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DENNIS WOLFF
Why top talent continues  

to choose Vancouver

I
n the story “Home truths 

hurt talent search” (issue 

1127; May 31-June 6), several 

executive recruiters warned 

that Vancouver-based em-

ployers lose out on recruiting 

top talent due to our red-hot 

housing market and high 

cost of living. 

While this is true, there is 

also no denying the fact that 

a lot of people have deliber-

ately chosen to make Van-

couver their home, despite 

the challenges of the city’s 

a�ordability. 

When asked about the 

origin of applicants to the 

BC Cancer Foundation, 

Cindy Dopson, director of 

human resources, said that 

only 50% of all resumés ac-

tually come from B.C. A 

large number are being re-

ceived from Alberta, fol-

lowed by other provinces, 

mainly Saskatchewan, On-

tario and Quebec. On top 

of that, quite a few resumés 

come from the U.S. When 

screening those applicants, 

it turns out that most of 

them are keenly aware of 

what they are getting them-

selves into. 

To avoid surprises later 

on, recruiters at Lululemon 

Athletica cover the home 

truths right o� the bat. Most 

importantly, though, they 

stress what still makes Van-

couver such a desirable place 

to move to.

“We tell them, ‘Yes, your 

place will likely be smaller, 

but it might only be a few 

blocks away from the ocean. 

Your commute might be 

10 minutes by ferry as op-

posed to two hours in tra%c. 

&irty minutes and you’re in 

the mountains,’” said Steph-

anie Corker-Irwin, head of 

recruitment at Lululemon.

 All this is part of a well-

developed recruitment strat-

egy as the company purpose-

fully looks to hire people 

who embrace the West Coast 

lifestyle, which is also part of 

Lululemon’s corporate cul-

ture, states Corker-Irwin. 

“We are not looking for 

people who want to repli-

cate their NYC lifestyle, but 

rather who will embrace the 

beautiful experiences here in 

Vancouver.” 

Eric Perez, HR director 

at WorleyParsons, remem-

bers discussions with candi-

dates from places like Texas, 

where taxes and cost of liv-

ing are substantially low-

er compared to Vancouver. 

Surprisingly, some have told 

him they would much rather 

live in a society that values 

inclusivity and has a strong 

social culture. 

That said, Perez is still 

cognizant of the fact that *-

nancial concerns are a re-

ality for hiring managers 

looking to bring people to 

Vancouver. But if companies 

can’t ease the pain by max-

ing out their budgets and 

paying newcomers top dol-

lars, what else can employ-

ers do? 

Perez suggests that re-

cruiting managers are forced 

to really understand their 

candidates much better.

“This is a great oppor-

tunity for companies to see 

what else they can do to ac-

commodate their candi-

dates’ personal and family 

needs.” 

In her career as an HR 

professional, Sabeeha Pard-

han, now HR manager at 

Molson Coors Canada , 

would routinely connect new 

hires with real estate agents, 

invite potential candidates 

to events in Vancouver and 

offer assistance in finding 

work for their spouses. 

“You really have to spend 

time with them to *nd out 

what they want,” Pardhan 

said, recalling situations 

where new hires were o�ered 

regular +ights home and ex-

ceptions were allowed to va-

cation and education reim-

bursement policies. In one 

case, a paid golf club mem-

bership did the trick, regis-

tered as a taxable bene*t. 

Other than meeting can-

didates’ unique needs, some 

companies have understood 

that building extraordinar-

ily strong corporate brands 

can withstand the challen-

ges of a place where many 

think only the rich can af-

ford to buy. Lululemon is a 

great example. 

The same goes for or-

ganizations such as the BC 

Cancer Foundation, which 

is known as one of the top 

fundraising organizations 

in the province. 

Vancouver’s hot hous-

ing market and high cost of 

living is a reality compan-

ies have little control over. 

What they are in control of, 

however, is their brand as 

employers of choice. Com-

panies like Lululemon know 

exactly who fits their cul-

ture. They have mastered 

the art of attracting the right 

talent by focusing on all the 

things that truly matter to 

their people outside of basic 

monetary needs. 

In this market, employers  

have two choices: they can 

complain about how the 

housing market prevents 

them from recruiting top 

people to Vancouver or 

they can start to think what 

unique value they can of-

fer to meet their employees’ 

non-*nancial needs. Which 

option will your company 

pick? 

Dennis Wol� is a recruiter with 

Futurestep, a Korn/Ferry com-

pany. Futurestep’s solutions 

range from recruitment process 

outsourcing to talent acquisi-

tion consulting, project-based 

recruitment and mid-level re-

cruitment (www.futurestep.

com). He can be contacted at 

dennis.wol�@futurestep.com 

and 604-609-5151.

“We are not looking 

for people who want 

to replicate their NYC 

lifestyle, but rather 

who will embrace the 

beautiful experiences 

here in Vancouver” 

– Stephanie Corker-Irwin, 

head of recruitment,

Lululemon
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YOUR BENEFIT PLAN SHOULD BE AS
 UNIQUE AS YOUR COMPANY’S IDENTITY.

It’s your employees that make up the identity of your company. At TRG, we understand that no 

two companies or employees are alike. Their individual qualities, needs and goals make that identity 

unique. By rewarding and retaining your employees with a flexible and comprehensive benefits plan, 

you’re actually safeguarding the character and identity of the company itself.

 

If you are looking for employee benefits or a retirement program specifically suited to you and your 

people, give us a call. Together we can build a program that’s sure to leave a distinct and lasting 

impression. For more information visit TRGGROUP.COM


