Selection Profile. Retrieved from:
https://www.edmonton.ca/business_economy/documents/Edmonton_Enterprise_Site-Selection-Profile-Q4-2014.pdf
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rebates and credits also contribute to the lower cost of living in Alberta13. Alberta has also maintained
the highest average wage among all of Canada’s provinces. In 2016, Alberta’s average wage including
overtime was $26.52/hr14. This average wage is 10.6% higher than the national average of $23.85/hr in
the same time frame.
The minimum wage in Alberta will be increasing over the next two years, as legislated by the New
Democratic Party of Alberta. The current minimum wage within the province is $13.60/hr having
increased from $12.20/hr as of October 1, 2017 and the final increase will arrive on October 1, 2018 to
$15.00/hr. When the $15/hr minimum wage is implemented, every province and territory in Canada will
be affected. While the legislation raising the minimum wage will attract young talent making an entrance
into the workforce, it could also discourage businesses to hire new staff due to the added cost. From
April 2016 – March 2017, only 5% of employees in Alberta earn minimum wage15. The largest affected
age category is the age range of 15 to 1916.The full effect of the new minimum wage on store level retail
remains to be seen, but employers are most likely to be more methodical in their payroll structure.

2.5 COST OF LIVING
The Consumer Price Index (CPI) is a measure of the rate of price change for goods and services bought
by Canadian consumers. It is the most widely used indicator of price changes in Canada17. The cost of
living in Alberta is slightly more expensive than the Canadian average when comparing the CPI for all
items in Canada and all items in Alberta. The CPI for all items in Canada is listed at 130.4 in June of
2017, while Alberta is listed as 136.9 in the same time period18. When compared to the nation, some
notable breakdowns include Alberta’s 16.8% higher CPI for shelter as well as its 6.7% higher CPI for
health and personal care. All other categories were comparable as of June 201719.

2.6 DEMOGRAPHICS
Since 2011, Alberta has had the youngest population out of all the provinces in Canada. In 2016, Alberta
continued to have the youngest population among the provinces with a median age of 36.7 years,
compared to the national average of 41.2 years20. This 11.6% difference in median age is largely
attributed to working age migrants from interprovincial and international sources. The most recent
Canada-wide census indicated that the population share of seniors exceeded the share of children for
the first time. Seniors held a 16.9% share of the total national population, while children held 16.6%. In
contrast, Alberta had the smallest proportion of seniors at 12.3% of the provincial population. Alberta
was also among the highest of children population shares at 19.2%21. Alberta’s child population is also
growing at the highest rate in the country, where the population share of those under the age of 15 grew
13.8% from 2011 to 2016. This youthful population also boasts the highest proportion of working age

13

Government of Alberta. (2017, March 13). Cost of Living. Retrieved from Alberta Canada Website:
http://www.albertacanada.com/opportunity/live/cost-of-living.aspx
14
Statistics Canada. Table 281-0030 - Survey of Employment, Payrolls and Hours (SEPH), average hourly earnings for employees
paid by the hour, by overtime status and detailed North American Industry Classification System (NAICS), annual (current dollars),
CANSIM (database).
15
Government of Alberta. (2017). Alberta Minimum Wage Profile. Retrieved from: https://work.alberta.ca/documents/albertaminimum-wage-profile.pdf
16
Government of Alberta. (2017). Alberta Minimum Wage Profile. Retrieved from: https://work.alberta.ca/documents/albertaminimum-wage-profile.pdf
17
Statistics Canada. (1996). Your Guide to the Consumer Price Index.
18
Statistics Canada. Table 326-0020 - Consumer Price Index, monthly (2002=100 unless otherwise noted), CANSIM (database).
19
Statistics Canada. Table 326-0020 - Consumer Price Index, monthly (2002=100 unless otherwise noted), CANSIM (database).
20
Government of Alberta. (2016). Census of Canada, Age and Sex Release.
21
Government of Alberta. (2016). Census of Canada, Age and Sex Release.
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individuals among the provinces. As of 2016, Alberta is also the only province with a larger proportion of
males than females, accounting 101 males for every 100 females while the national average is only 96.5
males for every 100 females22. This is largely due to the migration of working age males into the
province.

2.7 ECONOMIC DIFFERENTIATORS
Alberta has long been an economically prosperous province, and continues to grow. The province’s
growth in GDP has increased 28.7% from 2006 to 2016, while the GDP of Canada only grew 17.8% in
the same time frame. Alberta has the highest real GDP per hour worked in Canada at $69.30 while the
national average sits at $49.9023. The different levels of real GDP per hour worked by province are
illustrated in Figure 2.1 below. This financial performance awards Alberta a higher rating in the index of
economic well-being than other provinces. Alberta’s score is 0.731, while the national average only
scores 0.53424. Alberta possesses a higher standard of living compared to other provinces. The Alberta
economy, although typically perceived to be centered around oil and gas exclusively, has a diverse
portfolio of industries in actuality.

2.8 MAJOR MARKETS
AEROSPACE AND DEFENCE
The aerospace and defence industry contributes $1.3 billion dollars of revenue to the Albertan
economy annually. Within Alberta, this industry encompasses over 170 companies and over
6000 skilled employees. Highly regarded for their expertise and capabilities in the global
22
23
24

Government of Alberta. (2016). Census of Canada, Age and Sex Release.
Government of Alberta. (2017). Highlights of the Alberta Economy.
Government of Alberta. (2017). Highlghts of the Alberta Economy
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aerospace industry, Alberta universities are leaders in space science programs. In addition, the
universities maintain close relationships with the Canadian Space Agency. Alberta’s key
strengths in this industry include robotics and unmanned systems, military logistic support, as
well as aerospace based geomatics and scientific research25.
AGRI-FOOD
Within Canada, Alberta is the third largest producer and exporter of agri-food, following Ontario
and Saskatchewan. Alberta accounted for 18% of Canadian agri-food exports, generating $10.2
billion in 201626. The weak Canadian dollar and strong meat prices are some of the main
contributors impacting continual growth within the Albertan agri-food industry. Food and
beverage processing within Alberta makes up the largest manufacturing sector, representing
23.3% of total manufacturing sales in the province27. 53.9% of food manufacturing sales
(excluding beverages) was concentrated in meat product manufacturing28. Agri-food industry
employs 18.9% of Alberta’s manufacturing industry.
BUILDING PROJECTS AND TECHNOLOGY
Alberta’s building projects industry is one of the largest in the province, with annual revenues of
approximately $9 billion. This sector is made up of over 1,200 listed companies that employ
more than 33,000 people29. This industry is currently expanding in green building technologies
such as high efficiency heating systems, Building Information Modeling to improve quality of
building design, as well production of green building materials that are wood-based and fit for
extreme weather conditions.
ENGINEERING AND CONSTRUCTION
Engineering and construction (EC) is a sector based on knowledge. Generating annual revenues
of $94 billion dollars, the EC sector accounts for 14% of Alberta’s GDP. Directly employing
375,000 employees, there are more engineers and geoscience professionals per capita in
Alberta than any other province. The areas of expertise within this sector include a number of
specializations, such as oil sands development and environmental architecture. This sector is
composed of over 27,000 companies.
ENVIRONMENTAL PRODUCTS AND SERVICE
Alberta is a province surrounded with rich natural resources. Maintaining the environment while
utilizing the benefits of Alberta’s geographical location is largely the responsibility of the
Environmental Products and Services (EPS) industry. This industry assists in developing water
treatment programs, waste treatment systems, and climate change solutions. The EPS industry
generates over $2.8 billion dollars per year, and is the core business of over 1,300 companies30.
FINANCIAL SERVICES
Financial services is composed of multiple sub-sectors: insurance, fund management,
investment management, and banking and credit. Investments in energy has driven the
25
26
27
28
29
30

Government of Alberta. (2014). Aerospace and Defence Industry Profile.
Government of Alberta. (2017). Agri-food Industry Facts.
Government of Alberta. (2017). Alberta’s Agricultural Processing Industry.
Government of Alberta. (2017). Agri-food Industry Facts.
Government of Alberta. (2014). Building Products and Technologies Industry Profile.
Government of Alberta. (2012). Environmental Products and Service Industry Profile.
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provincial economy, as well as the growth of this sector, over the last decade. Growth in forestry
and agriculture continue to build upon the success of the sector and the province. More than
4,000 financial service firms are present in Alberta today. Edmonton and Calgary, Alberta’s two
largest cities, have created financial centres which are competitive on a global scale. From 2004
to 2014, the financial services sector GDP increased 57.4%, while Canadian financial services
sector GDP only increased 30.2%. Accounting for 3.4% of Alberta’s total GDP, this sector
contributed $10.6 billion to the Alberta economy31.
INDUSTRIAL MANUFACTURING
Within the industrial manufacturing sector, Alberta has extensive expertise in metal fabrication
and equipment manufacturing. The presence of industrial manufacturing within Alberta has
allowed the development of infrastructure for natural resources and energy. Increasing its
revenues by $5.3 billion dollars from 2009, industrial manufacturing has become foundational to
Alberta’s economy. Industrial manufacturing employs 51,100 individuals within Alberta and now
generates $15.6 billion in revenue. Industrial manufacturing is also responsible for exporting $4.3
billion in goods, with 30% of these products being internationally exported32.
INFORMATION AND COMMUNICATION TECHNOLOGY
In order to connect Albertans and build sources of accessible knowledge, the Information and
Communications Technologies (ICT) industry utilizes its expertise in diverse business areas. This
workforce is highly skilled and works with advanced infrastructure to provide extensive solutions
in bioinformatics, nanotechnology, software development, and more. The ICT industry within
Alberta employs over 50,000 people with revenues of over $11 billion33.
LIFE SCIENCES
Alberta’s life sciences industry has formed valuable partnerships with some of the world’s
largest and most successful corporations. The life sciences industry is dedicated to research
that strives to improve resources in the medical, health, and biotechnology fields. The sector of
medical technology and devices holds the largest share in the provincial life sciences industry at
38% of its total output. Health biotechnology and pharmaceuticals makes up the next largest
sector in the Albertan life sciences industry at 23%34.
OIL AND GAS
In 2015, Alberta produced about 80 per cent of Canada’s crude oil and 68 per cent of its natural
gas. The province has long been a primary source of energy for the country as a whole. Alberta
has the third largest petroleum reserves in the world, after Venezuela and Saudi Arabia35. Other
sources of valuable energy include natural gas, conventional oil, coal, and minerals. The oil and
gas industry within Alberta provides a wide variety of opportunities to connect with business,
information technology, manufacturing, and other sectors. Alberta’s oil and gas services are in
demand worldwide due to the sophisticated operations and massive production outputs. Energy
development is one of the largest contributor to the province’s GDP, capital investments and

31
32
33
34
35

Government of Alberta. (2015). Financial Services Industry Profile.
Government of Alberta. (2014). Industrial Manufacturing Industry Profile.
Government of Alberta. (2014). Information and Communication Technology Industry Profile.
Government of Alberta. (2014). Life Sciences Industry Profile.
Government of Alberta. (2017). Highlights of the Alberta Economy.
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exports. The Alberta energy industry reaches revenues of over $33 billion, and employs 110,000
individuals across 8,600 equipment and service firms36.
REFINING, PETROCHEMICALS AND BIOCHEMICALS
While oil and gas can often steal the spotlight of industry focus within Alberta, few have known
the province to hold some of the world’s largest ethylene plants used for building and
production materials. The four plants that are in Alberta create a combined annual production
capacity of 8.6 billion pounds. Alberta’s Industrial Heartland, a 589 km² region northeast of
Edmonton, is home to Canada’s largest concentration of petroleum refining, petrochemical, and
chemical processors. Revenues for this sector totals approximately $36 billion37.
RENEWABLE ENERGY
Alberta’s Climate Leadership Plan is a strategy composed of emission reducing initiatives,
energy diversification, and job creation. Designed for Alberta specifically, this plan has given
Alberta the initiative to invest in the renewable energy sector. With a focus on renewable energy,
the Alberta government has committed to ending pollution from coal-generated electricity by
2030. To achieve this goal, the Alberta government has created incentive programs for
renewable energy users, such as the Renewable Electricity Program. The four major categories
of renewable energy sources in Alberta are wind, hydro-electric, solar, and biomass.
WIND
Alberta has over 950 wind turbines which account for 9% of the Alberta’s total energy
capacity. With 15 years of wind energy experience, Alberta’s installed wind energy
capacity is the third largest in Canada.
HYDRO-ELECTRIC
6% of Alberta’s installed energy capacity is from hydro-electricity. Combining the power
of Alberta’s 9 hydro-electric units, Alberta has almost 900 megawatts (MW) of installed
capacity for hydroelectricity. The Brazeau Hydroelectric Dam, located in central Alberta
on the North Saskatchewan River, is the largest hydroelectric dam in the province with a
355 MW capacity38.
SOLAR
As Canada’s sunniest province with sunshine 312 days annually, Alberta has an
opportunity to harness solar power energy. Solar power has been used heavily within
the oil and gas industry. Technological advancements have continued to decrease the
cost of installing solar panels which allows for an increase in the use of solar power
throughout the province.
BIOMASS
Biomass is a form of energy created by using organic materials. This includes burning
resources such as wood products and crops in order to create an alternative form of
energy. Alberta’s biomass capacity accounts for 2.5% of Alberta’s installed energy
capacity.
36
37
38

Government of Alberta. (2016). Oil and gas Industry Profile.
Government of Alberta. (2015). Refining, Petrochemicals, and Biochemicals Industry Profile.
TransAlta. (2017). Brazeau
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TOURISM
Alberta’s tourism industry dates back to 1885 with the creation of Banff National Park, a large
area of wilderness in the Canadian Rocky Mountains. Approximately 5.3 million visits annually
include Canadians from other provinces as well as international tourists. Those looking to
explore more of Alberta can experience a diverse set of landscape ranges from foothills and
prairies to forests with rivers and lakes. The varied environments of Alberta allow tourists the
option of delving into golf, skiing, spas, restaurants, horseback riding, camping, and other
guided programs. The tourism industry in Alberta employs over 127,000 people and generates
over $8 billion dollars annually39.
LOGISTICS AND MARKET ACCESS
Transportation systems in Alberta are considered to be some the of the best in Canada. With
access to air, railway, road, and pipeline channels, there are a numerous methods to provide
transportation for passengers and products. Alberta’s transportation system moves over $122
billion of Alberta products to global markets annually. Of the $122 billion dollars of items
transported, 90% of these goods are shipped to the United States. Asian-pacific countries are
the next largest, receiving 5.5% of Alberta’s exported goods. Representing two-thirds of all
exports, the majority of Albertan products are transported by pipeline. This industry employs
approximately 130,000 people and contributes $11.2 billion to the Alberta economy40 .

2.9 MAJOR PROJECTS
Major projects within Alberta refer to public and private sector projects valued at $5 million dollars or
more. In the retail sector, there are currently two major projects in Alberta to be completed by 2018. The
first is a $13.5 million big box-store expansion project for the Ikea store in Edmonton41. Ikea locations in
Edmonton and Calgary account for 12% of Ikea Canada’s total traffic. The 10% store size increase aims
to improve the number of average kitchens sold in the Edmonton Ikea location per day, which is
currently 1342. The other major retail project in Alberta is the construction of a new retail development in
Fort McMurray. Eagle Ridge Shopping Centre will be a 250,000 square foot shopping plaza containing
retail outlets, restaurants and a Landmark Cinema43 . Beginning construction in May 2017, the project is
expected to be completed in the fall of 2018.

2.10 RETAIL OUTLOOK
After two years of negative retail growth in Alberta, following the economic downturn related to reduced
oil prices, retail sales in the province are expected to bounce back to near normal levels by the end of
2017, with growth of approximately 8.2%, up from -1.2% in 201644. 2017 is the first year this decade in
which positive overall retail sales growth is expected in all provinces45 . Edmonton, Halifax, and Calgary
remain the top three retail markets in Canada in terms of shopping centre supply per capita.

39

Government of Alberta. (2016). Tourism Industry Profile.
Government of Alberta. (2016). Logistics and market access Industry Profile.
41
Government of Alberta. (2015). Edmonton IKEA Expansion. Retrieved from Government of Alberta Website:
http://majorprojects.alberta.ca/details/Edmonton-IKEA-Expansion/2015
42
Charnalia, A. (2016, June 15). Ikea invests $13.5M to expand Edmonton store. Retrieved from Edmonton Journal Website:
http://edmontonjournal.com/business/local-business/ikea-invests-13-5m-to-expand-edmonton-store
43
Government of Alberta. (2017). Eagle Ridge Shopping Centre. Retrieved from Government of Alberta Website:
http://majorprojects.alberta.ca/details/Eagle-Ridge-Shopping-Centre/3473
44
Colliers International. (2017). National Retail Report Canada – Fall 2017 Edition.
45
Colliers International. (2017). National Retail Report Canada – Fall 2017 Edition.
40
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2.11 RETAIL AUTOMATION
A study from the University of Toronto estimates that in the next 10-15 years Canada could see up to 7.5
million jobs lost to automation46. While automation in regards to employment is a concern the retail
sector still added sixty-eight thousand jobs over the year ending December 2017, fifty-two thousand of
those jobs were full time47.
Self-serve kiosk are just the start of the potential that automation has in the retail industry. Robotics are
another form of automation that retailers are experimenting with. Sobeys operates four robotics
distribution centres; two facilities are in Toronto, another in Montreal and one in Calgary48. In Sobeys
case the robot does the work of 4 employees without being prone to negative humane qualities such as
wasting time or getting tired.
While manual labour positions in retail have the potential to be replaced, there are many positions that
are unlikely to be taken over by automation including analytics and data analysis that requires
interpretation, creative positions including marketing and advertising and other positions that involve
complex problem solving.
In most cases we will see robotic automation at the distribution level before it comes to frontline retail,
even then that poses challenges offering an adequate customer experience.
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Alberta has been a retail test ground in both Edmonton and Calgary and it is likely retail automation
technology will be tested in retailers in Alberta. For example, McDonalds rolled out their self-serve kiosks
for the first time in Edmonton and as automation becomes the norm we will see more of this testing in
Alberta.
Automation comes with benefits to the retailer including reduced employee costs and quicker and more
accurate procedures.

3.0 ALBERTA RETAIL SUPPLY LEADERS
3.1 DEPARTMENT
These locations offer consumers with a wide variety of products in large shopping environments. These
are some of the leaders in Alberta’s department stores:
SIMONS
La Maison Simons is a fashion retailer based in Quebec, which offers a ‘uniquely different and
inspiring fashion retailer’ experience to Canadians49. Selling fashion clothing and home decor
across 14 locations in Canada, a second Edmonton location opened in August of 201750.
Including the new Edmonton location in Londonderry Mall, Alberta has 3 Simons locations.
Although Simons is a privately held company, current CEO Peter Simons projects that the
company will continue to reach over $400 million in sales revenues51. While they continue to plan
expansion, the company maintains their commitment to open concept areas and supplying their
consumers with the latest fashion trends.
NORDSTROM
Nordstrom is a chain of luxury department stores founded in 1901 based out of Seattle,
Washington. Nordstrom carries clothing items and accessories, cosmetics, home furnishings,
and more across 354 stores in the United States and Canada52. Chinook Centre in Calgary is the
only location in Alberta with a Nordstrom. The company employs approximately 78,000 people
across all of their businesses. Nordstrom, Inc. reached nearly $14.5 billion USD in total revenue
in 201653.
THE HUDSON’S BAY COMPANY
Founded in 1670, The Hudson’s Bay Company (HBC) is the oldest business in North America,
and now owns one of Canada’s leading fashion retailers. Hudson’s Bay carries clothing,
accessories, cosmetics, home design products, and more across 92 store locations in Canada

49

La Maison Simons Inc. (2017). Our History. Retrieved from Simons Website: https://www.simons.ca/en/simons/our-history-a22865
50
La Maison Simons Inc. (2017). Edmonton - Londonderry (August 2017). Retrieved from Simons Website:
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and 14 locations in Alberta54. Internationally, the Hudson’s Bay Company operates over 480
stores and employs over 66,000 people55. The Hudson’s Bay Company reached over $14.4
billion CAD in retail sales in 2016.

3.2 CONSUMER ELECTRONICS
While Alberta may surpass the national average in retail trade growth, the province actually falls behind
in electronics growth. The national average retail trade growth from May 2016 to May of 2017 was
10.3%, and Alberta’s was 12.7%. The national average growth rate in electronics and appliances were
16.8%, while Alberta only managed to grow 10% within the same time period and category56. Here are
some of the leaders in Alberta for consumer electronics:
BEST BUY
Best Buy Co., Inc. is multinational electronics chain founded in 1983 in West St. Paul,
Minnesota. Best Buy carries consumer electronics, computing solutions, mobile phones, digital
entertainment, appliances, and provides technical services across nearly 200 locations in
Canada alone57. Including mobile Best Buy kiosks, there are 32 Best Buy locations in Alberta.
Best Buy employs approximately 125,000 employees in the United States, Canada, Mexico, and
within their sourcing office in China58. In its fiscal year of 2016, Best Buy generated over $39.6
billion USD in total revenue across all locations and brands59.
THE SOURCE
The Source is an electronics retailer operating in Canada as a subsidiary owned by Bell Canada
Enterprises. They opened their first retail store over 40 years ago, and continue to carry
consumer electronics and related services across over 530 locations60. The Source has 45
locations in Alberta and this Canadian company is currently headquartered in Barrie, Ontario.
APPLE
Apple Inc. is the largest multinational technology company in the world and is based in
Cupertino, California. They manufacture and sell their own Apple branded products and services
directly to the consumer through their own retail locations. Consumers can purchase Apple
smartphones, tablets, computers and more at nearly 30 locations across Canada and 4
locations in Alberta61. Apple employs approximately 116,000 employees, and achieved over
$215 billion USD in revenues in their 2016 fiscal year62.

3.3 CLOTHING
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In 2015, the average Albertan household spent $4,317 on clothing and accessories. Accounting for
approximately 4% of the average Albertan household expenditure, Alberta’s average spending on
clothing and accessories surpassed the Canadian average by 24.5%63. Leaders in Alberta clothing retail
can be found below:
ARITZIA
Aritzia is a Canadian women’s clothing retailer that was founded in 1984 in Vancouver. Aritzia
now operates over 60 boutiques across Canada and 9 stores in Alberta. Aritzia carries nine
exclusive brands developed by the company in their boutiques, accounting for 90% of their net
revenue. With 14% sales growth in the 2016 fiscal year, Aritzia has maintained positive
comparable sales growth for 10 consecutive quarters. Aritzia’s net revenue increased by 17.4%
in the 2016 fiscal year to $196.4 million CAD64.
LULULEMON
Lululemon Athletica is a yoga-inspired athletic apparel company, founded in Vancouver,
Canada. More commonly known as Lululemon, the company is present in twelve countries and
has 10 stores in Alberta, including their flagship store in West Edmonton Mall. Providing clothing
for a number of athletic endeavors including running, training and yoga, Lululemon designs their
clothing to be exceedingly functional for each particular activity. In the 2016 fiscal year,
Lululemon’s net revenue was $2.1 billion, a 14% increase from the previous year65.

ZARA
Zara is one of the world’s largest international fashion retailers. Owned by Inditex, Zara opened
their first store in Spain in 1975. With a focus on responsible fashion and aesthetic, Zara has
expanded to 93 markets and 45 online markets. Three of Zara’s 26 Canadian locations are in
Alberta. Zara made net sales of $15.4 billion EU in 201666.
H&M
H&M is one of the six brands underneath the H&M Group. Opening their first store in Sweden in
1947, H&M focuses on sustainable and fashionable men’s, women’s, and children's clothing.
This retailer has over 60 locations in Canada, nine of which are in Alberta. West Edmonton Mall
is home to an H&M combo store, combining a traditional H&M with H&M Home. Delivering on
their sustainability practices, 96% of electricity used by H&M in 2016 was renewable. In their
2016 fiscal year, H&M group had over 192.2 billion SEK M in sales67.

3.4 SPORTING GOODS
In 2015, the average Albertan household spent $5,236 on recreation related products68. On average,
Albertans spend approximately 31% more on recreation than the average Canadian. With over 64.6% of
63
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children and 23.3% of adult Albertans participating in organized sports69, the need for sporting goods
stores within Alberta is apparent. These are the leaders in Alberta sporting good retailers:
MOUNTAIN EQUIPMENT CO-OP
Mountain Equipment Co-op (MEC) is an outdoor sports store, selling gear for all outdoor
activities ranging from paddle boarding to hiking. Unlike the majority of retailers, MEC is a retail
co-op. Selling exclusively to members, MEC follows a non-profit business model. A lifetime
membership at MEC is $5, the same amount as when the retailer first opened in 1971. With $465
million CAD in sales, MEC continues to only serve its strictly Canadian customer base70. MEC
has three Alberta locations, with two Edmonton stores and one Calgary store.
SPORT CHEK
Sport Chek is Canada’s largest retailer of sporting goods, apparel, and footwear. This retailer
carries a variety of items for a number of sports including hockey, baseball and basketball. With
34 locations in Alberta71, Sport Chek utilizes their in-store and online presence to serve
Albertans. In Calgary, Sport Chek launched their first women-only concept store in March 2017.
Sport Chek’s parent company FGL Sports Ltd., made nearly $2.2 billion CAD in 201672.

3.5 FOOTWEAR
In 2015, the average Alberta household spent just over $750 on footwear. This is higher than the national
average, where a typical Canadian household spent just under $620 on footwear in the same time
period73. These are the leaders of Alberta’s footwear retailers:
TOWN SHOES
Town Shoes Limited is a chain of Canadian footwear and accessory retailers. They own and
operate nearly 200 locations across Canada with 5 brands; Town Shoes, The Shoe Company,
Shoe Warehouse, Sterling, and Canadian Designer Shoe Warehouse
(DSW)74. In Edmonton and Calgary combined, there are 8 Town Shoes locations, 11 The Shoe
Company locations, 5 Shoe Warehouse locations, and 5 DSW locations 75.
ALDO
The Aldo Group is a chain of footwear and accessory retailers that operate around the world
under 5 brands; ALDO, ALDO Rise, Mr. B’s, Call It Spring, and GLOBO. They were founded in
1972 in Montreal, Quebec where they are still headquartered today. There are 13 Aldo stores in
Alberta76.

3.6 HOME IMPROVEMENT
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Alberta households, on average, spent more on household furnishings and equipment than the national
average. In 2015, the average Albertan household spent $2,875 on household furnishings and
equipment, while the average Canadian household only spent $2,16677. These are the leaders in Alberta
of home improvement retailers:
HOME DEPOT
The Home Depot, Inc. is an American home improvement supply retailer that operates in
multiple countries. They carry appliances, tools, hardware, lumber, building materials, paint, and
other home improvement supplies in over 180 locations across Canada, 26 of those locations in
Alberta78. Home Depot generated over $94.5 billion USD in their 2016 fiscal year79.
CANADIAN TIRE
Canadian Tire Corporation Limited is a Canadian retail company that sells automotive
accessories and parts, sporting goods, home products, and more. They were founded in 1922
and have headquartered operations in Toronto, Ontario that oversee 500 locations across the
country with over 30 locations in Alberta80. Canadian Tire generated over $14.3 billion CAD in
their 2016 fiscal year.
LOWE’S
Founded in 1946 in North Carolina, Lowe’s is a chain of home improvement and appliance retail
stores in North America. They operate over 55 locations in Canada, 11 locations in Alberta, and
employ over 290,000 employees across all locations in North America81 82. Their net sales for the
2016 fiscal year reached over $65 billion USD.
RONA
Rona, Inc. is a Canadian retailer for home improvement and construction products and services.
They now act as a subsidiary after being acquired in early 2016 by Lowe’s83. Rona operates over
500 locations across Canada and over 35 locations in Alberta.

3.7 FURNITURE
In 2015, the average Albertan household spent $1,057 on furniture, while the national average in the
same time period only spent $643. This indicates a greater demand specifically in the province of Alberta
for furniture and related decor84. These are the leaders in Alberta for furniture retailers:
IKEA
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IKEA is a Scandinavian chain that sells ready-to-assemble furniture, kitchen appliances, and
home accessories. It is considered to be the world’s largest furniture retailer85 with 12 retail
stores and 16 collection points in Canada. In Alberta, there are two IKEA locations, one in both
Edmonton and Calgary. The chain aims to provide a range of home furnishing items priced to
ensure affordability for many.
BED BATH & BEYOND
Founded in 1971 in Springfield, New Jersey, Bed Bath & Beyond Inc. carries domestic
merchandise across multiple countries. Canadians can browse their wide selection of home
furnishings such as mattresses, bed frames, linens, and other home accessories in over 55
locations nationwide and 12 locations in Alberta86. Bed Bath & Beyond generated over $12.2
billion USD in net sales in their 2016 fiscal year87.
CRATE & BARREL
The first Crate & Barrel store opened in 1962 in Chicago, Illinois. Specializing in houseware,
furniture, and home accessories, Crate & Barrel currently has 10 locations in Canada with 3 of
these locations in Alberta. The company is known for its high-quality design, excellent value, and
clear functionality towards home furnishings.

3.8 COSMETICS
Alberta slightly surpasses average household spending on makeup, skin care, manicure and fragrance
products. Alberta spent $330 in 2015 in this category while the national spending was $31288. These are
the leaders in Alberta for Cosmetic retailers:
NYX PROFESSIONAL MAKEUP
NYX Professional Makeup (NYX) was acquired by the L’Oreal Group in 2014. Headquartered in
Los Angeles, California, NYX is a leader in the massive color cosmetics industry providing high
quality makeup at affordable prices. Present in over 60 countries, NYX opened their first
freestanding Canadian store in 2015. This retailer is aiming to double its current store count of
eight locations within Canada by the end of 2017. West Edmonton Mall in Edmonton has the
only freestanding NYX location in Alberta. NYX products also are available for purchase in
Alberta at London Drugs, Rexall, Shopper’s Drug Mart, and on NYX’s eCommerce site.
SHOPPER’S DRUG MART
Acquired by Loblaws in 2013, the Shoppers Drug Mart Corporation is the leading Canadian
pharmacy retailer. With locations in nine provinces and two territories, Shoppers Drug Mart has
over 1,200 stores in Canada and over 80 locations within Alberta. Shoppers Drug Mart locations
contain a beautyBOUTIQUE, a cosmetics focused area of the store. BeautyBOUTIQUE’s contain
85
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a large range of products including skincare, fragrance and makeup. Within this area of the
store, beautyBOUTIQUE experts are trained and equipped to assist customers with their beauty
needs.
SEPHORA
Founded in 1969 in Paris, Sephora features a plethora of cosmetic brands, including their own
private label in over 8 Alberta stores. By focusing on creating a wealth of expertise among its
employees, the quality of service offered in their stores and their advanced technology have
served difficult to match by competitors. Sephora’s parent company LVMH, is one of the world’s
leading luxury product retailer chains with recorded revenue of 37.6 billion euros in 201689. With
a 5% increase in revenue from 2015, Sephora generated approximately 4.9 billion euros to
LVMH’s revenue.

3.9 JEWELLERY
Alberta outpaces the national household spending averages in jewellery. The province spent $337 per
household on average on watches and jewellery in 2015, while the Canadian average household only
spent $20890. These are the leaders in Alberta for jewellery retailers:
MICHAEL HILL
Michael Hill is one of a limited number of jewelry retailers that continue to maintain an in-house
team of craftsmen91. Headquartered in Brisbane, Australia, Michael Hill operates 313 locations
worldwide and 15 stores in Alberta. Increasing revenue by 9.5%, Michael Hill achieved $551.1
million AU in the 2016 fiscal year92.
TIFFANY AND CO.
Opening their first store in 1837 in New York, Tiffany & Co is a luxury jewelry retailer. Tiffany &
Co. is known for its iconic Tiffany Blue Box, which all purchases are wrapped in upon sale93.
Tiffany engagement rings and the Return to Tiffany™ collection are iconic pieces for the retailer.
There are 13 Canadian Tiffany & Co locations, 3 of which are in Alberta94. In the 2016 fiscal year,
Tiffany & Co. had net sales of $4 billion USD95

3.10 OUTLET
SAKS OFF 5TH
Saks off 5th is a subsidiary of the Hudson’s Bay Company, opening their first Canadian outlet in
2016. Offering discounted luxury clothing and accessories, Saks off 5th has 3 locations within
Alberta. By the end of 2018, Saks off Fifth is aiming to open 25 locations within Canada.
NORDSTROM RACK
89
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Nordstrom Rack is a subsidiary of Nordstrom, a luxury American department store. As a main
competitor of Saks off 5th, Nordstrom Rack is opening Canadian outlet locations beginning in
2018. Of the five Canadian locations confirmed, Nordstrom Rack will be opening 2 of the
locations in Alberta, in Calgary and Edmonton at Deerfoot Meadows and South Edmonton
Common respectively. Other Canadian locations include two Toronto outlets and one Ottawa
outlet. Nordstrom is planning to open 15 Canadian locations as part of their expansion plan.
MICHAEL KORS OUTLET
Michael Kors is a popular retailer of luxury accessories and clothing that operates around the
world. They were founded in 1981 and are currently headquartered in New York City. They
operate 40 locations in Canada, 6 of which are in Alberta96. Michael
Kors employs over 13,700 people worldwide and their total revenues for their past fiscal year
totaled nearly $4.5 billion97 USD.

3.11 SPECIALTY
VICTORIA’S SECRET
Victoria’s Secret is one of five brands under L Brands, Inc. With over 1,150 locations worldwide,
the Ohio based retailer has become an iconic lingerie brand. Known for their annual fashion
show, Victoria’s Secret is a retail leader in women’s lingerie, fragrance, and body care. Victoria’s
Secret has 9 locations within Alberta. In 2016, Victoria’s Secret had net sales of approximately
$7.7 billion98 USD.
STARBUCKS
Starbucks operates more than 1,000 stores in Canada and 200 stores in Alberta99.
This specialty retailers offers a wide array of coffee based beverages, food items, drinkware and
more. Starbucks strives to create an inviting atmosphere which reflects the nature of Italian
coffee shops. Starbucks prioritizes ethical sourcing from its suppliers while maintaining a high
quality product. In 2014, Canada had the most Starbucks locations per capita worldwide, with
approximately 40 stores per million people. Calgary, one of Alberta’s major cities, was also one
of the top 25 cities globally in terms of number of Starbucks locations with 121 locations100.
Starbucks grew their consolidated revenue to $21 billion in the 2016 fiscal year, a 11% increase
from the previous year101.
LUSH
Lush Ltd. is a handmade cosmetics company with headquarters in Poole, England. Known for
their naked packing and handmade cosmetics, Lush uses their products to promote ethical
buying and fight against animal testing. This cosmetics retailer product offering includes bath
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bombs, body lotions and shower scrubs. Lush has 53 stores in Canada with 8 stores in
Alberta102.

3.12 GROCERY
WAL-MART
Wal-Mart is the world’s largest chain of department stores and supermarkets with 11,723 stores
and clubs in 28 countries103. Known for providing goods at extremely low prices, Wal-Mart
Canada operates 410 stores across the country with many of them being Supercentres where
consumers can shop for fresh groceries alongside household items, automotive parts, outdoor
equipment, and electronics. In Alberta specifically, there are over 50 Wal-Mart locations. WalMart Canada does not disclose its financial statements separately of Wal-Mart International,
which posted a $116.1 billion USD net sales amount for the fiscal year ending January 31,
2017104.
THE REAL CANADIAN SUPERSTORE
A chain of supermarkets owned and operated by Loblaw Co., the Real Canadian Superstore
(Superstore) first began operations in Western Canada during the 1970s. Currently, there are
over 30 Superstore locations in Alberta. Each store carries a variety of goods ranging from
groceries, electronics, housewares, toys, and clothing. In addition, most locations also offer a
pharmacy, gas station, liquor store, medical clinic, and banking services. During its 2016 fiscal
year, parent company Loblaw Co. reported net sales of over $46.3 billion105 CAD.
COSTCO
Founded in Seattle, Washington in 1983, Costco Wholesale Corporation has grown to become
the second largest retailer in the world behind Walmart. There are 10 locations in Alberta
providing household goods and groceries in bulk quantities for consumers. In the company’s
2017 fiscal year, net sales increased to $28.22 billion USD compared to the previous year106.
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4.0 EMPLOYMENT REQUIREMENTS IN
ALBERTA
4.1 MANDATORY WAGE REQUIREMENTS
MINIMUM WAGE
Employers within the province of Alberta must pay their employees at least the minimum wage.
This wage is set to ensure that low-skilled labour is still a viable option to support an individual
and their family. Currently, the minimum wage in Alberta is $13.60/hr for most employees. The
minimum wage for most salespersons is $542/week, and $2,5826/month for most domestic
employees that live in their employers home. The minimum wage applies to all employees,
including youth107.
As of March 2017, approximately 5% of working Albertans are earning minimum wage. The
largest age segment within this minimum wage earner pool is 15 to 19 year olds, which account
for 32.6% of all minimum wage earners. 58.5% of minimum wage earners were part time, and
74.3% of them are permanent employees108.
The Alberta New Democratic Party achieved a majority victory in the most recent provincial
election, and has since legislated their campaign promise to raise minimum wage. The minimum
wage has been raised in increments up to a final minimum wage of $15/hr.
TABLE 4.0 – MINIMUM WAGE IN ALBERTA
Type of Employee

October 1st, 2016

October 1st, 2017

October 1st, 2018

Most Employees General minimum wage

$12.20/hr

$13.60/hr

$15/hr

Liquor Servers (as of
Oct. 1, 2016, the liquor
server rate was
eliminated)

$12.20/hr

$13.60/hr

$15/hr

Salespersons (including
land agents and certain
professionals)

$486/week

$542/week

$598/week

Domestic employees
(living in their
employer’s home)

$2,316/month

$2,582/month

$2,848/month

MINIMUM HOURS WORKED
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Employees must be paid for at least three hours of pay at the minimum wage each time they’re
required to report to work, or come to work for short periods. This three-hour minimum doesn’t
apply if the employee isn’t available to work the full three hours. If an employee works for fewer
than three consecutive hours, the employer must pay wages that are at least equal to three
hours at the minimum wage109. If an employee’s regular wage is greater than the minimum wage,
the employer may pay them for less than three hours of work at this higher rate.
STATUTORY HOLIDAY PAY
Employees in Alberta are able to celebrate holidays by taking time off from work. There are a
total of nine general holidays, and are listed as follows;
●
●
●
●
●
●
●
●
●

New Year’s Day - January 1st
Alberta Family Day - third Monday in February
Good Friday - Friday before Easter
Victoria Day - Monday before May 25th
Canada Day - July 1st (IF July 1st falls on a Sunday, the holiday is July 2nd)
Labour Day- first Monday in September
Thanksgiving Day - second Monday in October
Remembrance Day - November 11th
Christmas Day - December 25th

Under the Employment Standards Code of Alberta, employers are permitted to designate any
other day as a general holiday. Common holidays that are not officially recognized as general
holidays but are recognized as general holidays by employers include Boxing Day, Easter
Monday, and Heritage Day. Employers who designate additional general holidays are required to
provide general holiday pay on the additional days. Most employees who have been working
with their employer for over 30 days are eligible for general holiday pay.
If an eligible employee does not work on a general holiday that also happens to fall on a regular
work day, the employer must pay the employee an amount that is at least the average daily
wage for the employee. The average daily wage is calculated by averaging the wage earned over
9 weeks. If the employee is working on a general holiday that happens to fall into a regular work
week, then the employer must either:
●

●

Pay the employee an amount that is at least the average daily wage of the employee,
plus pay an amount that is at least 1.5 times the employee’s wage rate for each hour of
work that the employee worked on the day of the general holiday.
OR
Pay the employee an amount that is at least the employee’s wage rate on each hour of
work that the employee worked on the day of the general holiday, plus annual vacation
and general holiday pay of an amount that is at least the employee’s average daily
wage.110
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VACATION PAY
In Alberta, most employees are entitled to both vacation time and vacation pay. The requirement
for vacation time and vacation pay entitlement is intended to ensure that employees have rest
from work without loss of income each year.
The basic entitlement to annual vacations is as follows:
● Two weeks after each of the first four years of employment with pay
● Three weeks after five consecutive years of employment with pay
Employers can, and commonly do, provide longer vacations for employees that stay with the
organization over a long period of time. Employees working on a salaried wage receive their
regular rate of pay for the time of their vacation.
For those not paid a monthly salary, vacation pay is calculated as follows:
● In the first four years of employment, minimum vacation pay is 4 per cent of
wages earned
● In the fifth and subsequent years, minimum vacation pay is 6 per cent of wages
earned111
OVERTIME PAY
The number of hours that have been worked before an employee begins earning overtime wages
varies from province to province. In Alberta, most employees are eligible for overtime hours with
the exception of some industries and professions, such as farmer workers. As a basic rule,
overtime hours are earned after:
● the total of an employee’s hours of work in excess of 8 hours on each work day in the
work week, or
● an employee’s hours of work in excess of 44 hours in the work week
Overtime hours are to be calculated both on a daily and weekly basis. The higher of the two
numbers is overtime hours worked in the week. All employees, including those who are paid a
weekly, monthly, or annual salary, must be paid overtime pay for overtime hours they work.
Overtime pay in Alberta must be a minimum of 1.5 times the rate of regular pay for applicable
scenarios.112

4.2 MANDATORY BENEFITS
Mandatory benefits and employer contributions are required by law for each individual under
employment. These benefits are designed to offer employees additional financial security.
EMPLOYMENT INSURANCE (EI)
Employment Insurance (EI) provides regular benefits to individuals who have lost their jobs
through no fault of their own. This can include layoffs due to a shortage of work, or seasonal
layoffs. Eligible individuals are those who are available for and able to work, but cannot find a
111
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job. For most eligible Canadians, the basic rate for calculating EI benefits is 55% of average
insurable weekly earnings, up to a maximum amount113. EI payments for eligible individuals are
distributed every 2 weeks as long as the individual has remained within Canada and has
insurable hours remaining. The maximum insurable amounts and contributions are below.
TABLE 4.1 – EMPLOYMENT INSURANCE IN ALBERTA
Employment Insurance (EI)*

2017

Annual Maximum Insurable Earnings

$51,300.00

Employee Contribution Rate

1.63%

Employer Contribution Rate

2.282%

Annual Maximum Employee Contribution

$836.19

Annual Maximum Employer Contribution

$1,170.67

*Rates are for non-Quebec employees
Canada Pension Plan (CPP)
The Canada Pension Plan (CPP) provides contributors and their families with partial replacement
of earnings in the case of retirement, disability or death. Nearly all Canadians outside of the
province of Quebec contribute to the CPP. The maximum pensionable earnings and
contributions are included in the table below.114
TABLE 4.2 – CANADIAN PENSION PLAN
Canadian Pension Plan (CPP)

2017

Annual Maximum Pensionable Earnings

$55,300.00

Annual Basic Exemption

$3,500.00

Annual Maximum Contributory Earnings

$51,800.00

CPP Contribution Rate

4.95%

Annual Maximum CPP Employee Contribution

$2,564.10

Annual Maximum CPP Employer Contribution

$2,564.10

WORKERS’ COMPENSATION BOARD (WCB)
Most Alberta employers are required to protect themselves and their employees by providing
liability and disability insurance for work-related injuries and illness. Coverage is provided
through the Workers’ Compensation Board of Alberta (WCB). The WCB will make disability
payments to workers injured on the job, whether or not that worker was responsible for the
113
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injury. They will also offer assistance for injured workers gradually returning to their regular jobs
through modified work programs. The average premium that employers must pay the WCB is
different from one industry to the next. The average premium employers across all industries
must pay to the WCB is $1.02 per $100 of every employee’s paycheque. The maximum
insurable earnings for 2017 under the WCB is $98,700.

4.3 CHANGES IN EMPLOYMENT STANDARDS IN ALBERTA
The Employment Standards Code in Alberta lists the minimum set of conditions all employers within the
province must adhere to. This includes information on compassionate care leaves, as well as additional
information concerning employment of individuals under the age of 18 among other legislation details.
On January 1st, 2018, the Employment Standards Code will integrate the changes set by the Fair and
Family-Friendly Workplaces Act115. This bill aims to update old legislations while providing families in
Alberta with additional support from their employers. These are some of the following changes the bill
will institute:
●
●
●
●

●
●
●

Employees will be eligible for current and new leaves after 90 days, rather than 1 year.
Job protection will be extended to 27 weeks, from the current 8 weeks.
Job protection for maternity leave will be extended from 15 to 16 weeks.
Employees will be entitled to a minimum of a 30-minute break (paid or unpaid) within every 5
hours of consecutive employment. If agreed to by the employer and employees, breaks can be
taken in two, 15-minute installments.
The ability for employers to pay employees with disabilities less than minimum wage will be
removed.
Overtime agreements will allow time to be banked for 6 months rather than 3 months.
Requirements for providing termination notice to large groups of employees, unions and the
Minister of Labour will be increased and scaled:
○ 50–100 employees: 8 weeks.
○ 101–300 employees: 12 weeks.
○ 301+ employees: 16 weeks.

Other changes including additional action to be taken for youth employment are detailed in the Fair and
Family-Friendly Workplaces Act. Alberta continues to actively increase support for those who are
affected by minimum employment standards.
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5.0 IMPROVING RETAIL EMPLOYMENT
Only 8.6% of Canadian retailers identified more than three quarters of applicants suitable job
candidates. In combination with over 50% of retailers identifying less than 50% of their job applicants
suitable for the available positions116, it is apparent that attracting talented individuals in retail is a
considerable difficulty. In addition, Alberta retailers also face challenges in retaining their employees.
Alberta has a 79% turnover rate for retail employees, much higher in comparison to the 55% national
average turnover rate117.

5.1 HIRING CONFIDENCE INDEX
Currently in Alberta, retail & wholesale trade is the industry expecting the most severe decline in private
sector hiring at 23%. However, retail & wholesale trade has the largest expected growth118. This
indicates that retail in Alberta remains volatile, and that the hiring process is continually front of mind for
many retailers in Alberta. Overall, Alberta maintains the highest hiring confidence index score over other
Western Canadian provinces, while British Columbia expects the strongest employment growth119.
An employee's life cycle within an organization can be divided into a number of chronological steps.
Identifying areas to improve on within these steps will assist in Alberta retailers in their attraction and
retention.

5.2 STEP ONE: JOB SEARCH
A research study conducted by the National Retail Federation (NRF) found 80% of those aged 18 to 24
do not pursue a career in the retail industry120. Transforming the perception of retail begins at the
initial phase of an employee life-cycle - the job search. This entails an individual looking for a place of
employment which suits their needs. Recruiting individuals to apply for retail positions requires the use
of recruiting methods such as technology and referrals.
USE OF TECHNOLOGY
The use of technology in the hiring process is becoming increasingly popular. 90% of millennials
believe technology creates more opportunities for them, demonstrating the need to use
technology within this process. Currently, an average of 79% of job seekers use social media
in their job search, and this statistic increases to 86% for those in the first 10 years of their
career121. To effectively promote available job positions, employers are now using social media
opportunities to attract talent by focusing on visual media forms, such as Instagram. This
method of recruiting is aimed to share the experience and work environment of current
employees with job seekers. By using social media platforms in the job search process,
professional networks such as LinkedIn have continued to grow. Mobile apps are also gaining
popularity as well, such as the app Wirkn. Wirkn allows job seekers to find retail jobs based on
their location, connecting individuals with locally available positions. Free for iOS and Android
116
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operating devices, Wirkn has numerous capabilities including the ability to record video cover
letters, apply to numerous jobs and once hired it provides networking options for co-workers122.
As 45% of job seekers use their mobile device to search for jobs at least once a day123, the use
of technology in job searching will only continue to grow.
REFERRALS
An employee referral is an internal recruitment method used to hire connections from existing
employees networks. Current employees are incentivized to refer their personal connections
through a referral program, usually offering the current employee a reward in return if their
referral is hired. Rewards vary from in-store credit to extra vacation days. Referrals account for
40% of all new hires in Canada, proving to be an effective form of recruiting for employers.124
INCREASE IN TRANSPARENCY
Job review sites, such as GlassDoor and Indeed, have enabled job seekers to gain insight into
the environment and culture of a workplace. In addition to job review sites, publicly available
resources including company websites are educating job seekers on job offerings (ex. wage,
benefits, etc.) before applying. Due to the availability of this information, employers are now
required to be increasingly transparent during the hiring process. Showcasing office culture,
increasing employer to candidate correspondence, and delivering authentic recruiting
campaigns have been identified as three of the best most effective ways to improve
transparency.
BRAND POWER RETAILERS
Brand power retailers are a select group of retailers who hold a significant market share and are
also a top choice for employment opportunities in retail. These robust retailers have created a
following centered around their brands, who reinforce their values and goals. Their products and
services have created a unique culture which drives recruitment as well as keeping their
operations well-staffed. As their retail environments offer an incredibly attractive workplace,
these retailers have a number of applicants, surpassing the number of employees they require.
Assessing the brand power of these retailers highlights the advantages to having this unique
culture in retail.

5.3 STEP TWO: APPLICATION
Although young professionals might be increasingly comfortable with applying to job postings online, the
majority of surveyed retailers prefer walk-in applications as opposed to online applications. The table
below outlines the preferred application methods of retail hiring managers.
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Despite this preference for walk-in applications in retail, the majority of Alberta retail supply leaders
surveyed indicated that an online application was the only available method to apply for a store-level
position. This indicates a potential disconnect between retail corporate offices and the respective store
managers. 81% of Canadian and U.S. talent and Human Resource leaders reported that talent
management is the largest priority in their organization125. Despite 56% of organizations anticipating
an increase in hiring volume, 68% of respondents say their recruiting team will remain the same size and
62% state that the talent budget will remain the same126.

5.4 STEP THREE: HIRING
INTERVIEWING/TESTING
GROUP INTERVIEWS
Due to time constraints and other factors, group interviews are becoming an increasingly
popular hiring practice. Eliminating the natural interview environment, group interviews consist of
a number of candidates for the same position and a panel of interviewers. The panel, comprised
of managers or executives, conducts the interview and evaluates the candidates. Due to the
nature of the group interview, it is used to test for a particular set of skills. This includes
teamwork, interpersonal communication, and problem solving. Apple and Lululemon both
currently utilize a form of group interviews.
VIDEO INTERVIEWS
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Hiring managers have the opportunity to utilize new video technologies to interview job
candidates. Applications like Skype, Google Hangouts, and Facebook messenger allow for
video interviews which may offer an increasingly convenient way to conduct interviews. Using
video interviews eliminates travel time for the parties involved.
VIDEO PROFILES
Video profiles are typically facilitated by a third party in cooperation with the employer, where
job candidates are prompted to record a video of themselves answering questions the employer
provides. The video can be recorded within a specific time frame, so the candidate may
complete their profile whenever is convenient for them to do so.
SELECTION TESTING
An employer may choose to test candidates who have successfully passed the interview stage
of hiring. There are many different types of selection testing methods available, such as;
●
●
●
●
●
●
●

Physical and medical examinations, where necessary
Cognitive ability testing
Emotional intelligence (EI) testing
Intelligence quotient (IQ) testing
Job knowledge testing
Personality testing
Simulations

The validity of different types of selection testing have continually been questioned by industry
professionals. One study suggests that various types of selection testing such as EI, Personality,
and IQ testing possesses weak to moderate correlations with finding suitable candidates. The
same study finds that objective performance testing has twice the correlation strength of IQ
testing127.

5.5 STEP FOUR: COMPENSATION PACKAGE
BASE PAY
Base pay refers to the initial rate of pay an employee receives in return for work performed. This does
not include commission, bonuses or overtime worked. Base pay comes in two forms: wage and salary.
WAGE
Wage refers to an employee's pay rate per hour and is determined by multiplying the
number of hours worked by the pay rate per hour. This method of base pay allows for
flexibility in scheduling for the employer, as well as reduces cost for the organization as
employees are only paid for hours worked. In a retail environment, sales associates are
usually compensated with an hourly wage.
SALARY
In contrast to wage, salary refers to the payment of an employee based on an annual
amount. If an employee is paid a salary, their compensation does not vary depending on
the number of hours worked. Instead, they are paid the same amount semi-monthly.
127

Iliescu, D., Ispas, D., & Ion, A. (2012). Emotional Intelligence in Personnel Selection: Applicant Reactions, Criterion and
Incremental Validity. Blackwell Publishing Ltd.

32

ALBERTA RETAIL LABOUR MARKET STUDY

Salary as a form of base pay incentivizes long term commitment and instills job security
within the employee. Managers and merchandisers are retail positions which are paid by
salary.
PAY FOR PERFORMANCE
Pay for performance is an aspect of an employee’s compensation and is awarded based on
achievement. It is designed to reward the highest performing employees and, in turn, create a
competitive advantage for the organization. Categorized as individual incentives and group incentives,
there are a number of forms of pay for performance methods that an employer can use. The utilization of
these incentives depends on the organization's goals and values.
INDIVIDUAL INCENTIVES
Individual incentives, such as commission, encourage the sale or production of products
in a high volume or at a high speed. Retailers using individual incentives would prioritize
individual achievement or sales. Luxury brands, such as Tiffany & Co., use individual
incentives as a method to provide superior customer service as employee's pay is
dependent on their sales.
GROUP INCENTIVES
Group incentives are targeted towards creating a successful team within a retail store
setting. Goal-sharing plans and competitive bonus plans are two of the most commonly
used methods within retail. A goal-sharing plan is an incentive where if a team achieves
pre-specified performance goals, they will receive a cash bonus distributed to each
individual. Lululemon currently utilizes a goal-sharing plan. In contrast, a competitive
bonus plan unites teams or stores together to achieve an increasingly desirable bonus.
These bonuses would strongly appeal to employees, such as a trip to New York during
fashion week. Unlike goal-sharing which is internal, a competitive bonus plan unites
retail store employees within their own stores to compete against other stores for the
top prize.
INDIRECT PAY (BENEFITS)
Indirect pay, more commonly referred to as benefits, is an aspect of the compensation package offered
to employees in return for their labour. Perhaps contrary to their name, there are certain benefits that
employers are legally required to contribute to. These mandatory benefits include Employment
Insurance, Canada Pension Plan, and Workplace Insurance Coverage. In Alberta, the according
governing body that is responsible for the administration of workplace insurance is called the Workers
Compensation Board. Benefits can take many forms, but typically come in the form of programs,
services, and offerings. These can include concepts such as retirement saving plans, health care, or
family assistance programs. There are no limitations to the type of benefits employers may provide, or
the dollar amount of these benefits. The average cost for an employer in Canada to provide a single
full-time employee benefits is $8,330 per year128. These benefits are typically administered through a
combination of third party organizations and the employer themselves.
WHY OFFER A COMPETITIVE COMPENSATION PACKAGE?
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While paying for labour is a legal requirement, employers who separate themselves with respect to their
pay can create added value. As the provincial average hourly rate across all industries is approximately
28% higher than the average hourly rate for Alberta employees of the retail trade, there is great potential
for employers to offer their employees more in pay129.
ATTRACTION
Employers are in constant competition with one another for market share and skilled labour.
Perhaps the most obvious benefit to having a higher than average wage is to attract talent.
However, many retailers are challenged with budgetary constraints when creating job offers in
the retail industry. 24% of retail organizations list their inability to offer competitive
compensation as their greatest barrier for acquiring suitable talent130. Those who can find
ways to offer their employees a greater rate of pay than their competitors will have a larger pool
of applicants to choose from, making the selection process easier to find suitable talent. Having
the best talent will not only ensure that current operations are tended to, but also organizational
change is more likely to succeed when the average skill of a workforce is high.
RETENTION
Retention of a single employee is almost always beneficial to the employer. Their experience will
help them produce a higher quality of goods or services, as well as possess a varied set of
perspectives upon promotion. However, recent trends predict that an average Canadian will
hold about 15 different jobs in their lifetime131. An increase in pay might be what some
employees require to consider remaining in the same role for a longer period of time. In order to
maintain a high standard of living, an individual must hold a position with an adequate income.
For this reason, competitive pay can play as big of a role in retention planning, as it does
attraction. As an employer increases the pay offered to their staff, the number of competitors
with a similar level of pay decreases.
MOTIVATION
Whether or not pay is the main motivating factor of an employee, it has long been a point of
contention among business professionals. Many will argue that the correlation between the
yearly income of an employee and their levels of motivation are quite low132. Others will argue
that work is the most effective motivator in the workplace due to the sheer necessity of having
money in order to afford basic needs. The largest consideration to make in leveraging pay as a
motivator is the individual employee. One employee might be at a very stable point in their life
where a $5,000 pay increase would not change their personal expenses or habits. Another
employee could be starting a new family and would be extremely motivated by a $5,000 pay
increase in order to afford the first down payment on a new house. These individual
considerations should be carefully implemented, as pay can also act as a de-motivator. An
employee’s pay that is well below the company’s internal equity averages may struggle to find
reason to achieve average performance levels.

5.6 STEP FIVE: TRAINING
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The education of retail employees on the practices and processes of the organization is commonly
referred to as training. With the goal of developing an employee's understanding of their role in an
organization, training store-level employees is a necessity to ensure an organization’s success. The
three main focuses of retail training programs are customer service, product knowledge and company
goal education.

NEW HIRE TRAINING
The content of the training is equally as important as the prevalence of these programs. A new
trainee should be exposed to a brief history of the company, as well as its goals. This will
acquaint an otherwise unfamiliar employee and provide a deeper understanding of how the
company will use its experience to make decisions and achieve its goals. New hire training
should also detail the mindset of management and the processes in place within the
organization. Figure 5.1 illustrates the training area of focus within the retail industry. Customer
service is the largest single area of focus for many Canadian retailers. This is due to the nature of
most retail environments, and how store-level employees interact with many customers on a
daily basis. The practical elements of regular retail responsibilities are also among the top areas
of focus in retail training.
CONTINUOUS TRAINING
For some organizations, training does not end at the introductory level. Once employees have
been well acquainted with their position, the employer may offer additional training in order to
develop more advanced skills. When the company implements new concepts or systems, the
employer may administer additional training to integrate these new concepts into operations.
This training can be used in the event of new and upgraded equipment, a change in
management structure, or through a rebranding with a change in operational focus. Ensuring
that training material stays in focus can be accomplished through a number of platforms. With
96.4% of Canadian retailers utilizing eLearning and over half of retailers using a Learning
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Management System (LMS)133, it is apparent that continual training has become a priority for
retailers. Providing resources to current employees, organizations can benefit from the growth
created by this investment. Training is designed to maximize the efficiency of an organization's
labour through specific instruction. When properly implemented, training programs can offer
many benefits.
METHODS OF TRAINING
About half of Canadian retailers consider less than 24% of their job candidates viable for employment134,
making it imperative that retailers invest in training. As the retail environment presents a unique
atmosphere for employees, this offers employers numerous methods and opportunities to train their
staff.

eLearning, classroom facilitation and in-store coaching are the three most popular methods of training
being utilized in the industry. Figure 5.2 above illustrates the percentages of organizations that use these
top three methods. Both eLearning and classroom facilitation usage by retailers surpass coaching by
68.3% and 57.3%, respectively. Advances in the accessibility of technology make delivering training
material to employees much more time and cost efficient than ever before.
ELEARNING
Delivering training materials to the many employees in any large corporation can be very
expensive. Not only might the actual training content be expensive to administer, but the amount
of time that management can spend on ensuring their workforce has the necessary skills to
133
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succeed is limitless. eLearning uses technology to deliver training content through an interactive
experience on computers, televisions, and mobile devices. A common eLearning program is a
module system where employees sit at a desktop computer, read the information given to them,
and are tested on the material before moving onto another training module. eLearning provides a
method to administer training almost entirely through the use of technology, which saves on
both time and costs. In addition, eLearning ensures the standardization of learning materials in
comparison to coaching, where training is based on the instructor. While there are benefits of
using eLearning, there are also disadvantages. To administer eLearning, employees must be
proficient with software and technology used to conduct the training. Accommodating
generations with less experience with digital technology may require assistance or other
materials. Technological difficulties are another challenge of utilizing eLearning, this includes
computer software and ability to access the internet. While these challenges may be regarded
as non-existent for the millennial generation, a study done by Change for Equation found that
only 58% of US millennials have problem solving skills when they experience technological
difficulties135.
CLASSROOM FACILITATION
Classroom facilitation is one of the most traditional method of learning. Creating an atmosphere
similar to that of an educational institution, classroom facilitation provides employees a method
of training they are already familiar with. Classroom facilitation combines the use of lectures,
questioning periods, and group discussions to convey information. Traditional classroom
facilitation allows multiple employees to be trained at once in a familiar environment. The inperson interaction of classroom learning allows employees to ask questions and engage in the
training material provided. Classroom learning also increases the networking and relationship
building between trainees, compared to online learning. These individuals will most likely work
together within the organization, allowing classroom learning to also function as a team building
exercise. However there are challenges to using classroom facilitation. The structured lecturestyle administration can be intimidating for certain individuals, limiting inquiry past the materials
provided. In addition, classroom learning sessions must be scheduled to accommodate a
significant number of employees to justify the cost of the session.
COACHING
Training is rarely a perfect process. Each trainee has a unique experience with training material,
and therefore may excel in certain areas, while struggling with others. Coaching is a training
method that uses regular one-on-one evaluations of performance in order to pinpoint concepts
that require the most improvement. A superior or team lead will typically act as a coach, and
closely monitor the performance of the trainees during or after the training process. This method
of training provides employees with individualized advice and instruction on how to best
understand training material. As a result, successful coaching is one of the best methods to
provide deeper understanding of training materials for a wide variety of employees and their
learning abilities.

135

Change The Equation. (2017). Does Not Compute. Retrieved from Change The Equation Website:
http://changetheequation.org/does-not-compute/

37

ALBERTA RETAIL LABOUR MARKET STUDY

UNIQUE TRAINING METHODS
In additional to the three most popular methods of training, retailers have created and utilized
training opportunities within their own organization. Tiffany & Co, among other retailers, has
created a university for their employees, offering high-level courses to assist employees in their
career goals. A smaller number of retailers, 15%, have implemented gamification into their
training programs.136 Gamification can be used in a variety of ways in a training setting including
training games, badge earning or simulations.
WHY IMPLEMENT A COMPREHENSIVE TRAINING PROGRAM?
90% of organizations do not possess all the skills they need to be successful137. Effective training
programs can be used to fill this gap. In addition, the utilization of training within a retail environment
provides several organizational benefits.
IMPROVE PRODUCTIVITY
Training provides employees with instruction and direction on their daily duties. When an
employee understands the complexities of their responsibilities, there is a greater chance that all
duties will be executed efficiently. Over time, a more concrete understanding of job tasks and
assignments will increase productivity, and the effectiveness of employee effort. Objective
measurements of productivity have proven that investing in training will benefit an organization.
In fact, productivity is 23% higher for trained workers compared to those who are
untrained. While training appears as a large expense for retailers, evidence supports that the
financial benefits of training are greater than the costs to an organization.138
IMPROVE RETENTION
Turnover has been identified by retailers as a significant issue. Average job tenure in Alberta
retail trade is 15% lower than the provincial average for job tenure across all industries. As
this industry continues to develop, retailers should be determined to address this issue by
developing successful retention strategies139. Training can act as an investment in employee
learning and development, and can help alleviate some of the usual staffing pressures
commonly faced by the retail industry. Investments in employee development can take shape in
the form of training programs. Sharing trust through the administration of training and
development will demonstrate to employees their value. By establishing and understanding the
value employees bring to their organization, employees are more likely to remain with the
company over time. The opportunity to learn about different aspects of work may be a high
priority for some, which makes long-term employment seem more attractive. With training as an
investment in retention, the costs of high turnover, including decreased employee morale and
company sales are significantly lower, ultimately benefiting the organization.
LIMIT MICROMANAGEMENT
When employees are prepared to successfully perform their own duties, they become
increasingly self-sufficient within their organizational role. The additional knowledge provided
through training programs assists in building confidence and autonomy in staff. As employees
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become increasingly self-sufficient, they rely less on direct supervision from management. This
allows management to refocus on organizational goals and accomplish tasks that require their
expertise. Decreasing the amount of supervision needed with trained employees also helps in
creating a sense of ownership and pride regarding their work. Employees become the ‘experts’
in their own roles that require minimal supervisory assistance. Training programs can help
alleviate the burden of micromanagement while employees become increasingly self-sufficient.
INCREASE JOB SATISFACTION
Perhaps one of the most important aspects of a job is the satisfaction with the work, rather than
the rate of pay. Over time, responsibilities in retail can become repetitive or mundane. This can
perpetuate many different problems. Disengaged and unhappy workers will be less productive,
deliver a lower standard of products or services, and exhibit other inimical behavior towards the
company. Training programs can actually increase worker’s satisfaction and prevent the harmful
effects of a disengaged workforce. In fact, 35% of millennials consider comprehensive
training and development programs as the single most important benefit they want to
receive from a company140. When an employee has more command over their own duties, they
are more likely to find overall satisfaction in their work. This sense of ownership comes from
training instruction and direction. Increased satisfaction rates among workers can lead to
increased trust between employer and employee. New employees are 42% more likely to stay
with the company, when receiving the proper training to perform their job.141
IMPROVE CUSTOMER EXPERIENCE
The perception of a company is largely derived from customer experiences. 86% percent of
consumers will pay more for a better customer experience142. The level of customer service
provided by employees plays a large role in determining the customer’s experience. Training
programs can improve the quality of employee-customer interactions and, as a result, create an
improved customer experience. There is a 16% increase in customer satisfaction for those
companies using learning technology to continually train their employees143. With increased
education through training programs, employees are able to offer superior product knowledge
and customer service ability.
PROMOTE FROM WITHIN
Succession planning is the concept of preparing for vacancies in organizational roles. A larger
corporation that must continue to operate in order to meet the expectations of stakeholders
must consider how to fill leadership positions before it is immediately required. Training
programs for management positions are regularly used when promoting employees to senior
positions. Some of the most successful managers are those with considerable knowledge of
different perspectives relevant to the company they work for. Employees who are trained for a
management position aid in succession planning, as individuals are already in place to take on a
management role. Training can be used to create successful managers that help organizations
succeed due to their varied experience and trained knowledge.
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TRAINING EFFECTIVENESS
Training programs must continually be improved upon to suit the changing needs of employees. When
30% of retail job seekers are within the 15-24 age range144, it’s common for many young retail
employees to be well acquainted with technology and mobile devices. However, one study examined
the increase of daily technology usage among young people and how it’s causing them to have shorter
attention spans. The average attention span of a human was 12 seconds in the year 2000, but now that
77% of 18-24 year olds are immediately reaching for their phones when they feel bored, this attention
span has dropped to about 8 seconds145. Training programs must be engaging enough not only to
grab the attention of employees, but to retain their attention over a period of time. 44% of respondents
from the same study shared that they had difficulties staying focused on tasks146.

5.7 STEP SIX: JOB SATISFACTION
How much an employee enjoys their job will determine a number of other factors such as their
performance or their tenure. This enjoyment can be difficult to measure and is highly subjective from one
staff member to another. Job satisfaction is the level of contentment employees feel about their work147.
This level of satisfaction is largely based on the perceptions of the employee as opposed to objective
metrics. An employee might rank their job satisfaction as quite high upon entering a new position within
the organization, but may report lower satisfaction rates over a longer period of time. This is due to a
perceived satisfaction of learning and accomplishing new tasks that later become mundane in the eyes
of the same worker. Increasing and maintaining high levels of job satisfaction can be difficult for many
organizations.
FACTORS AFFECTING JOB SATISFACTION
Job satisfaction, while dependent on personal interests, is reliant on a number of factors. Retailers
should strive to understand their workforce in order to administer effective programs within their work
environment.
COMPENSATION PACKAGE
The amount of pay an employee receives for their labor establishes a foundation for job
satisfaction. An employee will expect at least the legal minimum wage, in addition to comparing
their compensation package to that of another employer. While an employer might have a very
generous compensation package for their entire staff, the amount of job satisfaction that derives
from those packages could be stifled by competing companies. As job satisfaction is based on
individual perceptions, external factors may easily influence the judgement of employees. An
individual may not gain job satisfaction from the compensation that simply allows them to meet
their basic needs. The money they save, however, may allow them to engage in their personal
hobbies and interests outside of work, which could aid their positive perceptions of their place of
employment. While some programs such as retirement savings might be of little interest to a
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young employee, the access to healthcare benefits might greatly increase their overall job
satisfaction.
EMPLOYEE RESPONSIBILITIES
Although an employee might be hired for a specific role, their tasks might be very different in
practice compared to their job description. The type of work an employee is assigned to may
alter their level of job satisfaction. The amount of autonomy given to an employee will also
contribute to their job satisfaction. Some of the lowest ranked careers in terms of satisfaction
have very low creative agency over their work. The top 10 lowest ranked jobs in terms of career
satisfaction148 are as follows:
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.

Janitor
Quality control inspector
House cleaner
Retail salesperson/cashier
Delivery service driver/food delivery truck driver
Bank teller
Food server
Financial clerk
Shipping/receiving clerk
Barista

PROMOTIONAL OPPORTUNITIES
Maintaining high job satisfaction rates is a long-term endeavour. While many employees can find
satisfaction in learning new abilities and systems, setting goals into the future is imperative for
some. Workers may find satisfaction in continual development of their skills and abilities. This
may manifest in the form of promotions or training. Promoting an employee to take on a higher
tier of duties that are increasingly important to the success of the organization could display a
sign of trust. When workers feel entrusted with a higher level of work, they are more likely to take
pride in their responsibilities, which would reflect high job satisfaction. Training programs allow
employees to refine or develop their strengths that are relevant to the organization. Identifying
strengths of employees and leveraging those specific abilities speaks to the worker’s feelings of
competency149.
RELATIONSHIPS WITHIN THE WORKPLACE
An old adage that frequents conversations about work relationships is ‘people don’t quit their
jobs, they quit their boss’. The work relationships between an employee and their superiors can
be to single biggest reason individuals choose to exit their organization. Approximately 93% of
employees say that trusting their direct manager is important to their job satisfaction150.
Managers and superiors can easily alter the satisfaction perceptions of their subordinates
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through their own ability and processes. If criticisms are not constructive and thoughtfully
evaluated, then the recipient could misinterpret those discussions. An unhealthy work
relationship between a manager and their employee can be a difficult to rectify the longer the
issue persists. This is because the employee is unlikely to voice their concerns and challenge
authority, so the employee might exhibit harmful behaviour that negatively impacts the
performance of the organization such as tardiness. The manager then becomes frustrated that
their subordinates are not listening to them and can make matters worse until the employee is
either terminated or resigns. Simple elements like basic recognition or appreciation of an
employee’s labour might be left out of focus which could have otherwise greatly attributed to job
satisfaction. Coworkers can be a source of positive job satisfaction, as teams and groups who
work well together can support each other through daily routines.
COMMUNICATION
The larger an organization gets and the more employees they have, the more processes upper
management will typically impose. Any changes to the lowest levels of the organization that are
a result of executive decisions make take time to fully implement. If this process is not fairly
efficient and different levels of the company lack clear communication, many may feel confused
and as if they are without direction. Organizational change can be a source of frustration and
anger, which directly impacts job satisfaction rates. When all parties are communicating clearly,
other employees can utilize all available resources and produce exactly what is specified without
reiteration or lost time. The quality and consistency of communication can present employees
with the means to accomplish their tasks and help the organization run smoothly, which aids in
job satisfaction.
WHY PRIORITIZE JOB SATISFACTION?
The amount of satisfaction derived from daily tasks can make a large difference over time. If employees
are more content with their jobs, then employers can expect a variety of benefits. While job satisfaction
will impact each individual differently, these are just a few benefits that are common results of increased
job satisfaction.
IMPROVED PERFORMANCE
Happy employees are 12% more productive, while unhappy employees are 10% less
productive151. Those with a higher level of job satisfaction present a higher level of energy to be
utilized at work, which may result in either a higher quality of labour, more time efficient labour,
or both. Various production or sales goals may not be achievable if the employees who work
towards these goals lack the necessary initiative. When the job satisfaction rates of a workforce
increases, the effect is seen directly in the products and services of the business, extending to
the culture of the workplace. The overall performance of an organization has a strong
relationship with job satisfaction152. Happier co-workers are more likely to cooperate with each
other as well as display positivity in the wake of obstacles, which contributes to an increased
performance of those surrounding the direct production and distribution of products and
services.
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INCREASED RETENTION
Those who become disenfranchised with almost any task or challenge might consider walking
away from it altogether. The decision may rest with the individual’s ability to solve their issues
and their level of control over their environment. If an employee feels unsatisfied for long enough
in the same position, resignation may be the logical answer for them. An increase in job
satisfaction, however, could very well incentivize employees to stay with the organization for a
longer period of time. The level of job satisfaction that a single staff member extracts from their
work may compensate for other inconveniences in the organization that would otherwise cause
turnover. If an employee does not believe that they are being paid at a high enough rate for the
quality of work produced, they may stay because they enjoy the type of work they do. This trend
is increasingly common with artists who create their own paintings or music, but struggle to find
a sizable income in what they are doing. An increase in job satisfaction can provide incentive for
employees to remain with an otherwise imperfect organization.
REDUCED ABSENTEEISM
Avoiding unfavorable circumstances is a natural tendency for many people, and the workplace
does not pose an exception to this trend. While avoiding unpleasantries in a casual setting might
allow for more open and honest dialogue, similar precedents take the form of sick days or
undeclared absences in the workplace. The average absenteeism rate in 2011 was 9.3 days per
full-time employee. The estimated direct cost of absenteeism to the Canadian economy was
$16.6 billion in 2012153. An increase in job satisfaction rates can help keep employees within their
scheduled shifts, and out of hiding. This is equally true when individuals are working with others
which they do not work well with. When employees choose to opt out of their scheduled
responsibilities, these responsibilities fall onto another. If the replacement is put in a situation
where they struggle to complete both their own responsibilities and those responsibilities of an
absent coworker, then it becomes a source of frustration for the replacement. If an employee
has high job satisfaction, then they will be content to work and perform their share of duties.

5.8 STEP SEVEN: RETENTION
A retention strategy is composed of practices and policies which are used by an organization to reduce
employee turnover. In retail, retaining employees has been identified as increasingly difficult. Compared
to other industries in Alberta, the job tenure for retail trade is 16.6% lower154. In addition, 36% of
Canadians, almost one in three persons, are seriously considering leaving their organizations155.
Retention presents a challenge to many organizations, as 45% of mid-size Canadian businesses are
identifying retention as an issue156.
WHY IMPLEMENT A RETENTION STRATEGY?
Increasing retention creates a more stable and predictable future for an organization. An employee
making an exit from their place of employment, expected or not, can result in large costs for the
employer. Effective retention strategies can reduce turnover and assist in addressing staffing
maintenance which contributes to larger organizational goals.
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REDUCING COSTS
Losing and replacing an employee can be a very expensive process. The employer must first
complete any resignation processes such as paperwork, payroll, or exit interviews. If a
replacement is required, the employer must re-engage the hiring process, which requires a
substantial amount of time and effort on behalf of the hiring manager to complete a competition.
Once a successful candidate has been hired, there is still a certain amount of training required
for the employee to perform at the level of their predecessor. The estimated cost of
processing employee turnover in Alberta has increased approximately 30% from July
through December of 2015 to the same period in 2016. The average total cost is now
$22,600 to the employer157. Implementing effective retention strategies can help management
avoid the costly implications of turnover.
INCREASED MORALE
The average working Canadian spends approximately 8 hours a day at work158. This is a
substantial amount of time for employee to become familiar with their work environment, daily
routine, as well as their coworkers. If employees form attachments to their peers who are either
laid off or leave by their own volition, then this could damage the morale of the workplace.
Alternatively, increasing retention rates allows for additional opportunities to form effective work
relationships between coworkers. This can contribute to the levels of morale within a workforce.
Those who are confident that they will have good reasons to remain in their current place of
employment do not have to worry about maintaining their income and can focus on their
assigned duties. Implementing retention strategies can create a more cohesive workforce which
aids in raising morale levels.
MAINTAIN PERFORMANCE AND PRODUCTIVITY
The longer an employee stays within their organization, the more skill and experience they
accrue over time. These traits become increasingly valuable to the organization, even more so if
a specific individual is highly specialized in their tasks. If an employee resigns, then the
responsibilities of their position typically remain within the organization, and it is up to the
remaining staff to complete these other objectives too casual they are already assigned. 42% of
organizations reported that employee turnover resulted in longer hours for remaining
staff159. This extra work may be performed at a lower quality than usually expected, due to the
volume of responsibilities that would be required upon the loss of an employee. The
development of retention strategies can assist in keeping valuable employees, who would
otherwise cause instabilities among remaining staff if they were to leave the organization.
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6.0 BEST PRACTICE ALBERTA
RETAILERS
6.1 BRAND POWER RETAILERS
Attracting the right talent can be difficult if a company has a small customer base. Staffing becomes
even more challenging if the company’s brand is not memorable among job seekers. Brand power
retailers usually have an audience of applicants many times larger than they need. Their products and
services have created a unique culture which aids in marketing as well as keeping their operations wellstaffed. Assessing the brand power of these retailers highlights the advantages to having a unique
culture in retail.
Gauging the amount of ‘power’ or ‘influence’ a single brand has among its surrounding is almost
impossible to reliably measure. By analyzing Apple, Starbucks, and Lululemon Athletica, there were
some common themes that made them stand out among competitors. All three retailing giants have
products that integrate into the lives of their customers and employees. Apple incentivizes store
employees to own the latest products in order to best educate their consumers. Starbucks offers
individualized benefits to their diverse workforce. Lululemon encourages their employees to unify with
the values of the company, in order to create healthier communities.
All three brands aim to be front of mind, both in consumer choice and employment opportunities. These
practices serve to generate revenue for business operations as well as offer employees a unique
experience to work with the products they already know and love. Refer to Appendix 1 (page 57) for the
Brand Power Retailer Case Studies.
6.2 SUCCESSFUL RECRUITING MATERIALS
Even if an organization can find suitable talent, it is still within their best interest to attract the highest
possible number of applicants to their job postings. This will help ensure that businesses choose the
best candidates available, as opposed to those who only meet the minimum requirements. These
Alberta retailers understand that having successful recruiting materials will help increase the number of
applicants they receive, and engage high quality talent in the recruiting process.
Determining ‘success’ in recruitment can be a dynamic task, where the importance of awareness,
applications, and placements often have varying degrees of importance. Safeway has developed and
implemented an effective recruitment process through carefully crafted recruiting materials. Safeway
identifies students as a valuable resource for the future of their retailing business, and uses materials to
make connections with their target applicants as well as provide them with immediate information.
Safeway builds stronger connections with more applicants and gains access to a wider selection of
candidates when filling job vacancies, through the use of their successful recruiting materials. Refer to
Appendix 2 (page 61) for the Successful Recruiting Materials Case Study.
6.3 INDUSTRY SPECIFIC RECRUITING
Finding a job candidate with the right skills, knowledge, and experience can be difficult enough. Adding
any additional filters to prospects limits the pool of candidates, but can also help foster the long-term
goals of an organization. These brands are keen on finding talent that match with their company values
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not only in their professional lives, but also in their personal lives. Recruiting specifically with the industry
in mind can prove to be an added challenge with an added benefit.
Upon a closer analysis of similar retailers, Sport Chek and Mountain Equipment Co-op (MEC) stood out
for their recruiting practices. These companies demonstrate extensive efforts in finding the right fit for
their respective cultures. The most effective way of creating a connection between their customer base
and their organization is through a workforce that is already well acquainted with the sport. MEC is
presented with a similar task, where the quickest way to build a genuine connection between the buyer
and the seller is to have a natural shared Interest.
These two companies have both identified that creating a superior customer experience for specialty
markets relies on the skills and experiences found in their employees. This passion has been created
before ever wearing a company uniform, and capturing this allows Sport Chek and MEC to hit the
ground running with new hires, no extensive training required. Refer to Appendix 3 (page 63) for the
Industry Specific Recruiting Case Studies.
6.4 TRAINING
Engaging new hires in the training process is extremely important in developing their skills and abilities
that reflect in their work. While an employer can reasonably expect employees to have certain abilities
that they bring to their workplace on day one, tasks that are specific to the company should be trained.
These brands provide a high quality training experience for their employees in order to deliver some of
the best customer service in retail. Training is a key part of employee development as well as the
impression the company leaves on the customers.
Both cosmetic company Sephora and clothing retailer, H&M stood out in their training practices. They
have both implemented extensive training programs designed to give their workforce the tools
necessary to carry out their company visions. Sephora lists education as one of their main values, and
provides various levels of training for both newcomers and experts. H&M provides specialized training
for different roles surrounding business operations.
These two companies recognize the value their employees bring to the company, and they are willing to
invest in them. For Sephora and H&M, providing training is more than just checking off a box on a
checklist, but an integral part to their own business development through the improvement of their
employees abilities. Refer to Appendix 4 (page 65) for the Training Case Studies.
6.5 UNIQUE ROLES AND RESPONSIBILITIES
Continuing to engage workers over the course of their entire employment can be a challenge for
retailers. Work in retail is often considered to be repetitive and mundane, which can contribute to
turnover in some organizations. Providing some variation in tasks can serve to keep employees engaged
and performing at desired levels. These brands implement unique roles and responsibilities as an
effective labour practice for their employees.
The brands that stand out in the unique roles and responsibilities category included Lululemon Athletica
and Costco Wholesale. These brands stood out for the employee opportunities they offer which is both
unique and varied among Alberta retail. Store managers with Lululemon are granted a certain amount of
authority to represent the brand outside of the store and find new ways to involve the company in their
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surrounding communities. Costco employees have very few limitations preventing them from receiving
additional training to fill other positions in different departments.
These varied tasks are commendable not only for their benefit to employees, but for the fact that they
help meet business needs as well. These unique roles and responsibilities are creatively incorporated to
ultimately help these company’s grow. Refer to Appendix 5 (page 69) for the Unique Roles and
Responsibilities Case Studies.
6.6 PAY DIFFERENTIATION
Deciding on a wage for employees can be a difficult balancing act. Typically, the employee would like to
get the highest possible pay for the same amount of work while the employer would like to spend the
lowest possible amount in payroll for the same amount of work. In retail, lower pay is more common
than in other industries, and employees usually are paid a legislated minimum wage. There is a great
amount of potential to attract a higher quality of talent just by spending more on wages. These brands
aim to supply their business operations with a talented workforce through wage differentiation.
Evaluating the practices of Costco Wholesale, Lululemon Athletica, and Aritzia emphasize similar
philosophies in their approach to wages. Costco pledges to offer their employees competitive wages,
and as a result aims to pay higher than industry averages. Lululemon offers a unique way to receive
monthly bonuses using teamwork and collaboration. Aritzia engages their sales associates through a
motivational reward system that develops their skills and boosts pay.
These organizations have adopted a ‘pay for performance’ mindset. Most organizations would accept
retail as relatively unskilled and inept work, and pay the lowest amounts to accompany their labour.
Costco, Lululemon, and Aritzia all understand the benefit of attracting hard working retail employees,
and are willing to pay for it. This wage differentiation helps identify some of the best employment
practices in Alberta retail. Refer to Appendix 6 (page 72) for the Pay Differentiation Case Studies.
6.7 BENEFITS
Creating a compensation plan doesn’t have to end with a wage. Many larger companies enroll their
workforce in various benefit plans. These benefits can include healthcare, retirements savings programs,
and vacation time and are typically administered through a third party or the company themselves. In
many retail organizations, employees are not offered a list of benefits. These brands spend both the time
and money in developing a more intricate compensation plan by using benefits.
Peavey Mart and Starbucks stand out among Alberta retailers as having some of the best and most
unique approaches to benefits packages. Peavey Mart keeps their commitment to their communities by
investing in their employees as well as rural events. Peavey Mart staff are able to invest more of
themselves into their own communities, which is key for Peavey mart’s long term success. Starbucks
offers a unique customizable benefits package where staff can choose from a wide variety of programs
to invest in. Staff members, or ‘Partners’, are recognized as individuals with their own unique interests.
Starbucks wishes to support them as such and offers the benefits to help do so.
The administration of benefits can range widely depending on the size and reach of an organization. A
business limited to a single province will have more consistent administration to reach less employees
than a global company that must administer benefits across different countries. While other retailers are
content with offering little to no benefit planning, both Peavey Mart and Starbucks stand out by
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representing some of the best practices in job benefits. Refer to Appendix 7 (page 76) for Benefits Case
Studies.
6.8 JOB SATISFACTION
Performance metrics are crucial to assessing the effectiveness of any workforce. Although often
overlooked, job satisfaction rates can be equally if not more important to the long term success of an
organization. Job satisfaction can help contribute to retention and efficiency among other key staffing
functions. These retailers make a conscious effort to keep their employees excited and engaged with
their work.
Instead of providing their staff with the bare minimum requirements to meet these needs, Lush and H&M
have created a positive environment for employees. Lush involves themselves with many charitable
organization as well as social activist causes. H&M embraces the diversity and unique nature of their
workforce to create new connections and experiences for workers. This makes working for Lush and
H&M more of a privilege than a chore for their staff members.
Both of these brands understand the value that job satisfaction brings to their businesses; not only does
higher job satisfaction create happier employees, but can also act as a catalyst when meeting
organizational objectives. Refer to Appendix 8 (page 81) for the Job Satisfaction Case Studies.
6.9 RETENTION STRATEGY
The average job tenure in Alberta’s retail industry is notoriously low. This creates major setbacks for
employers when they are forced to find replacements on a regular basis. Utilizing an effective retention
strategy can help alleviate this turnover and ensure the impact of staffing maintenance is minimized. This
brand has developed a simple yet effective means to increase retention.
Students are typically well suited for retail positions, as many jobs within this industry require relatively
unskilled labour. As students become graduates, however, they may leave their previous employer to
pursue an occupation more closely related to their area of study. Costco Wholesale has created a
retention system to help build better retention rates, by focusing on students. They provide incentives for
remaining with Costco both during and after post-secondary education through establishing formal
programs. This additional motivation not only aids in retention of store-level employees, but also helps
produce the next generations of management for the organization.
Costco Wholesale has built a supportive system that offers long term employees tangible rewards for
remaining with their employer. This helps Costco’s large warehouse locations remain staffed, so their
members will reliably enjoy a positive customer experience. Refer to Appendix 9 (page 84) for the
Retention Strategy Case Study.
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7.0 ALBERTA RETAILER RESOURCES
To assist Alberta employers in providing meaningful employment opportunities, the Alberta government
has implemented grants and other programs to reduce the costs of employment for retailers.

7.1 CANADA-ALBERTA JOB GRANT
The Canada-Alberta Job Grant (CAJG) is a training initiative for employers160. This initiative allows
employers to share the costs of training with the government and can be used to train new or current
employees. Under the CAJG, employers must pay a minimum of one third (33.3%) of their training costs.
The Alberta government paying a maximum of the remaining two thirds (66.7%) of training costs up to
$10,000 of training per employee. If an employer is hiring a previously unemployed individual, 100% of
training costs up to $15,000 per trainee can be covered by the Alberta government. An employer can
receive up to $300,000 in funding from the CAJG per fiscal year.
ELIGIBLE EMPLOYERS
● All employers in Alberta within the private or not-for-profit sector
● First Nations and Metis Settlements
● In communities of less than 100,000 people, certain Crown Corporations
ELIGIBLE EMPLOYEES
● Individuals legally entitled to work in Canada and living in Alberta, specifically:
Canadian citizens, permanent residents (PR) and individuals protected under the
Immigration and Refugee Protection Act (Canada)
● Current or new employees who fill job vacancies (existing or future)
● Albertans who are unemployed
○ Note: “unemployed for more than 30 consecutive days and hired by the
employer for no more than 4 weeks prior to signing and submitting the
CAJG application”
ELIGIBLE TRAINING PROGRAMS
Training providers are required to be third-party training providers within Alberta. In
addition, training providers must be separate entities from the employer. If training
provider is not Albertan, a request must be sent to explain the need for out-of-province
training needs. The training program itself must include content which has the intent of
improving current employee performance in their respective roles. Also, the training is
required to be in addition to an employee’s operational training and without the funding
from the grant, would not have taken place. Training funded by the CAJG cannot begin
until the grant is approved. Once approved, training must commence within 6 months of
the approval date and be completed within 52 weeks of the approval date. The training
program must be a minimum of 21 hours. Training materials which are eligible for grant
funding include:
● Instructional fees or tuition
● Mandatory student fees
160

Government of Alberta. (2017, July 12). Canada-Alberta Job Grant. Retrieved from Government of Alberta Website:
http://www.albertacanada.com/opportunity/employers/jobgrant.aspx
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●
●

Examination fees
Software, textbook and other materials required for training

7.2 SUMMER TEMPORARY EMPLOYMENT PROGRAM
The Summer Temporary Employment Program (STEP) is a program which assists eligible employees in
hiring high school and post-secondary students during the summer months161. The four to sixteen week
wage subsidy is available for small business (49 people for less) employers during May and August. The
standardized subsidy for STEP is $7.00/hour per employee for a maximum of 37.5 hours a week.
STUDENT ELIGIBILITY
● 15 years of age or older
● Individuals legally entitled to work in Canada and living in Alberta,
specifically: Canadian citizens, permanent residents (PR) and individuals
protected under the Immigration and Refugee Protection Act (Canada)
● Attends school in Alberta with an Alberta address and/or resides in
Alberta
● Available for full-time summer employment
● Returning to high school or post-secondary no later than November 1st
of the given year
● Enrollment in a program which will result in a Certificate, Degree or
Diploma.

7.3 CAREER FOCUS PROGRAM
Funding from the Government of Canada’s Career Focus Program has allowed Albertan employers the
opportunity to hire post-graduate students who are in pursuit of careers.
UNIVERSITY OF ALBERTA POST-GRADUATE WORK EXPERIENCE PROGRAM
The Post-Graduate Work Experience Program (PGWEP) provides employers a $12.50
subsidy to hire recent University of Alberta graduates for a six-month work experience
term162.
ELIGIBLE GRADUATES
● Individuals legally entitled to work in Canada and living in Alberta,
specifically: Canadian citizens, permanent residents (PR) and individuals
protected under the Immigration and Refugee Protection Act (Canada)
● 30 years of age or younger
● Completion of University of Alberta program within the last 12 months
● Underemployed: “working either part or full-time in a position that does
not require the level of academic qualification the participants has
completed”
EMPLOYER REQUIREMENTS
161

Government of Alberta. (2017, May 11). Summer Temporary Employment Program (STEP). Retreived from:
http://www.albertacanada.com/employers/recruit/summer-temporary-employment-program.aspx
162
University of Alberta. (2017). Post-Graduate Work Experience Program. Retrieved from University of Alberta Website:
http://www.caps.ualberta.ca/en/Programs-and-services/InternshipsandWorkExperience/Post-Graduate Work Experience
Program.aspx
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●
●
●
●

Provide a minimum wage of $25.00
Cover all Mandatory Employment Related Costs (MERC)
Position must be designed to develop graduate’s professional skills and
development
Supervisor must in place to support and assist graduate in their
professional development

7.4 TRAINING RESOURCES
In addition to opportunities for funding, there are also a number of training resources and programs
available to Alberta retailers.
COLUMBIA COLLEGE CALGARY - SALES & SERVICES EMPLOYMENT TRAINING
Columbia College Calgary provides employment training programs with graduates of the
program receiving a Columbia College Certificate. Targeted for individuals who are seeking
entry-level jobs in the sales and service industry, the 16 or 32 week program includes up to 6
weeks of work experience and the ability to gain certification in areas such as First Aid and Food
Safety.
UNIVERSITY OF ALBERTA - RETAIL ESSENTIALS PROGRAM
The Retail Essentials Program at the University of Alberta is three day program which educates
participants on consumer and retail management. Utilizing Alberta School of Business faculty
members and industry consultants, this Executive Education program is designed to provide
content that can be applied in the Canadian Retail Industry163.
PEAK RETAIL TRAINING PROGRAM
Alberta is one of three provinces in which the PEAK Retail Training and Development program is
offered. In partnership with the Retail Council of Canada (RCC) and WCG, this program is
designed to improve the graduates skills in customer service, human resources and sales. Upon
completion of the program, individual will receive certificates from the WCG and RCC.
PEAK LEADERSHIP FUNDAMENTALS TRAINING
Similar to the PEAK Retail Training and Development Program, the Peak Leadership
Fundamentals Training is only offered in 3 provinces, including Alberta. This program is
specifically designed for individuals who are interested in furthering their career in retail. Topics
within this program are:
● Supervisory Skills
● Management Leadership Skills
● Cultivating a Team Environment
RETAIL COUNCIL OF CANADA - RETAIL TRAINING PROGRAMS
The Retail Council of Canada offers three programs focused on developing store-level retail
employees.
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University of Alberta Executive Education. Retail Essentials Program. Retrieved from: https://www.ualberta.ca/executiveeducation/programs/retail-essentials
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RETAIL SALES ASSOCIATE (RSA) CERTIFICATION COURSE
The Retail Sales Associate (RSA) Certification Course provides training for retail sales
associates to become increasingly experienced in the many aspects of retail sales. Store
appearance, inventory, and customer service are among the topics covered. This course
is available in a self-directed or online version. To complete the course and gain
certification, a sales associate must:
1. Complete the course content
2. Pass the final examination for the course
3. Complete and pass an in-store examination conducted by The
Corporate Research Group
4. Work and log 600 hours of retail sales associate experience
FIRST LEVEL MANAGER (FLM) CERTIFICATION PROGRAM
To develop and enhance the skills of store managers, the First Level Manager (FLM)
Certification program is aimed create effective and business focused store leaders. In
addition to assisting store managers in their retail career growth. Topics covered within
this program include professionalism, operations, leadership and marketing. This course
is available in a self-directed or online version. To complete the course and gain
certification, a store manager must:
1. Complete the course content
2. Pass the final examination for the course
3. Pass an performance interview conducted by The Corporate Research
Group
4. Work and log 1 year of store manager experience
CERTIFIED JEWELLERY RETAIL PROFESSIONAL PROGRAM (CJRP)
Created by the Canadian Jewellers Association and RCC, the Certified Jewellery Retail
Professional Program (CJRP) is for retail jewellery store managers. The program consists
of 14 online modules and provides online resources to assist in developing the unique
skills needed to manage a jewellery store. Marketing, planning and sales skills are
among the topics covered in this program. To achieve a CRJP designation the individual
must:
1. Complete the course content
2. Pass the final examination for the course
3. Pass a performance interview conducted by We Check
4. Work and log 1 year of jewellery store management
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8.0 TRENDS IN HUMAN RESOURCES
8.1 TRENDS IN COMPENSATION
REPLACEMENT OF EMPLOYEES WITH TECHNOLOGY
The cost of maintaining payroll can be the single largest expense for many businesses. In the
modern age of sophisticated technology, employers are able to cut costs by employing
machines instead of people. A study released in June of 2016 states that approximately 42% of
Canadian jobs are at a high risk of being affected by automation over the next two
decades164. The Brookfield Institute for Innovation and Entrepreneurship at the Toronto Ryerson
University states in their report that recent breakthroughs in artificial intelligence development
have accelerated the automation process. Automation is increasingly accomplishing new
cognitive, non-routine tasks that put many occupations at a high risk of becoming automated.
The report lists the top five occupations at the largest risk as follows:
1. Retail salesperson
2. Administrative assistant
3. Food counter attendant
4. Cashier
5. Transport truck driver
While the retail industry might have the single highest risk occupation of becoming automated,
the same report lists other retail occupations at the top of their lists for lowest risk jobs.
The report’s low risk jobs are as follows:
1. Retail and wholesale trade managers
2. Registered nurses
3. Elementary and kindergarten teacher
4. Early childhood educators and assistant
5. Secondary school teachers
While some occupations face automation within the near future, advancements in technology
will create new jobs as well. Exactly how many jobs within Alberta will be lost from automation
remains to be seen, however, as advances in technology continue to show prominence in the
workforce, employers will be forced to adapt to these changes165.

8.2 TRENDS IN INDIRECT PAY
INCREASING BENEFIT COSTS
As the workforce changes, individual priorities and the offering of benefits to address individual
needs changes. Over half of organizations reported increases in the cost of employee benefits,
with an average price increase of 6.2%166. As containing costs remains a priority for
164

Lamb, Craig. (2016, June). The Talented Mr. Robot June 2016 The impact of automation on Canada’s workforce. The
Brookfield Institute for Innovation + Entrepreneurship.
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Lamb, Craig. (2016, June). The Talented Mr. Robot June 2016 The impact of automation on Canada’s workforce. The Brookfield
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The Conference Board of Canada. (2015, November 9). Providing Employee Benefits Continues To Be A Significant Cost For
Employers. Retrieved from The Conference Board of Canada: http://www.conferenceboard.ca/press/newsrelease/15-1109/providing_employee_benefits_continues_to_be_a_significant_cost_for_employers.aspx
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organizations, a number of practices have been taken to manage increasing costs. Examining
the ability to replace prescription medicine with generic substitutions, limiting long-term benefits,
and increasing employee premiums are a few methods. The emergence of preventative care
benefits is also due the cost containing effort of organizations. Utilizing preventative care
programs is aimed at physical and mental health promotion to reduce the future costs of
potentially larger claims.
INCREASED FULL-TIME EMPLOYEE COVERAGE
A large majority of employers are increasing the amount and type of benefits provided to their
full-time employees. Specifically, 99% of organizations now provide out-of-country medical
coverage and paramedical services, such as physiotherapy. In addition, there has been an
increase over the past three years in offering full-time employees with critical illness insurance.
This optional benefit has risen in popularity in companies by 9%.
INCREASED PART-TIME EMPLOYEE COVERAGE
Part-time employees are usually considered exempt from receiving benefits. However, nearly all
organizations now provide benefits for permanent part-time employees, who work a minimum
threshold of hours167.
HEALTH SPENDING ACCOUNT
While the traditional approach of providing set benefits to employees is popular, employers have
also began providing Health Spending Accounts to their employees. Unlike traditional benefits
which assign a set dollar amount of per year for specific areas (i.e. dental and vision), a Health
Spending Account pre-determines spending amount for all health expenses. While creating
flexibility and health care spending choice for employees, Health Spending Accounts are
exceptional at managing future employer costs.

8.3 TRENDS IN JOB SATISFACTION
PLATEAU IN EMPLOYEE ENGAGEMENT
Beginning in the recession of 2008-2009, employee engagement scores have dropped
significantly168. As the economic conditions continue to improve within Alberta, the employee
engagement scores are not, employee engagement scores have plateaued at a significantly
lower level. On average, only 27% of employees are highly engaged within their job169, negatively
affecting job satisfaction.
ALBERTA SURPASSING BRITISH COLUMBIA IN JOB SATISFACTION
In 2013 job satisfaction ratings within Alberta averaged 7.2/10. Encompassing several aspects of
an employee’s experience within an organization, Albertans are generally more satisfied than
British Columbians. Specifically, Albertans are more satisfied within the areas of working
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relationships, vacation time, job security, benefits, company processes and procedures,
wages/salary and low stress levels170.

HAPPY EMPLOYEES LEAVING THEIR JOBS
Referred to as the Engagement Paradox, employees who identify themselves as satisfied within
their job and organization are seeking other employment options or leaving their place of
employment. Approximately, 35% of Canadian employees are strongly considering leaving
their current employer. Of this proportion, over half of these individuals are very satisfied with
their career opportunities and 40% are very satisfied with their organization. When examining
those that are in a management position, the number of managers who are satisfied with their
job and who are also looking to leave the organization doubles171. The importance of
understanding employees’ requirements within the workplace is apparent, employee satisfaction
must be used with other workplace aspects to maintain retention.

8.4 TRENDS IN RETENTION
Workplace rewards which previously retained employees, will not continue to have the same effect on
those entering the workforce. Millennials are being driven by their desire for work-life balance, as well as
meaningful work172. Retention must be closely monitored, as the priorities of employees may shift over
time.
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WORK-LIFE BALANCE
In Canada, the number and proportion of dual-income households has increased considerably.
As individuals balance their family and professional roles, the desire for work-life balance is
turning into a necessity173. The increased demand for elements that make up a healthy work-life
balance pose a challenge for employees and employers alike. The Canadian workforce has had
to endure an increased demand for work while combating fewer opportunities for more flexible
work arrangements174. Employees will be more likely to leave their organization if they do not
have a viable opportunity to create work-life balance. Employers must strive to maintain their
operational goals while balancing flexible scheduling and work arrangements for their staff,
otherwise risking the possibility of high turnover within their business.
BOOMERANG EMPLOYEES
The term “boomerang employee” refers to an individual who returns to an organization they
previously were employed by. Although a number of Canadian organizations have policies
against hiring former employees, two-thirds of Human Resource (HR) Managers are now more
accepting towards boomerang employees. Re-hiring these employees has perceived benefits
within an organization. Over 30% of HR professionals identify that the largest benefit from hiring
a former employee is the individual’s familiarity with the company’s culture175. Reduced training
hours is another perceived benefit from hiring a boomerang employee.
ABSENCE OF LOYALTY
Remaining with an organization for one’s entire career is becoming increasingly less common.
Only 16% of millennials see themselves with their current employee 10 years from now176. As
millennials are becoming the largest segment of the workforce, this absence of loyalty presents
a significant challenge to employers. 61% of Canadian millennials expect to leave their
organization within the next 5 years177.

9.0 APPENDICES
APPENDIX 1 - BRAND POWER RETAILERS CASE STUDIES
The following brands were chosen as case studies for brand power retailers based on the success and
the size of their operation in their categories of retail. All of these brands are leaders in the industry and
continue to be major players on a global scale in the retail industry.
9.1 BRAND POWER IN APPLE
173
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COMPANY VALUES
Apple lives by its 7 core values: education, access for all, environmental consciousness, privacy,
social responsibility, inclusion & diversity and creating a connection. While promoting each of
these values is important, Apple has directed their focus on ensuring inclusion & diversity within
the company. In Apple’s words, “The most innovative company must also be the most diverse”.
Valued at $170 billion, Apple has the most valuable brand in the world178. Apple is also one of
the most recognizable brands and, in turn, is among the top employers of choice in the retail
industry. Increasing their global average of women hires by 6% since 2014, Apple exhibits their
dedication to their value of inclusion & diversity179.
LANGUAGE
The unique terminology used within the Apple Store conveys an image of excellent customer
service and product knowledge.
EMPLOYEE TITLES
At Apple, store level staff are given titles which reflect a high level of intelligence and
skill. A sales employee is referred to as an “Expert” or “Specialist”, while Information
Technology (IT) employee is referred to as a “Genius”.
STORE LAYOUT
Every Apple store is characterized by three zones: the Red Zone, the Family Room and
the Genius Bar. The first zone of an Apple store is called the “Red Zone”. This zone of
the store is where the sale of Apple products is conducted as well as where customers
are greeted and checked-in for their repair appointments. Once a customer is checkedin for their appointment, they are moved to the “Family Room”. The Family Room is
comprised of multiple large tables and chairs, which invites customers to sit and relax
while waiting for their repairs. Specialists or Experts assist the customers in this area. At
the far back of the store is the “Genius Bar”. This is where more complex repairs such
as hardware repairs take place. Apple’s store layout is designed to maximize the
customer’s experience.
PRODUCTS
Selling over one billion iPhones since their release, it is apparent that Apple’s products
are popular. Ranging from iTunes to Macbooks, the names of these items resonate with
consumers as Apple products. Besides the well-known product names, Apple has instore terminology for particular products or sets of products. A flagship product within
the Apple store is referred to as a “hero” product. Additionally, a Mac computer
equipped with all add-ons, is a “complete solution”. The names of these items reinforce
the non-commission based environment of an Apple Store. Employees are trained not to
just sell Apple products, but provide customers with the correct product for their
individual lifestyle.
A RETAIL SOCIETY
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The retail society created within the Apple stores is one based on creativity and innovation.
Fostering creativity and innovation, has led Apple to be the technology titan they are. The
development of their groundbreaking products and software has allowed the brand to remain in
a top position. Building upon innovation and creativity, there is a passion within the organization
to achieve success. The excitement that is generated in-store around the release of their new
operating systems and products is unmatched among their competitors.
EVALUATION
As the retailer with the highest sales per square foot, Apple dominates as a market leader180. In
turn, Apple also leads the employment market as a top of mind retailer. As a company driven by
their core values, as well as innovation, Apple creates a retail community which strives for
continuous improvement and success. The excitement associated with being a part of this
organization fosters a retail society many of are eager to be a part of. Apple demonstrates best
practice as a Brand Power Retailer.
9.2 BRAND POWER IN STARBUCKS
COMPANY VALUES
Starbucks’ mission is to “inspire and nurture the human spirit – one person, one cup and one
neighborhood at a time”. Sharing employees personal stories and supporting their future
careers, Starbucks lives by their mission in all aspects of their business, including employment.
LANGUAGE
Starbucks utilizes their in-store terminology to create a persona of high quality coffee products
and experience, to reflect the atmosphere of an Italian coffee bar.
EMPLOYEE TITLES
All store-level employees at Starbucks are referred to as “Partners”. Compared to other
organizations, Starbucks does not simply see their employees as just employees, but
rather those who invest in and share their company values. The title of partner also
reflects the upscale nature of Starbucks, depicting a more professional atmosphere.
BENEFITS PACKAGE
Similar to many of their menu items, Starbucks has created a program which allows
store-level employees to customize their benefits package. The benefits package is
designed to complement each employee’s individual lifestyle. This individually crafted
package is referred to as the “Special Blend”. Tuition reimbursements for students and
the Elite Athlete Program which supports Starbucks employees competing at a highlevel of sport, are just two examples of the benefits being offered. Using terminology
which references their unique coffee offerings to customers, the “Special Blend
Package” reinforces the idea of high quality.
PRODUCTS
Starbucks follows an Italian-based nomenclature in the naming of their products.
Beginning with cup sizes, the beverages offered at Starbucks are not referred to as
small, medium, large and extra-large. Instead, Starbucks uses distinct naming system
180
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and refers to their cup sizes as “Tall”, “Grande”, “Venti” and “Trenta” respectively. In
addition to the cup sizes, the products offered within the store have recognizable names
which are associated with Starbucks. The Frappuccino®, a blended coffee drink topped
with whipped cream, is a trademark of the brand, furthering the importance of the
language within the store. Conveying a high quality product, the naming of products
serves as another avenue to create an Italian coffee bar experience.
A RETAIL SOCIETY
Starbucks has created a retail society based around specialty products using high-quality
ingredients and service. Starbucks has changed the way people view coffee and how it fits in
their daily lives. While competitors may offer faster service, in which their busy customers come
to appreciate, Starbucks chooses to integrate their brand into much more than an errand before
work. In the midst of blending the Starbucks experience into the communities of Canada, they
have created their own unique presence and personality. Starbucks has the ability to get their
customer base truly excited for new products, while keeping regulars satisfied with consistent
quality in many different locations. The sheer number of locations across nation makes it almost
impossible to miss their distinctive logo in major cities. This increased exposure familiarizes
consumers with their products, service, and ambiance.
EVALUATION
As a Brand Power Retailer, Starbucks demonstrates best practice in retail employment. Offering
an in-store experience to customers, has created a high-quality employment opportunity for
those seeking a career in retail. Starbucks views their “Partners” as integral to the success of
their company and in turn tailor the benefits package of each individual to their lifestyle. The
retail society developed within Starbucks reflects the atmosphere and language, attracting an
enthusiastic customer base. Utilizing these aspects of their company, Starbucks is a leader in
attracting talent in the retail labour market.
9.3 BRAND POWER IN LULULEMON ATHLETICA
COMPANY VALUES
Lululemon does not explicitly have company values, but rather shares their internal culture
through their manifesto. As an “evolving collection of bold thoughts”, Lululemon aims to inspire
individuals to create meaningful conversations in regards to their happiness and lifestyle.
Composed of over 20 statements, this visual mosaic contains inspiring mantras including
“creativity is maximized when you are living in the moment”
LANGUAGE
The language used within Lululemon reflects an environment based driven by teamwork and
education.
EMPLOYEE TITLES
The position of sales associate does not exist at Lululemon. In its place is the title of
“Educator”. The title of this position reflects the unique nature of their assigned tasks, as
employees must be able to educate customers on fabrics and clothing style for their
chosen activity. Each item of athletic wear sold at Lululemon is designed for a particular
sport. Due to the specificity in the design, Lululemon sees it as an imperative to match
the customers’ athletic needs to a particular piece of clothing. A sale of an item should
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be based on purpose, not simply aesthetic. In addition, employees who hold the
position comparable to a Key Holder, are called “Key Leaders”. The name of this
position emphasizes the team mentality of the store.
IDEAL CUSTOMERS
Lululemon designs all of their clothing with two individuals in mind, “Ocean” and
“Duke”181. These two fictional individuals guide Lululemon, as Ocean and Duke’s profiles
depict the ideal customer. Ocean is a 32 year old single professional woman, who loves
travel and is fashionable. She also has an hour and half to workout everyday. Duke is a
35 year old man, who is an “athletic opportunistic” and participates in surfing or
snowboarding depending on the season. These characters drive the organization and
the employees, as they are aspirational figures for employees and consumers to strive
towards.
CUSTOMERS
Lululemon dominates the Canadian active wear category as a top of mind retailer. With
the Lululemon logo visible on every piece of clothing sold, as well as the reusable bags
each customer receives with purchase all products act as marketing material. Utilizing
their customers, Lululemon refers to them as their “Community”. In addition to
purchases, customers are invited to “Sweat” with Lululemon. Sweat is coined as their
term for exercise, inspiring their customers to sweat once a day and further the aesthetic
of the brand.
A RETAIL SOCIETY
The retail society present in Lululemon is focused on education, team-work and selfimprovement. Driven by an athletic consumer base, or “Community”, Lululemon attracts those
employees who are active themselves. Creating a store atmosphere with active and high energy
employees, Lululemon grows through mentorship and goal development as employees are
inspired to work internally with co-workers and with customers to achieve their goals.
Reinforced by the positive environment, #joblove is used by employees to share the satisfaction
with their job on social media. While this hashtag could be used by any individual, #lululemon
and #yoga are the two most popular hashtags to accompany #joblove on Twitter and
Instagram182.
EVALUATION
Lululemon exhibits best practices as a Brand Power Retailer. The popular athletic apparel brand
is a top choice for retail employment as the team and goal-oriented nature of the store inspires
all individuals lead better lives. As community and an active lifestyle guide the company,
employees experience more than selling clothing. This has allowed Lululemon to represent their
exceptional employee atmosphere through #joblove. As a leader in employment practices,
Lululemon demonstrates how important it is to inspire their workforce.
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APPENDIX 2 - SUCCESSFUL RECRUITING MATERIALS CASE STUDY
The following retailer is used as an example of successful recruiting materials based on the amount and
quality of recurring materials they provide their candidates as well as the availability of this material.
9.4 SUCCESSFUL RECRUITING MATERIALS IN SAFEWAY
ABOUT
Founded in 1915 in American Falls, Idaho, Safeway is a food and grocery retailer that operates
over 180 stores across Canada. The Canadian subsidiary of Safeway Inc. was sold to Sobeys in
2013. The company maintains a clean store with easily navigated layouts. Safeway promises to
deliver some of the best products available in grocery retail, while remaining dedicated to
sustainability efforts in energy efficiency, animal welfare and local sourcing. In a recent addition
to their store shelves, stocking hamburger patties made entirely from plants demonstrates
Safeway’s efforts in having products for customers of all tastes183.
RECRUITING MATERIALS
There are two ways individuals can apply for a job at Safeway: online or in-person. 75% of
surveyed stores prefer walk-ins for applications. Not all Safeway stores use both recruiting
methods: 94% of stores use walk-ins and 37% of stores use online recruitment184. There is a
large variety of position categories that Safeway offers including185: Retail and Store Positions,
Warehouse Positions, Pharmacy Positions, Corporate Positions, and Store Management
Positions.
WEBSITE PAGE
Safeway advertises their successes and reasons why individuals should work at
Safeway on their website. “Our employees enjoy competitive pay and excellent benefits,
along with a positive work environment built on mutual respect and professionalism.”186
A large emphasis is placed on how Safeway stores aim to embrace diversity and
inclusion. They hire employees from all backgrounds and appreciate the characteristics
that make each individual unique. Also discussed on the website are the Top Reasons to
Work at Safeway including employee recognition and rewards for hard work and
dedication to the company. Safeway’s website page also lists non-retail Employee
Benefits including: flexible hours, prescription drug coverage, vision care, dental and
orthodontia, 100% company paid retirement plan, and many more.
JOB FAIRS
When Safeway first opens a new store location, they usually hold a job fair. This event
allows employers to recruit and interview prospective employees. Flyers and postings
for this event are posted on local billboards, job posting websites, etc.
STRONG COMMUNITY INVOLVEMENT
Safeway is known for their strong corporate social responsibility (CSR). It has been one
of the most community-involved grocers of the industry for over 85 years. Safeway
183
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employees play a huge part in supporting health and nutrition, hunger prevention,
programs for people with disabilities, and many other community activities. Employee
volunteering programs and giving back to the community is a major recruitment
advantage for Safeway.
IMPACT ON RECRUITING
Success for Safeway recruiting materials is not only defined by a large number of applicants, but
by the quality of each of these applicants. The website page, job fairs, and strong community
involvement opportunities for employees each benefit Safeway in different ways. The website
page and job fairs are likely the most successful recruiting materials. They list the job openings
and position requirements and allow employees to immediately and easily apply for a position.
Another useful recruiting material is Safeway’s strong community involvement. This is a very
attractive aspect for individuals looking to apply at Safeway. If they get the job not only will they
have a paying job, but they will receive opportunities to volunteer and give back to the
community through Safeway’s CSR programs.
THE RESULTS
Over its many years of thriving, the Safeway team has committed their time to “delivering top
quality products and superior service to [their] customers, and giving back to the communities
[they] serve.”187 With this mantra, Safeway has earned a very positive reputation within the food
retail industry. Their recruiting processes have been highly successful in the past. More and
more people want to work for Safeway because of their great reputation. Many other grocers
don’t compare to Safeway as they do not put in as much time or effort as Safeway does giving
back to their community.
EVALUATION
Safeway’s values are as follows: community involvement, environmental initiatives, hunger
prevention, and sustainability. Through recruiting and training new employees, Safeway
searches for individuals who strongly believe in these values and will participate in helping
Safeway reach their goals.

APPENDIX 3 - INDUSTRY SPECIFIC RECRUITING CASE STUDIES
The following retailers have been chosen as industry specific recruiting cases based on their unique
recruiting methods and success in recruiting specialized individuals in a particular area.
9.5 INDUSTRY SPECIFIC RECRUITING IN SPORT CHEK
SPORT CHEK’S STANDARD
Sport Chek hires individuals who are related to sport, not simply athletes. Employees range from
those who have participated in the Olympic games to parents of athletes, as knowledge of sport
is the criteria for being a successful candidate for a Sport Chek position. With a large variety of
sporting activities, it is the knowledge about a specific sport that the employer attempts to
capture in their stores. This way, staff can provide knowledgeable advice to customers in a
specific area of sport.
187
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AUTHENTICITY & CREDIBILITY
Sport Chek’s motivations for limiting their talent pool are to add credibility to the store personnel
and therefore add authenticity to the customer experience. The customer experience is
enhanced as staff are knowledgeable and have extensive expertise. In terms of credibility,
employees can use their personal experience to assist the customer. This ultimately leads to a
better customer and store relationship, while limiting returned merchandise.
SHOP BY APPOINTMENT
Industry specific recruiting has allowed Sport Chek to create their “Shop By Appointment”
program. This service, offered at no extra charge, allows any individual or group to book time
with the most experienced member of staff in the area, who acts as an advisor. Services offered
range from outfitting teams to assessing an individual’s current gear.
TEAM ATMOSPHERE
Personality traits of those involved in sport are also desirable employee characteristics for Sport
Chek. The organization takes advantage of the work ethic and team-oriented nature of these
individuals. This in turn adds to the atmosphere of Sport Chek, creating a cohesive employee
environment.
CONSIDERATIONS
While industry specific recruiting positively impacts Sport Chek’s business, there are a number
of implications for the organization when using this approach.
ACCOMMODATING EMPLOYEE LIFESTYLE
Accommodating employees’ active lifestyle is a priority to Sport Chek, as the company
itself lives by “Your Better Starts Here”. This begins within the interview for a potential
employee. Sport Chek requires a candidate to provide their fitness schedule for the
following months. This ensures Sport Chek can accommodate the candidate’s schedule
before hiring them. Sport Chek allows for their employees to have flexible hours.
Specifically, Sport Chek employees are only expected to work 24 hours a week
compared to the 32 hour average worked by a retail salesperson in Alberta188. As
employees are not expected to work as many hours, Sport Chek must carry a larger
workforce overall. This is to ensure the store has enough talent in each department at all
times.
HIRING PRACTICES
Industry specific recruiting poses a challenge to Sport Chek, as their hiring process is
longer. Hiring managers have to anticipate their staffing needs to ensure gaps do not
exist within store areas. When recruiting employees, the job descriptions must be
specific to attract the proper talent. The position must also be available for an extended
period of time in order to find the right individual, as to not have to compromise due to
need. Applicants with general retail knowledge cannot fill Sport Chek’s positions.
EVALUATION
188
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Sport Chek is a leader in the retail in utilizing industry specific recruiting. Their flexible definition
of “related to sport” allows the organization to attract the correct talent. While challenges do
exist in hiring only those who lead an athletic based lifestyle, Sport Chek accommodates their
employees lifestyle with flexible scheduling. The product knowledge Sport Chek’s employees
have, allows them to provide quality customer service.
9.6 INDUSTRY SPECIFIC RECRUITING IN MOUNTAIN EQUIPMENT CO-OP (MEC)
MEC’S STANDARD
Aligning with their mission statement, MEC requires that all employees to be passionate about
outdoor sports and spending time outside. In their terminology, MEC wants their employees to
be: “Stoked About Something” In interviews, job candidates are asked to describe the outdoor
activity they are passionate about, followed by a series of questions explaining how often they
participate in this activity (ie. weekly, monthly, yearly basis). MEC quantifies passion based on
how often one participates in their chosen activity. MEC’S goals is to hire the most
knowledgeable staff who can inspire their members to get outdoors.
PRODUCT KNOWLEDGE
The main focus of using industry specific recruiting in MEC is to provide superior service.
Employees have familiarity with products carried in-store as they have personally used these
types of products outside of the store in their own lives. Not only does this allow for detailed
product advice, but it allows employees to make in-depth connections with members.
ROCKSOLID GUARANTEE
MEC guarantees their product quality and more importantly their product advice. Under their
ROCKSOLID Guarantee, a member may return any item which was recommended by an
employee and was not suitable for their needs. Without extensive investment in training, MEC
can have confidence in the knowledge of their employees.
COMPANY CULTURE
The passion and experience employees possess is the basis of their cultural fit within MEC.
Employees are tasked with inspiring members to get active and get outside. However, the
industry specific recruiting also has a benefit for the internal brand. Those who fit MEC’s
employee profile, can empower their colleagues and continue to build the culture within the
organization.
CONSIDERATIONS
MEC’s staff are highly knowledgeable in their area of expertise, but there are difficulties in using
industry specific recruiting.
ALBERTA CLIMATE
With snowfall expected 6 months of the year189, Alberta presents a challenge for MEC as
a retailer based solely on outdoor activities. While a number of product areas within the
store accommodate the seasonality of Alberta climate, certain areas do not. For this
reason, MEC occasionally has gaps within their workforce pertaining to these limited
season outdoor activities. Encompassing paddle boarding, kayaking and canoeing,
189

Travel Alberta. (2017). Weather & Climate. Retrieved from https://www.travelalberta.com/ca/plan-your-trip/weather-climate/

64

ALBERTA RETAIL LABOUR MARKET STUDY

finding passionate and knowledgeable individuals in watersports is increasingly difficult
for the organization within Alberta. This demonstrates the potential difficulty of finding a
particular applicant when industry specific recruiting is used.
FIRST-HAND EXPERIENCE
MEC has created field courses to train their current employees. As MEC hires those
passionate about an active outdoor life, their current employees have an existing
aptitude for outdoor activities. The field school courses have been developed to train
current employees in activities or areas in which the store cannot fill positions. Unlike
traditional online learning, employees fully immerse themselves in the activity and use
the in-store products first hand. While this requires investment in training from MEC, it
allows the organization to maintain their culture and product knowledge.
EVALUATION
MEC exhibits the best practice in using industry specific recruiting, identifying them as a leader
in retail. Their approach demonstrates the importance of creating an employee base which can
relate and connect with customers.

APPENDIX 4 - TRAINING CASE STUDIES
The following retailer has been chosen as a training case study based on the unique and innovative
qualities of their training program as well as how extensive it is.
9.7 TRAINING AT SEPHORA
BUILDING SKILLS
At Sephora, “the learning never stops.” Sephora aims to hire individuals who have “the desire to
learn and stretch beyond their comfort level”190. A key pillar of Sephora’s brand is education.
Every Sephora employee is provided extensive training and further training opportunities to
become knowledgeable about their 3 main areas of focus: color, skincare, and fragrance.
FORMAL TRAINING PROCESS
The majority of employee training, known as Sephora 101, is conducting in 5 day onboarding
process which allows new employees to become familiar with the Sephora’s values and the
basics of makeup application. After Sephora 101 is completed, employees are given the
opportunity to receive more formal training. Created to be completed in within the 2 to 3 years of
employment, these three training opportunities allow employees to further their skills with the
end goal of becoming a Sephora Beauty Expert. The first training program, Learning the Science
of Sephora (S.O.S.) is designed to elaborate on the basic makeup application skills learned in
Sephora 101.This includes training in skin care, light & color theory, and client education. After
completing the S.O.S. training, employees can choose to move on to Elevated Training which is
comprised of more detailed courses based on the specific interests of the employee. The final
stage is Becoming a Beauty Expert. This optional training is designed for employees who desire
to become an expert in a specific area of Sephora cosmetics and potentially want pursue a
career in makeup.
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ADDITIONAL TRAINING OPPORTUNITIES
In addition to the formal training process, Sephora employees are given other opportunities to
further their cosmetic training.
DAILY DOSE TRAINING
Daily dose training is conducted by Beauty Experts within Sephora. This allows
employees to receive very quick and helpful training in order to further develop their
sales skills, and cosmetics techniques and knowledge.
ON-SITE TRAINING
When Sephora begins selling a new brand or product, On-Site Training must occur. To
ensure employees are knowledgeable on the new product(s), a brand representative
from the product brand will come to a Sephora store. During this training session,
employees will learn how use and sell the product to customers.
ONLINE TRAINING MODULES
Online training modules are offered to employees for a variety of makeup application
techniques. This gives employees the convenient opportunity to receive training not just
in-store where they work, but in the comfort of their own home.
SEPHORA UNIVERSITY
Sephora University is another aspect in Sephora’s training program. Located in Paris,
Shanghai, and San Francisco, Sephora University’s main goal is to “transform each
employee into a genuine Brand Ambassador and guide them through their careers.”191
At Sephora University, students are able to enroll in classes that appeal most to them
including192: False Lashes, Flawless Foundation, Skincare Basics, Colorful Eye Makeup,
and Day-to-Night Smokey Eye. Sephora University is an exclusive opportunity as no
other cosmetics brand currently offers a University training setting.
Also offered at Sephora University are Artistry training courses, designed to assist in an
employee’s pursuit of a career in makeup.
SEPHORA SENIOR ARTISTS
Sephora Senior Artist is a week-long artistry training program. Enrolled
employees are taught a variety of skill practices and makeup application
exercises. Then they are tested on these exercises and must pass to receive
their Senior Artist certificate.

SEPHORA PRO ARTISTS
The top 15 Senior Artists are chosen each year to become PRO Artists based on
their “superior skill, unprecedented creativity, and ability to aspire through
education”193. These individuals are given opportunities to teach Sephora
191
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training courses, become Brand Ambassadors, work with celebrities and
industry professionals, and do makeup backstage for large-scale events.
GOALS & VALUES
Sephora’s employees are expected to “live, breathe and die”194 by the brand’s values of
“Passion, Innovation, Expertise, Balance, Respect for All, Teamwork, and Initiative”195. Sephora’s
extensive training has enabled the organization to reinforce their brand values in their stores. In
terms of PASSION, employees can choose training courses to take at Sephora University based
on their personal interests and passion for cosmetics. Employees can gain EXPERTISE by being
attentive in their comprehensive training courses that are unlike any other brand’s training
courses in the cosmetics industry. Sephora employees are INNOVATIVE daily through their
creative inventions and use of Sephora’s advanced technology including their Color IQ tool.
Employees hold up this tool to a customer’s face and it can detect the customer’s exact skin
tone color and find a foundation that matches.
EVALUATION
Sephora’s training program identifies them as leader in employment practices. Their extensive
training programs and exclusive opportunities, such as Sephora University, allow the company
to be a dominant force in the cosmetics industry. Combining a knowledge and passion, Sephora
brings the best experience to the customer and employee through their training regime.
9.8 TRAINING AT H&M
BUILDING SKILLS
During the recruiting phase of hiring, H&M seeks individuals that live by their seven values: Keep
it Simple, Straightforward & Open-minded, Entrepreneurial Spirit, Constant Improvement, Cost
Conscious, We are One Team, and We Believe in People.
H&M focuses on developing its individual employees in order to grow as a company. The
company believes “Together we can continue to build on the company’s success by leveraging
the growth of our people.”196 H&M provides a noteworthy 390 certification training channels to
its employees and hires about 12,000 employees per year worldwide197. Employees are trained
around the fundamentals of the brand, “fashion and quality at the best price, [and] ethically
sourced.”198
FORMAL TRAINING PROCESS
Once H&M employees are hired, they are required to take a mandatory training course. This
course is provided by H&M along with two professional training schools: CrossKnowledge and
Forco. This is composed of basic training and sustainability training, which are taught through
classroom and distance learning. Following this training, employees will spend one week to
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three months working in different departments of the store alongside their designated “coach”.
After employees are trained and have worked within a H&M store, there are additional training
and promotion opportunities for them to grow within the company. Employees are able to
choose from additional training courses to take from the CrossKnowledge training catalog.
These programs allow for store level employees to become experienced in-store managers, as
well as the opportunity to advance to a corporate role within the H&M brand.
ADDITIONAL TRAINING OPPORTUNITIES
TRAINEE PROGRAMS
INTERNATIONAL TALENT PROGRAM
This twelve month graduate program begins in September every year. The first
two months of the program are held at H&M’s Head Office in Stockholm,
Sweden. In Stockholm, trainees learn about the H&M brand and values, attend
seminars, and participate in in-depth training, specifically focusing on Global
Expansion and Global Sales & Operations. Once the program is completed,
graduates are guaranteed at least 3 years of international work as a Lease
Manager, Merchandise Manager, Store Developer, Expansion Controller, Area
Controller or Country Controller199.
BUSINESS TRAINEE PROGRAM
This program entails working as a controller within Buying Office, Sales and
Production in Stockholm, Europe, or Asia. It also starts in September and lasts
for 18 months. During the program, trainees go through three rotations where
they will view the entire H&M value chain. After completing the Business Trainee
Program, participants will start off in H&M’s Global Buying Office, in Stockholm,
as a Business Controller.
IT TRAINING PROGRAM
This program starts in August and lasts for ten months. The program takes place
in Stockholm and the work is focused on business processes and IT solutions
within Sales, Online, Logistics, and Change Management. Trainees will also
participate in plenty of hands-on training and attain insight on H&M’s feedback
and project methodology processes. After completing the IT Trainee Program,
participants are able to start their career as a Business Expert, Application
Expert, Project Manager, etc.
WORKSHOPS
One of H&M’s great training successes is the workshops they provide. To ensure the
continuous growth and success of their employees, these workshops are offered to
build on the mandatory training given to employees. The focus of these workshops is to
improve communication and leadership skills. Only 59% of organizations offer
leadership development making this a competitive advantage for H&M.200
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EVALUATION
H&M demonstrates best practice in the employment area of training. The company offers their
employees training through professional training schools which many other organizations do not
have access to. Besides the formal in-store training, H&M offers three unique trainee programs,
which allow employees to travel worldwide to further their careers in retail. These factors make
H&M a prominent leader in retail.

APPENDIX 5 - UNIQUE ROLES AND RESPONSIBILITIES
9.9 UNIQUE ROLES AND RESPONSIBILITIES AT LULULEMON
EVERYDAY AUTONOMY
Lululemon aspires to “elevate the world from mediocrity to greatness.”201 This goal creates the
need to hire and utilize the most influential people who can positively impact the business. In
order to spread Lululemon’s values of health and wellness to as many people as possible,
Lululemon provides all staff, from store managers to educators, the ability to make daily
decisions at the store-level which impact the business as a whole. This is done in three major
ways: the Store Ambassador Program, Strategic Sales and Store-Level Initiative.
STORE AMBASSADOR PROGRAM
As Lululemon’s store-level employees influence can be limited to the store itself, it is a priority to
have partnership within the community to meet their goal. Their Store Ambassador Program
addresses this need. A Lululemon Ambassador is a local fitness instructor who is deemed an
individual who “inspires ... and helps keep yoga and sweat at [the] core.” There is no formal
application process for becoming an Ambassador. Alternatively, Ambassadors are selected
based on the decision of all store level staff in individual stores. This autonomy allows for
employees to feel involved in the business decisions of the organization, as well as further
establishing Lululemon’s presence in the community.
STRATEGIC SALES
Beyond building connections and creating sales with customers in store, Lululemon also
provides opportunities to build connections in the surrounding areas. The strategic sales
program allows for store managers to build partnerships with local entrepreneurs and athletes in
two major ways.
WHOLESALE
Supplying people with high quality exercise apparel and accessories is a key step in
creating healthier communities. Partnering with gyms, yoga studios, and fitness classes
allows Lululemon to create healthier lifestyles for a larger amount of people than they
could do on their own. With options to place emphasis on wholesale, third party stores,
or ecommerce, Lululemon uses their wholesale program to bring some of the core
company products to a larger audience. Lululemon store managers are encouraged to
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emphasize quality of relationships over quantity. This philosophy is used in Alberta as
well, as there are only four strategic partners within the province.
TEAM PROGRAM
Alongside building the Lululemon brand with physical products, store managers also
have the opportunity to build relationships with the people behind athletic teams and
fitness facilities. The ideal partners under the team program are those who frequently
and consistently engage in training and competing. A discount on Lululemon products is
awarded if a team’s application is accepted and they become that much closer to the
brand’s community.
STORE LEVEL INITIATIVE
Lululemon encourages all their staff to make decisions that they think will benefit the
company as a whole. Educators are given and explicitly told to exercise authority,
instead of relying on solely store manager to make decisions. For example, Educators
can replace damaged products as they see fit without an arduous management
approval process. This is reflective of Lululemon’s extensive warranty which promises
excellent performance from their athletic apparel. Lululemon is adamant about ensuring
their customers should expect some of the highest quality gear available. While
Educators might not have a large amount of variability in their daily responsibilities, the
amount of ownership over their own work is unique.
ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
Willingly relinquishing control can be difficult for large corporations. With Lululemon, the
company places a significant level of trust within their staff, which is quite different than
other retailers. By giving employees more control over partnerships and store
operations, customers receive a more efficient and personalized service. This allows
those who purchase from and partner with Lululemon to more easily focus on exercise
and self-improvement.
EMPLOYEE IMPACT
Lululemon employees have a chance to own their passions and help grow the company,
which keeps them engaged. Trusting the skills and abilities of their store level
employees allows Lululemon to build a closer relationship with all staff. These developed
leadership abilities have also given store-level employees to opportunity for internal
promotion to head office.

EVALUATION
Lululemon is a leader in providing unique roles and responsibilities for their store-level staff.
Restricting any decisions to all but the more senior level of management is a common practice in
retail. The control a single sales associate has over store operations is typically slim to none.
Lululemon is unique in the autonomy it grants to their store level employees, making Lululemon
an example of a best practice as an employer.
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9.10 UNIQUE ROLES AND RESPONSIBILITIES AT COSTCO
TASK VARIATION
Costco understands that keeping employees motivated and engaged with their work is in their
best interest. While a single set of roles and responsibilities is considered common in retail, the
accessibility of multiple positions in Costco pose a unique opportunity for workers.
BARRIERS BETWEEN DEPARTMENTS
Costco Wholesale does their best to keep the barriers between departments very low.
Employees can change positions within the same warehouse with relative ease. For example, if
an employee has been working in the front end of the store at checkout for some time and
wants to move into the deli, Costco will assist in transferring the employee, space permitting.
This transition can be conducted in the time frame of two to three days.
FILLING VACANCIES THROUGH OPPORTUNITY
Vacancies for positions in different departments are posted where they are easily accessible by
internal employees. Costco is in a unique position themselves as they are a large enough
company to offer so many different positions within a single location. Costco employees that
have thought about leaving the company could have second thoughts if all they’re looking for is
a change in their roles.
FINDING THE RIGHT FIT
Other positions in different departments not only offer a chance to learn some new tasks, but
also provide different opportunities to find a suitable fit your an employee’s specific lifestyle. This
highlights the interchangeability of employees. An employee with a new disability could be taken
off physically demanding jobs to work in the photo centre. Another employee looking for a
change in scheduling could shift over to a position in night time stocking. Employees who are
otherwise pleased with the organization they work for do not have to consider leaving their
position before finding how Costco can provide the necessary accommodations to fit their
individual needs. Keeping the barriers for employees to move from one department to the other
serves to keep employees engaged, and as a result keeps turnover low.
ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
Costco Wholesale is able to fulfill multiple needs by keeping barriers between
departments low for employees. The most evident being the filling of vacancies in
specific areas of a warehouse to ensure smooth operations. Not only is Costco able to
quickly reinforce any departments who are lacking in staff, but they can fill positions with
internal employees who are already well acquainted with the company goals and values,
with limited training. While there would typically be additional training required to fill
other positions, starting with an employee from the same warehouse means a large
reduction in overall training costs. Keeping a variety of positions within reach for
employees is also a great way to keep them engaged, which could serve to reduce
turnover and the costs associated with hiring new staff. If an employee no longer feels
challenged or that they have stopped learning, beginning a new position in the same
warehouses with familiar coworkers would be an ideal solution to low engagement.
Costco Wholesale is able to stay true to their core values by providing members with
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smooth operations in all departments as well as challenging and offering their own
employees with opportunities for change.
EMPLOYEE IMPACT
Goal setting is an important part of an employee's development. The chance to learn
different positions within the same warehouse with Costco can be an attractive offering
for many job seekers. Exploring different departments such as produce or customer
service will help an individual build a wide array of skills. An employee with different
career paths in mind can explore each by working at a Costco warehouse. Without an
opportunity to work in other positions in Costco, turnover could be higher and the
company would spend more time hiring and training new employees and less time
developing their current workforce.
EVALUATION
Costco’s use of unique roles and responsibilities is best practice. The company exhibits leading
employment practices in retail, and the practice of engaging employees is no exception. By
offering vastly different experiences in the same warehouse under the same company, Costco is
able to maintain employee engagement levels. In terms of unique roles and responsibilities
among big box stores, Costco leads the competition who is complacent in constantly finding
new talent.

APPENDIX 6 - PAY DIFFERENTIATION CASE STUDIES
9.11 WAGE DIFFERENTIATION AT COSTCO
THE ROLE OF PAY
Costco is dedicated to meticulously choosing specific goods to stock their warehouses in order
to provide their members with the best value possible. This commitment to quality doesn’t end
at the store level, but rather extends to the quality of compensation they extend to their
employees. In their code of ethics, Costco devotes a large section to explaining their employee
focus. Within this section, Costco details the importance they place on their workforce and lists
a series of pledges including a pledge to provide competitive wages. In order to maintain their
pledge for competitive wages, they must provide pay that is comparable to industry averages.

WAGE COMPARISONS
The average wage of a retail sales associate in Alberta is $15.50 per hour202. Costco’s average
hourly wage paid to employees is over $22 per hour203. Costco pays their employees about 35%
more. This difference is quite obvious to most and gives Costco a significant advantage in
attracting talent.
ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
202
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Costco is very forward about providing their employees with great compensation. Their
founder, Jim Sinegal, built Costco on the belief that if a business pays their employees
well, then good things will happen for that business. Being transparent with the public
about their compensation practices gains them some strategic advantages as well. Job
seekers will usually assess multiple possibilities and the retail industry is no exception to
this regular occurrence. By demonstrating to the masses that Costco pays more than
retail averages, they attract the best talent available.
EMPLOYEE IMPACT
Costco pays their employees higher than the industry average, and this makes for a
content workforce. This sense of security in the professional lives of employees also
carries over to their personal lives. Getting paid above retail averages allows Costco
workers to comfortably afford a family and develop themselves outside of work.
Whereas the minimum wage could make it difficult to maintain even basic needs, a
wage higher than the legal minimum allows employees to invest in what’s important to
them. Having this sense of security takes an employee's mind off of their finances so
they can focus on their work.
EVALUATION
Costco makes it abundantly clear that they aim to be a leader in wage differentiation. Their
success in delivering a higher than average wage makes Costco’s methods a best practice in
retail. The warehouse giant has become a model for other businesses to follow in wage
differentiation.

9.12 WAGE DIFFERENTIATION AT LULULEMON
THE ROLE OF PAY
Lululemon hires employees that continually strive toward self-improvement in both their personal
lives and professional lives. In order to maintain a workforce that can aspire towards growth,
Lululemon offers a compensation strategy that challenges and rewards employees working
collaboratively in a team environment.
THE PAY STRUCTURE
By weaving their core values into their business, Lululemon created a payment structure that
reflects the identity of their brand. This system properly rewards teamwork in order to meet
business goals. Recently changing their pay structure, Lululemon store employees now begin at
$15 an hour. Besides a store employee's base pay, there is potential for the employee to earn a
bonus. Employees are eligible for a bonus if the store meets 90% of a monthly sales goal. Once
the store hits 90%, the amount of sales over the goal by the end of the month is distributed to
store employees is based on their hourly contributions during that month. For example, if the
month of August has a sales goal of $100,000, and the store reaches $120,000 in sales for that
month, then $30,000 will be distributed to employee paychecks.
PAYING FOR PERFORMANCE
Instead of offering individual commission plans for each employee in the store and creating a
competitive workplace, this system encourages Lululemon employees to work together. The
store will continue build the sense of community between coworkers and meet sales goals at the
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same time. This works well to reinforce the core values of Lululemon as well as offer a different
way to consider wage.
ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
This team-based payment structure serves as a solution to multiple needs. Firstly,
having a specific goal for individual stores allows for budgets and forward planning. By
estimating revenue numbers with sales targets, Lululemon can better identify areas to
improve upon or which markets have room for growth. This structure also brings the
community of employees closer together through collaboration and teamwork in the
stores. The commission strategy used by Lululemon makes employees excited about
work, as the more hours they spend in the store when completing sales targets means a
higher payout.
EMPLOYEE IMPACT
Achieving a goal individually should always be a source of positivity. Being able to share
successes and achievements with a team can be even more exhilarating to some.
Having a team of like-minded individuals to work with in order to achieve these sales
goals and their roles as an employee could be an ideal work environment. This pay
structure provides both a sense of achievement in a team environment, as well as
monetary goals to strive towards.
EVALUATION
Lululemon has successfully incorporated the fabric of their identity into their payment structure.
The team focused bonuses create an energized workforce to meet business goals. While other
retailers struggle to instill their core values into their operations, Lululemon pulls ahead of the
competition as a leader in wage differentiation.
9.13 WAGE DIFFERENTIATION AT ARITZIA
THE ROLE OF PAY
Aritzia is dedicated to providing superior customer service to deliver high-quality products in
their stores. The clothing market within Canada is saturated, and retailers face one of the
hardest financial downturns in recent times. Making one brand stand out from the crowd is no
small task. In order to thrive in the fierce competition of Alberta retail, Aritzia must employ the
right talent and a resourceful business model. Focusing on measurable performance is key.
RATE OF PAY
Aritzia expects their employees to perform well in their stores in order to meet projected sales
numbers. This pressure can either serve as a motivator or a discouraging factor for those who
do not feel as confident working in a fast paced environment. In order to properly reward a
strong work ethic, Aritzia starts their employees at $15 per hour. There is also sales commission
available to the senior sales associates, or ‘super sellers’. While all associates on the selling floor
have a goal of $350 of merchandise sold per hour, most employees surpass this target. The
experience and ability of senior sales associates allows them to sell $1000 - $1500 worth of
merchandise per hour. Once associates are within this higher sales bracket, they receive an
undisclosed percentage of these sales. Positions that are not directly related to selling, such as
cashier positions, are not eligible for commission.

74

ALBERTA RETAIL LABOUR MARKET STUDY

ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
Aritzia has designed their payment structure to address the competitive clothing market.
The commission rates that are exclusive to senior sales associate positions act as a
motivator for regular sales associates to reach that next level. While associates work
towards the ‘super seller’ title, employees are meeting sales projections as well as
upholding conversion rates. The current pay structure in place attracts appropriate
talent, and naturally incentivizes them to develop their selling ability. The more senior
sales associates there are working for Aritzia, the better their odds for retaining market
share in a challenging landscape.
EMPLOYEE IMPACT
The earning potential for a sales associates at Aritzia is virtually limitless so long as the
employee consistently performs on a certain level. For those that have not yet reached
the level of sales necessary to make commission, this structure serves as a motivator.
This payment structure incentivizes sales associates to continually improve during their
employment with Aritzia. Even when associates achieve the rank of a senior sales
associate, they have the opportunity to improve still. Senior sales associates can set
their own goals depending on how hard they wish to work and how much they want to
make. Aritzia created a structure in which employees have the room to develop their
own abilities while providing substantial motivation. Compared to the provincial average
wage of $29.61 per hour, the provincial hourly wage in retail and wholesale trade is
$22.38 per hour204. Having a commission plan available to an employee is one way to
close this gap and consider a full career in retail.
EVALUATION
Aritzia is a leader in wage differentiation. Motivating their own employees while meeting sales
goals is an effective approach to competing in the retail landscape. Having a current wage
higher than the legislated minimum allows Aritzia to capture the attention of top talent and
reward those who perform well in a sales environment. Aritzia's combination of a premium wage
and commission for high performing sales staff is one of the best practices for wage
differentiation within Alberta retail.

APPENDIX 7 - BENEFITS CASE STUDIES
9.14 THE ROLE OF BENEFITS AT PEAVEY MART
ABOUT
Peavey Mart sells products for farmers, rural town dwellers, city folk, and everything in between.
Based in Red Deer, Alberta, Peavey Mart now operates 37 locations across Western Canada.
They value their commitment to quality service and maintaining close relationships to their
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surrounding communities. In 2016, Peavey Mart invested in controlling interest with TSC Stores
LLP in their mission to continue developing connections between the land and the customer205.
COMMUNITY
Peavey Mart follows the pursuit of community in their operations. Upper management explained;
“When the communities in which we operate in are successful, Peavey Mart is successful.” In
order to help foster a prosperous community, Peavey Mart offers local grants and hosts
fundraisers. Perhaps the most integral part of the community for Peavey Mart are their own
employees. Peavey Mart understands that their staff have their own communities outside of
work, and the company is adamant about supporting them as well. Both part-time and full-time
employees are eligible to receive benefits. The full list of benefits is designed to provide
employees with the means to identify and utilize what is important to them.
BENEFIT PACKAGE OFFERING
HEALTH
Employees have the option to choose from two different tiers of health benefits. The first
tier comes at no cost to employees, and is the default level of coverage.
Tier 1
●
●
●

●

No cost to the employee.
Plan covers 50% of costs.
Life insurance and disability insurance are contributory benefits,
meaning Peavey Mart will also fund this benefit if the employee shares
the cost (1x annual earnings).
Health Care spending account of $75 per year of service to a max of
$375 with one year carry over.

The second tier offers more extensive coverage and requires a higher employer
contribution.
Tier 2
●
●
●
●

Employee pays 50% of health benefits premium.
Plan covers 80% of costs.
Life Insurance and disability insurance employer contributions are
doubled (2x annual earnings).
Health Care spending account of $100 per year to $500 max with one
year carry over.

PAID TIME OFF
Offering a vacation to employees is important for Peavey Mart. This gives staff the
chance to travel, reconnect with family and friends, or just take a break from work.
Below is a table outlining the amount of earnings covered during vacation time, which is
based on years of service
TABLE 9.0 – PEAVEY MART EMPLOYEE EARNINGS COVERED ON VACATION TIME
205
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YEARS OF SERVICE

EARNINGS PAID

DURATION OF VACATION

0-8

6%

3 Weeks
(As of August 1st, new
Employees are at 2 weeks)

9 - 13

8%

4 Weeks

14 +

10 %

5 Weeks

Wellness days were also detailed in the employee package, which serves as a means for
staff to relax at home while recovering from any illnesses without having to use their
vacation days.
RETIREMENT SAVINGS PLAN
This retirement savings plan is voluntary for those who are between the ages of 18 and
71. Those who do opt in to the programs have their contributions pulled from their pay in
a simple and convenient system. Peavey Mart will also match an employee’s
contribution up to 4% if the employee devotes at least 3% of earnings. There are
incremental raises in the rates Peavey Mart will match. After 10 years of service, Peavey
Mart will match up to 5% of contributions in an employee's retirement savings plan.
COMPANY OWNERSHIP
In a recent addition to Peavey Mart’s employee benefits listings, management has
decided to implement a company ownership program. Most large organizations will offer
an employee stock purchase plan, where staff are offered a discount to buy public
stock. Peavey Mutual Fund gives employees the rare opportunity of investing into a
private company. Much like the retirement contribution, mutual fund investments are
deducted straight from payroll. This program, although only two years old, has
reportedly been a success among employees who enjoy investing in their work.
DISCOUNTS & PARTNERSHIPS
Employees are also given a store discount for all Peavey Mart merchandise. The
discount is 20% off in-store, and extends to the many departments inside Peavey Mart
such as automotive, hardware, outdoor living and more. There are also exclusive
partnerships that grant Peavey Mart staff discounts at hotels and health clubs, including
all GoodLife Fitness locations. Healthy and happy living for Peavey Mart employees
extends to their own stores and their partnerships as well.

COMPREHENSIVE COMPENSATION
This rather extensive list of benefits encompasses the many personal values of Peavey Mart
employees. This list works in tandem with base wages and salaries to form a compensation
package that covers a wide variety of interests. This package will provide some major assistance
throughout the development of a Peavey Mart employee’s career. A base pay rate will ensure
that an individual can meet their basic needs. Store discounts will help staff build their own
necessities such as a gym membership for health or automotive discounts for transportation.
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The health benefits and vacation provides a means to ensure the health and happiness of
employees while they grow through the company. In the senior stages of a Peavey Mart
employee’s career, the savings plan will assist in retirement and any ownership could add on to
their investment. It’s clear that this package is well thought out as comprehensive
compensation.

9.15 THE ROLE OF BENEFITS AT STARBUCKS
CUSTOMIZING THE EXPERIENCE
At Starbucks, one of their top values is their employees, which they call partners. All partners are
treated equally and hold each other accountable. Diversity is strongly embraced, and partners
are expected to treat everyone with dignity and respect. Starbucks’ mission statement is as
follows: “To inspire and nurture the human spirit – one person, one cup and one neighborhood
at a time.”206 Starbucks has made an effort to abide by their mission statement by giving
partners a variety of perks and benefits to choose from once they become eligible.
ELIGIBILITY FOR BENEFITS
Full-time Starbucks partners are eligible to receive benefits once they have been employed for
90 days. Part-time Starbucks partners are eligible to receive benefits once they have worked for
160 hours over two consecutive months. Partners, their spouse/partner, and their dependents
are all eligible to receive benefits from Starbucks. Benefit eligibility audits are conducted once
every quarter of each year in March, June, September, and December. To receive benefits,
employees are expected to complete an average of 20 hours per week or 240 hours for each
quarter.
BENEFITS PACKAGE OFFERING
A large variety of benefits are offered to Starbucks employees. These benefits are designed to
accommodate multiple individuals and lifestyles. Employees can choose to opt in or out of any
benefit.

HEALTH
The Starbucks extended health package covers costs including medical services
outside of partners’ provincial medical plan and alternative care treatments (i.e.,
massage therapy, chiropractic care, etc.). An Accidental Death & Dismemberment
(AD&D), Disability Pay, and Sick Pay are also provided. Starbucks also provides its
partners a vision package and a dental package. Vision covers eye exams, prescription
lenses, frames, and contacts, while dental covers preventive, basic and major services,
and orthodontia. Full-time partners are also entitled to an amount equivalent to their
annual salary of life insurance. Part-time partners are entitled to $10,000 of life
insurance. All partners can also purchase supplemental life insurance coverage for their
spouse/partner and dependent children.
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FINANCIAL SUPPORT
Starbucks makes an effort to offer financial support to any partner families who need it.
Starbucks offers a Caring Unites Partners (C.U.P.) fund which distributes financial
assistance to Starbucks partners who experience a financial crisis due to illness, death
of a family member, natural disaster, or other extreme circumstance. Partners who are
adopting a child are eligible to receive up to $10,000 to provide for their child. Partners
are also entitled to receive up to $1,000 annually for tuition, textbooks, and other school
related costs. The amount is dependent on how long the partner has been employed at
Starbucks.
VACATION
FULL-TIME PARTNERS
COMPLETED MONTHS OF SERVICE

ANNUAL VACATION GRANT

< 36

2 weeks

36 - 60

3 weeks

60 - 120

4 weeks

120 +

5 weeks

PART-TIME PARTNERS
COMPLETED MONTHS OF SERVICE

ANNUAL VACATION ACCRUAL

< 60

2 weeks

60 - 120

3 weeks

120 +

3 weeks
PERKS FOR PARTNERS
Partners are guaranteed many perks when they are hired. Every week, partners are
given a coffee and tea markout. Each partner can receive 1 pound of free whole bean
coffee or an equal substitute. As well, partners receive a 30% discount on all beverages,
food, and Starbucks merchandise. While they are on a work break, partners are entitled
to a free beverage. Partners are highly valued at Starbucks, and therefore they
automatically receive a Starbucks gold card status when they are first hired. 2 partner
programs currently exist at Starbucks, these include the Partner Recognition Program
which recognizes partners for their hard work and dedication to the company, and the
Partner Connection Program which connects partners to one another through shared
interests. Starbucks Coffeegear™ is free, exclusive merchandise that is provided to
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Starbucks partners only. As well, Starbucks has an Elite Athlete Program which supports
partners that are international athletes.
STOCK AND OWNERSHIP
When partners agree to have a portion of their paychecks deducted and put toward the
group RRSP, they become eligible to enroll in a personal DPSP (Deferred Profit Sharing
Plan). This plan allows them to receive up to 2% of their pay added on to their
paycheck. Starbucks offers their partners a Bean Stock Reward which is distributed
annually; the Starbucks board of directors meets to evaluate how many stocks can be
sold to their partners compared to the general public. Through the Stock Investment
Plan (S.I.P.) partners are given the opportunity to purchase Starbucks stocks at a
reduced price through payroll deductions of anywhere from 1% to 10% each pay
period.
EMPLOYEE ASSISTANCE PROGRAM (EAP)
Starbucks cares about the wellbeing of their partners and appreciates the work they do
daily. Their EAP provides short-term counseling for all partners, regarding any incidents
or problems they may be facing. Counseling is free and is available 24/7 to all partners
and to their spouse/partner and dependent children.
EVALUATION
Starbucks strongly values their partners and appreciates the work they do. Because of this,
Starbucks allows their employees to customize their experience. Starbucks perks and benefits
are very personalized as partners can choose which ones they would like to opt into or receive.
Overall, Starbucks is an exceptional leader in the retail world in terms of the job benefits and
perks they provide to their partners. From free counselling to partial tuition reimbursements, the
large variety of Starbucks benefits are not only offered to partners, but to their immediate family
as well.

APPENDIX 8 - JOB SATISFACTION CASE STUDIES
9.16 JOB SATISFACTION AT LUSH
ABOUT
Lush was founded in Poole, England and now has 50 stores in Canada. They are one of the only
cosmetics brands who only sell handmade products. Lush is known for holding campaigns and
movements that support their brand’s values. Lush recently partnered with Death Penalty Focus
(DPF) to launch a campaign to abolish the death penalty. DPF President Mike Farrell discusses
Lush: "Not only is the company's business model based on ethical, environmental, and socially
conscious principles, but it brings awareness of the death penalty and its flaws to a different
segment of the population."
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LEVEL OF SATISFACTION
Lush has an overall Indeed rating of 4.3/5. As the highest rating out of all of the companies
examined in this study, Lush is recognized as best practice in creating job satisfaction. Lush
aims to hire employees that value the brand’s ethics and views. At Lush, they want their
employees to be able to “discuss what they care about with customers all while selling bath
bombs and body butter.207 Employee reviews discuss the “friendly” and “welcoming coworkers”.
Lush employees feel that they are part of the “Lush family” that embraces everyone. As a result,
work culture has a very high overall Indeed rating of 4.5/5. These reviews and ratings further
prove that Lush presents a retail career opportunity with high job satisfaction.
WHY DO EMPLOYEES LOVE WORKING AT LUSH?208
TAKING CARE
Lush provides numerous benefits to their employees. All Lush employees receive a 50%
discount on all Lush products purchased, as well as the occasional free products and
samples. Through these benefits, Lush demonstrates their commitment to developing
employees within their brand.
CAREER GROWTH
Lush employees are driven to develop in their personal and professional lives. Lush
corporate office provides their stores tools to improve the store itself, but also to the
employees working within it. Educational materials about the causes Lush is dedicated
to, as well as organizational resources are provided to employees. Due to this employee
growth at the store-level, Lush employees are provided opportunities for internal
promotions. To further incentivize growth, employees are tasked with setting daily goals
for the store and are rewarded based on achieving these goals. Providing autonomy to
store employees, allows to take ownership and responsibility for their work.
CHARITABLE GIVING (AND DOING)
Lush employees are provided with numerous opportunities to give back to their
community and stand behind Lush’s values and beliefs..
VOLUNTEERING
As Lush focuses on environmentally friendly practices, it is important that their
strong beliefs are reflected in the organization’s actions. For this reason, Lush
employees are given paid time-off for volunteering. Specifically, this allows
employees to participate and promote Lush values within each stores
community. Store employees are also provided the opportunities to volunteer
internationally with Lush in exotic locations including Mexico, Tanzania, and
Cambodia.
CHARITY POT PROGRAM
The Charity Pot is a Lush body lotion, made with safe synthetics and natural
ingredients. With every purchase of the Charity Pot, Lush donates 100% of the
price to small grassroots organizations working in the areas of environmental
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conservation, animal welfare, and human rights.209 When a Lush employee
assists in the sale of a Charity Pot, they have a direct impact on causes,
LUSH’S ACHIEVEMENTS
Lush’s success in achieving job satisfaction for their employees is evident through their
accolades. In 2015, Lush ranked 24th in the list of Top 50 Best Employers in Canada by Aon
Hewitt. Lush was also named one of Canada’s Best Employers by Canadian Business in 2015
for the 4th year in a row. This was based on the company’s outstanding culture, perks, and
benefits. In 2016, Lush won the Inside Retail’s Responsible Impact Award based on their ethical
business practices and exceptional efforts towards sustainability.
VALUE OF FULFILLMENT
High employee satisfaction and positivity at Lush stores will most likely lead to lower turnover
and less absenteeism. Employees must hold strong ethical values and be coherent with the
brand’s values in order to sell products. Smiling, happy, and energetic Lush employees are most
effective in encouraging customer loyalty.
EVALUATION
Lush demonstrates best practice in job satisfaction for retailers. Employees express high job
satisfaction and speak highly of the company to others, as demonstrated in employe reviews.
Lush is most known for their Charitable Giving (and Doing) and the opportunities for growth
provided to their employees. With 2 Best Canadian Employer awards and 1 Responsible Impact
award, Lush is clearly an industry leader.

9.17 JOB SATISFACTION AT H&M
THE PLACE OF POSSIBLE
In 2015, H&M launched their “Place of Possible” campaign. The campaign featured fifty current
employees from diverse backgrounds whose personal testimonies reflected the “Place of
Possible” spirit. Inspiring individuals with “It's possible to get paid to do what you love”, H&M
captures the unique retail work environment which they provide to their employees. The success
of the campaign, has deemed H&M itself the Place of Possible.
WHY DO EMPLOYEES LOVE WORKING AT H&M?
H&M has maintained the same company values since its creation in 1947. These seven core
values drive the organization and are designed to create job satisfaction for employees.
WE BELIEVE IN PEOPLE
H&M values its employees and believes these individuals drive the company’s success.
The work environment at H&M is designed to form positive relationships and expand the
professional network of the employees.
WE ARE ONE TEAM
Teamwork is one of the most important aspects of the H&M brand. When employees
become part of the H&M team, the store’s goal is to create a retail family for the
209

Lush Cosmetics (2017). Charity Pot Body Lotion. Retrieved from: http://www.lushusa.com/body/body-lotions/charitypot/9999905236.html

82

ALBERTA RETAIL LABOUR MARKET STUDY

individual. Driving H&M’s teamwork values is the the H&M Incentive Program (HIP). This
program encourages and rewards employees for cooperation, teamwork, and achieving
collective store goals.
SUSTAINABILITY
H&M is constantly working to improve their business performance, but also fulfill their
corporate social responsibility. Following their mantra of “Look Good, Do Good, Feel
Good”, H&M is dedicated to sustainability. For example, H&M does not own any
factories. Alternatively, their products are made by independent suppliers from
developing countries. H&M ensures that all employees, even those in the clothing
manufacturing stage, are treated with respect and offered fair wages and working
conditions. Retail employees of H&M can feel rewarded being employed by a retailer
with a dedication to sustainability and ethical practices.
OPEN COMMUNICATION
H&M has an Open Door Policy in all of their office and store locations. At any time,
employees are free to walk into their manager’s office and discuss any work-related
issues. Employees are open-minded and straightforward with one another. Collective
bargaining is widely accepted and appropriate to settle employee disputes.
FAST-PACED WORK ENVIRONMENT
H&M employees describe their work days as “fast-paced” with “constant rotations
between job tasks”210. Employees seldom find themselves bored within the retail
environment due to task variety. This role of retail employees at H&M creates
engagement within their job, creating satisfaction.
H&M’S ACHIEVEMENTS
In 2016 and 2017, H&M was named one of the Best Workplaces in Canada by Great Place to
Work.In addition to workplace awards, H&M has also received multiple awards for their efforts in
regards sustainability and social responsibility. 2016 H&M’s CEO, Karl-Johan Persson, won the
Sustainable Leadership Award. Also in 2016, H&M won the Drapers Corporate Social
Responsibility (CSR) Award. As a company with recognized efforts in environmental and ethical
practices, H&M employees can gain job satisfaction from the efforts put forward by their
employer to create an impact.

VALUE OF FULFILLMENT
H&M’s employment practices align with their most important value, “We Believe in People”. The
investment H&M provides in their employees has allowed their people to pursue a career in
retail. With 35% corporate jobs internally filled by promoted store-level staff, H&M demonstrates
the importance of success at the retail level for the success of their organization as a whole.
EVALUATION
H&M is a leader in creating job satisfaction for their employees. With an emphasis on their core
values, H&M inspires employees to love working in a retail environment. The employee focused
210
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store dynamic focused on teamwork and communication, allows employees to connect with
their coworkers. H&M, the Place of Possible, exhibits best practice in retail job satisfaction.

APPENDIX 9 - RETENTION STRATEGY CASE STUDY
9.18 RETENTION STRATEGY IN COSTCO
RETENTION SYSTEMS
It is not uncommon for individuals to work in retail before starting a professional career. As
younger job seekers explore their opportunities in the working world, retail is often treated as a
stepping stone. Few retailers have been able to capture the motivation of their younger
workforce for longer periods of time. Costco has been able to successfully implement systems
in order to reduce turnover rates.
COLLEGE STUDENT RETENTION PROGRAM
The College Student Retention Program, or C.S.R.P., incentivizes students to stay with Costco
for the duration of their college program. As school semesters are not typically scheduled the
entire year, most college students look for work in the summer or on school breaks. Participation
in this program enables eligible Costco employees to keep their accumulated hours from
previous time worked. This is important to consider pay raises as regular incremental increases
are determined by hours worked. If a Costco employee crosses a certain threshold of hours
worked, then they receive a raise in hourly pay. As opposed to coming back to Costco for four
summers in a row and starting at the lowest level of pay each time, employees under this
program would see regular increases for the hours they have worked as if they never left. This is
great for students in a multi-year program who are looking to start work in the summer right
away.
SCHOLARSHIPS
In order to help fund the educations of Costco employees and their children, the company offers
up to $2,500 in scholarships per year211. These awards are based solely on academic
performance. This is another reason for employees to remain with Costco for the duration of
their educational program.

UNIVERSITY GRADUATES RETENTION PROGRAM
Once a Costco employee has graduated with a degree from an accredited post-secondary
institution, they still have many reasons to stay with the same employer. Among these reasons is
the University Graduates Retention Program (UGRP). This program provides eligible employees
increased exposure to Costco’s business model and they ways they operate. This program also
offers a fast-tracking plan into management position. The UGRP offers a career to students
directly out of university.
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ORGANIZATIONAL IMPACT
EMPLOYER IMPACT
Retail has always struggled with retention rates compared to other industries within
Alberta. The average job tenure in Alberta retail is about 15% lower than the provincial
average212. These retention systems in place by Costco encourage young talent to
develop and remain with the company over a long period of time, effectively combatting
turnover. The employees that they retain keep their experience, which helps to provide a
superior level of service over inexperienced workers. In theory, the longer the employee
stays with the company, the better performance they will offer to their assigned duties.
Costco is also able to offer career opportunities in upper management to those with
university degrees. Not only are the applicants in upper management well educated, but
they have a knowledge of the company’s values from different perspectives as well.
EMPLOYEE IMPACT
Employees are able to take advantage of the many programs Costco offers. Even if an
individual does not have the intent of remaining with Costco past four or five years, there
are immediate benefits to these programs. A student could have access to educational
assistance as well as a guaranteed place to work between school semesters. After
school, a recent graduate still has more reasons to remain with the company and start a
long-time career.
EVALUATION
Costco demonstrates their position as a leader in retention through their efforts targeting
students. Providing support to students both during and after allows Costco to develop and
keep some of the best talent to offer their members. This best practice also highlights one of the
best ways to consider a career in retail.
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