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Introduction
The Advanced Business Match (ABM), previously known as the Aboriginal Busi-
ness Match, is a  technology-facilitated business development event that con-
nects a national network of Indigenous and non-Indigenous decision makers to 
create opportunities for business, training and employment.

Background
ABM was created and is owned and produced by Raven Events, a small Indig-
enous event management business headquartered in its Coast Salish home 
community of Tla’amin, north of Powell River in British Columbia. 

Philosophy and Values
ABM is based on the belief that building effective business relationships 
between Indigenous communities and the private sector is imperative to the 
future of Canada’s economy, and to society as a whole.

ABM also believes in and promotes entrepreneurship as a vital catalyst for 
change. Entrepreneurs improve the standard of living through the creation of 
local jobs, wealth and economic activity independent from politics. Entrepre-
neurs enhance conditions in which communities can prosper.

ABM’s primary goal is therefore to benefit Indigenous entrepreneurs and com-
munities in the pursuit of their business goals. 

ABM is Indigenous-driven and aims to attract companies that want to do eth-
ical and mutually beneficial business with Indigenous communities and busi-
nesses. 

It is understood and respected that companies will attend with the goal to sell 
goods and services to Indigenous communities. However, preference is given 
to those companies that provide business opportunities extending beyond a 
“simple” customer/supplier relationship, including training, employment, and 
partnerships.

Communities and companies come to ABM to get deals done. ABM requires all 
delegates to offer concrete business opportunities for discussion at the event. 
These include anything from strategic planning to mergers and acquisitions. 
ABM Delegates are also willing to offer a helping hand, be a sounding board or 
referral service. Every appointment represents a potential business opportu-
nity. Therefore, every no-show, cancellation or pending appointment request 
can result in a lost opportunity. ABM Delegates agree to respect each other’s 
business interests and commit to active engagement in the business matching 
process before and during the event.

Every appointment 
represents a potential 
business opportunity. 
Therefore, every no-
show, cancellation or 

pending appointment 
request can result in a 

lost opportunity.
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What to Expect 
Each ABM is attended by 60 to 150 decision makers representing:

• Indigenous businesses that want to find partners and access new markets;
• Indigenous communities at any stage of economic development, who want 
to move their business goals forward;
• non-Indigenous companies that are in tune with the vast opportunities and 
unique characteristics of Indigenous economic and business development;
• non-Indigenous companies that want to learn how to do business effectively 
in the Indigenous space;
• select government agencies that support Indigenous business development;
• select associations and non-profits that provide resources, information and 
a network of business interest to Indigenous communities; and
• non-Indigenous communities that want to or are working with their 
Indigenous neighbours.
• Government and Private Sector Procurement Departments

Why Attend
Indigenous communities attend to:

• gather information about the companies that are interested in doing 
business with Indigenous communities without the expectation or pressure to 
make concrete deals; 
• explore new business ideas. These include anything from franchise to social-
enterprise models;
• pursue very specific objectives such as selling or buying products or 
services; and
• find partners aligned with their business, economic and community 
development goals. 
• Secure procurement opportunities with Government or Private Sector 
companies

Non-Indigenous communities attend to:
• find ways to work more closely with their Indigenous neighbours.

Companies attend to:
• find partners and access new markets; 
• create and maintain relationships that support business goals and 
competitiveness; and
• learn how to do business effectively in the Indigenous space;

Government Agencies attend to:
• share information about programs and services;
• procure Indigenous suppliers.

Associations attend to 
• connect their members with communities and companies to support their 
business goals; and
• share information about programs and services.
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Partnership Models
Business Partnerships such as JVs or Limited Partnerships
Among other opportunities, businesses that are part of the resource supply 
chain (e.g. camp and catering, site management or construction companies) 
offer proven partnership models ready for discussion on the tradeshow floor.

ABM aims to attract reputable companies with proven track records.

Industry Relationships 
At times, large industry attends the show to maintain and expand their 
existing relationships with the communities. It is entirely up to you if you 
want to use ABM as a venue to add to the conversations you are likely 
already engaged in. 

ABM’s terms are clear when delegates register. They state “You will also 

agree that your discussions at ABM are informal and of information-sharing 
purpose and object. You acknowledge that this business match in no manner 
fulfills any duty to consult, delegated or otherwise.”

Service Partnerships
ABM is attended by a variety of consulting companies offering anything 
from accounting to tourism marketing services. These companies are 
admitted to the show if their service is required in the Indigenous market 
place. Conversations with these service providers can create more effective 
business management processes, can add capacity or simply expand your 
business network. 

In Appendix A you can find an article by Pauwels Consulting that spells out 8 
Characteristics of a Great Consultant.

Training Partnerships
Some companies offer training opportunities that can be related to specific 
projects or more general in approach. Often the opportunities come with 
established relationships with training providers such as Indigenous 
organizations, post-secondary educational institutions or industry 
associations. 
If training your membership is a priority, clearly identify this in your profile 

to attract the attention of these companies. 

Short-Term Project Partnerships based on Immediate  
and Complementing Goals
At ABM you can also form partnerships that are not as involved as a joint 
venture or some other legal agreement. The possibilities are endless. You 
could find sponsors for a community initiative, an internship placement for 
a community member or can simply agree to share information to pursue 
completing but not directly related business goals.  

Whatever your economic development goal, ABM is an excellent forum for 
you to make the connections you need.
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How Business Matching Works
ABM connects its national network in two ways: 

1.  Online profiles: ABM Delegates create detailed profiles on the ABM business 
matching platform. Fully searchable by conference attendee or industry 
focus, these profiles feature business priorities, projects and partnership 
opportunities as well as products and services either required or offered.  

2. One-on-one pre-scheduled appointments: ABM Delegates choose to meet 
in a confidential setting through the prepared selection of potential business 
matches.

ABM’s sophisticated business matching technology makes it easy to create up 
to 31 pre-scheduled appointments before you attend the show. 

These appointments level the playing field and keep the conversation focused 
and efficient and help determine next steps if a business match has been made 
or is possible. The 2.5-day hyper-productive experience eliminates geographic 
barriers, condenses time requirements and reduces costs.  

For an appointment to embed itself into your schedule, it needs to be 
requested by one side and approved by the other. Only mutually agreed upon 
appointments appear in your schedule as confirmed. 

It is ok to say no to appointments that are not of value to you. 

How to Set Priorities  
and to Prepare
Select and approve appointments of high interest first to ensure you 
accommodate them in your schedule. Then select your B priorities. 
Be specific about what you want to achieve and communicate your goals in 
your online profile. They do not have to be complicated. Your ABM slogan can 
for instance simply read: We are open to business opportunities and are looking 
forward to a conversation with you. “ Or it could be more specific and read: 
“Our primary focus is to create training and employment opportunities for 100 
community members between the ages of 25 and 50.”
The preparation phase for ABM requires your active involvement starting with 
the completion of your online profile to the review of your potential business 
matches and the requesting, approving and declining of appointments. It 
is each ABM Delegate’s responsibility to create his/her own customized 
tradeshow schedule. Our system is set up to make things as efficient as possible 
and it will notify you if you have messages or pending appointment requests. 
You are expected to respond expeditiously to allow all ABM Delegates to set up 
their business appointments without delay.

If you do not respond, you prevent other delegates from achieving their 
business goals. Raven Events contacts delegates that are not active on the 
system and remove those from the show that continue to be inactive. 
ABM Delegates overwhelmingly agree that time invested is worthwhile. Return 
on investment is high.
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Communication is Crucial
We know you are busy. The more active the ABM delegates are, the less you 
are going to hear from Raven Events. If appointment selection is slow, you will 
receive a reminder. 

The ABM Delegates Updates provide useful information assisting you in 
maximizing results. Consider a quick review to make sure you are not missing 
anything before deleting.

Your Presence is Essential
Unlike other conferences, at ABM it truly matters if you are present.

Your appointments, and those of the people you are scheduled to meet with, 
represent a potential business opportunity. Every no-show or cancellation 
results in a missed opportunity. ABM Delegates commit to doing their utmost 
best to select appointments carefully and attend each one, and to designating 
a substitute should they be prevented from attending. If cancellations cannot 
be avoided, ABM Delegates commit to providing as much notice as possible, 
allowing their meeting partner to refill the cancelled appointment. ABM 
Delegates are expected to take initiative by using the ABM system to cancel or 
reschedule.

What if you cannot find the business connection you are looking for?
Contact Raven Events and communicate your priorities. Their team will source 
the companies you want to meet with. 

Also look at Jacquelin Cardinal’s blog post included in appendix B. She explains 
why all ABM appointments are valuable. 

At the Show!
Company representatives are seated in a booth during the show. These booths 
are numbered and correspond with the booth location information in your 
ABM schedule. 

Representatives of communities do NOT have a booth and move through the 
trade show from appointment to appointment.

Should your community or its businesses prefer a booth, please connect with 
Raven Events to discuss how to make this will work best for you. 

Need help?

Raven Events can assist with all aspects of your ABM participation from the 
development of your online profile to your appointment selections. 

You can reach the Raven Events team at 604-483-3532 or info@ravenevents.ca
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Appendix A

8 Characteristics 
of Great Consultants
by Pauwels Consulting*

1. Great consultants are flexible.
Great consultants adapt to new projects, work cultures and colleagues easily. 
They come in, they fit in and they get the job done. Their soft skills and 
technical expertise allow them to take on their roles quickly and easily.

2. Great consultants have great discipline.
Great consultants work hard and they work smart. They know how to 
accomplish the best results in the shortest possible time with as little friction 
as possible. Great consultants are problem solvers: bring them in and the work 
gets done.

3. Great consultants are confident.
Great consultants are confident about their skills and expertise. They expose 
a natural collaborative leadership and they leave their egos at the door. Great 
consultants are team players: they put company goals and team spirit first.

4. Great consultants are persistent.
Great consultants don’t give up. They accept frictions, unforeseen 
circumstances and negative feedback, they learn from them and they move 
on. They will analyze and learn from every setback in order to prevent it from 
happening again.

5. Great consultants are studious.
Great consultants never stop learning. They need to stay on top of the 
developments in their fields of expertise. It is their job to bring the latest 
knowledge and skills to the table when others can’t.

6. Great consultants are like… MacGyver.
Remember MacGyver, the hero of the popular TV show? He could solve any 
problem with his mind and his Swiss army knife. The same goes for great 
consultants; they use skills and knowledge from previous projects to solve new 
problems and challenges.

7. Great consultants go further.
Great consultants see the big picture and the small parts that can make it 
better. Consultants bring a fresh view, and as such they can offer surprising 
insights that can solve problems and boost the client’s business.

And last but not least:

8. Great consultants are sociable.
Great consultants listen first and they speak second. Their primary goal is to 
help other people and businesses. Great consultants build trust because of 
their will to help their clients accomplish their goals.

*Pauwels Consulting is based in Belgium.
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Appendix B

7 Tips to Rock Your 
Aboriginal Business Match 
by naheyawin.ca 

There’s something very special about the Aboriginal Business Match.  
It has all the fun of giant Jenga and photobooths, all the laughs of a family 
get-together, and all the hard-hitting business questions of a g reat strategic 
planning meeting.  

But how does one truly rock their #ABM? 
We at Naheyawin  just finished our Aboriginal Business Match here in Alberta, 
and we made it our mission to take copious notes about what we did, w hat we 
didn’t do, and what we learned in order to pass it on to all you future ABM-ers. 
So let’s get into it. 

1.  Get your match on before the event.  
Seriously. In the weeks leading up to the event, we spent a few hours doing 
our matching and we were quickly at the top of the list for engaged ABM-ers. 
There’s a scoreboard and everything. This is important not only because we are 
competitive in nature, but also because if you do your homework, you’ll be sure 
to stack your days with interesting, valuable meetings; dilly-dally, and you might 
be missing out on some gems! 

2.  Read the profiles of those you’re meeting with in advance.  
We get it, you’re busy. And so are we. You only get a short amount of time with 
each person so you want to make sure that you use it wisely. That’s why we 
read over the profiles of the people we scheduled to meet, and made sure to 
have an answer to the question, “so, do you see any synergies here?” (I know, I 
was surprised people use that term non-ironically too). 

3.  Hydrate and eat. 
Having so many meetings packed into your time slots, plus the meetings you 
book during lunch and coffee breaks means that food and drink sometimes fall 
to the wayside. Making sure you take care of yourself means that your brain 
and body will be in tip top shape for performing the tasks necessary for a great 
ABM. 

4.  Don’t just represent yourself. 
It meant a lot to us to be given the opportunity to meet with such great 
businesses, organizations, and community representatives because we know 
how valuable these relationships can be. Not just for us, but for our network as 
well. We knew t hat we were there to keep an eye out for potential connections 
we could m ake between those in our circles that couldn’t be there.  
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5.  Don’t ditch your meeting if it doesn’t look like it will b e a match.  
All meetings are valuable because all relationships are valuable. Even with 
lots of preparation, there will be rare moments when a meeting doesn’t look 
like it will yield a business opportunity. This happened to us twice out of 30+ 
meetings, and the first time, one party chose to leave as soon as he thought 
it wouldn’t be an opportunity f or him. This was a bummer for us. The second 
time it happened, we transitioned into personal life chatting, and it was a really 
lovely conversation that was a nice break from b usiness talk. Not only that, 
but we learned a ridiculous amount about exotic textiles and that there are 
sweaters made from the wool of tiny llamas that cost $150,000. Knowledge is 
power? 

6.  Follow up, follow up, follow up!  
Relationships thrive through efforts to mindfully nurture them. The connections 
made at these kinds of events are seedlings - so make sure the business cards 
and notes you gathered during your matching don’t just find a home in a dusty 
corner of your desk drawers. 

7.  Have patience and think long-term 
We’re a small company that mainly does p roject-based work. We fully 
understand the need to make sure that the relationships being built are smart 
investments. That being said, we’ve found that our most valuable relationships 
a re the ones that are built with the long-term in mind and come out of our 
honest question of, “What’s your vision? How do you think I might be able to 
help you get there?” 

We hope our tips help you get the most out of your event!  

Are there any that we missed? Have any burning questions? Don’t hesitate to 
get i n touch with us at info@naheyawin.ca.  

naheyawin.ca 


