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I N D U S T R Y N E W S

The World Health Organization has confi rmed that we are 
now in the midst of a pandemic. Many countries have enacted 
dramatic travel restrictions, some cities and countries have 
attempted to shut themselves off completely from the outside 
world. Broadway is dark, all professional sports leagues have 
been suspended, school breaks have been extended, and 
people are fi ghting over toilet paper in the stores. So, what 
are employers supposed to do, and what can employees expect?

• Employers have a duty to make reasonable efforts to provide 
a safe work environment;
• Federal and provincial health organizations are encouraging 
social distancing and self-isolation;
• In various parts of the country, the school March Break has 
been extended so that children will be out of school for three 
weeks;
• Most childcare, camps and children’s programs have been 
cancelled; and
• Employment Insurance (EI) rules have been relaxed so that 
the one-week waiting period will be waived and job-sharing 
will be facilitated.

There are many employment-related challenges to be ad-
dressed and questions to be answered. These include:
• Can employers restrict employees’ personal travel?
• Can employers refuse to allow employees to work if they 
have travelled or exhibit symptoms of illness?
• Do employers have to pay employees if they are not working?
• Does the answer to the above question change depending 
on whether the absence from work is due to mandatory self-
isolation or employer-imposed?
• Can employees be temporarily laid off due to a shortage of 
work?
• Can employers reduce the working hours of their employees?

Employees and travel
Generally speaking, employers can and should restrict busi-
ness travel but cannot ban personal travel. Employers can, 
however, require that employees advise them of travel plans.

So if an employee has travelled (for business or pleasure), 
what can an employer do?

Regardless of whether an employee has traveled to a high-
risk or a low-risk destination, the Public Health Agency of 
Canada (PHAC) asks that individuals returning from travel 
monitor their health for fever, cough and diffi culty breathing 
for 14 days after their arrival in Canada.

Any employees who have recently travelled to a high-risk 
destination or who have been in contact with someone who 
has been to a high-risk destination, regardless of whether or 
not they are exhibiting symptoms, should be required to report 
their situation to their employer.

Employers would be wise to confi rm whether such em-
ployees have 1) any virus-like symptoms or 2) have been in 
contact with anyone that is believed or suspected to have 
symptoms of coronavirus. In these scenarios, a medical clear-
ance can be requested before the employee returns to work, 
or a self-quarantine can be requested for the usual 14-day 
period.

Lack of childcare
Business will also need to consider the fact that in many parts 
of Canada, kids will be out of school over the next few weeks 

and there will be little, if any, childcare 
options available to parents. As a result, 
some parents will be simply unable to 
come to work.

So, when do you have to pay employ-
ees that are not working?

In some circumstances, employees can 
work remotely. After all, our prime min-
ister is in self-isolation but continuing to 
carry out his duties. But some workers, par-
ticularly in retail operations, cannot.

Every jurisdiction has different laws with respect 
to sick leave. In Ontario, employees are entitled to three unpaid 
sick days. Some contracts and collective agreements may 
provide greater rights. Employees can also use vacation time 
or paid time off in many circumstances.

If employees feel unwell or suspect COVID-19
In such circumstances, the employee should be encouraged 
to stay home until they have medical clearance. It would be 
risky not to pay them, since they have not asked or been 
medically required to stay home. Ideally, they would work 
remotely but if that is not possible, they will likely have to be 
paid. Advances on vacation or temporary layoffs can be con-
sidered but employers cannot necessarily impose them.

If an employee is diagnosed 
with COVID-19
In that case, the sick leave policy in place 
will apply. If sick leave benefi ts are not 
available, the employee should be eligible 
for EI benefi ts.

If an employee is required to 
self-isolate by health offi cials

Most sick leave policies will not cover these 
circumstances, though employers can consider 

extending them due to the novelty of the situation. Other 
options can include allowing employees to access paid vaca-
tion time. The employee may be able to receive EI benefi ts.

If employer directs employee to self-isolate
If the employee has no symptoms of illness and has not been 
directed by a health offi cial to self-quarantine but the em-
ployer directs them to remain home due to fears, for example, 
that they may have come into contact with someone that has 
COVID-19, then it would be hard for the employer to justify 
not paying them. Hopefully the employee can work remote-
ly, but otherwise, they should be paid.
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The shocking momentum of 
Genesis At Home and digital retailing

“Digital retailing is the future of automotive sales.”
You heard it from the software providers, then you started 

to hear it from everyone else. And if you’ve been tuned 
into the dealership community, the recent buzz about digital 
retailing adoption is probably working its way into the 
back of your mind like an irritatingly catchy Top 40 hit 
you just can’t escape. Granted, we believe digital retailing 
will have a more positive effect on your life than a pop 
single (although we’re told Ed Sheeran is on a roll).

Whether you’re eager to cede mental real estate to digital 
retailing (and by extension, Ed Sheeran) or not, it’s chang-
ing the way people shop – and the way they expect to shop. 
How do we know that? Let’s look at one of the industry 
leaders in digital retailing: Genesis Motors.

What’s the story with Genesis?
Launched into the Canadian market in 2017, Genesis 
brought the Hyundai luxury brand’s entire sales process 
online through digital retailing technology. Customers could 
purchase their vehicle from any device, then pick it up at 
the local dealership of their choice with the “Genesis At 
Home” experience. 

As an industry fi rst, Genesis undertook the comprehen-
sive challenge of forging a path forward for the rest of the 
automotive industry. Now, more than two years later, we’re 
seeing the results of that. Lead generation in the fi rst month 
increased by 145 per cent  year-over-year. Lead volumes 
between 2018 and 2019 nearly doubled.

Sudden and dramatic increases like this don’t happen 

by accident. Like a new artist on the scene who achieves 
overnight success, the immediate surge in digital retail-
ing’s popularity reveals the presence of an existing con-
sumer desire. The market wanted this long before we 
gave it to them.

Customers wanted to shop online, and Genesis made 
that possible using digital retailing. Now, that wish has 
become an expectation. Savvy customers know that what 
they’ve been waiting for is fi nally a reality, and they’re bring-
ing the expectations set by Genesis to every car dealership 
they visit. Digital retailing is the new norm.

Is this a good thing?
This is great for the modern dealership. Digital retailing 
leads aren’t like the normal kind: leads generated by this 
kind of technology for Genesis At Home have a conversion 
rate 2.6x higher than any other for the automaker. Digital 
retailing is the Genesis’s strongest tool by a long shot, and 
that power isn’t unique to OEMs.

The same kind of platform that powers Genesis At Home 
can be implemented at any dealership alongside any website 
provider to generate similarly impressive results, whether 
in a big city or a remote town. Car buyers everywhere want 
to shop online for their next vehicle, and you can let them.

Genesis did the hard work of spearheading this move-
ment and enforcing a new set of consumer shopping habits 
in the automotive industry; dealerships have the com-
paratively simple task of following suit. This way of shop-
ping is taking colossal strides forward every year, which 
we can see by the massive uptick at our dealer and OEM 
partners. All you have to do is say ‘Yes.’ CAW

Andrew Tai is the CEO and co-founder of Motoinsight, but his 
infl uence extends far beyond the company. A contributing col-
umnist to The Globe and Mail and a prolifi c speaker, Andrew is 
a recognized authority on digital retailing within the automotive 
industry. Connect with him today to learn how your dealership 
is going to change, or see the future yourself at motoinsight.com.
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