
Canadian Business in Action
August 2012      Volume 5      issue 8      www.cbj.ca

aLSO in thiS iSSue :

•	 Region	of 	Peel	Water	Treatment

•	 Bourgault	Tillage	Tools

•	 Pro	Oil	Change
Splitting Canada’s Former 
Tech Star Could Be the Best 
Option for Survival 

tHE

Canadian Business JouRnAL

August 2012      Volume 5      issue  8      www.cbj.ca

in thiS iSSue ► This	Month’s	Theme:
Commercial	Construction

Warning	on	Buying
Distressed	U.S.	Properties		

Canada’s	Lousy	Score
on	Energy	Effi	ciency

World Wildlife Fund
speaking with One VOiCe



Quality in every detail
W  www.LandiaWorld.com  |  E  info@LandiaWorld.com

When You Need Pumping and 
Mixing Solutions that Work!

Contact the World’s Leading Manufacturer of Heavy-Duty 
Chopper Pumps and Mixing Solutions – with over 20 Years’ 
Experience in the Biogas Industry.

SLUDGE PUMPING  |  DIGESTER MIXING  |  FEEDSTOCK CONDITIONING



editOR’s note

As (not quite) expected, July did not show a great economic progress. Investors await 

new stimulus measures announcements from the central banks in the U.S. and Europe, and 

Chinese economy continues to show the signs of economic slowdown. No wonder the markets 

falter sideways (thus far). 

Despite this grim global outlook, Canadian Business in Action continues to attract 

businesses that move forward and upward. Our Special Feature on WWF Canada speaks about 

WWF’s successful alliances with corporate partners (Coca-Cola, HP, and Loblaw), and about 

engaging public through their Cause Marketing initiatives. Besides these global trademark 

glitterati, we provide overview of other flourishing Canadian businesses such as Bourgault 

Tillage Tools, a popular TV Show Fish’n Canada, a successful franchising model Pro Oil 

Change, and the Westbank First Nation in BC, whose leaders move at the speed of business 

in developing the reserve into a highly competitive business entity in British Columbia. We also 

spoke to a whole lineup of profitable architectural firms and investment firms that continue to 

profit despite the grim global economic outlooks.

Our August issue offers a great variety of industries to read about, and their stories are up 

for grabs in our Business in Action. Keep reading.

Michal Majernik
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A female polar bear (Ursus maritimus) in 
November waits for ice to form in order to 
hunt for seals, near Churchill, Manitoba, 
Canada © Jacquie Labatt / WWF-Canada
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“Philanthropy is still an important part of how companies are able to come to the 
table and support our work, but more and more we are seeing that they want 
to do more than just to write a cheque — they want to help out by engaging 
their sustainability plan, engaging their employees or customer base, and very 
often they want to attach marketing dollars to these initiatives as well.”

— Hadley Archer, Vice-President, strategic Partnerships & Development, WWF-canada

World Wildlife Fund
speaking with One VOiCe

speCiaL RepORt CB  
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Longline fishing for cod in Sambro Harbour, Nova Scotia, Canada circa 1980s.  © Gilbert Van Ryckevorsel / WWF-Canada
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as COnsumeRs, we are all surrounded by eco-

products and green initiatives. We see these 

products because the companies listened to 

consumer demands, and many of these cus-

tomer behaviours and attitudes have been influ-

enced by organizations working towards increas-

ing conservation and sustainability practices, 

such as the World Wildlife Fund (WWF).

WWF works to stop the degradation of the 

earth’s natural environment and to build a future in 

which humans live in harmony with nature through 

conservation and sustainable development. WWF, 

one of the world’s largest and most respected 

independent conservation organizations active in 

over 100 countries with almost 5 million support-

ers, spoke to The Canadian Business Journal about 

its initiatives and corporate programs that positively 

address the dangerous global trend of growing con-

sumption straining the planet’s resources.

Hadley Archer, WWF’s Vice-President of Stra-

tegic Partnerships and Development, told The 

Canadian Business Journal, “We [WWF] are not 

anti-development, we are pro-responsible develop-

ment. We promote a ‘conservation-first principle’ 

in respect to development. We acknowledge that 

development happens and that it’s in fact neces-

sary — we can’t protect the environment just for en-

vironment’s sake, people need to eat, people need 

to make a living, and so on. We just think there is a 

better way to manage development, and manage 

it in a way that respects nature’s limits and needs. 

We should put conservation and sustainability 

first, and have these influence the development 

agenda, not the other way around — that’s what 

I mean by ‘conservation first’.”

WWF has been active in Canada for 45 years. 

While WWF-Canada answers to and works with 

its global counterparts, the organization has its 

own Canadian board of directors and CEO, and 

answers to Canadian supporters. WWF works on 

issues that are important to Canadians, as well 

as issues that have global significance. WWF is a 

non-partisan organization. Working on projects with 

Hadley Archer, Vice-President Strategic Partner-
ships, WWF-Canada.  © WWF-Canada / Bill IVY/Ivy Images
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timeframes of 10 to 20 years means that its efforts 

often span different political leaderships. To this 

Archer said, “While we try to influence the political 

agenda in support of our programs, we don’t take 

sides and we don’t engage in partisan activities. We 

encourage citizens to use their vote to help drive 

a progressive conservation agenda, regardless of 

party allegiances. We all use and need the environ-

ment, and it should be a non-partisan issue.”

Corporate Partnerships
To influence change effectively, WWF is well aware 

of the global economic map and how far the global 

networks extend. According to WWF’s research, 

about 500 companies control 70 per cent of all 

global trade in the key commodities that have the 

biggest impact on the environment (seafood, palm 

oil, sugar, lumber, paper, etc.). “It’s hard to educate 

and convince 7 billion consumers – 9 billion by 

mid-century – to live differently, so our strategy is 

to try and work with these companies in a variety of 

partnership models, and develop more responsible 

ways of doing business,” Archer said. “This allows 

us to punch above our weight — working with large, 

often global corporations helps us reach more 

people and have a greater impact. Instead of trying 

to reach billions of consumers directly, we reach 

them through daily touch-points like food and drink 

choices, retail outlets, and workplaces.”

TOWARDS  
A SUSTAINABLE 
FUTURE

At Resolute Forest Products, we have 
chosen a path that leads to a sustainable 
future.  We have third-party certified 100% 
of our managed woodlands to sustainable 
forest management standards. We have 
made significant strides forward in the 
efficient use of fiber and energy, as well as 
in the development of environmentally 
responsible products.  And we know we can 
do even better.  We have stepped up the 
pace, identifying ambitious new objectives 
for responsible fiber sourcing, action on 
climate change, product stewardship and 
stakeholder relations.  

Learn more about our commitment to 
sustainability at resolutefp.com.

Proud member of the  
World Wildlife Fund 
Climate Savers Program

wwf.indd   1 2012-06-05   11:51:50
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Coca-Cola Canada
WWF and Coca-Cola Canada (Coca-Cola) have 

built a unique Canadian partnership on the 

common ground of shared Canadian and cor-

porate heritage — the polar bear. With nearly 

two-thirds of the world’s polar bears living in 

Canada, this Arctic species is an important 

part of our ecosystem and culture. To this 

Archer said, “Together, Coca-Cola and WWF have 

created a ‘cause marketing’ campaign called 

‘Arctic Home’, building on Coca-Cola’s long-

standing tradition of having polar bears in their 

marketing around the holidays. This program, 

which was executed in Canada and the U.S. in 

2011, raises awareness and funds through a 

donation matching program for our Arctic work. 

Together, we’re helping safeguard the polar 

bear’s home in the rapidly changing climate.” 

Coca-Cola committed $2 million to WWF over 

five years, and match consumer donations up 

to US$1 million in its 2011-12 campaign.

White is the new red - Coca-Cola red cans turn 
white for a cause (CNW Group Coca-Cola Canada)

“The polar bear and the rugged Arctic 

are enduring symbols of the Canadian 

north. For Coca-Cola, the polar bear is 

especially near and dear to our hearts, 

appearing for decades in our holiday 

advertising,” said Nicola Kettlitz, 

President of Coca-Cola Ltd. “‘Arctic 

Home’ strengthens our commitment to 

the polar bear, our focus on building 

sustainable business practices, and 

our dedication to making a positive 

difference in the world.” 

(Source: Coca-Cola Canada; Press Release, Oct. 25, 2011)
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Dave Moran, Director of Public Affairs and 

Communications at Coca-Cola Canada, stated, 

“It’s our view that no organization or business or 

government alone can make the big changes that 

we need to make in order to survive long-term. We 

need to work together in order to build alliances 

between what we at Coca-Cola call The Golden 

Triangle — businesses, governments, and NGOs; in 

this case, Coca-Cola, WWF, and the local govern-

ment. It is only when we have these three entities 

working together that we can really make huge 

advances. Coca-Cola is a 126-year-old operation, 

Catching MSC certified mackerel using handlines, Newlyn, 
Cornwall. United Kingdom © Edward Parker / WWF-Canon

WWF is working to rebuild what was 

once one of the most productive 

fisheries in the world in Atlantic 

Canada’s Grand Banks. The Northwest 

Atlantic Ecoregion (NWAE) represents 

one of the most productive marine 

environments in the world. Unfortunately, 

overfishing, wasteful practices, and 

habitat damage have brought this region 

to the brink of ecological collapse 

and decimated many rural coastal 

communities that depend on fisheries. 

Today, instead of being known for its 

outstanding productivity, the Grand 

Banks is recognized globally as the 

worst fishery collapse in history.
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and if we are going to be successful 126 years 

from now, our success depends on the sustain-

ability of communities in which we operate. This 

is why we, the communities, and the governments 

all need to make progress, because it is only when 

we all work together and we all make these fun-

damental changes that we can be sustainable.” 

In its global relationship, WWF and Coca-Cola 

focus on objectives around water conservation 

and efficiency (working in all seven international 

priority drainage basins for the major oceans 

and seas, from China and Africa, to the U.S. and 

Canada). The partnership also addresses energy 

efficiency and carbon reduction – Coca-Cola is a 

member of WWF’s Climate Savers program – as 

well as packaging and supply chain.

As far as packaging initiatives go, Coca-Cola 

eco-initiatives are about to get much larger. Some 

time ago, Coca-Cola introduced PlantBottle® in its 

Dasani product. PlantBottle® packaging is made 

with up to 30 per cent of plant-based material, 

and the company plans to roll out this concept to 

its whole product lineup by 2020. Further, Coca-

Cola also envisions raising the bar by completely 

replacing the non-renewable packaging material 

resources to a fully renewable plant-based material, 

while assuring that the production of these renew-

able materials is done responsibly. Moran said, 

Together we’re helping Ontarians manage their electricity use and costs, while protecting 
the environment through a wide range of conservation and sustainability initiatives. 

In the past three years, over 260,000 Ontarians have committed to take meaningful actions 
to conserve energy and protect the environment through participation in our annual 
save��energy PLEDGE campaign, supported by WWF-Canada.

The Ontario Power Authority is proud to work with WWF-Canada. 

www.powerauthority.on.ca
OM Official Mark of the Ontario Power Authority 
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“While we are able to create a bottle made 100 per 

cent from renewable sources, we are not yet able 

to produce this packaging solution on a sufficient 

scale so we can really market it. An additional chal-

lenge has been having commercially viable bio-PTA 

technologies. That is why we have invested in three 

technology partners that we believe have solutions 

to make the first 100 per cent plant-based, fully re-

cyclable PET plastic bottles on a commercial scale.”

On WWF’s relationship with the company, 

Archer said, “We have been working with Coca-

Cola for some seven years on a global scale, 

and I was impressed how these passionate 

business people can be passionate about en-

vironment and sustainability. They are always 

looking for a way to satisfy their customers, but 

in a way that reduces their footprint — whether 

it’s socially or environmentally. Like any big 

company, they have a big footprint and they are 

not perfect, but they are really striving to always 

do better, and not just in an incremental way, 

but in a really transformative way.”

Loblaw Companies Limited
Working with WWF, Loblaw Companies Limited 

(Loblaw) made the commitment to source 100 

per cent of all wild and farmed seafood prod-

ucts sold in its stores from sustainable sources 

by 2013. “We work with Loblaw not just to help 

them develop this plan, but also to achieve their 

objectives,” explained Archer. “This is a very 

ambitious goal, and we consider it to be among 

the leading global retailer commitments on sea-

food. This initiative goes hand-in-hand with our 

Galen G. Weston (Executive Chairman, Loblaw 
Companies Limited) speaking at the WWF 
‘Climate Savers’ Roundtable with US Business 
CEOs held in WWF’s Arctic Tent, Nytorv Square 
, COP 15, United Nations Climate Change Con-
ference, Copenhagen, Denmark. 
The roundtable was hosted by CNN worldwide 
correspondent Becky Anderson. The guests 
spoke about how their respective companies 
were reacting to the future sustainability of 
their operations and how they were develop-
ing and implementing ways of reducing their 
carbon footprint.  © WWF-Canon / Richard Stonehouse
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efforts to rebuild the fisheries in the Northwest 

Atlantic and on a global scale.” 

“This commitment has changed the seafood 

industry. The ripple effects are felt through Lo-

blaw’s entire supply chain, from the fisheries that 

catch the seafood, through the manufacturers 

and distributors. It gives consumers an option that 

might otherwise be hard to find. By making this 

decision, Loblaw is helping drive global change,” 

Archer said. A number of other Canadian retail 

chains have followed in Loblaw’s steps and made 

commitments to sell sustainable seafood.

Bob Chant, Senior Vice-President, Corporate 

Affairs and Communication at Loblaw Compa-

nies Limited, stated, “At Loblaw, corporate so-

cial responsibility forms the foundation for our 

mission to be Canada’s best food, health, and 

home retailer. It is ‘The Way We Do Business’ and 

partnering with WWF reflects our approach. We 

are pleased to work collaboratively with WWF on 

various initiatives, in particular Loblaw’s industry-

leading sustainable seafood initiative and envi-

ronmental programs designed to mobilize Cana-

dians in support for the environment.

“In 2009, we partnered with WWF as Loblaw 

embarked on a globally recognized, industry-lead-

ing sustainable seafood commitment – to source 

100 per cent of all the seafood sold in our stores 

from sustainable sources, this includes products 

that contain seafood as an ingredient,” Chant 

explained. “This commitment involves more 

than 2,500 products and 250 vendors. With the 

help of WWF’s counsel and expertise, we have 

made significant progress and have inspired 

other retailers to follow suit.”

Besides this ground-breaking initiative, Loblaw 

also launched a national charge for a plastic 

shopping bag program in 2007, keeping plastic 

bags out of the landfills. The company donated 

a portion of the proceeds from this program to 

WWF ($4 million over the past four years). 

WWF Panda at Maple Leaf Gardens Loblaws 
store, National Sweater Day 2012 © WWF-Canada



14 SPECIAL REPORT � World	Wildlife	Fund

Chant said, “Paid for from the proceeds of 

our pay-for-bag practice, Loblaw and WWF have 

partnered on national conservation initiatives like 

National Sweater Day, Great Canadian Shoreline 

Cleanup, and Green CommUnity School Grants, 

each of which involve Canadians across the 

country in environmental activities. Since 2009, 

we have reduced the number of plastic shopping 

bags from our stores by 3.8 billion, a 71 per cent 

reduction in bags coming from our stores.

“Whether it’s on issues as important as the 

state of the world’s oceans or as small as turning 

down your thermostat at home, our corporate 

partnership with WWF is a great example of how 

retailers and non-profit organizations can work 

together to educate Canadians about social and 

environmental issues facing our planet and to 

make positive change.”

HP
As the world’s largest IT company, HP recognizes 

the need to lead in the field of sustainability. In 

Canada, HP is championing WWF’s Living Planet 

@ Work employee engagement program, working 

to sign up 500 companies to take actions on the 

environment, and to help these companies engage 

employees in green initiatives. The Living Planet @ 

Work program provides strategic guidance, green 

TSX:G  NYSE:GG
www.goldcorp.com

We operate more than just gold mines. Our commitment is to contribute to long-term social, environmental and 
economic benefits in the communities where we live and work. Our programs are designed as catalysts for positive 
change that emphasize partnerships with communities, governments and businesses. 

We’re proud of our record of safe, responsible operations everywhere we do business and of the legacy we’re building 
for generations to come.

BUILDING
OUR 
FUTURE
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business ideas, free tools, and support that empow-

ers these companies to seek out greener ways of 

doing business. The website reads, “By inspiring 

individuals, we’re not just driving more sustainable 

business practices, we’re creating environmental 

advocates who will lead a wave of environmental 

change at work as well as in their homes, schools, 

and communities.” In addition to providing free tools 

and resources the Living Planet @ Work program 

aims to raise valuable funds for WWF’s research 

and conservation work through workplace giving.

Lloyd Bryant, Vice-President and General 

Manager, Printing & Personal Systems & Envi-

ronmental Programs at HP Canada, stated, “As 

the world’s largest technology company, we at 

HP embrace our role as a global citizen, recog-

nizing that what we do and how we do it mat-

ters. We are proud to champion WWF’s Living 

Planet @ Work program because it empowers 

Canadians to make a difference. HP believes 

that partnerships like the Living Planet @ Work 

program are part of a new way of doing business 

where not-for-profits and corporations work col-

laboratively to create change on a global scale.” 

Frances Edmonds, Director, Environmental 

Programs, HP Canada, added, “Global citizen-

ship has been core to HP’s success for many 

years. Part of the Living Planet @ Work program 

is empowering other organizations to succeed in 

achieving their own green initiatives. And the re-

sults to date have been very encouraging. We’ve 

seen participants commit to writing their first 

sustainability report, and implement responsi-

ble consumption and sustainable procurement.”

The global partnership between HP and 

WWF (also part of the Climate Savers program) 

focuses on reducing HP’s overall carbon emis-

sions from the entire supply chain — emissions 

from the producer side (on the factory level), 

and especially on the user side. As a technol-

ogy company, HP recognizes that the biggest 

carbon footprint they have as a company is the 

“We began recycling hardware in 1987 

and have recovered over 2.3 billion 

pounds for reuse or recycling since then. 

In 2010, we manufactured 310 million 

HP LaserJet and Ink Cartridges that 

contained content from our ‘closed-loop’ 

recycling process [Production system 

in which the waste or byproduct of one 

process or product is used in making 

another product].” http://www8.hp.com
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actual product usage — when users plug in and 

use the products on daily basis. HP made a strong 

commitment on its operational side, but also com-

mitted to lower product energy consumption. The 

results are impressive: HP achieved a 50 per cent 

reduction in energy consumption of its products 

by the end of 2011 (compared with 2005 levels), 

exceeding the original goal of 40 per cent. The 

company also reduced greenhouse gas emissions 

from its facilities by 20 per cent below a 2005 

baseline, meeting its goal two years early.

“HP achieved some pretty significant re-

sults around using recycled content in their 

WWF publishes the Living Planet 

Report every two years, and its 

2012 findings read, “The Ecological 

Footprint shows a consistent trend 

of overconsumption ….” To this, 

Jim Leape, Director General, WWF 

International stated, “We are living 

as if we have an extra planet at our 

disposal. We are using 50 per cent 

more resources than the Earth can 

provide, and unless we change 

course that number will grow very 

fast – by 2030, even two planets will 

not be enough.”

The lights of Chicago city burn brightly at night consuming large amounts of electricity, Illinois, United States. 
© National Geographic Stock/ Jim Richardson / WWF
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equipment but also recycling — taking back 

and responsibly managing their products. HP 

has been very active, lobbying different levels 

of government and encouraging the entire in-

dustry to do more. HP is an important partner 

of WWF globally,” summarized Archer.

While the corporations continue to change and 

improve attitudes towards sustainability and con-

servation, the current global downturn overshadows 

progress of Canadian initiatives in sustainability 

and conservation. WWF’s research notes invest-

ment and changes in regulations and policies that 

support renewable energy development are slow in 

Canada as a whole. The attention to oil, coal, and 

gas in Canada is disproportionately greater than 

the interest in the potential of renewable power that 

remains untapped. Archer points out that, “Globally, 

in dollar terms, the investment in renewable tech-

nologies has for the first time in history outpaced 

the investment in non-renewable technologies. 

For the world, I see this as the sign of hope.” 

Over the past 20 years, WWF has seen an 

upward trend line in development of green prod-

ucts, technologies and eco-labels. Unfortunately, 

this trend has not resulted in a reduction of per 

capita consumption, presenting a major chal-

lenge as the planet’s population continues to 

grow at an exponential rate. Archer concluded, 

“I think that we are still at the beginning of our 

sustainability journey. We know that we can’t 

disconnect economic growth and environmen-

tal impact, but we have not yet fully figured out 

how to engage the mainstream on this principle. 

Meanwhile, people have not yet taken the full 

stock of their lifestyles, but as a species we are 

looking to do more and do better. We all want 

to create a better future for our children, and 

that requires a healthy planet with established, 

sustainable business practices.”  CB  

www.wwf.Ca

The lights of Chicago city burn brightly at night consuming large amounts of electricity, Illinois, United States. 
© National Geographic Stock/ Jim Richardson / WWF



18 SPECIAL REPORT � Business	TV

BTV FILM UNDERGROUND IN GREAT PANTHER SILVERS’ MINE SHAFT IN MExICO 
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Business tV
Welcome to the Future

018
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The town of Guanajuato above the mine
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BtV – Business television, currently 
in its 14th year on air, with its format of 
profiling publicly-traded companies pitched 
at an audience of investors and potential 
investors has spun off a whole new brand.

the BRand, CeO clips (www.ceoclips.com) lever-

ages B-TV’s  reputation, presence in business 

circles and its enviable library of past reports to 

provide access  to top management that inves-

tors could only dream of otherwise. 

But then, providing investors with close-

up access has long been B-TV’s stock in trade. 

Founder, CEO and Executive Producer Taylor 

Thoen says the program, which provides the en-

trée and much of the material for the CEO Clips 

site, is all about giving investors a close up view.

“Essentially, we take investors there: we go on 

location so consequently we’ve been to dozens of 

countries filming mine sites, biotech facilities and 

oil rigs in faraway places like Iraq and Korea and 

Nunavut up in the north. We take investors there 

because really our premise is ‘get to know the com-

pany before you invest’. We provide our viewers with 

a snapshot of who these companies are, what they 

do and where they’re located.”
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“It’s done through key executive interviews 

explaining who they are, where they’re going, what 

they’re doing. It’s really a profile of a company and 

we present it to our viewers who are largely inves-

tors. We’re broadcast on BNN National in Canada 

and on Fox Business News in the US.”

And the CEO Clips brand is a natural out-

growth of this approach, making use as it does of 

B-TV’s focus on informing investors and its stock-

pile of film clips.

“Essentially, in a 90 second video an investor 

gets to meet the CEO. We’ve done hundreds and 

hundreds of these and they’re all professionally 

produced in HD TV standard quality. Our content 

is also on a whole host of financial portals includ-

ing MSN Money, Thomson Reuters Insider Net-

work and Stockhouse.com to name a few.”

Thoen points to the value of this kind of contact 

with senior management to the potential investor.

“One of the top three reasons an investor in-

vests in any company is management, our slogan 

is “Meet the CEO before you invest”. In 90 sec-

onds you can do that - we built a video gallery on 

our site that houses all this content and we also 

release it to the companies for their own site and 

marketing uses. 

Cameraman Lester Lightstone on the BTV shoot for Canaco in ethiopia
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Thoen cites the fact that YouTube is one of 

the Internet’s most visited websites as proof of 

the appeal of online video.

“If people don’t think that investors are inves-

tigating companies on YouTube, which is video, 

then they’re misinformed.”

Certainly, Thoen says, the use of online video 

“is no longer the wave of the future. It’s a current 

effective tool, being utilized by more than 80 per 

cent of the global marketing community. Video 

is more engaging than any other form of com-

munication and appeals to more of the senses. It 

provides an opportunity to build trust.”

According to the Economist.com, companies 

will begin to say goodbye to the written word, with 

the message being that the basic unit of com-

munication will no longer be typed out in e-mails. 

It will be shot in pictures and shown on video. 

Welcome to the future. CB  

BTV in the trench with First Bauxite in Guyana. Taylor Thoen, Founder, CEO, Executive Producer



CBJ news in fOCus
sCOtiaBank COmmOdity pRiCe index RetReats in 

June, But steadies in JuLy

Scotiabank’s Commodity Price Index dropped a 

sharp 3.7 per cent month-over-month in June, 

the seventh consecutive monthly decline. The All 

Items Index fell 19 per cent below the near-term 

high in April 2011 – just prior to the advent of 

international concern over excessive Euro Zone 

sovereign debt – though the correction remains 

less than half the 46 per cent slide in the second 

half of 2008.

“A sharp loss of business confidence world-

wide – linked to Euro Zone financial strains and 

slowing world growth – led investors to shift from 

riskier assets, such as commodities and equi-

ties, into the security and liquidity of U.S. Treasury 

securities,” said Patricia Mohr, Vice-President, 

Economics and Commodity Market Specialist, 

Scotiabank. “Oil prices, which often trade on 

global growth expectations rather than industry 

developments, were particularly dampened by 

poor confidence.”

Concern over a slowdown in China, with GDP 

decelerating to 7.6 per cent in 2012 Q2, from 8.1 

per cent in 2012 Q1, and 9.3 per cent in 2011, 

also took a toll, particularly on industrial metal 

prices.



CBJ news in fOCus
However, the decline in Scotiabank’s Commod-

ity Price Index in June may represent a near-term 

bottom, with commodity prices rallying back in 

July. Several positive proposals at the European 

Union Summit to shore up Euro Zone financial 

markets temporarily lifted sentiment for riskier as-

sets, though uncertainty remains. China has also 

recently shifted to a more aggressive pro-growth 

monetary and fiscal policy.

Meanwhile, the Agricultural Index edged up by 

0.3 per cent month-over-month in June, and prom-

ises to strengthen further in July. American corn 

and soybean prices soared to all-time record highs 

in mid-July amid the driest and hottest weather 

conditions in the U.S. Midwest since the 1980s. 

These developments will have major implications 

for international food prices later this year, with the 

U.S. by far the world’s top exporter of corn (normal-

ly accounting for more than 50 per cent and, even 

this year, 40 per cent of world trade).

“Record U.S. soybean prices have pushed up 

canola at the Port of Vancouver to a record high – 

C$671 per tonne to date in July,” said Mohr. “With 

relatively favourable growing conditions in the Ca-

nadian Prairies this year, canola will likely emerge 

as a $10 billion crop alongside record output and 

prices in 2012-13. Though dry conditions will con-

strain Southern Ontario’s corn and soybean crops, 

Canada’s overall grain and oilseed revenue could 

also be a record this autumn.”

Canadian aVeRage weekLy eaRnings up 2.5% sinCe 

may 2011

Average weekly earnings in May of non-farm payroll 

employees amounted to $894.61, up 0.5 per cent 

from April, according to the latest report from Sta-

tistics Canada. On a year-over-year basis, earnings 

increased 2.5 per cent.

The 2.5 per cent increase during the 12 

months to May reflects a number of factors, includ-

ing wage growth and changes in the composition 

of employment by industry, occupation, and level 

of job experience. In May, non-farm payroll employ-

ees worked an average of 32.9 hours per week, 

unchanged both from the previous month and from 

12 months earlier.
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Year-over-year growth in average weekly earn-

ings outpaced the national average of 2.5 per cent 

in five of the largest industrial sectors: construc-

tion, educational services, retail trade, accom-

modation and food services, and manufacturing. 

In contrast, earnings declined in healthcare and 

social assistance.

In construction, weekly earnings increased 

5.3 per cent to $1,133.09, and growth was wide-

spread across all industries in this sector.

Meanwhile, average weekly earnings in educa-

tional services increased 4.3 per cent to $990.65 

in the 12 months to May. The most notable growth 

was within elementary and secondary schools.

In retail trade, one of the lowest-paid sectors 

on average, weekly earnings rose four per cent to 

$536.89. There were notable gains among retail 

stores for clothing and clothing accessories, gen-

eral merchandise, and health and personal care 

stores.

Weekly earnings in accommodation and food 

services increased three per cent to $366.63 in 

the 12 months to May. Growth was most notable 

in special food services and limited-service eating 

establishments.

In manufacturing, weekly earnings increased 

2.6 per cent to $1,008.76, with the most notable 

growth among manufacturers of wood products, 

transportation equipment, and food.

According to the report, weekly earnings of 

payroll employees in healthcare and social as-

sistance fell 2.3 per cent to $793.48. Earnings 

declined in general medical and surgical hospitals, 

home healthcare services, individual and family 

services, and nursing care facilities.

Average weekly earnings of non-farm payroll 

employees increased in every province in the 12 

months to May. Growth was highest in Saskatch-

ewan, as well as Newfoundland and Labrador.
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ResaLe Of hOuses dOwn in June: RepORt

According to statistics released by the Canadian 

Real Estate Association (CREA), national resale 

housing activity edged lower on a month-over-

month basis in June. Price gains remained strong 

in Toronto, continued slowing in Greater Vancou-

ver, and accelerated in Calgary.

Sales over Multiple Listing Service (MLS) Sys-

tems in Canada eased 1.3 per cent on a month-

over-month basis in June. This follows a 3.4 per 

cent decline posted in May. National activity was 

down from the previous month in slightly more 

than half of all local markets, with Greater Toronto 

and Vancouver contributing most to the small 

decline.

“Canada’s housing market lost a little altitude 

in June, but it’s still flying pretty high,” said Wayne 

Moen, CREA President. “That said, sales activity 

and average prices bucked the national easing 

trend in a number of markets, which underscores 

that all real estate is local.”

Actual, non-seasonally adjusted, activity was 

down 4.4 per cent in June compared to the same 

month last year. This marks the first year-over-year 

decline in national activity since April 2011.

Boosted by strong activity in March and April, 

257,193 homes traded hands over Canadian 

MLS Systems in the first half of 2012, up 4.7 per 

cent from levels reported over the same period 

in 2011. It marks the strongest sales for the first 

half of any year since 2007.

“Home buyers didn’t rush their purchases 

before the most recently announced changes 

to mortgage regulations came into effect,” said 

Gregory Klump, CREA Chief Economist. “That’s a 

big change compared to what we saw as a re-

sponse to previously announced changes. It will 

take some time before the compound effect of 

previous and recent changes to regulations on 

Canada’s housing market becomes apparent.”

According to the report, the number of newly 

listed homes rose 1.4 per cent in June compared 

to May. The uptick was led by a second consecu-

tive increase of new supply in Toronto. Some 42 

local markets, out of 100 markets across the 

country, registered a monthly increase in new list-

ings of at least one per cent.

The decline in sales activity combined with an 

uptick in new listings resulted in a more balanced 

national housing market in June. The national 

sales-to-new listings ratio, a measure of market 

balance, stood at 51.7 per cent in June, com-

pared to 53.1 per cent in May.

manufaCtuRing saLes dOwn fOR fOuRth time in 

fiVe mOnths

Manufacturing sales declined 0.4 per cent to 

$48.7 billion in May, the fourth decrease in five 
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months, according a report by Statistics Canada.

Sales in the petroleum and coal product 

industry dropped 9.6 per cent, reflecting tempo-

rary shutdowns at some refineries. This drop was 

largely offset by gains in the aerospace product 

and parts industry. Excluding the petroleum and 

coal product industry, total manufacturing sales 

rose 1.2 per cent.

According to the report, sales fell in 13 of 21 

industries, representing about two-thirds of man-

ufacturing. Sales of non-durable goods declined 

3.2 per cent, while durable goods sales rose 2.4 

per cent. Constant dollar sales increased 0.2 

per cent in May, reflecting a rise in the volume of 

durable goods sold.

Despite four monthly declines in overall 

manufacturing sales in 2012, manufacturing em-

ployment has continued to increase. Employment 

rose two per cent in May according to the Labour 

Force Survey. Since January of this year, employ-

ment in the manufacturing sector has risen 4.5 

per cent to 1.8 million workers.

Meanwhile, sales in the petroleum and coal 

product industry fell 9.6 per cent to $6.4 billion. 

The drop reflected temporary shutdowns at some 

refineries as well as lower prices. Even with the 

decrease in May, sales of petroleum and coal 

products were slightly higher than they were in 

May 2011 ($6.3 billion). Sales declines were also 

reported by manufacturers in the machinery (-3.5 

per cent) and other transportation equipment 

(-26.1 per cent) industries.

Production in the aerospace product and 

parts industry rose 65.8 per cent to $1.5 billion, 

following a 34.8 per cent decrease in April. De-

spite the increase in May, year-to-date production 

in the industry was 6.5 per cent lower than it was 

in the same period in 2011.

In the fabricated metal product industry, 

sales rose 2.8 per cent. Sales in the motor ve-

hicle industry increased 1.6 per cent to $4.6 bil-

lion, its 10th increase in 11 months. Sales in the 

motor vehicle industry were at their highest level 

since November 2007.

Provincially, sales decreased in four provinc-

es in May, with Ontario and Alberta posting the 

largest declines in dollar terms.

ResidentiaL COnstRuCtiOn inVestment On the 

Rise in Q2

Investment in non-residential building construc-

tion increased 1.8 per cent to $11.2 billion in the 

second quarter, according to a report by Statis-

tics Canada. The increase, which followed three 

quarters of declining investment, was attribut-

able to higher spending in the commercial and 

industrial components.

Investment rose in seven provinces, with the 
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largest increases in Ontario, Quebec, and Alber-

ta. In Ontario and Alberta, gains were led by the 

industrial and commercial components, while in 

Quebec, they occurred in commercial and institu-

tional spending.

All three investment components declined in 

New Brunswick and Prince Edward Island, while 

in Newfoundland and Labrador, investment de-

creased in the industrial and institutional compo-

nents.

Investment rose in 17 of the 34 census met-

ropolitan areas. The biggest increases were in 

Toronto, Montreal, and Vancouver. All three com-

ponents were up in Toronto and Vancouver, while 

commercial and industrial spending contributed 

to the gains in Montreal. 

The largest decreases occurred in St. Cath-

arines-Niagara, where investment fell in the 

commercial and institutional components, and 

in Greater Sudbury, where all three components 

were down.

Investment in commercial building construc-

tion rose 2.3 per cent from the first quarter to 

$6.7 billion. Commercial investment increased in 

every province except Prince Edward Island and 

New Brunswick.

The largest increases occurred in Central 

Canada. In Quebec, commercial investment rose 

4.2 per cent to $1.2 billion, led by the construc-

tion of office and retail buildings. Investment in 

Ontario increased 2.1 per cent to $2.4 billion, led 

by higher investment in retail buildings.

In Alberta, second quarter commercial invest-

ment was up 1.4 per cent to $1.6 billion. The 

gain came from spending on office and retail 

buildings and from living quarters for the oil-

sands projects.

Industrial investment rose 6.2 per cent to 

$1.4 billion in the second quarter, the third 

consecutive quarterly gain. Spending was higher 

in seven provinces, with the largest increases in 

Alberta, Ontario, and British Columbia.

Alberta led with an 11.2 per cent increase 

to $333 million, attributable to investment 

growth in utility and maintenance buildings. The 

increases in Ontario and British Columbia were 

led by rising investment in manufacturing and 

mining facilities. In Ontario, investment was up 

6.7 per cent to $474 million, while in British 

Columbia, spending increased 22.4 per cent to 

$137 million.CB  
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Better fuel economy, saving money, and 
Brown Bros Ford Lincoln is making the 
improvements.

a famiLy-Run OpeRatiOn since 1946, Brown 

Bros Ford Lincoln of Greater Vancouver is a 

third-generation automotive dealership that be-

gan as a gas station service centre and today 

is the No. 1 Ford Lincoln dealership by overall 

volume in all of British Columbia.

Tim Brown, Owner of Brown Bros Ford Lin-

coln, has followed in the footsteps of his father 

and grandfather before him in leading the deal-

ership to greater heights. In fact, Brown has 

been a part of the dealership since age 12, 

when he began working in the gas station. Fol-

lowing university, Brown returned to the deal-

ership as part of its wholesale lease and fleet 

sales division, eventually taking the reins as 

general manager in the late 1980s.

Focus on Customer Satisfaction
A potential car buyer can buy from anywhere, and 

any Ford Lincoln dealership, so why purchase 

from Brown Bros Ford Lincoln? Brown answered 

The Canadian Business Journal, “We are knowl-

edgeable about the product and we are able 

to accommodate [customers’] needs as far as 

financing. We also have the advantage of having 

a wholesale lease company, which is quite large, 

and we have that to offer which most Ford 

dealerships do not.”

Brown Bros Ford Lincoln is defined by the 

strength of its people. As a family-owned busi-

ness, Ford Bros Ford Lincoln takes pride in its 

long-time staff. Customers returning to Brown 

Bros Ford Lincoln feel comfortable around the 

dealership’s familiar faces on hand to help. 

Employees of Brown Bros Ford Lincoln enjoy 

working at the dealership. It is no surprise that 

Brown Bros Ford Lincoln has been awarded 

the prestigious President’s Award for Customer 

Satisfaction and Sales every year since 2000.

Brown commented, “Without good people, you 

do not end up with a good customer experience, 

so we really concentrate on creating a good en-

vironment for our employees to do their jobs and 

that trickles down to the customer experience.”

New Model Launches
Most recently, customers of Brown Bros Ford 

Lincoln have seen the introduction of the all new 

Ford Escape. The revamped model features a 

new eco-boost engine (1.6 or 2 litres), highlight-

ing Ford’s shift toward smaller, more fuel effi-

cient, turbo-charged and direct-injected engines.

“It is a big change for the Escape,” Brown 

commented. “Also coming up is the next two big 
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BOUGHTON has proudly been providing legal advice 
to Brown Bros. Group of Companies for over 60 years.

We thank Brown Bros. for their patronage, and look 
forward to the next 60 years. 

105–200 West Esplanade, North Vancouver
Get Your Key Advantage Call us 604 982 3111

Key Insurance Services

IF IT’S IMPORTANT TO YOU,  IT’S IMPORTANT TO US.

Key Insurance Services congratulates Brown Bros. on its 
continued growth and success. We are proud to have been  
the preferred insurance provider of customized insurance 
solutions to meet Brown Bros. business insurance needs for 
the last 15 years.

COMMERCIAL - HOME - CONSTRUCTION - AUTO   
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introductions of the all new Ford Fusion, and its 

Lincoln counterpart, the Lincoln MKZ. These are 

all new vehicles.”

The same eco-boost family of engines in 

the all new Ford Escape will also be in the Ford 

Fusion and the Lincoln MKZ. The 2-litre eco-

boost engine is also available with the Ford Edge 

and the Ford Explorer.

This focus on efficiency will continue into 

the future as well with the upcoming launch of 

the all-electric Ford Focus. The Focus Electric is 

Ford’s first full production, all-electric passenger 

vehicle. Statistics show that the Focus Electric 

uses a 23 kWh lithium-ion battery pack that is 

capable of a 122 kilometre range. Brown sum-

marized, “It is a small portion of the market but 

it is leading-edge technology.

“Ford made a bit of a gamble but it has paid off 

quite well, moving away from a traditional V8 to the 

eco-boost 3.5-litre V6. I think you are seeing a com-

parable fuel economy that is probably 20 to 25 per 

cent better than a comparable V8 with the same 

power. Eco-boost technology is direct fuel injection 

and turbo charging, getting the power and torque of 

a V8 out of a fuel economy V6.”

Aiming for the Top
The recent restructuring and refinancing of Ford 



35AUGUST 2012 � The	Canadian	Business	Journal

did not go unnoticed at Brown Bros Ford Lincoln, 

although the impact of the economic slide was 

mostly minimal. In fact, the company is quick to 

acknowledge that the bankruptcies of its top-two 

brand competitors – General Motors and Chrysler 

– helped push Ford to the forefront. By volume, 

Ford now ranks No. 1 in Canada.

Nationally, Ford is booming, particularly in 

Alberta and the Prairies, taking advantage of the 

fuel efficiency and new technologies strategies. 

With plans to continue this growth into the future, 

Brown Bros Ford Lincoln recently completed a 

$4 million renovation to its dealership, reaching 

Ford Millennium standards, while the dealership 

also has its sights set on becoming Canada’s No. 

1 ranked dealer in the retail-only category (not 

including fleet sales). Brown Bros Ford Lincoln 

aspires to be the absolute best.

“Our goal is to be No. 1,” Brown concluded. 

“We also want to achieve the highest customer 

satisfaction as measured by Ford, as we believe 

that will help us reach No. 1.”CB  

www.BROwnBROsfORd.COm

Helping Business get upto Speed since 1994

Stuck in Slow Motion?
Can't find Internet fast enough to power 
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Feature Product:  A Fibre Optic Alternative 

Business Internet at Speeds of 115Mbps
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• Low cost to install, low monthly rate
• Quick install - 1 week
• Performance for voip, vpn's and video
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combining more than 40 years of 
experience in the canadian oil and gas 
industry, and a desire to start a family-run 
business, outlaw collision entered the 
automotive collision repair market in 2010.

Based in mediCine Hat, Alta., Outlaw Collision 

began just two years ago with a mission to “push 

the boundaries” in a modernization of the colli-

sion repair industry. Outlaw Collision has utilized 

technology and innovation to enter the market 

with a splash.

Outlaw Collision has combined a passion 

for cars with a love of people. Stacey Pearce, 

General Manager of Outlaw Collision, spoke 

with The Canadian Business Journal about 

what has made Outlaw Collision successful in 

its short history.

“We have done a good job advertising, mar-

keting, and getting our name out there,” Pearce 

attributed to the company’s ability to enter the 

market. “We have continued to grow and to meet 

the targets and goals of our business plan. We 

have done really well so far.”

Outlaw Collision continues to reach new 

thresholds in its second year in business, with 

sales in the past six months equaling its ini-

tial fiscal year. Pearce summarized, “We have 
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www.offshoreautobodysupplies.com

P R O V I D I N G  T H E  B E S T  I N  
A U T O  B O D Y  S U P P L I E S

Before After

For when you want

“as good as new”

doubled and we are continuing to grow and get 

busier the more we develop our insurance rela-

tionships and the more we invest in the commu-

nity in what we have to offer.”

Body Shop Management
The Medicine Hat community is home to several 

smaller collision repair shops, and Outlaw Colli-

sion’s entrance into the industry as a brand new 

facility hopes to change the market landscape.

The goal at Outlaw Collision is to foster an 

enjoyable customer experience that leads to 

repeat business. Gaining a foothold in the local 

marketplace, Outlaw Collision has used its short 

history to its advantage, and fortunately did not 

face many challenges as a newer company en-

tering the market. Many technicians at Outlaw 

Collision have been born and raised in the area, 

using these close ties to develop strong commu-

nity connections and, ultimately, a better bottom 

line for business.

Technological Advantage
While Outlaw Collision has made a push into the 

local marketplace, it also emphasizes the ‘e-

marketplace’, digital connectivity with customers 

that improves efficiency and productivity. Outlaw 

Collision’s technological offering distinguishes it 
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from others in the collision repair industry.

Outlaw Collision is unique in that it connects 

digitally with its customers, as the company 

strives to achieve a lean, paperless environment. 

Accordingly, customers are contacted via 

email and text message to receive and digitally 

authorize automotive repair orders. Outlaw 

Collision also emphasizes following up with 

customers – the job is not complete once out the 

door, but rather once the customer is reached 

to track customer satisfaction, then using this 

feedback to improve its service.

Outlaw Collision services include collision 

repair and custom coatings, in-house frame 

repair and mobile sandblasting, windshield re-

placement, and stone chip repair and protection. 

Outlaw Collision acknowledges that accidents 

happen, and that its service is there to repair 

and restore vehicles to the best of pre-accident 

conditions. The company is also part of Acoat 

Selected, the business development program 

of Akzo Nobel that offers the opportunity to rate 

company performance against the industry, using 

this information to further refine its services.

Outlaw Collision is also part of the Collision 

Solutions Network (CSN), a national association 

that provides collision repair companies with an 

industry partners network, as well as key benefits 
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such as its national lifetime warranty program. 

CSN also offers best-in-class training as well as 

business improvement performance measure-

ment standards.

The future remains bright for Outlaw Collision. 

According to Pearce, the sky is the limit for this 

emerging collision repair company. “We are looking 

at expanding and possibly doing a new building for 

our coating side. Medicine Hat is a huge oil and gas 

town so there is huge demand for getting into the 

industrial painting of large equipment.” CB  

www.OutLawCOLLisiOn.Ca
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Glenn Hickey, The Collision Clinic Founder



“I contribute the company’s success to the hard work, dedication, and 
loyalty of our employees. Additionally, I attribute it to the integrity, 
passion, and soul of the owner, Glenn Hickey. This mantra is what he 
instilled in his employees, and who service customers with these values to 
this day. In the long run, a reputation for unwavering integrity will take 
you much further in business and personal life.” 

— sharon Wells, general Manager
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the COLLisiOn CLiniC evolved from humble 

beginnings when founder Glenn Hickey started 

his collision repair business in St. John’s, N.L., 

converting his parent’s barn into a four-car 

repair shop in 1978. Today, Collision Clinic 

represents one of the largest and most pro-

gressive independent collision repair facilities 

in Atlantic Canada.

To the question of what led Hickey to the 

automotive industry, he told The Canadian 

Business Journal, “At the seed of things, I have 

always liked cars – from hot rods to race cars 

– and that drove me to work in this industry, to 

improve and customize car bodies and build 

something different and outstanding, which was 

accomplished with Collision Clinic. From the 

very beginning as a young man I had aspirations 

of not only owning my own business, but build-

ing a great company. I am very proud of this 

achievement, but I give the credit to all of the 

great people who chose to work with me over 

the years.”

With the years of experience, Hickey also 

participated in the auto repair community in 

various posts, as a Provincial Chairperson 

and Instructor for ICAR technical training, 

National Director for the Society of Collision 

Repair Specialists, National Chairman for the 

Canadian Collision Industry Forum, and he has 

been admitted into the International Collision 
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Industry Hall of Eagles. Hickey was also named 

the 2011 P.J. Gardiner Institute Entrepreneur 

of the Year by Memorial University’s Faculty of 

Business. This award celebrates the achieve-

ment and entrepreneurial spirit of an individu-

al who strengthens the provincial economy and 

business community.

Today, with its 26 employees, the collision 

repair facility spreads over 12,000 square feet 

with a 7,700 square foot production space. 

Sharon Wells, General Manager of Collision 

Clinic, said, “By the industry standards this 

may appear small, however, at an average of 

2,500 vehicles repaired per year, Collision 

Clinic has been recognized by industry experts 

for some of the highest production per square 

foot in North America. We are definitely in the 

category of ‘the vital few,’” referring to the Pa-

reto Principle of the “the vital few” [according 

to which 20 per cent of all pea pods contain 

80 per cent of the peas].

As a member of Collision Solutions Network 

(CSN), Collision Clinic delivers superior collision 

repair service, while reflecting the core values 

of confidence, trust, and integrity. Collision 

Clinic was also the first ICAR Gold Class Certi-

fied collision facility in Newfoundland, and its 

technicians meet the requirements and stan-

Need A Rental Car?

Pick-up is subject to geographic and other restrictions. ©2010 Enterprise Rent-A-Car Company  A04943 02/10 MM

At Enterprise, you’ll get a great car at a price 
you’ll be glad to pay. And, pick-up is free.

PROUD TO BE IN PARTNERSHIP WITH 
THE COLLISION CLINIC

AutoChoice Parts & Paints is a leading distributor of the 
automotive aftermarket parts and paints for both 
domestic and foreign vehicles.

www.autochoice.ca
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dards set by “The Inter Industry Conference on 

Auto Collision Repair.” In addition, all managers 

are fully trained in lean processes and efficien-

cies throughout the repair process. This training 

makes improvement and adaption a part of ev-

eryday work throughout the company, achieving 

new levels of performance and customer satis-

faction. Providing industry-leading service, and 

as a local go-to place for car repairs, the Colli-

sion Clinic was awarded Outstanding Business 

of the Year in 2010, and the Consumers Choice 

Award in 2011 and 2012.

And what drives the success of Collision 

Clinic? It is the ability to attract repeat business. 

While the company continues to grow, satisfied 

customers continue to return to the Collision 

Clinic for the service, creating the base of suc-

cess. “We are not a multi-store operation, and 

we prefer to focus on perfecting our service. 

In addition to our repeat business, as well as 

insurance and dealer referrals, we have a wide 

base of clients and client sources, so we plan 

to keep the momentum going,” Hickey said. To 

continue to increase effectiveness, Collision 

Clinic focuses extensively on training as well as 

acquisition of the latest technology and equip-

ment in the automotive industry. “If there is a 

new piece of equipment on the market, chances 
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are that Collision Clinic will have it first. Our con-

tinuous quest for innovation has always given 

us a competitive edge.”

As far as customer satisfaction goes, Col-

lision Clinic surpasses its competition. Imple-

menting the latest technologies, the company 

stays in touch with its clients throughout the 

repair process via email, text messaging, and 

the company mobile app. Individual flash drives 

containing customer paperwork and nationwide 

lifetime guarantee are available. Wells said, 

“From a technological perspective, this form of 

communication appeals to our younger genera-

tion customer base. We provide updates and 

information to our customers according to their 

request. We are very adaptable to the customer 

needs, we embrace service and quality, and 

we never compromise on integrity. This is a 

core component to our customer service.” To 

use the Collision Clinic’s “Status On-Demand” 

service, clients simply log on to the company 

website with a secure password and view the 

repair progress in real time. The company smart 

phone app works as a personal car accident 

emergency assistant, a single-click emergency 

communication system, contacting family mem-

bers, emergency services, insurance company, 

even providing a location and a map of the ac-
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cident, making it a must-have app for any driver.

Contributing to the community, Collision 

Clinic created the “Enriching Lives Car Giveaway 

Program”. The program is designed to donate 

a late model reconditioned vehicle to an indi-

vidual during the holiday season. While Colli-

sion Clinic’s sister company Auto Parts Network 

donates a vehicle, Collision Clinic and its techni-

cians provide all the necessary repairs, donat-

ing time and expertise. Wells said, “We have 

been doing this for eight years now, and it is just 

a natural fit for us to do this form of community 

engagement.” Besides this initiative, the com-

pany supports over a dozen other local initia-

tives such as the St. John’s Curling Association, 

Children’s Wish Foundation, Ronald McDonald 

House, and Community Food Sharing.

The Collision Clinic’s facility is still not at its 

full capacity and the company sees more poten-

tial to provide service to more vehicles. Wells 

said, “As a business, we are not falling into a 

comfort zone just because we are successful. 

Comfort zone is not part of our culture, and we 

are always searching to improve our business 

model. We realize that changes are inevitable 

and ongoing, and that success is directly related 

to the ability to adapt to change. Also, to work 

effectively, our people need to be on the same 

page. That being said, over 65 per cent of our 

people have been with us for over 10 years. Dur-

ing the hiring process, we seek employees who 

are committed and dedicated and who are look-

ing for a long-term career in our industry.”

To remain ahead of its competition, Collision 

Clinic continues to challenge the boundaries of 

what’s possible in all facets of the industry. CB  

www.COLLisiOnCLiniC.COm

Proudly Associated with Collision Clinic
www.rs�nishing.com

USI spray booths, offers the best in construction 
quality and technology.
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When it comes to car maintenance, few things are more desirable than a 
professional and convenient oil change. As a well-oiled franchise, canadian 
owned and operated Pro oil change specializes in providing quick and 
exceptional service to its customers, for all car makes and models.
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tRaVis aLLan, the founder and CEO of Pro Oil 

Change, entered into the oil change business in 

1996, and launched his first location in 1999. 

Since then, Pro Oil Change has been growing 

organically, expanding across Ontario and Canada 

and growing to 10 locations by 2008. In 2008, the 

company began offering Pro Oil Change as a Ca-

nadian franchising opportunity, and the business 

grew exponentially. The company expects to open 

its 30th Canadian location by the end of 2012.

Franchise Opportunity
“What makes us more attractive as a franchise 

is the fact that we are about one-third of the cost 

compared to franchises such as Mr. Lube. We are 

an established, mature business, but we are also 

an early-stage franchise, which makes us very 

competitive and desirable to franchisees, because 

of the cost and because our franchisees get the 

best pick on the franchise locations. As the busi-

ness matures, locations get harder to come by.”

Valvoline® is proud to have 
Pro Oil Change as a valued 
member of Team Valvoline.

Pro Oil Change and Valvoline®, partners driving growth 
by bringing consumers Value with Quick Oil Change 

and Vehicle Maintenance solutions.

Over 140 Years Under the Hood

© 2012, Ashland, ™ Trademark, Ashland and its subsidiaries, registered in various countries.
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Valvoline® is proud to have 
Pro Oil Change as a valued 
member of Team Valvoline.

Pro Oil Change and Valvoline®, partners driving growth 
by bringing consumers Value with Quick Oil Change 

and Vehicle Maintenance solutions.

Over 140 Years Under the Hood

© 2012, Ashland, ™ Trademark, Ashland and its subsidiaries, registered in various countries.
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Allan also disclosed the unwritten franchise 

rule — as the franchise matures, the new franchi-

sees find it harder to enter into the franchise sys-

tem. “We plan to launch 30 locations by the end 

of 2012, and we have about 15 people on the 

waiting list for franchising sites. But as the busi-

ness grows and more locations become avail-

able, we as franchisors are likely to offer the new 

locations to experienced franchisees internally 

before offering them externally. So getting in on 

an early stage franchise is a huge advantage.”

The sourcing of suitable franchise locations 

and finding locations with strong customer po-

tential represents another edge for the company. 

With a great location a new market player can 

easily compete with an established trademark 

using the advantages of exceptional customer 

service; and with affordable franchise costs as 
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MAXIMIZE YOUR 
UNIFORM PROGRAM
Providing Industrial Garments to Corporate Casual Attire, 
UniFirst offers the right workwear options to meet your 
company’s unique business needs at the very best value. So 
why not take advantage of our proven expertise?

Right now, we’re offering subscription holders our award 
winning VIP Uniform Cost Analysis program...FREE!

You’ll get a thorough, 35-point service cost analysis of your 
entire Uniform and/or Facility Services Program. Simply put, 
we’ll make sure you’re getting everything you’re paying for an 
not having any more than you need to.

Call 800.263.4331 and mention this ad to be sure you’re 
getting the most out of your current program. don’t
 have a uniform program? We can still help by 
showing you all the cost saving benefts of a 
UniFirst mangaed program.

Proudly servicing all Pro-Oil locations.
Congratulations to your many years of 
success in the industry.

www.uni�rst.ca

Uniforms  •  Services  •  Solutions
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an up-and-coming franchise. Pro Oil Change is 

currently balanced being both — an established 

business as well as franchise positioned for 

growth. Allan commented, “We want to offer a 

successful franchise and a fast entry into the car 

maintenance segment to our franchisees.”

In the Shop
Pro Oil Change staff gives high level of attention 

to its customers, while technicians provide excep-

tional maintenance service. Pro Oil Change offers 

customers a friendly and relaxed atmosphere 

where they can enjoy a magazine and a beverage 

while their vehicle receives the highest attention. 

Pro Oil Change customers receive fast and conve-

nient service (executed by certified technicians), 

complete warranty approval on all services, top 

quality parts and fluids (specified by vehicle 

manufacturers), fair value pricing, and with no 

appointment necessary.

Processed fluids are the life blood of any 

motorized vehicle. Pro Oil Change provides a 

complete visual inspection, checking 21 vital fluid 

levels and vehicle components such as brake 

fluid level, engine coolant level, serpentine belt, 

head and taillights, exhaust system, etc. Pro Oil 

Properly priced, you’ll make more profit per customer per 
year with these two oils than you will installing 

conventional motor oils.

www.sinwal.com
1-866-326-7645
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Change provides full vital fluids service — power 

steering, radiator, transmission oil, differential oils, 

transfer case oil, final drive oil and engine flush-

ing. To increase the quality of its service, Pro Oil 

Change partnered with Valvoline in 2001, making 

a tremendous difference in the way the company 

operates in Canada. Valvoline’s vast experience 

and resources have been an invaluable resource 

that has supported the company’s growth.

Integrated Community Engagement
Pro Oil Change also made an ongoing commitment 

to local communities. Pro Oil Change donates the 
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customers’ tax – 13 per cent – to local sports 

programs, schools, or charities chosen by the 

customer from the Pro Oil Change donation list 

or by providing the information about the recipi-

ent of choice. At the end of each month, Pro Oil 

Change tallies all the purchases and donates the 

13 per cent of those purchases directly to the 

chosen recipients. To this, Allan stated on the 

company website, “We hope we can play a big 

role in cutting the high costs of operating and 

participating in these essential local sports pro-

grams and school programs, and contribute to 

much-needed local charities and organizations.”

As an established business and up-and-

coming franchise, Pro Oil Change is poised for 

growth. The company’s approach to store sourcing 

assures success at a moderate cost to the franchi-

see, and the company’s novel approach to com-

munity engagement likely makes it a chosen local 

destination for car maintenance services.  CB  

www.pROOiL.Ca

Sage QuickTouch POINT-OF-SALE is designed speci�cally for the 
fast lube industry and enables ef�cient processes in servicing 
vehicles.   

Celebrating 25 Years and Over 1200 Systems Installed.
800.724.7400  |  sagemicrosystems.com

Sage Microsystems has 
been the proud software 
partner of Travis Allan 
since we started with 
their �rst center almost a 
decade ago, to now 
automating all their centers throughout 
Canada.  We congratulate Travis Allan and 
look forward to another decade of service 
with this outstanding organization.

Be Secure, Be Smart, Be Covered, Be Insured

1-800-494-6022   |   WWW.CIBL .CA

1165 FRANKLIN BLVD,  SUITE  D ,  CAMBRIDGE,  ON  N1R 8E1  
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originally constructed in 1955, the 
Macdonald Bridge is a critical piece of nova 
scotia infrastructure, linking the city of 
Halifax with the greater Dartmouth region. 
Providing 24/7 access across the Halifax 
Harbour, more than 48,000 vehicles cross 
the Macdonald Bridge every day.

in an effORt to boost traffic flow, the Macdonald 

Bridge added a reversible third lane in 1999. 

During the morning, two lanes head into Halifax, 

while two lanes travel toward Dartmouth during 

the evening rush hour.

Bridge Engineering Technology
In 2008, after 50 years, it was determined that 

the Macdonald Bridge needed to undergo a 

major renovation to redeck the suspended span 

of the bridge. The project would ensure the long-

term safety and maintenance of the Macdonald 

Bridge, replacing the road deck, floor beams, and 

stiffen the trusses and suspender ropes.

Currently, project design is underway, led by 

engineering firm Buckland & Taylor and Project 

Manager Keith Kirkwood, working alongside 

Halifax Harbour Bridges (HHB) on the Macdon-

ald Bridge Project. Headquartered in Greater 

Buckland & Taylor Ltd. (B&T) provides technical leading 
edge innovation and specialized bridge engineering 
services to clients worldwide.  

The B&T Team is providing structural engineering and design 
program management services for the Macdonald Bridge 
Redecking Project for the Halifax Harbor Bridges.  B&T is 
designing both the final bridge and the erection sequences.  

Complete replacement of a suspension bridge deck, while 
keeping daytime traffic running, has only ever been done once 
before in the world - the Lions’ Gate Bridge redecking (British 
Columbia), managed and designed by B&T. 

B&T has partnered with Harbourside Engineering and other local 
consultants to deliver the Halifax Harbor Bridges project.

Buckland & Taylor Ltd.
910 - 1809 Barrington Street   Halifax, NS  B3J 3K8

902.407.8285       www. b-t.com

AROUND THE WORLD AND 
IN YOUR BACKYARD

Offices located in Halifax, NS; Edmonton, AB; North Vancouver, BC; and Seattle, WA.
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Vancouver, Buckland & Taylor has a satellite 

office in Halifax which works with several local 

consultants, including Harbourside Engineering. 

The project design phase was initiated in 2010 

with a preliminary engineering report and is 

slated for completion in September 2013.

Since April 2011, Kirkwood and his engineering 

team have investigated the project for any “show 

stoppers” – ensuring there are no surprises and 

that the project will move forward. One such chal-

lenge has been the Halifax environment, much 

more susceptible to strong wind conditions com-

pared to his native British Columbia.

“In order to replace the deck of the 

Macdonald Bridge, and in order to do that and 

keep traffic running, we will use a system that 

was used on a similar project on the Lions Gate 

Bridge [of Greater Vancouver],” Kirkwood told The 

Canadian Business Journal. “The difference is the 

wind climate in Halifax is much more severe than 

Vancouver, so it has been a significantly bigger 

challenge to address some of the engineering 

issues that come out of the higher wind.”

The Macdonald Bridge Project is the largest 

undertaking by Halifax Harbour Bridges since 

construction of the A. Murray MacKay Bridge, 

Consulting Engineers Specializing in Bridges, Construction 
Engineering, Marine Facilities and Buildings

19 Portland Street, Suite 101
Dartmouth, NS  B2Y 1H1

Tel: (902)405-4696

52 Water Street, Suite 302
Charlottetown, PE  C1A 1A4

Tel: (902)370-3277
www.harboursideengineering.com

Operating as one of the largest independently owned structural engineering firms in At-
lantic Canada, Harbourside Engineering Consultants specializes in the design, project 
management and construction implementation of heavy civil infrastructure projects, 
with emphasis on bridges, marine structures, construction engineering and buildings. 

Harbourside Engineering Consultants strives to provide exceptional service for its clients 
by combining the most up to date structural analysis techniques with sound fundamentals 
and practical solutions. Our reputation for thorough, accurate and detailed construction 
documents combined with our award winning designs makes HEC an industry leader 
both regionally and nationally.

HEC, as a subconsultant to Buckland & Taylor Ltd., is proud to be a consultant to Halifax 
Harbour Bridges and an integral part of the Macdonald Bridge Re-decking project.
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which opened in 1970 and is the only other 

crossing of the Halifax Harbour. The idea is to 

complete the majority of the construction phase 

through evening and several weekend bridge 

closures to minimize bridge traffic disruption. 

In replacing the bridge deck – the main objective 

of the construction phase – the new fabricated 

bridge sections are carried by barge and floated 

underneath the bridge and then lifted into the 

position of the removed deck section.

Unfortunately, the separate pedestrian walk-

way and bicycle lane must be removed prior to 

the construction phase (it is structurally impos-

sible to keep them on during construction, given 

the complexities of the project). Representing be-

tween 1,000 to 1,200 daily crossings in summer 

months, cyclists and pedestrians will be offered 

an alternative shuttle service courtesy of Halifax 

Harbour Bridges during the project’s construction.

Kirkwood summarized, “From an engineering 

perspective, we’re developing world class bridge 

engineering technology.”

Project Financing
Following the project’s tendering phase, con-

struction work will be awarded and is scheduled 
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to begin in 2015 and is expected to finish by 

September 2016.

According to Steve Snider, CEO of Halifax Har-

bour Bridges, the project cost (in 2015 dollars) 

is an estimated $205 million, based on an esti-

mated cost of $165 million for engineering and 

construction, and then the inclusion of a $20 

million contingency fund. Cash flow from HHB’s 

annual toll revenue ($30 million) will cover some 

of the project cost, while remaining funding will 

be borrowed. The 2007 financing was through 

the Province of Nova Scotia. The Province must 

also approve the project and its financing.

Toll revenues are supported through record 

traffic volumes that the Halifax Harbour Bridges 

has experienced in recent years, growing to as 

high as 33.6 million travellers in 2011, with pro-

jections of 34 million vehicles this year.

Snider concluded, “In terms of the timing 

of the project, we commenced discussions on 

the need for this about four years ago. We went 

through a preliminary engineering that wrapped 

up in March 2011, which moved directly to a de-

tailed design, to be followed by tender, and then 

construction work can commence.”  CB  

www.hdBC.Ca



teRRapRO gROup
Meeting the Access challenges Head on

070



teRRapRO gROup
Meeting the Access challenges Head on

COnstRuCtiOn  CB  



72 CONSTRUCTION � TerraPro	Group

Launched in 2006, terraPro group 
inc. recently ranked ninth in PRoFit 
Magazine’s 200 canada’s Fastest-growing 
companies in 2012, with over $11 
million in revenues, and a whopping 
5,417 per cent growth over a five-year 
period. This result follows the company’s 
ranking as 15th on Profit guide’s 2011 
PRoFit Hot 50. At the time, the 
company was showing over $4.7 million 
in revenues, which translated into a 669 
per cent growth over a two-year period.

in 2006, RiChaRd Kulhawe and Colin Schmidt 

realized that the Western Canadian resource 

industry had large demand for matting prod-

ucts. The matting industry represents a fairly 

new concept in Western Canada. The matting 

idea originated in the southeastern United 

States, namely Louisiana in the early 1900’s, 

but the concept was introduced to Canada in 

late 1990’s, and TerraPro saw the opportunity 

in providing this product on a rental basis to the 

energy and resource industries.

The TerraPro Group provides remote access 

and terrain protection products and services 

to a wide array of industries and applications. 

While the company’s primary geographical focus 

is on Western and Northern Canada, the tech-

nology and products universally apply to any ac-

cess challenge worldwide. The company offers 

industry leading technology, logistics expertise, 



 

Every good business strategy starts with an idea... 

www.paragonpartners.ca 

  Financing Services 

  Business Advisory 

  M&A  

5158 - 48th Ave, Suite 274 
Delta, BC, V4K 5B6         
Tel: 604.940.8826              

Fax: 1.888.739.9875        

… and Paragon is proud to be providing Terrapro Group with an innovative 
financing structure that is allowing them to achieve their goals. 
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and a collaborative approach to solving access 

challenges. TerraPro is quickly becoming pre-

ferred supplier for terrain protection and remote 

access products and services. The company 

targets primarily major oil and gas exploration 

companies, but also includes municipal govern-

mental agencies and companies that service 

the construction, utility, mining and engineering 

that require access to-and-through remote and 

environmentally sensitive areas.

Kulhawe, President of TerraPro Group, told 

The Canadian Business Journal, “Tradition-

ally, the oil and gas industry proceeds with 

the majority of exploration and drilling activi-

ties during the four winter months in Western 

Canada, and late October to the end of Febru-

ary has represented the main drilling cycle due 

to extended access over the frozen ground. 

The introduction of the matting products now 

allows the industry to extend their drilling well 

into and even throughout the summer, extend-

ing the exploration and drilling into a 12 month 

business cycle. Besides the oil and gas indus-

try, there are quite a few industries that took 

notice of the upside of this product and we are 

starting to see broadening in the industries 

that are interested in using it.” 

The company’s basic rental product is three-



75AUGUST 2012 � The	Canadian	Business	Journal

We congratulate you on your continued growth and success as one of the fastest growing companies in Canada. 

Our dedicated team is proud to work with your organization, combining a hands-on approach with national 
resources to help you achieve the success you envision. 

BDO. More than you think.

Assurance | Accounting | Taxation | Advisory Services

www.bdo.ca

BDO Canada LLP, a Canadian limited liability partnership, is a member of BDO International Limited, a UK company limited by guarantee, and forms part of the 
international BDO network of independent member firms. BDO is the brand name for the BDO network and for each of the BDO Member Firms.

BDO PROUDLY SUPPORTS TERRAPRO

ply, 8-by-14 feet, and six inches thick, laminated 

oak or fir mat. A typical site installation consists 

of anywhere between 500 to 1,500 mats to 

provide access to exploration locations, and 

the company currently offers an inventory of 

more than 20,000 mats, able to provide ample 

support to 12 to 40 projects at once, covering 

an area larger than 51 acres. 

To secure growth in this unique, up-and-

coming industry service, the company created a 

unique financing program to exponentially ac-

celerate the growth of the company’s inventory. 

Kulhawe said, “This financial product is RRSP 

eligible, and it allows us to attract funds in a 

fairly innovative way. In this way we are able to 

share our revenue with our investors, and our 

investors are directly profiting from our success. 

This form of financing has attracted some solid 

investments and brought investment dollars 

to the table, and it allows us to grow at a fairly 

rapid pace.”

“We currently focus extensively on business 

growth. As we better understand the opportuni-

ties that are out there, we see our expansion 

in terms of matting inventory size, and also 

expanding geographically into other parts of 

the province and other provinces. These plans 

represent the core of our future growth. Within 
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the business, we focus on our competence in 

terms of executing the services in the field. This 

means hiring the best people, and we continue 

to build and structure our business in a very 

efficient way.”

R&D
Besides the traditional matting, TerraPro actu-

ally entered the industry through research and 

development, working on a new matting product 

with superior performance characteristics at 

the time. Made out of composite materials, the 

product offers superior load bearing and sup-

porting features in comparison to the traditional 

matting products. During this time the company 

started building a small inventory of the tradi-

tional matting to better understand the nuances 

of the industry and to understand how the in-

dustry works. Unfortunately, the 2008 downturn 

had hit the industry significantly and the market 

did not recognize the upside of the product at 

the time. Today, with Alberta’s rebounding en-

ergy sector and increasing interest in the com-

pany products, TerraPro is reinitiating its R&D 

for this superior composite matting product, and 

plans to start introducing composite product 

back into the industry.
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By specializing in the transportation of cranes and access matting, the Company has been able to di�erentiate its 
service o�ering and become a choice transporter for many of western Canada’s largest oil�eld service companies. 
This, coupled with a strong network of lease operators and a new addition to the management team.

The Company’s equipment and expertise allows for a wide range of 
hauling capabilities including the following items in order of demand:
• Matting
• Cranes
• Oil & Gas Equipment

• Drilling Mud & Fluids
• Plant & Facilities Equipment
• Other General Hauling

www..gsuprovichtrucking.com
Ph: 780-960-5553

Mobilization and Demobilization
Besides working to develop superior products, 

the company’s investment in developing tech-

nology allows TerraPro to provide a unique 

service to its clients. Proprietary mat tracking 

technology allows the company and its clients 

to track its matting inventory online, and to di-

rectly monitor the matting processes, seeing the 

speed and efficiency of the product deployment 

to the site. “This is a leading-edge element of 

our business and it puts us into better position 

against our competition in the marketplace. 

However, this approach only underscores our 

hard work, availability, and attitude to ‘Get the 

job done, when you need it done.’” To put mon-

ey behind the words, the company works in a 

standby mode, and the company workforce and 

equipment are ready to go on moment’s notice. 

“To succeed in this business, we have to be very 

responsive to become and grow as the leader in 

the industry.” CB  

www.teRRapROgROup.COm
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When discussing renewable energies, 
frequent topics include solar power, wind 
power, and even tidal power. But what must 
be added to this group is biofuels.

BiOfueLs aRe a sustainable, renewable, and more 

affordable source of energy created from com-

monly found recycled wood and agro products. 

Produced in a pellet form, biofuels provide an 

energy source that can potentially replace the use 

of fossil fuels. Soaring energy and oil prices, a 

growing focus on energy independence and secu-

rity, and concern over greenhouse gas emissions 

further increases the demand for biofuels.

Ian Moncrieff, President and CEO of Cana-

dian Biofuel, entered the industry in 2006 with 

a model that utilizes domestic, purpose-grown 

feedstock to produce biofuel pellets. Based in 

Southern Ontario, Canadian Biofuel has devel-

oped local, rural markets for its product. As a 

result, those using biofuel pellets as a home 

heating source have realized about a 50 per 

cent cost savings upon switching to a pellet 

stove, boiler, or furnace, from standard fossil 

fuel home heating.

Canadian Biofuel operates a pellet plant 

with a current capacity of about 4,000 tonnes 

a month. Commercially, Canadian Biofuel has 
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recently reached an export agreement to Europe. 

Although this pushes Canadian Biofuel’s plant 

towards its current capacity, it will continue to 

expand in response to market demand.

The European Union has committed to 

reducing its carbon footprint by 20 per cent by 

2020 through increased use of biomass energy 

sources. With domestic consumption reaching 

15 million tonnes of pellets a year, and with 

usage projections showing 20 million tonnes 

by 2015 and more than 30 million tonnes by 

2020, and with no land mass available there to 

process biomass to meet its pellet demand, Euro-

pean countries have pursued new import markets 

like Canada, and organizations like Canadian 

Biofuel, to accommodate the demand.

Statistics show that, within the past year, Italy 

has sold 188,000 pellet stoves as well as 20,000 

pellet boilers, so the nation’s commitment to 

biofuels is certainly apparent. Importing biomass 

from Canada ensures that Europe will have suffi-

cient supply to meet demand.

Moncrieff told The Canadian Business 

Journal, “So far our suppliers have been 

very diligent in meeting our quality control 

specifications. We’re also investigating what it 

would take to double our capacity, so this is a 

very exciting time for us in terms of securing 



82 ENERGY & RESOURCES � Canadian	BioFuel



83AUGUST 2012 � The	Canadian	Business	Journal

these markets and moving forward with our 

company. If we can produce 20,000 tonnes a 

month, we could sign a contract tomorrow, but 

we do not yet have the manufacturing facilities to 

meet that demand.”

Research and Development
Another key benefit to biofuel is that it “localizes 

and internalizes” the Ontario economy. Ontario 

has exceptional feedstock levels that make bio-

fuels attractive to local farmers and companies 

like Canadian Biofuel. Additionally, the profits 

attached to the industry remain in Ontario, unlike 

natural gas brought in from the west, coal from 

the United States, or other alternative energy 

sources that move financing offshore.

Canadian Biofuel is interested in expanding 

its business with more plants as market demand 

continues to grow, believing that the biofuel in-

dustry is a boon for small town Ontario. Working 

alongside the Ontario Federation of Agriculture 

(OFA) and the Ontario Soil and Crop Improvement 

Association (OSCIA), and potentially Ontario Power 

Generation (OPG), Canadian Biofuel works to 

reduce the carbon footprint of Ontario power gen-

erators, advocating that the thermal generation 

stations of Lambton and Nanticoke convert to bio-

mass in an effort to reduce the carbon footprint 

and grow the province’s energy independence.

Canadian Biofuel is also working with the 

Institute for Chemicals & Fuels from Alternate Re-

sources (ICFAR) at Western University to investigate 

agricultural residues, biocoal and biochar produc-

tion, and cellulose-based ethanol. Moncrieff sum-

marized, “We’re also investigating a synthetic bio-

gas electrical generator that would run on biogas 

made from wood chips so we could then generate 

our own electricity. There are lots of opportunities 

for research and we’re working with these groups 

and offering our site as a platform.” CB  

www.CanadianBiOfueL.Ca

1057 Parkinson Rd Unit 5, Woodstock ON, N4S 7W3

Tel: 519 536-9500    Fax: 519 536-9600
Email: superiorelectric@hotmail.com

 

Ontario based companies, 
Superior Electric Motors Inc. and MEP Drives are 
proud to be the suppliers of Max Motion electric 

motors to Canadian BioFuel. 

www.superiorelectric.ca
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After their success in Mozambique coal, the 
Riversdale team is intent on realising another 
triumph - this time in Alaska. 

RiVeRsdaLe ResOuRCes’ phiLOsOphy is the same as 

the last time CBJ caught up with the team, which saw 

its original operation, Riversdale Mining, acquired by 

Rio Tinto for A$4 billion.  
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Summing up that philosophy is Steve Mallyon, 

managing director: “Go hard or go home”. The 

figures certainly back up the claim of going big; in 

2004, $1,000 invested in Riversdale Mining grew to 

$82,500 when it was acquired by Rio Tinto in 2011. 

Still, Alaska and Mozambique seem like quite 

different prospects. 

“It is a different operating environment,” says 

Mallyon. “But to some extent all of the systems, 

people and protocols are identical to what we 

had in the original Riversdale Mining. And once 

again, it is a multi-seam, coking coal basin that 

we are pursuing.”

He admits there is one big difference, an in-

tentional one. That is the availability of infrastruc-

ture in Alaska, something that was woefully miss-

ing in Mozambique and an aspect of the project 

that the Riversdale team admit was the toughest, 

and most expensive, in their African experience. 

By contrast, the Chickaloon project in Alaska 

has a long history of coal mining and had been 

mined from 1913 to 1922, when the US Navy 

focused on high quality coking coal for their Pa-

cific fleets. In 1917, a rail link was developed to 

service the mines. Operations ceased when pe-

troleum began to gain greater significance after 

discoveries in California and later in Alaska. 

“As a result of that work, as well as additional 

work by a number of US-based companies in the 

1960s and a small development project undertak-

en by a private group in the 1980s in the area, we 

had the confidence to go down the path of devel-

opment. The Riversdale model has not changed, 

we are not really a greenfield explorer, we go into 

known coal domains with good quality coal, but the 

difference here is that we were sensitive about ac-

cess to related infrastructure,” Mallyon says. 

Port, Rail, Road
That includes the deep water Port MacKenzie, 

which is well-placed as a delivery point to natural 

markets for the product in Japan, South Korea 

and Taiwan. There is all-year round shipping and 

the port is located about 120km from Chickaloon 

on Glenn highway. 

The Glenn highway runs through the centre of 

“We feel the company is in a strong 
position to advance the project for the 
next couple of years with existing funds 
and we are unlikely to be in a position 
where we are beholden to any market 
to try and get additional money.”

- Anthony Martin, chief financial 
officer
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The change will do you good
SM

weatherford.com

Change to Affordable 
On-site Data
Weatherford slimline logging services help you extract more value 
from coal, minerals and unconventional hydrocarbon resources

Weatherford has a full suite of specialized tools and experienced logging personnel to acquire 

high-quality logging data from small-diameter holes in subterranean mines and vertical to 

high-angle boreholes.  

Our market-leading slimline logging services are a cost-effective alternative to 

core sampling. You get data in a fraction of the time without transport 

costs and lab delays, as we process, analyze and present 

data on a PC right at your work site. Our oilfield-

quality log images include advanced 

density, neutron and gamma 

ray measurements.
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•  3D borehole imaging
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Applications
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•  Microseismic services
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Borehole diameters
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the state and through Anchorage, the biggest city 

in Alaska with a population of about 300,000 and 

connects with Chickaloon. Riversdale believes the 

Port Authority is targeting between 2 and 3 million 

tonnes per year (Mt/y) of coal exports from existing 

infrastructure and rail and dock upgrades are being 

considered for the future.

The Chickaloon region’s coal is bounded by 

two river systems, the Chickaloon and King rivers, 

and the land is amenable to a number of open pit 

and underground development. Riversdale has 

acquired about 40.5km2 of land in the Matanuska 

valley, leased from the Alaska Mental Health Trust 

(AMHT), which was awarded the land as part of 

legislation in order to generate funds to support 

mental health programmes.

Riversdale has a 10-year lease with exten-

sion by production and exclusive rights to coal 

in a US$3million deal. In addition, royalties are 

payable to AMHT with no additional state royal-

ties payable, though this does not reduce Rivers-

dale’s requirements to comply with the Depart-

ment of Natural Resources or other regulations. 

“The relationship with AMHT is a unique 

arrangement and from our perspective a very 

satisfying one. Every dollar that we spend in 

acquiring the land lease and in paying royalties 

will benefit the hospital system in Alaska, which 
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looks to us to be quite underfunded. We are not 

there to build a five or ten year-life project, we are 

targeting between 20 and 25 year production life, 

so the royalty base will grow as we develop it and 

the benefit goes directly to the hospital system,” 

Mallyon explains. 

The area is also home to a small population 

at Chickaloon village, with about 350 landhold-

ers and about half that for people living in the 

area. In addition there is a native community liv-

ing nearby. At this stage, the company is involved 

in a community engagement programme, giving 

presentations at local councils as well as spon-

soring community events. The main concerns 

coming from the community are around the envi-

ronment, as a number of people use the area for 

hunting, fishing and gaming. A baseline study for 

environmental work has commenced to address 

issues such as potential impacts on surface and 

ground water quality and flow, noise, dust, cul-

tural resources, vegetation, soil, wetlands, recre-

ational activities, wildlife and social impacts. 

Mallyon notes, however, that the lease has been 

effectively dedicated for mining since the 1920s. 

“It is an exciting exploration environment 

because Alaska has really developed on the back 

of the oil and gas industry. There are a number 

of sedimentary basins across Alaska from the 

south of Anchorage to the northwest slope where 

the major oil producing centre is. Coal has been 

widely overlooked by the oil majors, yet groups 

such as BHB Billiton have developed a sizeable 

resource on the northwest slope. Our plan over 

the next year or two is to investigate a number of 

coking coal opportunities throughout Alaska, as 

well as accumulate a larger footprint in the valley 

we are in,” says Mallyon. 

Quality Coal
The company’s president in Alaska is associated 

with the original Riversdale team, Russell Dann. 

He was a former Regional Director of the Depart-

ment of Employment, Economic Development 
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and Innovation in the Queensland Government’s 

Mining and Energy agency and, prior to that, was 

the Latin America, Philippine and USA exploration 

manager for RGC (Renison Goldfields Consolidat-

ed – part of the former Hanson Plc group) . 

“There are a series of igneous intrusions in the 

area and that appears to be the primary reason 

why that specific location has coking coal. When 

we take some of the historical coking coal analyses 

and calibrate those against modern specifications 

for coking coal, we are very happy with those re-

sults. It certainly gives us the indication and encour-

agement that we have the potential for a very good 

quality coking coal,” Dann says. 

Surface mapping has identified 21 outcrops 

including two coal zones of between 6 and 9 

metres wide.  

“A key element for coking coal is that it has 

to have a high calorific value, right now this 

resource could be a low volatile bituminous coal 

and the indications we have for ash at the mo-

ment are relatively low but we may need to wash 

that coal. We don’t have enough information 

at this point in time within the Chickaloon coal 

lease itself and that is the purpose of the forth-

coming drilling campaign…We would like to drill 

holes into sections right through that full thick-

ness of the coal seams and understand exactly 

how thick those seams are and how the quality 

varies between them,” Dann says. 

Global and Local Partners
As the company moves towards development, 

Dann explains that Riversdale is trying to com-

bine teams of local Alaskan knowledge and expe-

rience with the more global technical capability 

of groups it has worked with in the past. 

Riversdale is working with Anchorage-based 

Alaska Earth Sciences to tap into the group’s coal 

expertise and experience in community engage-

ment. Overseeing the environmental programme is 

international consulting firm HDR Alaska Inc, which 

has also contracted SRK Consulting for the water 
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quality work and SLR International Corp for the me-

teorological and air quality work. 

Geological services group McElroy Bryan is 

tasked with resource delineation and definition and 

the geophysical company, Fugro will be starting an 

airborne geophysical programme later this month.  

Exploration mapping is expected to be completed 

by the end of this year and coal quality results are 

expected by the end of 2014. A scoping study is 

planned for completion by the end of 2014, while a 

feasibility study and development decision is antici-

pated by the end of 2016. 

Raising Capital
Having just completed an A$20 million capital 

raising effort with institutional and high net 

worth investors out of Europe, Asia and Austra-

lia, Riversdale believes it is in a strong position 

to proceed with work on the ground in Alaska, 

but also to potentially look at additional oppor-

tunities for the company in Australia and North 

America, says Anthony Martin, chief financial 

officer at Riversdale. 

“The current intention is to look at an IPO 

during 2013 as the next capital raising effort, 

but that is dependent on markets at the time. 

We feel the company is in a strong position to 

advance the project for the next couple of years 

with existing funds and we are unlikely to be in 

a position where we are beholden to any market 

to try and get additional money,” Martin notes. 

Though he says that it is still early days to 

talk about capital expenditure of the project, 

Martin adds that compared to other potential 

coal developments globally, due to the proximity 

of rail and port infrastructure and potentially a 

significant reduction in the size of plant facili-

ties based on historical coal quality and yield 

results, capex may “comparatively sit quite well 

in the coal development world”. CB  

“It is a different operating 
environment. But to some extent all 
of the systems, people and protocols 
are identical to what we had in the 
original Riversdale Mining. And once 
again, it is a multi-seam, coking coal 
basin that we are pursuing.”

- steve Mallyon, managing director
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fOunded in 2007, Toronto-based AlphaNorth 

Asset Management focuses on publicly traded 

Canadian small- and mid-capitalization compa-

nies. AlphaNorth believes in providing superior 

long-term equity returns through careful security 

selection and by exploiting inefficiencies in the 

Canadian small cap universe on both a long- and 

short-basis. To select the best risk vs. reward op-

portunities, the firm combines technical analysis 

with both bottom-up fundamental analysis and 

top-down strategies when selecting investments.

According to Chief Investment Officer Steve 

Palmer, “At the end of the day, the bottom line for 

successful investments is the earnings potential. 

We look at ‘early stage’ companies with some of 

them at the pre-revenue stage, and we assess 

the market potential of their product. We model 

how much money the company can make with 

this product within a few years’ time. So it’s about 

earnings relative to the valuation of the company.”

“We employ various investment techniques 

to generate strong long-term returns for clients. 
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We do bottom-up fundamental analysis and top-

down analysis combined with technical analysis. 

This also involves meeting with management. 

The most difficult aspect of investing is identify-

ing the right time to sell. Our technical analysis 

work assists us in determining the best time to 

sell and gives us discipline in regards to sale of 

the securities. This two-fold approach makes us 

fairly unique in the industry and has contributed 

to our industry leading long-term returns.”

The proof that AlphaNorth’s strategy works 

is the fact that today the firm manages a port-

folio of more than $100 million worth of as-

sets, with several hundred investors. AlphaN-

orth Partners Fund has an annualized return of 

21 per cent since its inception. In comparison, 

during the same time period (December 31, 

2007 to June 30, 2012) the TSX Venture Index 

had negative returns of -16.6 per cent. Accord-

ing to Palmer, “The vast majority of investment 

returns are a result of portfolio construction 

and asset allocation. As a long-term investor, 

you can’t afford not to have an allocation to 

the best performing asset class over the long-

term, small-cap equities.” As a result of solid 

returns, the firm also received several awards, 

including two No. 1 spots with Barclay Hedge, 

No. 1 with Bloomberg (Brief), and No. 1 by the 

Canadian Hedge Fund Awards.
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AlphaNorth currently offers investors three 

investment products — AlphaNorth Partners 

Fund, AlphaNorth Growth Fund, and AlphaNorth 

Flow-Through products. The AlphaNorth Partners 

Fund achieves long-term capital growth through 

superior selection of primarily Canadian equity 

securities. The AlphaNorth Growth Fund is an 

open-ended mutual fund, focusing on Canadian 

small- to mid-capitalization equities. The invest-

ment objective of the AlphaNorth Flow-Through 

LPs are to provide a tax benefit of the investment 

by investing in a diversified portfolio of resource 

companies while also providing its limited part-

ners with an attractive return.

After working together for nine years at AIG 

Global Investments, Palmer and Joey Javier found-

ed AlphaNorth Asset Management in 2007 at the 

verge of dire times. To the question as to ‘How did 

AlphaNorth battle the adverse market conditions?’ 

Palmer said, “Our flagship fund, the AlphaNorth 

Partners Fund, employs a long biased strategy. 

Given the severe decline in 2008, we struggled. 

However, we stuck to our strategy and focused 

on our core names — similar to what we are do-

ing now. When the market rebounded, the Fund 

performed extremely well. The worst thing we 

could have done was change our strategy at the 

bottom. Given what happened in 2008 – most 

people lost money no matter which strategy they 

used – investors are currently very risk-adverse 

and hold high levels of cash. Investors have also 

been redeeming equity funds and chasing fixed 

income investments seeking what they perceive 

as safe investments. Most of these investors 

will miss the first stage of this Bull Run which 

we believe has started. Once interest rates start 

climbing, many fixed income products and funds 

will start generating negative returns.”

“We work to maximize long-term returns in a tax efficient manner. AlphaNorth 
takes a diversified approach to investing, so our portfolio offers a combination of 
investments in resources, technology, and life sciences. We identify securities which 
we believe have the most attractive risk vs. reward ratio. This involves identifying 
investment opportunities that have limited downside but lots of upside potential.” 

— steve Palmer, Founder and chief investment officer
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With a strong portfolio and solid long-term 

strategy, AlphaNorth intends to offer additional 

financial products. While the current focus is 

on small- and mid-cap companies, AlphaNorth 

plans to introduce funds in the future that will 

provide investors with less volatility and better 

liquidity. At the same time, the firm does not 

measure success by the size of its assets like 

many investment managers. Javier, founding 

partner, commented, “We focus on fund perfor-

mance as a measure of success. A large fund 

size does not benefit investors, it’s actually a 

detriment, making it much harder to generate 

strong returns. As a general rule, there is more 

potential reward investing in smaller companies 

as they have larger growth potential, and as the 

companies get bigger and bigger, the expected 

returns decline. Besides, just looking back at 

the recent bailout history of the U.S. banks and 

the present situation with RIM, the risks of in-

vesting in a diversified basket of small-caps are 

not necessarily higher compared to these so-

called blue chip, large-cap companies.”  CB  

www.aLphanORthasset.COm
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Formed in 2006, Holloway Lodging Real Estate 
investment trust (REit) is a publicly traded hotel 
owner and operator. in its short history, the company 
has made several hotel acquisitions and today its 
portfolio spans four provinces, including Alberta, 
British columbia, nova scotia, and new Brunswick, 
as well as the northwest territories and its 
American-based site in Myrtle Beach, s.c.



102 FINANCIAL � Holloway	Lodging

CentRaLized in aLBeRta, Holloway Lodging REIT 

grew its share of this market in 2007 which result-

ed in the company being almost “exclusively depen-

dent” on the region’s oil and gas industry, according 

to Holloway Lodging REIT Chairman Michael Rapps.

Yet as the Alberta oil and gas market began 

to dwindle, so too did the value of the new prop-

erties of Holloway Lodging REIT. This particular 

acquisition saw Holloway Lodging REIT add 10 

hotels to its portfolio, primarily limited service 

properties situated in smaller, rural markets, 

and only a few full service hotels in relatively 

urban areas like Grand Prairie.

“They paid a very high price for the hotels and 

then proceeded to overleverage them,” Rapps told 

The Canadian Business Journal. “Then the oil and 

gas market fell and that really had an impact be-

cause the company had overpaid for its assets and 

was stuck with the debt used to finance the assets.

“During 2009 and 2010, the company was 

financing its financing charges, so they were bor-

rowing just to make interest payments.”

That same year, in 2010, investment group 

Geosam Capital Inc. acquired a position in the 

publicly traded debentures of Holloway Lodging 

REIT. Rapps, at that time an investment man-

ager with Geosam Capital, would soon join the 

Holloway Lodging REIT board as part of a proxy 

fight settlement agreement, which resulted in 

two board members being replaced. One year 

later, Rapps was named interim CFO in an effort 

to improve the company’s capital structure. Hol-

loway Lodging REIT worked to identify its finan-

cially failing assets, and assets that could be 

sold to raise proceeds that could then be used 

to repay debt and reduce interest expense.

“The company pursued anything that was 

accretive from a cash flow perspective,” Rapps 

said. “The process consisted of refinancing the 

debentures with a bridge loan that covered part 
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of the maturity. The rest was covered by the sale 

of one hotel.”

The sale of a second hotel then allowed 

Holloway Lodging REIT to buy back part of its 

debt at a substantially discounted rate. Holloway 

Lodging REIT repurchased about $5 million of its 

2012 debentures, lowering its debt burden.

Right-Sizing the Organization
Earlier this year, Holloway Lodging REIT an-

nounced the conversion of $46 million of 2012 

debentures into equity. Although this was nega-

tive for the unitholders, Rapps felt it was “abso-

lutely essential” in order to save the company.

“We determined that even if we succeeded 

in doing everything we wanted, if the economy hit 

another bad patch, or if oil and gas prices de-

clined again, all our efforts would not have been 

sufficient to right size the capital structure,” Rapps 

detailed. “We converted the debentures because 

now even if we go back to a bad year in our histo-

ry, Holloway Lodging REIT would be able to sustain 
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capital expenditures that are needed to keep the 

hotels in proper condition and to sustain all of our 

debt service obligations without becoming cash 

flow negative, and that was very important for us.”

Two other hotels were sold at the beginning of 

the year, which then allowed Holloway Lodging REIT 

to pay down its bridge loan and repay its outstand-

ing credit line. The net result? Holloway Lodging 

REIT has reduced its net debt by more than half, 

$225 million to $107 million, and has increased 

its portfolio’s net operating income as a result of 

better market conditions and hotel performance.

Steady Road Ahead
“We now find ourselves with the best balance 

sheet of any publicly traded hotel company in 

Canada,” Rapps summarized. “We are now in 

position to take advantage of opportunities, 

which was never in the cards even six months 

ago. “We made some tough decisions but we 

did what we thought was ultimately necessary 

to right size the capital structure and get the 

business back in shape, and the effects have 

been recognized by the marketplace.”

Nowadays, with Holloway Lodging REIT 

headed in the right direction, the company has 

received expressions of interest for a potential 

acquisition or a strategic transaction involving a 

separate firm, which the company is assessing.

“The idea is to maximize value for our equity 

holders and we can do that in any number of 

ways, whether by further reducing debt, by repur-

chasing units to reduce the equity base, by ac-

quiring hotels, or by disposing of hotels,” Rapps 

concluded. “We are in a very favourable position 

from a cash flow and capital structure perspec-

tive to have the financial flexibility to do what we 

need to maximize value.”  CB  

www.hLReit.COm
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“We felt that the activities around social change were 
important, and we saw there was a way to make a change 
in the world through developing a social enterprise. Fair 
trade was a new concept in canada at the time and we saw 
that it was making a real difference in coffee producing 
countries. The concept was about buying directly and 
developing long-term relationships with producers. We also 
paid a fair price along with organic and social premiums. 
These premiums provided the producer co-operatives with 
money that they could invest in clean water, healthcare, 
and education for their community. For the producers this 
model was important for their development, taking it from 
a charity model to a fair business model.” — Debra Moore, 
general Manager of Just us! coffee Roasters co-operative
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Just us! COffee Roasters Co-op is Canada’s first 

certified fair trade coffee roaster. Over the years, 

Just Us! became one of Canada’s most success-

ful worker-owned co-operatives based on a firm 

belief in “People and the Planet before Profits”™.

Based in Grand Pré, N.S., Just Us! Coffee 

Roasters Co-operative set a goal not only to pur-

chase organic and fair trade products from small 

producers, but also to provide the best quality at 

the best prices for consumers. Just Us! believes 

that all people deserve respect and the oppor-

tunity to participate in the decisions that affect 

their lives. While running a business, the co-op 

continues to ensure that its producers/partners 

receive a fair price for their products, and the 

company work also has a strong educational 

component that tells producers’ stories. 

Debra Moore, General Manager of Just 

Us! Coffee Roasters Co-operative, told The 

Canadian Business Journal, “My husband, 

Jeff Moore, and I were involved with many 

solidarity initiatives in South America and we 

had seen the negative impact of free trade 

on these countries. We saw that producers 

were just asking for a fair deal. At the time, 

three things came together — Jeff attended a 

conference in Cuba to look at the economic 

rebuilding of Cuba after the collapse of Eastern 
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“When we outgrew our previous accounting and inventory 
systems, SYSPRO was the clear choice.  It has helped to 
integrate the systems at our growing co-op, in the true 
spirit of a co-operative.  By working together our systems 
continue to grow and thrive.”
 
 - Michael Day, Systems Administrator

Flexible setup options for manufacturing and distribution companies

Integrated financials, reporting and analysis

Balanced scorecards, analytics, business intelligence

Supply chain management

Simple or highly regulated business environments

Automated workflow management and monitoring

SYSPRO:  WINNER OF THE 2012 NETWORK PRODUCTS GUIDE “INNOVATIVE COMPANY OF THE YEAR”

info@ca.syspro.com  |  www.syspro.com  |  1-888-259-6666

Europe; we came across an article in New 

Internationalist about fair trade; and the third 

piece of the puzzle was that Jeff learned how 

to roast coffee during a visit to Ethiopia. With 

these coming together we saw that we could 

start a worker co-operative, create jobs for 

ourselves and others in the Annapolis Valley 

and continue our work in social justice.”

Indeed the co-operative grew into four coffee-

houses, one of which is combined with its roast-

ery, chocolate factory, and a museum, focusing 

on educating the public about fair trade and how 

the public needs to become aware of where its 

food comes from. The co-op strives to turn each 

coffeehouse into unique space in the community 

— inclusive gathering places for people to share 

ideas and cultures.

“We knew right from the beginning that peo-

ple will buy our coffee once because of its mes-

sage, but they wouldn’t buy it again if it didn’t 

taste good. So while having a social mission, we 

are also running a successful business that has 

us continually developing our skills around cof-

fee roasting, innovating and producing the best 

products that we can for our customers. We also 

work hard to honour the work of our producers 

who provide us with a quality product.”

To remain on top of the Canadian fair trade 



112 FOOD & BEVERAGE  � Just	Us!	Coffee	Roasters	Co-op



113AUGUST 2012 � The	Canadian	Business	Journal

1006 Ridge Rd - RR #1 Wolfville  NS B4P 2R1
T 902-542-3522   M 902-680-6503   avb@bellaliant.net

Apple Valley Builders

Working 
together 
building 
for you

coffee supply chain, the co-op continues to invest 

in technical development and has purchased a 

new computer software system (SYSPRO) which 

effectively integrates all aspects of the co-op’s 

business. “Our semi-automated packaging equip-

ment, a new larger roaster and other improve-

ments contribute toward making Just Us! a state-

of-the-art coffee roastery.”

The company sells its products across 

the Maritimes, from major retailers such 

as Loblaws, Sobeys, and Co-op Atlantic, to 

smaller chains such as health food stores, 

Pete’s, Planet Organic, and others. The co-op 

also sells its products across Canada through 

online ordering, Ten Thousand Villages (a non-

profit Fair Trade Organization (FTO) designed 

to benefit artisans) and small independent 

stores. 

In 2012, Just Us! Coffee Roasters expect 

growth of nine per cent, while facing growing 

competition. Part of the company growth has 

been the development of new fair trade products. 

Today, in addition to its core product (coffee), 

Just Us! also offers lines of tea, chocolate, and 

sugar. The company buys coffee from countries 

such as Costa Rica, Columbia, Guatemala, Hon-

duras, Haiti, Ethiopia; tea from India, Ecuador, 

and South Africa; chocolate from the Dominican 
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bullfrogpowered 
businesses are 
supporting a clean 
energy future.

You can too.

proudly bullfrogpowered
®

Join the ranks of the bullfrogpowered by choosing 100% 
green energy for your business. It’s easier than you think.

Visit bullfrogpower.com or call 1.877.360.3464

Just Us!
Coffee Roasters Co-op

Proud to have provided architectural services for
Just Us Coffee's Grand-Pré facility

Architecture is part of your corporate image.  Contact 
us to help you make your building functional for your 
staff, attractive to your customers, and energy efficient.

denhartogarchitect.com  |  info@denhartogarchitect.com
tel:  (902) 542-4194

Republic; and sugar from Paraguay. The co-op 

also introduces new food choices in its coffee-

houses, stressing the importance of using organ-

ic and locally produced products.

Global Community
Fair trade promotion can overly focus on the 

price paid to the producers, and while this 

important, it has been the long-term relation-

ships with the producers that have proven 

to benefit both the producers and Just Us!. 

To do this effectively, members of the co-op 

travel to meet with the producers, and have 

producers visit the Maritimes and tell their 

stories. In 2007, the small coffee producers 

approached Just Us! to develop a Small Pro-

ducers Fair Trade certification. The official 

launch of the Small Producers Fair Trade cer-

tification took place in April, and will appear 

on Just Us! products in the fall. Many Just Us! 

workers have travelled to Mexico as a part of 

a community-based tourism project that Just 

Us! developed with the UCIRI (The Union of 

Indigenous Communities in the Isthmus Re-

gion) co-op that started fair trade in Mexico. 

This allows workers to pick coffee beans and 

learn about the life of the producers. This has 

become important in developing the culture 
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at Just Us! where everyone is encouraged 

to take advantage of training opportunities 

offered internally and externally for personal 

and professional growth.

Creating Change
As a pro-social-change co-op, Just Us! 

continues to participate in initiatives that 

create change. The co-op uses sustainable 

practices in its food and beverage production, 

equipment and processes, distributes 100 

per cent organic products, and increases 

production process efficiency to the highest 

levels in terms of waste, energy, space, and 

overall flow. The co-op installed solar panels 

at the company’s head offices, and two co-op 

vehicles run on alternative fuel — one hybrid 

and one retrofitted to burn used vegetable oil 

for fuel. The company also purchases green 

energy through Bullfrog Power for all of its 

locations. This progressive co-op continues to 

make an impact on Canada’s coffee market as 

well as quality of life around the world. CB  

www.JustusCOffee.COm
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The ribbon has been cut on the new Fort 
st. John Hospital. What began in 2005 as a 
review of the former Fort st. John Hospital 
and Residential care centre determined 
that, in order to best provide improved 
services, and without an extensive 
renovation of the former facility, a brand 
new facility would be constructed to meet 
these growing healthcare needs.

thRee yeaRs LateR, in 2008, the Fort St. John 

Hospital project was formally announced, as well 

as its new residential care facility. Located on 

40 acres (gifted to Northern Health from the City 

of Fort St. John), the project includes a 15,000 

square metre acute care hospital that houses 55 

acute care beds, an intensive care unit, a ma-

ternity ward, an expanded emergency room, and 

two state-of-the-art operating rooms.

The Fort St. John Hospital will also serve as 

a new teaching hospital in support of the medi-

cal program of the University of Northern British 

Columbia in an effort to meet the challenges of a 

medical worker shortage in the Northern British 

Columbia community.

Additionally, adjacent to the hospital is the 

new residential care centre, measuring 7,500 

square metres and housing 124 beds, while its 
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Proud to be in association with Northern Health Hospital
Leaders in the Industry - www.acciona.com

neighbouring location to the Fort St. John Hospi-

tal allows for expanded care opportunities.

Valued at an estimated $300 million, the Fort 

St. John Hospital Project was funded through a 

public private partnership (PPP) between Northern 

Health Authority and private partner ISL Health. 

The innovation and strength behind ISL Health has 

played an integral role in the delivery of Fort St. 

John’s state-of-the-art healthcare facility.

Project construction began in June 2009 and 

reached completion this summer. The facility’s 

construction phase also provided an economic 

boom for the local community, creating hundreds 

of local construction jobs and economic spinoffs. 

Estimates show that the project created 1,900 

new direct and indirect job hours.

“One of our goals was to work within our bud-

get and timeframe” Betty Morris, COO of North-

ern Health, told The Canadian Business Journal. 

“We knew what we had to spend and we worked 

really closely with our design-build joint venture. 

We have delivered a building that is on budget 

and on time. That was always the goal and we 

have done that.”

Intuitive Patient Care
What’s unique about the Fort St. John Hospital 

Project is its emphasis on flexibility. The building is 
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modifiable in that it allows for potential future ex-

pansion to accommodate the local community and 

industry. Projections show that the local commu-

nity will expand by 21 per cent by 2028, to about 

84,000 citizens, not to mention its aging popula-

tion. This level of flexibility allows Northern Health to 

contemplate potential expansions to its emergency 

department and birthing centres. The Fort St. John 

Hospital provides new and expanded services not 

available in its former facility.

“We needed a flexible building to lead us 

into this future,” Morris summarized. “Another 

guiding principle was that we would have a quiet 

hospital. For us that means different ways of 

communicating with each other. We also partici-

pated with designers to incorporate natural light 

to its fullest extent.

“We also wanted to create a facility that had 

intuitive way-finding, meaning that as you came 

into the hospital from one of the four entrances, 

you would be able to find your way quite easily 

and it would be apparent. We’ve paid a lot of 

attention to protection of privacy, and in doing 

that we incorporated some hallways that only 

staff and patients will travel in that are not open 

to public. We’ve created an environment that is 

friendly and conducive to easy access.”

The Fort St. John Hospital Project achieved 

Leadership in Energy and Environmental Design 

(LEED) Gold certification. To meet these objec-

tives, the two new facilities have several sustain-

ability measures in place, including heat har-

nessing for reuse, captured and reused energies, 

and collected rainwater for irrigation.

Serving a Community
The Fort St. John Hospital Project is the first 

replacement project of its size in Northern British 

Columbia, representing the provincial govern-

ment’s commitment to a revitalized healthcare 

network, particularly across the northern and 

rural populations of British Columbia.

“Northern Health is a huge health authority. We 

are the upper two-thirds of British Columbia, deliv-

ering services for its vast geography,” Morris stated.

The Northern Health website summarized, 

“This project is an important investment for 

future generations in Fort St. John and the sur-

rounding communities in the delivery of quality 

and sustainable healthcare services.

“The Peace River Regional District was also 

behind this project, and the regional district came 

up with 40 per cent of the capital. This was a facility 

that was needed in Northern British Columbia.” CB  

www.nORtheRnheaLth.Ca
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“if you walk into a grocery store and 
look at all the packaging, in the produce 
section or the bakery, you will see several 
of our products,” Matthew Kerrigan, Vice-
President of sales and Marketing with Alpha 
Poly, told The Canadian Business Journal. 

Packaging Done Right
Alpha Poly, a leading Canadian manufacturer 

of polyethylene bags, offers flexible packaging 

solutions to the food services and restaurant 

industries. Beginning as a family-run operation in 

1989, the company recently rebranded as Alpha 

Poly, a name that reflects its increased product 

offering that has propelled Alpha Poly to new 

growth levels.

Although Alpha Poly started with a small 

customer base, the company continually rein-

vested in itself and its equipment, and prospered 

because of this. Today, Alpha Poly employs about 

50 staff and is home to state-of-the-art flexo-

graphic printing.

“We add more value to packaging,” 

Matthew Kerrigan summarized. Alpha Poly has 
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transitioned into its new printing division in 

recent years, growing its custom printing and 

lamination service. Alpha Poly has grown from its 

original focus on commodity-based products to 

now offer high-end, custom printed products.

In business for more than 20 years, Alpha 

Poly offers process-printed packaging solutions 

as well as a variety of film choices. Alpha Poly’s 

product offering includes printed roll stock, 

stock printed bags, zipper (reclosable) bags, 

boutique bags, lawn and garden bags, and 

more. The technology at Alpha Poly allows the 

company to offers a wide range of custom solu-

tions, including prepress, printing, rollstock, 

and lamination. Such a product range high-

lights its focus on customer satisfaction.

A company known for quality products, 

competitive pricing, and value-added services, 

Alpha Poly offers technical expertise and a 

robust quality assurance program that provides 

the best in products.

Alpha Poly is committed to reducing its car-

bon footprint one step at a time. The product 

offering of Alpha Poly promotes environmental 

sustainability. Alpha Poly products are sustain-

able, compostable, or biodegradable – in fact, 

94 per cent of the waste it produces is diverted 

from landfills.

POLY EXPERT is a proud supplier to ALPHA POLYBAG 
and congratulates them on their continuing success 
providing specialty packaging to the food industry.
 
POLY EXPERT is the largest non integrated polyethyl-
ene film manufacturer in Canada having an enviable 
reputation for technical services, quality and 
reliability.  Our products offered are monolayer and 
multilayered low density, linear low density and high 
density films for food packaging, industrial multiwall 
paper bags and agricultural uses.

Know How,
     Quality Services!

www.polyexpert.com
1-877-384-5060 
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Cultural Change
What is also evident at Alpha Poly is the cul-

ture – a focus on continuous improvement 

has the company always pushing the limit. 

The result is a 30 per cent decrease in labour 

costs and a 70 per cent increase in output. In 

place since 2009, that change hasn’t stopped 

and Alpha Poly continues to seek new meth-

ods to increase its output.

The philosophy at Alpha Poly is to reinvest 

in itself, ensuring state-of-the-art equipment 

and technology, improved productivity, and 

lean manufacturing. These efforts have been 

implemented across the business of Alpha 

Poly, the benefit being that this has allowed 

the company to remain competitive despite 

external pressure from both importers and 

rival domestic manufacturers.

“We have tried to change our whole com-

pany’s culture to a continuous improvement 

mindset. What also helps separate us from our 

competition, and something we are quite proud 

of, is the fact that we became Good Manufac-

turing Practices (GMP) certified in the last year,” 

said Patrick Kerrigan, Vice-President of Manu-

facturing and Distribution with Alpha Poly. “It is 

something some of our larger customers require 

and like to see from their suppliers.”
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meridiansearch
.ca

Connecting Canada’s Top Talent
with Great Opportunities in 

Printing and Packaging

Meridiansearch.ca is Canada’s premier staffing 
resource for the Printing and Packaging industry

We are proud to have partnered with Alpha Polybag in 
providing skilled individuals over the past 10 years

www.meridiansearch.ca

Continued Growth
Looking toward the future, Alpha Poly focuses 

on custom printed business including rollstock 

and lamination.

“We are also adding capacity with new 

equipment in both our printing and converting 

departments.”

Being a medium-sized company, Alpha Poly 

works with similarly sized clients, pursuing 

these jobs while others in the industry focus 

on large clients. The difference is that Alpha 

Poly continues to pursue more markets, like 

the United States, to further its edge in the 

market. Already coast to coast in Canada, and 

with a few clients in the United States, further 

expansion into the American market is next.

Its diverse product lineup also allowed 

Alpha Poly to avoid the difficulties of the recent 

economic recession. During this time, if one 

segment of the business slowed, another ser-

vice had an increased response. It is this level 

of diversification that is key to market growth 

for Alpha Poly. CB  

For a complete list of Alpha Poly’s product 

offering, please visit www.alphapoly.com
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Bourgault tillage tools Ltd. (Btt) 
manufactures ground engaging tools, 
including a wide range for tillage, seeding 
and fertilizing applications. “We build 
everything for the agricultural machinery 
that goes into the ground. We build 
everything from the ‘shank’ down to the 
cultivators and air seeders,” said tim 
Bodvarson, Marketing Manager of Btt. 

BOuRgauLt tiLLage tOOLs (BTT) may be operat-

ing in a small industrious agricultural community 

of St. Brieux, north central Saskatchewan, but 

its products provide reliable service to farmers 

around the world. The company assigns its busi-

ness success to high quality products, exception-

al customer service, and commitment to automa-

tion and innovation.

Originally part of F.P. Bourgault Industries/

Cultivator Division Ltd., in 1991 Jos Bourgault 

and six former employees established a fully au-

tonomous business entity — F.P. Bourgault Tillage 

Tools Ltd., an independent business with sepa-

rate ownership and management from Bourgault 

Industries Ltd. Tim Bodvarson told The Canadian 

Business Journal, “While we became separate 

companies in the past, we still maintain certain 

business relationships with Bourgault Industries, 
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BE READY
 
 
A decision that Tim Young and family never looked back on and one they should be proud of!
With a business philosophy based on respect and customer service, the Young family believes their clients  
have to be successful before they are.  And this shows in their daily activities, like running two parts vans
on a daily basis to deliver parts between all 7 locations, carrying over 12 million in inventoried parts, 
and maintaining a fleet of its own equipment to assist clients in times of need.   Now that’s service! 

 

It’s been almost 25 years since 
Young’s Equipment Inc. took over the failing
Case IH dealership in Regina, Saskatchewan.

Tim’s son Sean (in the Stetson, worn just as his grandfather Lloyd did) has recently joined the company and, 
as Tim jokes, has about 50 more years to go before he could look at retirement (Tim’s uncle Bill has been 
working for that long and is still active in the North Store, the company’s cattle division).  
Tim’s hope is that the company can keep that family-run and operated feel for many 
generations to come.  
 

Tim says “You have to have quality products that clients can rely on from the time they start seeding right 
through until the crop comes off.  Case IH has always been a dependable company and they are leading 
the industry with their Tier 4 product lines.  They are unmatched with a 669-peak-HP Quadtrac and  
their industry leading CVT-driven rotary combines.  This type of equipment spells efficiencies for our clients
and that is what it’s all about”.  As the Case IH tag line says “BE READY” Young’s Equipment certainly is!

www.youngsequipment.com

BE READY WITH TIER 4 EFFICIENT POWER



132 MANUFACTURING � Bourgault	Tillage	Tools



133AUGUST 2012 � The	Canadian	Business	Journal

Process
Optimization

Microbulk Gas 
Delivery Systems

Gases &
Blends

Process
Optimization

Microbulk Gas 
Delivery Systems

Gases &
Blends

®

TM

l	 Increasing Productivity
l	 Improving Quality 
l	 Cutting Costs

We can help impact your profitability by:

Contact us today at  
1-800-225-8247 or  
visit us at praxair.ca

as this company focuses on manufacturing of ag-

ricultural machinery. Besides Australia, through 

this partnership we have established represen-

tation in Russia and several Eastern European 

countries.”

At the beginning, BTT focused on selling its 

products in Western Canada and the northern 

United States. Most of the company business 

came from Canada at the time, then establishing 

a solid dealer network throughout the northern 

United States. In 2001, the company expanded 

into United Kingdom and Western Europe. Next, 

the company expanded its distribution into East-

ern Europe (Russia and Ukraine, to name a few). 

Product is also exported to Australia. The com-

pany distributes in these countries through vari-

ous distributors and Original Equipment Manu-

facturers.

Numbers and Statistics
BTT employs about 75 employees to fulfil the 

global market demand. BTT’s well-automated 

production line creates 750,000 forged pieces 

each year, processing 2,400 tonnes of raw 

materials. The company sells 77 per cent of its 

products into the North American market, and 

the remaining 23 per cent is distributed around 

the world. About 90 per cent of the company 
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products serve the agricultural aftermarket 

(selling products as replacement parts directly to 

farmers), and 10 per cent is sold to be used on 

new machinery.

Quality First
The main focus and success of BTT in the ag-

ricultural tools market lies with producing high 

quality products. Bodvarson said, “Quality is the 

No. 1 [for us] in this industry. That’s why we were 

able to gain such a strong foothold in Western 

Europe and continue to grow in this market. The 

products that are produced and distributed in Eu-

ropean countries tend to be lower-cost products, 

focused on driving down the price, whereas we 

focus on making sure that we provide very con-

sistent, high quality product at all times. That’s 

what gained us our foothold in Europe as well as 

in North America.”

While in Europe the Canadian quality sells 

even in Germany – a market synonymous with 

superior products – BTT works much harder to 

satisfy its North American clients and beat the 

competition. “We see higher competition in North 

America as the American manufacturers follow 

the same ‘quality first’ philosophy. That’s why 

we have to compete here more on service, and 

research and development. As far as R&D goes, 



135AUGUST 2012 � The	Canadian	Business	Journal

Redhead Equipment would like to congratulate Bourgault Tillage 
Tools Ltd. on their continual growth and success. We wish you all 
the best on your upcoming developments in 2012.   

The Power of Choice.
G I V I N G  O U R  C L I E N T S

Bourgault Ad.indd   1 7/11/2012   1:20:42 PM

All the details,
all the time.

When you need agricultural information, we’re there.

BY SEAN PRATT
SASKATOON NEWSROOM

Doug Chorney pre-booked his 
spring fertilizer but didn’t lock in a 
price because he thought it was too 
high at the time.

Last week he got a call from his 
anhydrous ammonia supplier.

“They thought this was the time to 
price it,” said the farmer from East 
Selkirk, Man.

Chorney locked in a price of $1,050 
per tonne delivered to the farm, 
which is down from $1,100 before 
Christmas.

“Although I’m not thrilled with that 
price, it is a little better,” he said.

David Asbridge, president of NPK 
Fertilizer Advisory Service, thinks 
Chorney made a prudent decision.

“We think we’re probably pretty 
close to the bottom of these markets,” 
said the U.S. analyst.

The average wholesale price for 
urea in the U.S. Midwest for the first 
half of February was $440 per short 
ton, which is up slightly from a year 
ago but down sharply from the aver-
age of $537 in September 2011.

Asbridge believes the freefall is 
nearly over and prices will start head-
ing back up in the next two to four 
weeks as spring approaches.

“(Farmers) probably should go 
ahead and start thinking about buy-
ing some of their fertilizer.” 

SERVING WESTERN CANADIAN FARM FAMILIES SINCE 1923   |   W W W . P R O D U C E R . C O M

THURSDAY, FEBRUARY 23, 2012    VOL. 90  |  NO. 8  |  $3.75

REWARDING 
HIGHER PERFORMANCE

BULK UP NOW. EARN UP TO $1.50/ACRE MORE.
High-performance cereal herbicides. Convenient BULK UP savings. Even more 
Grower Dividends. Calculate your Dividends at dowagrodividends.ca today.

New extended deadline – March 20, 2012
TandemTM, SimplicityTM, Liquid Achieve®, AttainTM XC, OcTTainTM XL, FrontlineTM XL, 
PrestigeTM XC, StellarTM

™Trademark of Dow AgroSciences LLC
®All other products are registered trademarks of their respective companies.
02/12-17767-05A

SEE TIME TO LOCK IN, PAGE 2 »

Return undeliverable Canadian addresses to: 
Box 2500, 

Saskatoon, SK.  S7K 2C4
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Lyle and Dorothy Braunwarth were out early on a frosty Feb. 11 morning feeding their cattle on River Road near High River, Alta.  |  MIKE STURK PHOTO

POPULAR DINING SPOTMARKETS  |  FERTILIZER

 Time 
to lock in 
fertilizer 
prices?
Increases coming | 
Analysts believe prices 
will rise within weeks

BY BARRY WILSON
OTTAWA BUREAU

Food imports face far less rigorous 
inspection than Canadian food 
exports and the result is a Canadian 
population at risk, says the president 
of the union representing federal 
food inspectors.

Bob Kingston, president of the agri-
culture union of the Public Service Alli-
ance of Canada, also accused a senior 

Canadian Food Inspection Agency 
official Feb. 15 of misleading MPs 
about the level of import inspection.

Two days earlier, CFIA associate 
vice-president Paul Mayers told MPs 
that there is a common perception 
that imports are not as thoroughly 
inspected as exports or products 
destined for the Canadian market.

“First, let me assure the committee 
that there is only one set of rules,” he 
said Feb. 13. 

“Those rules apply to imports the 
same way they apply to products mov-
ing domestically. Indeed in the context 
of products that are exported, if there 
are additional considerations, those 
are not CFIA requirements.”

Kingston said that is not true.
“I hate to say this, but you’ve been 

seriously misinformed on a number 
of very important issues,” he told MPs. 

FOOD SAFETY  |  INSPECTIONS

Imported food faces less scrutiny
CFIA accused of misleading MPs  |  Union says only two percent of imports are inspected

SEE LESS SCRUTINY FOR IMPORTS, P 3 »

AE50s AWARDS

|  P44BEST NEW FARM 
EQUIPMENTHOW CLEAN IS 

YOUR KITCHEN?

|  P106PREVENT FOOD-
BORNE ILLNESS

To subscribe call us 
Toll Free at 

1-800-667-6929

Check us out 
online at

producer.com

Sign up for our 
Producer Daily 

email newsletter

View us 
on your 

smartphone 
at 

producer.com

having just a little advantage in the placement 

of the seed or the fertilizer at the right place, or 

having the right angle on the sweep, give us the 

market advantage; and on the engineering front, 

the customers do prefer our product. As far as 

customer service goes, because we are situated 

in the heart of the prairies, we are able to provide 

solid service to our customers, so if there is a 

problem with the product, we can dispatch the 

maintenance team right away.”

Automation
In terms of production, the company continues 

to invest heavily in technology and constantly 

seeks new opportunities for automation. The 

company automated the most of its production 

processes — everything from automated sen-

sors that measure the amount of steel rolling 

into the production, and the large sheer presses 

that automatically cut the metal, all the way to 

the finished product. “We currently have five 

robotic welders and may add more robots in the 

future. Our production also utilizes laser cutters, 

and we are looking into automating our forging 

process as well, as our forge operators currently 

walk more than 2.5 miles in a single 8-hour shift. 

Automation really is the name of the game for 

us. Automation also gives us the upper hand as 
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We at D&D Machine Works Ltd. extend 
our congratulations to Bourgault Tillage 
Tools. We are pleased to be partnered 
with your  manufacturing facility. 

3010 - 6th Ave N. Lethbridge, AB T1H 5C3 
w:ddmachine.ca 
e:ddmach@ddmachine.ca 

to the product quality, because technology, such 

as the automated welders, gives us a consistent 

high quality product.”

Innovation
In the 1990’s, a new agricultural innovation en-

tered agriculture in a major way — ‘minimum-till 

farming’. The idea of this practice is to seed and 

fertilize with minimal soil disturbance. This forced 

the industry to create tools for precision place-

ment of the seed, fertilizer, etc., and to push 

companies such as BTT to invest in research and 

development and to seek the best way to accom-

modate the needs of this form of farming. “Today, 

in 2012, BTT along with the whole tillage tools in-

dustry continue to seek the best ways to accom-

modate the needs of minimum-till farming. We 

have a dedicated R&D team and R&D manager, 

and we involve our sales team in the R&D pro-

cess as well. We continue to test different prod-

ucts and ideas in the field and third party testing 

to find the right configuration for both tillage and 

minimum-till farming tools.”

The R&D team also follows the company 

around the world, engaging with farmers and 

listening to their needs. Tradeshows are still 

the main driver in the tillage tools market, and 

the company visits about a half-dozen shows in 

Western Canada, the northern United States, and 

around the world each year, including Agritech-

nica — the world’s largest exhibition of agricul-

tural machinery and equipment set in Hanover, 

Germany, with more than 2,300 exhibitors and 

18 exhibition halls, covering 320,000 square 

metres. “While we often meet our existing cli-

ents, our R&D team also comes to talk to people 

we have been testing with or people that may be 

interested in testing with us, so tradeshows are a 

great way to get marketplace exposure in North 

America and around the world.” CB  

www.tiLLagetOOLs.COm
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Designed for professional broadcasters, 
Dejero’s LiVE+ platform of cellular 
newsgathering products redefines how 
broadcasters gather content, freeing the 
broadcasting community from outdated 
and expensive legacy technology.

deJeRO pROduCts enaBLe both traditional and 

online broadcasters to reduce the complexity, 

limitations, and significant costs associated with 

live broadcasting, completely eradicating satel-

lite and microwave trucks, dedicated towers, and 

transmission engineers. Dejero products provide 

broadcasters with greater mobility for live broad-

casts, and less restricted access to locations such 

as high security areas, rooftops, and airports.

Beginnings
In 2008, Bogdan Frusina founded Dejero following 

his work as a mobile Internet expert with Canada 

election campaign tours. Here he observed that 

the broadcasters were in dire straits to provide 

live broadcasting. Frusina said, “During these 

travels I saw the reporters struggling to find feed 

points and NewsRoute [BENG] boxes in order to 

provide live coverage. They were plagued with 

incredibly high operating costs, increased com-

petition, and the logistical nightmare caused by 

the necessity of satellite trucks.”

Seeing this market need, Frusina realized that 

increasing cellular networks’ bandwidth would 

soon be able to support video transmissions and 

solve broadcasters’ growing problems using cel-

lular networks. In early 2008, Frusina assembled 

a team of mobile Internet and cellular experts to 

create the Dejero LIVE+ Platform. Today, the plat-

form uses 4G and LTE cellular networks, enabling 

broadcasters to collect and transmit broadcast-

quality live video from anywhere within the wire-

less signal coverage, allowing the broadcasters 

to expand their newsgathering at a fraction of the 

cost of the legacy technology.

Dejero LIVE+ launched publicly at the end 

of 2009, with the first-ever, live broadcast of the 

Olympics Torch Run. This 106-day event, leading 

up to the Vancouver 2010 Olympics, travelled over 

45,000 kilometres, and passed through more than 

1,000 communities, using only the Dejero transmit-

ter to broadcast live for viewers around the world.

The impact of Dejero technology became 

obvious at the 2010 G20 conference in Toronto. 

The security personnel prohibited the use of tra-

ditional microwave and satellite trucks, and only 

broadcasters using Dejero technology were able 

to access the Summit areas for live shooting. Ever 

since, Dejero has continued to evolve, expand, 

and grow, even picking up the Pick Hit Award from 

the National Association of Broadcasters (NAB).
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Bogdan Frusina
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Today, manufacturing, and research and devel-

opment take place in the company’s headquarters 

in Waterloo, Ont. The company also runs local sales 

and marketing offices across Canada and the U.S., 

a configuration facility in Texas, and partner sales 

facilities in Mexico, Europe, Australia, and Asia.

“The last two years brought continued expan-

sion. We grew beyond our North American roots 

and opened offices across Europe, Australia, India, 

Mexico, and Asia. We recently launched the next 

generation of our professional grade rugged trans-

mitter — the Dejero LIVE+ 20/20 Transmitter. We 

have also launched several completely new prod-

ucts, including the LIVE+ NewsBook, a technology 

partnership with Panasonic that enables broad-

casters to go live from a laptop, and the LIVE+ 

Mobile App, providing reporters with the ability to 

go live from their smartphones and tablets.”

Broadcasting Industry
In regard to the broadcasting industry Frusina 

said, “The industry is mature and very estab-

lished, but it has been changing swiftly in the 

manner in which broadcasters acquire video 

content, as well as the manner in which the 

content is delivered. For video acquisition, gone 

are the days where covering a breaking news 

story live required a news crew with a satellite 

Dejero Live App
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truck, long set-up time, and thousands of dollars 

in costs. Enter the era of cellular newsgathering 

— more options, less equipment, less time-to-air, 

and lower cost. In addition, the news delivery 

landscape has changed completely. Twitter is 

typically first to break news today, and as con-

sumers continue to spend more time online, their 

preference for news delivery is changing from 

traditional television delivery to online delivery.

“Cellular newsgathering technologies have 

been in the market for less than five years, but 

they represent the fastest growing technology area 

within the broadcasting space. The technology 

has rapidly evolved and, at the same time, cellular 

networks have been upgraded globally. This com-

bination has dramatically increased the reliability 

of cellular systems. Cellular transmitters have 

decreased in size, into sleek and incredibly mo-

bile units. Dejero also offers a product that gives 

broadcasters the ability to go live without any extra 

equipment, simply using an iPad or iPhone.” 

Success
Dejero’s software represents the magic substance 

behind the company success. The system trans-

mits video in near real-time, using unique bonding 

methods, aggregating bandwidth from multiple 

wireless connections into a single, large trans-
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mission pipe. The patented LIVE+ bonded soft-

ware has incredibly powerful encoding abilities, 

compressing video at a very high ratio, splitting it 

into multiple packets, transmitting these packets 

quickly, and then reassembling the transmis-

sion at the back end. The Dejero LIVE+ software 

powers each of the company’s products, giving 

clients the ability to broadcast from a variety 

of mobile devices — professional grade rugged 

transmitters, laptops, tablets, and smartphones.

“Also, we are aware that without great em-

ployees we would never have a great product 

that people need and want to own, and our 

business model would not be viable long-term. 

Our partners are also the face of Dejero, and 

without great partners who share our values and 

business principles, we would never live up to our 

potential. Besides great employees and partners, 

we also have amazing customers who are not 

afraid to adopt new technologies. Because of their 

willingness to take risks they have gained viewers 

and increased profits, and it is these customers 

who provide us with open and honest feedback 

about our company and our products. We don’t 

want just happy customers, we want customers 

who challenge us to continuously improve, and 

who bring new ideas to the table. Without these 

three elements in place, chances of business 

success are exponentially lower.”

As a progressive technology company, several 

considerations factor into the company’s market 

advantage. The company provides 24/7 worldwide  

Transmitter
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support, focusing on customer satisfaction. The 

company manages client support proactively, 

monitoring daily logs of our customer transmis-

sions, dealing with any potential anomalies 

often even before the customer realizes there 

is an issue. To the question about the most 

interesting projects, Frusina said, “The recent 

launch of the Dejero LIVE+ Mobile App was an 

incredibly exciting time at Dejero. This technol-

ogy gave our customers the ability to transform 

everyone in their organization or community 

into a field reporter without the need for extra 

equipment. It beats all other live video apps on 

the market because it not only integrates into a 

professional broadcaster’s existing infrastruc-

ture, but it also has the ability to bond multiple 

wireless connections, resulting in a higher qual-

ity video transmission with lower latency.”

Dejero has an ongoing technology partner-

ship with Panasonic, creating a laptop-based 

version of LIVE+ 20/20 Transmitter. This means 

reporters can simply connect a professional 

camera directly to a laptop for live video trans-

mission. This technology gives them the abil-

ity to record video, and then instantly edit the 

video before sending an edited package back 

to the station at the push of a button. “We have 

also been working closely with several of the 

industry’s biggest satellite providers on the 

integration of our technology with satellites 

and satellite trucks. The resulting integration 

provides broadcasters with a complete mobile 

newsgathering solution that is 100 per cent reli-

able in all weather conditions, under all network 

conditions, and at the most remote locations.”

In regards to future growth, the company 

plans to continue opening new offices in countries 

around the world, signing only the best partners in 

each region, vigilantly assuring quality customer 

service and support. When asked about the suc-

cess, Frusina said, “The huge amounts of money 

our clients save using our technology is the most 

powerful validation of our success. The phone 

calls I receive from excited clients, telling me 

about the impressive live feeds they have broad-

casted using Dejero by far mean the most to me. 

We are changing the way the entire broadcasting 

industry acquires content and goes live, and that 

has been the greatest validation.”

The cellular broadcast industry is still emerg-

ing, leaving incredible room for Dejero to grow. 

While the company intends to continue its domes-

tic and international growth, the major focus stays 

on evolution of its core, patented software, con-

tinuously adding new features and improving the 

reliability and quality of Dejero transmissions.  CB  

www.deJeRO.COm
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Public investment is the key to the future 
for the city of st. catharines. The central 
hub of the niagara Region, the city of  
st. catharines, home to 134,000 residents, 
is best known for its natural beauty, local 
tourism, and its close proximity to greater 
toronto and Western new York.

at the muniCipaL level, the City of St. Catha-

rines established a detailed Downtown Creative 

Cluster Master Plan in 2008 to transform and 

advance the local surroundings. Based on local 

investment, only a few short years from today the 

City of St. Catharines will be home to a revital-

ized downtown that features a new state-of-the-

art performing arts centre, a newly constructed 

spectator facility/arena, a nearby and modern 

healthcare complex, and much more.

St. Catharines has implemented attractive 

business measures that drive investment and 

job growth within the city. Such investment has 

combined for a healthy business environment 

and exceptional quality of life. St. Catharines is 

building on the idea of public infrastructure that 

provides a basis for private investment.
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Performing Arts Centre
Slated for completion in 2014, the Downtown 

Performing Arts Centre will be a specialized, 

purpose-built, and professionally managed facil-

ity that will present, promote, and develop the 

arts in Niagara.

The project is being developed in partnership 

with Brock University, which will move the Marilyn 

I. Walker School of Fine and Performing Arts, a 

collocated project valued at $43 million. 

This development is key to revitalizing Down-

town St. Catharines, the urban growth centre of 

Niagara, adding an important new cultural attrac-

tion to the region, serving artists, students, and 

arts patrons across the peninsula.

Described as “two projects under one um-

brella”, the Performing Arts Centre, although 

municipally owned, will be a shared facility be-

tween the City and Brock University. The City of 

St. Catharines is responsible for $60 million of 

its development, covering four venues that will in-

clude a 900-seat concert hall, a 300-seat recital 

hall, a 180-seat film theatre, and a community 

black box room to be used by cultural groups 

within St. Catharines and the Niagara Region.

Uncovering communities for over half a century.
www.perkinswill.ca

Proud architects of the Kiwanis Aquatics Centre and Grantham Library.

P
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Niagara Health System’s  
New St. Catharines Site
St. Catharines is home to two aging hospitals, 

which will be replaced in 2013 with the comple-

tion of the Niagara Health System’s (NHS) new  

St. Catharines Site.

Ideally situated to serve St. Catharines as well 

as the surrounding areas of Thorold and Niagara-

on-the-Lake, the hospital will provide a full-range 

of acute, critical care, surgical, emergency, mental 

health, and ambulatory services under one roof. 

The site will also be home to new regional services 

that have not previously been available locally in 

Niagara, including comprehensive cancer care at 

the Walker Family Cancer Centre, cardiac services 

at the Heart Investigation Unit, and tertiary mental 

health services.

The design of the new St. Catharines Site took 

the strengths of local knowledge from NHS clini-

cians and global expertise of joint venture B+H 
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Architects (Toronto) and Silver Thomas Hanley 

(Australia) to create an almost 1 million square 

foot building focused on the patient experience.

The two architectural firms worked alongside 

PCL Constructors Canada as part of the Plenary 

Health team on the design-build, financing, and 

maintenance of the new facility. Bill Nankivell, CEO 

at B+H Architects, told The Canadian Business 

Journal, “The facility is unique in that it represents 

all things special about St. Catharines.”

Nankivell described the design process, 

“There was a lot of thought put into how to best 

tie in the themes of Niagara, from the striking 

geographical features like the escarpment to the 

agricultural history of the area. We tried to use 

these themes throughout the interior and exterior 

design, for example using materials with the same 

texture as limestone, and concrete that looks like 

old barn board.”

Registered with the Canadian Green Building 

Council, the new hospital has been designed with 

a target to meet Leadership in Energy and Envi-

ronmental Design (LEED) certification, highlighting 

its sustainability, durability, and energy efficiency.

“This facility brings a new level of service and 

our intent was to take maximum advantage of the 

wonderful vistas of St. Catharines, the escarp-

ment, and north to the lake,” Nankivell said.  

Toronto . Vancouver . Calgary
Shanghai . Hong Kong . Vietnam
Singapore . Ho Chi Minh City . Delhi
Doha . Dubai . Jeddah
BHarchitects.com

Proud Architects of The New 
Niagara Health Care Complex 
and Walker Family Centre

Congratulations to the city and people of 
St. Catharines on the development of this 
important civic milestone.
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“As well, we were acutely mindful of the need to 

have our design contribute to increased energy 

efficiency in the facility’s daily operations. We 

decided to make the building relatively compact 

in order to centralize all the main access points 

around a large social space, a ‘main street’ of key 

areas. Creating a walkable hospital reduces travel 

and time, and ultimately brings people together.”

Nankivell summarized, “We think buildings 

can be elegant and beautiful, but they can also 

be very efficient, modern, and functional with 

great social qualities for people to live and work. 

We also think this facility will be recognized in 

terms of its accessibility and accommodation 

made for people. It’s a barrier-free design taken 

to a very high level.”
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Sue Matthews, Interim President and CEO 

of the Niagara Health System added, “When 

the facility opens on March 24, 2013, our city’s 

new, world class hospital will set the standard 

for healthcare throughout Ontario and across the 

country, becoming a coveted place to work and 

attracting the best and brightest to the Niagara 

Region, but most importantly, it will serve to en-

hance the quality of care and service we provide 

to the people of Niagara.”

On budget and on schedule at over 93 per 

cent completion, the project provided a signifi-

cant boost to the local economy, with 85 per cent 

of the trades being sourced from the local area. 

A partnership between McMaster University, 

Brock University, and the Niagara Health System 

will see additional research completed in the 

hospital and adjacent lands.

The City of St. Catharines is also partnering 

with Brock University in promoting health and 

vital sciences. Brock University will soon open its 

new Cairns Family Health and Bioscience Re-

search Complex, a $112 million facility.

Community Investment
The City of St. Catharines has taken a proactive 

role toward local investment opportunities. One 

example is nGen, the Niagara Interactive Digital 

Media Generator, developed in partnership with 

Brock University and Niagara College. St. Catha-

rines is investing in the region’s emerging technol-

ogy sector and leveraging the success of recent 

local university and college graduates. These criti-

cal partnerships with Brock University and Niagara 

College represent a link to broader investment.

An incubator for local startup companies, 

nGen currently provides space for six companies 
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involved in business planning and development, 

offering state-of-the-art equipment like a motion 

capture studio, a 3D prototype printer, and a 

sound booth, resources that are typically unaf-

fordable for new companies. The nGen model 

allows for the development and commercializa-

tion of onsite research, while continued growth 

means future economic spinoffs for those com-

panies moving from the incubator and into the 

St. Catharines community.

Downtown Revitalization
David Oakes, Director of Economic Development 

and Tourism Services with the City of St. Catha-

rines, highlighted the objective of the downtown 

core revitalization, which began in 2006 with the 

conversion to two-way traffic for St. Catharines’ 

main street, an incentive for the Wine Council 

of Ontario to reroute the Niagara Wine Route 

through downtown St. Catharines.

“This was part of the master plan, building on 

the creative class concept,” Oakes explained. “The 

type of person who is travelling the wine route is 

the same demographic as the person who wants 

to go to the Performing Arts Centre. It’s the same 

type of person who wants to go to a restaurant that 

would typically be in the downtown.”

Building a foundation from which to grow, fast 
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forward to 2012 and St. Catharines is realizing 

significant private sector interest in its downtown 

core, particularly residential investment in the 

form of mixed-use condominiums. Marco Marino, 

Economic Development Officer with the City of St. 

Catharines, added, “We’ve also focused on mak-

ing St. Catharines a walkable community, and 

we’re really starting to build on our trail systems 

and adding bike lanes, we’re pedestrian friendly, 

and we’re also looking at a public space for the 

downtown. 

The new downtown arena, meanwhile, will 

begin construction this fall to be ready in 2014. 

The Ontario Hockey League’s Niagara IceDogs, 

which came to the Niagara Region in 2007, will 

relocate from the dated Jack Gatecliff Arena to 

serve as the anchor tenant of the new state-of-

the-art spectator facility. Financed at $50 mil-

lion, the arena project will include an estimated 

5,000 spectator seats, funded with $17 million 

from the civic project fund, $5 million in fund-

raising, $1 million from the federal gas tax fund, 

and the remainder borrowed.

Critical to this downtown revamp is public 

access and parking. Because of its planning 

and vision that looks 25 years into the future, 

the City of St. Catharines secured federal stimu-

lus money as part of its plan financing.
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Advanced Manufacturing
Historically, St. Catharines’ economy has a 

significant manufacturing base. Over the past 

three years, General Motors has invested 

$245 million locally to secure 300 jobs. A 

second investment of $8.8 million will see 

the General Motors plant of St. Catharines 

manufacture next generation six-speed rear 

wheel drive transmission. And over the past 

10 years, General Motors has invested more 

than $1.7 billion in its St. Catharines facility. 

Manufacturing remains the dominant and 

thriving industry in St. Catharines.

The Niagara Industrial Association (NIA) 

consists of many advanced manufacturers and 

local organizations involved in the automotive 

manufacturing sector as well as several tier-1 

industry suppliers.

“We’re now seeing small- to medium-sized 

manufacturers that are doing well outside the 

automotive sector leveraging their skills in new 

industries, especially over the last few years,” 

Oakes said. “Because a lot of the industrial 

companies had diversified years ago, they 

weren’t 100 per cent reliant on the automotive 

industry, so during the 2008-09 recession  

St. Catharines didn’t get as major a hit as other 

communities did. We were able to come out of 
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the recession a little ahead of some other com-

munities as a result of that.”

Marino added, “We have a lot of established 

firms in the manufacturing industry that are 

also partnering through the NIA on a lot of 

different projects, whereas they didn’t before, 

and that is contributing to the growth as well in 

those sectors.”

The Future of St. Catharines
How will St. Catharines look five years from 

today? “We’re going to see an entirely differ-

ent downtown, with major projects built and 

opened,” Oakes summarized. “We also have a 

lot of private sector development so you will see 

condo developments in the downtown and into 

Port Dalhousie. There will be new public and pri-

vate infrastructure that currently doesn’t exist.

“We’d also like Brock University and Niagara 

College to continue a strong relationship with 

what we’re doing municipally, and that allows us 

to expand some of our existing services.”

The City of St. Catharines has created a 

model that attracts tourists, inspires residents, 

and fosters new business innovation. St. Catha-

rines has focused on investment that replaces 

dated infrastructure with a systematic approach 

to building the community and creating a sense 

of destination for St. Catharines that comple-

ments the Niagara Region. CB  

www.stCathaRines.Ca
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‘go West’ – it’s the recent 
theme of canadian economic 
prosperity, and a destination that 
now includes the province of 
saskatchewan and its largest city, 
saskatoon, where the economic 
boom has continued.
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muRRay tOtLand, City Manager with the City of 

Saskatoon, told the Saskatoon story to The Cana-

dian Business Journal.

“I really noticed something going on in Sas-

katoon in the end of 2006 and into 2007,” Tot-

land said. “I thought, ‘Wow! There is something 

different going on in our community, in our city, 

and in our economy.’”

Growth ramped up and construction activity 

accelerated, through 2007 and into 2008, with 

Saskatoon insulated from the surrounding global 

economic concern that troubled this period. “We 

took a bit of a breather through the end of 2008 

and 2009,” Totland summarized. “But now we’re 

back — growing at a torrid pace.”

Saskatoon’s Economic Boom
Economically, in 2011, the city posted a record-

setting year, and is on pace to exceed that mark 

in 2012. As one example, local building permits 

exceed year-ago figures by more than 22 per 

cent, a prime representation of the economic 

boom occurring in Saskatoon.

Notably, the economic strength behind Sas-

katoon is its diverse economy – not dependent 

on a single sector. Formerly, the city relied on its 

agricultural base, but in recent years the local 

economy has seen major expansion into the min-

ing, biotech, oil and gas, construction, and retail 

fields. Home to 240,000 residents, and with 

annual population growth hovering around three 

per cent, Saskatoon is certainly a city in growth 

mode. “Years ago, Saskatoon was more of a 

sleepy prairie town,” Totland said. “I think we’re 

transitioning to a dynamic, energetic, mid-sized 

Canadian city.”

Saskatoon’s community is changing, but the 

core values that made it an economic success 

remain the same.

“It’s a pretty exciting time in Saskatoon,” 

Totland beamed. “We’re seeing things that larger 

cities are seeing, like more diverse developments 

and more retail opportunities, things that we 

never saw before.”

Integrated Growth Plan
The City has implemented attractive measures 

that drive business and investment to Saska-

toon. Recognized as the leading business-friendly 

big city in Canada by the Canadian Federation of 

Independent Business, Saskatoon is also recog-

nized as the Entrepreneurial Capital of Canada.

Saskatoon is an emerging economic suc-

cess that offers an array of business startups, 

a concentration of local businesspeople, and 

high business optimism. Strong public policy, 

business regulations, and an affordable tax 

regime support local small businesses. The City 
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HAMM Construction Ltd. specializes in the
installation of Underground Sewer and Water
Infrastructure. Some of our other services include:
 

Ph: (306) 931-6626

Fax: (306) 933-3166

Email: info@hammconstruction.ca

HAMM Construction Ltd. specializes in the
installation of Underground Sewer and Water
Infrastructure. Some of our other services include:

 > Site Grading and Earthwork
 > Directional Drilling
 > Dewatering

Learn more at www.hammconstruction.ca
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Email: info@hammconstruction.ca



164 MUNICIPAL � City	of 	Saskatoon

of Saskatoon has created an attractive business 

climate that is based on success. Coupled with 

local growth, this environment continues to push 

Saskatoon to new economic heights.

“A lot of people are now interested in Saska-

toon. We’ve hit some radar screens that we’ve 

never been on before and once that starts it just 

builds on itself,” Totland said. “Interest spreads 

and word spreads of the good things that are 

happening in Saskatoon.”

Away from the business world, Saskatoon 

offers a vibrant, picturesque community and 

an active downtown, the envy of many North 

American cities. Residents enjoy Saskatoon’s 

quality of life offering. As a result, Saskatoon has 

experienced increased immigration in recent 

years, with up to 6,000 newcomers a year from 

across Canada and abroad. Further, with a plan 

to increase population densities downtown and 

in key sectors, the trend is likely to carry on. 

“That wasn’t the case even as little as five years 

ago,” Totland pointed out, “People are finding out 

about the hidden gem that Saskatoon is.”

A new Strategic Plan in hand, defining the 

community vision for the next 10 years, the 

report encompasses a new integrated growth 

strategy on how to plan and build Saskatoon 

going forward. Totland summarized, “It’s a pretty 

exciting prospect, and we hope it will create an 

even better community than we have today.”
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• Urban and Rural Municipality
  Roads and Streets
• Roadway Land Development: Industrial,
  Commercial and Residential Subdivisions.
• Commercial and Institutional parking lots
• Concrete: Curb, Gutter, Sidewalks and Streetscaping
• Site Preparation: Earth Work and Utilities
• Inspections, Maintenance, Repairs

www.aslpaving.ca

Proud to work with
The City of Saskatoon

on many of their roadway
construction projects
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Community Investment
Civic Satisfaction Surveys reflect the City’s active 

engagement in Saskatoon as well as its citizens’ 

desire to be involved in the community.

What also distinguishes Saskatoon is its 

investment in the municipal housing market. The 

City has committed nearly $16 million over the 

last five years to assist in home ownership and 

rental opportunities for entry-level housing in 

Saskatoon. City planning has created a healthier, 

more balanced local housing market.

Other major construction projects underway 

in Saskatoon include the Circle Drive South 

Bridge, the largest ever project to be undertaken 

by the City. With an anticipated completion date 

of September 2012, this $300 million project 

serves as a transportation corridor for the city 

and for Saskatchewan as a whole, linking several 

provincial and national highways.

Additionally, several other major transporta-

tion projects are in the works, such as twinning 

Boychuk Drive, and the construction and exten-

sion of many arterial roads like 25th Street and 

McOrmond Drive. In the industrial landscape, 

projects include the recently completed, $60 

million raw water intake for Saskatoon’s water 

treatment plant.

The Remai Art Gallery of Saskatchewan, 

valued at $84 million, is in its final design 
www.lafarge-na.com
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3025 Faithfull Avenue, Saskatoon, SK S7K 8B3
Phone: (306) 933 3043 | Fax: (306) 934 6694

President - Almon MacEwen

MacEwen Constructors Inc. is a Saskatoon based company that has been in business for 28 years.  The company has 
successfully completed numerous projects in the City of Saskatoon and throughout the province of Saskatchewan. 
Specialized services include: 

•  Civil Earth & Underground Water and Sewer installation for new commercial and residential developments  
•  Sewage Force Mains, Water Pipe Lines, and Mechanical Piping

stages. The facility will be a significant cultural 

highlight. Based at the “residential destination” 

of River Landing, the art gallery will represent 

a significant development for the area. The City 

has invested in the park area and riverfront 

development at River Landing, while the private 

sector will finance $250 million of development 

in office, retail, hotel, and condominium space.

“We’ve realized that we have an opportunity 

before us, and it is important that we get this 

right; we’d like to avoid some of the pitfalls that 

other fast-growing cities in North America have 

experienced,” Totland commented. “Through our 

master city planning process, we can incorporate 

a lot of best practices and desirable aspects that 

our citizens have told us they want embodied in 

our community.”

The goal is to continue Saskatoon’s eco-

nomic prosperity and high quality of life through 

robust planning. Saskatoon is emerging as an 

integrated 21st century city for families and busi-

ness.

“We’re a city in transition, we’re prospering, 

and we have great opportunity,” Totland con-

cluded, “so we’re putting plans in place to ensure 

that it continues.” CB  

www.saskatOOn.Ca
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Westbank First Nation (WFN) lives their 
words of community, leadership and pride. 
Working together and led by Chief Robert 
Louie and WFN Council, WFN grows 
the economy of the Westbank reserve and 
the entire Okanagan valley by providing 
a stable economic climate that attracts 
business and investment.

AMONG ALL OTHER First Nations, WFN has the 

largest commercial development on its lands. 

Situated along the Okanagan Lake next to the 

City of Kelowna, WFN is comprised of five re-

serves totalling 5,306 acres. Dating as far back 

as 8,000 years ago, the Okanagan people rep-

resent the First Nations and Native American 

people whose traditional territory spans across 

the Canada/U.S. border in British Columbia and 

Washington State. 

In 1963, WFN separated from the original 

Okanagan Indian Band, which occupies the 

northern part of the Okanagan Lake. Originally 

known as the Westbank Indian Band, the band 

changed its formal name to Westbank First Na-

tion. Chief Robert Louie told The Canadian Busi-

ness Journal, “We didn’t want to be recognized 

under the term ‘Indian’ of the Indian Act of 1951. 

We choose to be recognized as a ‘first nation’ 

— the first peoples of these lands. Community, 

Leadership, and Pride represent our core val-

ues, and we highly praise these values. We have 

a strong entrepreneurial spirit in our commu-

nity, and we are a very business oriented group 

overall. Our members understand the need to 

work and profit, and this spirit has led our drive 

to develop. We are also fortunate that we are 

located in one of the fastest growing regions in 

Canada, as Kelowna area usually ranks in Top 

10 in regards to growth. We are currently show-

ing about 20 per cent annual growth, and this is 

an extremely strong growth for a reserve — even 

when compared to a municipality.”

Spearheading the Growth
WFN structured its laws to accommodate devel-

opment, and not to frustrate those interested in 

doing business on WFN land. “As a self-governing 

nation, we have the opportunity to affect the 

business development, and this has been the 

major driver behind the rapid economic develop-

ment of the reserve. As a self-governing nation 

we have powers similar to municipal, provincial, 

and federal governments. Our developers and 

business partners tell us that we ‘move at the 

speed of business’, while in the past – when 

WFN still fell under the Indian Act – any develop-

ment faced many obstacles and red tape. As a 

self-governing nation we cut through the red tape 
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and provide an effective and efficient system that 

gives confidence and security to the developers 

and residents.”

“EDC”
To better serve business, WFN also launched its 

own Economic Development Commission (EDC), 

the first First Nation EDC in Canada. Dolores 

Ellingboe, the Chair of WFN’s Economic Devel-

opment Commission, said, “Our main focus is 

business attraction, retention, and facilitation. 

We feel that it’s important to engage and create 

positive working relationships and alliances with 

other local economic development commissions. 

Over the past few years we have focused on 

development of our Community Economic Devel-

opment Strategic Plan. We engage closely with 

our members and community, and seek their 

input on development. We are working to build 

an environment where Okanagan youth can work 

and build businesses, and to boost the nation’s 

confidence.”

The Four Food Chiefs (symbolically represent-

ing traditional food sources as well as spiritual 

aspects of the Syilx culture), incorporate Okana-

gan culture and history and guide WFN’s stra-

tegic planning, embracing entrepreneurial spirit 

without losing sight of Okanagan history and 

Churchill International Property Corporation, in joint venture with the Westbank 
First Nation and Property Development Group, are proud to present Okanagan 
Lake Shopping Centre in West Kelowna. 

Okanagan Lake Shopping Centre is home to a new eight-screen Landmark Cinema 
and the centre offers 127,000 sq. ft. of retail space of which about 70 percent is 
leased. 

• Tenants include Shoppers Drug Mart, Landmark Cinemas, Royal Bank, TD Bank, 
  Dollarama, Tim Hortons and Dairy Queen, along with other retail/service tenants. 
• Future phases will include a major food store and additional CRU and 
  pad tenants. 
• The initial phase is scheduled to open in Summer 2012.

For leasing information contact Churchill Property Corporation at 1.877.689.8500  |  churchillinvestments.com
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culture. The Four Food Chiefs manage different 

areas of the WFN development: Chief Black Bear 

(Governance), Chief Spring Salmon (Economy), 

Chief Bitterroot (Lands Management), and Chief 

Saskatoon Berry (Community). “To work as a 

community, we keep our band members well 

informed, knowledgeable, and educated, so they 

can have the confidence that we will do things in 

a manner that supports their opportunities going 

forward.” 

Focused on Results
Due to its strategic location along Highway 97 

– the main route connecting the region with the 

rest of the province – WFN focuses on develop-

ment of commercial real estate, including several 

shopping centres such as Snyatan Shopping 

Centre, Governor’s Landing, Governor’s Market, 

and the latest Okanagan Lake Shopping Centre. 

Jayne Fosbery, Economic Development Manager, 

said, “We are currently focusing on commercial 

development, due to our strategic location. It’s 

only natural to do so. We have 1.3 million square 

feet of retail real estate with an assessed value 

of about $1.2 billion. We have over 400 regis-

tered businesses, which range from national 

chains such as Home Depot and Wal-Mart to 

small local store owners. We are developing our 
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Recognized as one of Western Canada's leading authorities in 
real estate valuation, consulting and advisory services, 

Kent-Macpherson is pleased to provide expert advice to the 
Westbank First Nation.

304-1708 DOLPHIN AVENUE. KELOWNA, BRITISH COLUMBIA.  
TEL: 1.866.763.2236  |  WWW.KENT-MACPHERSON.COM

reserve to create opportunities for our youth. We 

want our youth to become well educated, but we 

also want them to return and utilize the oppor-

tunities offered within WFN. Going forward, we 

will continue to focus on commercial and retail 

development, as well as tourism and institutional 

development including health facilities and post-

secondary education.” 

Chief Louie added, “Besides commercial 

development, we also have traditional lands that 

are within the Okanagan Nation. These lands are 

a strong component of the Okanagan forestry 

industry. We currently manage some 150,000 

acres of land within our traditional territories and 

we operate our own logging company. The forest-

ry had been very successful and profitable for us 

even during the economic downturn. We are cur-

rently producing around 100,000 cubic metres 

of timber annually, while we manage the wildlife 

and water sources, maintaining sustainable ways 

of production.” Besides timber, WFN’s lands also 

offer some 14 million cubic metres of construc-

tion gravel, and WFN intends to start extracting 

this resource in the future. 

WFN also recognizes the importance of 

tourism in the region as a significant part of the 

economy. WFN promotes tourism ventures on the 

reserve through encouraging private investments 

such as 19 Greens, Two Eagles Golf Course, and 

Family Go-Karts. WFN also created a development 

partnership with the Treegroup nearby Peachland, 

redeveloping Ponderosa Golf and Resort. The luxury 

resort project connects golf, fine wine, and mild 

local climate into one of the top North American 

golf destinations (the golf course designed by a 

globally renowned course designer, Greg Norman 

Golf Design). The project expects to bring about 

$1 billion investment within 20 years, placing 

Peachland, WFN, British Columbia, and Canada on 

the map as a go-to golf destination. 

Cultural Revitalization 
As WFN becomes one of the most successful 
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First Nations, it uses its economic success to 

support and revitalize its culture. WFN invests 

in the revitalization of the Okanagan (nsyilxcen) 

language within the community, reintroducing 

the language back into elementary school educa-

tion, as well as in Westbank Child Development 

Centre. Chief Louie said, “As we have built our 

economic strength, we have put these monies to 

a good use, working to revitalize our culture and 

our nation’s pride. We worked for our members 

to recognize our language, our culture and who 

we are as a people. Some would think that devel-

opment would work against the tradition and the 

culture, but we worked to do just the opposite — 
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revitalize the culture, the language, and the com-

munity. As a result, we see the resurgence of in-

terest in our traditional arts and traditions. With 

this cultural resurgence, and with integration of 

cultural elements into education, I predict that 

within two generations our educational results 

will exceed the average set in British Columbia.”

Westbank has attracted investment to its 

lands since its self-government agreement of 

2005. The current investments on the reserve 

in 2010 generated annual tax revenues of $80 

million, $50 million of which goes to the federal 

government, and over the past decade WFN’s 

GDP has grown from some $100 million to $458 

million. Since 2005, WFN created 3,300 work-

ing opportunities, issued over $300 million in 

building permits, and attracted $245 million in 

construction investment. WFN has become a 

recognized entity in the Okanagan Valley, and 

works with governments and partners to sustain 

profitable, sustainable, and culturally appropriate 

development within and beyond its borders. CB  

WWW.WFN.CA
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A strong personality often stands behind 
a successful business, and AFi is one 
of them. The soft-spoken Founder and 
cEo Marie-Pier st-Hilaire has been 
entrepreneurial since she got her first 
paper route at the age of 10, and in 2011 
she was chosen as one of canada’s top 40 
under 40. The List honours outstanding 
achievements of exceptional canadians 
who are leaders in their chosen fields and 
who shape canada’s future.

headQuaRteRed in QueBeC City with a second 

office in Montreal, AFI stands out in the training 

industry due to unique approaches to training 

processes, and unprecedented quality of training 

centres and strategic consulting services. What 

started as a traditional training centre, Marie-

Pier St-Hilaire, Founder and CEO of AFI, soon 

wanted to do more for AFI clients. Today, the 

high-tech sector holds AFI’s knowledge manage-

ment, change management solutions, groupware 

services, and IT and office-automation support 

in the highest regard. The company provides its 

clients with capable and experienced trainers 

and consultants who helped build AFI’s compre-

hensive service offering and who continue to 

challenge the boundaries of technology to deliver 

exceptional training solutions.

St-Hilaire told The Canadian Business Journal, 

“As a training centre, we provide training for the IT 

industry software producers such as Microsoft, Or-

acle, and Citrix, providing classes for the users, and 

helping companies to become more efficient users 

of the various software products. We also provide 

IT consulting, knowledge management consulting, 

and change management consulting services. The 

IT industry moves fast, and we continuously train 

IT departments on new products and IT person-

nel as well. We are a certified training centre for 

companies that own the IT software market.”

CEO Marie-Pier St-Hilaire
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Besides training the IT sector, AFI also offers 

training and support in other related fields such as 

project management, process improvement and 

optimization, and leadership skills development, 

supporting clients’ employees in their development, 

and to achieve greater efficiency in their respec-

tive fields. “Using training and consulting, AFI’s 

true focus is on helping companies to get the best 

out of technologies, processes, and individuals.” 

To the question, “How did the company man-

age to become such a success story?” St-Hilaire 

said, “Our strategy is really simple — it’s the 

people. We hire high quality professionals and 

we hire from diverse backgrounds in our indus-

try, such as software development, knowledge 

management, HR, gaming, and so on. This ap-

proach helps us to grow fast, as each of these 

professionals brings their own unique views as to 

how we could help our clients in new ways. This 

is how we continue to challenge and change the 

training industry. We are also unique because 

besides training, we also offer consulting, which 

makes our approach really integrated.”

AFI trains the software clients across all 

verticals of the business operation — IT staff 

receives training on how to install and maintain 

AFI Trainer
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“Using training and 
consulting, AFI’s true focus is 
on helping companies to get 
the best out of technologies, 
processes, and individuals.”

— Marie-Pier st. Hilaire

the software, users learn how to use it efficient-

ly, and management learns about the upside of 

the newly installed system, bridging the communi-

cation gaps between the technical and the practi-

cal. The training sessions can range anywhere be-

tween half a day to full, five-day training sessions.

AFI offers the best in the training industry, 

from sessions and webinars, to social media 

and virtual classes. “We apply all the new tech-

nologies that can help us to provide better expe-

rience for the trainees. We also opened virtual 

web classes to make sure that our clients are 

able to participate on their own schedule, not 

necessarily following our training schedules, 

and we also use mobile platforms to provide 

more efficient and more integrated training 

solutions. While the industry is sticking to the 

traditional training models, we have won the 

market by using new platforms and approaches 

to help our clients’ training needs.”

Following the success of AFI’s training centre, 

the company opened its own consulting service, 

assuring that companies use their assets to 

the limit, providing business advice on key 

business aspects of knowledge management, 

change management, collaboration and social 

businesses, and supporting implementation 

the right processes, platforms, and solutions 

that address specific issues.

Offering services to the broadest possible 

audience and to better serve its clientele, AFI 

continues to hire bilingual staff, serving both 

French and English clientele. “While we provide 

training services in both English and French, cur-

AFI Team
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rently about 60 per cent of our staff are bilingual, 

and we’re working to transform our business and 

become fully bilingual so we can better serve our 

clients’ needs. Being bilingual is a huge advan-

tage as our local competitors are either French-

only or English-only.”

While Quebec and expansion in Canada mar-

kets are still the focus for the company, AFI does 

not rule out expanding in the United States as well 

as in Europe. “Our plan is to transform our indus-

try, and we are investing lots of money and time 

into opening new markets. We currently hold the 

competitive advantage in the training market, so 

we are looking into expanding further into Canada.

“We are currently growing at about a 38 per 

cent annual rate, and we want to continue this 

trend. Our plan is to continue to grow, but we do 

not want to become a company of 1,000 em-

ployees. We currently have over 100 employees 

and we want to continue our specialization and 

become the best in our niche, not to become a 

one-stop shop. We will continue to focus on our 

niche, which is training, consulting, high-level 

consulting, IT, and HR.”  CB  

www.afiexpeRtise.COm

To learn more about the comprehensive 
financial solutions we offer, contact us today.

• Corporate Solutions
• Investment Solutions
• Retirement Planning

Marie-France Delisle 
Investment Advisor, First Vice-President 

marie-france.delisle@cibc.ca
1 800 463-8317

CIBC Wood Gundy is a division of CIBC World Markets Inc., a sub-
sidiary of CIBC and a Member of the Canadian Investor Protection
Fund and Investment Industry Regulatory Organization of Canada.

CIBC Wood Gundy 
congratulates AFI Expertise 

for their success 
over the past 15 years
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Established in 1919, HH Angus represents 
almost a century of experience and technical 
leadership in canadian engineering and 
building design. The company builds strong 
relationships with its clients, which has 
resulted in over 70 per cent repeat business.

tOm haLpenny, ViCe-pResident Operations & 

General Manager with HH Angus & Associates, 

told The Canadian Business Journal, “We are 

in the business of designing building systems. 

The architects design the building and then they 

turn to us, as consulting engineers, to design 

and integrate the operational systems and the 

internal infrastructure into their design. While 

the architectural firm designs the envelope — 

the ceilings, floors, finishes, and so on, and 

the structural engineer designs the skeleton to 

ensure things stay in place, we engineer ev-

erything that’s behind the walls – the heating, 

cooling, and any specific operational needs the 

building may have, such as IT infrastructure, se-

curity systems, communications, vertical trans-

portation, lighting design and so on. We are a 

knowledge-based firm.”
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HH Angus engineers systems for both public 

buildings and commercial real estate. The com-

pany is currently working for Cadillac Fairview on 

the renovation of the Toronto-Dominion Centre, 

originally built in 1967 and designed by one of the 

pioneers of modern architecture, Ludwig Mies van 

der Rohe. After finalizing this Property Revitalization 

Program, Cadillac Fairview aims to gain Leadership 

in Energy and Environmental Design (LEED) Gold 

rating. To help achieve this, HH Angus is install-

ing newer, more energy-efficient systems, such as 

chilled beams — a modern convection HVAC system 

designed to heat or cool large buildings. 

Halpenny reflected on the use of new tech-

nologies in the industry, “Each time we take on a 

design, we look at the best way to provide efficient 

systems. The chilled beam system is a new way of 

providing cooling and heating to commercial build-

ings, taking the traditional under-the-window place-

ment and moving it up to the ceiling. This provides 

more efficient cooling and heating, and provides 

100 per cent fresh air into the space, making it 
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healthier and more comfortable for the occupants. 

One other innovation HH Angus brought forward is 

the heat recovery wheel. While we bring more out-

door air inside and provide healthier atmosphere 

in the buildings, this technology extracts and re-

cycles the energy before the air leaves the building, 

whether it’s heating or cooling.”

To the issue of new technologies, Barbara 

Bradley, Vice-President of Marketing & Business 

Development, added, “For us, sustainability is 

what we do. It’s in our DNA to always provide the 

best solutions possible. In fact, we designed our 

first energy efficient building back in the early 

1980’s, before ‘sustainability’ became a buzz 

word, and even before LEED (initiated in 1998), 

so we have been advising our clients on sustain-

ability for a long time. We view sustainability as a 

race without a finish line — as an ongoing pro-

cess, constantly improving and seeking new solu-

tions and innovative ways to satisfy our clients.”

Over the years, HH Angus has worked on a 

great many projects across Canada and around 

the world, including projects designed by some of 

the biggest personalities in contemporary archi-

tecture. Halpenny was hesitant to mention only 

a few of the names and leave out others, but for 

our readers, we learned that besides working with 

Frank Gehry on the Art Gallery of Ontario (AGO) 

expansion project, the company also worked with 
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HIGH PERFORMANCE 
BUILDING PRODUCTS 

• FANWALL® Technology
• Chilled Beams
• New Construction & Retrofit Air 
  Handling Systems
• Energy Recovery Systems

TORONTO
TEL: (416) 674-6744

HAMILTON/NIAGARA
TEL: (905) 309-8811

SOUTHWESTERN ONTARIO
TEL: (800) 626-3550

info@eficoncepts.com
www.eficoncepts.com

SERVING:
• Commercial Office Buildings
• Schools
• Institutional
• Industrial
• Municipal
• Healthcare
• Laboratory
• Pharmaceutical

Sir Norman Foster on the Leslie L. Dan Faculty 

of Pharmacy Building in Toronto, and with Moshe 

Safdie on the National Gallery of Canada in Otta-

wa. “While we don’t work with the famous names 

in architecture often, we know how to work with 

world class architects, and we like to work with 

them because it’s always interesting work.”

Some of HH Angus’ recent and 
current projects include:

aRt gaLLeRy Of OntaRiO

AGO has been a client of HH Angus since 1925, 

and the company worked on the AGO expansion 

(finished in 2007) designed by Frank Gehry. Hal-

penny said, “One of the challenges of this project 

was to design ‘invisible’ building infrastructure. 

From the AGO’s perspective as an art gallery 

hosting touring exhibits, the crucial criterion was 

consistent, controllable air quality, temperature, 

and humidity. Otherwise, exhibitors would not 

provide their valuable art to the gallery and insur-

ers would not cover them.” HH Angus delivered. 

The HVAC systems within the gallery viewing area 

are hidden from visitors, and all 70 gallery zones 

are fitted with dedicated sensors controlling the 

individual equipment in remote rooms. The AGO’s 

air management system received a very high rat-

ing among art galleries around the world, based 
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on its ability to safely exhibit the rare collections 

that the AGO is interested in.

sickkids CentRe fOR ReseaRCh & LeaRning 

With construction completion expected for 2013, 

this 750,000 square foot facility will serve as a 

hub where researchers can share ideas for the 

transformation of children’s health care. The 

building has been designed to target LEED Gold 

certification. Halpenny describes it as “a fairly 

large project, and we enjoy the challenges that 

come with that. We finished our design portion 

and the Centre is now under construction. We’re 

very proud of our work on this project.”

ROyaL JuBiLee hOspitaL 

HH Angus provided consulting engineering for all 

mechanical, electrical and vertical transportation 

services of this state-of-the-art 400,000 square 

foot project. Royal Jubilee Hospital is British 

Columbia’s first truly digital hospital, where end-

to-end IP-based network infrastructure allows 
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caregivers and patients more reliable and secure 

connection. The hospital features 500 beds, 

as well as an All Nations’ Healing Room which 

accommodates traditional First Nations’ healing 

practices and ceremonies.

Bradley commented, “Royal Jubilee Hospital 

has just received LEED Gold certification, and 

we’re very proud of the fact that this is one of 

the few hospitals in Canada that has achieved 

this certification. It’s the largest LEED Gold cer-

tified hospital in Canada. In terms of the design 

process, the LEED discussion takes shape early, 

determining whether the client chooses to have 

their building certified and, if they do, at what 

level (Certified, Silver, Gold, Platinum). Regardless 

which way the client chooses to go, we are always 

looking to deliver an energy efficient building.”

CentRe hOspitaLieR de L’uniVeRsité de 

mOntRéaL (Chum)

Dubbed ‘superhospital’ due to its massive size, 

CHUM is the largest project of its kind in North 
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America. The hospital complex will cover two blocks 

in downtown Montreal and, when complete, will 

feature 775 single patient rooms, 39 operating 

rooms, laboratories, a cancer centre, a library, and 

an outdoor amphitheatre. Halpenny said of the proj-

ect, “This facility is approximately 3 million square 

feet, with a construction cost of about $2 billion. 

It’s a very prestigious project, and we currently have 

about 60 team members dedicated to the project.” 

Not content to rest on its well deserved repu-

tation, HH Angus prefers to look to the future. 

The company continues to challenge technologi-

cal convention, and encourages employees to 

envision change by asking questions, fostering 

creativity, and promoting inventiveness — all with 

the singular goal of delivering innovative, effective, 

and efficient design solutions.  CB  

www.hhangus.COm
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Parkin Architects Limited focuses on 
designing and building public buildings such 
as hospitals, libraries, schools, fire stations and 
anything in between. offering services since 
1940’s, the company has participated in over 
1,000 projects in the past decade alone, and 

employs well over 100 experienced architects, 
designers, project managers, and staff.
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ADJELEIAN ALLEN RUBELI LTD
Structural Consulting Engineers

Adjeleian Allen Rubeli Limited is a Structural Engineering consulting �rm 
with of�ces in Ottawa and Toronto. 

Adjeleian Allen Rubeli Limited strives to be at the forefront of structural 
engineering technology so as to offer the best available professional 
advice and service to our clients. We consider engineering to be a 
profession in which problems are to be solved, not created, and in a 
manner which is professional, ef�cient and cost effective.

ADJELEIAN ALLEN RUBELI IS PROUD TO BE 
ASSOCIATED WITH PARKIN ARCHITECTS FOR MANY YEARS AND COUNTING.

75 ALBERT STREET, SUITE 1005, OTTAWA ONTARIO K1P 5E7  TEL: (613) 232-5786
4211 YONGE STREET, SUITE 615, TORONTO, ONTARIO M2P 2A9  TEL: (416) 487-4552  WWW.AAR.ON.CA
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paRkin aRChiteCts fOCuses on providing ser-

vices in institutional architecture, offering the 

experience of working with user groups that work 

in public institutions. Opposed to office build-

ings, which are not public buildings and where 

an architectural company simply works with one 

client, public building architecture needs to serve 

the public, and the architect needs to take into 

account the needs of the users. 

Harland Lindsay, Director at Parkin Archi-

tects, told The Canadian Business Journal, 

“While the general public understanding of 

architects being ‘people who design pretty build-

ings’, the challenge of institutional architecture 

is to provide buildings that work for staff and 

users. These buildings need to be as efficient for 

staff as they need to be comfortable and pleas-

ant. The buildings also need to minimize the 

amount of labour such as walking for the users. 

To do this, we need to know how buildings work 

on a day-to-day, operational basis, whether it’s 

a library or a hockey arena. Our firm has spent 

long hours in public buildings, watching, listening 

and learning how these buildings and their users 

operate, and we work to improve these spaces 

so the users can be better administrators, better 

nurses, better physicians, and so on.” 

To design an efficient public building, Parkin 
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TMP has enjoyed many 
years of successful 
collaboration with Parkin 
Architects on a wide variety 
of healthcare and sports 
facility projects.

William Osler Health Centre

Tel: 416-499-8000   |   tmp@tmptoronto.com  |  www.tmptoronto.com 

Since 1958, TMP has provided engineering services for the analysis 
and design of building mechanical systems – plumbing, medical 
gases, �re protection, heating ventilating and air conditioning, and 
building automation.  Our market sectors include healthcare, sports 
facilities, government, education, laboratories, pharmaceutical 
manufacturing, commercial, retail, performing arts, transportation, 
museums and art galleries. 

CONGRATULATIONS 
PARKIN ARCHITECTS

Hershey Centre

Architects often has to work with 40 to 50 user 

groups on any given project. Parkin Architects 

offers its clients the confidence of exceptional 

service supported by some 70 years of experi-

ence that allow the architects to work with the 

user groups efficiently, and offer alternative 

solutions to create required building efficien-

cies. “We need to work with the user groups 

effectively and efficiently. To do this, we listen 

to what the user groups think they want and 

need, and a big part of the challenge is to 

engage these groups and make them aware 

that we understand their business, and that we 

are able to offer alternatives that may address 

these needs better.” The most rewarding proj-

ects for Parkin Architects are the ones where 

the company works with clients who are willing 

to work with the company on addressing the 

user group needs and efficiencies, rather than 

demanding what they think they want. 

Parkin Architects Projects
Brampton Civic Hospital represents one of 

company’s notable milestone projects. Valued 

around $1 billion, the project was its first built 

under Alternative Funding Procurement (AFP) 

– a project financed by a third party, usually a 

consortium, which might usually be the builder. 
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Under this form of funding, the overall approach 

to the project changes for the architects as they 

do not answer directly to the users and the ulti-

mate building owner, but rather to the contrac-

tors forming a part of the consortia. “In regular 

funding we are employed by the owner, (say a 

hospital), develop designs and have contractors 

bidding on the construction price and the project. 

Under the AFP, we do not represent the interests 

of the hospital directly, rather the interests of the 

contractor or the developer.” Since this project, 

the company has seen a rise in such third party 

funded projects in construction of institutional 

buildings across Canada.

“Other interesting projects on which we have 

worked are a Level III Neonatal Intensive Care 

Unit for Rainbow Babies & Children’s Hospital 

at the University Hospitals in Cleveland, Ohio. 

We were very pleased to be hired for the project, 

beating our American competition. The unit is 

very innovative, children oriented, with 40 private 

rooms, and it’s a gem of a building in regards to 

usability as well as the exterior design.”

In a joint venture with Smith Carter, Parkin 

Architects led the inner functional design 

of the Women and Newborn Hospital in 

Winnipeg. With the intention to redefine what 

a hospital can mean to patients, staff, and 
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the community, the facility sets the standard in 

healthcare for leading-edge, energy-efficient and 

high-performance design, targeting LEED Gold 

certification. 

Parkin Architects has received an avalanche 

of awards. The most recent include: 2011 In-

ternational Corrections and Prisons Association 

(ICPA), President’s Award; Team Award (Depart-

ment of Peacekeeping Operations of the United 

Nations (UNDPKO)); 2010 Canadian Architect 

Award of Excellence, (in Association with Smith 

Carter Architects) Women and Newborn Hospital 

in Winnipeg, Manitoba; Design & Health Inter-

national Academy’s 2010 International Interior 

Design High Commendation, (in Association with 

Array Healthcare Facilities Solutions); Rainbow 

Babies & Children’s Hospital, Neonatal Intensive 

Care Unit at University Hospitals in Cleveland; 

and the list goes on.

While Parkin has participated in thousands 

of projects over the years, Lindsay says that 

the firm enjoys projects that offer a degree of 

challenge, some of which are located in north-

ern Canada. “What I find interesting is the chal-

lenge to the building sciences, because build-

ing and maintaining buildings in this severe 

climate is very different and much more chal-

lenging.” The company recently built a Rankin 

Inlet Correctional Centre, and also designed 

hospital renovations in Iqaluit.

Experienced in working with user groups in 

public buildings, Parkin Architects represent the 

pinnacle of Canadian institutional architecture. 

The company’s designs receive attention from 

the architectural community, as well as gratitude 

of those who use these buildings and who can 

better serve the public through Parkin’s efficient, 

intuitive, and pleasing design. CB  

www.paRkin.Ca
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A national training school for writers, 
producers, and directors with aspirations to 
work in television, film, and digital media, 
the national screen institute - canada 
(nsi), headquartered in Winnipeg, is a 
“school without walls”. They have delivered 
modern, comprehensive, and market-
driven courses for the past 26 years.

thROughOut its histORy, NSI has focused 

on storytelling. John Gill, CEO of NSI, told The 

Canadian Business Journal, “What we bring to 

the marketplace is a real understanding of the 

storytelling process and a fairly unique way of 

developing storytellers by honing their craft.

“Anyone coming to our organization has to have 

a love for storytelling, first and foremost. Not only 

do we provide training in how to tell a story and how 

to use the media effectively, but students will also 

make incredible connections within the industry.”

NSI’s strength is its close ties to the broadcast-

ing and film industries and its key relationships with 

a variety of media experts and mentors who provide 

invaluable evaluation and knowledge.

“A writer new to the industry who comes in 

with a script that gets read by the top people in 

the business, that person is going to be remem-

bered. You can’t put a value on that because it 

Members of NSI’s Board: (l to r) – Raja Khanna (co-chair); John Gill (CEO); Michael Levine; Brad 
Pelman (co-chair); Marcia Martin.
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is a huge part of your long-term success in the 

industry,” Gill summarized.

Developing Stories for the Screen
Since 2003, NSI has developed and delivered 

programs for Aboriginal content creators, such as 

NSI New Voices, a 14-week introductory course that 

trains young Aboriginal adults for creative and chal-

lenging employment in television and film.

NSI is renowned for its involvement in content 

development. Its courses develop not only the cre-

ators, but their projects as well, whether it’s a script 

or a series proposal that is brought into the course.

A flagship course for the institute, NSI Totally 

Television has been most successful in develop-

ing writers and producers who create scripted 

television concepts that ultimately secure broad-

cast development deals, of which some are fur-

ther developed and independently produced.

“Once it’s independently produced, we’re 

talking job creation, investment in production, 

and just huge impact beyond the scope of what 

you’d typically think of a project developed by a 

training organization,” Gill added.

NSI alumni have created recent hits such as 

the feature film Goon (directed by Mike Dowse) 

and Canadian television series Corner Gas 

(Virginia Thompson as executive producer).

NSI Totally Television teams at Banff 2011 – all three teams have series in development with CTV.
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NSI also recognizes its board’s level of indus-

try representation and values staff recognition of 

industry needs and trends.

“The link back to industry is very important 

to us,” Gill said. “The courses we are developing 

now are very market focused, because we suc-

ceed when our alumni succeed.”

Visionary Approach
nsi-canada.ca offers users an online short film 

festival and gateway to industry news, blogs and 

NSI alumni achievements.

And the National Screen Institute has plans to 

expand its digital media offering. The organization 

recognizes digital media as a significant, growing 

segment of the broadcasting and film industries 

and will design industry-driven courses to meet this 

demand, in addition to the digital training delivered 

through its existing courses.

“Digital is in the consciousness of everybody. 

More and more people want to create content for 

the digital platform,” Gill said. “If we’re serious 

about storytelling and media, we need to play 

a role in that space. We’ve bolstered the digital 

media and social media marketing aspects of 

our traditional courses. We need to find the best 

and the brightest that Canada has to offer, and 

give them the tools to create in that environment. 

NSI Drama Prize 1998 grad Michael Dowse (director of Goon, centre) with 2012 participants Dion 
Telesky and Holly MarchukNSI CEO John Gill
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Digital is a very big part of our future.”

Currently in development, NSI will offer a web 

series training course about content creation and 

the technical development of storytelling skills. 

Students will work to develop a web series, with 

the possibility of producing at least one episode. 

The web series course will offer transferable skills 

similar to other programming offered by NSI.

Industry Support
A not-for-profit, charitable organization, NSI is 

supported by the Province of Manitoba, Telefilm 

Canada, the City of Winnipeg, and a who’s who 

of industry partners. Following a major funding 

cut in 2008, the organization reengineered 

its courses to better connect with and reflect 

industry needs. Looking more toward the 

industry for its funding, NSI is making an effort to 

better tell its story.

“This organization has a phenomenal track 

record of success but didn’t brag about it, which 

became a detriment,” Gill explained. “We spent 

a lot of time talking about what we need to say to 

people about our organization. Doowah Design 

came up with a slogan for us – ‘Dammit we’re 

good … and you can be too’ – and in a meaningful 

way it captures the sentiment we want to convey.”

Moving forward, the approach is to add to 

this host of successful, relevant courses. NSI 

wants to develop additional, forward-thinking pro-

gramming opportunities. Gill summarized, “The 

need for us to maintain the quality of courses, 

training, and development all has to be part of it. 

We don’t want to lose sight of our mandate and 

we clearly want more people to come through our 

doors and receive our training.

“This organization really punches way be-

yond its weight class. We have such a great story 

to tell, and it’s not just about training, it’s also 

about acceleration and incubation of serious, 

meaningful Canadian content.” CB  

www.nsi-Canada.Ca

NSI Drama Prize 1998 grad Michael Dowse (director of Goon, centre) with 2012 participants Dion 
Telesky and Holly Marchuk
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210 SERVICES � WZMH	Architects

WZMH is a global architectural firm 
that has designed some of the world’s 
finest buildings since 1961.

“gROwing up in the development industry” 

with commercial developers in Toronto and 

across Canada, WZMH eventually followed 

developers south of the border, initiating 

work in the United States, and has today 

completed more than two dozen projects in 

the American market.
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Global Builder
WZMH has developed a strong international 

reputation with projects across the globe, includ-

ing Egypt, Kuwait, and United Arab Emirates. The 

company continues to pursue worldwide opportu-

nities, growing its global reach with recent proj-

ects in China and the Middle East.

WZMH focuses on large scale, commercial 

projects, including office buildings as well as 

work in the hospitality sector, like hotel construc-

tion. The popular hotel and resort chain Four 

Seasons has been a long-time client of WZMH, 

completing many major construction projects 

since the 1980s.

More recently, WZMH has grown its portfo-

lio with a high level of expertise in institutional 

buildings, such as court houses. One example 

is the Quinte Region Courthouse, under devel-

opment in Belleville, Ont. Carl Blanchaer, Prin-

cipal with WZMH Architects, told The Canadian 

Business Journal, “We have been one of the 

leaders in court house design recently in On-

tario and Canada.”

Currently, WZMH is responsible for more 

than $1 billion worth of construction projects in 

Ontario. Working alongside the governmental 

agency Defense Construction Canada, WZMH is 

designing a facility for the Canadians Securities 
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Durham Courthouse

For more than 35 years, TMP has 
provided mechanical engineering 
services to WZMH in the design of 
many signi�cant, high-pro�le projects 
in Canada and abroad.

CONGRATULATIONS 
WZMH ARCHITECTS

Since 1958, TMP has provided engineering services for the analysis 
and design of building mechanical systems – plumbing, medical 
gases, �re protection, heating ventilating and air conditioning, and 
building automation.  Our market sectors include healthcare, sports 
facilities, government, education, laboratories, pharmaceutical 
manufacturing, commercial, retail, performing arts, transportation, 
museums and art galleries. 

Bay Adelaide Centre

Tel: 416-499-8000   |   tmp@tmptoronto.com  |  www.tmptoronto.com 

Establishment. It is a major facility – in fact, the 

largest construction site in North America – and 

it represents a new addition to Ottawa’s classi-

cal landscape. Another project, measuring more 

than 1 million square feet, is in development in 

Toronto’s Queens Quay, a facility which will house 

the national banking headquarters of RBC. It is 

the first Leadership in Energy and Environmental 

Design (LEED) Platinum certified office building 

of downtown Toronto.

This focus on sustainability and 

environmental conservation has emerged as 

a significant piece of the construction sector. 

According to Blanchaer, the desire for LEED 

certification initiated in the public sector, but 

has now been surpassed by private contractors. 

Today, all WZMH projects are LEED certified.

A leader in the corporate architectural world, 

WZMH tailors user-specific corporate headquar-

ters for major clients in the pharmaceutical and 

software industries. WZMH also has roots in the 

residential sector, with much of its early work res-

idential-based. More recently, the firm has been 

a major player in Toronto’s lucrative residential 

market, with more than 2,000 units in develop-

ment. WZMH is also participating in the renova-

tion of one of its original Toronto sites, the Four 

Seasons Hotel, renamed as the Yorkville Plaza 
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and converted into high-end condominiums.

While many in the construction sector have 

struggled in recent years because of the eco-

nomic slide, WZMH reported quite the opposite – 

in fact, the past 10 years has been its strongest 

in terms of growth and production. Blanchaer 

said, “The Toronto condominium market didn’t 

miss a beat during that time. Also, alternative 

financing and procurement (AFP) delivery had a 

lot of projects that were brought to the market as 

design-build, finance-and-maintain instituational 

projects, which kept our industry busy.”

Building Unique
The architectural industry is diverse, but WZMH 

believes it brings a unique offering to the table. 

WZMH offers its clients value through high 

quality design at an affordable cost. Blanchaer 

summarized, “We have a particular expertise in 

managing very large, complex teams of consul-

tants to execute projects. The norm these days 

seems to be record times, so project managers 

are a huge aspect in keeping things on schedule 

and on budget. What else distinguishes us is the 

character of our design is distinctly modern.

“We think we’ve shown our clients – some 

of the biggest contractors in the country – that 

we have a particular expertise of managing 

a project’s procurement phase and then 

the actual execution phase. Our strength is 

balancing design with project management, 

including cost management. It’s a very specific 

skill that is different than the traditional 

design-build process, it’s something we’ve 

excelled with in Ontario, and we’re interested 

in exporting that skill to other parts of Canada 

and the United States.” CB  

www.wzmh.COm



Xzibit solutions216



Xzibit solutions

seRViCes CB  



218 SERVICES � Xzibit	Solutions

Launched in 2006 as full service marketing 
and tradeshow display company, Xzibit 
solutions provides canadian businesses with 
creative solutions for clients’ marketing needs. 
With the advent of mobile technologies, the 
company continues to introduce innovative 
and interactive ways to engage, entertain, and 
educate users about the products on display.

xziBit sOLutiOns pROVides its clients with years 

of experience in creating tradeshow and market-

ing displays of all sizes. While the small, portable 

displays take as little as five days to complete, 

the custom displays take anywhere between 

three to five weeks to design and produce accord-

ing to the clients’ specifications. As a full service 

exhibit company, xzibit Solutions supports clients 

with ongoing display maintenance and logistics 

throughout Canada. Today, with a large percent-

age of repeat business, the company’s production 

employs 15 highly-skilled employees, serving 76 cli-

ents in 2011 alone, including marketing companies 

that use xzibit Solutions’ display marketing special-

ization. As such, the company served some of the 

major Canadian companies such as Air Canada, 

Bell Canada, Bank of Montreal, Campbell’s, IBM, 

Miele, and Royal Bank of Canada.

The company’s experience provides its clients 

ThinkTel Microsoft Worldwide Partner Conference
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INSTALLATIONS • OFFICE MOVES • ONSITE FURNITURE 
TOUCH UPS • CUSTOM OFFICE FURNISHINGS • SPACE 

PLANNING • COMPLETE OFFSITE FURNITURE REFINISHING

NORTHSHORE’S FINEST
Keeping Professionalism in our Industry

WWW.CALLTHECREW.CA

with what they need the most — solutions 

and support for every type of event, aligning 

client’s business with suitable tradeshow 

architecture. Jason Godfrey, the President of 

xzibit Solutions, told The Canadian Business 

Journal, “We create, build, store, setup and 

dismantle displays to our clients’ display 

requirements. We produce portable as well as 

large tradeshow displays, and provide all the 

logistics in between. We service tradeshows, 

mall displays or any other marketing displays. 

While a part of the work is ‘off-the-shelf’ 

so to speak, we found that the majority of 

our solutions requires a certain level of 

customization, and that is mostly because 

we want to provide our clients with the best 

possible outcome for their display project. 

The project customization has become the 

strongpoint of our success.”

To better service its clients, xzibit Solutions 

also offers service support across Canada. “We 

have employees and partnerships nationally and 

across North America who provide display instal-

lations and maintenance for our clients, whether 

it’s a tradeshow, a store or mall display, and so on. 

This reliable support network allows us to better 

serve our clients and in return execute on time 

and on budget.”
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Tradeshow Logistics
Attending key tradeshows can mean the difference 

between surviving and thriving for a company; 

however businesses only have a limited timeframe 

to plan, organize and make decisions concerning 

tradeshows. This is where Toronto-based tradeshow 

display specialists xzibit Solutions step in. For a 

business, organizing a tradeshow attendance is 

a complex process with ever-present potential 

for disaster, while presenting the best of the 

company business. That is why xzibit Solutions 

offers clients full support during these exciting 

but trying times, managing everything from 

exhibit development to event logistics. On the day 

of the tradeshow, xzibit Solutions team delivers 

the logistics and the display installation so the 

clients can focus on what they do best — present 

their product and service in the best light to 

potential clients. One of company’s greatest 

strengths is its willingness to go the extra mile. In 

the case of xzibit Solutions, it’s offering 24-hour 

support on top of superior display solutions. 

Product Offering
The company recently added the new Eclipse mod-

ular and xpression stand fabric displays. Eclipse 

represents one of the most sought-after modular 

displays on the tradeshow display market. It makes 

a client’s tradeshow booth stand out against oth-

ers and it makes a more favourable impression on 

Jason Godfrey, President of xzibit Solutions
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the audience compared to its competition, offering 

a superior return on investment. The xpression 

is constructed of a tensed fabric, making it light-

weight, cost-effective, easy to clean and wrinkle 

free with endless configurations and layouts. This 

display offers a perfect solution for companies that 

travel with a limited number of staff. 

The Future of Display Marketing
xzibit Solutions continues to improve and raise 

the level of service and product offering to its cli-

ents. To do this successfully, the company keeps 

a close eye on the developments in the indus-

try and the rise of the more interactive display 

solutions. “We found that the market is changing 

from waiting for the market to come to you – repre-

sented by tradeshows – to catching clients in their 

environment, such as shopping malls, subway sta-

tions, outdoor festivals — places anywhere where 

the potential customers gather, making marketing 

display solutions more proactive.”

xzibit Solutions provides tradeshow dis-

plays and exhibit services that never let clients 

down, and does its part to make sure every 

tradeshow, marketing endeavor, and exhibition 

proceeds with the utmost attention to client 

satisfaction. CB  

www.xziBitsOLutiOns.Ca





gReat 
Canadian 
hOLidays & 
COaChes
growing Canadian pride

222

spORts & ReCReatiOn CB  



224 SPORTS & RECREATION � Great	Canadian	Holidays	&	Coaches

LaRRy hundt enteRed into the motor coach travel 

industry by chance as a university student in the 

1960’s, and remained in the travel business for 

life — and not a bad business either. Today, run-

ning over 50 coaches, Larry and Lorna Hundt and 

Great Canadian Holidays & Coaches represent a 

Canadian travel trademark synonymous with inno-

vation, operating the most modern fleet in Ontario, 

offering a broad array of multi-day tours geared 

towards the widest range of travellers. 

While the travel coach industry went through 

a dramatic number of changes since the com-

pany started in 1984, the Hundt family and Great 

Canadian Holidays & Coaches stayed on the top 

of the industry in Canada through creativity and 

innovation. The Canadian Business Journal spoke 

with Larry and Lorna Hundt, and their daughter 

Michelle, about their dedication to the Canadian 

motor coach travel business.

Larry Hundt said, “While we have been 

officially in the business since 1984, in 1990 

we took the real plunge and purchased our first 

motor coach. At that time, we had already decided 

that we would become the industry leader. We 

were the first in Ontario to purchase the Prevost 

European style coach. Prevost was a new product 

at the time, and all of our competition thought 

that we were foolish to do this. The beauty of 
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this scenario is that it turned out to be just the 

opposite, and it built the foundation for us— not 

just as a tour business but as a coach operation.”

Canadian Pride
Things started to change when the company 

decided to give its coaches more character by 

painting the scenes of Canada on the company 

coaches. The first “Canada from Coast to Coast” 

airbrush painting appeared in 1992, and was 

dedicated to the Canadian unity, marking the 

coach with the number 1867 — the year of Con-

federation. With the referendum in October 1995, 

with an imminent threat of separation of Quebec, 

the company worked with Ontario political parties 

at the time, and was hired to drive to Montreal for 

the rally only days before the historic vote. Stand-

ing centre-stage during making of Canadian his-

tory, the Hundts made a commitment to dedicate 

all company coaches to Canada and to promote 
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Canadian pride. The company also changed its 

name to Great Canadian Holidays & Coaches, and 

the coaches draw the attention of bystanders ever 

since as the pieces of art they are.

The Coach Holidays
The first advantage of a coach travel holiday is 

de facto avoiding the airport, as the airport has 

become much less people-friendly in recent years. 

Michelle Hundt Tupman, Director of Tour Opera-

tions, said, “While crossing the border, any kind 

of security check on a coach is far more pleas-

ant. The major advantage and value of taking a 

coach is that the traveller sees the whole journey, 

rather than just focusing on the destination. For 

example, we offer a 23-day California tour, and not 

only do people see California, they see everything 

in between. What we say is that ‘every day is a 

destination’.”

“We also offer ‘Fabric of Canada’ product, 

giving the travellers the opportunity to experience 

fellowship within the local communities. For ex-
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ample, our coaches stop at the Moose Jaw airport 

base and have lunch with retired air force pilots, 

railway operators in Nova Scotia, and so on. We 

are not only showing people attractions and des-

tinations but giving them personal connections to 

the people and locations and creating a personal 

experience.”

Fun & Worry-Free
The company researched and developed detailed 

plans for its tours, not just the destination, but 

also the locales along the road. The company 

carefully structured detailed trip plans to show 

travelers engaging landscapes and provide infor-

mation about the places they pass. Lorna Hundt, 

Managing Director, said, “We see our on-board 

Tour Directors as the catalyst for fun. Yes, there 

are parts of a trip such as border crossings that 

can be boring, but we developed techniques, 

whether it’s games, videos, sing-alongs, or an in-

formative and engaging commentary for our Tour 

Directors to use and provide entertainment when 

appropriate.”

Business Growth
The company recently purchased a former factory 

to better suit the needs and size of its operation. 

With 81,000 square feet and 12 acres of land, 
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this facility offers the space the company requires 

as it continues to grow. Larry Hundt said, “We did 

something rather unusual for a tour company — 

we started to expand to other businesses with 

which we felt synergy with our core business. We 

entered the automotive repair business focus-

ing on buses and trucks, and offering parking on 

our lot parking, and we have recently expanded 

into car and truck detailing. We really became the 

region’s only full-service fleet centre.”

The company continues to grow its business, 

building a Canadian tradition of coach travel. 

While the company diversifies into maintenance 

and truck and car maintenance businesses, the 

core values behind its service remain the same — 

providing high-value memorable experiences every 

day on every road. CB  

www.gReatCanadianhOLidays.COm

www.gReatCanadianCOaChes.COm
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Gigi Harding, CEO of Hand & Stone 
Massage and Facial Spa, has worked in the 
franchising industry for 23 years. Seeing 
almost no franchising competition in the 
Canadian health segment of massage therapy 
and facial services, she wanted to use her 
experience and bring a new franchise concept 
to Canada. Today, this idea brings Canadians 
Hand & Stone Massage and Facial Spas.

Hand & Stone launched its flagship store in 

Thornhill, Ont. in the fall of 2009. The concept 

behind Hand & Stone focuses on providing af-

fordable registered massage therapy, facial, and 

waxing services. Harding says, “The massage and 

facial experience at Hand & Stone provides our 

guests a comfortable, relaxing, and affordable 

retreat from their busy and demanding lives.” 

The company slogan says it well — Experience 

the difference of affordable luxury.

By August of this year, Hand & Stone will 

have seven spa locations opened in the GTA, 

namely Aurora, Burlington, Oakville, Richmond 

Hill, Thornhill, Whitby, and Woodbridge, and the 

company has many more interested franchisees 

on the list. Harding told The Canadian Business 

Journal, “Our expansion plans are starting in 

Ontario and will move across Canada shortly 

thereafter. We estimate that the Canadian mar-

ket can accommodate somewhere between 100 

to 120 franchise units altogether.”

Hand & Stone Massage and Facial Spas 

create a revitalizing experience for its guests, 

and the passionate spa professionals work har-

moniously, applying simple, natural processes 

that promote personal wellbeing. Professional 

Registered Massage Therapists and Certified 

Estheticians work to improve quality of life with 

convenient, affordable, relaxing, and luxurious 

treatments that are delivered in a warm, inviting, 

and comfortable atmosphere.

Gigi Harding
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Face Aroma Expert
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Hand & Stone Massage and Facial Spa 

franchise provides affordable luxury by focusing 

solely on massage, facial, and waxing, and not 

diversifying with other services such as mani-

cure/pedicure or haircuts as offered by some of 

the competition. The other upside for the client 

is that Hand & Stone only hires Registered 

Massage Therapists, which are covered by most 

extended healthcare benefit programs. Hand 

& Stone locations are open seven days a week 

with extended hours, working to accommodate 

their clients’ busy schedules. “What we found 

when we entered the marketplace was that cus-

tomers couldn’t find Registered Massage Thera-

pists, and they couldn’t find them in the hours 

during which they wanted to go.” To give clients 

Couples Massage
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Family owned and operated 
since 1994, Silcom Interiors & 
Contracting Inc. is a full service 
general contractor, which prides 
itself on the quality and service 
provided.

146 Rivalda Road, North York, Ontario, M9M 2M8
Of�ce: 416-398-6638   Fax: 416-398-4987  silcom.interiors@bellnet.ca

Silcom Interiors & Contracting Inc. offers a 
full range of services:

• General contracting and 
  construction management
• Budget and cost estimations
• Drywall and drywall partitions
• Millwork

• Painting
• Demolition
• Site preparation
• On-site skilled labour

exceptional service, Hand & Stone stays open 

late, closing its doors at 10 p.m. during week-

days, and 6 p.m. on Saturday and Sunday. 

The public commonly assumes that massage 

and spa services generally fall under the umbrella 

of the ‘discretionary expenses’, however, to this 

Harding said, “This assumption does not apply to 

Hand & Stone, and the reason why is that we work 

to bring affordable massage to the masses so to 

speak, that’s why we offer registered massage 

therapy and facials at affordable pricing. For exam-

ple, your neighbourhood day spa charges anywhere 

between $80 and $140 for a 50-minute massage. 

We contest this, and our Introductory Relaxation 

Massage starts at $54.95, and while we are afford-

able, we still provide the luxury setting you would 

expect from a day spa.”

“The Hand & Stone franchise system fully 

supports its franchisees. As a franchisor, Hand 

& Stone provides a turn-key operation and ongo-

ing input, feedback, and direction to the franchi-

sees, while the individual franchisees also have 

the opportunity to put their own entrepreneurial 

flair on the business. While reducing the risks 

that new businesses have to face, what attracts 

people to franchising is that, while there are no 

Your #1 insurance specialist 
in the complementary healthcare industry 
for individuals, studios and franchises 
for over 15 years.

Contact Nate Tedesco   
1-800-265-2625 x 324  |  ntedesco@lmicanada.com   
www.lmicanada.com 

Spa, Massage, Yoga and much more!
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guarantees, franchisees have a higher success 

rate compared to independent startups. Fran-

chisees also have the opportunity to talk to their 

peers and exchange ideas, creating a group that 

makes them stronger.”

The franchise location directly connects the 

franchisees with the communities in which they 

operate, and in order to succeed the franchisees 

establish themselves in their local communities, 

working to create relationships with the local 

associations, community events, schools, fire 

department, and even police to provide services 

within the community. “We urge our franchisees 

to work with their communities, and build con-

nections to grow their business.”

While the company launched its flagship 

location in October 2009, right in the middle of 

the economic storm, the recession did not af-

fect the company business in the least. Harding 

said, “While during the recession people tend to 

spend more money at home, people also tend to 

spend more money on smaller items. For exam-

ple, people will reduce their vacation spending 

but will still spend on everyday pleasures such 

Hot Stone Massage
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as makeup and other small items, so we did 

not see a reduction in our business; we actually 

saw a growth. People don’t want to cut wellness 

expenses — they just look for a more affordable 

option. We were actually surprised how big the 

need for affordable massage and facial services 

in Canada was, and how well our business grew 

during this period.”

Hand & Stone Massage and Facial Spas create 

a revitalizing experience and its Registered Mas-

sage Therapists and Certified Estheticians work 

hard to promote personal wellbeing and comfort. 

The luxury, convenience, and affordability of 

Hand & Stone compares second to none in 

Canada, and the company expects to grow its 

franchises across Canada and fill the void of 

affordable luxury in the Canadian market. cB  

www.HandandStone.ca

Hand & Stone Entrance
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“sharing a fishing experience, there is 
nothing like it on the planet. That early 
morning sunlight on a quiet lake sharing 
experiences and dialogue; what a great 
social network that is, just sitting and 
talking, which is a lost art. Fishing brings 
that all back.”

angeLO ViOLa, hOst and Executive Producer of 

The Fish’n Canada Show, has translated a life-

long love with fishing into Canada’s longest-run-

ning and most watched outdoor television show.

Pioneers of recreational television program-

ming, the history of The Fish’n Canada Show 

dates back more than 30 years. What started 

as a how-to video on bass fishing, Viola and his 

brother Reno piqued the interest of local televi-

sion networks, Global Television and then CBC, 

to produce a full-fledged weekly television show. 

The brand has also hosted its Outdoor Journal 

Radio Show for the past 15 years.

Brand Building
In 1988, The Fish’n Canada Show shifted to 

CBC for the next five years, a period which Viola 

attributes to the evolution of the show’s brand. 

As North America’s first over-the-air network 

broadcast of a fishing series, it was a major coup 
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www.colemancanada.ca 

COLEMAN CANADA
a proud partner of the Fish’n Canada Show for over 20 years

As an international leader in the development of outdoor products, The Coleman 

Company, Inc., helps you have fun and make memories by providing innovative and 

exciting gear that is vital to all your favorite outdoor experiences. 

Ezio Sbrizzi VP/GM of Coleman Canada and Angelo Viola
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Nourish your memories. 
 Not bugs.

Serious bug protection.

Muskol® is specially formulated for adults and children 12 years and older.  
® Registered trademark of Schering-Plough Canada Inc. Schering-Plough Canada Inc.,  

is a subsidiary of Merck & Co., Inc. All rights reserved. 
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sail.ca

BURLINGTON 
2208 Industrial Street 
Burlington, ON 
L7P 0N6

VAUGHAN 
137 Chrislea Road, Unit 1 
Vaughan, ON 
L4L 8N6

OSHAWA 
665 Laval Drive 
Oshawa, ON 
L1J 0B6

 An Adventure in the 

GREAT INDOORS
SAIL is a proud sponsor of
The Fish’N Canada Show

Pete BowmanAngelo Viola

for The Fish’n Canada Show, expanding from its 

previous regional broadcasts.

The Fish’n Canada Show achieved its 

largest average minute audience (745,000) 

during these years. Even as television has 

become more fragmented, The Fish’n Canada 

Show maintains a strong average minute view-

ership (300,000) in its syndication format 

with Global Television.

As the popularity of The Fish’n Canada Show 

increased, so too did angling and recreational 

fishing. Fishing is among the largest recreational 

activities in all of North America and, in Canada, 

licensed anglers make up the country’s largest 

single recreational activity group.

“It started growing and we kept developing 

the show,” Viola told The Canadian Business 

Journal. “It’s a very large paternity and doing tele-

vision programs to feed that is pretty logical.

“What sets us apart is that we are a produc-

tion company that is involved in the fishing indus-

try, rather than a fishing company that is involved 

in the broadcasting industry. Our program is 

designed for television.”

Leading the Industry
The Fish’n Canada Show has set the benchmark 

in outdoor television programming. The show’s 
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AS A PROUD SPONSOR OF  FISH’N CANADA, WE WOULD LIKE TO 
CONGRATULATE ANGELO AND PETE ON THEIR CONTINUED SUCCESS!

FoodSaver® vacuum sealing systems are really “�sh and game-savers”. FoodSaver® 
Bags are proven to help prevent freezer burn better than the leading freezer bags 
on the market. They are also an excellent way to store non-food items for hunting, 
�shing and camping trips. Once you use the FoodSaver® vacuum sealing system, 
you’ll see how quickly it becomes an essential part of your gear.

CONTACT TIM BAILEY AND ASSOCIATES: 
RAY HARMS (604) 649-0415 , ARNOLD JANZ (204) 791-0770
Connect with FoodSaver®   |  www.foodsaver.ca

A True North Experience

Chaudiere Lodge is a 17-acre, Five Star resort with 14 
cottages spread over ½ a mile of water front.

At Chaudiere Lodge you can experience world-class 
�shing, canoeing, kayaking, photography and much more. 
Located in one of the most dynamic ecosystems the North 
has to offer, whether you come to relax with the family or 
party with friends, our guarantee to you is this: you will 
leave with new friends, unforgettable memories and an 
addiction that only a return trip will quench. 

www.chaudierelodge.com

variety of personalities highlights its popularity. 

Any given week, the audience connects with a 

different angler.

“I think our strongest attribute, and the big-

gest difference with our brand, still to this day 

is that our personalities are regular people,” 

Viola said. “We talk like regular people, wheth-

er it’s on screen or live in-person, we have the 

same kinship with our viewers as any two fish-

ing buddies would have.”

Reno Viola, and then Peter Bowman, co-

hosts, have been instrumental in establishing the 

legacy of The Fish’n Canada Show.

“In the early days, we didn’t even see it as 

a career, let alone establishing one of the lon-

gest-running television brands in the country,” 

Viola said. “It has been a monumental task, 

and it has taken a lot of people and resources 

to bring [the show] to where it is today. Now 

that we’re at the top of the heap, it’s put the 

fear of God into us because it’s made us work 

that much harder to maintain it.”

Viola attributes the show’s roots to a his-

tory in tournament fishing, “I daresay we were 

responsible for how Canadian anglers view 

fishing today. We’ve gone from a total catch-

and-kill notion to a society of all catch-and-re-

lease fishing. I think the fishing that we have in 
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www.algomacountry.com

Algoma is a place that will capture your heart. It's landscape 
that is thick with old growth trees during the summer which turn 
into a sea of vibrant colours in the fall; a crisp winter playground 
of ice and snow that awakens in the spring. Algoma is Canada's 
Great Outdoors.

Congratulations, to our great partner and friend, Ang Viola

this country today is as good if not better than 

it was 30 years ago, and that all has to do with 

the management tools that we helped pioneer 

through television.

“We’ve created the new wave angler. We’ve 

brought a lot of concepts to the television screen, 

techniques that we picked up from southern 

pro fishermen who we were rubbing elbows 

with in competitions. We translated these an-

gling styles to television, sharing them with the 

Canadian viewers, who in turn picked up on 

these tricks of the trade and it started sweep-

ing across the nation.”

Viola urges everyone to get out and try the 

life altering experience that is fishing. Noting a 

tremendous renaissance and interest in angling, 

there is an urge to reattach to the fishing world, 

and to share the outdoor experience. CB  

www.fishnCanada.COm



pRaiRie west teRminaL 
grain Handling from seed to sale



pRaiRie west teRminaL 
grain Handling from seed to sale

suppLy Chain & LOgistiCs  CB  

246



248 SUPPLY CHAIN & LOGISTICS � Prairie	West	Terminal

Located in West central saskatchewan, 
Prairie West terminal (PWt) started 
as a joint venture in 1998 with just 
10 employees but is now 100 per cent 
producer-owned and has grown to employ 
about 30 people. While the company 
does not consider itself a large player, 
PWt has a head office and concrete 
terminal located between the villages of 
Dodsland and Plenty, sask., as well as four 
additional grain handling facilities in the 
towns of Plenty, Dodsland, Luseland, and 
Kindersley. With more than 78,000 metric 
tonnes of storage (2.8 million bushels) the 

company handles around 420,000 metric 
tonnes (15 million bushels) of grain a year.

pRaiRie west teRminaL serves as a handling 

agent, purchasing grain from the producers, 

distributing it across Canada to ports in Vancou-

ver, Thunder Bay, Prince Rupert, and Churchill, 

as well as selling directly overseas. PWT primarily 

handles wheat, durum, canola, and barley, but 

continues to expand and grow into new markets, 

buying and selling commodities such as peas, 

lentils, and flaxseed. 

Chad Campbell, CEO of Prairie West Terminal, 

told The Canadian Business Journal, “We buy the 
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grain directly from the producers, and as an inde-

pendent handler, we focus on providing a personal 

service to the producers. In the past we have been 

a handling agent for the Canadian Wheat Board 

(CWB), but the Wheat Board is losing its monopoly 

starting August 1. This being said, the smaller, 

independent terminals such as ourselves have a 

definite advantage going forward.”

To better serve the producers and clients, 

Prairie West Terminal holds stakes in sundry busi-

nesses such as logistic and port facilities which 

has allowed the company to remain profitable while 

still providing a strong dividend for the sharehold-

ers and good return for the producers. With a stake 

in GNP Grain Source – a company that manages 

PWT’s rail and port logistics for grain shipping – it 

helps to effectively and efficiently manage the 

schedules for railcars and shipping vessels. With 

the partnership for grain logistics, it also reduces 

problematic and time consuming milestones that 

can arise while shipping, which therefore allows 

PWT the capability of assuring the client that the 

product will arrive as scheduled.

Along with the buying and selling of grain 

from the producers, Prairie West Terminal also 

supports the farmers through continuous com-

munication about the grain market(s) and pro-

viding crop support. The company provides a 

number of Crop Input services such as seed and 

fertilizer, soil testing, and agronomic advice on 

farm supplies. As well, it offers marketing advice 

and grain sampling which gives the producers 

an estimate on the grading of the grain and how 

much it may be worth.

“We build very personal relationships with 

the producers and create a level of trust. While 

our profits come from the grain handling fees, 

we maintain our relationships by providing 

producers with advice on how to maximize crop 

returns. We provide as much value-added ser-

vice as we can!” CB  

www.pRaiRiewestteRminaL.COm
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Water is vital to quality of life, and access to fresh water is essential to 
human wellbeing. The Region of Peel’s Lakeview Water treatment Plant 
provides high quality drinking water to almost one million residents in 
the Region of Peel and Region of York. Located west of toronto, the 
Region of Peel consists of the cities of Brampton, Mississauga, and the 
town of caledon. sourcing water from Lake ontario, the Lakeview 
Water treatment Plant is currently being expanded to service growth in 
the region. Andrew Farr, Manager, treatment capital, Water Division, 
told The Canadian Business Journal, “Lake ontario is a great raw water 
source for drinking water. The lake provides drinking water for millions 
of people but it also receives our wastewater, so we need to have well-
planned treatment processes that meet today’s needs, meet water quality 
requirements, and can take on the challenges in the future.”
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Facilities’ Expansion
The Region of Peel operates two water treatment 

facilities and two wastewater treatment facilities, 

as well as pumping stations, reservoirs, water-

mains, and sanitary sewers. As Peel’s popula-

tion continues to grow, the Region’s water infra-

structure requires expansion in order to provide 

enough quality water for Peel residents.

The Region of Peel is one of the fastest grow-

ing municipalities in Canada. Peel’s population 

has grown from 352,703 in 1975 to 1,159,400 

in 2006; population projections show that Peel 

will have 1,571,000 inhabitants by 2031. With 

this fast growth, water infrastructure represents 

one of the major infrastructure challenges, 

and Peel’s Water Division has addressed the 

capacity issue by expanding its two water 

treatment facilities — Lorne Park Water Treat-

ment Plant and Lakeview Water Treatment 

Plant. “As far as drinking water capacity goes, 

the Lakeview and Lorne Park Water Treatment 

Plant expansions, once finished, will supply 

enough drinking water for the Region of Peel 

until at least 2031. However that’s just the 

plants themselves. During this time there will 

be other projects that will need upgrading such 

as watermains, pumping stations, and reser-

voirs that will carry on for the next 20 years to 
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Glover-Hill Inc.
M E C H A N I C A L  C O N T R A C TO R S

Established in 1976, Glover-Hill Inc. Mechanical Contractors has vast experience 
as a TSSA certified pressure piping, process piping and fuel oils piping contractor. 
The company’s skilled background in Waste Water and Water Treatment, 
co-generation, power plants, and steam distribution pipeline installation projects 
has earned Glover-Hill recognition as a leader in a highly specialized field. 

Glover-Hill provides a complete range of plumbing, heating, ventilation and air 
conditioning services on commercial and institutional projects. Our experience 
includes hospital, medical, gas and laboratory installations where attention to 
detail and safety are of paramount importance.

Process piping in large manufacturing facilities, including air, high-pressure steam, 
and natural gas are common assignments for Glover-Hill. Our background 
includes specialized installations in the automotive industry, such as stainless 
steel paint and process piping systems. 

Glover Hill Inc. Mechanical Contractors is absolutely dedicated to promoting 
tradesmanship and recognizes the trades as the basis for success. Our 
company enforces the completion of the apprenticeship program by all field 
workers and upholds the time-honoured values respective to the education and 
experience required in becoming a tradesman. These values are entrenched in 
our philosophy as a company and there by extend to our customer service. 

R E C E N T  P R O J E C T S :

G.E. Booth (Lakeview) Water Pollution Control Plant
Region of Peel. Mississauga, ON.

Lakeview Water Treatment Plant: Contract 8 Expansion
Region of Peel, Mississauga

Duffin Creek Waste Water Treatment Plant 
Region of York/Region of Durham, Pickering, ON.

Philip H. Jones Water Pollution Control Plant: Penetanguishene, ON.

1 Station Street, P.O. Box 610
Thamesford, Ontario   N0M 2M0

Phone:  519-285-3932   Fax:  519-285-3093
Email:  glover.hill@bellnet.ca  Website: www.glover-hill.ca

Committed to highly skilled 
tradesmanship since 1976
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Maple Reinders is a construction company serving clients  
in the industrial/commercial/institutional, municipal  
infrastructure, and environmental sectors across Canada.

Design/Build
Construction Management
P3 Project Delivery

Visit us on the web at:  www.maple.ca
0r call us: 1 888 416-2753
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support growth in Peel’s population. All proj-

ects are outlined in Peel’s Water and Waste-

water Master Plan which is reviewed regularly 

to ensure infrastructure is constructed in an 

economical and timely fashion.”

The Lakeview Water Treatment Plant cur-

rently has a capacity of 820 megalitres per day, 

and the expansion will increase this to 1,150 

megalitres per day by mid-2014. The Lorne Park 

Water Treatment Plant underwent an expansion 

in 2002 increasing its capacity to 345 megalitres 

per day, and with an additional expansion, the 

facility will be able to provide 500 megalitres per 

day by late 2012. 

TRUST
Municipalities across Ontario trust the Ontario Clean Water
Agency (OCWA) to operate their water and wastewater 
facilities — efficiently and effectively.  

That’s because we take our commitment to clean water,
community health, and the environment, just as seriously
as they do.

If your community is challenged by water or wastewater 
issues … think OCWA.

Think trusted partner.

For additional information, or to enquire about job opportunities, call us at 1-800-667-OCWA or look us up on the internet at www.ocwa.com.
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Project Challenges
“The Lorne Park and Lakeview Water Treatment 

Plants are both operating water plants, so as far 

as the challenges go, the major issue is to keep 

these plants running while we are undertak-

ing these upgrades. This engineering challenge 

represents the hardest part – and also the most 

rewarding,” Farr said. “We are making major 

changes to the Pumping and Treatment build-

ings, but at the same time we have active treat-

ment processes and pumping systems working 

in the building, so we need to work around and 

tie into these active processes. As we are demol-

ishing the old and building the new, we must be 

continuously producing water for the Region of 

Peel customers.”

Water Quality and Treatment
To maintain the highest water quality for the resi-

dents of the Peel Region, the facility performs qual-

ity tests on thousands of water samples collected 

throughout the year, testing for microbiological, 

inorganic, and organic contaminants, operational 

checks and additional regulatory testing. 

In the water treatment plant, water passes 

through ‘travelling screens’, removing large 

debris; following this, a coagulant is mixed into 

the water. Slow mixing of this liquid (flocculation) 

LEADING INFRASTRUCTURE TO A NEW DEPTH

With over 40 years experience in the public and private sector, Moretti has merged 
innovation with expertise in the sewer and watermain industry.

7899A Huntington Road, Vaughan. ON  L4L 1A5
 
Tel: 905-265-7990 | Fax: 905-265-7988
Email: info@moretti.ca  |  www.moretti.ca
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helps particles to collide, forming larger and 

heavier particles (floc). From here, the water 

passes sedimentation where the floc is removed. 

Finally, the water travels through layers of 

gravel, sand, and granular activated carbon 

removing remaining particles and chlorine-

resistant bacteria (filtration). Besides this, with 

the ongoing expansion, the plant also added 

the latest in water treatment technologies. Farr 

said, “We are building two of the most advanced 

water treatment plants in the world, and we are 

doing it on a very large scale. The plants now 

use technology such as membrane filtration, 

as well as UV and ozone disinfection. Much of 

this technology is provided by Ontario-based 

companies that are global leaders in water 

treatment technologies.”

Taking on the challenges of a growing popula-

tion and facilities expansion, the Region of Peel’s 

Water Division continues to work and improve 

water quality provided to 1.3 million residents of 

Mississauga, Brampton, and Caledon. CB  

www.peeLRegiOn.Ca/pw/wateR/wateR-tRtmt/
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