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Lagging regulation, consumer trust inhibiting FinTech 
adoption in Canada 
 
November 18, 2019 - Canada’s FinTech sector has seen steady growth in recent years, and there seems 
to be more on the horizon with increased collaboration between startups and incumbents, as well as the 
skyrocketing demand for emerging technologies. The latest findings from a Ernst and Young (EY) report 
suggest FinTech adoption in Canada has increased from 18 percent to 50 percent since 2017. 
“FinTech adoption has evolved significantly in Canada over the past two years alongside the evolution of 
customer priorities and the rise of money transfers and payments,” said Ron Stokes, EY Canada FinTech 
Leader. “FinTechs are no longer seen as just disruptors to the traditional financial services industry, 
they’re sophisticated competitors, ready to meet the changing expectations and needs of customers.” 
 
Despite this apparent growth, FinTech adoption in Canada still lags behind the global average. That 
same EY report found that only 50 percent of respondents in Canada were FinTech consumers, as 
opposed to 64 percent globally. 
 
To explore how Canada can start stepping up its game in FinTech, BetaKit spoke with members of 
Canada’s FinTech community to determine the industry’s pain points and areas for opportunity. Read 
more on Beta Kit.  

 

Workers at Mountain Equipment Co-op, Victoria Event 
Centre vote to join union  
November 19, 2019 – Workers at Mountain Equipment Co-op in Victoria have voted in favour of joining 
a union. 

The United Food and Commercial Workers Union 1518 said staff at the downtown Victoria store voted 
“overwhelmingly” in favour, with 58 for the union and 24 against, with two ballots spoiled. 

The Victoria MEC staff, who are seeking better wages and job security, join workers at Vancouver’s 
flagship store on West Broadway, who joined UFCW 1518 in April. 

“In fighting for fairness, we organize workers because everyone deserves safe and respectful working 
conditions, higher wages, better benefits, job security and fair treatment,” UFCW 1518 President, Kim 
Novak said in a statement. “We welcome our newest members from MEC, and look forward to providing 
them with the highest level of representation and will work hard to engage them in the important tasks 
ahead to help build a strong foundation for new working conditions.” Read more in Times Colonist.  

Trust is money in the bank, but most companies are leaving it 
on the table  

https://betakit.com/lagging-regulation-consumer-trust-inhibiting-fintech-adoption-in-canada/
https://www.timescolonist.com/business/workers-at-mountain-equipment-co-op-victoria-event-centre-vote-to-join-union-1.24012437


November 19, 2019 – For large technology companies, the success playbook has definitively changed. 
It’s not enough that these businesses win; how they win matters more. Unethical practices cost a 
company in many ways. A significant, but tragically underestimated cost, is damaged consumer trust.  

“And so, when the CEO sits there, I have to believe he feels the pain of the human consequence of what 
happened,” said Rachel Botsman (pictured), author of “Who Can You Trust? How Technology Brought Us 
Together and Why It Might Drive Us Apart” and trust fellow at the University of Oxford Saïd Business 
School. “But more importantly, I have to believe it will never happen again. It’s not necessarily, ‘Do I 
trust the products Boeing creates?’ It’s ‘Do I trust the people?'”   

Botsman, an adviser to companies around the world on how to build a trustworthy culture, spoke with 
Lisa Martin, host of theCUBE, SiliconANGLE Media’s mobile livestreaming studio, during the Coupa 
Insp!re EMEA conference in London. They discuss Botsman’s provocative thinking on trust and why she 
encourages business leaders to view it as contextual and indispensable. Her perspective contradicts the 
traditional notion that trust is something built and difficult to earn. Read more on Silicon Angle.  

Understanding Consumers' Attitudes About Data Sharing 
And Building Trust  
November 20, 2019 – Faced with new consumer data privacy laws, including the EU’s General Data 
Protection Regulation (GDPR) and the California Consumer Privacy Act (CCPA), some data-focused 
companies have sounded the alarm about what they see as a major disruption to the way they do 
business. 

But what if (and bear with me here) that’s a good thing? Maybe it’s time for businesses and 
organizations to change their mindset when it comes to collecting and using data. Instead of viewing 
these new laws as a burden, they could embrace them as an opportunity to show consumers and 
customers that they can be trusted to use data for legitimate and beneficial purposes, such as digital 
identity verification, fraud prevention and improving the speed of approving transactions. That’s 
certainly how we see it. 

For those unfamiliar with the new landscape of consumer data privacy regulations, here’s a quick 
summary. A growing number of international, national and U.S. state laws and regulations seek to 
govern the collection, safeguarding and sharing of consumer data, specifically to give consumers 
visibility and control over how their data is used. Among the most notable and comprehensive of these 
regulations are the GDPR, which took effect last year, and the CCPA, which will take effect in January 
2020. Read more on Forbes. 

Red Meat 2019: Consumer trust at core of McDonald’s 
sustainable beef focus 
 
November 21, 2019 – Building trust with customers is the big driver behind McDonald’s focus on 
developing sustainable beef programs worldwide. 
 

https://siliconangle.com/2019/11/19/trust-is-money-in-the-bank-but-most-companies-are-leaving-it-on-the-table-coupainspire-womenintech/
https://www.forbes.com/sites/forbesagencycouncil/2019/11/20/understanding-consumers-attitudes-about-data-sharing-and-building-trust/#33147508452a


As the single largest beef customer worldwide, McDonald’s knew that with the size of its global supply 
chain, it could have both a significant impact and also a huge opportunity to make a difference in 
sustainability, beef and lamb producers were told in Tamworth yesterday. 
 
Speaking during a sustainability session at Meat & Livestock Australia’s Red Meat 2019 event was Dr 
Nicola Robinson, who runs McDonald’s global beef sustainability strategy, and sits as an executive 
member on the Global Roundtable for Sustainable Beef. 
 
McDonald’s head of global beef sustainability strategy, Dr Nicola Robinson, speaking at Red Meat 2019 
yesterday. 
 
Operating in more than 100 markets around the world with around 37,000 restaurants, McDonald’s 
serves 69 million customers daily. Indirectly, through its suppliers, the company sources raw material 
from tens of millions of beef producers around the world. 
 
As the company’s second largest supplier country, Australia supplies not only McDonald’s restaurants 
within in Australia, but exports to large markets across the world including the US, Japan and other parts 
of Asia. 
 
“We know that with the size of our global supply chain, McDonald’s can have both a significant impact, 
and also a huge opportunity to make a difference,” Dr Robinson said. Read more on Beef Central.  
 

https://www.beefcentral.com/news/red-meat-2019-consumer-trust-at-core-of-mcdonalds-sustainable-beef-focus/
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