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Our 2010 Objectives
– Scotiabank Group's
Balanced Scorecard

Financial

• Return on equity of 16-20%

• Diluted earnings per share growth of 7-12%

• Long-term shareholder value through 

increases in dividends and stock price 

appreciation

Operational

• Productivity ratio of <58%

• Strong practices in corporate governance 

and compliance processes

• Strong capital ratios

• Corporate social responsibility and strong 

community involvement

Customer

• High levels of customer satisfaction 

and loyalty

• Deeper relationships with existing customers

• New customer acquisition

People

• High levels of employee satisfaction 

and engagement

• Diversity of workforce

• Collaboration

Thank You From Haiti

On the cover…

“Thank you to all Scotiabankers for your overwhelming support during the

period following the earthquake of January 12, 2010. We have been profoundly

touched by your spontaneous gestures of all kinds. We will never forget your

enthusiastic assistance to our dire situation. By your care and action, we truly

lived the bonding of the ‘One Great Scotia Family’ that we indeed are.” 

Nancy Jean-Baptiste – Administrative Assistant to the Country Head

We will never forget your free
spirited gesture, it was helpful in
these difficult moments.

Nathalie Baptiste – Relationship Officer

Thanks for having opened up your
arms when we most needed it.

Fadia Occenad – Account Manager

Thank you so much for your
support and solidarity. We will 
not forget that.

Patrice Weil – Account Officer

There are not enough words to
express our gratitude toward your
kindness and moral support.

Tania D. Rocourt – Asst. Manager 

– Administration & Human Resources

Thank you does not say it all…but is
a nice alternative to overwhelming
you with gratitude and appreciation
for what you have done for us.

Johanne Saint-Paul – Personal Banking Officer

Ideas in

Action
Visit Scotia World 

Magazine online for a 
list of the latest Ideas in 
Action award recipients. 
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Sheryl MacDonald, Client Service Manager; Allen Ransome,
International Advisory Director; Theresa Marshall,
International Advisory Sales Assistant and Lana Fingall,
Relationship Manager, Private Banking from the Scotia
Private Client Group Centre in Barbados.
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AE Alberta, not everyone is familiar
with Global Transaction Banking (GTB).
Can you tell us what GTB does? 

AC GTB was established in November
2005 as a new unit for the Bank to
create customer and shareholder value
by bringing together various functions
from the business lines. Our mandate is
to provide cash management, deposit,
payment, and trade finance services to
business customers on a worldwide
basis. Our customers include
commercial, small business, corporate
segments and correspondent banks.
GTB is designed to put the customer
first as we work horizontally across the
Bank’s business lines to provide
structured solutions for our customers.   

AE What are some of GTB’s key 
strategic initiatives? 

AC The first is deposit acquisition,
which provides stable funding for the
Bank. Another is the implementation of
a worldwide payments clearing solution
for the U.S. dollar, euro and pound.
This involves every country and all
three divisions. The third is our Letters
of Credit (LC) reissuance initiative,
which has to do with trade services and
keeping the processing of LCs in the
Scotiabank family. Fourth is our trade

corridors strategy to expand in regions
with potential where we’re not a 
core player in terms of trade, such as
Europe. We’re also adding sales
capabilities in the U.K. to drive GTB
business and support Scotia Capital.
Finally, there’s the Global Wholesale
Banking (GWB) initiative. As well, we
have to run the business, keep our
customers satisfied, and stay ahead of
the competition. 

AE You mention the GWB initiative,
which is an example of collaboration
across business lines. How is GTB
supporting this?

AC GWB is one of the Bank’s key
opportunities to create value for
corporate customers and the Bank. 
It focuses on the needs of corporate
customers worldwide by bringing
together Scotia Capital’s capabilities
with International Banking’s
distribution system and GTB’s product
and service delivery. The senior
executive committee for GWB includes
Mike Durland and Steve MacDonald
from Scotia Capital, Rob Pitfield from
International Banking and myself from
GTB, to ensure that all of us from the
leadership team down work cross-
functionally for our customers and

shareholders. By definition, GTB is not
an entity unto itself. Everything we do
is collaborative in nature.   

AE What impact does the economic
climate have on GTB’s business?  

AC GTB has been impacted like all
Bank units, but some key characteristics
helped us through. First, GTB is a
deposit-rich business and 50 per cent
of our revenue is fee-based, which has
been attractive throughout the economic
downturn. Second, we are a capital-
efficient business, so we continue to be
a fairly robust Return on Economic
Equity (ROEE) business. Our customers
have been impacted by movements in
financial world markets and are looking
for banks with a strong risk profile,
balance sheet management and capital
ratios. This worked in our favour as
Scotiabank fits that profile. We also did
well in markets like the U.S. where
customers liked our risk profile better
than some of our competitors. On the
trade side, we saw a lot of customers
turning from open account solutions to
traditional trade finance LC instruments
for risk mitigation. Overall, GTB was
fairly solid through the downturn.  

Alberta Cefis 

Alice Eastman 
in conversation with 

Alice Eastman, Senior Vice-President, Cash Management & Payment Services, Global Transaction Banking, sat down with Alberta Cefis,

Executive Vice-President & Head, Global Transaction Banking on behalf of Scotia World Magazine readers to talk about GTB’s strategies and success.



AE The financial crisis has impacted
the regulatory environment. How do
you see the changed environment
affecting GTB?

AC I think the biggest impact is the
proposed Basel III regulations, which
could impose new liquidity and capital
requirements on banks worldwide. In
GTB, our business deposits would have
less regulatory value for capital
purposes, so Basel III would impact
some of their current attractiveness.
On the trade finance front, our
business currently attracts less
regulatory capital than a conventional
commercial or corporate loan, but
under Basel III that would change. 

AE You chair the Board of Directors 
of Opera Atelier, and were recently
recognized with the National Opera
Directors Recognition Award –
congratulations. How has having a
banker on the Board impacted the
Opera and how has it affected you and
the Bank? 

AC As a banker, an advantage I bring
is an understanding of knowing the
numbers. Currently, it’s a survival game
for arts organizations to increase
revenue, decrease expenses, raise
funds and drive subscriptions. At the
same time, Opera Atelier lets me dive
into the realm of arts and culture. A lot
of the work we do is more than putting
on operas; we discover young talent
and find capable performers. We also
provide music appreciation
programming for schools, and teach

baroque dancing to children. These are
some of the reasons why I am part of
Opera Atelier. What’s in it for the
Bank? Scotiabank is a marvelous
supporter of not-for-profits, and we as
Scotiabankers can give back to our
communities. At the end of the day,
this makes us better leaders.

AE Speaking of leadership, you 
co-chair the Bank’s Advancement 
of Women Steering Committee. 
What advice do you have for women 
– and men – who want to develop 
their careers? 

AC First and foremost, be passionate
about what you do, who you work with
and where you work, because life is too
short. Don’t be afraid to take calculated
risks that include new assignments and
opportunities out of your comfort zone.
As well, look for lateral movement – it’s
not just about vertical movement; it’s
about opportunities to broaden skill
sets. Finally, look for leadership
opportunities, which could mean
working on a cross-divisional team,
volunteering or taking a community
leadership role for a non-profit
organization. All of this provides a
chance to hone leadership skills, build
networks, and facilitate development
and life-long learning. w
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Collaboration 
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A recent win-win solution was delivered by Global Transaction Banking (GTB),
Scotia Capital and our operations in Puerto Rico. The three teams came
together to develop and pitch a new cash management solution to meet the
needs of a prominent Scotia Capital client. Crossing borders and business
lines to deliver solutions, Scotia Capital, who maintains a global relationship
with the client, leveraged GTB’s capabilities, who in turn sought advice from
our Puerto Rico office.

The client’s Puerto Rico operations employed two banks, one to handle
disbursements and collections. Scotiabank proposed a local solution to
consolidate all elements of both relationships to one bank to provide lockbox
and positive pay solutions as well as host-to-host processing to manage their
files for supplier payments. As a result, the client was able to reduce the
number of banks they use in Puerto Rico and benefit from reduced service
charges and improved technology.   

These services were not available through Scotiabank Puerto Rico at the
time. In order to approach the client with a full-service local solution,
Scotiabank Puerto Rico sourced a third-party vendor to create a technology
solution to deliver these services. 

Impressed with the solution, the client signed up based on the
innovation of Scotiabank’s offer, providing a win-win solution for the client and
the Bank, along with new capabilities for the Puerto Rico office. w

Efficient collaboration helps 
launch intranet tool
As part of Scotiabank’s overall Corporate Human Resource Strategy to have
all employee records on one global HR database, teams from Toronto and El
Salvador worked together to bring El Salvador’s employee HR information onto
the Horizon system.

The project was led by HR Systems Solutions with involvement from Total
Rewards, International Shared Services, International Banking HR, and
Information Technology & Systems (IT&S) teams out of Toronto who worked
with their counterparts in Scotiabank El Salvador to migrate all employee
records onto the global HR platform. The teams in El Salvador assisted Toronto
with data entry and training employees on how to work with the new application. 

Collaboration between all teams was an important success factor in
overcoming challenges and language barriers to make this implementation 
a success. w

to deliverwin-win
solutions

Coming together

The importance of delivering solutions that benefit both the client and Scotiabank is an

integral way to strengthen customer relationships and the Bank. 
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“It’s truly amazing to hear a dozen languages at once,” says Branch Manager Frida Kanaris,

as she sets the scene at the Square One Shopping Centre. In fact, it’s a common scenario

across Toronto Region, known as one of the world’s most multicultural urban areas.

“In this small branch, we speak 12 languages, ranging from
Arabic to Urdu,” says Greek-speaking Kanaris, who serves
immigrants in the growing suburb of Mississauga, Ontario.
“We recruit employees for their language skills because
newcomers often feel a connection with a banker from their
own culture.” 

Since many newcomers seek mortgages within a year of
arrival, Kanaris is proud that her branch is top-ranked in the
district for opening StartRight Program accounts, which
provide banking, credit and discounted services to new
Canadians. “If we make it easy for them and keep in touch,
there’s great potential as they become established.”

Opportunities beyond the subway
“They call this the ‘subway region,’ but really we cater to
five million people, many of whom commute from far
beyond the reach of our transit system,” observes John
Doig, Senior Vice-President, Toronto Region, which
encompasses the Greater Toronto Area. “We’ll keep up with
this urban growth by reaching out to immigrant communities
and by being first to knock on doors of small business owners
and professionals who set up shop in new suburbs.”

Doig adds, that while there is ample opportunity for the
region’s more than 200 branches, there is also intense
competition, “Our advantage is that we can leverage many
sponsorship programs and community events to
differentiate ourselves. Whether it’s free movies (through
the Bank’s SCENE program) or our grass roots connections
in arts, culture, sports and schools, these programs build
profile for our local branch teams who close the deals.

“The reality we deal with is that customers in Toronto
expect high levels of service. We achieve this by sticking to
the basics. If we focus on operational excellence, transact as
promised and as quickly as possible, we’ll get the chance to
give advice and take the relationship to the next level.”

Scotia’s hometown advantage
Toronto is also home to more than 5,000 Scotiabank head
office employees, ranging from Executive Office employees to
Shared Services teams scattered across the city. For example,
Scotiabank Group’s wholesale banking arm, Scotia Capital,
contributes to Toronto’s reputation as a global financial centre,
rivaling the services of global banks in New York or London.

“As the global hub for our capital markets, investment
banking and support operations, we have an impressive
Toronto presence, including a 300-person equity, debt and
derivatives trading floor, a second trading floor for foreign
exchange, precious metals, prime brokerage and securities
lending teams, and a massive vault for ScotiaMocatta’s gold
reserves,” explains Mike Durland, Group Head, Global
Capital Markets & Co-CEO, Scotia Capital. “These are big
advantages for clients in Toronto and across Canada.” 

Concludes Doig, “We’ll leverage every tool at our
fingertips – sponsorships, the diversity of our people, 
and the expertise of Scotiabank Group partners – to
differentiate ourselves and succeed in Canada’s thriving
economic engine.” w

Toronto Region

urban centre
Canada's
serves

Success in the city:

(From left) Carson Ho-He, Branch
Manager of the Silverland Centre
Branch with Christine Yick, Financial
Advisor, and Ummu E Ibrahim,
Customer Service Supervisor at the
Steeles and Silverstar Branch.
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“Beyond the language difference there are many realities in our region,” says
Diane Giard, Senior Vice-President of Quebec & Eastern Ontario Region
(Q&EO), who oversees both resource-rich Quebec, and Ottawa, Canada’s
urbanized capital region. 

While Scotiabank is known as the “go-to bank” in Ottawa, in Quebec the Bank’s
small 58 branch network must battle a popular local credit union with 2,400 branches.
Giard notes that, “Our strategy is to grow within key urban areas, where clients have
migrated to and are attracted by our diversity, the quality of our employees, as well as
our partnerships with Scene, the NHL and the CFL."

This strategy works, based on the ability of Scotia Private Client Group (SPCG) to
attract new business to its financial consultants in Montreal and Quebec City, points
out Jean Paul Choucha, Director of SPCG. In fact, the province’s wealth management
consultants are consistently top ranked in sales of investment and trust services. 

“We have a great rapport with our retail partners who promote our
complementary services to their customers,” says Choucha, pointing out that 
60 per cent of financial consultant (FC) sales come from retail referrals. 
“This is good for everyone since clients with multiple services are more loyal.”

It also creates two-way referrals in the case of Estate Assist, an estate and
trust service that FCs have successfully offered in Quebec. “When a client dies,
we act as agent to the executor and offer excellent service to the family and the
beneficiaries. This approach helps us attract new business for both SPCG and the
retail bank,” explains Choucha.

He adds that, while it’s not easy competing for wealthy clients in Quebec, they
are succeeding, “We’re here to grow for the long term, and we can do it by delivering
service standards that are beyond excellent plus quality technical expertise.”

Scotiabank also plays to strengths that align with Quebec’s culture. For
example, while French Canadians are known to be proud and individualistic, they
are also financially cautious and price-conscious, meaning they shop around for
financial services, including credit. 

This inspired an alternative channel mortgage strategy to win more
customers through mortgage brokers who bring non-customers to find the best
deal. Scotiabank fulfills their borrowing need and cross-sells products to build
customer loyalty and profit margins. “Going on two years, by focusing on
execution, the region has been the number one cross-seller to new customers
that originated from brokers,” says Giard.

Since hockey is practically a religion here, Scotiabank boosted brand
awareness, client loyalty and new business through high profile sponsorships and
community programs with the National Hockey League (NHL) and the Ottawa
Senators NHL team. Based on the positive return of these marketing
investments, they have now secured a new sponsorship agreement that will
appeal to die-hard fans of the Montreal Canadiens hockey club. 

Quebec& execute well toVisitors to Canada are often surprised by

the differences between the neighbouring

provinces of French-speaking Quebec and

(mostly) English-speaking Ontario. While

Scotiabank’s adjoining Ontario Region and

Quebec & Eastern Ontario Region reflect

these divisions, they also share a common

business language of executing well to

reap results.

Ontario

Stéphania Hyppolite

Branch Manager Sales & Service

Metro McGill Branch
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Resilient Ontario recovers with local ingenuity

“The mileage on my car shows the size of our province,”
remarks James McPhedran, Senior Vice-President, Ontario
Region. Indeed, while Q&EO Region targets a few big cities,
Ontario Region encompasses some significant markets as well
as dozens of mid-size and smaller communities, sprinkled
across an area larger than France and Spain combined.

Meeting the needs of a multitude of customers – from
auto workers to office workers to small business owners and
professionals – requires great people with great
relationships in their local communities. “While our overall
regional focus is to be a leader in service and advice, we
know that we must adopt different nuances at the local
level. This means executing in a different way in London
than in Thunder Bay.”

Local relationships are critical in a province that has
seen a significant amount of change over the past decade.
Even before the recession, Ontario communities were
forced to rethink their economic foundations, as factories
changed gears from auto parts to high tech devices, and
broad multinational businesses are replaced by small and
medium sized enterprise. 

“Ontarians are very resilient, and Scotiabankers are
focused in new directions, from high tech to next-generation
agriculture,” notes McPhedran. “We have a significant
amount of value to add as the Ontario economy adapts and
it’s important that we use our partnerships across the Bank
– in Commercial Banking, Wealth Management, Agriculture
and other areas to bring broad based perspectives to the
communities that we serve. With our long, deep roots as
their bankers, helping Ontarians through the transition is an
opportunity for us.

Advice to the power of 10

“Given the state of the economy, we certainly can’t wait for
business to walk in the door,” cautions McPhedran. “With
our service and advice mantra, we use our foundation of
great service to build a reputation for advice. Rather than
focusing too much on single product categories, we want to
be known as a leader and best in our markets for trusted
advice based on the customer’s needs.”

While Ontario Region earned the number one Canadian
ranking in the 2009 Through Your Customer Eyes* survey of
customer satisfaction and loyalty, they are now focused on
intensifying their advice-giving capabilities. Through their
“Advice to the Power of 10” approach, the region is focusing
on key elements of the customer experience model that
drive advice. Then, they track progress against key
indicators, such as number of financial plans prepared, to
measure progress.

To tap ideas from across the province, each District
Vice-President (DVP) in the region is championing an
innovation project in 2010. These projects, two of which
include a “growth by switch” approach to capture
competitive business; and a promising outbound contact

program by which branch managers proactively call top
customers to engage them in advice conversations, will be
shared with other DVPs, with the most fruitful innovation
projects extended across the region.

“While Scotiabank is a large, international organization,
our success in Ontario Region is the result of our incredible
people in each of our local markets,” concludes McPhedran.
“We can achieve great things by combining overall strategies
with the local insights and market knowledge of our people
who execute so well in our communities.” w

*Through Your Customer’s Eyes
is a survey of randomly selected
retail banking customers who
are contacted to obtain 
information on customer 
loyalty and satisfaction.

overcome challenges

“We want to be known as a leader and best in our markets for trusted advice
based on the customer’s needs.” – James McPhedran, Senior Vice-President, Ontario Region
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Succeeding in global-minded Chile

“This country enjoys a very favourable macroeconomic
situation, fiscal strength and open trade,” says Country Head
Jim Callahan, marveling at Chile’s transformation since he
arrived in 1981, when it remained under dictatorial rule. 

The turn-around came after economic reform, which
created a private pension fund system and domestic capital
markets that turned Chile into a net exporter of capital. It
also signed trade accords with 56 countries – Canada being
the first – to export its natural resources. 

Logically, Scotiabank decided to grow its 67-branch
presence through the 2007 acquisition of Banco del
Desarrollo, a socially-conscious network of 90 locations that
provided banking and lending to consumers, small business
and micro-entrepreneurs.

“This is by far the most complicated integration
Scotiabank has undertaken,” observes Callahan. We have
combined the subsidiaries into one legal entity, implemented
Scotiabank’s risk management processes, joined workforces,
and, last November, moved both banks onto a new, common
systems platform. 

The next, most visible step occurred in May when all 150
branches were converted from four to two brands.
Customers will now be serviced under one of two brands,
either Scotiabank – serving retail, small business, commercial
and corporate customers – or Banco Desarrollo de
Scotiabank, providing consumer and microfinance to small-
and micro-businesses with sales under $100,000. 

“This is a complex process, but despite the merger
challenges, our market share is stable, there was minimal
client disruption, we won praise from regulators, and we kept
employee satisfaction levels equal to or above past mergers,”
says Callahan, who credits planning by International
Banking’s Integration Team. 

“Now our bank will be very client-focused, allowing us
to offer each segment better solutions and more product
and channel choice,” notes Callahan, adding that his team is
eager to export Chile’s own best practices.  For example,
Scotiabank Chile is known for its sales force strategies and
as one of International Banking’s top insurance sellers. 

Callahan affirms that, despite this year's earthquakes,
Scotiabank can regain its growth momentum. “Our
employees have shown great spirit in supporting customers
– including being flexible on loan payments – and we are
proud to help this country rebuild from this tragedy.”

Brazil’s mega-city trade hub 

“Sao Paulo is a ‘go-go’ place, where people go to work, not
the beach,” says Paul Molinaro, Scotiabank’s Vice-President
of the Brazilian Representative Office. 

This mega-city is the hub for a six-person team that
helps Global Transaction Banking colleagues around the
world complete trade finance deals. Despite the lack of a
local bank license, the representative office is busy offering
lines of credit to Brazilian banks, to help their clients import
and export, as well as trade support and corporate lending
to multinationals.

“It’s all about collaboration across the Scotiabank
network to complete transactions,” notes Molinaro. For
example, as a major banker to a Korean automaker,
Scotiabank’s Brazilian office confirms credit lines with the
local dealer to import shiploads of cars. Scotia Capital,
ScotiaMocatta and Scotia Waterous also serve expansion-
minded Brazilian construction conglomerates, governments
and resource firms. 

“As the country’s reputation grows – and as host of an
upcoming World Cup and Olympics – Brazilian companies
are becoming world traders and investors, and we can help
them with our global reach,” adds Molinaro.

Scotiabank’s South American network:

In the southern hemisphere, the countries where Scotiabank operates are like typical siblings:

each is very different, despite their shared genes. But Brazil, Chile and Peru possess common

traits. As three of the world’s fastest growing economies, they share Scotiabank teams who are

committed to greater unity and achieving winning results. 

the family traits ofSharing
World Cup contenders
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Alternate channels emerge in Peru

Carlos Gonzalez Taboada, Chief Executive Officer of
Scotiabank Peru, is quick to point out that the Peruvian
operations are different from what many Scotiabankers are
familiar with. However, this distinct approach is ideal for
Peru’s socio-economic structure.

“We embrace the BNS model in Scotiabank Peru’s
commercial and corporate bank; however, another 50 per
cent of our portfolio is focused on mass market activities –
consumer and microfinance, sales forces and alliances –
without branches,” says Gonzalez Taboada. 

“Peruvians often don’t like banks,” he explains, noting
that just one quarter of the population has a bank account.
“Our strategy is to reach them through alternate channels
when they need financial services.”

To do so, Scotiabank has alliances with retailers, and a
3,000-person sales force in supermarkets and department
stores. Scotiabank also has 500 correspondent tellers, who
provide deposit and credit services from stand-alone point
of sale terminals. “We have 155 branches, plus 1,000 non-
traditional sales points,” notes Gonzalez Taboada.

This strategy resulted from the 2006 merger of Banco
Sudamericano and Banco Wiese Sudameris – which created
Scotiabank Peru – and the 2008 purchase of Banco del
Trabajo, a major provider of consumer and microfinance.
After a seven-month integration, the Bank created a two-
brand strategy:  Scotiabank Peru offers retail, commercial
and corporate services to the middle and upper markets
while a new brand, CrediScotia, was launched to serve lower
socio-economic segments without banking relationships. 

“Through CrediScotia, we design the right value offer
for this mass market segment – often a single product to
introduce the Bank,” says Gonzalez Taboada. The Bank
applies sophisticated risk management tools to evaluate

customers with no credit history and set limits and rates,
resulting in an impressive return on equity.

And the potential is great: after a decade of political and
economic reform, Peru’s GDP has doubled and it enjoys
rising trade and a developing education system. CrediScotia
is poised to serve Peruvians as their incomes rise and they
create small businesses. In tandem, Scotiabank Peru is the
third-ranked brand among middle and upper income
earners, and a universal bank that offers wealth
management, including a pension fund and mutual fund
operation. In 2010, they plan to add 15 new branches and
launch mobile banking services.

Gonzalez Taboada adds that his team is also focused on
sharing their two-brand strategy and alternate channels
model with parts of the Scotiabank network that have
similar “unbanked” populations. 

Joining the World Cup of banking

Back in Santiago, Jim Callahan concludes that, 
“As a successful global bank focused on its values and
customers, we at Scotiabank can import and export our
best people and practices to succeed in local pick-up
games and in the ‘World Cup’ of banking.” w

Through the Bank’s
two-brand approach,
Scotiabank Chile’s
Vivian Shinya (right)
is ready to serve
micro-entrepreneur
Teresa Olmedo.

Scotiabank Peru’s Executive Officer Carlos Gonzalez Taboada
admires the buzzing economy in the streets of Lima.

Jim Callahan, Country Head, 
Scotiabank Chile.
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This is the second in a series of articles examining the Bank’s Leader Profile – the foundation for identifying and developing leaders and

the employee roadmap that helps leaders and future leaders create a targeted development plan (accessible through the Development

Planning link on HR Passport). In the first article, Kevin Clark shared his views on the importance of Strategic Influencing, and in this

article, Rania Llewellyn shares her views on why Cross-Cultural Leadership is a competitive advantage at Scotiabank. Rania held the role

of Vice-President, Multicultural Banking prior to being appointed Head, Canadian Operations, Roynat, on May 28, 2010.

ScotiaExperience

As a global financial institution operating in more than 50
countries, it is important to understand the many cultural
elements that shape and support our organization’s working
environment, strategies, and processes. The approach that
an individual consciously takes to manage those cultural
elements effectively (also known as Cross-Cultural Leadership)
is a unique competitive advantage, and is an increasingly
important driver of continued business success.

What is Cross-Cultural Leadership?

Cross-Cultural Leadership is one of our foundational core
competencies in the Leader Profile, and is defined as a
leader’s ability to incorporate and effectively manage all
levels of cultural variables to maximize business impact:
geographic, language, generational, gender, educational,
leadership experiences, etc.

Why is Cross-Cultural Leadership important?
At Scotiabank, we maximize business impact through the
appointment of leaders who excel in various cultural
environments, such as different geographies and business

lines, and are able to build teams with broad skills, experiences
and backgrounds. Having the ability to lead in different
cultural environments demonstrates adaptability and
flexibility – two areas that were critical to maneuvering
through the uncertain global economic environment. 
It also promotes an inclusive and accessible workplace
where many different perspectives can be expressed. 
The result is that when leaders are consciously focused on
Cross-Cultural Leadership within their team, there is a
broader context for problem solving, creativity and
innovation resulting in more robust solutions, whether
that team is focused on an internal project or initiative, 
or on the creation of a new product or service for clients.

Cross-Cultural Leadership respects the unique
qualities of the communities we serve, and supports 
the Bank’s reputation as a leader in our global markets.
This is among the many attributes that earn respect for
Scotiabank as a Great Place to Work® in Mexico, Costa
Rica, Dominican Republic, El Salvador, Puerto Rico 
and Canada.

advantage
Rania Llewellyn
Head, Canadian Operations, Roynat

Gaining a
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throughCross-Cultural

Leadership 
Brian Toda 

Senior Vice-President, Global Talent Management

competitive

“When we talk about Cross-Cultural Leadership, we’re
talking about how we leverage the diversity of our
employees,” Llewellyn says. “In particular, it is a key skill
that facilitates a whole new way of thinking. We all have
conscious and unconscious biases which are a result of our
education, gender and experiences, but Cross-Cultural
Leadership is about learning how to recognize when those
biases come into play, learning to entertain new ideas that
challenge those biases, and actively engaging employees
and colleagues who are different from you.”  

Brian Toda, Senior Vice-President, Global Talent
Management, believes that leaders at all levels can have 
the greatest career and business impact by gaining broad
experiences from across the Bank and
creating an environment where
employees with varying backgrounds,
experiences and skills can learn, grow
and collaborate. “For example, people
from different generations may prefer
different learning styles (i.e. classroom
versus e-learning). Leaders need to be
aware of these differences and find
balanced and effective solutions to learning needs
recognizing that there may not be just one approach to
accomplishing goals. 

Another consideration is the modification of an agenda
for a full-day planning session to accommodate prayer
times to ensure everyone feels welcome to contribute to the
entire dialogue without missing key information. These are

simple examples where a leader can exemplify 
Cross-Cultural Leadership and encourage an inclusive
workplace through incorporating styles, views and
strengths from all individuals to engage and gain
perspective that might not occur by simply focusing on the
styles, views and strengths of one's own background.”  

Building Cross-Cultural Leadership into your 
development plan

“We have built a strong foundation in Cross-Cultural
Leadership at Scotiabank,” adds Llewellyn. “I encourage
everyone to have discussions with their manager on how to
build Cross-Cultural Leadership into their development plan.

You can also visit the Diversity & Inclusion Fountain on
HR Passport (Canada), Scotia Source where you can find
specific tips on inclusive behaviours and listen to the
perspectives of employees from diverse backgrounds. As a
starting point, I recommend visiting the Developing our
Leaders website on HR Passport under Development
Planning for helpful ideas on the topic. w

My personal advice is to take a genuine interest in
learning more about the cultural variances mentioned in
this article. Learn how to effectively manage the variances,
how they will positively impact a team dynamic, and 
think about the ultimate business impact it will have. 

“

“

– Rania Llewellyn
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This spring, 85 per cent of employees worldwide “made
themselves heard” by completing Scotiabank’s annual
ViewPoint survey. The high participation rate was a 
slight decline from last year, but is well above the
benchmark of 78 per cent, among similar global
organizations. This shows that Scotiabankers see value 
in sharing their thoughts and experiences and also
demonstrates that the results represent the perceptions
of the majority of employees. 

ViewPoint was enhanced this year with new
questions that measure employee engagement. 
“This more comprehensive approach is aligned with
Scotiabank’s commitment of being a global employer of
choice,” says Sylvia Chrominska, Group Head, Global
Human Resources and Communications.  

Overall, these new results show that the Bank is at
the forefront of employee engagement at 84 per cent
engagement - ranking within the top 10 per cent of
benchmarked global financial services organizations. 

“This confirms that our employees are highly
engaged, and these results will enable us to better
understand what influences their level of engagement to
help us make Scotiabank an even greater place to work 
– a place where employees are passionate, focused and
enthusiastic about their job, their colleagues and
Scotiabank,” said Chrominska.  “While the 2010 results
are very positive, it is important that everyone take
action to continue to maintain or improve their results
based on this current feedback.” 

Actioning the ViewPoint results

By now, managers have downloaded their results from
the Viewpoint Action Planner site and are starting to
have a good understanding of their team’s results.
Managers can use the summary provided to help them

with their team meeting. They can also retrieve best
practices, to kick-start the discussions that focus on the
employee engagement priority items. The online tool also
lets managers record and track their team’s action plans
throughout the year, and provides reminders to help stay
on track of key activities. 

The most effective way to address issues raised in
the ViewPoint results is to develop an action plan as a
team, and by focusing on the priority questions provided
in the managers’ ViewPoint reports. The priority
questions are most strongly related to the team’s
engagement. When these questions are the focus of
action plans, engagement scores are highly likely to
improve - and as a result, can also positively influence
key business-related metrics such as customer
satisfaction, sales and revenue. 

Setting tangible objectives for your team’s work
experience and work environment and tracking progress,
will help teams maintain or improve employee
engagement, resulting in more satisfied, committed, and
proud employees, continuing to make Scotiabank a great
place to work. w

Employee Engagement

3. Action Plan
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Scotiabank is focused on 

employee
engagement! 
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Scotiabank signs the 
UN Global Compact

Scotiabank has proudly become a signatory of the UN Global
Compact. The Compact is made up of 10 principles in the
areas of human rights, labour, environment and anti-corruption.
By signing, Scotiabank is committed to making the Compact’s
principles an integral part of a global business strategy, day-to-day
operations and organizational culture.

These principles are not new to Scotiabank and while we
already work to ensure that these values are part of our global
corporate culture, signing the UN Global Compact underlines
our commitment to advance responsible business practices and
champion social responsibility and transparency. 

Scotiabank Mexico has been a signatory of the UN Global
Compact since 2006 and has received considerable recognition
for the work they have done specifically around the ten
principles, as well as in CSR more generally. In Canada,
Scotiabank is the first financial institution to become a signatory.

Scotiabank will begin reporting on our global efforts around
the UN Global Compact in our 2010 CSR Report.

The 10 principles of the UN Global Compact

Human Rights

1. Business should support and respect the protection of
internationally proclaimed human rights; and

2. Make sure that they are not complicit in human rights abuses.

Labour

3. Businesses should uphold the freedom of association and
the effective recognition of the right to collective bargaining;

4. The elimination of all forms of forced and compulsory labour;

5. The effective abolition of child labour; and 

6. The elimination of discrimination in respect of
employment and occupation.  

Environment

7. Businesses are asked to support a precautionary approach
to environmental challenges;

8. Undertake initiatives to promote greater environmental
responsibility; and

9. Encourage the development and diffusion of
environmentally friendly technologies.

Anti-Corruption

10. Businesses should work against corruption in all its forms,
including extortion and bribery.  w

ScotiaExperience
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We have reached Q4 and the fiscal year is nearly over
which means annual performance assessments are just
around the corner.

Preparing for your year-end self-assessment and
discussing your performance with your manager may
seem daunting; but there are some things you can do to
make the process easier. The following tips can help:

• Be specific and provide as many examples as
possible to support your accomplishments. When
preparing your self-assessment, consider using the
S.T.A.R. method to identify your accomplishments
throughout the year: 

ituation – What was the situation you were in? What were
you responsible for? These could be your overall objectives.

ask – What were the tasks or initiatives that needed to be
completed to ensure success? 

ction – What actions did you personally take to ensure that all 
initiatives and tasks were completed successfully? 

esult – What were the results of your actions? Was the 
objective completed successfully? 

• Be proactive and provide your manager with a list of
people to contact, either internal or external, to
provide feedback about your performance. Your
manager does not take part in all your daily
interactions; comments from others is a great way to
support your accomplishments.

• Be open to constructive feedback. Your manager
may be able to provide a different perspective that
can help you grow professionally.

Through your performance discussion with your
manager or supervisor you should reach a mutual
understanding about your achievements and
performance, and ultimately on your performance rating
for the year.

Finish the year on a positive note

Preparing for the year-end assessment and using the tips
provided can help ensure a productive conversation with
your manager and a great learning experience for you both. w

Performance Management 

Tips for year-end 

assessment
Kaz Flinn
Vice-President, 
Corporate Social Responsibility

CSR

S
T
A
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It’s hard to resist the lure of a bright, sunny day. But with
the clear skies comes the sun’s ultraviolet (UV) rays.
Exposure to UV rays increases the risk of skin cancer 
– the most frequent type of cancer. Most skin cancers can
be cured if they are caught early enough. It is important
to know your body and report any changes to your doctor.  

While enjoying the warm rays, follow these tips to
protect yourself and your family.

Limit sun exposure

• Plan outdoor activities before 11 am and after 4 pm
to avoid the sun’s rays which are the strongest and
most harmful during this time.  

• Avoid being outdoors when the UV index is 
above three. Check your local radio, TV stations and
internet sites for daily UV reports. 

• Seek shade while outdoors. If there is no natural
shade, create your own by using umbrellas, gazebos,
and other shelters.

Cover up

• Slip on clothing to help block harmful UV rays from
your skin. Choose clothing that is loose fitting,
tightly woven and lightweight.

• Protect your face, ears and neck – the most
common place skin cancers appear. Choose a wide
brim hat over a baseball cap, which doesn’t provide
enough protection.  

• Wear sunglasses to protect your eyes from
harmful UV rays and the bright intensity of the
sunshine. Choose sunglasses with even shading,
medium to dark lenses (grey, brown or green tint),
and both UVA and UVB protection.  

Slather it on and reapply 

Don’t leave home without sunscreen! It absorbs UV rays
and prevents them from penetrating your skin. 

When choosing an effective sunscreen: 

• Ensure that the sunscreen has a Sun Protection
Factor (SPF) of 15 or higher or an SPF of 30 if
you are planning to be outside for most of the day.

• If you have light-coloured skin, eyes and hair, or you
tend to burn when exposed to sunlight, choose a
product with an SPF higher than 30.

• If you’re planning to go for a swim, make sure your
sunscreen is water resistant, and reapply often.

• Don’t forget about your lips – an SPF 15 sunscreen
lip balm should be applied when needed.

Taking steps to protect against the sun’s harmful rays is
the first step towards having worry-free fun outdoors. w

Scotia Living Well
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Visit Scotia World Magazine online for an expanded Scotia Cares section

ScotiaCares
Building vibrant communities

Taking leadership in the community

All across the world, every day
Scotiabankers work just as hard to

better their communities as they work to
build our business. On a daily basis
Scotiabankers are taking the skills they’ve
learned on the job and putting them to
use to raise funds and improve the
communities where they live and work.
The stories below are just a small sample
of community initiatives Scotiabankers
are involved in every day.

Applying acquired skills to 
international aid work

Rod Reynolds, Chief Executive Officer,
Europe, was on sabbatical from the Bank and used his
time to help on a number of projects throughout

Africa and India. Reynolds took his
banking knowledge and skills
with him to assist with
development work in Rwanda

and India. He used his
knowledge and expertise
to help set up an annual
Entrepreneurial
Studies program with

Syracuse
University and
establishing an
accreditation
system for
nurses in
Rwanda. In
India, he was

active on a number of fronts including rural education
initiatives and piloting a poverty alleviation model
called Total Village Management (TVM), which is based
on applying successful business techniques to the
organization of a village through empowerment and
individual responsibility.  

The Alma Children's Education Foundation

The Alma Children’s Education Foundation, an
organization dedicated to providing education
services to young children in Latin America, was
created by Scotiabanker Alan Harman, ScotiaMcLeod
Wealth Advisor, Director. Currently, Harman is looking
to fund more projects in Peru, including building a
new studio for an Arts program, creating a computer
training centre for teenagers, funding the
construction of a primary school and developing an
Arts program at a high school. To learn more about
the Alma Children’s Education Foundation, visit
http://www.almafoundation.ca. w

(Top and left) Alan Harman, ScotiaMcLeod Wealth Advisor Director is the

founder of the Alma Children's Education Foundation, dedicated to providing

education services to children in Latin America. 



Reaching out
to communities 
in Costa Rica
Scotiabankers in Costa Rica planned a
number of initiatives to reach out to people in
need within their communities. 

Partnering with a local soccer club and an organization
called DoGood, Scotiabank Costa Rica donated soccer kits to
28 teams. Each kit included 15 uniforms for the players, two
soccer balls and a guide to coaching future champions. 

The Human Resource team participated in a community
project, raising funds to donate refrigeration equipment to a
local daycare centre. The enthusiastic Scotiabankers
fundraised through raffles and by selling ice cream in their
department, collecting enough money to buy the equipment
for the centre. The centre provides nutritional assistance,
health, education and counseling to more than 150 children
and their parents. 

Teams also held a book drive in honour of World Book
Day, asking Scotiabankers to bring in new or used books. In
total, 1,168 books were donated to 16 schools, helping 9,000
students. Scotiabankers donated 284 children’s books to various other
community organizations. 

The Information and Technology group did their part donating 
80 used monitors to two technical colleges to help them expand their
computer labs. w
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Scotiabankers
step it up

In Toronto, Ontario,

Scotiabank employees

walked the walk to raise

funds for a global cause.

The excitement of the

World Partnership Walk

drew over 177

Scotiabankers making 

big differences with each

stride raising more than

$200,000. The foundation

is currently in its 26th year

with a mission to help

fight

poverty in

East and

West Africa,

and Asia. w

One seed makes a world of difference
In April, Scotiabankers in New York City participated in the annual Hands On New York Day, a New York Cares event.

Scotiabankers weeded, pruned, planted and cleaned up McGolrick Park. In total, the event raised $74,993, surpassing the

organization’s fundraising goal. New York Cares is now the city's leading volunteer organization, bringing vital support to

thousands of non-profit agencies, public schools, and other deserving organizations. w
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Gourmet
luncheon helps
build school
In March, the newly built Farquharson

Early Childhood Institute in

Westmoreland, Jamaica launched its

grand opening. Through the

fundraising efforts of Scotiabankers,

led by Denise Parkins, Director,

Divisional Support, Credit Policy, who

collectively helped raise $400 yearly in

donations to provide assistance with

the operation of the school, building

materials, equipment and supplies, the

school was able to open its doors to

children in the community. The

achievement surpassed many

expectations, giving greater

opportunities to build more schools

across Jamaican communities for early

childhood education. w

Sewing to build
life skills in Peru

In August, Scotiabankers volunteered for the Threads of Hope venture in
Lima, Peru teaching impoverished women basic life skills such as
knitting, sewing and jewelry making. This program was created to
empower Peruvian women by giving them the skills they need to earn
money and help support themselves and their families. Threads of Hope
is funded through Scotiabank branches and community donations. w

Apolonia Trepanier, Private Banking Sales Support Officer (left); Carol Ramsay, Financial Advisor

(centre); and Debra Vint, Customer Representative - Sales and Service (right), participated in the

Threads of Hope venture to help empower women in Lima, Peru. 

New Brunswick branch
partners up 
to save lives

Excited about the Bank’s new partnership with Canadian Blood
Services (CBS), Krista Wetmore, Branch Manager, Sales and Service,
at the Commercial Banking Centre and Main Branch in Moncton, New
Brunswick, began to champion the Bank’s Partners for Life blood
donation program in her East New Brunswick and Prince Edward
Island District.

Krista organized a blood-typing session in the branch where,
with one painless prick of the finger employees and customers could
learn their blood type. The event resulted in 10 people signing up to
donate blood, including Krista who was going for the first time.

Information about how to register to donate blood as part of
Scotiabank’s Partners for Life program is available under the Scotia
Source link on HR Passport. w

Krista Wetmore (right), Branch Manager, Sales and Service, at the

Commercial Banking Centre in Moncton, New Brunswick, volunteered to

be the first of her team to learn her blood type at an event hosted at her

branch with trained professionals from Canadian Blood Services. Knowing

your blood type can be beneficial to your health, and often is the first

step towards becoming a blood donor.

Community



Soaking up
fun in the sun

This summer, Scotiabankers took to the streets of Toronto to celebrate and
raise awareness at several exciting events.  

Now in its 43rd year, Scotiabank Caribana ignites Toronto’s Lakeshore Boulevard

every year with a cultural explosion of Caribbean music, cuisine and celebration.  

Scotiabank Caribana Toronto 2010, a month-long celebration, kicked off on July 15th

with the main event, the parade taking place on July 31st with more than one million in

attendance. Scotiabankers were able to experience the display of colour, pageantry and

extravagant costumes up close while volunteering at various events throughout the festival.

June marked Pride month and Scotia Pride, the Bank’s Employee Resource Group (ERG) for Lesbian, Gay,

Bisexual and Transgender (LGBT) employees, prepared for the 2nd annual ProPride event during Pride Week in

Toronto, Ontario. Since its inception more than two years ago, Scotia Pride continues to expand by supporting such

charitable events as the Scotiabank Aids Walk for Life, The Friends for Life Bike Rally and the Pride Parade in British

Columbia. ProPride is held by Pride at Work Canada, a non-profit organization comprised of representatives from

major corporations across Canada that are committed to supporting inclusive work environments for members

of the LGBT community. To learn more about Scotiabank’s LGBT community and allies, contact

pride.network@scotiabank.com.

Also in June, employees scampered around Toronto’s financial district in the annual

Scotiabank Rat Race for United Way. In total, 1,200 rat-racers brought in the cheese, raising

funds to support United Way’s network of 200 health and social

service agencies, as well as support long-term programs and

initiatives in Toronto's inner suburban neighbourhoods.  w

Scotiabankers (from left) Ashlea Ochsner,

Account Manager Small Business; Rose

Bradford, Manager Customer Service;

Eric Schlosser, Customer Relations

Representative; Joshe Page, 

Manager Small Business and Sharlene

Lawrence, Customer Representative,

take part in this year's Rat Race.

Employees take part in the 2008

Scotiabank Caribana parade held in

Toronto, Ontario.
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