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ABSTRACT 

In this dissertation, I explore the question of how a democratically elected 

government sells an unpopular concept, such as a new tax, to citizens. I interviewed 

politicians, political advisors, civil servants, and business leaders responsible for the 

introduction of Ontario’s value-added tax in 2010 (known as the Harmonized Sales Tax 

or HST) and examined print and media artifacts to answer this question.  

This topic is important to political analysts and rhetoricians who need to introduce 

tax initiatives to create necessary revenue streams for their governments. As we have 

seen in the past, unpopular tax initiatives can be reversed (as occurred in British 

Columbia’s 2011 referendum on the HST) and governments can be defeated (as 

happened to the Manitoba government in a vote of non-confidence in 1988). An analysis 

of lessons learned from Ontario’s successful experience with the HST in 2010 is useful 

information for governments for any future tax or controversial policy communication. 

My research is the first of its kind to examine the rhetoric used to introduce the 

HST in Ontario. The examples and interviews show how an effective argument was 

developed for the new tax. However, the methods alone do not tell us why these were 

successful: my research fills this gap and explains the “How?” and the “Why?”  

I discovered two effective rhetorical approaches that could be used to sell an 

unpopular tax: (1) use logical arguments to present information, and (2) demonstrate a 

deep commitment that the tax is the right thing. The Ontario government used logical and 

reasonable arguments to persuade businesses and citizens that the HST was the right 

thing to do. Because politicians and civil servants believed that the HST was the right 

thing to do and were dedicated to its introduction, the HST was implemented without 

issue and political fallout.  

This topic informs the fields of technical communication, rhetoric, economics, 

and public sector communication. 
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CHAPTER I 

INTRODUCTION  

Death and taxes are the only two things certain in life, according to popular 

lore. Although death removes the recipient from the burden of the latter, almost 

everyone, in a democratic society, must pay taxes. My dissertation explores the 

rhetoric the Ontario Government used to launch the HST in 2010, which is a new 

value-added tax on goods and services. 

Taxes have appeared in many forms in different societies. While society 

abhors paying them, society does need the benefits taxes bring to support 

infrastructure, healthcare, and general well-being of its businesses and citizens. 

The American jurist Oliver Wendell Holmes, Jr. famously said, “Taxes are 

what we pay for a civilized society”1. The challenge for governments and political 

parties that aspire to government office is to sell the benefits of a tax to those who will 

pay the tax (i.e., citizens and businesses) so that the tax can bring in needed revenue. 

Governments need revenue to keep, add, or upgrade services for the benefit of society 

and they get this revenue from tax. Taxes ensure a civilized society, support services 

both tangible (e.g., road maintenance) and intangible (e.g., support of cultural 

initiatives), and can be influenced by economic drivers, such as a desire to simplify 

                                                 

 

 

1 Oliver Wendell Holmes Jr. (March 8, 1841 – March 6, 1935) was an American jurist who 

served as an Associate Justice of the Supreme Court of the United States from 1902 to 1932, and as 

Acting Chief Justice of the United States January–February 1930. Appropriate to my dissertation on 

taxation, this quote is inscribed above the entrance to the headquarters of the Internal Revenue Service 

and first appeared in his dissenting opinion in the court case of Compania General de Tabacos de 

Filipinas v. Collector of Internal Revenue (1927). 
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business bureaucracy (one tax instead of multiple tax layers). Ontario’s Harmonized 

Sales Tax (HST) is an example of a value added “one tax” and is the subject of this 

thesis. There are wide ranges of tax models that governments can impose to collect 

revenue. Because collecting more taxes is just as contentious as the purpose of the 

taxes, it is critical for democratic governments to get buy-in from their citizens and 

businesses for introducing or increasing taxes. 

How can politicians use rhetoric to sell unpopular initiatives, such as taxes, 

particularly in the face of tremendous pressure in the public communication sphere at 

the mere mention of a new tax initiative? We can assume that using the right rhetoric 

can go a long way to easing the path of a new tax introduction and ensure acceptance. 

But before we can answer this question, we need to define what we mean by rhetoric.  

Rhetoric has been around as long as humans have had language; it was 

formally established as a system of persuasion in Classical Greece as a means of 

arguing land ownership cases for use in Greek probate courts and then flourished 

under Greek democracy (Bizzell and Herzberg, 2001, p.1). “At its very 

inception…rhetoric generated not only an elaborate system for investigating language 

practices but also a set of far-reaching, theoretical questions about the virtually all 

forms of discourse and symbolic communication. Yet, the classical definition of 

rhetoric remained the basis of rhetoric throughout its history…and in large measure 

remains so today.” (Bizzell and Herzberg, 2001, p.2). 

Classical rhetoric has three types of public speech: legal (or forensic), for law 

and courtroom purposes; political (or deliberative), for moving legislators and people 

to action; and ceremonial (or epideictic), for public speech “intended to strengthen 

shared beliefs about the present state of affairs.” (Bizzell and Herzberg, 2001, p. 3). It 

is political and ceremonial speech on taxation that are the focus of this dissertation; the 

form of the legal rhetoric for taxation was mandated by Ontario’s Office of the 

Auditor General of Ontario to present only factual material without emotion and 

attempts at political influence (this is discussed in greater detail in Chapter IV – 

Rhetorical Analysis – Part 1).  
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In rhetoric, the speaker (or communicator) considers how to motivate the 

audience. Classical rhetoric “examines the psychology and moral assumptions of the 

different kinds of people who make up the audience for the rhetoric. In the fourth 

century B.C.E, Aristotle “reduced the concerns of rhetoric to a system” and assumed 

that “people always seek to serve their own self-interest and that different people 

perceive their self-interest differently.” Aristotle provided the first definition of 

rhetoric as “the art of finding the best available means of persuasion” for practical 

problems in society, thereby distinguishing rhetoric from formal logic (that could be 

demonstrated through mathematics) and philosophy (that considered abstract rather 

than practical problems) (Bizzell and Herzberg, p.179). Affairs of state, which today 

include taxation, were topics suitable for rhetorical debate in Classical societies. 

Classical rhetoric and Aristotle’s system still has relevance to us today because our 

current system of public discourse is based on his work.  

The rhetorical scholar James Herrick said that rhetoric has “traditionally been 

closely concerned with the techniques for gaining compliance” (Herrick, 2008, p.3). 

However, the act of compliance through rhetoric has often been equated with 

manipulation and deception. Herrick wrote extensively on the challenge of elevating 

the perceived negative implications of rhetorical messages. Rhetoric, as Herrick points 

out, is a ubiquitous tool that is used to persuade not just the audience (those at the 

receiving end of a message) but also those who are in contact with any others. For 

example, Herrick claims that “we are perpetual persuaders in our personal 

relationships,” and asks, “who doesn’t make arguments, advance opinion, and seek 

compliance from friends?”  While rhetorical styles come in many forms, they have 

one key element: adaptation of the message to the audience (Herrick, 2008, p.3). The 

rhetorician must take the goals of the audience as a key factor for a successful 

message, and convince the audience that the messenger is either on their side or that 

there is better way. This focus has been explored as a part of the study of rhetoric 

throughout periods of rhetorical evolution since the Classical Greeks. For this reason, 

classical Aristotelian rhetoric is as applicable today to explain how to argue 
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persuasively as it was when first introduced over two millennia ago, and is particularly 

relevant to public sphere communication (such as a new tax introduction). Economist 

Deirdre McCloskey echoes the importance of rhetoric as a persuasive tool when she 

writes that “persuasion has become astonishingly important” to the economy. As taxes 

are an important source of economic revenue for governments, this quote is 

particularly appropriate for my study of HST rhetoric. In 1994, McCloskey looked at 

Census Data that indicated “more than 28 million out of 115 million people in civilian 

employment—one quarter of the U.S. labor forcemay be heavily involved in 

persuasion in their economic life.” (McCloskey, 1994, p.14). Because Canada has 

close ties to the U.S. economically, and this statement is just as relevant to Canada and 

particularly its province of Ontario that was seeking a means of recovery from the 

2008 Global Recession through the adoption of the HST tax.  

More recently, Polish linguist and rhetorician Maria Zaleska echoed Aristotle 

when she asked, “what is rhetoric but an ability, in each case, to see the available 

means of persuasion” (Zaleska, 2012, p. 29). In the case or persuading citizens to 

accept a new tax policy, to develop the right rhetorical message we look for patterns 

that can help us argue more successfully. Communication about taxes from the 

government to the public (i.e., citizens) and special interest groups (e.g., business 

chambers of commerce, etc.) involves making persuasive arguments that are often 

politically contentious.  

The philosopher, poet, and essayist George Santayana tells us “those who 

cannot remember the past are condemned to repeat it.”  For this reason, I considered 

the work of argumentation theorists that spanned major Western historical periods 

from ancient Greece and Rome, to the Enlightenment, and to modern day to discover 

how an effective tax message should be constructed.  

From this analysis, the work of the following rhetoricians stands out as being 

particularly useful to an understanding of today’s rhetoric for politically difficult 

communications about taxation:  
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• Aristotle, whose rhetoric is the underpinning of our modern Western 

rhetoric, particularly in matters of law and jurisprudence that inform the 

political structure of democratic provinces such as Ontario.  

• Young, Becker, and Pike, for their “Rogerian” consensus-building 

approach, which is espoused and adopted in Ontario civil service 

communication and seen in many Ontario government documents. 

• Habermas, for public sphere rhetoric, as arguments for the adoption of 

HST in Ontario took place in the public forum. 

I chose these three perspectives because portions of all overlap—those portions 

that argue for rhetoric that invites broad community participation, even consensus, in a 

collective goal to find the best course of action. In addition to a close reading of 

various extant communication examples, my analysis of effective taxation rhetoric 

includes an examination of Ontario’s HST rhetoric through the lenses of these 

rhetoricians. I also draw briefly on the work of cultural theorist Geert Hofstede to posit 

that rhetors whose goal is consensus may have more success in a country like Canada 

because of particular aspects of Canadian culture, which I briefly review later in the 

dissertation.  

Certainly, choosing rhetoricians is a subjective exercise open to individual 

interpretation, but I believe that the rhetoricians I have selected can give us insight into 

effective argumentation for today’s taxation communication and relevant to Ontario’s 

HST instance. I acknowledge that there may be other rhetoricians who could also 

inform our understanding that I may have excluded that could be part of this list. For 

example, there are rhetoricians from the Western rhetorical tradition such as Rogers, 

McCloskey, Van Eemeren and Grootendorst that may help explain effective public tax 

arguments. In addition, later research could expand the scope of this dissertation from 

Ontario to other democratic countries through the lens of non-Western, rhetoricians to 

inform a global understanding. 
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Why Choose Ontario and HST? 

I selected Ontario because it has a stable political structure and ethnically 

diverse citizens. The HST is a good example of a successful tax reform in a developed 

country. Further, HST adoption in Ontario is recent (2010) and was successful (unlike 

in British Columbia, where it was introduced in 2010 but overturned in a referendum 

in 2011). Yet, because Ontario was not the first Canadian province to adopt the HST 

(Nova Scotia and New Brunswick were first), it had the advantage of learning from 

the experience of other provinces. For example, the Ontario government had access to 

legacy data and reports on the successful adoption of the HST by the Atlantic 

Provinces. There was strong evidence that the implementation of HST by the Atlantic 

Provinces resulted in cost savings to business (arising from removing the embedded 

sales taxes that are passed on to consumers through lower prices) and a boost to 

Atlantic businesses (Government of Ontario, 2009). In a 2007 C.D. Howe report that 

examined the effects of harmonization in the Atlantic Provinces, Smart found that the 

benefit to consumers could occur quickly, with most the savings passed through to 

consumers in the first year. Smart estimated “the effects of the 1997 Harmonized Sales 

Tax (HST) reform on business investment and consumer prices in the Atlantic 

provinces…and found that reform led to significant increases in machinery and 

equipment investment, in the short run at least, which should raise the capital stock 

and labour productivity there in the long run.” (Smart, 2007, page 2). 

Also, supporting the choice of Ontario is that Ontario is Canada's economic 

powerhouse as its Gross Domestic Product (GDP) accounts for 40 per cent of 

Canada’s total output and even exceeds the GDP of many industrialized countries (e.g. 

Belgium, Sweden, Switzerland, and Ireland) (http://edcoinvestorsguide.com/ontario-

profile/ontarios-economy). The GDP is the total dollar value of all goods and services 

produced over a specific period and one the primary indicators used to gauge the 

health of a country's economy and knowledge-based industries (i.e., advanced 

manufacturing, IT development, and biotechnology) need access to a large pool of 

educated, skilled, and reliable workers; these workers have strong representation in 
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Ontario. Companies who do business in Ontario benefit from access to 158 million 

consumers within a day's drive of southern Ontario, a $20 trillion marketplace under 

the North American Free Trade Agreement, and more than 13 million people with 

Canada's highest personal incomes. (InvestinOntario.com, 2016) 

The leading professional services company KPMG's 2012 Competitive 

Alternatives study of international business found that Canadian business costs are 

among the lowest in the G7 (the G7 group consists of the finance ministers of seven 

industrialized nations: the U.S., U.K., France, Germany, Italy, Canada and Japan, 

which are seven of the eight wealthiest nations on Earth by global net wealth) and five 

percent lower in Canada than in the United States. (KPMG, 2012).2 

Today, Ontario’s revenue comes from four general categories: Taxation, 

Government of Canada, Government Business Enterprises, and Non-Tax. Taxation 

revenue includes personal tax, sales tax, corporate tax, education tax, fuel tax, beer, 

and wine tax, etc. The Government of Canada category includes transfer payments for 

health and social services, equalization payments, infrastructure and labor market 

programs, and other payment schemes. The Government Business Enterprises revenue 

                                                 

 

 

2 KPMG's 2012 Competitive Alternatives study is a comparison of international business 

locations that measures the combined impact of 26 significant business cost components that are most 

likely to vary by location. The study compared data on a variety of non-cost competitiveness factors, 

and examined 19 industry operations in 14 countries: Australia, Brazil, Canada, China, France, 

Germany, India, Italy, Japan, Mexico, the Netherlands, Russia, the United Kingdom, and the United 

States (http://www.competitivealternatives.com/). 
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includes lottery and gaming, liquor control, and Ontario power (Hydro). The non-tax 

revenue covers licenses, Cap and Trade3, etc. (Sousa, 2016).  

In 2016, the Taxation category accounted for over $91 billion of revenue, with 

the Government of Canada’s federal transfers and payments to the province 

accounting for nearly $25 billion. Government Business Enterprises and other non-tax 

revenue combined accounted for a little over ten percent of provincial revenue. This 

ratio of revenue streams (Ontario Ministry of Finance, 2008) has changed little since 

2008 when the economic crisis began. However, Ontario’s revenue generated from 

sales tax has risen two percent since then. This rise has proven to be a more reliable 

revenue stream over the earlier taxation model. 

Following the 2008 economic crisis, the government began the process of 

introducing the HST out of the need for a reliable source of revenue, which was not 

there under the original RST (Retail Sales Tax). Manufacturers had unfair taxation and 

burden placed on them, plus importers did not pay the same taxes that manufacturers 

did so the government was losing out on revenue from products that wholesalers were 

bringing in and selling. This inequality was balanced out with the HST, and by 2016 

the HST has shown itself to be a more predictable and secure revenue stream. The 

HST is based on consumption; therefore, less revenue was returned by the government 

to businesses in 2016 than in 2008 when the RST was in place.  

                                                 

 

 

3 Cap and Trade refers to a system for controlling carbon emissions and other forms of 

atmospheric pollution by which an upper limit is set on the amount a given business or other 

organization may produce but which allows further capacity to be bought from other organizations that 

have not used their full allowance. 
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Research Question 

As I have stated, the HST appears to be a good example of a successful tax 

reform in a developed country. Still, taxes by their nature take money from citizens, 

and therefore are often opposed. So, it is reasonable to ask in this dissertation how 

a democratically elected government sells an unpopular concept, such as a new 

tax, to citizens—this is the rhetorical question that is the basis of the dissertation.  

To answer this question, I interviewed politicians, political advisors, civil 

servants, and business leaders responsible for the introduction of the HST and 

examined print and media artifacts. The examples and interviews show how an 

effective argument was developed for the new tax. However, the methods alone do not 

tell us why these were successful: my research fills this gap and explains the “How?” 

and the “Why?”  My research focused on how tax communication has been effectively 

delivered while minimizing any negative effects on political capital. This dissertation 

examines and analyzes public taxation communication, the rhetorical appeals used, 

and the challenges and successes of that communication in Ontario. The result is a 

better understanding of how taxation rhetoric is developed, and how its components 

are assembled to create a message. I discovered two effective rhetorical approaches 

that could be used to sell unpopular tax policies: (1) The use of logical arguments 

(logos), and (2) A deep commitment and belief from the politicians and civil servants 

charged with introducing the policy that they are doing the right thing (ethos).  

The Ontario government used logical and reasonable arguments to persuade 

businesses and citizens that the HST was the right thing at the right time, and its 

leaders and civil servants believed in the HST and were dedicated to its successful 

introduction. The result was the successful introduction of the HST in Ontario by a 

government that was re-elected after its introduction. While this may appear to be 

obvious, today we tend to be cynical about politicians, their motives, and their ideas. 

My findings show that logic and a commendable ethos still exist and still work. 

Rhetoric, applied nobly and seeking to foreground the best available means of 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

10 

persuasion (rather than simply to win) can really work in public policy. Following the 

rhetorical methods of Aristotle, Rogers, and Habermas can make a difference in 

cultures that have strong shared values—as Canada does. The research informs the 

fields of technical communication, rhetoric, economics, and public sector 

communication. 

While the main emphasis of my research was not cultural studies, one cannot 

analyze a case of rhetorical persuasion in a vacuum. The effective mix of logos and 

ethos I observed in this study occurred in a location that has its own unique culture, 

value system, political structure, and habits. What I found in Ontario (Canada) might 

not be the same if I examined a similar public policy issue elsewhere in the world. 

Therefore, it is necessary after reporting on my findings about the rhetorical devices, 

to examine what is unique about Ontario that may have allowed such tax policy to be 

accepted. To do so, in Chapter III – Literature Review, I bring in the work of cultural 

theorist Gert Hofstede to address whether rhetorical arguments are universal across 

regional and national cultures as his work is significant in its findings of cultural 

preference. I will continue to apply his insights in later chapters when I analyze the 

results of my study and discuss implications. 

Chapter Conclusion - Dissertation Organization 

In Chapter I – Introduction (this chapter), I have introduced the specific 

taxation rhetoric case being examined (i.e., the HST tax policy in Ontario) and the 

main question that is the subject of this dissertation (i.e., how was HST was 

communicated to the primary business audience and the secondary citizen audience 

groups?). The answers to the research question are then organized across seven 

cascading chapters in this dissertation.  

In Chapter II – History of Value Added Tax in Canada, I begin with 

general overview of Canada’s political system for the benefit of readers who may be 

unfamiliar with Canada, and then present background information on the HST and tax 

policy in general. An explanation of how value added taxes work and the benefits of 
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value added tax are included in this chapter for relevant background on tax policy in 

general. A diagram with an easy-to-follow flow of how value added taxes work is 

provided in Figure 2-1 that may be a useful reference for readers. This chapter 

provides useful contextual information on the history of the HST that is necessary to 

understand the current state and challenges the Ontario government faced in 

introducing it. 

In Chapter III – Literature Review, I introduce the theorists that help us 

understand rhetoric and how rhetoric works in Canada across the broader areas of 

economics, taxation, and public policy. The rhetorical foundation for tax 

communication and cultural theorist Gert Hofstede’s research as it relates to Canadian 

culture are presented in this chapter. 

In Chapter IV – Methods, I describe the two step approach of (1) textual and 

rhetorical analysis and (2) interviews that I conducted that functioned as social 

commentary on what I have observed. My goal was to understand how and why 

Ontario’s democratically elected government sold the unpopular concept of the new 

HST tax to citizens. I address the “How?” through a textual analysis of six extant HST 

communication examples (transcripts of the six examples are provided in Appendix A 

for the benefit of readers). I address the “Why” through interviews with a broad 

stakeholder base of politicians, political advisors, civil servants, and business leaders 

were directly involved in introducing the HST. 

Rhetorical analysis is presented in two chapters. In Chapter V – Rhetorical 

Analysis – Part 1, I present the results of the rhetorical methods through the lenses of 

Aristotle, Rogers, and Habermas and posit Hofstede’s cultural factors that may have 

made these methods effective. In Chapter VI – Rhetorical Analysis – Part 2 

(Coda), I continue the rhetorical analysis from Chapter V and analyze how HST was 

introduced to Ontario. I present legacy information from Canada’s Atlantic provinces 

(which had adopted the HST before Ontario), as this is something Ontario had 

available to draw upon to create its HST communication, and then discuss and analyze 
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extant examples of HST communication. Hofstede’s work, mentioned earlier in 

Chapter III and the previous Chapter V.  

In Chapter VII – Conclusion is presented in two parts. In Chapter VII – 

Conclusion – Part 1, I summarize my work and in Chapter VII – Conclusion – Part 

2 I present as coda4 selected comments from interviews that the HST was successful 

because the major stakeholders (politicians and civil servants and business leaders) 

believed it was the right thing for the province. This rhetorical coda of quotations 

support and elaborate on what I found in the textual analysis. The interview comments 

address the “why” question: why politicians were so committed to the tax. 

In Appendix A, I present texts and extracts of the examples used as the basis 

for Chapters V and VI (i.e. Strong Medicine Video; OCC Media Release; HST 

Pamphlet for Business; HST Pamphlet for Consumers; Tax Plan Brochure for 

Business; and HST Brochure for Consumers).  

In Appendix B, I provide IRB approval information that legitimized my 

interviews with politicians, civil servants, and business leaders as required by Texas 

Tech University.  In Appendix C, I provide a current snapshot of the Ontario 

government’s HST website, which is one of the examples of HST communication 

discussed in Chapter VI – Rhetorical Analysis – Part 2.  

And in Appendix D, I provide four examples of Rogerian rhetoric that use 

many words and phrases that offer similar logical and emotional appeals as we see in 

the six HST examples that are part of my research (i.e., Dalton McGuinty Remarks on 

Gas Tax Funding; Creating Jobs By Going Green; Jobs and Prosperity Fund and 

                                                 

 

 

4 The Merriam-Webster dictionary defines a coda as something that serves to round out, 

conclude, or summarize and usually has its own interest. 
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Regional Business Support Program; and Ontario's Strategic Investments Creating 

Jobs and Growing the Economy). These examples support my conclusion that 

Rogerian consensus-building rhetoric is heavily used by the Ontario government. 
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CHAPTER II 

HISTORY OF VALUE ADDED TAX IN CANADA 

An Overview of the Canadian Political System 

The Canadian government system is based on a constitutional monarchy with 

the powers divided among three main levels of government – federal, provincial, and 

municipal. The divisions of powers and the laws that each level can pass were 

established by the Constitution Act of 1867. The Ontario government is one of ten 

Canadian provinces that pass laws that cover direct (retail/sales), education, road and 

health care taxation, among others (Parliament of Canada, 2016).  Ontario government 

has a unicameral parliament that is based on an ancient British system signed into law 

by King John of England in 1215 (Government of Ontario, 2015). 

Every four years an election is called in which eligible citizens of the province 

cast their vote for the person in the citizen’s riding (voting district) that has met 

specific criteria to be eligible to stand for election (Government of Ontario, 2016). The 

individual running for parliament may be an independent – no party affiliation – or a 

member of an approved political party – one that has met the criteria of the laws 

governing the establishment and formation of political parties. 

The individual that receives the most votes (first-past-the-post) becomes the 

member of provincial parliament – MPPand sits in the parliamentary seat for that 

riding. The party that wins the most seats forms the government. A majority 

government has the capacity to pass all bills into acts they bring to the floor…after 

carefully considering the public reaction and that the bills do not contradict other 

provincial or federal laws. 

The leader of the party becomes the Premier, while the leader of the political 

party that finishes second becomes the leader of the opposition. The opposition 

handles questioning the government’s actions and laws tabled on the floor. In cases 

where no one party wins the majority the party but has the support of other parties that 
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in effect gives the minority party enough support during voting of bills in parliament, 

they form a minority government. A minority government must work with the party, 

or parties, that lend their support or risk those parties voting against the government 

causing a vote of ‘non-confidence.’ With a vote of ‘non-confidence’ the government 

asks the Lieutenant Governor, who is the Queen’s official representative in Ontario, to 

dissolve parliament and thus cause an election to be called. The Lieutenant Governor 

has the choice of either calling for an election, or asking other parties to form a 

government. These typically occur when a minority government has received a vote of 

‘non-confidence’ shortly after an election. To avoid a costly election, the Lieutenant 

Governor may ask another political party, or parties (a coalition), that has the potential 

to govern for a reasonable length of time without being voted out of office. If this is 

not possible the Lieutenant Governor shall call for an election. 

One of the major tasks of the government is to enact laws that it sees 

necessary. Laws, or acts, stem from the introduction and passing of a bill by either the 

government, or private member, or a Committee. Typically, before a bill is tabled for 

the first time the government, or sponsor of the bill, asks for input from various 

stakeholders including legal advice. Public hearings may be called along with 

meetings with private organizations and individuals to gather information, determine 

the mood of the stakeholders, and help craft the message based on the input.  

Once a bill is tabled by the government, it continues through parliament for 

three readings. The first reading is to explain the purpose of the bill. The second 

allows for the bill to be discussed in detail. After the second reading, there is a review 

by committee that opens the bill to public hearings and amendments. The committee 

reports back to the house with any amendments. The bill receives a third reading, after 

which it is voted on and if passed the bill is sent to the Lieutenant Governor for Royal 

Assent before being passed into law (Legislative Assembly of Ontario, 2011, p. 12 – 

14). If the bill imposes a tax or specifically directs the allocation of public funds, then 

the Lieutenant Governor must give a Royal Recommendation (Royal Assent) prior to 

the passage of the bill. Once Royal Assent is given, it is the responsibility of the 
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government to announce when the legislation comes into effect. This process was 

followed to make Ontario’s HST law. 

The Beginning 

This section provides a historical background of the timeline of the 

Harmonized Sales Tax (HST) in Ontario by exploring Canada’s taxation history.  This 

is important, because we need to know how the HST evolved to understand how it was 

promoted. 

Some of the goals of a federated, national government’s duty to its people are 

to protect nationhood through the defense of, and economic growth of, its territory.  

National governments achieve these goals through the taxation of products and goods 

moving in and out of its borders.  That said, taxation within the boundary of what is 

known as Canada today has a long history: the first recorded excise tax was imposed 

in 1650 on the export of fur pelts by the residents of what was then New France 

(Carter, 2007) 

The taxation of goods and services in Canada, as a federal sales tax, began in 

1920 from the Canadian Government’s need to “pay off the debts incurred as a result 

of the First World War” (Bird and Gendron, 2009, p.4).  This tax was set at one 

percent, applied to all sales except retail sales, and called a “turn over tax.”  The 

taxation was levelled at manufactured goods and products, such as farm equipment, as 

much of Canada’s sales were agrarian-based in the early years following World War I 

(although there was a growing manufacturing base that shipped to the United States as 

well).  In the early twentieth century, Canada’s exports and imports shifted from 

Britain to the United States. 

In 1924, the one percent “turn over tax” was replaced with a six percent 

Manufacturers’ Sales Tax (MST), an unpopular move by the government at the time.  

Businesses saw this tax as unfair, as it taxed some businesses but not others (e.g. 

wholesalers were exempt but manufacturers were not).  With significant resistance 

from business, the MST was reduced from six percent to one percent by 1930 (Bird, 
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2012, p. 3).  Although the MST had dropped by 1930, the Great Depression forced the 

Canadian Government to increase the MST rapidly to offset the Great Depression’s 

crippling effects on the economy of the Canada.  By 1936, the MST rate had reached 8 

percent (Bird, 2009, p. 4).  Following World War II, the MST climbed sporadically 

until 1989, when it reached a high point of 13.5 percent (Bird 2012, p. 5).  Over the 

forty years it had existed, the MST would prove to be a significant source of revenue 

for the Federal Government; however, as it will be outlined later, the MST became 

overly cumbersome and was considered antiquated in the 1970s and 1980s.  

Emergence of Sales Taxes in the Provinces 

The Canadian federal and provincial governments had clearly defined roles 

and responsibilities when the British North American Act (BNA Act) was signed in 

1867.  The BNA act established that the Provinces were in the business of collecting 

taxes for specific local needs and individuals.  The Federal Government had the 

responsibility of collecting taxes, typically on products and goods manufactured in the 

country being exported out of Canada or on items and goods being imported into 

Canada.  Provinces, up until 1935, also collected a variety of taxes for different local 

reasons. 

In 1935, the responsibility of collecting tax changed in Montreal with the 

introduction of a Retail Sales Tax (RST) by the city.  The RST was the first 

subnational sales tax in Canada.  The first (limited) provincial RST was not imposed 

until 1937, when the Government of the Province of Saskatchewan recognized the 

benefits of the RST.  Quebec imposed a similar RST in 1940, in which the provincial 

legislators left the Montreal tax in place and introduced a similar tax in Quebec City.  

Over the next two decades, British Columbia introduced a truly Province-wide, 

all-encompassing Provincial Sales Tax (PST).  In 1948, Alberta resisted the idea of 

bringing in a PST due to its philosophical, political, and economic situation, and by 

1967, Manitoba was the last Province to adopt the PST.  In 1970, with sales taxes in 

place (for all but Alberta), the public had started to experience a visible tax but they 
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still had little awareness of the Manufacturer’s Sales Tax (MST) or the financial 

benefits that the MST brought to their provincial governments.  The problem was that 

that by the 1980s, the MST’s financial benefits were losing ground and the Federal 

Government was looking for another source of revenue.  In 1991, the Provinces were 

introduced to the immediately unpopular Goods and Services Tax (GST). 

The Road to a Value-Added Tax (VAT) 

As indicated earlier, the Manufacturer’s Sales Tax (MST) had been important 

as a revenue generator for the Canadian federal government throughout its existence 

until the MST was replaced with the Goods and Services Tax (GST) in 1991.  The 

MST was replaced by the GST because of the MST’s complex bureaucracy, 

diminishing value caused by Canada’s change in its economic focus and drivers, and 

court challenges that resulted in the nation’s tax base not being able to keep up with 

the revenue benefits.  To counteract shrinking revenue, the Federal Government 

decided to bring in a value-added tax (VAT) known as the Goods and Services Tax 

(GST) (Bird, 2012, p.5)).  

The GST was a flat rate tax across all goods and services purchased nationally.  

This tax equalized manufacturing and service industries; however, what was 

significantly different between the GST and the MST (and why the GST was so 

unpopular), was that the GST was attached to all goods and services at all levels of 

consumption, including consumption by the public.  In addition, the GST was charged 

on top of the PST (except for some items deemed necessary for living), and paid by all 

(i.e., consumers and manufacturers).  Unlike the MST, the GST was highly visible. 

The GST was introduced in 1991 after much public and open debate.  It was an 

important policy action that had been “on the political scene in the late 1980s” (Bird, 

2012, p.1) because of decades of unhappiness by industry at the different forms of 

taxation created and imposed on manufacturers by the federal government (Bird, 2012, 

p.1).  The primary complaint pertained to the MST and inefficiencies from varied 

provincial sales taxes.  There was a practical motive behind bringing forth the GST: to 
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harmonize taxes.  A harmonized tax would give both federal and provincial 

governments a simpler and guaranteed tax revenue stream that offset the shrinking 

percentage of revenue generated from the MST5 . 

Despite the potential benefits for governments of a harmonized or value-added 

tax, the introduction of the Goods and Services Tax (GST) was “politically painful” 

(Bird, 2012, p. 2).  A 1930 Royal Commission report had recommended an end to the 

MST Federal sales tax.  In 1955, another expert committee was formed to evaluate and 

make recommendations on reforming sales taxes.  That committee recommended a 

general movement towards a more equitable form of MST that evened out taxation 

throughout different industries (Bird, 2012, p.2).  In 1966, another commission 

explored the possibility of a VAT, but challenges to introducing a retail tax as part of 

the VAT was complicated by the federal/provincial relationship that had been 

established at Confederation in 1867 and existing provincial retail sales taxes that 

were in existence at that time. 

Another complication of the MST was that by the 1980s there was a shifting 

understanding of what manufacturing encompassed and how the Federal Government, 

through its realignment of taxation of service industries, had reduced its revenue 

stream.  By redefining manufacturing to account for new growing service industries 

and by legal challenges from those in these service industries claiming that they were 

not manufacturers,” the Federal Government was losing a vital tax base.  Hence, the 

Federal Government over the period of five years increased the MST from nine 

percent in 1984 to 13.5 percent in 1989 (Bird and Gendron, 2009, p.6).  Despite this 

                                                 

 

 

5 The Federal MST in 1989 accounted for 15.2% of Federal taxes. By 2010 this percentage had 

dropped to 12.0%. Provincial sale taxes had dropped from 14.1 to 13.7 % over ten years from 1989 to 

2009. 
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increase, tax revenue from the MST declined as the economic base of the country 

shifted from manufacturing to service industries.  The political fallout was also 

growing, as the MST became more and more unpopular with manufacturers (Bird and 

Gendron, 2009, p.6). 

Adding to the decline of the MST was the signing of the North American Free 

Trade Agreement (NAFTA) in 1987.  This agreement between Canada, the United 

States, and Mexico realigned manufacturing and further complicated the taxation 

process at the Federal level.  Earlier in 1987, a white paper and subsequent papers and 

proposals written by the Federal Government proposed unifying taxation under a 

single value added tax (VAT), which evolved into the GST6.  The GST was not 

received well by the top revenue-generating provinces of British Columbia, Alberta, 

Ontario, and Quebec.  In 1992, British Columbia, Alberta, and Ontario launched legal 

action against the Federal Government, claiming that the GST was unconstitutional; 

however, the Supreme Court of Canada upheld the Federal Government’s right to 

impose a GST (Bird, 2012, p.6). 

Although British Columbia, Alberta, and Ontario argued against the 

implementation of the GST, the Supreme Court’s ruling meant that by 1993, the 

provinces had come to accept a universal tax.  The GST was added on top of the RST.  

The province of Quebec received a special deal: A provincial tax administration office 

                                                 

 

 

6 The documents released under the then Minister of Finance (Michael Wilson) included Tax 

Reform in 1987: Sales Tax Reform [the White Paper] (Ottawa: Department of Finance, June 18, 1987); 

The Goods and Services Tax (Ottawa: Department of Finance, April 27, 1989); Goods and Services 

Tax: An Overview (Ottawa: Department of Finance, August 1989); Goods and Services Tax: Technical 

Paper (Ottawa: Department of Finance, August 1989); and Goods and Services Tax (Ottawa: 

Department of Finance, December 19, 1989). 
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that administers the Federal GST in that province together with its own independent 

VAT, the QST.  The political fallout of the introduction of the GST was swift, as the 

ruling Conservative Party of Canada lost its majority of seats to the Liberal Party in 

the 1993 national election.  The Conservative Party went from 169 seats to a mere 

two. 

The Shift to the HST 

Although the GST was adopted nation-wide in Canada, it posed many 

challenges.  Each province had its own RST.  In addition, it was a complex accounting 

process for businesses to separate out the GST from the RST.  There were business 

and component exemptions that industries had to determine so that their remittance to 

both levels of governments was correct.  Partly due to these reasons, some provinces 

and the Federal Government began considering the idea of a level tax policy or value 

added tax. 

With the Liberal Party’s election in 1993, a proposal was floated to introduce a 

Value Added Tax (VAT) in different forms, such as a business transfer tax; however, 

it was determined by the House of Commons Finance Committee that the GST should 

be replaced by a Harmonized Sales Tax.  First to be approached were the provinces of 

Newfoundland and Labrador, New Brunswick, and Nova Scotia, who after several 

years of negotiations entered into an HST agreement that came into effect in 1997.  

The HST in Canada is a uniform provincial VAT using the same base as the GST.  

Initially, each Province had the same RST and HST, with the HST applying across all 

goods and services.  

Following from the HST’s successful implementation in Newfoundland and 

Labrador, New Brunswick, and Nova Scotia, British Columbia and Ontario adopted 
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the HST in 2010.7 Between July 1, 2010 and March 31, 2013, British Columbia was a 

participating province until the HST was defeated in a referendum. 

In 2011, with the combined federal and provincial GST, six out of 10 

provinces implemented some form of provincial VAT on a base that is, in all but 

minor ways, harmonized with that of the Federal GST, representing approximately 80 

percent of Canada’s population.  There have been a few exceptions and changes since 

the introduction of the HST.  Prince Edward Island, the smallest province with the 

smallest economic base, resisted the HST when it was first introduced in 1997 to the 

Maritime Provinces of Newfoundland and Labrador, New Brunswick, and Nova 

Scotia; however, in 2013, it also adopted the HST. 

Quebec uses an HST-based tax known as the QST, which is an independently 

controlled tax administered by the Quebec government.  This is one example of the 

special deals Quebec often makes with the Federal Government as a unique society. 

The greatest political change was in British Columbia, where in 2011 the 

provincial government held a referendum and the public threw out the HST in favor of 

returning to the PST and GST.  While politically popular with the public, the reversal 

of the HST caused economic hardship to businesses that not only had to implement 

HST systems but then spend effort to revert to the previous method.  British 

Columbia’s repudiation of the tax is sometimes blamed on the fact that its leaders 

were elected with the promised that they would not implement the HST, and then only 

a few months into office reneging on this electoral promise.  Jack Mintz, a leading 

                                                 

 

 

7 In Ontario, on July 1, 2010 the 13 percent Harmonized Sales Tax (HST) took effect and 

replaced the Federal Goods and Services Tax (GST) and the Provincial Sales Tax (PST). 
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economist and authority on Value Added Tax in Canada, has recently written in 

support of the reintroduction of the HST in British Columbia (Mintz, 2011). 

The history of the coming of the HST to Ontario is a long one, and the process 

was fraught with political challenges.  Consumers, unaware of the MST, were 

introduced to a more generalized form of taxation with the introduction of an 

RST/PST introduced in 1963.  Over the following decades, the PST fluctuated but 

trended upwards until 2010, when it reached eight percent.  The HST was a solution to 

the GST that had created political unrest and yet economic gains.  With Ontario 

adopting the HST in 2010, manufacturers, service providers, and consumers were 

brought onto a level playing field.  Since 2010, six years on, the HST is still going 

strong and providing a reliable and level tax revenue stream to Ontario.  Despite the 

potential and historical record of governments losing elections following the 

introduction of a HST in Canada, the Liberal Government that introduced the HST, led 

by Premier Dalton McGuinty, was re-elected in 2011, but the Liberals were reduced to 

a minority government.   

How the HST Works 

VAT is a form of consumption tax on all business profit and labor.  VAT is 

commonly charged on the value added to the product at each stage of its 

manufacturing cycle (it can also be charged on services) as well as on the price paid 

by the final consumer.  Commonly, the seller at each stage subtracts the sum of taxes 

paid on items purchased from the sum of taxes collected on items sold; the net tax 

liability is the difference between tax collected and tax paid.  The costs of materials, 

subcomponents, tools, equipment, facilities, supplies, etc., and any services purchased 

from other businesses, are not re-taxed under the VAT.  Those purchases would have 

already been subjected to the VAT by the supplying businesses, and are considered 

input tax credits and deducted from the amount owing (Value added tax, 2016).  

I have developed the following example to show how value added taxes work 

on a widget that is manufactured for sale and sold in a country with a thirteen percent 
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VAT (no input tax credits are assumed to keep the example simple).  In this example, 

the Government would receive tax of $0.49 on an item that originally cost $1.00 to 

manufacture.  For one product, it can collect tax from three separate sources: (1) The 

Raw Material Producer, (2) the Manufacturer, and (3) the Retailer. 

 

Figure 2-1: VAT Calculation Example 

VAT is considered an extremely efficient tool for revenue collection and has a 

direct impact on fiscal mobilization, macroeconomic stability, and development.  “The 

VAT has more revenue potential: it is generally more broad-based and entails a trail of 

invoices that helps improve tax compliance and enforcement” (Le, 2013, p.2). 

 
Raw Material 

Producer charges 

$1.00 for widget + 

$0.13 for VAT

Manufacturer pays 

Raw Material 

Producer $1.13 

$1.13 

Government 

receives up to 

$0.49 VAT
($0.13 +$0.16 +$0.20)

Raw Material Producer remits $0.13 VAT

to Government
(less any input tax credits)

Retailer pays 

Manufacturer 

$1.36 

$1.36 

Consumer pays 

Retailer $1.70

$1.70

Retailer remits $0.20 VAT

to Government
(less any input tax credits)

Manufacturer 

charges Retailer 

$1.20 for widget + 

$0.16 for VAT 

Manufacturer remits $0.16 VAT

to Government
(less any input tax credits)

Retailer charges 

Consumer $1.50 

for widget + $0.20 

for VAT
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Projected Benefits of the HST  

The idea of bringing in an HST had been considered for at least 20 years, 

according to the Head of the Ontario civil service and the former Premier of Ontario 

that I interviewed (Steve Orsini, personal communication, May 7, 2015; Dalton 

McGuinty, personal communication, August 10, 2015).  For decades, however, 

governments were fearful of the political ramifications or fallout so there was a 

reluctance to introduce a Harmonized tax. From an economic standpoint, the HST 

provided great benefits to the government, businesses, and consumers.  The 

government could capitalize on a shifting consumer market (from a formerly goods-

oriented market to the growing mixed goods-and-services market), reduce its 

administrative costs, and level out revenue when businesses operate during 

investment-heavy periods versus recession-driven periods, as was the case in the time 

the HST was introduced in Ontario in 2009 (Steve Orsini, personal communication, 

May 7, 2015; Peter Wilkinson, personal communication, June 18, 2015).  For 

businesses, the flow-through nature of the HST meant that only the end users paid the 

tax (Peter Wilkinson, personal communication, June 18, 2015).  Input tax credits 

permitted businesses to collect back taxes on products sold.  For businesses, the HST 

also meant that products imported and sold in Ontario were on par tax-wise as 

domestically produced items and services.  This leveling of the economic playing field 

was very important, for the existing PST was not efficient and was difficult for 

businesses.  For example, some manufacturers were exempt from taxes whereas others 

were not, depending on their industry and type of manufacturing.  

The HST simplifies tax collection and compliance, and thus reduces 

government and business administration inefficiencies.  Businesses would spend less 

money on the administrative costs of paying taxes.  Businesses under the GST and 

PST had to navigate a labyrinth of tax exemptions and two different tax structures, the 

provincial PST and federal GST.  By paying taxes to both the federal and provincial 

governments, businesses had to follow two sets of rules, two sets of forms, and deal 

with two sets of auditors.  With the introduction of the HST, businesses had to 
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complete only one set of taxes and one set of forms, and face one set of auditors.  This 

change eliminated the administrative burden both provincially and federally.  The 

“One Tax”8 (John Wilkinson, personal communication, May 5, 2015) cut the 

Province’s administration burden by an estimated $100 million and the province’s 

businesses’ burden by an estimated $500 million per year (Steve Orsini, personal 

communication, May 7, 2015). 

Another benefit to business was that the tax burden for businesses would be 

shared out equally across the goods and services industries. Under the GST, taxation 

on services was inconsistent and under the PST taxes did not apply to services. With 

the HST all goods and services were taxable with the producers passing on the 

taxation to the end user. This shift in taxation was welcomed by many large businesses 

as it prompted investment and growth (Steve Orsini, personal communication, May 7, 

2015). 

Messages to Businesses and to the Public 

There were two primary arguments for the HST that government policy makers 

used to persuade businesses and the public to accept the HST. The first argument was 

that the HST simplifies tax collection and compliance, and thus reduces government 

and business administration inefficiencies. The second argument was that the HST 

“eliminates any distortions in the purchasing behaviour of consumers or firms arising 

from different rates of taxation across provinces” (Balgrave, 2005, p. 320). In the first 

                                                 

 

 

8 “One Tax” was a friendlier sounding term for the HST originally coined by John Wilkinson 

and his communications team. However, the media preferred the term “HST,” which because of their 

more sizeable demographic reach through news and television media ended up being adopted (John 

Wilkinson, 2015). 
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case, businesses would spend less money on the administrative costs of paying taxes. 

In the second case, consumers would spend more money in Ontario and the tax 

revenue collected would offset any loss to other markets (such as losses through cross-

border shopping) (Balgrave, 2005, p. 328).  To get businesses to accept and/or support 

the HST the issue of tax administration was important. As outlined in the previous 

section, the administrative cost to businesses was an important factor. Navigating the 

maze of exemptions and filling out the multiple forms for the different tax departments 

required additional effort and cost for businesses.  

Evidence from businesses in Canadian provinces, and other countries that have 

adopted the value added taxation system, shows that this type of reform helps 

economic growth (Smart, 2007, p. 8).The main argument put forward by the Ontario 

government for the HST was that because the current retail sales tax system applies to 

many purchases made by businesses in the course of providing goods and services for 

sale, retail sales taxes can become embedded in the price of the finished goods and 

services throughout the supply chain and are often passed on to consumers. However, 

the HST would use a value-added tax structure, meaning that most businesses would 

be reimbursed for the tax they pay on most of their inputs. It is expected that most of 

the cost savings to business from removing embedded sales taxes would be passed on 

to consumers through lower prices, and exported goods would also be generally free 

of embedded sales tax, thus making Ontario exports more competitive (Government of 

Ontario, 2009). 

The Ontario Government’s Challenges in HST Adoption 

The Ontario government had access to legacy data and reports on the 

successful adoption of the HST by the Atlantic Provinces (before Ontario and British 

Columbia adopted the HST). In these reports, there was strong evidence that the 

implementation of HST has improved the savings and boosted Atlantic businesses 

(Government of Ontario, 2009) However, even though it was armed with this and 

other positive feedback, the Ontario government still needed to proceed with its 
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program under different circumstances and conditions than those that influenced the 

Atlantic Provinces. 

First, Ontario, as had the rest of the world, had been gripped in the global 

meltdown of 2007 to 2008. Ontario was looking for ways to generate jobs and spur the 

economy’s growth. By the end of 2009, Ontario had lost over 150,000 manufacturing 

jobs to the effects of the recession, and government spending had had little effect in 

slowing the job loss (Mackenzie, 2010, p. 6). Introducing a harmonized tax was 

another tool to stem the job loses; however, introducing a new tax was never popular 

with voters as the Liberal government knew having just come from introducing an 

unpopular health premium tax in 2004 (Peter Wilkinson, personal communication, 

June 18, 2015).   

A further challenge for the Ontario government in adopting the HST was the 

necessity to address externalities.  Externalities are normal transactions between seller 

and buyer: (negative) costs or (positive) benefits that are outside of the market 

equation, for example pressure from globalization and the global recession. As noted 

by Charles Wheelan, “Externalities are at the root of all kinds of policy issues, from 

the mundane to those that literally threaten the planet” (Wheelan, 2002, p. 45). Two 

major externalities are contributors to the reform: increased pressure from 

globalization and the global economic recession that began in 2008.  The government 

recognized, as major business had, that the system of taxation was not going to work 

as it had before (Peter Wilkinson, personal communication, June 18, 2015). In these 

cases, there are positive and negative externalities in effect (Wheelan, 2002, p. 47). 

Globalization forced Ontario businesses to push the Government to review its tax 

formulas, and thus helped bring about a positive plan to make Ontario industries 

become the most competitive in the market by saving or creating jobs in Ontario 

(instead of closing the companies or offshoring the work). The negative externality 

was the economic downturn, which forced the Government to make this decision at a 

time that was unfavorably perceived by voters, unlike in Nova Scotia’s HST 

implementation, which occurred before the global recession. 
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Regardless of the goals that drove this tax reform, the difficulty was in 

delivering an effective message to the citizens who would pay the new HST. What 

was needed to be conveyed to citizens by the elected provincial government, and to 

voters, was a message that could ameliorate potential animosity towards a plan that on 

face value appeared to be a money grab by the Government and business.  

In Canada, the HST adoption by the Maritime Provinces of Nova Scotia, New 

Brunswick, and Newfoundland and Labrador in 1997 provided an ideal case study of 

the HST’s effect on Canadian markets, and more importantly information on how to 

promote the HST in a favourable way in the face of misunderstanding and resistance 

by citizens. Citizens needed to be convinced of the benefits of the HST, and the most 

effective way to convince them was by reaching out to the business tax base that 

would be the beneficiaries of administrative efficiency and would pass on savings to 

citizens (their consumers). To reach consumers, strategic rhetoric was required to 

present a rationale for the tax and avoid vilification of the program. However, 

consumers distrusted the new coalition of government and business that was formed to 

deliver the HST’s strategic message, and saw themselves as powerless victims. It did 

not help the pro-HST rhetoric that the HST, although introduced at the provincial 

level, is managed at the federal level (and further disempowered Ontario’s citizens). 

Government had formed a coalition with large elements of business. Business 

was divided: many small businesses opposed the HST and many larger firms 

(represented on at Ontario Chamber of Commerce) supported the government. The 

challenge for small business was that they were concerned that end users, typically the 

consumer, would react badly to a large tax upon making a purchase. The goal of 

businesses in favour of the HST and government was to promote the HST through 

rhetoric that included economic and political rationales as well as pro-HST arguments 

on a social level. Rhetorician of economics Patricia Dunmire, in her work on political 

discourse, reminds us that the function of political discourse is to project and shape 

conceptions of the future (Dunmire, 2005, p. 483). For government, how its policies 

are accepted in the future depends partly on ideologies today that are inherent in the 
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economic model followed by that government. Policies, however, have a social impact 

and these impacts occur, or at least result, in immediate responses from voters. And 

voters’ opinions are an important consideration for governments, as they must balance 

public and private good; the effects of introducing a tax that is economically and 

politically charged, can result in voters’ perception of powerlessness, and this 

powerlessness can be adversely focused on the government at the next election. This 

was the experience when the federal government introduced the GST. 

From the start, the announcement of HST tax reform by the Ontario 

government to citizens was accompanied by messages of support from business 

groups. Businesses were a key support mechanism that helped generate a perception 

that the tax was good for the economy. Among the business organization supporting 

the HST was the Ontario Chamber of Commerce (OCC). The OCC lobbied businesses 

intensely to outline to opponents the advantages of the HST.  Education was a key 

component of the message from the OCC, and the OCC used their messages to change 

the nay-sayers’ minds and garner support for the policy from those businesses who 

originally opposed the HST. 

Garnering support from business was critical, for if many businesses were 

against the tax, then the government would have been in danger of businesses 

launching a coordinated attack on the government during the next election. Business 

organizations as well as unions play a significant role in elections through their 

endorsements of, or attacks on, a political party. For example, in early 2016 the same 

Ontario Chamber of Commerce released a report titled “Top 3 Obstacles to Small 

Business Success” (OCC, 2016). In this short report, the OCC outlines three simple 

(yet critical) obstacles that governments control that could hurt small businesses: a 

lack of access to workers, key infrastructure gaps, and the rising cost of doing 

business. The report emphasizes that three million Ontarians are employed by small 

businesses (OCC, 2016). The OCC gathered information that it could use to influence 

governments in future elections. However, the support for the current Ontario 

government by the OCC over the HST may evaporate in the next election if the 
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current government fails to provide the policies that the OCC deem beneficial to its 

members. The government also fed the media with messages for the public. Keeping 

the public informed was critical as this communication kept the HST at the forefront 

of the news regularly for over a year. While the government kept up its news releases 

with the positive spin of the benefits of the HST, there were also a significant number 

of negative commentaries and messages from opposition groups. Op-ed pieces in 

newspapers contrast the Ontario introduction of the HST as a whimper versus the 

eruption of mass protests in British Columbia, which was introducing its HST at the 

same time as Ontario (Steele, 2010). The result of the media hype was that the 

conversation about the HST was kept going in Ontario for over a year, and this 

conversation led to an extended education period where the benefits of the HST could 

be explained. The HST took effect on July 1, 2010, the national holiday celebrating 

the birth of Canada; this was a subtle nod to patriotism and “doing the right thing” that 

was a key message from my interviews with politicians and civil servants involved 

with the introduction of the HST. 

Chapter Conclusion 

In this chapter, I have presented a general overview of Canada’s political 

system for the benefit of readers who may be unfamiliar with Canada, and then 

presented background information on the HST and tax policy in general. An 

explanation of how value added taxes work and the benefits of value added tax was 

provided to introduce relevant background on tax policy in general.  

Next, in Chapter III - Literature Review, I will offer a review of rhetoric, 

philosophical, cultural, and economic theory as it relates to my analysis of specific 

rhetoric that the government used to win acceptance for the HST. Theorists that can 

help us understand rhetoric and how rhetoric works in Canada across the broader areas 

of economics, taxation, and public policy are introduced here. Supporting the 

rhetorical foundation for tax communication, the work of cultural theorist Gert 

Hofstede’s research as it relates to Canadian culture is also presented here.
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CHAPTER III  

LITERATURE REVIEW 

The purpose of this literature review is to present the background research 

materials and identify the knowledge base from which the taxation rhetoric of Ontario 

can be thoroughly examined. To ground the knowledge base, this research is informed by 

the work of scholars who write about rhetoric, economics, taxation, public policy, and 

how cultural values affect argument style. Their work is in a wide variety of sources that 

support the knowledge base, including extant primary source rhetorical works (for 

historical context) as well as political journals, sociology and psychology journals, 

historical journals, and newspapers (for current context).  

Therefore, in this chapter I discuss the applicable rhetoricians that have shaped 

the field of rhetoric (i.e., Aristotle; Rogers; Habermas). In the upcoming Chapter V – 

Rhetorical Analysis – Part 1 and Chapter VI – Rhetorical Analysis – Part 2, the rhetorical 

approaches of Aristotle, Rogers, and Habermas are then used in the analysis of extant 

HST communication examples. As part of the literature review, I consider the theories of 

economists and rhetoricians that have shaped the field of economics and that are relevant 

to this analysis of tax policy (i.e., Sherman; Hasseldine; Hite, James and Toumi; 

Balgrave; Metcalf; Smart; and McCloskey). Rhetoricians that inform taxation and public 

policy (topics germane to any analysis of tax rhetoric) are included here as well (i.e., 

Santolini; Geys and Vermier; Burden and Sanberg). For tax rhetoric, specifically, I then 

look at the works of Selzer, Robertson, Govier, Toulmin, the Enlightenment philosopher 

Rousseau, whose The Social Contract is a foundation of modern Western politics, and 

Roberts and Rose. To frame the foundation for modern tax rhetoric, I review the work of 

Burton, Balgrave, and Dunmire. Lastly, to better understand argumentation as it applies 

to Canadian culture I look at the work of cultural theorist Gert Hofstede, as well as his 

critics Joannidès, Wickramasinghe, and Berland. The modern-day work of Van Eemeren 

and Grootendorst completes the literature review. 
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Rhetoric 

There are and have been many rhetoricians that have contributed to our 

understanding of argumentation since the start of rhetoric in ancient times to the present.  

For my literature review that embodies the understanding of argumentation, I consider 

the work of important rhetoricians that mark significant milestones for Western history. 

The challenge that I found with my work while researching has been to connect taxation 

and rhetorical analysis by contemporary authors. Therefore, I have examined the general 

theories of rhetoric in specific works of these contributors that I believe exemplify the 

argumentation theory of their time. They provide the foundation for argumentation that 

informs public communication today, particularly in the public sector. I have excluded 

many other contemporaries from the different eras, such as Isocrates, Plato and 

Protagoras from the Greek period, Quintilian from the Roman times, and Hobbes from 

the 17th century. These and other rhetoricians have greatly influenced societies 

throughout the ages, but their works are either platforms for the rhetoricians I do examine 

here (i.e., Aristotle, Rogers, Habermas) or are not the best fit for the research I conducted. 

For this reason, the coming analysis of specific HST tax communication (as presented in 

Chapter IV – Rhetorical Analysis – Part 1 and Chapter IV – Rhetorical Analysis – Part 2) 

applies the important rhetorical theories of Aristotle, Rogers, and Habermas to selected 

real-life extant examples shared with me during my interviews with the leaders that 

shaped the introduction of the HST in Ontario.  

Aristotle 

Aristotle, who is arguably the founder of Western rhetoric, wrote many works, of 

which The Art of Rhetoric (2004) is most relevant for the study of how language 

persuades. This work explains Aristotle’s three proofs: logos, being an appeal of reason; 

pathos, being the appeal to emotion; and ethos, being the appeal of trust. Aristotle called 

these three appeals the intrinsic proofs as they were found through the art of rhetoric 

rather than hard evidence such as witnesses and contracts that were the basis of extrinsic 
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proofs. In making an argument, we can see how Aristotle’s rhetorical proofs are 

applicable in the following examples: 

• In an appeal through ethos, we evoke trust and try show the 

communicator as a person of integrity and good character (e.g. the 

Prime Minister has been above reproach in his handling of the recent 

crisis in the Senate. He immediately fired the Senators who were 

caught misusing their expense reports).  

• In an appeal through pathos, we speak to the emotions of the audience 

(e.g. the Mayor of Toronto is human and flawed, just like you…but he 

really cares about his city).  

• In an appeal through logos, we use logic and reason and demonstrable 

evidence (e.g. Harmonized Sales Tax will decrease the compliance 

burden on small and medium-sized corporations). 

Aristotle’s approach is useful for my work in that it shows a form of rhetoric that 

crosses easily through time. Some examples are when trying to persuade an audience to 

agree with your point of view, take your side on an issue, or decide in your favor 

(something politicians and civil servants communicating taxation messages are motivated 

to do). Modern rhetoricians such as Singer, Minardi, and Ahmed have adopted the 

Aristotelian rhetorical approach and identified a pattern. Here is an argument pattern that 

can be used as an Aristotelian approach  (Singer, Minardi, and Ahmed,, 2008):  

• Introduction: State your case and clarify your issue. Give any 

necessary background for understanding the issues. Define any 

important terms or conditions. 

• Proposition: State your central argument proposition. Present the 

subtopics or supportive points to forecast the central argument. 
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• Refutation: Analyze the opposition's argument and summarize it; 

refute or address the points; point out faulty reasoning and 

inappropriate appeals. 

• Substantiation and Proof: Provide evidence for your argument. Use 

ethos, pathos, and logos appeals. 

• Conclusion: Sum up your argument. 

We see that Aristotle’s rhetorical theories in The Art of Rhetoric are very 

applicable today as they were back in his time. 

Rogers 

As part of the review of critical influences on rhetoric, I have selected the model 

of argument named after the psychologist Carl Ransom Rogers (1902 –1987). Rogers 

believed that people could only resolve an issue or solve a problem once they found the 

"common ground." This philosophy was then taken up in the 1970s by a group of 

rhetoricians, Young, Becker, and Pike, who developed a model of argument that they 

called the Rogerian argument. This model advocates a way of argument that is less 

confrontational, less one-sided, and more compromising and deliberately consensus 

building. (Brendt, 1996, p.73-96) 

The following are the usual elements of the Rogerian approach: 

• An introduction that briefly and objectively defines the issue or 

problem 

• A neutral, non-judgmental statement of the opponent's position, 

presented within valid contexts, that demonstrates the writer clearly 

understands it 

• A neutral statement and explanation of your position and the contexts 

in which it is valid 
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• An analysis of what the two positions have in common and what goals 

and values they share 

• A proposal for resolving the issue in a way that recognizes the interests 

of both parties, or a statement of how the opponent's position would 

benefit if he were to adopt elements of the writer's position 

The work of Rogers as a psychologist is profound as it crosses fields and truly 

multidisciplinary. The therapist wants to enable a broader change in the way his client 

interacts with the world. The rhetorician wants to persuade his audience to adopt certain 

specific beliefs. Therefore, the goal of both rhetoricians and therapists is to induce change 

through verbal persuasion (Brendt, 1996, p.73-96). 

The Rogerian approach is a passive method because it relies on a non-judgmental 

listening approach that avoids confrontation, and is evident in the examples I have chosen 

for analysis. The Rogerian approach has been adopted, and is recommended, by several 

writers as an alternative form of argument to be used when emotions and a sense of threat 

preclude direct debate (Brendt, 1996, p.73-96). In Rogerian argument, neither party can 

mention his own view until the other party has acknowledged that his view has been 

restated correctly. This approach is consensus-building at its finest. The challenge with 

the Rogerian approach is that it is ideally suited for verbal communication. In writing, the 

direct back and forth exchange that is key to argumentation is not practical: non-verbal 

communication and visual clues are missing, and the length of time that can elapse when 

exchanging written arguments makes a written debate more challenging than beneficial.  

However, the Rogers model is not without controversy, as the goal of Rogerian 

rhetoric is to find genuine grounds of shared understanding, not just as a precursor to an 

"effective" argument, but as a means of engaging in effective knowledge-making (Brendt, 

1996, p.73-96). For my work and research, the Rogerian rhetorical model has merit in the 

approach taken by the government. 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

37 

Habermas 

Jurgen Habermas is a philosopher and sociologist. He is best known for the theory 

of communicative rationality through a pragmatic rhetorical approach. Habermas 

postulated that we understand a speech act "when we know the kinds of reasons that a 

speaker could provide to convince a hearer that he is entitled in the given circumstances 

to claim validity for his utterance.” (Ozumba, Mendie, Ukah, and Udofia, p.26). This is 

an important concept for politicians, who often coordinate their action by pursuing 

individual (or joint) goals based on a "shared understanding that the goals are inherently 

reasonable or merit-worthy.”  Habermas advocated a "deliberative democracy” where the 

public have free and open discussions concerning the government institutions and laws. 

Habermas focused on this philosophy with the argument that “only those statutes may 

claim legitimacy that can meet with the assent of all citizens in a discursive process of 

legislation that in turn has been legally constituted.” (Habermas, 1996, p. 110) 

Economics 

Taxes are essential to societies for the development and expansion of critical 

components of society such as infrastructure, health care and policing or military. 

Governments, and the political parties that aspire to government office in democracies, 

need to sell the benefits of taxation to citizens to raise revenue. Citizens typically abhor 

paying taxes and yet they enjoy the benefits of taxes. The challenge to governments is 

how to sell citizens on new taxes while avoiding or controlling any fallout (i.e. losing the 

next election). Civilized society has a price. Researching the rhetoric of taxation presents 

a significant challenge, as the topic of argumentation for taxation has not been directly 

researched. Certainly, there are many academic, public, and private sector examples of 

works discussing tax interpretation, legality of taxation, economics of taxation, impact of 

taxation, and so on. However, in my research over the last several months, I have not yet 

come across any extant work on how the structure of taxation messages to citizens is 

communicatedand argued.  
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Sherman 

In his article “Tax-Included Pricing for HSTAre We There Yet?” David 

Sherman looks at the inclusion of Goods and Services Tax in invoices presented to 

consumers (Sherman, 2009). This paper is more of a look at how consumers view 

taxation in terms of how it is presented and the potential influences this presentation has 

on the consumer. Sherman’s argument is that Canada is one of only a few countries that 

shows taxes separately from product prices (Sherman, 2009, p.839)9. He argues that the 

retailers do this to attract the consumer with a lower price and then to shift the blame for 

higher prices onto the government (Sherman, 2009, p. 844). Sherman argues that this is 

not the best policy, however, and encourages the Canadian federal and provincial 

governments to change this. This article briefly hints at the importance of the rhetoric 

behind communication of taxation, but does not discuss taxation rhetoric or 

argumentation development directly. 

Hasseldine, Hite, James, and Toumi 

In “Persuasive Communications: Tax Compliance Enforcement Strategies for 

Sole Proprietors,” Hasseldine, Hite, James, and Toumi (2007) look at how taxpayers are 

encouraged to pay taxes through audits and other strategies. The authors considered 

various methods of tax compliance persuasion such as audit letters. Although the research 

                                                 

 

 

9 According to Sherman, “Under Canada’s goods and services tax (GST), harmonized sales tax 

(HST), and provincial retail sales tax (PST), most goods and services are advertised at prices on which 

taxes are “extra.” Taxes are added at the cash register on every purchase, and consumer dislike of (and 

political opposition to) the GST and HST is due primarily to this high visibility. In all other value-added tax 

(VAT) countries, prices are shown tax-included.” (Sherman, 2009 p. 839) 
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took place in the UK, it does show that tax collection is considered an intrusion on by 

taxpayers. It also raises the implications of the legalities behind taxation.  

Balgrave 

In “An Analysis of the Impact of the Harmonized Sales Tax on Provincial 

Revenues in Atlantic Canada,” Patrick Balgrave (Balgrave, 2005) analyzes the impact of 

the HST on provincial revenues. This is a thorough and excellent examination on the 

provincial consumption tax revenues of the three participating Atlantic Canadian 

provinces over the period 1997 to 2003. Balgrave analyzes the economic effects of the 

HST on all three provinces, concluding that each province was affected differently. Each 

province was affected positively or negatively (depending on their economic status prior 

to the introduction of the HST).  

Metcalf 

Gilbert E. Metcalf, in “Value Added Taxation: A Tax Whose Time Has Come?” 

(Metcalf, 1995), looks at the economic argument for a VAT in the United States and 

reviews the benefits and deficiencies of implementing a VAT tax. He argues that in the 

face of increasing budgets there is a need for a tax increase. It is politically challenging to 

get a tax approved, however the broader economic advantage of the tax needs to be 

considered and communicated. His analysis leads him to the conclusion that to reduce the 

deficit, a VAT may be the most economically sound and practical method.  

Smart 

The prolific Michael Smart, in “The Impact of Sales Tax Reform on Ontario 

Consumers: A First Look at the Evidence” offers an excellent first review of the impact 

of sales tax reform on Ontario Consumers. Smart found that “the net impact of the reform 

for most families by the end of 2010 was a gain or very small loss in after-tax real 

incomes” (Smart, 2011, p.1). Although this is an economic analysis of analysis of 

taxation, it is important to recognize Smart’s work has a link to the overall impact of the 

HST on Ontarians which in his estimate is, or was, very little.  
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McCloskey 

According to McCloskey, economists “claim to be arguing on grounds of certain 

limited matters of statistical inference, on grounds of positive economics, operationalism, 

behaviorism, and other positivistic enthusiasms of the 1930s and 1940s. They believe that 

these are the only grounds for science. But in their actual scientific work they argue about 

the aptness of economic metaphors, the relevance of historical precedents, the 

persuasiveness of introspections, the power of authority, the charm of symmetry, the 

claims of morality” (McCloskey, 1987, p. 249-254). Economic rhetoric and 

argumentation depends on metaphors and stories, and its mathematical and statistical 

analyses are explained through comparison and narration.  

McCloskey also said that the overarching goal of the rhetoric of economics is to 

persuade with intent through the ethos of the economist (McCloskey, 1998, p.7). In her 

seminal work “The Rhetoric of Economics”, McCloskey gives us the following pointers 

on how to apply rhetorical analysis to economics (note that McCloskey refers to 

economists as scientists). 

• Focus on both philosophical and rhetorical reading of an argument. It is 

not philosophical reading, it is rhetorical. 

• Start with any part of “writing with intent” and proceed in a rhetorical 

analysis. The point of a rhetorical analysis is merely to read with 

understanding. The old word “rhetoric” is a good one. 

• Establish an ethos (ethos means character, and an author without good 

character will not be credited). The Scientist must establish “ethos.” 

• Use an implied author (‘represented reality,’ ‘unheralded assertion,’ or 

‘style indirect inévitable’). For example, a scientist says, “it is not I the 

scientist who make these assertions but reality itself.” Point of View is a 

scientific choice. 

• Do not split content from function. Economically speaking, the production 

function for thinking cannot be written as the sum of two sub functions, 
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one producing “results” and the other “writing them up.” The function is 

not separable. “Mere” style is not mere. 

• Remember that economic style appeals in various ways to an ethos worthy 

of belief. Style is often an appeal to authority. 

• Tell a story. Good metaphors are the form and substance of good 

arguments. Economists are poets. And Novelists. 

• Note that words carry with them a ranking with respect to their opposites 

(e.g., black calls to mind white). Be not afraid of deconstruction and other 

terrors: Be aware that writing is performance: books to not reproduce the 

world, they invoke it. 

However, for McCloskey, the most important example of economic rhetoric is the 

use of metaphor—economists know these as models (McCloskey, 1983, p.482). In 

addition, real proofs, she reminds us, ‘are established by consensus of the qualified and 

are not checkable…by any mathematician not privy to the gestalt, the mode of thought in 

the particular field. It may take generations to detect an error”.  

Taxation and Public Policy 

As rhetoricians, we often value, and applaud, well-constructed messages that 

persuade an audience to accept the message. The issues of taxation are important to 

everyone, as taxes offer a safety net for society and help drive economies; however, they 

are often a very contentious and divisive issue for voters. For politicians, how budgets are 

managed is among the most critical of processes in their political careers. A politician 

facing large deficits is placed in a predicament where he/she must balance spending on 

services with revenue generation to support those services. Faced with a challenge to 

implement new or increased taxation, politicians must produce and employ rhetoric that 

will maximize the success of their communication messages.  

Santolini 

In political matters, the survival of politicians and their parties once in office is of 

paramount importance and is often detrimental to sound fiscal policy. Raffella Santolini 
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found this paradox in her paper “The Political Trend in Local Government Tax Setting” 

(2009). In this paper, she quoted other researchers who supported the notion that 

“politicians love holding office and care only about winning elections and thus choose 

policies only to please the voters." Consequently, incumbents choose platforms per 

voters' desires, manipulating fiscal variables during the pre-electoral period to increase 

their chances of being re-elected (Santolini, 2009, p. 125). However, Santolini has 

identified a different reality where social interests have resulted in local governments 

creating tax increases despite the preconceived idea that people would oppose them. 

Geys and Vermeir 

Benny Geys and Jan Vermeir, in their 2008 article “Taxation and presidential 

approval: separate effects from tax burden and tax structure turbulence?” look at the 

electoral cost of taxation. The authors warn that although tax revenue is necessary for the 

provision of goods and services, none of us “enjoys paying the taxes to finance them” 

(Geys and Vermeir, 2008, p.301).  

The need for taxation, and increasing taxation, is a balancing act for politicians 

who want the increased revenue to obtain those services that they can later point to as 

proof of their value of being in office. Yet they are also wary of the political costs in 

increasing taxes. One of the factors helps politicians in their approach to voters appears to 

be the historic nature of the party (and its supporters). In the US, Democrats, for example, 

are known to be rewarded by voters for increasing taxes while Republicans are punished 

for the same process (Geys and Vermeir, 2008, p. 303). Yet the challenge for both parties 

is in how they approach the budget and how the voters interpret any implemented 

policies. 

Burden and Sanberg 

In another work of great value for the study of taxation rhetoric, Barry Burden 

and Joseph Sanberg examined over 800 major party presidential nominees’ speeches 

from 1952 to 2000 to identify the determinants of successful presidential campaign 

rhetoric related to the federal budget. The authors bring forward the idea that for many 
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voters “the state of the budget is mostly symbolic” (Burden and Sanberg, 2003, p. 97), 

offering an insight into the candidates’ and parties’ national priorities.  

This article is significant, as it explains voter habits. This information can be used 

to determine how, and if, political parties take voter habits into account when addressing 

the issue of tax rhetoric. In other words, is the approach to tax rhetoric predetermined 

based on historical voter conduct, or is the approach based on marketing or the fields of 

sociology or psychology? 

Tax Rhetoric 

The major focus of this dissertation is to examine the use of rhetoric by politicians 

to ‘sell’ the public on the policy benefits of the HST. The government needs to sell the 

policy for several reasons: for economic benefit to the province, and to decrease the 

political fallout or damage that occurs when a government introduces unpopular policies, 

in this case taxation. The introduction of a new tax is typically very unpopular with 

consumers; and as we saw in the case of the introduction of the GST in 1991, the in-

power federal Government Conservative party not only lost its majority in the 1993 

election, but they lost 167 seats, leaving them without any representation in Parliament. 

How the policy message gets out and how it is controlled and presented is a critical factor 

in the life of the political party that introduced the unpopular policy. 

There is very little literature dealing with the specific selling of HST to the public; 

however, there are many books and papers on argument and persuasion. I have tried to 

reference and engage with the documents that focus on rhetoric used by governments to 

craft a message to the public for unpopular tax policies. But as these are few, I have 

leaned on the works by highly regarded subject matter experts to give insights into 

argumentative techniques. I have used their material as a tool to compare rhetorical 

techniques with the documents and media materials used during the HST announcement 

and campaign. 

Rhetoric as a tool is fundamental to the persuasion of the audience to a certain 

idea or path. The challenge is in understanding what rhetoric is or encompasses as that 
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tool. To begin, how rhetoric is defined helps us to advance examinations of a document, 

statement, or policy. A criticism of rhetoric has been ongoing for thousands of years as 

related by James Herrick in his 2005 The History and Theory of Rhetoric. The division 

relates to what rhetoric means to the audience. Socrates, Plato, and later Locke all 

postulate that rhetoric is “foul and ugly” (Herrick, 2005, p.1) being used to “flatter their 

unsuspecting listeners into agreeing with them and doing their bidding” (Herrick, 2005, 

p.1), while literary scholars in the twentieth century such as Wayne Booth and Richard 

McKeon believe that rhetoric held “entire dominion over all verbal pursuits” (Herrick, 

2005, p.2). That rhetoric is more than persuasion alone. Tax rhetoric had to be more than 

persuasion as the public in Ontario had to be accepting of the logic plus forgiving if the 

government was to survive the next election. Herrick’s work is critical in helping define 

what rhetoric is and how it works within the confines of an electorate. 

Selzer 

Moving beyond the easily interpreted deceitful nature of rhetoric and into the 

positive nature of a message needs an understanding of rhetorical analysis. With an 

understanding of the nature of rhetorical analysis, I can determine the parameters and 

deeper meanings behind the messages put forward by the government. As Jack Selzer 

wrote in Rhetorical Analysis: Understanding how text persuades readers, “there is one 

correct way to do it, but there is no simple recipe for it” (Selzer, 2003, p. 283). Selzer 

suggests there is no set definition of rhetorical analysis; rather, there is a series of 

techniques to complete the activity. Selzer encourages his readers to think of rhetorical 

analysis as “a kind of critical reading” (Selzer, 2003, p. 282). He goes further to explain 

how this critical reading is divided into two approaches, contextual and textual analysis. 

The textual rhetorical analysis draws heavily on the idea that experts in the rhetoric field 

who have developed sophisticated terminology, terminology heavily influenced by the 

same rhetorical tools Aristotle (and the Republican Roman orator and statesman Cicero) 

developed, i.e., ethos, pathos, and logos. These terms are important to analyze the motive 

and style of rhetoric. Selzer then reviews his idea of the importance of contextual 

rhetorical analysis that influences the outcome of the analysis. For the HST, the 
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contextual analysis is an important part of understanding the success of bringing in the 

HST. 

Robertson 

How the HST is introduced is a key factor in the public’s perception of the 

government. For a political party to say one thing and then do another is challenging. 

Failing the public’s perception of trustworthiness can often be devastating, but not always 

fatal to that party. David Douglas Robertson, in his 2012 paper “Policy Forum: 

Comparing the Introduction of the HST in British Columbia and OntarioLessons from 

the Political Trenches,” describes the differences in political approaches between British 

Columbia and Ontario. Robertson outlined the differences between the two governments’ 

approaches to the announcements. The British Columbia government had avoided 

releasing any statement about the introduction of HST until it was close to 

implementation. In fact, the government had denied it was considering any move toward 

a HST prior to and during the 2009 May provincial election. When the announcement 

was made after the election in July, the public felt betrayed. Robertson’s paper explores 

the differences between British Columbia’s and Ontario’s policy packages and political 

environments. He contrasts Ontario’s open promotion and benefits of the policy with 

British Columbia’s secretive meetings of senior bureaucrats with their federal 

counterparts. Robertson’s paper is a valuable resource of comparison of two diametrically 

opposed approaches in rhetoric. 

Govier 

An examination of rhetorical usage would be incomplete without fundamental 

approaches and tactics of argument. For the Ontario government to convince people of 

the benefits of the HST, persuasion through strong argument was necessary. In analyzing 

arguments, it is important to understand the structure of good arguments. Trudy Govier’s 

book A Practical Study of Argument (2010) helps to understand the process of sound 

argumentation. When the HST announcements and messages are reviewed, we see key 

words and terms used to persuade the audience. Govier’s insight into how these terms 
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and phrases can be used to craft a powerful message or argument reveals the techniques 

used by the policy works. 

Toulmin 

Another excellent work on the uses of rhetoric is Stephen E. Toulmin’s book 

titled The Uses of Argument (2003). The exploration of rhetoric in tax communication is 

to examine a logical set of premises and ideas where an argumentative process defines 

the rhetoric’s style. Toulmin explores the logic of an argument through actions versus 

meanings in different scenarios from legal and political/social cartoon examples. Looking 

at how an action is conveyed through rhetoric, Toulmin’s work provides support of the 

subtleties in tax rhetoric. 

Rousseau 

In analyzing the Ontario government’s thought processes and actions in bringing 

in the HST and its communication to the people, I also reviewed Jean-Jacques 

Rousseau’s “The Social Contract” (1938). Rousseau’s works highlight some fundamental 

issues facing the government at the time of the introduction of the HST. The government 

had to determine the benefits of the HST and weigh its introduction against constituents’ 

reactions and effect on government. Rousseau’s insights into the social contract between 

government and the people lend support to the process used to determine how and when 

it was best to introduce the HST into Ontario.  

Roberts and Rose 

To complete the study of the rhetoric used by the Ontario government, I reviewed 

papers and works by scholars who looked at other political tempests. One paper 

especially useful was Alasdair Roberts and Jonathan Rose’s “Selling the Goods and 

Services Tax: Government Advertising and Public Discourse in Canada” (Roberts and 

Rose, 1995, p. 311-330). The Goods and Services Tax, as related earlier, was legislated in 

1991 as a federal tax to replace the Manufacturers Tax. This tax caused the downfall of 

the then majority government at the next election in 1993, so Roberts and Rose’s paper 

provided helpful indicators of a government message. How does a government propose 
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an unappreciated tax to the people of the nation? What avenues are available to sell the 

message and policy? Roberts and Rose’s paper explores the campaign to bring in this 

universal tax. This paper is extremely important to reflect on the rhetorical message of 

the Ontario government’s campaign nearly twenty years later.  

This review of the literature so far has covered the important influencers of 

rhetorical analysis; I have identified works that can provide general insight into political 

rhetoric. 

Rhetorical Foundation for Tax Communication  

Let us address foundation for the rhetoric of taxation. The overarching goal of 

taxation rhetoric is to persuade with intent. The challenge is in understanding the nuances 

behind the rhetoric: for example, how governments sell society on the benefits of 

taxation.  

Burton 

Burton, in writing about the rhetoric of tax interpretation, argues that “the 

meaning of taxation law is contingent, and that the function of a judge is to develop a 

compelling argument for a particular interpretation rather than the judge searching for the 

“right” interpretation.” (Burton, 2005). Burton’s view is similar to what we saw in 

McCloskey’s definition of economic rhetoric, in which scientists argue about the actual 

and the perceived. 

To understand what taxation rhetoric is, let us inductively analyse how a 

government articulates a change to a system that is contentious, such as the 

implementation of Ontario’s Harmonized Sales Tax (HST). One way is to examine 

examples of specific government and business public messages to understand how 

rhetoric was used to promote the tax as a positive benefit to society. We can then 

compare these to a previous communication of the same nature to show what lessons 

were adapted by Ontario and what influenced its choice of rhetorical style and emphasis: 
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what should emerge is clear evidence that political and economic rhetoric are intertwined 

and dependent on each other.   

As an example, in the 2009 Ontario provincial budget, the government announced 

that it would replace its Provincial Sales Tax (PST) of eight percent with the more 

modern HST that combines the PST with the Federal Government’s GST, creating an 

HST of thirteen percent. This new HST is a value added tax similar to sales taxes from 

Europe, Australia, and New Zealand.  

Balgrave 

A two-point argument for this reform was used by policy makers: The first 

argument is that the HST simplifies tax collection and compliance and thus reduces 

government and business administration inefficiencies. (As a result, businesses and 

governments would spend less money on the administrative costs of paying taxes). The 

second argument is that the HST “eliminates any distortions in the purchasing behaviour 

of consumers or firms arising from different rates of taxation across provinces” 

(Balgrave, 2005, p. 319-331). The goal is to reduce cross border shopping by 

encouraging consumers to spend more money in Ontario. The tax revenue collected 

would offset any loss to other markets. 

In Canada, the HST was established in much of the Maritime Provinces in 1997, 

which provided an ideal case study for other provincial governments to study the HST’s 

effects on Canadian markets, and more importantly how to promote the HST in the face 

of misunderstanding and resistance to this new tax on consumers. Consumers needed to 

be convinced of the benefits of the HST, and this was attempted through reaching out to 

the business tax base, who would be beneficiaries of administrative efficiency. To reach 

consumers, the marketing and rhetoric strategy required the presentation of a case for the 

tax without vilification of the program. However, consumers distrusted the coalition of 

business and government and saw themselves as powerless. Another complication that 

affected the delivery of pro-HST rhetoric style is that this tax, introduced at the provincial 

level, is being managed at the federal level. 
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Dunmire 

Government and business need to promote the tax through rhetoric that includes 

economic and political elements and make the pro-HST argument on a social level. 

Patricia Dunmire (Dunmire, 2012, p.481-513), in her work on political discourse, 

reminds us that the function of political discourse is to project and shape conceptions of 

the future. For the government, their policies are elements of future ideology designed to 

shape or guide the state into a specific model. Policies, however, have a social impact and 

these impacts occur, or at least result, in immediate responses from the voters. For 

governments, this is an important consideration, as the effects of the introduction of a tax 

(economically and politically charged), result in a perception by the public that they are 

helpless and impotent to oppose it.  

From the onset, the announcement of the tax reform by the Ontario government 

was accompanied by support from business groups and unions. The media was 

bombarded by pro and con factions that brought this plan to the forefront of the news 

regularly for over a year. This announcement had several challenges, as it came during 

the period of global recession in 2009 and would come into effect, coincidentally, on July 

1, 2010 (Canada Day)10, Canada’s national holiday that recognizes confederation of the 

founding provinces. Let us consider the useful rhetorical styles of ethos, pathos, and 

logos used by the government and business, which provide a good starting place for an 

initial analysis for the three extant examples of artifacts identified earlier. As mentioned, 

                                                 

 

 

10 July 1 is known as Canada Day and is observed as a federal statutory holiday. Canadians across 

the country and around the world show their pride in their history, culture and achievements. It is a day of 

celebration since 1868, when on July 1 of that year the British North America Act was enacted to unite the 

three separate colonies of Canada, Nova Scotia, and New Brunswick into a single Dominion within the 

British Empire called Canada. 
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these examples will be used to start the dialogue with public and private sector 

stakeholders, and will assist in the discovery of what makes a taxation message effective. 

Other examples ware expected to be identified from the research that will incorporate a 

wider array of rhetorical concepts. 

In the rhetorical approach taken by the government, there is plain evidence of the 

classical Aristotelian ethos, logos, and pathos blended into its message to the public. The 

intent of the rhetoric is, at best, to convince the audience that the position taken by the 

government is the correct one and is the most favourable for citizens. At worst, the 

rhetoric’s intent is to promote the government’s presence in the international or business 

market place, with little concern for the consumer. In the middle ground, the right 

rhetoric is useful in providing a strategic balance of looking like a government that takes 

a strong and unpopular position and shows an understanding of the needs of business and 

consumers. Within this duality, the government is questioned by consumers, who want to 

know how a new tax will be beneficial to them, and there is little understanding how it 

will help business generate new, or strengthen existing, markets. 

Argumentation and the Canadian Culture  

Hofstede  

Before I can examine the rhetoric used by the provincial leader and government at 

the time of the institution of the HST, one question must be addressed: whether rhetorical 

arguments are universal across regional and national cultures. Work on this area of study 

would contribute to the knowledge base in this field of how regional and national cultures 

influence the rhetoric used. The question the deserves further study is…is the type of 

argumentation that would be most acceptable to Canadians similar to that of other 

industrialized, democratic cultures such as the United States or the United Kingdom? 

Despite that an analysis of cultural factors and influences on rhetoric is beyond the scope 

of this work, Geert Hofstede’s piece of cultural research is significant in its findings of 

cultural preference and shows there is merit for future research in this area.  
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According to Hofstede, “culture is the collective programming of the mind 

distinguishing the members of one group or category of people from others.” (National 

Culture, n.d.). In his seminal cultural study, Hofstede undertook a global survey of 

employee values at IBM in the 1960s and 1970s that covered more than 70 countries with 

the largest groups of respondents, and afterwards extended the analysis to 50 countries 

and 3 regions and developed an initial four-dimension model from factor analysis. To 

confirm the results, Hofstede did cross-national studies between 1990 and 2002. 

Subsequent studies were undertaken to validate these results that included respondent 

groups such as commercial airline pilots and students in 23 countries, civil service 

managers in 14 counties, 'up-market' consumers in 15 countries, and 'elites' in 19 

countries (National Culture, n.d.). In 1991, in response to a study by Michael Harris Bond 

and colleagues, Hofstede then added a fifth dimension. In 2010, the research of Minkov 

led Hofstede to name a sixth dimension (Hofstede, Hofstede, and Minkov, 2010). Here 

are Canada’s scores on the Hofstede Cultural Dimension Model (What About Canada, 

n.d.). 

 

Figure 3-2: Canada’s scores on the Hofstede Cultural Dimension Model 

Canada had a low score of 39 for the PDI dimension, which is defined as “the 

extent to which the less powerful members of institutions and organizations within a 
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country expect and accept that power is distributed unequally” (What About Canada, 

n.d.) and this means that Canadians feel they can approach those in power as equals in a 

communication exchange.  Canada has a high score of 80 for the individualism 

dimension, “and can be characterized as an individualistic culture…a loosely knit society 

in which the expectation is that people look after themselves and their immediate 

families” (What About Canada, n.d.), and this means that Canadians tend to be self-

reliant and display initiative. Canada has a moderate score of 52 on the masculinity 

dimension, which means that Canadians balance an appreciation for caring for others and 

quality of life and being defined by competition, achievement, and success. Canada has 

an average score of 48 for the uncertainty avoidance dimension, and this result indicates 

that Canadians are tolerant of ideas or opinions from anyone and allow the freedom of 

expression. Canadian culture is not rules-oriented and Canadians tend to be less 

emotionally expressive than cultures scoring higher on this dimension. Canada has a low 

score of 36 on the pragmatism dimension, which indicates that Canadians may have a 

respect for traditions and a relatively small propensity to save for the future.  However, 

an examination of rhetoric in news media would show a different view, as there is a great 

deal of advertising from banks directed at Canadians to save for the future and dire 

warnings on the economic future of citizens who do not save. Lastly, Canada has a high 

score of 68 on the indulgence dimension. This means that Canadians have a willingness 

to realise their impulses and desires with regard to enjoying life and having fun. They 

possess a positive attitude and have a tendency towards optimism. In Chapter VI – 

Rhetorical Analysis – Part 2, we will see evidence of these scores in the examples  

Joannidès, Wickramasinghe, and Berland  

However, Hofstede is not without his critics. Hofstede’s model has been criticized 

for being based on strong assumptions that could mislead other research by being applied 

extensively and blindly, although cross-cultural research has extensively applied the 

model (Joannidès, Wickramasinghe, Berland, 2012, p.3). Joannidès, Wickramasinghe, 

and Berland studied critiques of Hofstede and assessed how cultural studies published in 

accounting journals referring to these critiques were conducted. They conclude that 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

53 

‘Hofstede-based cross-cultural research is characterised by major conceptual, empirical, 

and methodological weaknesses precluding from worth contributions to knowledge’, and 

identify five key researchers who have expressed concerns and warnings about misusing 

Hofstede’s framework.   

Joannidès, Wickramasinghe, and Berland are critical of Hofstede, and claim that 

his model is misconceived.  By narrowing culture to values, Hofstede ignores 200 years 

of anthropology that highlighted the specificities of cultural groups. And by implicitly 

assuming that a country includes all regions, Hofstede neglects multicultural countries 

(e.g., Belgium, Switzerland, and Canada) as well as cross-border cultures (e.g., Basques 

in France and Spain). Joannidès points out that McSweeney and Baskerville see this as 

inconsistent because it makes culture more disputable than insightful. They conclude that 

Hofstede’s questionnaire survey is inappropriate because if fails to account for 

subjectivity and specificities of culture, notwithstanding 117,000 respondents. Further, 

they point out that the number of respondents by countries is small and does not represent 

the country’s culture; Hofstede is criticized for over-generalising responses with a high 

standard deviation within one country. Lastly, they criticize Hofstede’s lack of 

transparency, ignorance of anthropological works, and absence of control variables as 

resulting in corrupted concepts, data, and methods. Joannidès et al also found that the five 

researchers claim that Hofstede’s model is over-extensively applied. They argue that 

studies using Hofstede present the same drawbacks and do not reflect the richness of 

culture. By a priori selecting Hofstede’s dimensions, these studies reproduce the 

circularity denounced by McSweeney and neglect other insightful cultural dimensions. In 

Joannidès’ et al research, Harrison and McKinnon point out that there is an almost 

universal tendency to consider values, norms, and beliefs in all settings equally: 

standardising culture leads to predictable conclusions and does not help explain why 

practices vary. Joannidès et al identified that Bhimani concludes researchers are assuming 

that the social order structure can be verified empirically through universal 

methodological instruments and privileged nomothetic approaches through 

questionnaires. 
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Notwithstanding these criticisms, Hofstede’s model is appropriate for my study 

because it has been so pervasively referenced and criticized. In addition, I believe that his 

data set of 117,000 respondents is statistically robust, supporting the ethos of his 

research. Hofstede tells us:  

“The country culture scores on The Hofstede Dimensions 

correlate with other data regarding the countries concerned. 

Power distance, for example, is correlated with income 

inequality, and individualism is correlated with national 

wealth. In addition, masculinity is related negatively with the 

percentage of national income spent on social security. 

Furthermore, uncertainty avoidance is associated with the 

legal obligation in developed countries for citizens to carry 

identity cards, and pragmatism is connected to school 

mathematics results in international comparisons.” (National 

Culture, n.d.) 

For these reasons, I believe Hofstede’s cultural research is applicable here. And as 

my research is situated in the present day, I also consider the definition of argumentation 

that is the current pragma-dialectical theory from van Eemeren et al., wherein 

argumentation is defined as a verbal and social activity of reason whose aim is to increase 

or decrease the acceptability of a controversial premise by putting forward arguments that 

justify or refute the premise before a rational judge (van Eemeren et al., 1996, p.1-5). 

Modern day rhetoricians, they identify various stages of argumentative dialogue, which 

can change depending on the context of the argument.  The first stage is confrontation, 

wherein the problem is presented; this can take the form of a debate question or a 

political disagreement. Next is the opening, where agreement on rules is made.  Rules can 

include how evidence is to be presented, which sources of facts are to be used, and how 

to handle divergent interpretations, determination of closing conditions. Application of 

logical principles according to the agreed-upon rules is the next step. The conclusion is 
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the last stage and occurs when closing conditions are met, such as a time limitation or the 

determination of an arbiter. 

Van Eemeren and Grootendorst 

For Canadian culture and taxation communication rhetoric, the rhetoric of Van 

Eemeren and Grootendorst complements Power Distance and Pragmatism Hofstede 

Dimensions for Canadians. For Power Distance, in taxation dialogue, rules are 

established (e.g., in preparation for political debates) and an arbiter could be appointed to 

assist in resolving issues. According to Hofstede, “Canadian culture is marked by 

interdependence among its inhabitants and there is value placed on egalitarianism…and 

hierarchy in Canadian organisations is established for convenience.” An arbiter would be 

acceptable for this process. For Pragmatism, Van Eemeren and Grootendorst call for an 

application of the logical principles that are part of this Dimension, in which Canada is 

particularly strong.  Leveraging the van Eemeren et al. definition and Hofstede’s model, 

we can identify the following argumentation patterns acceptable to Canadians: Canadians 

value a straightforward exchange of information; Canadians are tolerant, and Canadians 

have a strong concern truth. We can then infer that Canadians would value a verbal and 

social activity of reasonable arguments grounded in rationality. This conclusion is 

validated in my analysis of the rhetorical appeals used in taxation communication in 

Ontario. Canadians (and Ontarians) are not a monolithic audience, and it is reasonable to 

assume that when politicians craft messages they are doing so for specific audiences with 

specific demographic data; they will not be speaking to “all Canadians” when they craft 

the messages for Ontario, but rather to the tax payers of Ontario. In Chapter 5 – 

Rhetorical Analysis – Part 1, I will bring these insights from Hofstede to bear on what I 

found regarding the HST rhetoric in Ontario.  

Chapter Conclusion 

This chapter presents the work of historical rhetoricians and what we can learn 

from them when introducing a new tax in the form of an annotated bibliography. There is 

value in this knowledge base for governments if they want to devise messages that result 
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in positive outcomes. Taxation is a difficult message for a government to convey without 

repercussions from the electorate, and past rhetoricians have much to teach us. I have 

shown how these rhetoricians left a legacy of ideas and concepts that could be referenced 

by in HST communication. Important in the review of extant literature was to consider 

not just rhetorical foundation but also works in fields other than rhetoric, such as 

economics, taxation and public policy, tax rhetoric, and argumentation in the context of 

Canadian culture. I have looked at the work of economists and rhetoricians that have 

shaped the field of economics and that are relevant to this analysis of tax policy (i.e., 

Sherman; Hasseldine; Hite, James and Toumi; Balgrave; Metcalf; Smart; and 

McCloskey). Rhetoricians that inform taxation and public policy (topics germane to any 

analysis of tax rhetoric) were included (i.e., Santolini; Geys and Vermier; Burden and 

Sanberg). For tax rhetoric, specifically, I looked at the works of Selzer, Robertson, 

Govier, Toulmin, the Enlightenment philosopher Rousseau, whose The Social Contract is 

a foundation of modern Western politics, and Roberts and Rose. To frame the foundation 

for modern tax rhetoric, I reviewed the work of Burton, Balgrave, and Dunmire. Lastly, 

to better understand argumentation as it applies to Canadian culture I looked at the work 

of cultural theorist Gert Hofstede, as well as his critics Joannidès, Wickramasinghe, and 

Berland.  The modern-day work of Van Eemeren and Grootendorst completed the 

literature review 

We have seen from the literature that taxation policy is a classic situation that 

calls for deliberative rhetoric that would persuade citizens to accept a new tax in 

exchange for government goods and services. We have also seen that the rhetoric might 

be effective in such persuasion depends, in part, on cultural and national values—such as 

they elaborated upon by Hofstede.   

In the next Chapter V - Methods, I describe the two step approach of (1) textual 

and rhetorical analysis and (2) interviews that I conducted that functioned as social 

commentary on what I have observed. My goal was to understand how and why 

Ontario’s democratically elected government sold the unpopular concept of the new HST 

tax to citizens. I address the “How?” through a study of the history of the HST and 
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rhetorical analysis of six extant HST communication examples (transcripts of the 

examples are provided in Appendix A). I address the “Why” through a summary of the 

results of interviews with a broad stakeholder base of politicians, political advisors, civil 

servants, and business leaders were directly involved in introducing the HST.
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CHAPTER IV 

METHODS 

A Two Step Approach: Text Analysis Followed by Interviews 

My goal in this research was to understand how and why Ontario’s 

democratically elected government sold the unpopular concept of the new HST tax to 

citizens.  I used a two step approach to understand the “How?” and the “Why?” 

• The “How?” is addressed through a textual analysis of six extant 

HST communication examples (transcripts of the six examples are 

provided in Appendix A for the benefit of readers).   

• The “Why” is addressed through interviews which function as a 

coda. 

In this chapter, you will find an introduction to the texts I analyzed and the 

individuals I interviewed. As a justification for taking this two step approach, consider 

that addressing the “How?” gives us only half of the picture…complete understanding 

can only come when the “How?” and the “Why?” are combined together. Therefore, 

to answer the “How?” I describe how each of the texts was rhetorically effective in 

supporting the government’s message that the HST is a good thing and should be 

accepted. Then, as a supplementary way of enriching my findings and answering the 

“Why?” I conducted interviews to obtain first-hand accounts from the people who 

were directly involved in developing the HST and communicating it. I spoke to a 

broad stakeholder base of politicians, political advisors, civil servants, and business 

leaders, that provided a wide range of viewpoints on getting Ontario to accept the 

HST. Chapter VII – Results then provides a summary of my key research finding that 

the HST was successful because the major stakeholders (politicians, civil servants, and 

business leaders) supported it and thought it was the right thing to do. 

Methods 
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In Approach 1, I analyzed extant HST communication examples to discover 

how the Ontario government communicated the coming HST launch. I followed best 

practices from my several decades of working in business that uses a logical sequence 

of investigative steps to identify publicly available HST communication examples, 

collect the examples, and analyze them based on rhetorical examples. 

In Approach 2, I first identified a snowball sample of stakeholders and then 

interviewed them to provide a commentary on the textual analysis. From personal 

experience from several decades of working in business, I developed a four-step 

process that is outlined in the flow chart shown in Error! Reference source not 

found. below. 

 

Figure 4-3: Research Methodology Steps  

Approach 1 “How?” - Step 1: Identify and collect publicly available HST 

communication examples 

As a first step, I searched for extant communication (i.e. generally available 

multimedia artefacts and press releases), as these are the most common artifacts used 

Approach 1: Analysis of 
extant HST 

communication 
examples - The "How?"

Approach 2: Coda on 
Textual Analysis  Findings 

- The "Why?"
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stakeholders and 

summarize findings
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to communicate taxation messages and readily available to anyone on the internet. The 

works had to be in the public domain. The following works were identified for review 

from a general internet search and provided by the research participants as documents 

that were publicly distributed as part of the Ontario Government’s HST 

communication initiatives. Their transcripts and images are provided in the Appendix: 

• Example 1: Strong Medicine Video 

• Example 2: OCC Media Release 

• Example 3: HST Pamphlet for Business 

• Example 4: HST Pamphlet for Consumers 

• Example 5: Tax Plan Brochure for Business 

• Example 6: HST Brochure for Consumers 

My goal in this rhetorical analysis of text was to identify the commonplace 

arguments, tropes, and other rhetorical moves that were evident in the text to explore 

how these were effective in communicating the need for the tax. Rhetorical analysis 

takes place across two chapters. The next chapter, Chapter V-  Rhetorical Analysis – 

Part 1, is a review of the extant communication examples that were provided by HST 

stakeholders (politicians, civil servants, and business leaders. The following chapter, 

Chapter VI – Rhetorical Analysis – Part 2 answers how the HST was introduced to 

Ontario. Then, in Chapter VI – Rhetorical Analysis - Part 2, I continue the analysis 

and draw on the work of cultural theorist Gert Hofstede to illuminate some of those 

findings about rhetorical strategies as they appeared to work in Ontario as seen in the 

Premier’s YouTube video example. Through the sections in Chapter V – Rhetorical 

Analysis – Part 1, I present a textual analysis of the Ontario Government’s rhetoric 

with regards to the HST through the lenses of rhetoricians useful for understanding tax 

communication: (1) Aristotle (Rhetorical Proofs), (2) Young, Becker, and Pike 

(Rogerian Rhetoric), and (iii) Habermas (Public Sphere Rhetoric). 

Approach 1 “How?” - Step 2: Analyze identified HST communication examples  
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As a second step, the extant source materials were reviewed and analyzed for 

common themes and threads of rhetoric. As a note, I had the video transcribed as well 

so all materials were in a written state. This permitted me to analyze the material. The 

written text equalized the data and removed potentially subjective and possibly 

erroneous interpretation of the elements of the data.  

For this rhetorical analysis, I had deliberately selected six extant HST 

communication examples that were in the public domain so that other researchers that 

chose to come after me could also use these examples to do their own research and 

form their own conclusions. Within the written versions of the source material, I 

looked for elements of similarities within the discussions that I then placed into 

categories. These categories were then reviewed against the rhetorical theories 

developed by the three main rhetoricians, i.e. Aristotle, Rogers, and Habermas. For 

Aristotle, I analyzed the categories for elements of ethos, pathos, and logos. For 

Rogers, and Habermas, I looked for elements of collaboration and consensus. Once 

these were identified, I qualified them against the rhetoricians’ works and theories and 

completed the analysis. 

Approach 2 “Why?” - Step 1: Identify snowball sample of stakeholders to provide a 

coda to the research from interviews 

After analyzing these texts, I wanted to obtain first-hand accounts from the 

people who were directly involved in developing the HST and communicating it. I 

needed a broad stakeholder base of politicians, political advisors, civil servants, and 

business leaders that would provide a wide range of viewpoints on getting Ontario to 

accept the HST. I spoke to 9 stakeholders who were directly involved in introducing 

the HST that provided me with a social historical perspective on the “Why?” of HST 

communication.  A summary of these stakeholder comments (presented as a coda to 

the research) is provided in Chapter VII – Conclusion that supports my observation 

that the HST was successful because the major stakeholders (politicians and civil 

servants and business leaders) believed it was the right thing to do for the province at 
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the time. As a second step, I then considered who should be part of the initial 

convenience sample.  The inclusion list included the politicians and senior civil 

servants who were responsible for formulating taxation policy, as well as broader 

public sector stakeholders; the broader public was not included as it is outside the 

scope of this dissertation.  

Here then are the individuals, organized by role, that spoke to me about the 

introduction of the HST and their contribution: 

• Elected officials:  

o Dalton McGuinty, the Premier of Ontario 

o John Wilkinson, made Minister of Revenue and charged by 

Premier Dalton McGuinty to “implement and promote” the 

HST 

• Leaders of the business coalition supporting the HST:  

o Bill Allen, President of the Tourism Industry of Ontario 

o Len Crispino, Head of the Ontario Chamber of Commerce 

• Senior Political Advisor to the Premier of Ontario: 

o Peter Wilkinson, Chief of Staff to the Premier of Ontario 

• Leading civil servants responsible for HST introduction:  

o Steve Orsini, Associate Deputy Minister, Office of the Budget, 

Taxation and Pensions 

o Chris Morley, Executive Director of Communications to the 

Premier of Ontario 

o Sean O’Connor, the Director of Communications in the Office 

of the Minister of Revenue responsible for developing and 

executing a communications plan for the HST 

• Leading economist supporting the HST: 

o Dr. Jack Mintz is a professor and a prolific author on the 

economics of the HST who was responsible for several in-depth 

analyses of the economic impact of the HST.   
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To get to them, I started with my own network of 500+ LinkedIn contacts. As 

of October 29, 2015, the popular business oriented social networking site LinkedIn 

reports that it is used by 500 million members around the world (Darrow, 2017). 

LinkedIn would be a useful starting point for any other researchers who would like to 

expand on this research, perhaps into the public sphere.  I identified and contacted a 

subset of 12 key potential participants from my 500+ LinkedIn contacts who had 

Ontario public sector ties. Two participants (Bill Allen and Richard Lundeen) of this 

subset of 12 introduced me to other participants, who then formed the interview base 

of 9 stakeholders. What follows is a brief introduction to each of the participants: 

Bill Allen  

Bill Allen is a former Deputy Minister with the Ontario Government.  At the 

time of the HST introduction, he was President of the Tourism Industry of Ontario, a 

group whose members were affected by the introduction of the HST and later 

benefited from a one-time transfer payment to smooth its introduction.  Currently, he 

provides consulting expertise for not-for-profit governance, strategic and business 

planning, government relations and organizational change management. Bill Allen 

also suggested other individuals who may have had a role in the introduction of the 

HST.   

Steve Orsini 

Steve Orsini is Ontario’s most senior civil servant, and is the former Associate 

Deputy Minister, Office of the Budget, Taxation and Pensions. At the time of HST 

introduction, he was the Associate Deputy Minister, Office of the Budget, Taxation 

and Pensions.  Currently, he is the Secretary of the Cabinet, Clerk of the Executive 

Council, and Head of the Ontario Public Service.   



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

64 

John Wilkinson 

John Wilkinson is a former Cabinet Minister, who served as Ontario Minister 

of Revenue, and was charged by Premier Dalton McGuinty to implement and promote 

the HST.   He was made Minister of Revenue and charged by Premier Dalton 

McGuinty to “implement and promote” the HST.  When interviewed, he was the 

President and CEO of Wilkinson Insight Incorporated, providing strategic insight to 

the private and public sector. Currently, he provides into the worlds of government, 

politics, the environment, financial services, and research and innovation through 

strategic advice, public speaking and lecturing and is Senior Vice President, 

Sustainability for GreenField Global Inc. 

Len Crispino 

Len Crispino is an experienced and successful businessman. At the time of the 

HST introduction, he was the Head of the Ontario Chamber of Commerce, an 

influential business lobby group that published Example 2: OCC Media Release.  

Currently, he is retired and owns the Foreign Affair Winery in the Niagara Peninsula 

in Ontario. 

Jack Mintz 

Dr. Jack Mintz is a professor and a prolific author on the economics of the 

HST (several works have informed this thesis).  At the time of the HST introduction, 

he was responsible for several in-depth analyses of the economic impact of the HST.  

Currently, he is the Palmer Chair of Public Policy, School of Public Policy, University 

of Calgary. 

Dalton McGuinty 

Dalton McGuinty is the former Premier of Ontario who introduced the HST. 

He served as the 24th Premier of Ontario from 2003 to 2013, and was the first Liberal 

leader to win two majority governments since Mitchell Hepburn nearly 70 years 

earlier. In 2011, he became the first Liberal premier to secure a third consecutive term 
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since Oliver Mowat (1872–1896), after his party was re-elected in that year's 

provincial election. In June 2013, McGuinty was named a senior fellow for the fall 

semester at Harvard University’s Weatherhead Center for International Affairs. He 

published a memoir with Dundurn Press in 2014 called Dalton McGuinty: Making a 

Difference about his life in politics that supported the HST introduction information 

captured during the one-on-one interview. 

Peter Wilkinson 

Peter Wilkinson is a senior political advisor/staffer to the Premier of Ontario 

with multiple roles in the Ontario government and its broader public sector. At the 

time of the HST introduction, he was the Chief of Staff to the Premier of Ontario. 

Currently, he is the Senior Vice-President of Industry, Regulatory, and Government 

Affairs with Manulife Financial, a leading Canada-based financial services group with 

principal operations in Asia, Canada and the United States for more than 125 years. 

Chris Morley  

Chris Morley is the VP Government Relations, OMERS (the Ontario 

Municipal Employees Retirement System, a pension fund created by statute in 1962 to 

handle the retirement benefits of local government employees in the Canadian 

province of Ontario).  At the time of the HST introduction, he was the Executive 

Director of Communications to the Premier of Ontario. 

Sean O’Connor 

Sean O’Connor is an experienced leader and strategic thinker with a reputation 

for strong communications skills, relationship building, and crisis management, who 

successfully steered some of the government’s most challenging issues and new 

initiatives.  At the time of the HST introduction, he was the Director of 

Communications in the office of the Minister of Revenue responsible for developing 

and executing a communications plan for the HST, including a multi-million-dollar ad 

campaign, the government’s first major social media campaign, direct business 

communications, quick response and province-wide tours. Currently, he is a Public 
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Affairs specialist and Masters student in Dispute Resolution at Osgoode Hall Law 

School, York University. 

Approach 2 “Why?” - Step 2: Interview stakeholders and summarize findings as a 

coda to the research 

Lastly, I interviewed stakeholders and summarized my key research finding 

that the HST was successful because the major stakeholders (politicians, political 

advisors, civil servants, and business leaders) believed it was the right thing for the 

province in Chapter VII – Conclusion. I conducted the interviews informally to allow 

the participants to be as free and candid as possible with their comments and to 

prevent any potential interviewer bias that would arise from a structured approach. I 

contacted the participants by telephone or email to introduce myself and my research 

goals.  I set up a suitable interview time and location and obtained their consent to 

participate in the research prior to the interview.  I then interviewed participants by 

asking open-ended questions to facilitate a dialogue about the participant’s 

background with HST introduction and communication. I took detailed notes and 

recorded the interview electronically where possible. As part of the interview process, 

I collected and stored personal information about the participants to pre-qualify them 

and evaluate their ethos11. If, at any time, the participants had decided that they did not 

want their information to be used, I would have stopped doing so upon being notified. 

The subjects had the right to access the personal information that I collected about 

                                                 

 

 

11 The following participant data was recorded: Interview Date and time; Participant Name; 

Unique Participant Number; Role (at the time of the HST communication); Employer (at the time of the 

HST communication); Current Role; Current Employer; Email (work and/or personal); Telephone 

number (work and/or personal); Experience / Background (in public service, politics, and 

communication). 
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them. Personal information included the participant’s name, role at the time of the 

HST introduction, current role, and experience and background in public service, 

politics, and communication. A potential risk to the subjects participating in the 

research was the inadvertent disclosure of sensitive or confidential government 

information through our one on one interviews. Each participant signed a release form. 

I used the following questions to informally guide the discussion (not all 

questions were asked of each participant because of the free-flowing nature of the 

discussions, which took place within a 60 to 90 minute timeframe):  

• How did the Ontario government persuade its stakeholders 

(businesses and citizens) to accept the HST?  

• What best practices should the Ontario government use to persuade 

citizens to accept unpopular events? 

• Do you think the HST is good for Ontario?  Why? Why Not? 

• What was your role in HST development and communication? 

• How were you and/or your stakeholders impacted by the HST? 

• What communication from the government and/or private sector do 

you recall about the HST?  Why? 

• 5 years on, do you think the HST is beneficial? 

• Do you think HST was communicated effectively to citizens?  

Why? Why not? What would you do differently? 

• Do you think HST was communicated effectively to businesses? 

Why? Why not? What would you do differently? 

Methodological discussion and justification of my approach 

Research conducted in humanities disciplines, like rhetoric, is sometimes 

criticized as not being replicable and aggregable. To ensure replicable results, all 
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artifacts are in the public domain. The artifacts were provided during discussions with 

participants, and a YouTube video, press release, and website was used as these are 

ubiquitous and common forms of communication today. According to Haswell 

(Haswell, 2005, p. 198), my research could be considered aggregable because it 

includes: 

• Data resulting from a set procedure of observation, elicitation, or 

analysis: I have interviewed selected participants. 

• Study of texts or human participants picked randomly or through an 

explicit and transferable system of selection: My study includes 

human participants explicitly picked from own personal contacts in 

the public sector, that are also available to other researchers as such. 

• Review of past research or texts, with parameters set, items fully 

reported, and an effort to be exhaustive: I developed a 

comprehensive reading list and analyzed rhetorical  

• Textual analysis through a systematic scheme that can be applied 

and followed by others. 

Both the “How?” and “Why?” goals can be considered interpretivist in nature 

as Kathryn Northcut reflected on the works of Lincoln and Guba in her 2004 

dissertation The Making of Knowledge in Science: Case Studies of Paleontology 

Illustration. Northcut wrote that research goals require a research approach using the 

document analysis and interview methods. Interpretivist research, or naturalistic 

inquiry, can help us understand the “Why?” because it illustrates rather than provides 

a truth test. It is this type of research that can best provide insight on how political 

parties communicate when navigating the challenges of introducing new tax, such as 

the HST.  

The advantage of the open-ended interpretivist approach is that it allows for 

the discovery of unexpected knowledge, perhaps through serendipitous discovery. But 
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is there such a thing as serendipitous discovery in research? Researchers Gary Fine 

and James Deegan seem to think so. They examined conceptions of serendipity in a set 

of classic and recent fieldwork accounts and looked at the ways these conceptions of 

serendipity become embedded in the processes by which we incorporate and embrace 

temporal, relational, and analytical aspects. They rejected the perspective that it is a 

roll of the dice that determines serendipity and instead argued that serendipity is the 

interactive outcome of unique and contingent "mixes" of insight coupled with chance 

(Fine and Deegan, 1996, p.1). Certainly, there is always a chance or unplanned 

component of research when collecting and interpreting data, particularly in the case 

of an interpretivist goal that seeks to understand the “Why?”. It is not that anything is 

possible, but perhaps that a range of things are possible, and what is previously 

unexplained may be a result of contingencies that are not fully comprehended (Manis 

and Meltzer, 1994, p.48). I believe, like Fine and Deegan, that serendipity involves 

planned insight coupled with unplanned events, which is core to the philosophy of 

research (Fine, 1983) in the humanities where insight is valued. And the display of 

serendipitous claims may even be considered a rhetorical strategy.  

Theoretically, I agree with Haswell (Haswell, 2005, p.198) that research 

findings should (ideally) be RAD (Replicable, Aggregable, and Data Driven).  

Empirically, however, I differ as research of an interpretivist nature is challenged to 

address these criteria fully. But first, let us review Haswell’s definition of scholarly 

investigation: 

RAD scholarship is a best effort inquiry into the actualities 

of a situation, inquiry that is explicitly enough systematized 

in sampling, execution, and analysis to be replicated; 

exactly enough circumscribed to be extended; and factually 

enough supported to be verified…Numbers may assist but 

do not define RAD scholarship. (Haswell, 2005) 

Haswell tells us that RAD investigation is not observation-based theory, which 

is “going a step beyond the data to honor the data” (Haswell, 2005, p. 201), or the 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

70 

research practices of empiricists, which “challenge or extend each other’s finding” 

(Haswell, 2005, p. 201), or the venerable scientific knowledge, which does not just 

accumulate, as do objects in a museum, but advances because it makes itself an object 

of criticism (Haswell, 2005, p. 201). In RAD, data are 'potentialized' (Haswell, 2005, 

p. 198). As an example of effective RAD scholarship in the humanities, within which 

my study of the rhetoric of taxation falls, Haswell cites Bean’s 1999 study of gender 

effects that include pieces of student discourse as acts of resistance.  In this study, to 

help scholars understand and use these data, Bean sets up a transferable method of 

sampling, eliciting, recording, and transcript analysis that is clearly RAD (per 

Haswell). For example, Bean identifies the tutors as graduate students working for one 

semester in a writing center and teaching first year composition at the same time. Bean 

then picks seven tutors using a method of controlled random selection, three male and 

four females (one herself) to study tutor-student interactions, and finally Bean tapes 

and transcribes the first 1,000 words of nine conferences to investigate talk time. From 

this work, Bean identifies clear evidence of male tutor domination (Bean, 1999, p.127-

143).  Now, it does not matter that Bean’s data are scanty or that one of the 

participants was herself: Bean’s study still functions as RAD inquiry. Haswell goes on 

to tell us that RAD methodology is ‘there to deal with research imperfections, which 

exist in every piece of research ever done. If any scholar questions the inferences Bean 

draws from her findings, she has described her system so it can be replicated and her 

conclusions tested’ (Haswell, 2005, p. 198).  

The Bean example notwithstanding, applying Haswell to my research on the 

rhetoric of taxation conflicts with my research’s interpretivist goals as my research 

meets only the Replicable tenet of RAD; I have identified six extant communication 

artefact examples that can be referred to by future scholars. Obtaining aggregable 

results and ensuring data driven results are more challenging and not possible within 

the constraints of the interpretivist research goal. I therefore engaged in one on one 

interviews with politicians and senior civil servants responsible for formulating 
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taxation policy and representing the Ontario government, its political parties, and its 

citizens (who are the audience for taxation communication).  

However, there is no way to measure the internal validity of the information 

obtained from the one-on-one interview.  If asked whether I measured the concept I 

wanted to study, there is no satisfactory answer.  If looking to assess the credibility of 

the data, we can see that because the participants are the people responsible for the 

introduction of the HST my research has credibility. While an interview is 

traditionally a structured conversation between a researcher and a respondent (Hughes 

and Hayhoe, 2007, p. 83), I acted as interviewer and recorder. My interviewing 

method was semi-structured and flexible enough to allow for useful discussions to 

serendipitously capture and discover meaningful information. This meaningful 

information then formed a coda to my research. Here is the method I followed: 

 

Figure 4-4: Interview Methodology 

I took direction from Kvale, who said interview intent should be to identify 

meaning and themes and come away with a deep understanding of what the 
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interviewees say (Kvale,1996).  The one-on-one interviews I conducted were the key 

to understanding the story of the HST. While an interview is sometimes used as a 

follow-up to a questionnaire, the one-on-one interview was my main source of 

information to identify effective taxation rhetoric.  I interviewed politicians, political 

advisors, civil servants, and business leaders responsible for formulating taxation 

policy (and who represented the interests of Ontario’s businesses), and then examined 

communication artifacts shared with me to analyze the government’s pro-HST 

messages.  

But can the interview method be considered qualitative research? It is true that 

qualitative research relies on information gathered to understand perceptions, attitudes, 

and the reasoning behind actions; however, “qualitative data require and support much 

deeper analysis” (Bazeley, 2009, p.1).  When conducting research, we systematically 

collect and analyze observations to discover new knowledge that we can leverage to 

inform our decisions. And we can also conduct research quantitatively or qualitatively, 

or use a combination of both where applicable: quantitative research can rely on 

statistical data analysis to understand trends and identify outcomes (e.g. to identify the 

number and types of messages used to promote HST adoption); qualitative research 

relies on methods such as interviews to identify root causes (e.g. to identify why the 

message used to promote HST adoption was successful). Because the focus of my 

research is on what makes tax communication effective, not how often tax 

communication takes place, there is a perceived qualitative aspect to my research…but 

my research cannot be strictly classified as qualitative. 

For this reason, I considered the analysis of qualitative sampling methods by 

Amy Koerber and Lonie McMichael (Koerber and McMichael, 2008). Although 

written from a health-care perspective, their advice is broadly applicable to all 

technical communication research. In their analysis, Koerber and McMichael identify 

primary sampling techniques, describe how to select them, and discuss how much data 

is enough. The most ubiquitous qualitative research technique identified is 

convenience sampling, a technique sometimes called accidental (Burnard, 2004, p. 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

73 

176-181), or opportunistic (Barton, 2001, p. 309-332) sampling: simply put, the 

convenience sample consists of participants who are available and easy to contact 

(Koerber and McMichel, 2008, p. 454-473). And a resulting subset of convenience 

sampling is snowball sampling, in which the initial sample of convenience participants 

is expanded from recommendations or referrals to other potential participants” 

(Koerber and McMichel, 2008, p. 463). I successfully obtained a snowball sample to 

inform my analysis of the rhetoric of how HST was introduced in Ontario. The 

audience for this thesis is interdisciplinary and goes beyond the field of technical 

communication to the political, economic, and public sector realms, and I offer them 

authentic comments from key individuals who directed the HST adoption. 

Chapter Conclusion 

For my rhetorical analysis, I had deliberately selected six extant HST 

communication examples that were in the public domain so that other researchers that 

chose to come after me could also use these examples to do their own research and 

form their own conclusions. Within the written versions of the source material, I 

looked for elements of similarities within the discussions that I then placed into 

categories, which I reviewed against the rhetorical theories developed by the three 

main rhetoricians, i.e. Aristotle, Rogers, and Habermas.  

I analyzed the categories for elements of ethos, pathos, and logos and looked 

for elements of collaboration and consensus. Once these were identified, I qualified 

them against the rhetoricians’ works and theories and completed the analysis. This is 

presented in the next Chapter V – Rhetorical Analysis – Part 1.  Then, in Part 2 I 

continue the analysis and draw on the work of cultural theorist Gert Hofstede to 

illuminate some of those findings about rhetorical strategies as they appeared to work 

in Ontario.  

As a follow-up, I conducted interviews with 9 stakeholders that were the 

politicians, political advisors, civil servants, and business leaders that were directly 

involved in HST communication. This two-phased approach provided insight into the 
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“How?” and “Why?” of Ontario government HST communication.  Not surprisingly, I 

found that HST communication was successful because the major stakeholders 

(politicians, political advisors, civil servants and business leaders) believed it was the 

right thing for Ontario. This information is summarized as a coda in Chapter VII – 

Conclusion. 
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CHAPTER V 

RHETORICAL ANALYSIS – PART 1 

Rhetorical analysis takes place across two chapters. This chapter, Chapter V-  

Rhetorical Analysis – Part 1, is a review of the extant communication examples that 

were provided by HST stakeholders (politicians, civil servants, and business leaders. 

Chapter VI – Rhetorical Analysis – Part 2 answers how the HST was introduced to 

Ontario. Additionally, in Part 2, I continue the analysis and draw on the work of 

cultural theorist Gert Hofstede to illuminate some of those findings about rhetorical 

strategies as they appeared to work in Ontario as seen in the Premier’s YouTube video 

example. Through the sections of Chapter V, I present a textual analysis of the Ontario 

Government’s rhetoric with regards to the HST through the lenses of (1) Aristotle 

(Rhetorical Proofs), (2) Young, Becker, and Pike (Rogerian Rhetoric), and (iii) 

Habermas (Public Sphere Rhetoric).  

It is important to note that the Ontario government was constrained by the 

mandate from Office of the Auditor General of Ontario (Auditor General) to present 

only factual material, meaning present nonpartisan and not a positive reflection of the 

current government (Government Advertising Act, 2004, S.O. 2004, c. 20 - Bill 25). 

The Auditor General serves (and is accountable to) the Legislative Assembly and the 

citizens of Ontario by conducting and reporting the results of value-for-money 

analyses, financial audits, and reviews. In so doing, the Auditor General helps the 

Legislative Assembly hold the government, its administrators, and grant recipients 

accountable for how prudently they spend public funds. The authority of the Auditor 

General is legislative, from the Auditor General Act and the Government Advertising 

Act, 2004, and it is the responsibility of the Auditor General to review and decide 

whether to approve certain types of proposed government advertising. The need for 

this scrutiny arose in the mid-1990s, when legislators expressed concern about the 

appropriateness of the government’s use of public funds for advertising that could be 

considered to further partisan interests. In late 2004, the Legislative Assembly enacted 
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the Government Advertising Act, 2004 (Act). This Act prohibits government 

advertising that may be viewed as promoting the governing party’s interests by 

fostering a positive impression of the government or a negative impression of any 

group or person critical of the government. Under the Act, advertisements must be 

submitted to, and approved by, the Auditor General before they can be used.  I 

interpreted this to mean communication without emotion (pathos) and attempts at 

political influence through rhetoric. 

HST Communication Examples 

Six extant examples of HST communication are available for analysis through 

rhetorical proofs, Rogerian rhetoric, and public sphere rhetoric that inform the 

structure of pro-tax communication arguments. These examples include a video 

message, media releases, pamphlets, and brochures, and represent communication 

from both government and private sector stakeholders in HST adoption. 

Example 1: Strong Medicine Video 

Example 1 is the Strong Medicine video, a one minute and six-second-long 

face-to-face English language12 video of Dalton McGuinty, then Premier of Ontario, 

                                                 

 

 

12 Unlike Canada, the province of Ontario is not officially bilingual; however, the Ontario 

government's French Language Services Act (1986), which applies only to provincial government 

services, has designated 25 areas of the province where provincial ministries and agencies are required 

to provide local French-language services to the public. An area is designated as a French service area if 

the francophone population is greater than 5,000 people or 10 per cent of the community's total 

population. According to the 2011 Canadian census, there were 493,300 self-declared francophones in 

Ontario (declaring one mother tongue) including 3.9% of the province's total population. They are the 
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directly addressing the camera audience that is available on the popular video-sharing 

YouTube website. The video was uploaded on June 21, 2010, just prior to the launch 

of the Harmonized Sales Tax (HST).  In the video, Premier McGuinty gives a 

statement outlining his government’s vision for a new tax. The Premier addresses the 

audience from what appears to be an Ontario middle class backyard in mid-summer. 

Premier McGuinty is dressed neatly in casual clothes as opposed to the traditional 

conservative-looking business suit he may wear to a public press conference.  He 

wears a conservative bluish-grey open necked long sleeve shirt with dark colored 

pants; the blue-grey hues are likely to produce a feeling of security and trust in the 

Premier among viewers.13 

His left hand is folded over his right, with his wedding band prominently 

visible, making a connection with the traditional and typical family he is addressing in 

the video.  His left sleeve is subtly higher on his wrist, displaying an analog watch: 

this could be interpreted as reaching out to an older generation or as a representation 

of the tax bringing the province from the past into the future.  The way his body is 

                                                 

 

 

largest French-speaking community in Canada outside of the province of Quebec and the largest 

minority language group within the province of Ontario. 

13 “Blue is probably the most popular color on the campaign trail. Dark blue makes us feel like 

the person wearing it is smart, together, and trustworthy. It’s also the number one color to wear to a job 

interview and the applicants for president know that. Alternatively, look for candidates who want to 

appear like “regular average Americans” when they wear light blue shirts with the sleeves rolled up. 

Candidates who are accused of lying or being phony often sport a lot of dark blue to psychologically 

counter that image. Black can give an air of authority or power so you will see these a lot during the 

election season, especially at more formal events. Dark gray makes the candidate seem very 

conservative. Light grays, blues, and other soft colors make the candidate appear social and 

approachable” (Between The Lines: How Politicians Use Color Psychology To Win Your Votes, 2012). 
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positioned in the backyard is well staged, as Premier McGuinty is framed by a large 

tree on the right and new saplings on the left.  The backdrop is a green and lush 

growing environment.  The Maple tree on the right is a symbol of Ontario and its trunk 

is straight and large, symbolizing strength and resilience.  The saplings on the left 

provide the audience with a symbol of growth and future prosperity Premier 

McGuinty is saying the tax will bring to Ontarians.  

 Within Premier McGuinty’s address, a compelling argument for the HST is 

made to the primary audience of Ontario’s citizens; the professional business, 

manufacturing, and union sectors are a secondary audience in the video.  Despite 

Premier McGuinty’s high and important status as the Premier of Ontario, he looks like 

“one of us” and speaks in a compelling and conversational tone.  The video’s message 

is one of reassurance to the audience of the benefits of the HST tax that was a fait 

accompli.  The video serves to mitigate the challenge of introducing the tax to the 

public while still maintaining the Ontario government’s political capital.  It does this 

eloquently and well.  A link to the video and a transcript of the audio portion of the 

video is included in the Appendix. 

Example 2: OCC Media Release 

The OCC (Ontario Chamber of Commerce) is a leading business advocacy 

group in Ontario and the independent, non-partisan voice of Ontario business that 

defends business priorities at Queen’s Park (the Toronto-based home of the 

Legislative Assembly of Ontario where Ontario’s elected representatives work) on 

behalf of its network’s diverse 60,000 members.  

Example 2 is the OCC’s 256-word media release of July 29, 2010 in support of 

the HST targeting the many smaller businesses that had objected to the tax.  The 

release consists of two paragraphs.  The first paragraph outlines the importance of the 

reform as determined by a coalition of business leaders, which lends authority to the 

release.  The second paragraph expounds on the cost savings to be achieved by doing 
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away with the old Retail Sales Tax.  The remaining section of the release is a list of six 

bullet points pointing out the positive impacts of the single HST sales tax. 

From a design standpoint, the webpage on the OCC site where the release 

resides is titled “Canada day a cause for celebration in Ontario sales tax reform will 

spur investment and job creation.” This long title includes specific key words and 

terms, such as “Canada Day”, “cause for celebration”, “sales tax reform”, “spur 

investment”, and “job creation”.  These search words easily point an interested netizen 

to this announcement. These words would have positive associations for the audience, 

offering a patriotic reference as well as terms of accomplishment.  These search words 

easily point an interested netizen to this announcement. 

The release and its format reveals that while the OCC had been pushing the 

government for years to introduce a version of the HST, many small businesses 

objected to changes in the existing tax code (despite its financial benefits for business 

from eliminating multiple levels of taxation).  As the government was developing the 

new HTS tax plan, the OCC campaigned vigorously within the business community in 

support of the HST.  Following the implementation of the HST, the OCC continued its 

campaign of support for the HST as it feared a potential rejection of the HST through 

a referendum (as had recently happened in British Columbia14) or potentially at the 

next provincial election.  A reversal of the HST would undo the efforts of the OCC, 

and the OCC campaigned heavily through the media to prevent this.  The press release 

is one way it did so. 

                                                 

 

 

14 On June 23, 2011, British Columbians voted in a province wide referendum to scrap the 

province’s controversial harmonized sales tax. The results of the referendum were that 54.73 per cent of 

the voting population who took part in the mail-in referendum voted in favor of repealing the tax. (B.C. 

votes 55% to scrap HST, 2011)  
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Example 3: HST Pamphlet for Business 

Example 3 is an HST pamphlet for the business audience.  Following the 

introduction of the HST tax plan, the Ontario government printed a tri-fold 8 ½ x 11-

inch multi-colored glossy pamphlet in February 2010 about the HST.  The pamphlet 

has a white background with dull red, blue, and grey trim.  It has a title page and 

information back page.  Within the document are four main headings on four of the six 

pages, complete with sub-headings and bullet points that emphasize numerical values.  

The headings highlight key factors behind the tax change such as “Jobs and Growth”, 

“Implementation of the HST”, “Cutting Corporate Tax”, and “Eliminating Hidden 

Tax”.  The text is easy to read and relatively uncluttered by copious text or gratuitous 

graphics that could contribute to a chaotic design.  The use of space is critical.  The 

use of white space, or negative space, is important in good design. Rebecca Hagen and 

Kim Golombisky’s book White Space is not your Enemy argues that “white space is 

nice” and that “using white space improves visual communication” (Hagen and 

Golombisky, 2013). Bolded text is also used to emphasize specific savings for 

businesses.  The pamphlet contains three small photos of different delivery of food 

products, grocery store shelves, and restaurant with diners and butcher shop.  

Although the images show the various points where tax would be collected, their use 

could be considered exclusionary, as the audience for the pamphlet is the broader 

small businesses community, not just small food businesses.  

The pamphlets were distributed through direct mailings to registered Ontario 

corporations, as part of tax bills, and at government offices.  The pamphlet was 

available in English and French, and a scan of the English version is provided in the 

Appendix.  This pamphlet (approximately 200 words) describes the tax changes that 

will result from the introduction of the HST for businesses, and makes a compelling 

argument for why the HST is a good thing.  As a government issued communication, 

the pamphlet served to inform and address the specific concerns of small businesses.  
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Businesses were directed to the Canadian federal government HST website15 for 

further information as the federal government administers the HST.  

Example 4: HST Pamphlet for Consumers 

Example 4 is an HST pamphlet for the consumer audience.  After the HST tax 

plan was introduced on July 1, 2009, the Ontario government issued a consumer-

directed pamphlet about the positive changes that can be expected from the HST.  The 

pamphlet “Tax Changes for a Stronger OntarioWhat the changes mean to you” 

issued in December of 2009 was aimed to get consumer buy-in to the tax changes.  

The pamphlet is a 10x15-inch multi-colored tri-fold document.  It has a white 

background, except for the third and fourth text page that has a grey background.  The 

trim is in the dull red, blue, and grey colors typical of other government pamphlets of 

the time.  It has a cover page and information back page that encloses four pages, three 

containing headers: Why now?  Savings for You, and Eliminating a Hidden Tax on 

Consumers.  The fourth text page contains a text box and bullet points highlighting 

items that will not be affected by the HST.  Three images of people at work in small 

                                                 

 

 

15 “Under federal-provincial agreements, the Canadian federal government is responsible for 

administering the Harmonized Sales Tax (HST). Two federal organizations are particularly important in 

this context: The Department of Finance and the Canada Revenue Agency (CRA). The Department of 

Finance makes federal tax policy. Tax collection, interpretation, enforcement, and client service / 

education are carried out by the CRA. While the HST is made up of federal and provincial value-added 

taxes, both are collected by the federal government which, in turn, forwards the provincial portion of 

the tax to the respective provincial government. More specifically, collection activities are performed 

by the CRA, which is responsible for the administration of federal taxes in general. Businesses and 

service providers in participating provinces need to register with CRA for HST, and remit the tax to the 

federal agency on annual or semi-annual basis. Additionally, the CRA handles administering the HST’s 

system of rebates and input tax credits.” (Makarenko, 2010)  
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businesses are placed across the top of the first and second text pages.  On the third 

text page are images of comparisons of items as they stand with the then current RST 

versus the new HST. 

The information sections present information of interest to consumers and 

businesses and support the concept that the HST will bring out an economically 

stronger Ontario.  It is not unreasonable to expect that the government would have 

been concerned over the survivability of the HST Act and the government itself.  The 

unrest that followed British Columbia’s implementation of its HST earlier that year 

was an indication of the potential forces opposing such unpopular tax plans.  As 

mentioned earlier, British Columbia’s voters were livid over a tax plan that had been 

publicly rejected by the government prior to British Columbia’s 2009 election yet 

brought in by the British Columbia government after the election There was a 

movement for a tax referendum by British Columbia’s businesses and general 

population, a movement that it would not be hard to believe the Ontario government 

wanted to head off.  As part of the Ontario public education about the HST, these 

pamphlets were written in English and French.   

Example 5: Tax Plan Brochure for Business 

Example 5 is a brochure on the tax plan for business.  Around the same time 

the consumer pamphlet was released in December 2009, the Ontario Government 

provided the brochure “Ontario’s Tax Plan for Jobs and Growth: Cutting Personal and 

Corporate Taxes and Harmonizing Sales Taxes.  This brochure is a 25-page 

description of the highlights of the HST tax plan.  Printed on 8 ½ x 11-inch papers and 

then folded and stapled into a compact brochure, the cover and back page are matte-

finished with the standard dull red, blue, and grey trim found in the pamphlets of the 

time.  There is contact information on the inside of the front cover and on the back 

page.  The brochure contains a table of contents, followed by plain text and charts on 

white space.  The text is easy to read, with bullet points interspersed for clarity of 

facts. 
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 This brochure was directed at the business audience, and outlines the Ontario 

government’s tax plan.  The brochure was made available to all business and 

distributed through direct mailings to registered Ontario corporations, as part of tax 

bills, and at government offices.  As small businesses could be the strongest opponents 

of the tax plan, the government had to sell the HST to them to reduce their opposition.  

The pamphlet educated businesses, and directed them to the federal government who 

administered the tax.  As per all government releases, the pamphlet was printed in 

English and French; the English version is provided in the Appendix.   

Example 6: HST Brochure for Consumers 

Example 6 is a brochure describing HST changes for consumers.  Written prior 

to the enactment of the HST, the Ontario Government provided this brochure for 

consumers that explained the coming HST changes.  This 12-page brochure was 

printed on 6 x 9-inch paper, folded, and stapled in half.  One-half of the brochure is in 

English and the other half is in French.  The brochure contains two pages of HST 

explanation text with seven pages containing tables, the second last page, for each 

language, containing footnotes.  The last page in each section contains contact 

information for questions.  The cover page, first two inside pages and last page of each 

language section uses the Ontario government’s light green background.  The tables 

and footnotes are printed on a white background, making these pages very easy to 

read.  The tables are broken into many different consumer categories, such as food and 

beverages and home services.  Each section has four columns that contain the item 

description, GST-taxable before July 1, 2010, PST-taxable before July 1, 2010, and a 

column outlining if there is a change to the amount payable under HST.  

The categories provided a complete list of the exemptions, products, and 

services that were affected by the tax.  The goal of the brochure was to provide 

information on the impact of the HST while mitigating any general speculation over 

perceptions by the public that the tax would hike up the costs of everything.  This 

brochure was made available at government offices. 
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Rhetorical Analysis of HST Communication 

As we have seen in the introduction of these six examples of HST 

communication, a lot of rhetorical moves are clear to the reader or viewer. Choice of 

dress conveys a respectable ethos in the premier’s video, for example, while design of 

the pamphlet conveys a sense of order though judicious use of white space. The text 

continues to reveal rhetorical moves upon closer word and sentence level examination. 

To conduct such analysis, I rely on three scholars who are associated with rhetorical 

analysis. It is to those scholars and that analysis we turn to now. 

Rhetorical Analysis Based on the Aristotelian Patterns of Argument 

Aristotle’s argument pattern can be seen in our six extant examples of typical 

political and government communication (note: transcripts are provided in the 

Appendix for the benefit of readers): 

• Example 1: Strong Medicine Video 

• Example 2: OCC Media Release 

• Example 3: HST Pamphlet for Business 

• Example 4: HST Pamphlet for Consumers 

• Example 5: Tax Plan Brochure for Business 

• Example 6: HST Brochure for Consumers 

Classical rhetoric, as systemized by Aristotle, has a strong aural tradition, and 

is useful when trying to persuade the audience through the appeals of ethos, pathos, 

and logos. In Classical rhetoric, the process of preparing an argument has five stages: 

• Stage 1 – Invention, in which we identify the arguments and how to 

present information persuasively 

• Stage 2 – Arrangement, in which we organize the arguments and 

information in the most effective way  
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• Stage 3 – Style, in which we use the right language to present the 

arguments 

• Stage 4 – Memory, in which we memorize and practice argument 

delivery  

• Stage 5 – Delivery, in which we present arguments using the 

appropriate voice and gestures for the audience 

Today, these five stages are still relevant (we see them used most often in 

courtroom legal arguments).  However, for political and public forum discourse for 

taxation the memory and delivery stages need a more current approach for argument 

arrangement. In this regard, Singer et; al. provides me with a useful five-step argument 

pattern that I can use to analyze the six examples in the style of Aristotle (Singer, 

Minardi, and Ahmed, 2008). Singer et al.’s five stages, while not identical to 

Aristotle’s, derive from Aristotle’s baseline.  For example, Aristotle’s Invention and 

Singer et al.’s Introduction both identify the strategy for the argument (what are the 

issues, what is the background for the arguments, what is the strategy for presenting 

the arguments).  Aristotle’s Arrangement and Singer et al.’s Proposition are similar 

because they organize the arguments by stating the central proposition and presenting 

any supporting points for the arguments.  In Aristotle’s Style, we choose the right 

language to present the arguments, but in Singer et al.’s Refutation we review any 

potential opposing arguments—the result is the removal of any arguments that do not 

serve our purpose. Aristotle’s Memory does not have a direct tie-in to Singer et al.’s 

Substantiation and Proof; however, in Substantiation and Proof we leverage Aristotle’s 

appeals of ethos, pathos, and logos to make our argument, in a way determining 

effective argument delivery. Aristotle’s last stage is Delivery, in which we present our 

arguments, which corresponds to Singer et al.’s Conclusion in which we sum up our 

arguments.   
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For me, Singer et al.’s approach had the broadest relevance for HST tax 

communication, as evidenced in the following examples. 

 

Figure 5-5: Typical Aristotle Argument Pattern 

Singer et al.’s adaptation of Aristotle’s methodology is evident in our six 

examples of HST communication: the pattern of moving from introduction to 

conclusion is evident in the examples.  All of them build their case incrementally, 

moving from introduction, to proposition, to refutation, to substantiation and proof, to 

conclusion. 

Introduction Proposition Refutation
Sustantiation 

and Proof
Conclusion
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Aristotle Argument Analysis - Example 1 [Strong Medicine]    

In Example 1 [Strong Medicine] the introduction presents that the HST is the 

best and right thing to do.  The proposition follows, which states that the HST will 

create jobs.  A refutation that the HST will be “strong medicine” presents a rebuttal to 

a potential question from any opposition.  To substantiate the argument that the HST 

will create jobs, the video makes the points that Ontario will have more money and 

that tax relief will be provided to those who need it.  The conclusion reiterates the 

introduction: the HST is the right thing because it creates opportunity for Ontarians 

today and in the future.   

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 1 [Strong Medicine Video]: 

Table 5-1: Aristotle: Example 1 [Strong Medicine Video] 

Aristotelian Argument Analysis: Example 1 [Strong Medicine Video] 

 

Introduction The Introduction to the argument is that the implementation of the 

HST is the best and right thing to do. The introduction is almost 

poetical. It appears after the logical argument statement by Dalton 

McGuinty, the Premier of Ontario responsible for the HST 

introduction, who says that Ontario is emerging from its recession 

and economic growth is on its way. Monorhythmic text segments 

are used to appeal to the ear when spoken and evoke a positive 

• The HST is the best 
and right thing

Introduction

• The HST will create 
jobs

Proposition
• The HST will be 

"strong medicine"

Refutation

• We will have more 
money

• We will provide tax 
relief

Sustantiation 
and Proof • The HST is the right 

thing becuase if 
creates opportunity 
today and in the 
future

Conclusion
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Aristotelian Argument Analysis: Example 1 [Strong Medicine Video] 

emotional response from the listener. Examples of include “…to 

create more jobs top economists agree…” and “…the most 

important thing we can do is to adopt HST…” The video’s 

backdrop is a summer backyard, and the Premier is seated and 

casually dressed. He is delivering a ‘good news’ message overall, 

and the rhymes supports this message in a fun and casual way.  

Proposition The Proposition supports the initial argument that the HST is a 

good thing is that HST will create jobs. HST adoption promises to 

“reduce the cost for employers by billions of dollars.” Jobs will be 

created because this cost savings can now be invested “…in new 

equipment, new machinery, and new plants.” The result is that “it 

will create hundreds of thousands of new jobs.” 

Refutation For the Refutation, the video’s narrative refutes arguments against 

the HST by deflecting to what the economy needs, as this helps all 

Ontarians. The use of the pronoun ‘we’ by the Premier is inclusive, 

implying that we (all citizens of Ontario) are together in the 

struggle to make the economy stronger together. The Premier says, 

“I know the HST is strong medicine, but it is what we need to build 

a strong economy.” 

Substantiation 

and Proof 

In the case of Substantiation and Proof, an argument is made that 

suggests that businesses will reinvest the money in the economy 

although no data is supported the argument that the HST will create 

jobs. The implication is that growth and new jobs will be created 

with “…money they can now invest in new equipment, new 

machinery, and new plants.” This is a weaker part of the argument, 

as re-investment can depend on several other factors (such as 

competition), not just the availability of capital. However, the 
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Aristotelian Argument Analysis: Example 1 [Strong Medicine Video] 

Premier does acknowledge that “…some things will cost us more as 

consumer.” To mitigate this, he says, “we are providing tax relief 

for working families and those who need it most.” Again, the 

Premier uses the pronoun ‘we’ to show that it is not just his role to 

adopt the HST, but everyone’s.  

Conclusion The Conclusion is simply said and reiterates the Introduction’s 

premise that the HST is a good thing for Ontario. The simple 

conclusion reaches the listener through an emotional appeal from 

evoking the benefits to ‘our’ children and grandchildren that will 

arise from HST adoption, as “the HST won’t just provide jobs for 

today, it will create opportunity for our children and 

grandchildren.” 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

90 

Aristotle Argument Analysis - Example 2 [OCC Media Release] 

In Example 2 [OCC Media Release], the introduction introduces the argument 

that the HST is needed and is important to Ontario’s economy. The proposition then 

states that the HST is the right thing, a sentiment also presented in Example 1 [Strong 

Medicine Video]. In the refutation, we learn that high taxes will be the result is the 

HST is not adopted. As substantiation and proof, data from Smart Taxation Alliance 

members are presented (the Smart Taxation Alliance is a non-partisan alliance of 30 

business and industry groups formed to support the job-creating benefits of the HST). 

The example concludes with the statement that the HST is the right thing because it is 

supported by prominent business people.  

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 2 [OCC Media Release]:  

Table 5-2: Aristotle: Example 2 [OCC Media Release] 

Aristotelian Argument Analysis: Example 2 [OCC Media Release] 

 

Introduction In the Introduction, the Ontario Chamber of Commerce media 

release communicates the need for the HST and calls it a 

“significant milestone for Ontario’s economy.” The Ontario 

business coalition says that, “This Canada Day will mark a 

significant milestone for Ontario’s economy and long term 

• The HST is needed 
and its aoption is 
important for 
Ontario's economy

Introduction

• The HST will is the 
right thing

Proposition
• If we don't adopt the 

HST, high taxes will 
continue

Refutation

• Facts and figures from 
OCC and quotes from 
Smart Taxation 
Alliance Members

Sustantiation 
and Proof • The HST is the right 

thing because it is 
supported by 
prominent business 
people

Conclusion
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Aristotelian Argument Analysis: Example 2 [OCC Media Release] 

prosperity…which is the planned harmonization of the Ontario 

Retail Sales Tax (RST) with the Federal GST.” 

Proposition Like the Proposition put forward in the Strong Medicine video that 

the HST is a good thing, the Proposition of the Media Release is 

that the HST is the right thing to do to improve the economy. The 

planned harmonization of the Ontario Retail Sales Tax (RST) with 

the Federal GST is the most important measure available to 

stimulate economic recovery and ensure Ontario’s prosperity. 

Refutation The Refutation states the inefficiencies and costs that will continue 

if the HST is not adopted, costs that are borne by the taxpayer. The 

alternative to adopting the HST is to continue with Ontario’s high 

tax threshold and continue to be plagued with the costly and 

inefficient RST, which adds billions of dollars to the cost of doing 

business. 

Substantiation 

and Proof 

As Substantiation and Proof, the OCC produced strong evidence of 

the positive implications of introducing the HST. The OCC lists 

data that support the benefits of the HST, for example citing the 

positive impacts of a single sales tax, when combined with other 

personal and business tax reforms (that) will include: “Cutting the 

marginal effective tax rate on new investment in half, thereby 

increasing both domestic and foreign investment in Ontario; 

Encouraging business investment in Ontario and the creation of 

jobs; Cutting in half the red tape suffered by businesses in Ontario 

in the collection, remittance and auditing of sales taxes, for an 

estimated annual savings of $500 million; Removing layers of 

embedded taxes in goods and services throughout Ontario valued at 

roughly $5 billion; All economic sectors contributing equally to 
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Aristotelian Argument Analysis: Example 2 [OCC Media Release] 

revenue generation in the province; and, Increasing competitiveness 

of Ontario business, particularly those who export their goods and 

services.”  

Additionally, the Press Release includes comments from each of its 

30 high-profile Smart Taxation Alliance Members in support of the 

HST. Members are industry leaders and lend their ethos to the 

argument for the HST.  

Conclusion The Conclusion that the HST is a good thing is subtly made by 

listing of the members of the Smart Taxation Alliance and their 

personal quotes supporting the HST implementation. They lend 

credence to the adoption of the HST through their support and their 

ethos. 
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Aristotle Argument Analysis - Example 3 [HST Pamphlet for Business] 

In Example 3 [HST Pamphlet for Business], the introduction presents the 

argument that the HST is a tool to overcome economic hardship (as was being 

experienced in Ontario in the 2008/2009 global economic recession). The proposition 

is made that the HST will grow the economy. As refutation, there is an 

acknowledgement that the current system in not efficient, followed by substantiation 

and proof that Ontario will have more money and tax relief will be provided. The 

conclusion echoes the arguments in other examples that the HST is the right thing for 

today and the future for businesses.  

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 3 [HST Pamphlet for Business]: 

Table 5-3: Aristotle: Example 3 [HST Pamphlet for Business] 

Aristotelian Argument Analysis: Example 3 [HST Pamphlet for Business] 

 

Introduction As an Introduction to the argument, the brochure introduces the 

HST as part of Ontario’s comprehensive tax package to create jobs 

and spur the economy. The statement “In response to the biggest 

global economic downturn in 80 years, Ontario has introduced a 

comprehensive tax package that will create jobs and spur economic 

growth” is an example of the argument introduced. Further, the 

statement “The tax package includes cuts in corporate income tax 

• The HST is a tool to 
overcome economic 
hardship

Introduction

• The HST will grow the 
economy

Proposition
• Acknolwedgement 

that the current 
system is not 
efficientdoesn

Refutation

• We will have more 
money

• We will provide tax 
relief

Sustantiation 
and Proof • The HST is the right 

thing becuase if 
creates opportunity 
today and in the 
future

Conclusion
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Aristotelian Argument Analysis: Example 3 [HST Pamphlet for Business] 

($2.4 billion) by cutting corporate income tax rates and corporate 

minimum tax, as well as the eventual elimination of the capital tax” 

lends additional detail to the Introduction. 

Proposition The Proposition is that the HST tax package will give Ontario the 

most competitive environment for business investment. The 

statement is made that “thanks to these tax changes, Ontario will 

have one of the most competitive environments in the industrialized 

world for business investment and that means a stronger Ontario for 

all.” 

Refutation For Refutation of arguments against the HST, the pamphlet does 

not give any but instead speaks to the detrimental effects on the 

economy of the current system of a separate PST and GST. For 

example, the pamphlet states that “Right now, the PST is paid by 

most businesses on various purchases throughout the supply chain. 

That hidden tax drives up costs to consumers and is a big 

competitive disadvantage to Ontario’s businesses.” The use of 

negative words and phrases such as ‘detrimental,’ ‘hidden tax,’ and 

‘competitive disadvantage’ disparage the status quo that is the 

separate PST tax on supply chain purchases. Through these words, 

the HST anti-PST consumption tax and broader tax package is 

implied as the solution.  

Substantiation 

and Proof 

For Substantiation and Proof, the brochure gives specific data and 

numbers supporting the benefits of the HST. For example, the 

brochure states that “Ontario businesses will benefit from the 

removal of about $4.5 billion a year in hidden sales taxes by 

replacing the Provincial Sales Tax (PST) with the HST, once fully 

phased in.” Additional facts are presented in the body of the 
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Aristotelian Argument Analysis: Example 3 [HST Pamphlet for Business] 

brochure, which cites leading economist and tax expert Jack 

Mintz’s report. The ethos of Jack Mintz adds credence to the claims 

that 591,000 net new jobs will be created, there will be increased 

capital investment of $47 billion, and increased annual incomes of 

up to 8.8% or $29.4 billion within 10 years of the implementation 

of the HST and the tax package.  

Conclusion The Conclusion is that the HST and the tax package will give great 

savings to businesses, which can be passed along to customers by 

businesses. The brochure states that “In general, under the HST, 

most taxes paid on business inputs will be refunded to businesses 

through input tax credits, generating savings by removing the 

current embedded sales tax – saving that can be passed along to 

consumers.” 
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Aristotle Argument Analysis - Example 4 [HST Pamphlet for Consumers] 

Like the arguments presented in Example 3 [HST Pamphlet for Business], 

Example 4 [HST Pamphlet for Consumers] introduces an economic benefit argument. 

The proposition, however, is that the HST will produce more jobs. The refutation is an 

acknowledgement that the current multiple tax system is outdated—implying that it is 

inefficient (a similar refutation was made to businesses in Example 3 above). As 

substantiation and proof, data and numbers are given supporting economic growth. 

This approach was mandated by the Office of the Auditor General of Ontario (this 

mandate is discussed in greater detail in Chapter IV – Rhetorical Analysis – Part 1). 

The argument concludes with the statement that the HST will save consumers money.  

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 4 [HST Pamphlet for Consumers]:  

Table 5-4: Aristotle: Example 4 [HST Pamphlet for Consumers] 

Aristotelian Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

 

Introduction For the Introduction, the brochure outlines the economic hardship 

that Ontario residents faced and how the HST tax plan would help 

alleviate the problems of a dual tax system, which will make the 

province more economically competitive. The brochure states that 

“In response to the biggest global economic downturn in 80 years. 

• The HST Tax Plan 
will improve the 
economy

Introduction

• The HST will 
produce more  
jobs

Proposition
• Acknolwedgement 

that the current 
multiple tax 
system is outdated

Refutation

• Data and numbers 
are provided 
supporting 
economic growth

Sustantiation 
and Proof • The HST will save 

consumers money

Conclusion



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

97 

Aristotelian Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

And right now, Ontario’s dual sales tax system puts our province at 

a competitive disadvantage.” 

Proposition The Proposition is that the HST will result in job growth. 

Consumers care about this because they need jobs to support their 

lifestyles. The brochure states that “Many experts agree that a 

single, value-added sales tax – like the HST – is the most important 

thing we can do to strengthen Ontario’s economy. Together with 

our tax cuts, the HST will attract investment and jobs, increasing 

Ontario’s competitiveness.” 

Refutation For the Refutation against the HST, the brochure speaks to the 

detrimental effects of the current system of an outdated multiple tax 

system. The brochure states that “We can keep an out-date sales tax 

system that causes Ontario to be increasingly less competitive. Or 

we can embrace change and build a stronger Ontario by 

implementing a modern sales tax system that is used in most 

countries around the world.” 

Substantiation 

and Proof 

For Substantiation and Proof, the brochure gives specific data and 

numbers supporting the benefits of the HST For example, the 

brochure states that “591,000 additional new jobs. Increased capital 

investment of $47 billion; and Increased annual incomes of up to 

8.8 per cent, or $29.4 billion” will arise from the HST. These 

additional facts are presented in the body of the brochure covering 

savings to business, tax cuts for people, lowering prices, etc. These 

facts are from the work of leading economist and tax expert Jack 

Mintz’s report. The ethos of Jack Mintz adds credence to these 

claims. 
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Conclusion The Conclusion is that the HST will give great savings to 

consumers by ending a hidden tax that they had to pay. The 

brochure states that “Currently, PST…is paid by most businesses 

on various costs throughout the supply chain. In other words, 

though you may not realize it, the PST is charged multiple times on 

various business costs before a product reaches the store. Those 

multiple PST charges are embedded in the price you pay at the 

store – even before you pay PST on the final purchase price.” 
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Aristotle Argument Analysis - Example 5 [HST Tax Plan Brochure for Business] 

In Example 5 [Tax plan Brochure for Business], the Introduction presents 

information that the HST is a new VAT that will improve Ontario’s economy. From 

the Introduction, the Proposition states that the HST will grow the economy. As 

Refutation, there is an acknowledgement that the current system is inefficient (we 

have seen this same refutation in the other examples as well). For Substantiation and 

Proof, the brochure presents the experience of the Atlantic Provinces, a major bank’s 

assessment of expected savings from HST implementation, and examples of other 

countries that have successfully adopted the HST. In Conclusion, the HST is 

positioned as a provider of economic growth that will not adversely affecting 

consumers in a significant way and that will improve Ontario’s economy.  

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 5 [Tax Plan Brochure for Business]:  

Table 5-5: Aristotle: Example 5 [Tax Plan Brochure for Business] 

Aristotelian Argument Analysis: Example 5 [Tax Plan Brochure for Business] 

 

Introduction For the Introduction, the brochure outlines the implementation of 

the HST tax plan that is replacing the Retail Sales Tax and Goods 

and Services Tax. The HST is a valued added tax that will replace 

an outdated system making Ontario more economically competitive 

and help create jobs. The brochure states that “Effective July 1, 

• The HST is a new VAT that 
will imporve Ontario's 
economy

Introduction

• The HST will grow the 
economy

Proposition
• Acknolwedgement that 

the current system is 
inefficient

Refutation

• Experience from the 
Atlantic provinces

• Major bank's assessment 
of savings

• Other countries have 
successfully adopted the 
HST 

Sustantiation 
and Proof • The HST will provide 

economic growth without 
affecting consumers in a 
significant way

Conclusion
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2010, the Retail Sales Tax (RST) will be replaced with a value-

added tax (VAT) and combined with the federal Goods and 

Services Tax (GST) to create a federally administered harmonized 

sales tax (HST).” 

Proposition The Proposition is that by choosing to accept the HST job growth 

and economic investment will be encouraged. The brochure states 

that “The HST will make Ontario businesses more competitive, 

increase business investment, create new jobs, raise incomes, and 

allow for price reductions on many consumer expenditures.” 

Refutation For the Refutation, the brochure addresses the detrimental effects of 

the then current system of an outdated multiple tax system through 

a series of tables and charts. The brochure states that “This tax 

(RST) becomes embedded in the cost of goods at each stage of the 

production, distribution, and retail processes. The result is a 

compounding of tax upon tax that is paid by consumers through 

higher prices for goods and services. By taxing business purchases, 

including many capital items, the RST places Ontario at a 

competitive disadvantage compared to many jurisdictions when it 

comes to attracting investment and creating jobs. Ontario 

businesses have more difficulty competing in the export market, 

which is especially damaging since Ontario’s economy is reliant on 

exports.” 

Substantiation 

and Proof 

For Substantiation and Proof, the brochure gives specific data and 

numbers supporting the benefits of the HST. It cites studies for the 

Atlantic provinces’ experience with their implementation of an 

HST and a major commercial bank’s assessment of the savings 

passed through to consumers by businesses, for example “A study 
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that examined the impact of sales tax harmonization in the Atlantic 

provinces found that cost savings to business were rapidly passed 

through to consumers. A recent TD Bank report predicts that, in 

Ontario, competitive pressures will lead businesses to pass through 

80 per cent of their savings to consumers in the first year and 95 per 

cent by the third year.” In addition, the brochure argues that “more 

than 140 countries and four other provinces have adopted a VAT.”  

If other countries have been successful with rolling out value-added 

taxes, the implication is that Ontario will also be successful. 

Conclusion The Conclusion is that the HST will give great savings to 

consumers by giving economic growth, reducing costs, creating 

investment opportunities, and affecting individual households. It 

will do this without affecting the individual household 

significantly. The brochure states that “Ontarians will not see a 

change in taxable status for 83% of total consumer 

expenditures…the tax package will further support Ontario 

consumers through a more competitive economy, an estimated 

591,000 net new jobs, and higher annual incomes of up to 8.8 per 

cent.” The statistic of 591,000 net new jobs and higher annual 

incomes of up to 8.8 per cent was also presented in Example 4 

[HST Plan for Consumers] and originated from the work of leading 

economist and tax expert Jack Mintz’s report.  
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Aristotle Argument Analysis - Example 6 [HST Brochure for Consumers] 

In Example 6 [HST Brochure for Consumers], the Introduction presents 

information on the effect of the HST on consumer goods. From the Introduction, the 

Proposition states that the HST will not hurt consumers. As Refutation, there is an 

acknowledgement to the consumer that the HST will not change what they already pay 

and that tax relief will be provided. For Substantiation and Proof, the brochure states 

that a tax cut was implemented on January 1, 2010 that did not adversely affect 

consumers. In Conclusion, the HST is positioned as having a minimal effect on 

consumers.  

The following is a detailed analysis of the Aristotelian argument pattern at 

work in Example 6 [HST Brochure for Consumers]: 

Table 5-6: Aristotle: Example 6 [HST Brochure for Consumers] 

Aristotelian Argument Analysis: Example 6 [HST Brochure for Consumers] 

 

Introduction The Introduction presents information that the brochure is a useful 

tool that lists details of what will change in terms of consumer 

goods taxation under the HST for goods and services. The brochure 

states that “The five per cent Goods and Services Tax (GST) is 

being combined with the eight per cent Provincial Sales Tax (PST) 

to create a single 13 per cent HST. The federal government will 

collect the HST and is offering funding to implement it. It’s part of 

• Information on the 
effect of the HST on 
consumer goods

Introduction

• The HST will not hurt 
the consumer 
(taxpayer)

Proposition
• The HST will not 

change what you 
already pay and 
additional tax relief 
will be provided

Refutation

• A tax cut was 
implemented on 
January 1, 2010

Sustantiation 
and Proof • The HST is will have 

minimal impact on 
consumers

Conclusion
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a larger package that includes tax cuts for eligible people and 

businesses.” 

Proposition The Proposition is that the HST tax package will not affect the 

consumer adversely. The brochure tells readers that “You already 

pay 13 per cent tax on many things…this won’t change – you’ll 

still only pay 13 per cent tax.” 

Refutation The Refutation is found in the explanation that “You already pay 

13 per cent tax on many things…this won’t change – you’ll still 

only pay 13 per cent tax.”  

Substantiation 

and Proof 

For Substantiation and Proof, the brochure explains how the HST 

will work and presents information on goods and services and how 

they are affected by the new tax in useful tables. The brochure 

states that “93 per cent of Ontario income tax payers received a 

personal income tax cut on January 1, 2010.” 

Conclusion In Conclusion, the HST will have minimal impact on taxpayers. 

The brochure lists ways that the HST will help the taxpayer across 

more than 20 pages of lists of common goods and services in 

English and French. The brochure does this by showing the GST 

payable before July 1, 2010, the PST payable before July 1, 2010, 

and answers the question ‘is there a change to the amount of tax 

payable under the HST’ and gives details. The tables of information 

are organized by category and sub-category.  
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Rhetorical Analysis Based on the Rogerian Patterns of Argument 

In the 1970s, rhetoricians Young, Becker, and Pike developed a model of 

argument they named the Rogerian argument, which advocates a way of argument that 

is less confrontational than traditional argument, less one-sided, more compromising, 

and deliberately consensus building (Brent, 1996, p.73). 

Psychologist Carl Ransom Rogers (1902 -1987) believed that people could 

only resolve an issue or solve a problem once they found a common ground.  In a 

Rogerian approach to rhetoric, an introduction that briefly and objectively defines the 

issue or problem starts the argument.  This is followed by a neutral, non-judgmental 

statement of the opponent's position, presented within valid contexts, that 

demonstrates the writer clearly understands it contrasted with a neutral statement and 

explanation of the rhetor’s position and the contexts in which it is valid.  There 

follows an analysis of what the two positions have in common and what goals and 

values they share.  A proposal emerges for resolving the issue in a way that recognizes 

the interests of both parties, or a statement of how the opponent's position would 

benefit if they were to adopt elements of the writer's position. The common ground is 

thus discovered. 

At first glance, it may seem unusual to include the work of a psychologist in 

rhetoric and argumentation theory.  However, a goal of rhetoric and argumentation, 

like a goal of therapy, is to enable a shift in thinking.  The rhetorician wants to 

persuade his audience to adopt certain specific beliefs.  The therapist wants to enable a 

broader change in the way his client interacts with the world.  Both rhetorician and 

therapist work to induce change through verbal persuasion (Brent, 1996, p.73).  This 

form of deliberation (i.e. pros and cons), is well suited for both self-discovery and 

public discussion. 

The Rogerian approach is unique because it is more of a non-judgmental 

listening approach that avoids confrontation.  Maxine Hairston was the first to 

recommend the Rogerian approach (as interpreted by Young, Becker, and Pike) for 
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argumentation (Hairston, 1976), and several writers have recommended Rogerian 

rhetoric as an alternative form of argument to be used when emotions and a sense of 

threat preclude direct debate in the classical mode (Brent, 1996).  In Rogerian 

argument, neither party can mention his own view until the other party has 

acknowledged that his view has been restated correctly.  This approach is consensus 

building at its finest.  The challenge with the Rogerian approach is that it is ideally 

suited for verbal communication.  In writing, the back and forth exchange that is key 

to argumentation takes longer and is more cumbersome: non-verbal communication 

and visual clues are missing.  However, today’s taxation communications go beyond 

the written word and are sometimes interactive through various social media and 

electronic means (e.g. Skype, Facebook, YouTube, etc.), and for this reason it is 

particularly valuable to my research, which takes place in today’s social media world. 

The Rogerian consensus-building approach has been espoused significantly in 

the last several years in Ontario government rhetoric.  As evidence of this consensus-

building approach, I have provided examples of the kind of compromise in public 

sphere rhetoric that comes with a Rogerian approach in Appendix D. These examples 

of the actual give and take of Rogerian argument are provided to support my claim 

that Rogerian consensus building is pervasive in Ontario government rhetoric, not just 

for the HST, but for other types of reports and communication. Therefore, the 

Rogerian approach, as adapted by Young, Becker, and Pike to rhetorical 

argumentation is very relevant to this research. However, the Rogerian model is not 

without controversy, as the goal of Rogerian rhetoric is to find genuine grounds of 

shared understanding, not just to serve as a precursor to an "effective" argument, but 

also as a means of “engaging in effective knowledge-making (Brent, 1996, p.81)”. For 

Canadian culture and taxation communication rhetoric, Rogerian rhetoric 

complements Hofstede’s Uncertainty Avoidance dimension for Canadians. Canadians 

are tolerant of ideas or opinions and allow freedom of expression; consensus building 

rhetoric, delivered electronically through social media, would thus be an acceptable 

means of taxation communication. We can infer that any focus group or public 
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discourse, to be successful, would depend on a Rogerian approach for success. 

Although they argue that argument should not be reduced to a mechanical formula, 

Young, Becker and Pike do outline four basic stages of Rogerian argument: 

1. Problem: An introduction to the problem and a demonstration that the 

audience’s position is understood. 

2. Context: A statement of the context in which the audience’s position 

may be valid. 

3. Position: A statement of the writer's (or communicator’s) position, 

including the contexts in which it is valid. 

4. Benefits: A statement of how the audience would benefit from the 

communicator’s position.  

We can see the Rogerian argument pattern in HST communication: the pattern 

of stating the problem, providing context for the problem, stating the rhetor’s position, 

and ending with the benefits of the rhetor’s position is evident in these examples: 

• Example 1: Strong Medicine Video 

• Example 2: OCC Media Release 

• Example 3: HST Pamphlet for Business 

• Example 4: HST Pamphlet for Consumers 

• Example 5: Tax Plan Brochure for Business 

 

Figure 5-6: Typical Rogers Argument Pattern 

Problem Context Position Benefits
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Rogerian Argument Analysis - Example 1 [Strong Medicine]    

In Example 1 [Strong Medicine], the problem is that Ontario needs to stay 

economically competitive to ensure a future for its people regardless of any increase in 

consumer costs. The context acknowledges that the new tax may cause increased 

prices.  Premier McGuinty states the position that a new tax system is required to 

continue recovery from the economic recession. The benefit is that money from the 

new tax system will encourage business to re-invest, thus helping the economy.   

The following is a detailed analysis of the Rogerian argument pattern at work 

in Example 1[Strong Medicine Video]: 

Table 5-7: Rogers: Example 1 [Strong Medicine Video] 

Rogerian Argument Analysis: Example 1 [Strong Medicine Video] 

 

Problem The video argues that while the HST is the right thing to do to 

improve the economy, the HST is “strong medicine” that will affect 

consumers, as some things will cost more. Premier McGuinty, the 

narrator in the video, acknowledges the problem by saying that 

“some things will cost us more as consumers” and then 

demonstrates that the audience’s anticipated issue with things 

costing more is understood by saying, “I know the HST is strong 

medicine.” 

• Ontario needs to stay 
economically competitive to 
ensure a future for its 
people regardless of any 
increase in consumer costs

Problem

• The new tax may cause 
increased prices

Context • A new tax system is required 
to continue recovery from 
economic recession

Position

• Money from the new tax 
system will encourage 
business to re-invest

Benefits
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Context Introducing a new tax plan has impact on people, first they must 

adapt from a system that they know, and whether they understand 

that there are problems with it or not, change is difficult. The 

second issue is that any new plan typically is perceived as costing 

money. This issue must be discussed and presented in the most 

effective way or it will come back to be a significant problem for 

the government in the next election. Therefore, the video outlines 

this element of the tax plan, with an admission that there may be 

additional costs and hardship to the consumer. Premier McGuinty 

acknowledges this when he says, “Some things will cost us more as 

consumers” and “I know the HST is strong medicine.” 

Position The video argues that while the HST will affect the consumer by 

having some items cost more, the HST will provide incentive for 

investment and economic growth. Therefore, the consumer will 

benefit in the end from this tax. For example, Premier McGuinty 

says, “But to create more jobs top economists agree that the single 

most important thing we can do is to adopt HST, it reduces cost for 

employers by billions of dollars. Money they can now invest in new 

equipment, new machinery, and new plants. It will create hundreds 

of thousands of new jobs.” 

Benefits The introduction of the HST will benefit both businesses and 

consumers economically. With the HST, business will be able to 

grow economically and provide more jobs to consumers. A direct 

benefit to the consumer is that they shall be employed or have the 

security of continued employment with the extra new jobs created. 

As an example of the benefit, Premier McGuinty says, “To adopt 

HST it reduces cost for employers by billions of dollars. Money 
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they can now invest in new equipment, new machinery, and new 

plants. It will create hundreds of thousands of new jobs.” 
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Rogerian Argument Analysis - Example 2 [OCC Media Release] 

In Example 2 [OCC Media Release], the problem is that businesses cannot 

remain competitive using the current tax system. The context acknowledges the 

concerns of businesses that some things will cost more although the HST is the right 

thing to do. The Media Release states that the new tax will eliminate multi-layered 

taxes and posits that cash will be freed up. The benefits are that businesses will have a 

simplified remittance process and thus achieve cost savings. 

The following is a detailed analysis of the Rogerian argument pattern at work 

in Example 2 [OCC Media Release]: 

Table 5-8: Rogers: Example 2 [OCC Media Release] 

Rogerian Argument Analysis: Example 2 [OCC Media Release] 

 

Problem The OCC media release is designed to convince businesses that the 

HST is the correct tool to improve and encourage economic growth 

in the province. The message recognizes that there are businesses 

that prefer the status quo, but the group delivering the message 

believes that the HST is a better approach. For example, “The 

planned harmonization of the Ontario Retail Sales Tax (RST) with 

the Federal GST is the most important measure available to 

stimulate economic recovery and ensure Ontario’s prosperity, says 

the Smart Taxation Alliance, a coalition of business leaders 

•Businesses cannot 
remain competitive 
using the current tax 
system

Problem

•While the HST is the 
right thing to do, 
some things will cost 
more

Context
•The new tax will 

eliminate multi 
layered taxes and 
free up cash

Position

•Businesses will have 
a simplified 
remittance process 
and cost savings

Benefits
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representing a broad section of Ontario’s economy…  Clearly the 

status quo is not an option for the Smart Taxation Alliance.” 

Context The earlier provincial taxation system had hidden taxes, and was a 

double reporting system that was inherently costlier because of the 

tax duality (i.e., GST and PST). Certain industry and business 

organizations had been pushing for a reform to the tax process for 

many years. Once introduced, however, there were elements of 

small businesses that resisted the change. As a result, the anti- tax 

plan businesses were targeted by the pro tax plan organizations to 

persuade them of the importance of the HST. The anti-tax groups 

did have a concern over that changing the tax structure would affect 

consumers by making items cost more, stifling consumer buying 

habits and hindering economic recovery and growth. Changing an 

existing tax system creates challenges to it, which must be 

explained as being good in the end. For example, “The alternative 

is to continue with Ontario’s high tax threshold, plagued with a 

costly and inefficient RST, which adds billions of dollars to the 

cost of doing business, which is ultimately paid by the consumer.” 

Position The OCC message is singularly focused on the benefits of the tax 

changes. The savings to business by adopting the HST will be 

significant. This will make businesses more competitive, and save 

consumers money. For example, “Ontario will significantly reduce 

business costs by the billions of dollars, which will stimulate new 

investment, jobs, and competitive prices in the years to come….” 

Benefits The message outlines the fiscal benefits in data as to how much the 

HST will help Ontario. For example, “Ontario will significantly 

reduce business costs by the billions of dollars, which will 
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stimulate new investment, jobs, and competitive prices in the years 

to come….” This message reinforces the positive impacts of a 

single sales tax, when combined with other personal and business 

tax reforms will include: Cutting the marginal effective tax rate on 

new investment in half, thereby increasing both domestic and 

foreign investment in Ontario; Encouraging business investment in 

Ontario and the creation of jobs; Cutting in half the red tape 

suffered by businesses in Ontario in the collection, remittance, and 

auditing of sales taxes, for an estimated annual savings of $500 

million; Removing layers of embedded taxes in goods and services 

throughout Ontario valued at roughly $5 billion; All economic 

sectors contributing equally to revenue generation in the province; 

and, Increasing competitiveness of Ontario business, particularly 

those who export their goods and services.” 
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Rogerian Argument Analysis - Example 3 [HST Pamphlet for Business] 

In Example 3 [HST Pamphlet for Business], the problem is how to convince 

businesses that the HST is good despite businesses fearing consumer backlash. There 

is no specific context for the argument given, but there is the position that the HST is 

modernizing the tax system. The benefits are that the HST will save business money 

and thus assist and encourage re-investment. 

The following is a detailed analysis of the Rogerian argument pattern at work 

in Example 3 [HST Pamphlet for Business]: 

Table 5-9: Rogers: Example 3 [OCC Media Release] 

Rogerian Argument Analysis: Example 3 [HST Pamphlet for Business] 

 

Problem The problem is that the government needed to present an argument 

that the HST was the correct step for businesses to adopt. The 

challenge was how to convey this in a manner that provides the 

audience with the ability to agree with the position. The pamphlet 

distributed and made available by the government relates to its 

audience that the HST is the solution to the biggest global 

economic downturn in 80 years. For example, “Small businesses 

will benefit substantially as their marginal effective tax rate on new 

•How to convince 
businesses that the 
HST is good despite 
businesses fearing 
consumer backlash

Problem

•N/A

Context
•The HST is 

modernizing the tax 
system

Position

•It will save business 
money and assist and 
encourage re-
investment

Benefits
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Rogerian Argument Analysis: Example 3 [HST Pamphlet for Business] 

business investment will fall by more than half due to the HST and 

the reduction in the corporate income tax rates.” 

Context There is no context provided in this example. 

Position The government’s position as laid out in the pamphlet tries to gain 

support of businesses uncertain or unsure of the benefits of the 

implementation of the HST is best for business. It tries to do so by 

laying out an argument that is agreeable to both parties that with 

the tax reform it will create investment, jobs and grow the 

economy, which is best for all. For example, “Thanks to these tax 

changes, Ontario will have one of the most competitive 

environments in the industrialized world for business investment 

and that means a stronger Ontario for all.” 

Benefits The pamphlet touches on points of concern for businesses. The 

message being presented is that the tax reform will save money 

paid on many business purchases and they will be able to reinvest, 

they will save money on processing tax remittances and 

compliance costs. We can see this in the following extract: 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

115 

Rogerian Argument Analysis: Example 3 [HST Pamphlet for Business] 
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Rogerian Argument Analysis - Example 4 [HST Pamphlet for Consumers] 

In Example 4 [HST Pamphlet for Consumers], the problem is how to tell 

consumers that the HST is good while alleviating potential consumer backlash. Like 

Example 3 [HST Pamphlet for Business], this pamphlet does not have a Rogerian 

context section. The position is that modernizing the tax system is beneficial, and the 

benefits are that taxes saved under the new HST system mean money for businesses to 

create jobs, which will help consumers. 

The following is a detailed analysis of the Rogerian argument pattern at work 

in Example 4 [HST Pamphlet for Consumers]: 

Table 5-10: Rogers: Example 4 [HST Pamphlet for Consumers] 

Rogerian Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

 

Problem This pamphlet like the business pamphlet has the same challenge of 

presenting the tax reform as a positive benefit, in this case to the 

public. The question was how the government could present the 

argument in a pamphlet to convince the audience that the tax 

reform was in the best interest of all Ontarians. 

Context There is no context provided in this example. 

Position The approach was intended to create a mutually beneficial 

argument for both parties. For the business public, the argument 

• How to tell consumers 
that the HST is good  
while alleviating 
potential consumer 
backlash

Problem

• N/A

Context • Modernizing the tax 
system is benefical and 
needed

Position

• Taxes saved under the 
new HST system mean 
money for businesses to 
create jobs for the 
benefit of consumers

Benefits
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Rogerian Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

was that the new tax is a move to modernizing tax to be on par with 

the rest of the world. The tax will lower prices and create savings 

for businesses. For example, “And right now, Ontario’s dual tax 

system puts our province at a competitive disadvantage…We can 

keep an outdated sales tax system that causes Ontario to be 

increasingly less competitive. Or we can embrace change and build 

a stronger Ontario by implementing a modern sales tax system that 

is used in most countries around the world.” For the general 

consumer, the HST shall cut costs to business so they can pass on 

the savings to consumers. For example, “Currently, PST (also 

called RST) is paid by most businesses on various costs throughout 

the supply chain…the PST is charged multiple time on various 

business costs before a product reaches the store…under the HST 

system, most of those embedded costs are refunded to businesses 

through input tax credits.” 

Benefits The predominant benefit presented in argument is that the HST 

shall reduce costs to businesses at many steps by ending the hidden 

taxes associated different steps of 

manufacturing/fabricating/retailing. For example, “Currently, PST 

(also called RST) is paid by most businesses on various costs 

throughout the supply chain…the PST is charged multiple time on 

various business costs before a product reaches the store…under 

the HST system, most of those embedded costs are refunded to 

businesses through input tax credits and those savings can be 

passed on to consumers.” The result of businesses adopting the 

HST is that business will have money freed up, pass the savings 

along, and use the money to reinvest thus creating new jobs. 
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Rogerian Argument Analysis - Example 5 [Tax Plan Brochure for Business] 

In Example 5 [Tax Plan Brochure for Business], the problem is how to present 

a plan that recognizes the challenges of economic revitalization. The context is that 

economic uncertainly needed businesses to adopt a new system. This leads to the 

position that the HST provides a modernized tax system that benefitted businesses. 

The benefits are that money saved from eliminating multiple tax structures permitted 

growth through re-investment. 

The following is a detailed analysis of the Rogerian argument pattern at work 

in Example 5 [Tax Plan Brochure for Business]: 

Table 5-11: Rogers: Example 5 [Tax Plan Brochure for Business] 

Rogerian Argument Analysis: Example 5 [Tax Plan Brochure for Business] 

 

Problem The existing RST and GST shall be replaced with a federally 

administered HST. The problem was how the government could 

relate the benefits to the audience in detail that this change will 

make Ontario more competitive and help the economy and 

individuals. For example, “The HST will make Ontario businesses 

more competitive, increase business investment, create new jobs, 

raise incomes, and allow for price reductions on many consumer 

expenditures.” 

• How to present a tax 
plan that recognizes 
challenges of economic 
revitialization

Problem

• Economic uncertainity 
required businesses to 
adopt a new system

Context • HST provides a 
modernized tax system 
that benefitted 
businesses

Position

• Money saved from 
eliminating multiple tax 
structures has permitted 
growth through re-
investment

Benefits
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Rogerian Argument Analysis: Example 5 [Tax Plan Brochure for Business] 

Context This brochure was created in advance of the implementation of the 

HST. It outlined extensive details about the benefits, advantages, 

considerations, and predictions for businesses to review. 

Position The advantages of the tax reform were presented as a mutually 

beneficial win for business. It offers the idea that businesses want 

to be more competitive in the provincial and global market. Cutting 

business purchasing costs and re-investment is necessary to 

stimulate the economy, but the current tax system does not do this. 

For example, “By taxing business purchases, including many 

capital items, the RST places Ontario at a competitive disadvantage 

compared to many jurisdictions when it comes to attracting 

investment and creating jobs, which is especially damaging since 

Ontario’s economy is reliant on exports. It also makes it more 

difficult for Ontario businesses to compete against imports.” 

Benefits The brochure details specific benefits to business. HST will help 

business by helping reduce investment and operating costs making 

them more attractive to clients. Further, the savings shall provide 

an avenue for businesses to reinvest in their companies and 

expansion resulting in greater job opportunities, profits, and 

purchasing power of the consumer. For example, “Replacing the 

RST with the HST will reduce the cost of capital purchases and 

operating costs, making Ontario more attractive for new business 

investment, and will allow existing Ontario businesses to improve 

their competitiveness by lowering prices. Increased business 

investment means more jobs and higher incomes.” 
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Rhetorical Analysis Based on the Habermas Patterns of Argument 

Jurgen Habermas (b. 1929) studied philosophy at universities in Göttingen and 

Bonn, followed with studies in philosophy and sociology at the Institute for Social 

Research. Although Habermas embraced the critical theory of the Frankfurt School, he 

believed and expounded on the power of science and technology as a force of 

domination over nature. This belief was further expanded on and reinforced with his 

development of three knowledge-constitutive interests expressed as a scientific or 

scholarly inquiry.  

As a philosopher, Habermas is known for his development of a theory of 

communicative rationality. This rationality led to his rhetorical approach, which is 

pragmatic; Habermas postulated that we understand a speech act "when we know the 

kinds of reasons that a speaker could provide in order to convince a hearer that he is 

entitled in the given circumstances to claim validity for his utterance.” (Ozumba, 

Mendie, Ukah, and Udofia, 2017, p. 26) 

Expanding on Habermas' concepts of speech-act and communicative 

rationality, we can see that in the political arena speakers often coordinate their action 

by pursuing individual (or joint) goals based on a "shared understanding that the goals 

are inherently reasonable or merit-worthy. Whereas strategic action succeeds as far as 

the actors achieve their individual goals, communicative action succeeds as far as the 

actors freely agree that their goal (or goals) is reasonable, that it merits cooperative 

behavior. Communicative action is thus an inherently consensual form of social 

coordination in which actors “mobilize the potential for rationality” given with 

ordinary language and its telos (body) of rationally motivated agreement.” Habermas’ 

rhetoric is based on the result of argumentation that was formed by a pragmatical 

analysis of the goal.  

Habermas applied his theory of communicative rationality to politics, where he 

advocated a "deliberative democracy.” This concept encompassed the idea that the 

public have free and open discussions concerning the government institutions and 
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laws. Habermas focused on this philosophy with the argument that “only those statutes 

may claim legitimacy that can meet with the assent of all citizens in a discursive 

process of legislation that in turn has been legally constituted.” 

For Canadian culture and taxation communication rhetoric, Habermas 

complements the Power Distance Hofstede Dimension for Canadians. According to 

Hofstede, “Canadian culture is marked by interdependence among its inhabitants, 

there is value placed on egalitarianism…, and hierarchy in Canadian organizations is 

established for convenience” (What About Canada, n.d.). As mentioned above, the 

rhetoric Habermas uses is one in which the rationality and legitimacy of governments 

is one where the people have bestowed it upon them through open discourse and 

logical analysis, a Canadian tenet. 

The Habermas pattern of argument can be interpreted as follows: 

 

Figure 5-7: Typical Habermas Argument Pattern 

We can see Habermas’ argument pattern at work in six extant examples of 

typical political and government communication: 

• Example 1: Strong Medicine Video 

• Example 2: OCC Media Release 

• Example 3: HST Pamphlet for Business 

• Example 4: HST Pamphlet for Consumers 

• Example 5: Tax Plan Brochure for Business 

• Example 6: HST Brochure for Consumers 

Argument Reasonal/Rational Consensus Building
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Habermas Argument Analysis -Example 1 [Strong Medicine Video] 

In Example 1 [Strong Medicine Video], the argument is that the HST is the 

best way to promote the economic future for all people in Ontario. The 

“reasonal/rational” argument is that the HST benefits for businesses equal benefits to 

the public. The consensus building conclusion is that together, government, 

businesses, and people can solve economic problems. 

The following is a detailed analysis of the Habermasian argument pattern at 

work in Example 1 [Strong Medicine Video]: 

Table 5-12: Habermas: Example 1 [Strong Medicine Video] 

Habermas Argument Analysis: Example 1 [Strong Medicine Video] 

 

Argument The argument is that the HST is the best way to promote the 

economic future for all people. The HST will help business reinvest 

and create secure jobs. For example, “To create more jobs top 

economists agree that the single most important thing we can do is 

to adopt HST it reduces cost for employers by billions of dollars. 

Money they can now invest in new equipment, new machinery, and 

new plants. It will create hundreds of thousands of new jobs.” 

Reasonal/ 

Rational 

This argument can be both reasonable and rational, as well as 

consensus building. The audience is given with a logical 

•The HST is the best 
way to promote the 
economic future for 
all people

Argument

•Tthe HST benefits for 
businesses equals 
benefits to public

Reasonal/Rational
•Together 

government, 
businesses, and 
people can solve 
economic problems 

Consensus 
Building
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Habermas Argument Analysis: Example 1 [Strong Medicine Video] 

explanation of the benefits of the HST by helping businesses 

therefore, it will help the public. This is achieved through a non-

confrontational approach using the support of experts. For example, 

“But to create more jobs top economists agree that the single most 

important thing we can do is to adopt HST it reduces cost for 

employers by billions of dollars.” 

Consensus 

Building 

The argument offered in the video message insists that together the 

government, businesses, and the people can work together to solve 

the economic problems as created by the global recession of 2008. 

The implied point is that the people have created the recovery and 

now with the help of the government there will be a much stronger 

future for all Ontarians. It is this cooperation that needs the 

consensus of the people to want to continue building the future. Fr 

example, “Ontario is coming out of this global recession sooner and 

stronger than anyone expected because of the hard work of 

Ontarians we are again leading Canada in economic growth… the 

single most important thing we can do is to adopt HST.” In another 

example, Premier McGuinty says, “I know the HST is strong 

medicine but it is what we need to build a strong economy so we 

can build the best schools, health care and quality of life.” 
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Habermas Argument Analysis -Example 2[OCC Media Release] 

In Example 2 [OCC Media Release], the argument is that the HST will help 

businesses save money and grow. The “reasonal/rational” argument is that the existing 

duel tax system is bad for business but that the HST will help economic growth.  The 

consensus building conclusion is that businesses supporting businesses will see (and 

be accepting of) HST benefits. 

The following is a detailed analysis of the Habermasian argument pattern at 

work in Example 2 [OCC Media Release]:  

Table 5-13: Habermas: Example 2 [OCC Media Release] 

Habermas Argument Analysis: Example 2 [OCC Media Release] 

 

Argument This brochure presents to businesses that the HST is a logical and 

rational solution to solving the economic problems that were 

brought about by the 2008 recession. For example, “We have 

witnessed the biggest global economic downturn in 80 years. And 

right now, Ontario’s dual sales tax system puts our province at a 

competitive disadvantage… many experts agree that a single, 

value-added sales tax—like the HST-is the most important thing we 

can do to strengthen Ontario’s economy.” 

•HST will help 
businesses save 
money and grow

Argument

•The existing duel tax 
system is bad for 
business but that the 
HST will help 
economic growth

Reasonal/Rational
•Businesses supporting 

businesses see and 
accept HST benefits

Consensus 
Building
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Habermas Argument Analysis: Example 2 [OCC Media Release] 

Reasonal/ 

Rational 

Keeping the old system is a “bad” thing. To promote economic 

growth, it is necessary to adopt a new tax system that will create 

jobs and improve wages. For example, “And right now, Ontario’s 

dual tax system puts our province at a competitive 

disadvantage…We can keep an outdated sales tax system that 

causes Ontario to be increasingly less competitive. Or we can 

embrace change and build a stronger Ontario by implementing a 

modern sales tax system that is used in most countries around the 

world.” 

Consensus 

Building 

Consensus building is led by the Smart Tax Alliance (the message 

presenter), who support and encourage the plan and present a 

variety of business leaders’ comments to show the argument’s 

acceptance by a wide business audience. This approach is an 

attempt to show the opposition to the tax reform that the benefits of 

the reform shall improve the overall economic recovery. For 

example, Ian Howcroft, Vice President, Canadian Manufacturers 

and Exporters Ontario says, “Transforming the province’s sales tax 

regime with HST is sound tax policy. It strengthens Ontario’s 

supportive tax environment and improves regulatory efficiency 

which enable Ontario businesses to compete successfully.” 
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Habermas Argument Analysis - Example 3 [HST Pamphlet for Business] 

In Example 3 [HST Pamphlet for Business], the argument is made that the 

adoption of the HST will solve businesses’ economic problems. The 

“reasonal/rational” argument is that savings to business will be achieved through 

reduced cost and will result in economic growth. The consensus building conclusion is 

that government is working with companies to make them more competitive by 

adopting the HST. 

The following is a detailed analysis of the Habermasian argument pattern at 

work in Example 3 [HST Pamphlet for Business]: 

Table 5-14: Habermas: Example 3 [HST Pamphlet for Business] 

Habermas Argument Analysis: Example 3 [HST Pamphlet for Business] 

 

Argument This pamphlet contends that businesses will want to support the 

HST as it will save them money and provide an environment for 

improved competitiveness in the global marketplace. For example, 

“Thanks to these tax changes, Ontario will have one of the most 

competitive environments in the industrialized world for business 

investment and that means a stronger Ontario for all.” 

Reasonal/ 

Rational 

The pamphlet presents a reasoned argument that incorporates the 

savings to businesses. It speaks to Job growth, tax input credits that 

• The adoption of the HST 
will solve businesses’ 
economic problems

Argument

• Savings to business will 
be achieved through 
reduced cost and will 
result in economic 
growth

Reasonal/Rational
• Government is working 

with companies to make 
them more competitive 
by adopting the HST

Consensus 
Building
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Habermas Argument Analysis: Example 3 [HST Pamphlet for Business] 

will offset company expenses, reduction of administration of tax 

submissions and reduction of corporate income tax rates. The 

following extract provides an example of this argument: 

 

Consensus 

Building 

The HST is being implemented by the Ontario government to help 

companies. The government is working with companies to make 

Ontario’s businesses more competitive. For example, “Ontario 

businesses will benefit from the removal of about $4.5 billion a 

year in hidden sales taxes by replacing the Provincial Sales Tax 

(PST) with the HST, once fully phased in… In general, under the 

HST, most taxes paid on business inputs will be refunded to 

businesses through input tax credits, generating savings by 

removing the current embedded sales tax – saving that can be 

passed along to consumers.” 
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Habermas Argument Analysis - Example 4 [HST Pamphlet for Consumers] 

In Example 4 [HST Pamphlet for Consumers], the argument is made that the 

adoption of the HST will solve the economic problems left over from the 2008 global 

economic crisis. The ““reasonal/rational”” argument is that the existing dual tax 

system is bad for business but that the HST will help with economic growth. The 

consensus building conclusion is that government has a solution in the form of the 

HST to the economic crisis and wants to work with the public to bring in this solution. 

The following is a detailed analysis of the Habermasian argument pattern at 

work in Example 4 [HST Pamphlet for Consumers]: 

Table 5-15: Habermas: Example 4 [HST Pamphlet for Consumers] 

Habermas Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

 

Argument This brochure presents to the public that the HST adopted now is a 

logical and rational solution to solving the economic problems that 

were brought about by the 2008 recession. For example, “We have 

witnessed the biggest global economic downturn in 80 years. And 

right now, Ontario’s dual sales tax system puts our province at a 

competitive disadvantage… many experts agree that a single, 

value-added sales tax—like the HST-is the most important thing we 

can do to strengthen Ontario’s economy.” 

• HST willl help solve 
economic problems left 
over from 2008 global 
economic crisis

Argument

• the existing dual tax 
system is bad for 
business but that the HST 
will help with economic 
growth

Reasonal/Rational
• government has a 

solution in the form of 
the HST to the economic 
crisis and wants to work 
with the public to bring 
in this solution

Consensus 
Building
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Habermas Argument Analysis: Example 4 [HST Pamphlet for Consumers] 

Reasonal/ 

Rational 

Keeping the old system is a “bad” thing. To promote economic 

growth, it is necessary to adopt a new tax system that will create 

jobs and improve wages.  For example, “And right now, Ontario’s 

dual tax system puts our province at a competitive 

disadvantage…We can keep an outdated sales tax system that 

causes Ontario to be increasingly less competitive. Or we can 

embrace change and build a stronger Ontario by implementing a 

modern sales tax system that is used in most countries around the 

world.” In another example, “A report by economist and tax expert 

Jack Mintz predicts that as a result of the HST and other tax 

changes, Ontario will, within 10 years, see: 591,000 additional 

jobs; Increased capital investment of $47 billion; and Increased 

annual incomes of up to 8.8 per cent, or $29.4 billion.” 

Consensus 

Building 

The brochure focuses on the government’s role as being critical to 

bringing about the necessary changes to an old system that will 

result in the recovery and growth of the economic market. For 

example, “Together with our tax cuts, the HST will attract 

investment and jobs, increasing Ontario’s competitiveness.” 
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Habermas Argument Analysis - Example 5 [Tax Plan Brochure for Business] 

In Example 5 [Tax Plan Brochure for Business], the argument is that 

government action (such as HST adoption) is needed to help business remain 

competitive.  The “reasonal/rational” argument is that keeping the status quo (of the 

dual tax system) will result in an economic decline for business.  The consensus 

building conclusion is that the solution is to adopt the HST and join other jurisdictions 

adopting a VAT tax system. 

The following is a detailed analysis of the Habermasian argument pattern at 

work in Example 5 [Tax Plan Brochure for Business]: 

Table 5-16: Habermas: Example 5 [Tax Plan Brochure for Business] 

Habermas Argument Analysis: Example 5 [Tax Plan Brochure for Business] 

 

Argument The argument in this brochure is that the government’s actions are 

necessary to bring about change in the environment in Ontario 

businesses that will generate growth and increased marketability. 

For example, “The HST will make Ontario businesses more 

competitive, increase business investment, create new jobs, raise 

incomes and allow for price reductions on many consumer 

expenditures.” 

•government action 
(such as HST 
adoption) is needed 
to help business 
remain competitive

Argument

•keeping the status 
quo (of the dual tax 
system) will result in 
an economic decline 
for business

Reasonal/Rational
•adopt the HST and 

join other 
jurisdictions adopting 
a VAT tax system

Consensus 
Building
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Habermas Argument Analysis: Example 5 [Tax Plan Brochure for Business] 

Reasonal/ 

Rational 

If there are no changes Ontario’s businesses shall suffer declines in 

its competitiveness, which will result in lost business and higher 

costs to consumers. This will lead to Ontario businesses losing out 

to suppliers outside the province. For example, “Replacing the RST 

with the HST will reduce the cost of capital purchases and 

operating costs, making Ontario more attractive for new business 

investment, and will allow existing Ontario businesses to improve 

their competitiveness by lowering prices. Increased business 

investment means more jobs and higher incomes.” 

Consensus 

Building 

As part of the consensus building process, the brochure presents the 

argument that a HST has been adopted by many countries, 

therefore it is a tried and true system. As well, the brochure 

provides supporting comments from the then recently adopted 

British Columbia HST plan. This content is designed to help 

reassure that this HST is the right move and that others have made 

the move. For example, “More than 140 countries and four other 

provinces have adopted a VAT. Following Ontario’s 2009 Budget 

proposal to harmonize with the GST, British Columbia announced 

in 2009 that it will also harmonize with the GST in order to 

generate economic growth and create jobs.” 
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Habermas Argument Analysis - Example 6 [HST Changes for Consumers] 

In Example 6 [HST Changes for Consumers], the argument is that there will be 

little change to purchasing costs for consumers when the HST is introduced. The 

“reasonal/rational” argument is that the current system collects the same amount of tax on 

most items.  The consensus building conclusion implies that the government understands 

the concerns of the public over the HST tax change and has addressed this. 

The following is a detailed analysis of the Habermasian argument pattern at work 

in Example 6 [HST Changes for Consumers]: 

Table 5-17: Habermas: Example 6 [HST Changes for Consumers] 

Habermas Argument Analysis: Example 6 [HST Changes for Consumers] 

 

Argument There is no reason to be concerned that the HST will be detrimental to 

consumers. The HST will combine the federal GST and provincial 

PST into one tax and provide little in changes to what consumers pay 

today. The following extract from the brochure is provided here as an 

example: 

“How will it affect what I buy? You already pay 13 per cent tax on 

many things, like cable, electronics and clothing. This won’t 

changeyou’ll still only pay 13 per cent tax. There are other things on 

which you pay no PST or GST at all right now, like basic groceries, 

• There will be little 
change to purchasing 
costs for consumers 
when the HST is 
introduced

Argument

• Current system collects 
same amount on most 
items

Reasonal/Rational
• The government 

understands the 
concerns of the public 
over the HST tax change 
and has addressed this 
(implied concensus)

Consensus 
Building
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Habermas Argument Analysis: Example 6 [HST Changes for Consumers] 

prescription drugs and municipal public transit. This won’t change 

under the HSTyou’ll still pay no sales tax. On some other products 

you’ll pay the five per cent federal portion under the HSTthings like 

books, your morning coffee and kids’ clothes. Some of the things you 

buy will see an increase in sales tax under the HSTincluding things 

like legal fees, gas for your car and home heating. To help with this 

change, new tax cuts, benefits and credits have been put in place.” 

Reasonal/ 

Rational 

As the current tax model already collects a 13 per cent tax from 

consumers, consumers will not be paying any more for the HST, 

except in a few situations. 

Consensus 

Building 

Demonstration through itemized list of very little change means 

government working with public through understanding of public’s 

concerns over change. 
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Chapter Conclusion: Rhetorical Analysis – the Audience is Listening 

When analyzing rhetorical styles for this work, the question of what drove the 

Ontario government to use a style of argument needs to be discussed. Although each of 

the rhetorical argument patterns presented above (Aristotle, Rogers, Habermas) is present 

in HST communication we need to answer the most basic question: who was the 

audience? 

A quick examination of the communication samples reveals that there were many 

different audiences for the introduction of the HST. Both businesses and individuals from 

all income levels, social groups, and geographic areas of the Province were impacted by 

the HST introduction. However, politicians from the ruling party were convinced that the 

HST was a good thing and the official opposition were reluctant to denounce the tax 

because it was good for business by eliminating sales tax inputsa good thing from the 

business-friendly party’s standpoint. (Robertson, 2012, p.116).16 

The question the Ontario government had to answer is what rhetorical argument 

pattern would be most effective to deliver its message that adopting the HST was the 

right thing to do. There were opportunities to reach out to specific groups, such as 

businesses, where a Habermas approach would be more applicable; however, to begin 

with the greater challenge, the voting consumer, what model would be best to persuade 

the wide-ranging audience that would hold the power to vote out the current government 

in the next election?  

                                                 

 

 

16 The ruling political party cabinet members reflected on the positive effects of the HST in 

statements and literature proposing the HST e.g. the Premier, Minister of Finance etc. Literature included 

press releases e.g. http://www.thewhig.com/2010/01/08/why-hst-is-good-for-ontario.  

http://www.thewhig.com/2010/01/08/why-hst-is-good-for-ontario
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In reviewing the messages presented in this work we see that when a message was 

developed the primary consideration was the audience. In Example 3 [HST Pamphlet for 

Business] and Example 5 [Tax Plan Brochure for Business], we saw that the Ontario 

government developed messages for the public while the Ontario Chamber of Commerce 

focused on persuading business. This division of audience meant there were different 

rhetorical styles implemented in the messages, however, upon closer examination the 

messages functionally operated on an Aristotelian model of ethos, pathos and logos. 

Habermas expressed in his rhetorical theory, a pragmatic approach, that the public 

should be involved with the discussion. While the Ontario government communications 

people generated a message intended to involve the public in the discussion there is a 

disconnect between being involved with the discussion and the rhetorical approach of 

how this was done.  

What we see from the literature and video clip examined in this work is that the 

message had to appeal to the widest audience, within the context of voter public in the 

province. Audiences may vary within a single event and specific focuses can be and are 

often produced through rhetorical methods to derive an outcome from messages. For 

example, in Habermas’s works on rhetoric for legal audiences, Habermas determines that 

there are focused arguments interjected designed for the specialized audiences that are 

intended. Similarly, his work on political rhetoric also emphasizes the pragmatic 

approach with the goal to achieve a successful outcome to an argument.  

For the Ontario government, the difficulty with using the Habermas rhetorical 

approach is that the audience confronted with a highly emotionally charged topic, such as 

a new taxation, requires a more complex set of rhetorical tools than pragmatism 

incorporates. An emotional appeal is required along with the logical. Further, Habermas 

glances over the importance of the authority of the figurehead of the message. When 

dealing with the political message for the general audience of the wide variety of 

consumer voters in Ontario there was a need for the creators of the HST message to 

incorporate rhetoric that touched on all the basic elements of rhetoric. That is where 

Aristotelian rhetoric of ethos, logos and pathos fulfilled the need of the messengers. 
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Whereas the Habermas model works in the Ontario Chamber of Commerce’s 

message to Ontario businesses, however, there are still strong elements of ethos, pathos, 

and logos. In the OCC message the audience is a specialized, yet critically important one. 

Ontario business consists of a wide variety of industries that includes manufacturing, 

retail and services that were affected directly by the HST implementation. For the OCC 

to convince Ontario businesses of the benefits of the HST a pragmatic approach was 

more effective. A company’s essential point was the pragmatic hook that the OCC could 

focus on instead of being required to appeal to the sense of benefit to the consumer. This 

hook is a definite logos approach with the owners and decision makers being persuaded 

of the benefits of the HST through logical argument. 

That said, it is important to realize that the Habermas model has elements in the 

OCC message that could be easily dismissed. Inside the OCC message there are elements 

of Aristotelian rhetoric that may not be apparent; for example, there may be an 

interpretation that there is no need for pathos in the message as the audience were entities 

instead of voters. However, I argue in more detail later, the OCC message reaches out 

with pathos to the owners and corporate decision makers. How pathos and ethos fit into 

the OCC message is subtler and will be discussed in more detail in the analysis section of 

this work. While Habermas works in terms of pragmatic rhetoric in the OCC case, the 

Aristotelian rhetoric is content to remain as a subtle adjunct in its message. Where 

Habermas meets the criteria of rhetorical goals with the business audience, albeit in 

concealed fashion, Habermas would have failed to reach to the wider audience of the 

Ontario consumer voter: a more basic approach for the audience was needed by the 

Ontario government. 

In the Rogerian rhetorical approach arguments are designed to be consensus 

building. The audience is widely varied in its makeup and support for the approach is 

deemed to be based on a non-confrontational process. A non-confrontational process is 

functionally a pathos approach where agreement is achieved through consensus building 

and understanding. Consensus building has the trademark application of the Aristotelian 

rhetorical model using ethos, pathos, and logos. Examined closely it is clear to see these 
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elements in the Rogerian approach. Pathos is self-evident as explained above, ethos is 

developed through the elevating of the deliverer of the message to a level equal to the 

audience. Political parties must work hard to earn the respect of the public and consensus 

building with the public relies on the public’s trust in the politicians, whether through 

themselves or through the agencies connected to the politicians. In this the Ontario 

government worked towards by expressing its experience and use of experts. 

The final component of the Aristotelian model found in the Rogerian argument is 

logos, which is subtler in the messages produced by the Ontario government. Logically, 

argument is a component of consensus building because it seeks to establish common 

ground; i.e., you (the public) want businesses to have lower costs to operate so that 

business will be more successful. The more successful businesses are in Ontario the more 

they will reinvest and the less likely they will lay off staff. Ergo HST equals more profits, 

and profits equal jobs. This is a logical argument that can be agreed upon by all parties. 

What has been identified in this section of this work is that the rhetorical styles 

discussed have relevance to the messages produced for the acceptance of the HST. The 

common elements that are most persuasive in the messages generated follow a common 

theme based in the Aristotelian rhetorical model. What challenged the government was 

the audience, how to persuade the wide-reaching audience with the most efficient 

messages possible. Further complicating the government’s message were the legal 

restrictions placed on the government as to what could be said. Details of these 

restrictions are found later in this work. As a result, the messages produced for the public 

consumption needed to be a logical and emotionally driven one produced by messengers 

that have convinced the audience of their authority. In the next chapter, I will continue 

my analysis by addressing the rhetorical approaches that the Ontario government used to 

introduce the HST.  
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CHAPTER VI 

RHETORICAL ANALYSIS – PART 2 

This chapter continues the rhetorical analysis started in previous Chapter V – 

Rhetorical Analysis – Part 1 that focused on a review of the extant communication 

examples that were provided by HST stakeholders (politicians, civil servants, and 

business leaders. In this chapter, to answer how the HST was introduced to Ontario, 

we consider the arguments in favour of the HST and the prior experience of the 

Atlantic Provinces that were available to the government of Ontario.  An analysis of 

the YouTube video and the Ontario Chamber of Commerce media release follows, 

then a look at the Ontario Ministry of Finance HST Website and pamphlets about the 

HST provided during interviews with stakeholders.17  

Until the introduction of the HST, the most publicly debated taxation reform in 

Canada was the Federal Goods and Services Tax (GST) introduced in 1991. The GST 

was a seven percent tax that replaced the legacy “hidden” Manufacturers Sales Tax of 

22 percent that it would replace its Provincial Sales Tax (PST) of eight percent with 

the more modern HST that combines the PST with the Canadian government’s GST. 

The Ontario reform thus created an HST of thirteen percent. Ontario’s HST took effect 

on July 1, 2010, Canada Day. The new HST was a value added tax similar to the VAT 

found in Europe, Australia, and New Zealand. 

                                                 

 

 

17 HST stakeholders that participated in interviews are listed in Chapter IV – Methods. 
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How did the Ontario government “sell” HST? 

How did the Ontario government “sell” HST? There are two arguments for the 

HST that Ontario government policy makers used as a base for their approach. The 

first argument was that the HST simplifies tax collection and compliance, and thus 

reduces government and business administration inefficiencies; businesses and 

governments spend less money on the administrative costs of paying taxes. The 

second argument was that the HST “eliminates any distortions in the purchasing 

behaviour of consumers or firms arising from different rates of taxation across 

provinces” (Balgrave, 2005, p.320); consumers spend more money in Ontario and the 

tax revenue collected would offset any loss to other markets (such as losses through 

cross-border shopping) (Balgrave, 2005, p. 320). 

Ontario’s pre-HST retail sales tax system, a provincial sales tax of eight 

percent, applied to many purchases made by businesses during providing goods and 

services for sale, and retail sales taxes were embedded in the price of the finished 

goods and services throughout the supply chain and often passed on to consumers. 

However, the HST used value-added tax structure, meaning that most businesses 

would be reimbursed for the tax they pay on most of their inputs. It was expected that 

most of the cost savings to business from removing embedded sales taxes would be 

passed on to consumers through lower prices, and exported goods would also be 

generally free of embedded sales tax, thus making Ontario exports more competitive 

(Government of Ontario, 2009). 

The Ontario government had access to legacy data and reports on the 

successful adoption of the HST by the Atlantic Provinces (before Ontario and British 

Columbia adopted the HST) as part of the decision-making process in considering 

HST introduction. In these reports, there was strong evidence that the implementation 

of HST improved the savings and boosted Atlantic businesses (Government of 

Ontario, 2009). Even though it was armed with this positive feedback, the Ontario 

government still needed to proceed with its program under different circumstances and 
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conditions than those that influenced the Atlantic Provinces. The regional differences 

between Atlantic Canada and Ontario are significant in terms of economics, industry, 

manufacturing, resources, and financial strength. Ontario alone accounted for nearly 

$275 billion dollars in manufacturing sales, even though all the Atlantic Provinces 

combined accounted for only approximately $39 billion dollars (Statistics Canada, 

2008). 

However, addressing externalities was a challenge for the Ontario government. 

As noted by Charles Wheelan, “Externalities are at the root of all kinds of policy 

issues, from the mundane to those that literally threaten the planet” (Wheelan, 2002, 

p.45).  Two major externalities are contributors to HST reform: increased pressure 

from globalization and the global economic recession that began in 2008. In these 

cases, there are positive and negative externalities in effect (Wheelan, 2002, p.46). The 

positive externality was that globalization forced Ontario businesses to push the 

Government to review its tax formulas, and thus helped bring about a positive plan to 

make Ontario industries become the most competitive in the market by saving or 

creating jobs in Ontario (instead of closing or offshoring). The negative externality 

was the economic downturn, which forced Ontario to make this decision at a time that 

was unfavorably perceived by voters, unlike in Nova Scotia’s HST implementation, 

which occurred before the global recession. 

Regardless of the goals that drove the HST tax reform, the difficulty was in 

delivering an effective message through rhetoric to the citizens who would pay the 

new HST. What needed to be conveyed to citizens by the elected provincial 

government, and to future voters, were messages that could ameliorate potential 

animosity towards a plan that, prima facie, appeared to be a money grab by the 

Government to benefit the business community. Citizens needed to be convinced of 

the benefits of the HST, and the most effective way to convince them was by reaching 

out to the business tax base that would be the beneficiaries of administrative efficiency 

and that would then be expected to pass on the savings to Ontario citizens (their 

customers). To reach consumers, strategic rhetoric was required to present a rationale 
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for the tax. However, consumers distrusted the new coalition of government and 

business that was formed to deliver the HST’s strategic message, and they saw 

themselves as powerless victims. It did not help pro-HST communicators that the 

HST, introduced at the provincial level, is managed at the federal level (and 

disempowers Ontario’s citizens).  

What can we learn from Atlantic Canada’s earlier HST introduction? 

As indicated earlier, the Ontario government had the legacy of the Atlantic 

Provinces to influence its approach. So, what lessons did the government learn from 

previous examples and did they apply them?  

In the Atlantic Canada provinces of Nova Scotia, New Brunswick, and 

Newfoundland and Labrador, which adopted HST in 1997. there was considerable 

discussion among businesses, as well as businesses in Ontario and British Columbia, 

that retail sales tax policies place a higher than necessary expense on “business 

inputs”. This situation is deemed to increase the cost of products ending up on the 

consumer market (Smart, 2007, p. 2). The challenge facing consumers is to understand 

that the retail sales taxes affect businesses on a larger scale, which results in higher 

prices to consumers when they purchase items. Therefore, the perception is that retail 

sales taxes are better for consumers and that the HST increases the cost of consumer 

items. What a major study by the C.D. Howe Institute showed was that when a 

comparison of RST and HST was conducted in the Atlantic Provinces, relative 

consumer prices fell with a reform of tax policy to HST (Smart, 2007, p.2). While this 

finding was probably considered when planning strategy for the Ontario case, the 

comparison of the benefits to the Atlantic Provinces was omitted in the Premier’s 

message. 

When we review and compare a press release from the province of Nova 

Scotia’s finance department in October of 1996 prior to the implementation of the 

Maritime Provinces’ HST in 1997 to the Ontario video we see a different balance of 

rhetorical styles that may have led the Ontario government to change its approach 
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when scripting its message. Like the opening statement in the Ontario government’s 

video, the Nova Scotia finance minister opens with a pathos statement … “Tax breaks 

for libraries, rebates for new home construction, and full tax refunds for most 

businesses are among the benefits of the new sales tax system” (News Release – 

Finance Harmonized Sales Tax, 1996). Here, we see the minister making an opening 

appeal to the public to present the HST as a positive step. He introduces a social issue, 

libraries for the people, asking who would not want libraries to be better off? He offers 

the promise of rebates for new home construction; note the use of the word “home” 

and not “house,” to grab at the feelings of the everyday person who wants to move up 

in their economic situation. Finally, he suggests that most businesses will benefit from 

full tax refunds (not explained until later).  The message overall is designed to reach 

the community, the individual, and the business owners. Unlike in Ontario, Nova 

Scotia’s message is one filled with prosperity and their economic condition was 

portrayed as reasonably sound. This introduction could not be repeated in the Ontario 

case as it followed the worst recession since the 1930s. It is understandable that 

Ontario’s message had to tackle that economic reality first and use the introduction of 

the HST as a method to become more economically competitive. 

Not surprisingly, the Nova Scotia release delves quickly into logos to bring a 

rational argument for the tax reform (the release comes from the finance department). 

Their approach, however, is less impersonal than the Ontario example. For example, 

the minister explains that the “government will collect $100 million dollars less in 

taxes, and in addition Nova Scotians will receive $53 million in income tax breaks and 

targeted help. That means more money in the hands of Nova Scotians, more money in 

the economy, and more jobs.” Where the Nova Scotia minister provided an argument 

for the votes that could be grasped as a win-win scenario, the Ontario Premier’s 

message is vague and more aligned to business interests. The rest of the logos 

argument in the Nova Scotia message is detailed, but in terms aimed at reaching the 

consumers in a way that is easy to understand. For example, the minister explains that 

in new homes valued at less than $150,000 there will be a twenty-seven percent rebate 
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of the HST. While this amount may not be much, the public sees their government 

giving them back money in an amount that is measurable. The Ontario Premier’s 

message, however, is vague and lacks this sort of detail.  

The reason that Ontario may have gone in this direction instead of the route 

taken by the minister for Nova Scotia is that the complexity of the details of its HST 

was too great to disclose in a short video message. However, it does show that the 

rhetoric used by Nova Scotia was aimed at consumers through a more ethos-based 

argument.   

The ethos rhetoric of the Nova Scotia message, unlike the Ontario message, is 

spread throughout the release. In the first sentence, the authority figure is listed as 

finance minister Bill Gillis; subsequently, the minister is referenced as Dr. Gillis 

whenever he is quoted or mentioned. Referring to the minister as Dr. provides the 

audience with a comfort level that the person in charge is an authoritative figure, 

although what he is a doctor of is not mentioned, but expertise is implied in the title. 

This confidence building technique was used in the Ontario message by the reference 

to “top experts.” That said, unlike Nova Scotia, the Ontario government’s ethos was 

that it was the primary authority and decision maker. Ontario’s script presented 

general benefits that were intended to lead the voters to feel that the government was 

in control and would take care of them. Nova Scotia, however, presented its authority 

as a combined effort with industry and business. Its details included items such as 

educational books, house rebates, and a definite personal income tax rebate. This 

message was significantly more appealing and reassuring to the public than the 

Ontario one. Why the Ontario government failed to include this formula in its address 

is unclear, but the reason probably stems from a combination of factors emanating 

from the economic crisis. With Ontario establishing itself as the sole controlling 

factor, the public is presented with a specific entity that is taking responsibility.  

 Looking again at the pathos element of the Nova Scotia release, it is evident 

from the details of the samples presented (books, houses, and personal tax rebates) that 

this message is crafted with the audience’s emotional status being considered 
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carefully. The minister’s message is a positive one without the negative “hard work 

and sacrifice” message as presented by the Ontario Premier. In general terms, the 

message is upbeat with subtle evidence that the economy is in good shape. The 

Ontario situation was quite different, as its economy thirteen years later had just 

recovered from a major recession, so it is not surprising that the two messages 

approach the emotional mood of the audiences differently. In some aspects, the two 

messages should not be compared; however, we must consider that Ontario’s Premier 

must have looked at the messages crafted by Nova Scotia as well as the other Atlantic 

provinces that adopted the HST. From what can be seen, Ontario’s more formulaic and 

“strong medicine” approach did not follow the approach of Nova Scotia. Ontario 

needed to sell the reform based on instilling fear in the public that without the reform 

Ontario could succumb to economic disaster. Failing to support the tax reform would 

be harming the future and the generations to come. Ontario was trying to guilt those 

naysayers of the reform and rally Ontarians into a common sense of desperation. Nova 

Scotia, however, presented a case for immediate improvement to its voters’ conditions 

and a promise of short and long-term gains for its businesses.   

In conclusion, what we have seen with the Ontario government’s introduction 

of the HST, which merges the provincial retail sales tax with the federal government’s 

goods and services tax, is a rhetorical style designed to minimize the objections over 

the tax by the public by using the three classical elements of rhetoric: ethos, pathos, 

and logos. A part of this public relations sales job was also the contribution and input 

by business and industries that supported the reform. During this examination of these 

messages, it is apparent that each of the two groups aimed their messages towards 

different audiences. The government had focused on the public at large and industry 

focused on its own kind. The government used strong ethos and pathos rhetoric and 

industry had strong ethos and logos rhetoric. A review of the audience and the impact 

that they could have on either the government or industry provides an explanation for 

the paths taken by these groups.  
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The goals of the messages were to present a positive reason for introducing the 

HST. To that end, the government had the toughest job with the greatest consequences 

to its survival in the next election. This is evident early in Ontario Premier’s video 

message that the government followed a set pattern of rhetorical styles. First, it 

grabbed the audience by established itself as the authority—ethos. Then it presented 

direct and immediate benefits to the public – logos. Finally, it appealed to the public’s 

desire to help present and future generations—pathos. With this approach, the 

government tried to reach out to a potentially hostile audience and mollify the angst 

felt toward the implementation of a reform that on the surface appears to hurt 

consumers. 

The challenge for the government has been that it has dealt with externalities 

that have forced a measure it has taken. As noted before, Wheelan’s “Externalities are 

at the root of all kinds of policy issues”, the negative externality was the economic 

downturn, which forced the government to make this decision at a time that was 

tremendously unfavourable in the eyes of voters, unlike the situation in Nova Scotia. 

These externalities lead voters to become insular in their reaction as taxes are 

interpreted as a direct attack on their personal wellbeing. For governments, gauging 

the voters’ response to the tax reform after it had been announced could be used to 

help shape its rhetorical message. Consumer groups, as well as the government, began 

to assess how the public responded. One of the most accurate ways in determining if 

the message has been received by consumers, and how the message is coming across, 

is through the process of polling. In an Ipsos Reid survey, commission by CanWest 

News Service determined that seventy-three percent of Ontarians opposed the tax and 

saw it as a money maker for the provincial and federal governments (Mayeda, 2009). 

While the evidence showing Ontario’s message was influenced by these types of polls 

we do see the message indicating money collected would be folded back into social 

services rather than paying down the deficit created to stave off economic depression. 

It must therefore be considered that the Ontario message was crafted to mix a blend of 

benefits to business and consumers based on initial backlash. 
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The question of whether the government cares if its rhetoric is working is a 

political one. With the introduction of such a reform, the provincial and federal 

governments must strategize the implementation of the reform and its corresponding 

message. The biggest concern for governments is in the political backlash that such an 

unpopular reform will have come voting day. However, when we review the timing, 

July 1, 2010 - Canada Day, there is an added concern for the message. The date is 

memorable and as such requires a significant message. That is why we hear in the 

provincial government’s video the use of words and phrases like “strong medicine”, 

“hard work,” and “single most important thing.” What is revealed in this rhetoric is 

that the government is placing the onus of the reform back onto the consumer. We, as 

consumers, are being asked after coming out of the recession relatively in good 

condition, to focus on how we can help to keep us from sliding back into a recession. 

Analysis of the “How?” 

YouTube Video: Strong Medicine 

From the onset of the introduction to the public in February 2009 of the intent 

to bring in the HST, various government departments used different media as a tool to 

sell their plan. Radio, television, newspapers, and websites were the main tools of 

delivering the rhetorical message aimed at appeasing consumers’ fears (Sean 

O'Connor, personal communication, June 4, 2015; John Wilkinson, personal 

communication, May 5, 2015; Dalton McGuinty, personal communication, August 10, 

2015). If we examine just one of these messages, the Premier of Ontario (Dalton 

McGuinty) talking to his constituents on YouTube, we can find all the elements of the 

economic and political argument for the tax reform condensed into a minute and a half 

sound bite. This video links the audience to the Premier face to face. Technology is 

used to deliver the Premier’s message to the technologically-informed market. This 

audience is critical to the government’s sales plan, as they represent the largest group 

who would be most reachable through an argument based on ethos, pathos, and logos. 
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To that end, we can analyze this recording and its transcript and break it into those 

three rhetorical components. 

To set the video in context the Premier is speaking to the camera in the 

backyard of a suburban house on a warm day. The Premier is clad in casual clothes 

and talking one on one to the audience. Throughout the message the Premier shifts his 

audience focus between citizens and business. The message is attempting to persuade 

the audience that the government has a solution for the economic hardships that all 

citizens have been enduring as of the recession of 2008. 

The video message begins with the Premier quickly using ethos to establish a 

sense of control and authority over his listeners. He does this by stating what the 

Ontario government will do as the power in office now: “Our plan to invest in 

education, health care, and infrastructure is working.” With these words, the Premier 

is confirming the paternal authority of the government. He is letting people know that 

the government is able and capable of doing well for its citizens. The audience for this 

message is the lower and middle class citizens rather than business. This was 

important as the public held the capacity to defeat the government in the next election. 

Reaching out to the public in this message was a first phase to educate people about 

the tax (Sean O’Conner, personal communication, June 4, 2015).   

This rhetoric reinforces the listeners’ comfort level in the planning and any 

execution of the government’s plans for investing in education, health care, and 

infrastructure. In doing so, superlative adjectives, such as top and billions, are used as 

replacements for average adjectives and serve to create the image of large sums of 

money being spent for the benefit of citizens and business. This rhetorical construct is 

meant to remove any doubt of the authoritarian power of the government; with this 

comfort level achieved, the government brings a promise of hope and expectation in 

the minds of consumers through a logical argument. 

The Premier then supports the government’s plan by telling listeners that there 

is only one option that is best for the province: “To create more jobs top economists 
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agree that the single most important thing we can do is to adopt HST; it reduces cost 

for employers by billions of dollars.” This element of the message is interesting as it 

changes the focus to adding in business as an audience member in the second part of 

the message. In the first part, the government has established its goal and done so with 

consultation of “top economists.” The government is showing the public that it is 

taking care of its people by finding ways to create more jobs and as a responsible 

authority they (the government) have consulted with only the best people to come to 

the most logical of conclusions (HST is good). 

The second part of the message “it reduces cost for employers by billions of 

dollars” is directed to both citizens and businesses. Citizens understand when costs for 

employers go down there is less chance of businesses closing. For the business 

audience, the message is that ‘we have found a way to reduce your expenditures’.  

This message has an appeal to business owners who were affected by the recession of 

the time. 

That businesses would be saving billions of dollars was recognized by the 

large businesses, but the battle to convince smaller businesses was crucial. Small 

businesses were concerned that its customers would react badly to an additional tax 

and that businesses would be the government’s tax collector (Steve Orsini, personal 

communication, May 7, 2015).  

This message is reinforced with the Premier stating that because of the reform 

“money can now be invested in new equipment, new machinery and new plants and it 

will create hundreds of thousands of new jobs.” By defining what the money will be 

spent on, the government focuses on specifics, giving it the appearance of knowing 

what it is doing. 

This section of the message continues to reach out to citizens and businesses 

particularly in the lower to middle income brackets. Consider the three items of 

investment: new equipment, new machinery and new plants. These items are 

connected to the traditional types of work carried out by citizens such as factory 
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workers and managers in manufacturing industries. The statement then goes on to 

reassure the citizens and business owners that the HST will provide an avenue for 

“New” expansion.   

The Premier’s speech flows from ethos to logos, or logical argument, to a 

lesser degree. Once the speech has introduced the logic of the reform as a positive step 

for business, any potentially negative messages to consumers are countered with 

incentives for the “common” person. First, the government deals with the main 

complaint by stating “some things will cost us more as consumers” and then they 

launch into a rescue plan that is designed to defuse protest from the poorest “so we are 

providing tax relief for working families and those who need it most”. Notice how the 

government establishes a reasoned approach to the complaints anticipated. The fear on 

the government side is that blue collar and occasional workers will lash out at a deal 

that benefits business, so the government “defuses” the protest by giving the lower 

income brackets a break.  

From logos, the government transitions to pathos by appealing to the audience 

emotionally through a request for help. The Premier says, “I know the HST is strong 

medicine, but it is what we need to build a strong economy so we can build the best 

schools, health care, and quality of life.”  

This plea for the audience to understand and accept the government’s decision 

has several elements hidden within this line. First, the Premier switches from the 

formal identification of the authoritarian government as “we” to the informal “I.” The 

Premier is eliciting a paternal feeling towards the government by trying to connect 

with the audience on a personal level. He does this so he can dole out the “strong 

medicine” that he knows is best for all the citizens. While this message can be 

perceived as a positive strength for the government, there are negative connotations to 

the use of the words “strong medicine.” By implying that the public will need to take 

its strong medicine, there is an element of panic that could result (Ferguson, 2010). 

However, the Premier further reinforces the emotional argument by saying that this 
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strong medicine will allow the government to provide for the social needs of the 

people…schools, health care, and quality of life.  

The video segment ends with the final and most important emotional appeal, 

which deals with the benefit for children. “The HST won't just provide jobs for today, 

it will create opportunity for our children and grandchildren tomorrow” it is an 

obvious attempt by the government to ask parents to think not of themselves, but 

rather of their children who will benefit from the reforms. In short, resistance to this 

reform by parents would be tantamount to hurting their children and grandchildren.” 

And further reinforcing this message, consider the video’s setting again in a backyard 

where children and grandchildren could play. In this yard that the government has set 

up for the audience the audience is safe as will be the generations to come. 

The use of pathos in the Premier’s speech is well positioned. It is evident that 

to capture the audience’s attention and understanding, the Premier needed to 

orchestrate his rhetoric to match the emotional nature of the reform. Using a logical 

approach and saying it was what was needed were going to be hard sells, so the 

Premier opened and closed with an appeal to pathos. In his Strong Medicine video 

message, the Premier opened with the phrase, “Ontario is coming out of this global 

recession sooner and stronger than anyone expected because of the hard work of 

Ontarians, and we are again leading Canada in economic growth”. Here we see the 

Premier building a unified sense of pride within the audience, telling them their hard 

work is what saved Ontario. He seeks to use this emotional pride in the province of 

Ontario to move through the ethos and logos elements of his rhetoric, only to end with 

an appeal to the individual’s sense of duty to family and the future.  

As mentioned in Chapter III – Literature Review, Hofstede’s cultural 

dimensions can be seen in the YouTube video example. Canada scored a low 39 on 

Hofstede’s Power Distance Cultural Dimension.  Canada had a low score of 39 for the 

PDI dimension, which is defined as “the extent to which the less powerful members of 

institutions and organizations within a country expect and accept that power is 

distributed unequally” (Hofstede). This means that Canadians feel they can approach 
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those in power as equals in a communication exchange. The YouTube appeal by the 

Honourable Dalton McGuinty contains many elements of informal and straightforward 

exchanges with the audience. The setting of the ‘speech’ is informal by being in a 

backyard of a residential neighbourhood. The Premier is casually dressed and is 

speaking directly to the camera lens using plain words that do not include complex 

economic terminology. The effect is that of an equal conversation from one Canadian 

man to another, even though one of the participants is the leader of the province. 

Canada has a high score of 80 for the individualism dimension, “and can be 

characterized as an individualistic culture…a loosely knit society in which the 

expectation is that people look after themselves and their immediate families”. 

(Hofstede). This means that Canadians tend to be self-reliant and display initiative.  

The Premier gives the audience the opportunity to accept that responsibility for 

the tax, and by accepting the tax the individual shall reap the benefits to business thus 

supporting the individual’s capacity to support their family. Individuals are the key to 

the Premier’s message and Canadians are expected to respond positively to the 

benefits that the Premier outlined in his talk with the people. The medium selected for 

the message is an important factor in the message’s success. The Premier’s talk is not 

a speech presented on prime-time television; instead, it is on YouTube where the 

audience sees themselves as individuals and the medium as a personal communication 

tool. The audience is asked to support expert findings on the benefits of the HST, and 

is an example of the audience’s ability to accept the HST personally. If the audience 

agrees with the experts, they are then acting in their own best interest. If the audience 

does not agree with the experts, which they are free to do in a democracy, it is implied 

that they would be undermining the province’s economic recovery. 

Canada has a moderate score of 52 on the masculinity dimension, which 

speaks to their balance between an appreciation for caring for others and quality of life 

and being defined by competition, achievement, and success. The Premier’s YouTube 

message presents an important work life balance with the backyard setting chosen for 

the video.  The Premier presents his message in an environment where the audience is 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

152 

connecting the HST with a better home life through a better tax model. The Premier 

has created an atmosphere with his location where the individual sees the HST as 

improving their hope for continued employment or new jobs. This hope translates into 

free time to play with the children, mow the lawn, afford the home that everyone 

wants, and provide something to pass down to the generations to come.  

Canada has an average score of 48 for the uncertainty avoidance dimension. 

The result indicates that Canadians are tolerant of ideas or opinions from anyone and 

allow the freedom of expression. Canadian culture is not rules-oriented and Canadians 

tend to be less emotionally expressive than cultures scoring higher on this dimension. 

In the Premier’s message is a hope that Canadians accept the logic that the acceptance 

of the HST is the right thing to do to help resolve the economic crisis.  

Canada has a low score of 36 on the pragmatism dimension, which indicates 

that Canadians may have a respect for traditions and a relatively small propensity to 

save for the future.  However, an examination of rhetoric in news media would show a 

different view, as there is a great deal of advertising from banks directed at Canadians 

to save for the future and dire warnings on the economic future of citizens who do not 

save. In the messages from the Premier and Business regarding the HST, the people 

are encouraged to accept a wholesale change to a system of taxation to support a 

traditional lifestyle. 

Canada has a high score of 68 on the indulgence dimension. Canadians have a 

willingness to realise their impulses and desires with regard to enjoying life and 

having fun. They possess a positive attitude and have a tendency towards optimism. 

The messages provided as examples in this study are optimistic. There is significant 

positive outcome being spouted as the result of the change. Optimism for the future is 

painted with vivid examples of positive job security and the resultant home life 

benefits in the Premier’s message. A positive message despite the “Strong Medicine” 

rhetoric is what the Premier conveys. The audience will enjoy the comforts of home 

and the joy of that generations bring without the harness of doom if the HST is 

rejected. The setting of the ‘speech’ is informal by being in a backyard of a residential 
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neighbourhood. The Premier is casually dressed and is speaking directly to the camera 

lens using plain words that do not include complex economic terminology. The effect 

is that of an equal conversation from one Canadian man to another, even though one 

of the participants is the leader of the province. 

Media Release: Ontario Chamber of Commerce  

Government is only one vehicle for conveying pro-HST rhetoric. There 

obviously is a critical business tie to the tax reform, and business support needed to be 

obtained. In 2004, before the reform was announced, Ontario businesses who were 

members of the Ontario Chamber of Commerce (OCC) had become more active in 

their promotion of the requirement for a reformed tax system. From this initiative, the 

OCC became part of a coalition of businesses that formed a group called the Smart 

Taxation Alliance. As a founding member of this group, the OCC issued press releases 

to businesses and the public describing the benefits of the tax reform. 

By examining the OCC June 29, 2010 media release, it is possible to view a 

rhetorical pattern similar to that in the Premier’s video message that also contains 

ethos, logos, and pathos; however, unlike the Premier’s video, the OCC floods its 

message with strong ethos rhetoric. As can be expected for a business audience, the 

use of pathos is restricted in creating an emotional response from business owners, 

and in doing so misses the opportunity to connect with consumers. The use of logos is 

subtle and is embedded in a point form layout found in the centre of the text of the 

media release. The media release document also relies heavily on commentaries from 

a wide range of business owners, with the commentaries occupying greater amount of 

space than the main write up. 

The establishment of the coalition as an authoritative body is an important step 

for the OCC. It needed to show the audience that it, like the government, has the 

knowledge base and wide support of its peers to give the reform plan support. The 

OCC does this in the second sentence by recognizing the Smart Taxation Alliance as a 

body of business experts. “The planned harmonization of the Ontario Retail Sales Tax 
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(RST) with the Federal GST is the most important measure available to stimulate 

economic recovery and ensure Ontario’s prosperity, says the Smart Taxation Alliance, 

a coalition of business leaders representing a broad section of Ontario’s economy” 

(OCC refer Canada day celebration” Media Release, June 29, 2010). This sentence 

contains key words that are designed to establish the credibility of the Smart Taxation 

Alliance. The OCC uses words that create a sense that analytical study by this group is 

what has been done and what would be expected by this group. These words include 

measure, stimulate, and ensure. These words lead into the heart of the group’s 

credibility, which is that they are identified as “a coalition of business leaders 

representing a broad section of Ontario’s economy” (OCC refer Canada day 

celebration” Media Release, June 29, 2010). While this statement on its own is 

suspect, the message being sent forth is that not only is the group made up of business 

leaders, but also that they say that this is a good plan. The placement of the word ‘say’ 

just before the defining character of the alliance reinforces the authority of the group. 

In another use of ethos, the media release identifies members of the Smart 

Taxation Alliance that includes reputable company and broader public sector 

associations such as the Ontario Chamber of Commerce, Canadian Chamber of 

Commerce, Canadian Council of Chief Executives, Canadian Manufacturer’s and 

Exporters Ontario, Chemistry Industry Association of Canada, Certified General 

Accountants of Ontario, Ontario Road Builders’ Association, Retail Council of 

Canada, TD Bank Financial Group, TELUS, and the Toronto Board of Trade, to name 

a few. By inserting this list of notable members following the point form list of 

benefits, the Smart Taxation Alliance reinforces the credibility of the group and aim of 

securing the trust of the public. The final example of ethos is found in the two to three 

line commentaries from various executives of the listed members. These messages of 

praise for the tax reform present the audience with a long list of endorsements that 

confirms support on the government’s plan. 

Logos is used by the OCC to support the reform in six points that are cleanly 

and concisely listed in the middle of the one-page text release. In these points, the 
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author(s) use phrases such as “Cutting in half the red tape suffered by businesses in 

Ontario in the collection, remittance and auditing of sales taxes, for an estimated 

annual savings of $500 million” (OCC refer Canada day celebration” Media Release, 

June 29, 2010). Here, business is presented as the victims of government bureaucracy, 

which logically will be reduced significantly with the implementation of tax reform. 

They also emphasize the importance of distributing the tax load evenly, “All economic 

sectors contributing equally to revenue generation in the province” (OCC refer Canada 

day celebration” Media Release, June 29, 2010). In this argument, business is deemed 

to be the victim of unfair taxation, but with the new tax reform there will be an 

evening out for all stakeholders, consumers (it is implied that businesses care about 

how consumers feel because they are their valued customers). These logical arguments 

are but two of the six on the list, yet they are definitely not written in a manner aimed 

at appeasing the consumer (OCC refer Canada day celebration” Media Release, June 

29, 2010).  

Of the styles used in this release, pathos is conspicuously absent. Attaching an 

emotional connection to a business benefit is not attempted in this release. The focus 

in the document is specifically on business interests, and thus it fails in its connection 

with the public. There is an attempt to connect with people using the endorsements, 

but this is aimed at business leaders and not the public. In this message, as in earlier 

ones, the reform is portrayed as a saving act. The message is that businesses will 

benefit tremendously and as a result, businesses will flourish and grow. Investment 

into the province will also result in benefits. Although this message expounds on the 

benefits of the reform plan on business, the rhetorical pathos message is missing from 

the message for the individual to feel empathy. One must consider, reading this 

release, that there is nothing in it to reassure the public that reinvestment or cutting 

government bureaucracy will improve the economic situation of the workers. 

This point contrasts with the government’s message, where the Premier talks 

about the hundreds of thousands of new jobs expected to be created from this tax 

reform. In a comparison of pathos between the government and business examples, 
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there is no doubt that this is a discrepancy detrimental to the government. The 

government spent $1.6 million dollars (CDN) on its media message with the intent to 

appease fears of the reform (Moran, 2010); however, business has tagged onto the 

government’s media machine and has failed in matching its rhetorical style. 

When you compare the logos of the messages, a similar picture emerges. Both 

camps, government and business, project a level of confidence about their support for 

the tax reform. Both refer to negative issues, be these bureaucratic or cost increases, 

and then bring the reader into a positive frame of mind by presenting the tax reform as 

a bringer of relief through tax breaks and refunds. 

 While the government minimizes its emphasis on a solution for such a 

politically charged topic, business revels in the benefit. As noted above, business is 

not interested in using rhetorical pathos, as the audience to them is impersonal; 

however, the government does have to address the emotions of its citizens for their tax 

reform. For the government, though, the voters are the ones that will be deciding what 

happens in the next election, which is expected to take place in 2011, so the 

government should be concerned about any backlash from voters’ emotions. 

In both groups, similarity in the establishment of confidence and authority 

among their constituents is of paramount importance. The government needed to show 

its leadership capacity and understanding of what the voters need, just as business 

needed to see the supporters of the reform plan present compelling credentials and 

influence international markets. Both government and business communication 

examples established baselines of experience and then made pronouncements with an 

authoritarian voice (ethos). It is evident, and logical, that the use of ethos is a critical 

first step in establishing the tone of a message that has significant impact on the 

province.   

With the rhetorical messages by the government and business on the benefits 

of the HST, it is important to review whether the messages reached their audience and 

whether they had an impact on their audience’s perception. Further, it is important to 
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consider if the government and business achieved their goals. To determine if the 

messages reached the audience is simple. From the time of the announcement, 

consumers were very vocal about the plan. Naturally, in this day of internet blogging 

and other instant feedback systems, responses and reaction can be measured. When 

these artifacts are analysed, we can see the influences of Aristotle’s ethos, pathos, and 

logos have on the messages. There is another rhetorical style that can be seen as well, 

that of the Rogerian style. The Rogerian style advocates a way of argument that is less 

confrontational, less one-sided, and more compromising and deliberately consensus 

building. By relooking at these messages, we can see that this approach is applicable. 

In the Strong Medicine video and the statement: “Ontario is coming out of this 

global recession sooner and stronger than anyone expected because of the hard work 

of Ontarians, and we are again leading Canada in economic growth”.  The message is 

implying that the audience has been pulling together to bring the province out of a 

devastating financial crisis. By adding “we” into the last part of the message the 

speaker is bringing himself into the same sphere of influence as the audience. The 

speaker shifts from the singular focus of the audience in the initial part to a multiple 

party effort. He is setting the stage for consensus through getting the audience to feel 

good about their accomplishment, and at the same time subtly bringing the message to 

one of a joint effort. The audience did their part and so did the government.  

In another segment of the message the premier states “To create more jobs top 

economists agree that the single most important thing we can do is to adopt HST; it 

reduces cost for employers by billions of dollars.” By adding in experts, the Premier is 

passing over confrontation by introducing a third party for whom can be blamed in 

case something goes wrong. The Premier is saying that if top experts have convinced 

me and business that this is the correct course of action to follow then we should work 

together by accepting this is the right thing to do. Not only is the messenger asking to 

be trusted and recognized, he is trying to be less confrontational about the approach in 

the message. Consider that the Premier did not say “I” or “we”, the government, hired 

the economists. This would pit the audience’s sensibilities against the Premier, which 
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was not wanted or desired. Pitting one group against another provided an adversarial 

relationship to an argument which the Premier did not want or thought was necessary 

(Dalton McGuinty, personal communication, August 10, 2015). 

In another segment of the video the Premier says “The HST won't just provide 

jobs for today, it will create opportunity for our children and grandchildren 

tomorrow”. With raising the emotional capital of introducing children and 

grandchildren there is a concerted effort by the Premier to make this argument for the 

HST a logical choice that we all can see is the right one. Introducing the generational 

card makes this non- confrontational. 

While the Premier’s message follows the Rogerian style, the OCC message is 

less so. In the OCC message, there is a definite indicator that there “The planned 

harmonization of the Ontario Retail Sales Tax (RST) with the Federal GST is the most 

important measure available to stimulate economic recovery and ensure Ontario’s 

prosperity, says the Smart Taxation Alliance, a coalition of business leaders 

representing a broad section of Ontario’s economy”. Here the message has a mixed 

rhetorical style. On one hand, there is consensus building in that the HST will 

stimulate economic recovery, however, on the other hand it could be interpreted as fait 

accompli. By stating “the most important measure” is forceful and challenging any 

opposition to disagree. 

In another section of the message there is a continuation of the authors’ 

authoritarian voice, however, it does moderate the tone to get cooperation.  “Cutting in 

half the red tape suffered by businesses in Ontario in the collection, remittance and 

auditing of sales taxes, for an estimated annual savings of $500 million.” Here, the 

authors are attempting to get the audience to appreciate the savings to business and 

thus trying to generate harmony and support through consensus building. 

What seems to be the difference between the Premier’s message and the 

OCC’s message is the audience. For the OCC, the audience is business and as such the 

language is more formal, more forceful. Whereas, the Premier’s audience is for the 
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individual, the citizen and small business owner is persuaded by consensus. The 

audience range is too wide, and the danger of conflict by aggravating the people 

makes the government far too vulnerable to disaster at the next election.  

Ontario Ministry of Finance HST Website 

A HST website was created prior to the introduction of the HST policy. This 

was part of the government’s philosophy of having a wide and long term media 

exposure of the policy to the public. The key of the HST message as pointed out 

earlier was to have education and information available to minimize the objections to 

the tax. 

As with most government sites, it is updated as required and therefore the 

current website reflects the snapshot taken in 2017 (see Appendix C). However, the 

format and message remains consistent from the original period. By reviewing the 

snapshot provided in the exemplars it is possible to get a feeling of the message 

presented by the government when the site was launched. 

The site begins with an explanation that although the HST replaces the GST 

there are a series of HST exemptions. Also, there is still a remaining component of the 

RST that is applicable to certain items such as specific insurance premiums and 

vehicles. The site also goes on to notify the reader that the HST is administered by the 

Federal government and that it should be contacted if there are any questions. 

The layout of this site begins with a positive message to the pubic: that the 

HST is 13 percent but and that Ontario provides relief on the provincial portion on 

specific items. This simple sentence reassures the public that although there is a tax, 

there are also exemptions. It goes further by stating that exemptions are immediately 

given at the point of sale. There are no forms to fill out, no waiting for paperwork to 

be processed; this is instantly done with no effort required by the consumer. 

Exemptions are conveniently listed further down the site under specific headings in 

easy to understand language. There are links to details of the Point of Sale rebates 

such as children’s goods embedded in the website. 
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Before the reader gets to the exemptions, there are two sections dealing with 

vehicles such as motor vehicles and boats and aircraft that are not eligible for 

exemptions. The website is attempting to clarify that the HST is applicable to items 

that are being brought into the province that were not covered by the RST or items 

such as boats and airplanes that are federally registered and may or may not be subject 

to tax. Furthermore, the website outlines the exemptions for First Nations peoples 

(who are under the Federal government’s purview.).  The last section of the website 

provides the federal and provincial governments’ contact information. 

Overall, this is a user-friendly website that provides the reader with a plain 

message of tax exemptions. It does not reference that all items are taxed with 

exemptions, rather it avoids that message and provides a subtler positive framework. 

Brochures and Pamphlets  

Sean O’Connor, the Director of Communications in the office of the Minister 

of Revenue, was responsible for developing and executing a communications plan for 

the introduction of the HST, including a multi-million-dollar ad campaign, the 

government’s first major social media campaign, direct business communications, 

quick response, and province-wide tours. The rhetoric of all HST communications that 

his team issued was governed by the Office of the Auditor General of Ontario 

(Auditor General, 2008, p. 448).  

The Auditor General serves the Legislative Assembly and the citizens of 

Ontario by conducting value-for-money and financial audits and reviews and reporting 

on them. By doing this, the Auditor General helps the Legislative Assembly hold the 

government, its administrators, and grant recipients accountable for how prudently 

they spend public funds and for the value they obtain, on behalf of Ontario taxpayers, 

for the money spent. The authority for this work comes from the Auditor General Act 

and the Government Advertising Act, 2004, which mandates the responsibility of the 

Auditor General to review and decide whether or not to approve certain types of 

proposed government advertising (Auditor General, 2011, p. 431). The idea of the 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

161 

Auditor General’s reviewing government advertising arose in the mid-1990s, when 

legislators expressed concern about the appropriateness of a government’s use of 

public funds for advertising that could be considered to further partisan interests. In 

late 2004, the Legislative Assembly enacted the Government Advertising Act, 2004 

(Act). Its intention is to prohibit government advertising that may be viewed as 

promoting the governing party’s interests by fostering a positive impression of the 

government or a negative impression of any group or person critical of the 

government. Under the Act, advertisements must be submitted to and approved by the 

Auditor General before they can be used. 

The Auditor General mandated that no value statements be used in the 

Government’s communications (e.g. the HST will help businesses by…, or the HST 

will help make Ontario more competitive by...).  Instead, only factual information 

could be used in the messages.  An example of this type of factual communication was 

a small pamphlet appropriately titled “What changes—and what doesn’t change—

under the HST: Answering your questions about Ontario’s Harmonized Sales Tax.”  

The plain language 4” x 5” pamphlet contained: 

• Facts about the HST,  

• What is the HST? 

• How will it affect what I buy? 

• Will I see any tax cuts? 

• Where can I get more information? 

Inside was a table with facts on the impact of the HST on all goods and 

services. There were three main columns of information per item:  

• Percentage rate of GST-taxable before July 1, 2010 

• Percentage rate of PST-taxable before July 1, 2010, and 

• Yes/No answer and percentage of tax? (to answer the question ‘is there 

a change to the amount of tax payable under HST?’)  
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This information was printed front to back and in English and French, 

Canada’s two official languages. The last page contained a useful ‘Still have 

questions?’ section, with several ways to learn more listed (web, telephone, 

teletypewriter, and the Canada Revenue Agency contact number). In addition, several 

pamphlets were produced that were mailed out to all businesses and households in 

Ontario.  One of these, “Ontario’s Tax Plan for Jobs and Growth: Cutting Personal and 

Corporate Taxes and Harmonizing Sales Taxes - Highlights”, explained in simple 

terms what the HST would do.  The pamphlet explains that the RST is charged in 

many purchases made by businesses in manufacturing goods and providing services, 

illustrates this in a chart, and then provides information that the result of the RST is a 

compounding of tax upon tax that is ultimately paid by consumers through higher 

prices for goods and services.  The HST, it is revealed, will remove this hidden tax by 

refunding sales taxes paid on most business inputs, resulting in lower business costs 

and provinces for many consumer purchases.  These statements are backed up by 

citations to studies by the TD Bank and Professors Michael Smart and Richard Bird of 

the University of Toronto. Also included in the pamphlet are supporting quotations 

from notable individuals, such as the Honourable Gordon Campbell, Premier of 

British Columbia and the Honourable Colin Hansen, Minister of Finance, British 

Columbia.  The pamphlet opens with a discussion of Ontario’s tax plan for jobs and 

growth and how the HST will make Ontario’s businesses more competitive.  

Supporting this argument, the pamphlet provides examples of countries around the 

world that have adopted a value added tax and how the Ontario Government’s 

accompanying tax cuts (part of its broader economic stimulus package) will create 

jobs and growth.  Language such as “Tax Cuts for People” and “Personal Income Tax 

Cuts”, and “Sales Tax and Property Tax Relief” manage to deliver factual messages 

about the HST in a way that would be perceived as friendly to citizens. “Tax Cuts”, 

“Tax Relief”, “Creating Jobs and Growth” support a positive message about the HST. 

Lastly, the section on how tax changes will affect consumers speaks directly to the 

people and provides them with the information they need about the HST. 
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Another pamphlet “Tax Changes for a Stronger Ontario: What the changes 

mean to you” is directed at citizens.  Here, the rhetoric answers the question “Why 

now?  for HST introduction, and tells citizens that there is a choice to keep an out-

dated sales tax system that causes Ontario to be increasingly less competitive vs. 

embracing change and building a stronger Ontario by implementing a modern sales 

tax system that is used in most countries around the world. Leveraging the ethos of 

experts, the pamphlet tells readers that “many experts agree that a single, value-added 

sales tax—like the HST-is the most important thing we can do to strengthen Ontario’s 

economy.  Coming on the apex of the 2008/2009 global financial crisis that threatened 

the livelihood of both businesses and citizens, this section uses phrases like “Together 

with our tax cuts, the HST will attract investment and jobs”.  Note the use of words 

like “together” and “our”, used to build inclusiveness with readers.  This sentiment 

was also echoed in the Premier’s Strong Medicine video. And in the pamphlet “Tax 

Changes for a Stronger Ontario: what the changes mean to businesses”, the language 

is equally straightforward and direct.  The main messages are “Savings for business”, 

“creating jobs”, and the very attractive “cutting corporate income tax”. These brochure 

and pamphlet examples include multiple ways to get more information if required.  

The message is clear: we’re all in this together”. 

Chapter Conclusion 

This chapter continued the rhetorical analysis started in previous Chapter V – 

Rhetorical Analysis – Part 1 that focused on a review of the extant communication 

examples that were provided by HST stakeholders (politicians, civil servants, and 

business leaders. In this chapter, to answer how the HST was introduced to Ontario, 

we considered the arguments in favour of the HST and the prior experience of the 

Atlantic Provinces that were available to the government of Ontario.  The YouTube 

video and the Ontario Chamber of Commerce media release was analyzed, as well as 

the Ontario Ministry of Finance HST Website and pamphlets about the HST.  
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The last chapter, Chapter VII – Conclusion, is presented in two parts. Part 1 

summarizes the findings of the research that government policies benefit from the 

rhetorical style of messages that they present to the public: the HST is the right thing. 

Part 2 (Coda) presents selected comments are presented as a rhetorical coda to support 

and elaborate on what I found in the textual analysis.
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CHAPTER VII 

CONCLUSION – PART 1 

There is no doubt that a new tax from a government is dangerous, particularly 

for re-election of the political party that introduced it. A new tax was introduced with 

the HST that was politically dangerous, and thus created a communications challenge; 

the danger was successfully mitigated by effective messages. What I have examined in 

this paper is the Ontario’s government’s attempt to bring in a tough tax that was 

initially perceived by many to adversely affect both business and citizens. The 

messages I have presented in this work are a sample of the efforts expended by the 

provincial government in its successful attempt to convince the public and business of 

the positive benefits that the HST would bring to Ontario. There were many other 

types of media used to present the argument for the adoption of the tax, such as radio 

and television advertisements, an App, and printed material. A limited-budget 

advertising program had been thought out that recognized specific Auditor General 

requirements for factual logos-based communication as well as the danger from 

political fallout over this unpopular tax, which had a high probability of a catastrophic 

loss of power for the existing government. And yet the Ontario Government 

determined that the HST was in the best interests of its businesses and citizens and 

was necessary to help pull Ontario out of the 2008/2009 financial crisis. The outcome 

of the government’s communications and the results of the 2011 provincial election 

was positive for Ontario’s Liberal government: The Liberal party was returned to 

power. 

The messages had been factual per the Auditor General’s requirements as well 

as positive and inclusive. Messages also emphasized the duty of families to secure the 

future for their offspring. Businesses that had resisted the HST initially were educated 

in how the tax would work, how it would benefit industries, and save them money. 

But in addition to these complementary benefits, there were some additional factors 

that assisted in the successful campaign for the HST, these being timing (as a solution 
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to the 2008/2009 financial crisis and its enactment on Canada Day), and incentives in 

the form of tax breaks to low income Ontarians.  

In addition to the messages that I presented here, there were other factors that 

were not present in the messages. Timing, as indicated above, was critical. The 

province had been going through the great economic meltdown of 2008-2009 and 

there was a need for businesses to introduce a taxation model to spur growth. A value 

added tax had been proposed by businesses and their associations, most notably the 

Ontario Chamber of Commerce, to various previous governments; however, the 

political and economic atmospheres at that time had not been accepting of such a 

drastic change in taxation. Ontario residents had seen the introduction of the highly 

controversial GST. Businesses had difficulty working through the maze of exemptions 

allowed under the PST, and there was the additional cost of remitting two taxes, one 

provincial and one federal. It was confusing and unfair to the manufacturing sector, 

with service--related industries being recipients of unequal tax breaks. 

For the public, the GST was a harsh tax that forced payment on some goods 

thought to be necessities of life. The tax was unpopular and seen to be destructive to 

jobs, many of which, after the passing of the North American Free Trade Act, reverted 

from Canada to Mexico or to the United States. 

The HST was introduced at a time of economic despair when people and 

businesses were looking for solutions. Through careful education and media 

messaging, the Liberal government was able to convince the public and businesses 

that the introduction of the HST would promote jobs and keep businesses in Ontario. 

The message was that there would be no exodus of businesses from Ontario.  

Another factor in the messaging was that the federal government had not been 

involved with the message. With the Federal government conspicuously absent from 

the message machine, the Ontario Government was able to keep the stigma attached to 

the GST further away from the public’s mind. The only other shadow that the Ontario 
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Government faced was the introduction of an unpopular health tax only a few years 

previously. To overcome this was also a factor in how messages had to be crafted.    

How these messages were crafted is the basis for what I have presented in this 

work. I have looked at a fundamental question regarding what the government did to 

secure the public’s and businesses’ support for a tax that had been sought after by 

business and economic leaders for approximately 20 years (John Wilkinson, personal 

communication, May 5, 2015). “ 

To address how the Ontario government persuaded businesses and citizens to 

accept the Harmonized Sales Tax, I looked at a sampling of messages provided to the 

public and to businesses. In these messages, I examined how Aristotelian rhetoric’s 

ethos, pathos, and logos were applied, as Aristotelian rhetoric is the base upon which 

North American communication styles are built. I also looked at how the Rogerian 

rhetorical style was used to gain acceptance by the audience, who are the voters.  The 

ultimate question by the authors of the message was: “what message could the 

Government provide to the public and business that would minimize the damage to the 

ruling Liberal party’s support and get the HST adopted successfully?” 

Looking at the first question, I have analysed a sample of the government’s 

messages and found that they used ethos to establish the speaker’s and government’s 

authority. The video message from the Premier explains to the public that ‘experts’ 

agree that this is the right thing to do. The government establish that by consulting 

experts, there is truth and validity in adopting this tax.  

Pathos was used to establish a connection between generations. Emotionally 

setting the public with the idea that they are accepting this new tax model as a benefit 

to the generations to come. The setting of the video is a typical suburban back yard 

that can be the neighbourhood that you live in. Despite being strong medicine, as the 

Premier and title of the video states, the Premier is counting on the public to want the 

comforting idea of strong medicine to save the province from the destructive 

economic conditions that were being experienced at that time.  
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The logos of the Premier’s message reinforces the message that the HST will 

encourage businesses to stay and invest in Ontario…that will keep jobs here…and that 

will mean security for the future. It is therefore logical to accept the HST, and if that is 

not enough to be convincing then one can fall back on the opinions of the expert 

economists who have agreed this is the best for Ontario. 

The video message following these rhetorical styles also included the Rogerian 

form of rhetoric in producing a message that was non-confrontational and consensus 

building. The Rogerian approach focuses not on winning the argument through 

conflict, for conflict would have been devastating to the Ontario provincial 

government in the next election (which was not the goal)-- the successful introduction 

of the HST was the goal of the Premier, regardless of the outcome of the next election 

(Dalton McGuinty, personal communication, August 10, 2015).  

I have also shown that the message follows the rhetorical approach that 

matches Hofstede’s model of Canadian Cultural Dimensions. Canadians, as Hofstede 

found, prefer to be part of the discussion rather than be told. They prefer individualism 

when it comes to decision making. These cultural dimensions are woven into the 

fabric of the Premier’s message.  

From the business side, the OCC message related a stronger, more forceful 

tactic through ethos, pathos and logos. The ethos of the OCC and its associates 

supporting the HST was a powerful message to the small businesses that resisted the 

HST. In some respect, it was a form of bullying businesses into accepting the HST. 

This forms an element of the pathos in the message, which essentially was, “This is 

what is best and you as a business should accept this as fact.” This message rolls up 

logos and pathos into one dimension. 

While the Premier’s message is strongly supported by the Rogerian style, the 

business message is less so. There is a confrontational stance taken by business--do 

this, or suffer--and yet it may be interpreted as a non-confrontational style, as 

businesses that support the HST may be saying to those who do not support it that 
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there is a harsh reality to the consequences to not adopting the HST. This reality is not 

being implemented by local businesses, rather it is being implemented by the harsher 

global economy that is the juggernaut threatening all who do not adapt to the new 

economic reality. The OCC may have been using a form of pathos through its media 

release as if to say “hey…we are here to help you survive.” 

Another element of the acceptance of the HST that was not covered by the 

messages sampled were the additional incentives offered to the public and businesses 

to accept the HST. As part of the plan to sway the public and business into accepting 

the HST was the offer of quarterly tax refunds to lower income people, as well as a 

four billion-dollar fund set aside to assist businesses transition to the HST (Bill Allen, 

Personal Conversation, April 20, 2016). These incentives, although seemingly 

influential in their existence, do not detract from the rhetorical style used by the 

government. If offering money was the only requirement to secure the success of the 

adoption of the HST, then the message would be more tuned to the cash available. 

However, although other advertisements did explain the incentive programs, the 

presence and advertising of incentive programs were not typically successful in 

offsetting the public’s resistance to a new tax. Incentive programs introduced when the 

GST was enacted did not stop the Federal Government from falling in 1993. There are 

other cases of incentive programs being introduced at the same time as a tax policy, 

and although incentives helped businesses come around and be accepting of the HST, 

these incentives did not come into play in the sample messages as presented in this 

work. 

What I have shown in this work is that government policies benefit from the 

rhetorical style of messages that they present to the public. While this is not a new 

statement, it is very much important how a government presents a message when 

delivering an unpopular policy that is significant enough to potentially topple the 

government in the next election. In the case of the Liberal Party of Ontario, the 

politicians had a tough choice before them. Economic conditions and changing 
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economic base forced the government to bring in legislation that typically doomed a 

party in the next election.  

I discovered two effective rhetorical approaches that could be used to sell 

unpopular tax policies: use logical arguments and have a deep commitment from the 

politicians and civil servants charged with introducing the policy that they are doing 

the right thing. The Ontario government used logical and reasonable arguments to 

persuade businesses and citizens that the HST was the right thing at the right time, and 

its leaders and civil servants also believed this and were dedicated to its successful 

introduction. The result was the successful introduction of the HST by a government 

that was even re-elected after its introduction. While this may appear to be obvious, 

today we tend to be cynical about politicians, their motives, and their ideas. Logic and 

a commendable ethos still exist and still work. Rhetoric, applied nobly and seeking to 

foreground the best available means of persuasion (rather than simply to win) can 

really work in public policy. Following the rhetorical methods of Aristotle, Habermas 

and Roger can make a difference in cultures that have strong shared values—as 

Canada does. 
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CHAPTER VII 

CONCLUSION – PART 2 (CODA) 

The six extant HST examples combined with my informational interviews with 

the 10 politicians, civil servants, and business leaders showed that they believed the 

HST was the right thing for Ontario. While not a primary research method, the 

“findings” from these informational interviews conducted after the textual analysis 

function as a coda to the research.  

The following quotes have been extracted from personal interviews with 

snowball participants and support this key finding (that the HST was the right thing 

for Ontario). Each one of the participants said the same thing about the HST: it’s the 

right thing. Without this strong support from the politicians, civil servants and 

business leaders, the HST introduction could not have been successful.  Even the 

official opposition party, while publicly criticizing the tax was in no hurry to remove 

it. For example, Lambton-Kent-Middlesex Progressive Conservative (PC) candidate 

Monte McNaughton and Sarnia-Lambton MPP (Member of Parliament) Bob Bailey 

criticized Ontario premier Dalton McGuinty for his tax policies during the election 

following the HST introduction, including bringing in a harmonized sales tax, during a 

press conference in Wallaceburg. They then said they would not get rid of the HST if 

they are elected in the October 2011 provincial election (Gough, Dave, 2011).  And 

Ontario PC Leader Tim Hudak (MPP from Niagara West-Glanbrook), while urging 

Ontarians to protest the HST, never said he would abolish the HST should he become 

Ontario's next premier (he did not), although he has made a few vague statements 

about taxes being lower under a PC government (Hudak not, 2009). 

The following quotes are provided here as a coda to this rhetorical analysis. I 

have emphasized key parts asserting the “rightness” of the tax in boldface type. 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

172 

Steve Orsini 

It’s the right thing: it will save us money 

“…from an administration perspective, we saved a 100 

million a year because we didn’t have to administer 

(duplicate tax systems) anymore…and businesses saved 

over $500 million a year because they didn’t have to 

duplicate the systems.” 

It’s the right thing: we need this 

 “… given the state of the economic recession globally, and 

given the impact our dollar was higher than it was 

historically, the government said “it’s not business as usual, 

we need a game changer…. the status quo doesn’t work, we 

are going to need to reform our taxes and be more 

competitive...” 

It’s the right thing: support from political parties  

 “…all parties in Ontario, the governing, Liberals, the 

Progressive Conservatives and the NDP, criticized when 

and how and not enough relief, but no one campaigned to 

reverse it, which is really historical. Because they all did 

the right thing...” 

It’s the right: support from the business community  

“…the business community, always proponents, year after 

year they argued to harmonize…” 
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It’s the right thing: support from the civil service 

“…. we, as public servants, we took it upon ourselves to do 

research in harmonization even though no political party 

had ever wanted to harmonize…” 

It’s the right thing: support from the Premier 

“…And the premier (Dalton McGuinty) asked “what is the 

most important thing I can do to improve our 

competitiveness and prosperity?” everywhere that he went, 

and the answer he got back, pretty well 95% of the time 

was harmonization. So, he was convinced, because that’s a 

political risk. No other government was re-elected after 

harmonization. But he was convinced the world had 

changed, he had to do something bold, no one could give 

him a better option, it was within his control and it was the 

right thing to do. The NDP, the Liberals, the 

Conservatives, throughout the 20-year period, from '89 to 

2009, and all of them backed away because of the political 

implications.” 

John Wilkinson 

It’s the right thing: 

“Main, simple message: HST plus tax cuts equals more 

jobs” 

“We are not doing this to be popular…but it’s the right 

thing” 

“…wanted to call it the “One Tax” but the press changed it 

to HST” 
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Len Crispino 

It’s the right thing 

“It’s the right thing to do and the single most important 

thing I’ve been part of.” 

Jack Mintz 

It’s the right thing 

“…Premier McGuinty was looking for a way to create 

jobs” 

“One of the most important measures to create jobs after 

the 2009 recession.” 

“…no opposition parties said to scrap it.” 

Dalton McGuinty 

It’s the right thing: there’s a moral purpose 

“…when it comes to important government initiatives (the 

HST), you need to convey that there is a moral purpose and 

that it’s in fact the right thing to do...” 

“…So what if this is controversial policy … I believe it’s 

the notion that we’re doing this because it’s the right thing 

to do, not because it’s easy, not because it’s politically 

convenient, but because as a matter of conviction it’s 

important that we do this…for me, as the leader, that’s 

what was important to me. I honestly felt that this was the 

right time for us to do this.” 

It’s the right thing: consensus from business 

“…then we had a strong consensus that emerged in the 

business community telling us the single most important 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

175 

thing that we can do to ensure, to promote, growth in 

Ontario will be to adopt the HST.” 

It’s the right thing: consensus from Ontarians 

“…they (Ontarians) never warmly embraced it and said 

thanks…they accepted largely with some reluctance, but 

ultimately they did that because they felt it was the right 

thing to do. And that was necessary for us to take this 

difficult step forward together.” 

It’s the right thing: for our future 

…the argument that I decided to make was that we owed it 

to ourselves or more importantly we owed it to our children 

and our grandchildren, to do something to help make 

ourselves stronger so that we have the economy that will 

support the public services that we’re all relying on…and 

just as our parents and grandparents had got hard things and 

made scarifies for us in their time, we’re going to have to 

do something that was difficult in our time for the benefit 

of not just ourselves, but for our kids and our grandkids…” 

It’s the right thing: credibility 

“It’s the right thing to do. I think that when it comes to 

difficult public policy, that will not initially be well 

received, it’s what sustains you as the leader and hopefully 

the government as well. And I think ultimately people 

respect conviction more than convenience and so we 

worked hard to get the policy right. And people 

instinctively knew this was a difficult time…my own 

theory is that the foundation for all human progress has 

been a lot of commitment apart of the older generation to 
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building better, safer, happy world for the young 

generation…and I think thoughtful leaders find a way to 

connect with that and to make an appeal to that, 

fundamental yearning to build something better for our kids 

and our grandkids.”  

“… I will have people think about, just recollect how hard 

their parents worked and how much they sacrificed to 

ensure that their children were successful and have the 

opportunities they needed. And understand – and we 

understand that building all these things is not always 

convenient…but it’s worth it and it is something to think 

about, the extraordinary quality of life that we enjoy here 

today was because people who came before us along the 

way did some hard things.” 

It's the right thing: honest approach 

“…one of the things that I learned is that people have a 

powerful primal ability to understand if you are friend or 

foe…and I think people are watching and trying to decipher 

if you’re trying to tell them stuff that they think they want 

to hear or if you’re actually telling them something that you 

honestly believe we have to do. And I think if you can 

connect on that level, people may not agree with you. But 

they will afford you respect…” 

“…But after my 23 years in public life, that’s what I landed 

on. People ask me, “do you want to do the right thing?” and 

they will profess a cynicism …but if you could speak to 

them with honesty and conviction then you have a chance 

of moving them.” 



Texas Tech University, Dubravka (Debbie) Davy, August 2017 

177 

Peter Wilkinson 

It’s the right thing 

“…the Premier…worked into all of his speeches why this 

was important, and here is what we are going to get and 

here is why we had to do it… and the Premier, you know, 

talked about…the generations behind us: what did they 

have, what they have done…that they had come to a barren 

land with nothing and they had hacked out a community 

out of it. Generations after that had then built towns and 

they had built cities. A generation had gone through a First 

World War and they had survived that and gone through 

that and sacrificed for that. They had then sacrificed 

through the Great Depression. They had sacrificed through 

the Second World War. We, while facing big problems are 

also now being asked to sacrifice, but our sacrifice is not 

exactly on the same level as those. But our motivation is 

the same, which is that we must do, our responsibility is to 

make the future better for our children and our 

grandchildren and grandchildren’s children. And that was 

our vision and we kept coming back to that all the time. We 

wouldn’t always necessarily say it is about the HST, but 

that we have to do the hard, tough things and make the 

hard, tough choices.” 

Chris Morley 

It’s the right thing  

“…this was the single most important thing we could do for 

the economy at the time.” 
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“…we were not allowed to run the ads that we wanted 

because of Auditor General rules, however John Wilkinson 

delivered the message of the HST through sheer 

determination and willpower…” sucked the air” out of the 

politicization of the (HST) issue through facts.” 

Bill Allen 

It’s the right thing  

“…the key benefit for most businesses was their ability to 

use the input tax credit to reduce the tax that they had to 

pay… overall it was beneficial to business.” 

Sean O’Connor 

It’s the right thing  

“We’re doing (this) because it’s the right thing to do.” 

It’s the right thing: consensus 

“…One of the starting points was business … this benefits 

business. Later, especially tax filing time, there was broad 

focus on… just telling people the story about the HST. 

There was a focus on business but also a focus on lower 

income people who are benefitting … poverty advocate 

groups on the whole liked these taxes. So when tax filing 

time came around there was a focus on communicating the 

benefits of the rest of the tax changes so that the whole 

package was actually going to put more money into the 

pockets of lower income people.” 

“…So we figured out we got to talk to business and we got 

to talk to the public and do it in phases. One phase is 
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educating about tax. And then there's the how, here’s what 

you need to know close to the date.” 
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APPENDIX A – EXAMPLES 

Example 1: Strong Medicine Video 

The video can be viewed on YouTube at this link 

https://www.youtube.com/watch?v=DB9aRsYgFWc and here is the transcript:   

Ontario is coming out of this global recession sooner and 

stronger than anyone expected because of the hard work of 

Ontarians. 

We are again leading Canada in economic growth. Our 

plan to invest in education, health care and infrastructure 

is working.  

But to create more jobs top economists agree that the 

single most important thing we can do is to adopt HST. 

It reduces the cost for employers by billions of dollars. 

Money they can now invest in new equipment, new 

machinery and new plants.  

It will create hundreds of thousands of new jobs. Some 

things will cost us more as consumers so we are providing 

tax relief for working families and those who need it most.  

I know the HST is strong medicine but it is what we need to 

build a strong economy so we can build the best schools, 

health care and quality of life.  

The HST won't just provide jobs for today it will create 

opportunity for our children and grandchildren tomorrow - 

thank you. 

  

https://www.youtube.com/watch?v=DB9aRsYgFWc
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Example 2: OCC Media Release 

The release was issued in English and can be accessed here 

http://occ.on.ca/2010/06/canada-day-a-cause-for-celebration-in-ontario-sales-tax-

reform-will-spur-investment-and-job-creation/.  

Here is the transcript: 

TORONTO – This Canada Day will mark a significant 

milestone for Ontario’s economy and long term prosperity, 

an Ontario business coalition says. The planned 

harmonization of the Ontario Retail Sales Tax (RST) with 

the Federal GST is the most important measure available 

to stimulate economic recovery and ensure Ontario’s 

prosperity, says the Smart Taxation Alliance, a coalition of 

business leaders representing a broad section of Ontario’s 

economy. 

Ontario will significantly reduce business costs by the 

billions of dollars, which will stimulate new investment, 

jobs and competitive prices in the years to come. The 

alternative is to continue with Ontario’s high tax threshold, 

plagued with a costly and inefficient RST, which adds 

billions of dollars to the cost of doing business, which is 

ultimately paid by the consumer. Clearly the status quo is 

not an option for the Smart Taxation Alliance. Positive 

impacts of a single sales tax, when combined with other 

personal and business tax reforms will include: 

• Cutting the marginal effective tax rate on 

new investment in half, thereby increasing 

both domestic and foreign investment in 

Ontario; 
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• Encouraging business investment in Ontario 

and the creation of jobs; 

• Cutting in half the red tape suffered by 

businesses in Ontario in the collection, 

remittance and auditing of sales taxes, for 

an estimated annual savings of $500 

million; 

• Removing layers of embedded taxes in goods 

and services throughout Ontario valued at 

roughly $5 billion; 

• All economic sectors contributing equally to 

revenue generation in the province; and, 

• Increasing competitiveness of Ontario 

business, particularly those who export their 

goods and services. 
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Example 3: HST Pamphlet for Business 
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Example 4: HST Pamphlet for Consumers 
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Example 5: Tax Plan Brochure for Business 
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Example 6: HST Changes for Consumers 
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IRB Extension Letter 
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Research Participant Consent Form (Example) 
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APPENDIX C – ONTARIO GOVERNMENT HST WEBSITE  
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APPENDIX D – EXAMPLES OF ROGERIAN RHETORIC  

The following four communications contain examples of Rogerian rhetoric, 

and use many words and phrases that offer similar logical and emotional appeals as we 

see in the six HST examples that are part of my research.   

1. Speech: Remarks by Dalton McGuinty, Premier of Ontario on 

Provincial Gas Tax Funding For Public Transit October 22, 2004 10:29 

A.M. Office of the Premier   

2. News Release: $650-Million Fund Will Create the Next Generation of 

Green Technologies and Creating Jobs by Going Green: Good, High 

Paying Jobs, June 19, 2007 3:37 P.M. Office of the Premier 

3. Report: Jobs and Prosperity Fund and regional business support 

program–Progress report   

4. News Release: Ontario's Strategic Investments Creating Jobs and 

Growing the Economy, Province Releases Business Support Program 

Investment Details, September 21, 2016 2:00 P.M.   

Remarks by Dalton McGuinty, Premier of Ontario on Provincial Gas Tax Funding 

For Public Transit October 22, 2004 10:29 A.M. Office of the Premier 18 

This speech in October of 2004 by Dalton McGuinty one year after the 

provincial election of 2003 was given at the Ottawa Carlton Transportation head 

office.  This speech outlines how the provincial government will feed tax money 

collected from gas tax revenue back into municipal public transportation.  It was given 

                                                 

 

 

18 A complete transcript is provided at the end of Appendix D for the convenience of readers. 
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at the Federal Capital following the federal election of 2004 where the federal liberals 

won, but with a declining support from the previous election.  In this speech, 

McGuinty speaks of consensus building for the tax support in the following examples: 

I also want to recognize many of our municipal partners -- 

the mayor, councilors and transit officials who have 

worked so hard and so long on this important issue. 

I am pleased to announce that we are pumping gas tax 

money into public transit across the province. Beginning 

this month, Ottawa and more than 100 other municipalities 

will begin to receive a share of the existing provincial gas 

tax -- in keeping with our commitment. 

We are committed to working with our municipal partners 

here in Ottawa and across the province to continue to 

strengthen Ontario's public transit systems. 

He references an independent Automobile industry body that supports public 

transportation. 

According to the Canadian Automobile Association, one 

transit bus can take as many as 40 cars off the road and 

save 70,000 liters of fuel. 

He appeals to the public to support this initiative with emotional concepts that 

demonstrate the benefits of the tax program for health: 

And it's good for our health. 

Every year there are more than 64,000 emergency room 

visits due to smog-related illness -- that's a health care cost 

of $1 billion a year. 

By improving our public transit system, we're improving 

our quality of life. 
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He appeals to the public to support this initiative with emotional concepts that 

demonstrate the benefits of the tax program to quality family time: 

 By improving our public transit system, we're improving 

our quality of life. 

A shorter commute means a dad or mom can get home in 

time for their kids' soccer game. 

And he appeals to the public to support this initiative with emotional concepts 

that demonstrate the benefits of the tax program to businesses: 

 Reduced gridlock means businesses can get their supplies 

in time -- and their goods to market on time. 

$650-Million Fund Will Create the Next Generation of Green Technologies and 

Creating Jobs by Going Green: Good, High Paying Jobs, June 19, 2007 3:37 P.M. 

Office of the Premier19 

This news release for a program to support Green technology predates the 

global crisis by one year. It was aimed at the public by the office of the Premier, 

Dalton McGuinty in 2007. In its rhetoric, the release uses quotes from different 

stakeholders such as big business (GM), auto unions (Canadian Auto Workers), and 

industry (DuPont). Through quotes it shows that government, industry, and the people 

represented in the major manufacturing industries are in favor and of one mind. The 

stakeholders agree: consensus building has been achieved with these stakeholders and 

the public can become supporters of the government and be part of the consensus 

building process. 

                                                 

 

 

19 A complete transcript is provided at the end of Appendix D for the convenience of readers. 
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Arturo Elias, President of GM Canada."  This is the kind of 

positive partnership that can accelerate green vehicle 

technologies while also helping to ensure we remain at the 

forefront of competitive jurisdictions to invest, employ, and 

grow for the future. 

“This fund is a sign that the McGuinty government is 

serious about attracting and retaining manufacturing jobs 

in Ontario," said Buzz Hargrove, National President of the 

Canadian Auto Workers Union. "It is also a blueprint for 

how governments can work with business and labour to 

make sure our high-skilled workforce stays in the province 

for years to come.” 

Jobs and Prosperity Fund and regional business support program–Progress 

report20  

This is a report for the general business and public. It was released in 

September 2016. It outlines the findings of three years’ worth of study of the Jobs and 

Prosperity Fund program. The program gave funds to businesses in Southern Ontario 

so they could compete in global markets. Examples of consensus building with the 

public to get their support for such programs include rhetoric that show how business 

and government together make prosperity possible: 

The Jobs and Prosperity Fund (JPF) is a 10-year, $2.7 

billion fund that allows the government to partner with 

businesses to enhance productivity, innovation, and 

                                                 

 

 

20 A complete transcript is provided at the end of Appendix D for the convenience of readers 
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exports. It is designed to secure strategic anchor and 

private sector investments while creating and retaining 

jobs in Ontario. 

 The New Economy Stream builds partnerships with 

organizations and makes strategic investments that strongly 

correlate to building research and development capacity, 

improving productivity, boosting competitiveness and 

increasing global reach. The fund aims to: 

• build innovation capacity 

• improve productivity, performance and 

competitiveness 

• expand export and trade opportunities 

• increase job creation capacity 

The Strategic Partnerships Stream aims to increase the 

adoption of advanced technologies and the creation of 

next-generation products and services. This stream 

supports transformative, large-scale projects within an 

open innovation model that brings together resources of 

Ontario-based anchor firms, postsecondary institutions, 

entrepreneurs, and SMEs (Subject Matter Experts). 
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Ontario's Strategic Investments Creating Jobs and Growing the Economy, 

Province Releases Business Support Program Investment Details, September 21, 

2016 2:00 P.M. 21 

This is an Ontario Government news release from the Ministry of Economic 

Development and growth date September 21, 2016 for the business community. It is a 

release outlining a Government Sponsored Business Support Program specifically in 

two regions of Ontario that are home to major automotive manufacturing facilities. Its 

main audience is for the business community, unions, and the public. Examples of 

consensus building include: 

 Ontario's business support programs are leveraging 

private sector investments and have helped to create and 

retain 68,501 jobs across the province since 2013, 

including over 19,000 jobs and $2 billion in investment for 

the province's auto sector. 

In this quote, the government discusses its relationship with industry and how 

they both work together to provide jobs. 

 The JPF helps secure private sector investment in Ontario, 

allowing the government to partner with businesses to 

enhance productivity, innovation, and exports. So far, $784 

million in government support has been committed, which 

has leveraged $7.32 billion in investment, supporting 

37,296 jobs. 

                                                 

 

 

21 A complete transcript is provided at the end of Appendix D for the convenience of readers. 
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And here is another example of how government to collaborate with business 

for successful results. 

Strategically partnering with businesses is part of the 

province's economic plan to build Ontario up and deliver 

on its number-one priority to grow the economy and create 

jobs. The four-part plan includes helping more people get 

and create the jobs of the future by expanding access to 

high-quality college and university education. The plan is 

making the largest infrastructure investment in hospitals, 

schools, roads, bridges and transit in Ontario's history and 

is investing in a low-carbon economy driven by innovative, 

high-growth, export-oriented businesses. The plan is also 

helping working Ontarians achieve a more secure 

retirement. 

This reaches to the public and is reinforcing and mirroring the rhetoric of 

Dalton McGuinty’s Strong Medicine message. 
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Dalton McGuinty Remarks on Gas Tax Funding 

Remarks By Dalton McGuinty, Premier Of Ontario On Provincial Gas Tax 

Funding For Public Transit October 22, 2004 10:29 A.M. Office of the Premier 

Good afternoon. 

It's a pleasure to be here at the OC Transpo head office. 

Every day the men and women of OC Transpo are working hard to keep this 

community running smoothly and efficiently by getting the people of Ottawa to the 

places where they live, work and play. 

And I want to thank each of them for helping to build a stronger community. 

I also want to recognize many of our municipal partners -- the mayor, councilors and 

transit officials who have worked so hard and so long on this important issue. 

Thank you for your hard work and dedication to strengthening Ottawa's public transit 

system. 

I'd also like to thank the members of my caucus who are here today for their 

commitment on behalf of their constituents. 

Earlier this week, we marked our first year in office by releasing a progress report on 

our plan for Ontario. 

Our plan for Ontario is to strengthen our greatest competitive advantage: our people. 

Better transit helps our people by improving our health, our environment and our 

economy. 

It improves our quality of life. 

I am pleased to announce that we are pumping gas tax money into public transit across 

the province. 

Beginning this month, Ottawa and more than 100 other municipalities will begin to 

receive a share of the existing provincial gas tax -- in keeping with our commitment. 
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They will receive one cent a litre this year, 1.5 cents next October and two cents in 

October 2006. 

Those cents add up: for Ottawa that's a total of more than $85 million over the next 

three years. 

And this is above and beyond our existing investments. 

Over the next five years, our government is committing more than $1 billion in gas tax 

funding to improve public transit in Ontario because we know how much it means to 

our municipal partners. 

This new funding offers municipalities stability -- for the first time they have a source 

of funding they can count on to make the improvements their communities need. 

Flexibility -- municipalities can use these investments for either capital costs or 

operating expenses that support increased ridership. 

And equity -- the new funding formula helps balance the needs of both large and small 

municipalities. 

Each municipality decides how best to use their share as long as it increases transit 

ridership. 

For example, the city of Ottawa could use the funding to buy new buses with cleaner 

engines -- improving air quality. 

Expand service in some areas -- shortening waiting times. 

Or introduce new routes -- increasing ridership. 

The city could also use it to further develop its O-Train system -- reducing congestion 

and commute times. 

We are committed to working with our municipal partners here in Ottawa and across 

the province to continue to strengthen Ontario's public transit systems. 

But public transit is more than just a good way to get from point A to point B. 
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It's good for our economy. 

Every $10 million invested in public transit creates more than 300 jobs and boosts 

business sales by more than $30 million. 

It's good for our environment. 

According to the Canadian Automobile Association, one transit bus can take as many 

as 40 cars off the road and save 70,000 litres of fuel. 

And it's good for our health. 

Every year there are more than 64,000 emergency room visits due to smog-related 

illness -- that's a health care cost of $1 billion a year. 

By improving our public transit system, we're improving our quality of life. 

A shorter commute means a dad or mom can get home in time for their kids' soccer 

game. 

More routes and better schedules mean patients can get to a doctor's appointment on 

time. 

Reduced gridlock means businesses can get their supplies in time -- and their goods to 

market on time. 

Together, we are building better transit, stronger cities and stronger communities -- a 

better quality of life for all Ontarians. 

Thank you. 
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Creating Jobs By Going Green 

$650-Million Fund Will Create the Next Generation of Green Technologies and 

Good, High Paying Jobs, June 19, 2007 3:37 P.M. Office of the Premier 

A new $650-million fund will secure the next generation of high-paying jobs for 

Ontarians by developing clean and green technologies and businesses right here in 

Ontario, says Premier Dalton McGuinty. 

"There's a huge opportunity out there and Ontario is determined to seize it for our 

people and our economy," McGuinty said. 

"With the world looking for innovative ways to conserve energy and fight global 

warming, some place is going to secure thousands of jobs by researching and 

developing new solutions, and we want that place to be Ontario." 

Premier McGuinty unveiled the Next Generation Jobs Fund, which will make $650 

million available to companies looking to invest in the development of clean cars, 

clean fuels, and clean technologies and products here in Ontario. 

To bid for financial support from the fund, companies will have to demonstrate they 

can: 

• Secure good jobs for Ontarians 

• Reduce greenhouse gas emissions 

• Help establish Ontario as a global leader in an emerging market 

• Build on existing expertise in areas in which Ontario has a strong research and 

commercial base or create new expertise, and 

• Create synergies among researchers, business people and entrepreneurs. 

The fund will be modeled after the successful $500 million Ontario Automotive 

Strategy which has helped to leverage over $7 billion in total new auto investments in 

the province over the past four years. 
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"The approach is tried and true: we know we can attract investment and create and 

keep good full-time jobs by working with companies that are looking for the most 

aggressive and innovative places in North America," McGuinty said. 

"What's new is designing a fund specifically to develop and manufacture green 

technologies and products across all sectors. There are people out there who claim you 

have to choose between a strong economy and a clean environment. We understand 

that, in today's world, to grow your economy you must green your economy." 

"The ability to innovate is key to Ontario's economic prosperity," said Sandra 

Pupatello, Minister of Economic Development and Trade. "The McGuinty 

government is committed to helping the province's industries make high-quality, 

environmentally-sensitive products for their customers and the next generation of 

highly skilled jobs for their employees." 

"What's good for business must also be good for the environment," said Bill White, 

President of DuPont Canada. "DuPont's Research and Development Centre in 

Kingston demonstrates how businesses offer quality jobs in the development of new 

green technology -- such as biofuels and polymers made with corn and other 

renewable resources -- that lead to quality jobs with our Canadian and global 

manufacturing customers." 

"We see the government's challenge of developing even more leading-edge, efficient 

and low emission vehicles as a great opportunity for our industry," said Arturo Elias, 

President of GM Canada. "This is the kind of positive partnership that can accelerate 

green vehicle technologies while also helping to ensure we remain at the forefront of 

competitive jurisdictions to invest, employ and grow for the future." 

"This fund is a sign that the McGuinty government is serious about attracting and 

retaining manufacturing jobs in Ontario," said Buzz Hargrove, National President of 

the Canadian Auto Workers Union. "It is also a blueprint for how governments can 

work with business and labour to make sure our high-skilled workforce stays in the 

province for years to come." 
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"We have industries that are among the most productive and innovative in the world, 

scientists who are among the best and brightest and workers who have the best skills 

and knowledge on the continent," said Premier McGuinty. "The world is looking for 

solutions. Ontario has the people and the know-how to deliver them. And this fund 

will help make it happen, creating jobs and investment." 
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Jobs and Prosperity Fund and Regional Business Support Program 

Progress report: Read about how projects were assessed, supported and 

evaluated under the Jobs and Prosperity Fund and the regional business support 

programs from January 1, 2013 to March 31, 2016. 

Regional funds 

In today’s competitive business climate, global companies, or those with an interest in 

having a global presence, can choose to invest anywhere. Ontario competes with 

jurisdictions around the world that offer significant incentives to business. 

We need to be at the table with competitive offers to ensure strategic private sector 

investments — and the jobs that go with them — come to Ontario and not elsewhere. 

Growing the economy and creating jobs is Ontario's number one priority and is part of 

the government's economic plan to build Ontario up. The Jobs and Prosperity Fund 

and the businesses support programs are part of this economic plan. 

The Jobs and Prosperity Fund (JPF) is a 10-year, $2.7 billion fund that allows the 

government to partner with businesses to enhance productivity, innovation and 

exports. It is designed to secure strategic anchor and private sector investments while 

creating and retaining jobs in Ontario. 

The Eastern Ontario Development Fund (EODF) and Southwestern Ontario 

Development Fund (SWODF) are designed to support economic development in 

targeted geographical regions. The regional funds and the business stream of the Rural 

Economic Development Fund — previously administered by the Ontario Ministry of 

Agricultural, Food and Rural Affairs — will be integrated under the JPF to serve 

regional and rural communities with a one-window approach. 

The Province is committed to delivering effective and targeted business support and to 

improve coordination across its programs with the goal of promoting a highly 

productive, innovation-based and export-focused economy. 
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The JPF fulfills Ontario’s Strategic Investment Framework to continue to build up our 

future high-growth economic capacity, with investment decisions guided by the 

principles of productivity, innovation and exports. 

Another key pillar of the Province’s commitment to further enhance Ontario’s global 

competitiveness is the Business Growth Initiative, which will invest $400 million over 

five years to support economic growth and job creation by promoting an innovation-

based economy. It helps small- and medium-sized firms scale up and modernizes 

regulations to improve interactions between businesses and government and save 

businesses time and money, while protecting workers and the environment. 

How projects are assessed 

Each project is assessed using quantitative methodology to ensure objectivity and 

rigour. Assessment is driven by dollar value and risk, and includes a phased, multi-

ministry review process with external technical and financial due diligence (when 

required by the program). 

Performance metrics are used to evaluate the effectiveness and long-term impact of 

business support. Assessments are modelled on the Province’s Strategic Investment 

Framework. 

To identify the best opportunities for Ontario’s economy, the scorecard is consistently 

applied for all investment proposals. Areas of assessment include demonstrating: 

• economic impact of the project 

• how the project improves on productivity, innovation, and exports 

• how investments would increase 

• how it aligns with the sector or cluster 

• return on investment 

• technical and financial due diligence 
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Performance measurement 

Companies that have received investment support are obligated to report on a number 

of performance measures as part of each project grant/loan agreement. 

Performance measures are designed to indicate how well each project is achieving its 

commitments as defined by the agreement. 

How funding is released 

Funding is disbursed to successful projects in stages as the company reaches agreed-

upon milestones. For example, a specific number of jobs created and a specific amount 

of private money invested as agreed to in each project grant/loan agreement. 

If it cannot be demonstrated that specific milestones have been met, the province is 

under no obligation to release any funding to the project. Each contract also includes a 

number of provisions that can be enforced if the contract obligations are not met. 

These range from funding cut backs to contract termination. 

These are in place to ensure that projects follow through on their commitments to 

create jobs and bring investment to Ontario, protecting the Province’s strategic 

investments in job creation and growth. 

Jobs and Prosperity Fund streams 

$784 million in total government funding has been committed to 19 projects: $734 

million to the New Economy Stream, $7.5 million to the Food and Beverage Growth 

Fund, and $42.2 million to the Strategic Partnerships Stream. 

For a variety of reasons, including our rigorous assessment process, some project 

applicants for JPF funding are not successful. In some cases, projects are deemed 

ineligible for funding based on the specifics of the application, and in others the 

application is voluntarily withdrawn by the applicant. 
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New Economy Stream 

The New Economy Stream builds partnerships with organizations and makes strategic 

investments that strongly correlate to building research and development capacity, 

improving productivity, boosting competitiveness and increasing global reach. The 

fund aims to: 

• build innovation capacity 

• improve productivity, performance and competitiveness 

• expand export and trade opportunities 

• increase job creation capacity 

A total of 14 projects were approved and underway as of March 31, 2016; during this 

period, the province committed $734.03 million in total funding support. 

Food and Beverage Growth Fund 

The Food and Beverage Growth Fund provides funding for food, beverage and bio 

product projects. These projects help: 

• create and retain jobs 

• strengthen supply chains 

• enhance innovation and productivity 

• increase market access 

Three projects, representing over $7.5 million in total funding support, were approved 

as at March 31, 2016. 

Strategic Partnerships Stream 

The Strategic Partnerships Stream aims to increase the adoption of advanced 

technologies and the creation of next-generation products and services. This stream 

supports transformative, large-scale projects within an open innovation model that 

brings together resources of Ontario-based anchor firms, postsecondary institutions, 

entrepreneurs and SMEs. 
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Each partnership focuses on an advanced or disruptive technology with the potential to 

transform a wide range of Ontario’s priority sectors and industries. Adopting 

disruptive technologies, will help increase productivity, foster innovation and help 

companies enter global markets. 

To date, the Strategic Partnerships Stream has approved funding for two investments 

totaling $42.16 million in provincial support. 

The first of these 2 investments will help bring 50 promising young life sciences and 

health sector businesses to Ontario. The second will help up to 500 SMEs fast-track 

the launch of new technologies and products to international clients and further grow 

the province’s knowledge economy. 

Forestry Growth Fund 

The Forestry Growth Fund is a new JPF stream approved in the 2015 Ontario budget. 

The fund launched in February 2016. Investments are evaluated using the JPF 

common governance structure, processes/systems and an adapted scorecard. 

The Forestry Growth Fund provides strategic investments in the sector that: 

• improve productivity and innovation 

• enhance competitiveness 

• support new market access 

• strengthen supply chains and regional economies 

This fund is available to manufacturers and processors of wood and forest biomass 

across Ontario, including saw mills, pulp and paper mills, secondary wood 

manufacturing, and bio-economy projects with at least $5 million in eligible costs. 

At the time of this report, no projects were at the approval stage. Representatives of 

the Ministry of Economic Development and Growth are working closely with the 

Ministry of Natural Resources and Forestry in identifying and assessing Forestry 

Growth Fund initiatives. 
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Regional funds 

The Eastern Ontario Development Fund (EODF) and the Southwestern Ontario 

Development Fund (SWODF) support projects that create and retain jobs, encourage 

the introduction of new technologies, assist private sector firms, communities and 

sector groups to pursue growth in new markets, improve their competitive position, 

and ultimately, contribute to the diversification of the economy of specific regions of 

the province. These funds provide grants and loans to businesses and municipalities to 

support projects that will attract investment and support job creation in the region. 

The Eastern Ontario Development Fund (EODF) 

From January 1, 2013 to March 31, 2016, 48 contracts were signed for EODF projects. 

The $32.8 million in Ontario support will secure over $308 million in private sector 

investment, amounting to more than $9 of private sector investment for every $1 of 

Ontario financial support. These projects will result in commitments to support 6,326 

total jobs. 

For the purposes of the EODF program, Eastern Ontario includes the following 15 

geographic areas under the Territorial Division Act, 2002: Frontenac, Haliburton, 

Hastings, Kawartha Lakes, Lanark, Leeds and Grenville, Lennox and Addington, 

Muskoka, Northumberland, Ottawa, Peterborough, Prescott and Russell, Prince 

Edward, Renfrew and Stormont, Dundas and Glengarry. 

The Southwestern Ontario Development Fund (SWODF) 

From January 1, 2013 to March 31, 2016, 121 contracts were signed for SWODF 

projects. The $90.6 million in Ontario support will secure over $949 million in private 

sector investment; that’s more than $10 of private sector investment for every $1 of 

Ontario financial support. In addition, these projects will result in commitments to 

support 24,879 total jobs. 

For the purposes of the SWODF program, Southwestern Ontario includes the 

following 18 geographic areas under the Territorial Divisions Act, 2002: Brant, Bruce, 
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Chatham-Kent, Dufferin, Elgin, Essex, Grey, Haldimand, Huron, Lambton, 

Middlesex, Niagara, Norfolk, Oxford, Perth, Simcoe, Waterloo, Wellington. 

Independent and third-party review and analysis of MEDG’s regional funds 

determined that they provide lasting benefits and value for participating firms, as well 

as the province, with the majority continuing to experience both revenue and job 

growth after projects have been completed. 

Updated: September 21, 2016 

Published: September 21, 2016 
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Ontario's Strategic Investments Creating Jobs and Growing the 

Economy  

Province Releases Business Support Program Investment Details, September 21, 

2016 2:00 P.M. 

Ontario's business support programs are leveraging private sector investments and 

have helped to create and retain 68,501 jobs across the province since 2013, including 

over 19,000 jobs and $2 billion in investment for the province's auto sector.  

Today, the province released a new report highlighting the job creation and private 

investments supported by the Jobs and Prosperity Fund (JPF), the Eastern Ontario 

Development Fund (EODF) and the Southwestern Ontario Development Fund 

(SWODF). Together, these funds are helping Ontario companies drive innovation and 

remain competitive in an increasingly global economy. 

Ontario is also fulfilling a commitment to release business support program 

investment details through its Open Data catalogue. Data from 2013 to March 2016 is 

now available and will be updated annually each June to include projects signed in the 

previous fiscal year.  

The JPF helps secure private sector investment in Ontario, allowing the government to 

partner with businesses to enhance productivity, innovation and exports. So far, $784 

million in government support has been committed, which has leveraged $7.32 billion 

in investment, supporting 37,296 jobs.  

The two regional funds support economic development in targeted geographical 

regions:  

• Eastern Ontario Development Fund (EODF): $33 million in Ontario support is 

securing over $308 million in private sector investment, resulting in 

commitments to create and retain 6,326 total jobs in the region 
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• Southwestern Ontario Development Fund (SWODF): $91 million in Ontario 

support is securing over $949 million in private sector investment, resulting in 

commitments to create and retain 24,879 total jobs in the region. 

Strategically partnering with businesses is part of the province's economic plan to 

build Ontario up and deliver on its number-one priority to grow the economy and 

create jobs. The four-part plan includes helping more people get and create the jobs of 

the future by expanding access to high-quality college and university education. The 

plan is making the largest infrastructure investment in hospitals, schools, roads, 

bridges and transit in Ontario's history and is investing in a low-carbon economy 

driven by innovative, high-growth, export-oriented businesses. The plan is also 

helping working Ontarians achieve a more secure retirement.  

QUOTES 

" Targeted and strategic partnerships, like those supported 

by the Jobs and Prosperity Fund, are essential in a fiercely 

competitive global economy. Ontario is well positioned to 

attract investment based on our highly skilled workforce, 

climate of innovation and efficient business environment. 

Direct business support can often be the deciding factor in 

securing private sector investment in Ontario. We work 

diligently to ensure government resources are being spent 

judiciously, effectively, and in a way that will spur 

continued growth." [Brad Duguid Minister of Economic 

Development and Growth] 

QUICK FACTS 

• August’s job growth brings the total increase in employment since the 

recessionary low in June 2009 to 599,500. 

• General Motors and Unifor have reached a tentative agreement that will enable 

new product investments at GM facilities in Ontario — a strong endorsement 
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of the province’s globally competitive and highly innovative manufacturing 

sector. 

• Independent, third-party review and analysis of the Southwestern Ontario 

Development Fund and Eastern Ontario Development Fund determined that 

they provide lasting benefits and value for participating firms, as well as the 

province, with the majority continuing to experience both revenue and job 

growth after projects have been completed. 

• Ontario’s five-year, $400-million Business Growth Initiative is helping to 

grow the economy and create jobs by promoting an innovation-based 

economy, helping small companies scale-up and modernizing regulations for 

businesses. 

LEARN MORE 

• Ontario Jobs and Prosperity Fund and Regional Business Support Programs 

2013 – 2016  

• Ontario’s Open Government initiative  

• Ontario’s competitive advantages for business  

 


