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Enter the Dragon

Brennan O’Connor, Business Edge

Robert Herjavec is building a powerful IT security and infrastructure integration presence
with the Herjavec Group, but the Canadian entrepreneur has found a new passion – TV. The
CEO loves his role as a panelist on CBC-TV’s Dragons’ Den and meeting up-and-coming 
business stars. See 20 Questions on Page 8.

IT entrepreneur stays cool in Den

C o rp o r a t e
c h a ri ty to
be tested by
s l o w d o wn
Fundraisers await fallout
from economic slump

By Laura Severs
Business Edge

Canada’s corporate sector has stepped up to 
the plate this year when it comes to charitable

donations, even with a global economic slowdown
eating into its bottom line.

But that good news could be fleeting. 
Most companies put their charitable plans in

place early in the year and prospects for 2009 are
not looking anywhere near as bright as the begin-
ning of 2008, when both the Canadian and world
economies were much stronger.

Officials in Canada’s fundraising sector remain
hopeful economic conditions will turn around
next year, but they say it’s too early to tell what 
effect the downturn will have on corporate charita-
ble donations in 2009.

“Most United Ways do their corporate cam-
paigns pre-campaign (before the full campaign
launch). The economic downturn didn’t happen
until September, so there we’re tracking ahead of
last year,” says Bonnie Morris, vice-president of
resource development for the United Way of
Canada. 

See STUDY                                      Page 3

The Answer to Your
Mailing & Printing Needs

See Page........6
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A new study says Canada’s demand
for energy rose 5.5 percent last year 
as consumption increased in the
c o u n t ry’s industrial, transportation,
residential and commercial sectors.

Statistics Canada reports Canadians
consumed 7,968 petajoules of e n e r gy
in 2007, up from 7,551 in 2006.

E n e r gy use derived from the three
main fossil fuels – natural gas, refined

petroleum products and coal – rose
seven percent.

The largest user of e n e r gy was
the transportation sector, where 
consumption rose 5.1 percent and 
accounted for about 31 percent of
final demand.

Consumption in the industrial sec-
t o r, the second-largest user of e n e r gy,
was up 6.6 percent, due primarily to
increased demand in mining, oil-and-
gas extraction, and iron and steel. 

Industry’s thirst grows for fossil fuels 
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“The corporate impact could be
next year. When we now think of
the economy, we wonder where the
bottom is. The question is, will it 
come back in time for next year’s 
donations?”

H o w e v e r, a recent U.S. study may
bode well for the future.

The Boston College Center for Cor-
porate Citizenship survey, released in
m i d - N o v e m b e r, showed that half o f
the 50 members surveyed believe that
corporate citizenship will become
more critical to corporate reputation
and business success, even as corpo-
rate budgets get slashed. 

Most of the rest believe the situa-
tion will remain unchanged, while
less than 10 percent see the corporate
role diminishing.

Michael Hall, vice-president of
research for Toronto-based Imagine
Canada, says the study is encouraging.

“ To me, it just shows that although
many people expect this kind of e c o-
nomic downturn will make business
look at their community inv e s t m e n t
and reduce it, this is quite the oppo-
site,” says Hall.

Imagine Canada, which works to
advance the role and interests of
the charitable and voluntary sectors,
recently completed a major research
project on corporate philanthropy.

The project examined 93 of
Canada’s largest companies (annual
revenues exceeding $25 million) and
their community investment prac-
tices, providing the first-ever, compre-
hensive portrait of business contribu-
tions to charities and non-profit
organizations in Canada. 

In part, it showed that 50 percent of
companies surveyed are meeting or
exceeding the contribution standard
set by Imagine Canada’s Caring Com-
pany Program (one percent of p r o f i t s
to be directed to charities and non-
profit organizations).

Other findings included:
• Ninety seven percent of the large
corporations in the study made finan-
cial donations to charities and non-
profit organizations.
• Leaders of Canada’s largest corpora-
tions have very positive attitudes
about the charitable sector.
• Almost eight in 10 (79 percent)
agreed that most businesses would
donate to charity, even without finan-
cial benefits.
• Most (71 percent) strongly agree
that these organizations generally 
improve the quality of life in Canada.

Like United Way’s Morris, Hall says
that it’s premature to talk about what
the global downturn will mean when
it comes to corporate charitable con-
tributions in 2009.

Steve Baker, president of the board
o f directors of the Edmonton chapter
o f the Association of Fundraising Pro-
fessionals (AFP), agrees it may be well
into 2009 before any new trend is 
noticed. “By that, I mean whether or

not there are going to be some com-
panies that make a dramatic change,”
he adds.

The AFP represents more than
30,000 members in 200 chapters
around the world that work to ad-
vance philanthropy through advo-
c a c y, research, education and certifi-
cation programs.

Baker says it’s quite possible that
some industries and some companies
could scale back their corporate 
giving – but that provides others the
opportunity to step in.

“There will be those, no doubt, that
will for varied reasons – all very justi-
fied – have to reel back more than oth-
e r s . But there will be others that will
step up to the plate even more,” says
Baker.

“A corporation wants to thrive, and
they thrive in a community that’s
h e a l t h y. A healthy community pro-
vides a healthy economy so it eventu-
ally comes back around.”

The Toronto-based Salvation Army
also remains optimistic about corpo-
rations and charitable donations.

“So far, we’re pretty consistent
when it comes to corporate dona-
tions,” says Andrew Burditt, Territorial
public relations director for the Salva-
tion Army.

“ We’re definitely not up, but so far,
we’re doing OK . . . They might not be
giving as much, but they are still giv-
ing.”

Wal-Mart Canada is playing a big-
ger role in the Sally Ann’s annual
Christmas Kettle Campaign. 

Even though it has allowed the
fundraising program at its stores in
the past, it has now partnered with the
Army for the first-ever national Ke t t l e
Campaign launch in cities including
C a l g a ry, Edmonton, Ottawa, Saska-
toon, Scarborough and Vancouver.

TAXI Inc., a Canadian advertising
and design company, is also joining
the Army and has been distributing
jackets to the homeless in Va n c o u v e r,
Calgary, Toronto and Montreal.

Other corporate sponsorships and
involvement are pending.

“What our take is on this so far –
anything to do with donations – is
that it’s really too early to know how 
it will affect us. But the services we
provide will not stop, we will not cut
services,” Burditt says. 

“ We have always found a way
through a century and a quarter to
make things work, and we will con-
tinue to do that.”

Meanwhile, according to a new poll,
a majority of individual Canadians
plan to tighten their belts on gift

shopping and entertainment this
Christmas, but 82 percent say they 
will give as much or more to charity,
in part because they realize the 
poor need their help even more this
year.

According to the Ipsos Reid poll
conducted for World Vision, charita-
ble giving will be the last of five areas
where Canadians will cut back.

Dining out will be the first to go,
with 74 percent indicating that they
are likely to trim this expense, fol-
lowed by Christmas gifts and enter-
tainment (72 percent) and then cloth-
ing purchases (70 percent).

By comparison, when it comes to
charitable giving this Christmas, 56
percent indicated they are likely to 
reduce the amount they will spend.

(Laura Severs can be reached at
laura@businessedge.ca)
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Corporate citizenship key component of reputation
STUDY from Page 1

“We’re definitely not up, but so far, we’re doing OK 
. . . They might not be giving as much, but they are still
giving.”

Quotable

– Andrew Burditt,
Territorial public relations 

director for the 
Salvation Army
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Three of the country’s major air-
lines are finally being forced – after a
six-year legal battle – to make addi-
tional seats available at no charge to
disabled or obese passengers who
need the extra room.

The Supreme Court of C a n a d a
cleared the way for the move last
week, rejecting an application by Air
Canada, Air Canada Jazz and We s t J e t
for permission to appeal the new pol-
icy imposed by the Canadian Tr a n s-
portation Agency.

The court, in keeping with tradi-
tion, gave no reason for refusing to 
review the case. But the effect was to
uphold an agency finding that the air
carriers were discriminating against
the disabled.

The agency issued an order last Jan-
u a ry requiring the companies to
adopt a policy of “one person, one
fare.’’

That would mean, for example, that
a disabled person who needs addi-
tional room for a wheelchair or
s t r e t c h e r, or an obese person who
needs an additional seat, couldn’t be
charged extra.

It would also mean that, if a 

disabled person has to be accompa-
nied by an attendant, the attendant
would ride for free.

“This is going to make a huge differ-
ence for those people,’’ said Dav i d
B a k e r, the Toronto lawyer who fought
the case on behalf o f disabled passen-
gers.

“They are going to be able to trav e l
now . . . It’s a great thing for people
with disabilities, it’s a great thing for
Canada.’’

Joanne Neubauer of Victoria, one of
two disabled people whose com-
plaints sparked the case, said the news
made her feel like “an equal citizen in
this country.’’

“I’m pretty happy,’’ said Neubauer,
who suffers from rheumatoid arthritis
and uses a motorized wheelchair. “I’m
glad that they saw the wisdom and
justice prevailed.’’

The other original plaintiff, Eric
Norman of G a n d e r, Nfld., suffered
from a crippling spinal tumour that
required frequent flights to To r o n t o
for medical treatment. He has died
since the legal proceedings were
launched in 2002.

The Council of Canadians with 
Disabilities, which joined in the legal
effort, rejoiced at the victory but 

expressed dismay that it was so long
in coming.

“Where is the federal government’s
leadership on this issue?’’ said the
council’s Pat Danforth. 

She argued a quicker and easier 
solution would have been for Tr a n s-
port Canada to impose industry- w i d e
regulations on all air carriers.

The transportation agency’s order
technically applies only to Air Canada,
Air Canada Jazz and WestJet, but their
share of the domestic airline market is
estimated at over 90 percent.

Baker said the ruling suggests that
complaints against other airlines
would almost certainly succeed.

Like Danforth, however, he called
on Ottawa to save people the bother 
o f filing case-by-case complaints and
impose regulations binding on all
carriers. 

Debate has been raging for well
over a decade on that subject under
both Liberal and Conservative govern-
ments.

Air Canada and WestJet said they
will comply with the transportation
agency’s order, which carries a dead-
line of Jan. 9, 2009, for implementing
the new policy.

Both airlines noted, however, that

the order applies only to their domes-
tic flights, not to international ones.

WestJet spokesman Richard Bartem
said his company would consider 
extending the policy to international
flights but hasn’t decided whether to
do so.

Peter Fitzpatrick of Air Canada said
he couldn’t speculate on that point.

Both carriers also said they will have
to develop detailed eligibility rules
about precisely what kind of d i s a b i l i-
ties qualify for free seats and train
their staffs on the subject.

Marc Comeau of the Canadian
Transportation Agency said it’s con-
ceivable that not everyone who claims
to be disabled will qualify for free
seats. Obesity, for example, has been
deemed a disability for legal purpose
in some cases but not in all.

Bus, train and ferry companies have
long made arrangements for free 
extra seats, but the airline industry
had argued it would lose too much
money by doing the same.

The agency estimated the cost to Air
Canada at about $7 million a year and
to WestJet at about $1.5 million a year.
That amounts to about 77 cents a
ticket for Air Canada and 44 cents for
WestJet.

Airlines told to better accommodate disabled fl y e r s
Carriers’ application to appeal transport agency policy is rejected
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Independent wind producers are
facing big hikes in debt costs, raising
doubt on whether ambitious con-
struction goals will be met over 
the next few years, say financing 
experts.

Chris Gifford, a vice-president with
Allied Irish Banks in To r o n t o, says
worrisome signs for the industry came
recently when EarthFirst Canada Inc.
(TSX:EF), the proponent of a major
wind farm in British Columbia, 
declared it was seeking creditor 
protection.

“I think it’s a warning sign, what
happened to them (EarthFirst) could
happen to other people,” he said.

The German bank WestLB AG has
said it intends to “enforce security” on
its $131-million loan to the Calgary-
based wind firm.

Meanwhile, a news release by Earth-
First says attempts to find fresh 
financing had been “severely hin-
dered by the unprecedented crisis 
in the global financial markets.”

In addition to the Dokie 1 wind
farm in British Columbia and the
smaller Nuttby wind project in 
Nova Scotia, the company also
has permits for further projects in 

B.C. and Ontario.
EarthFirst was unavailable to pro-

vide an updated comment on the
projects, but has said in news releases
it has retained its staff and is continu-
ing to work on the projects.

Scott Urquhart, the vice-president
o f corporate finance at Jennings Capi-
tal in Halifax, says the problem facing
Canada’s independent wind produc-
ers is they are often heavily reliant on
debt, raising between 70 to 80 percent
of their financing by borrowing.

He has assisted small Atlantic Cana-
dian energy and mining firms to find
lenders and investors in the past few
years. However, he said when he was
recently approached by two wind
firms in Nova Scotia, he advised them
to wait out the storm.

“Some of the banks are . . . not doing
deals at all, and it’s going to be into
the new year before you can talk to 
the banks about doing some of t h e s e
projects,” he said.

Urquhart said last year banks and
life insurance companies were inter-
ested in financing the projects at rates
in the range of 6.5 percent. But he 
estimates the interest costs are now
over eight percent, and the lenders are
offering shorter terms for smaller
amounts of money.

Would-be wind energy farms
deflated by credit doldrums
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Shoring up Ontario’s pension sys-
tem with pledges of t e m p o r a ry relief
and stronger oversight is too tem-
pered a response to a report that calls
for sweeping reforms amid concerns
over shortfalls for retiring workers,
critics say.

The province said it would take 
“immediate action’’ to protect the via-
bility of the system by increasing the
capacity of its regulator to oversee
pension plans.

It would also consider temporary
r e l i e f to help plans “manage solvency
funding’’ in the face of i nv e s t m e n t s
underperforming amid “market 
uncertainty.’’

The moves came on the heels of a 
report that recommends creating a
new commission to regulate pensions
and expanding the Canada Pe n s i o n
Plan, or creating a similar plan provin-
cially to control costs and broaden
coverage.

In his report, Harry Arthurs, former
president of York University in
To r o n t o, said Ontario’s current pen-
sion procedures are too slow and
cumbersome for people who must
switch pension plans or those left with
none at all.

He also recommended the govern-
ment require pension funds to hav e
assets equal to 105 per cent of their 
liabilities before they can stop putting
funds into the plan.

While his report was completed 
before the financial turmoil of r e c e n t
months, Arthurs said his findings
were relevant because they address
pension plans, which have a longer
shelf life than any one dip in the econ-
omy.

“By better designing the system I
think we can move ahead,’’ Arthurs
said.

“ People may not like the metaphor,
but thinking about the design of t h e
levee system in New Orleans came to
the top of the agenda.’’

New Democrat Leader Howard
Hampton said the latest measures by
Dalton McGuinty’s Liberal govern-
ment do little to address the issues
raised in the report.

“It won’t do anything to address the
shortfall that a number of p e n s i o n
funds are facing,’’ Hampton said.

“What it might do is it might help
some companies who are in trouble
right now, it might give them more
time, but it won’t do anything for 
pensioners.’’

Finance Minister Dwight Duncan
also expressed concern that Ontario
could be on the hook for pensions if
struggling automaker General Motors
files for bankruptcy. GM pays into the
province’s Pension Benefits Guarantee
Fund, which could be drained if G M
fails.

Opposition Leader Bob Runciman
said increasing oversight by giving
more power to the regulators was a
wise move, “to ensure those funds are
properly managed at a time of
extreme volatility.’’

Still, Runciman said GM’s fate was a
more “pressing concern.’’

“The General Motors pension deficit
. . . could be anywhere from $4.5 and
$6.5 billion,’’ he said.

“ I f General Motors Canada were to
go bankrupt, the taxpayers in this
province would be on the hook.’’

Deputy Premier George Smither-
man declined to speculate on 
how much of a hit taxpayers could
face if the province is forced to top up
GM, saying that for now, those 

questions are “hypothetical.’’
“The efforts that we’re involved in

are to do with due diligence, about
what array of assistance might be 
appropriate and helpful in the very
challenging circumstance that auto-
motive manufacturers are facing,’’
Smitherman said.

“Our efforts are focused on the 
automotive industry continuing to be
a very, very important presence in the
Ontario economy going forward.’’

Federal Industry Minister To n y
Clement and Michael Bryant, Ont-
ario’s economic development minis-
t e r, were in Washington last week in
an attempt to find out what a hotly
debated bailout for U.S. automakers
could mean for Canadian jobs.

To Hampton, however, the pension
troubles at GM simply signal the start
of the province’s pension woes.

“There are other pension plans that
are in trouble now as well,’’ Hampton
said.

“Some are in trouble because of t h e
downturn in manufacturing . . . some
are in trouble because of the most 
recent problems in the stock market.
This has been known for about five
years.’’

There are more than 7,500 pension
plans registered in Ontario with about
two million members.

The government said it will seek
feedback until Fe b. 27 and will then
look at introducing legislation to deal
with the report’s recommendations.

Province moves to backstop pension system
But critics say action fails to address fear of future shortfalls

Business Edge



By David Hatton
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Canadian companies are leading a
global trend toward env i r o n m e n-

tally friendly industrial parks, accord-
ing to experts.

“I think Canadians are realizing
how important this is and a lot of peo-
ple right now around the world are
watching the major projects we hav e
going on,” says Tracy Casavant, presi-
dent of Vancouver-based Eco-Indus-
trial Solutions and a director with the
North American Eco-Industrial Coun-
cil.

“I mean, if you are going to design
an industrial park then why not do it
on an ecologically friendly level?
There can be huge advantages from
both an environmental and an eco-
nomic standpoint.”

Casavant says the idea of eco-indus-
trial parks has been around for years,
but recently surged in popularity as
demand for green buildings has 
increased.

Eco-Industrial Solutions is inv o l v e d
in projects across the country that use
what it calls eco-industrial network-
ing, or EIN for short. The company
website defines EIN as creating rela-
tionships where groups will collabo-
rate on efficient ways to use resources
like material, energy, land, infrastruc-
ture and people.

“It’s looking at ways tenants can all
get together and look at helping each
other and synergies with a common
goal of protecting the env i r o n m e n t .
That can take a number of d i f f e r e n t
forms, but still share the same goal.”

C a s avant says two types of p r o j e c t s
h ave emerged – new construction and
retrofit. “There are advantages and
disadvantages to both. It’s easier to do
a brand new project from an opera-
tions and planning standpoint. An-
other major consideration is cost; it’s
always cheaper to do it right the first
time around,” she says.

“But if you do a retrofit project, the
businesses are already in place. Yo u
s ave on marketing costs because yo u
don’t have to go out and try to attract
new tenants.”

One of the biggest eco-industrial
construction projects is about 300 km
west of Edmonton, in the town of
Hinton. 

When the $14-million Innovista
project is scheduled to finish next
y e a r, it will boast on-site water treat-
ment facilities, waste-management
programs and preferential parking
for energy efficient cars.

The Federation of Canadian Munici-
palities awarded Hinton a $3.3-
million grant and $2.2-million low-
interest loan in 2005 to help with 

the project’s costs.
“Hinton was one of the first out of

the gate on that scale and will be in-
teresting to watch,” Casavant says.
“The concept of industrial parks has
been around for a while. We’re just 
realizing what can be done with an
eco-industrial park, though, and the
momentum is building.”

This past summer, politicians were
pleasantly surprised to hear part of
the project was proceeding at about
h a l f a million dollars less than origi-
nally expected. 

The Hinton Pa r k l a n d e r r e p o r t e d
town employees originally thought an
innovative wastewater treatment
plant would cost about $2 million.
Since then, contracts have been
signed based on a fixed cost of $ 1 . 5
million, with an additional $285,000
for a “green” sewer system.

One town official told the local
newspaper that traditional sewer sys-
tems would have cost about $3 mil-
lion.

“The cost of doing it can vary 
because it depends on what makes the
most sense,” says Jim Ireland, chair-
man of J.C. Ireland Consulting Ltd. in
Regina. “There has to be payouts on
the economic side.”

Ireland added the federal govern-
ment has been “encouraging” in its
support for eco-industrial projects,
but “it could always do more.”

Another major project is on the
north side of Fort McMurray. The
Taiganova eco-industrial park has
been designed for energy- e f f i c i e n t
buildings, lush green landscaping and
increased pedestrian use. But many
observers can’t help but note the irony
of the location – right in the middle of
Alberta’s oilsands territory.

The project will have connected
paths for pedestrians or cyclists, alter-
native stormwater-management sys-
tems and buildings that aim for lead-
ership in energy and env i r o n m e n t a l
design (LEED) certification. 

Businesses in the park will commit
to using at least 10 percent “green
power,” according to its website.

But the biggest retrofit eco-indus-
trial project right now is in west
To r o n t o, an area which includes the
largest airport in the country.

“ We were approached about a year
ago by the Toronto Region Conserva-
tion Au t h o r i t y,” says airport spokes-
man Jeff Armstrong. “We thought it
was a great idea.”

The Pearson Eco-Business Zone was
eventually mapped out to include a
12,000-hectare area of the city, with
12,500 businesses and about 355,000
employees. 
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Eco-industrial parks surging in popularity

“Industrial parks have been around
since about the 1920s. The idea was 
it made it easier for businesses to 
interact and share resources or best
practices. Tens of thousands of these
parks have been created around the
world. It’s only recently that they have
looked at better ways to make use of
the land, resources and waste 
byproducts.”

Quotable

– Ray Cote,
professor 

emeritus at 
Halifax’s 

Dalhousie
University

See PARKS Page 11

Projects can deliver advantages 
environmentally, economically



November 28, 2008 Page 7Business Edge

By Laura Severs
Business Edge

Anew $15-million pilot project is
aiming to dramatically reduce 

e n e r gy and freshwater usage in 
Alberta’s oilsands.

GE Water & Process Technologies, a
division of GE Infrastructure, and 
the Alberta Water Research Institute
say they hope to achieve sizable re-
ductions in the amount of energy and
water used in some oilsands projects –
and then potentially export the tech-
n o l o gy to similar heav y-oil ventures
elsewhere around the globe.

The project focuses on saving en-
e r gy and water during the process of
separating the gooey bitumen from
sand.

“Our goal is to reduce the water uti-
lization by 30 percent (compared to
other conventional systems), to re-
duce the energy utilization by 30 per-
cent and to reduce the cost by 30 per-
cent,” says Lorne Ta y l o r, chair of t h e
Alberta Water Research Institute
( AWRI), part of the Alberta Ingenuity
Fund whose mandate is to develop in-
ternationally competitive science and
engineering expertise.

“It’s a research agreement. What’s
interesting is that we’re taking some
existing technology and putting it
into an existing oilsands plant and 
refining the technology to meet the
goals of this project.”

The partners believe they can
achieve sizable reductions in the
amount of e n e r gy and water used 
in oilsands projects that use steam- 
assisted gravity drainage, in which
steam is injected into the oilsands to
separate the bitumen from the sand.

Both U.S.-based GE Water and 

the Alberta Water Research Institute
are each contributing $7.5 million to
the partnership, which also includes a
second initiative to develop an educa-
tional program for business execu-
tives on advanced water-management
strategies.

The main project will build on GE’s
design and operations experience and
technologies already in use in the oil-
sands, including advanced mem-
branes, thermal evaporation systems,
mobile filtration units and water
treatment chemistry.

“The challenge of this application is
extreme,” says Graham Sim, global so-
lutions product manager for indus-
trial water for GE Water & Process
Technologies. “The temperatures are
ranging between 85°C and 95°C, there
is significant variation in the water
c h e m i s t ry and lots of emulsified oil,
ashphaltene, etc. Producers are look-
ing for a proven, reliable solution.

“The successful development of
this technology will result in signifi-

cant energy savings.”
The company believes that these 

de-oiling capabilities will also help all
oilsands operations save water.

Walter Dale, GE Water and Process
Technologies’ vice-president responsi-
ble for Western Canada, says it will be
awhile before the technology can
leave the pilot project stage.

“ I n d u s t ry has told us that they need
at least six months of operating data
to justify whether or not it’s scalable
to full production sizes. That’s why we
plan to partner with industry and
prove the technology using pilot
plants,” says Dale. The educational
component, a curriculum for which is
still being developed, will help posi-
tion Alberta as a research centre of ex-
cellence, he adds.

“There will be general education for
individual executives and the public
on the value of water and how mod-
ern technology today will assist in the
sustainable and economical develop-
ment of the oilsands,” he says, noting

this will help oilsands executives to
better understand and appreciate the
value of water in their own plant’s
value chain.

The AWRI’s Taylor says he’s confi-
dent that the rest of the project will go
as quickly and as smoothly as the deal
to set it up, which was spurred by an
initial memorandum of u n d e r s t a n d-
ing signed between the province of
Alberta and GE a year ago.

“There are few jurisdictions that can
do a partnership like this so quickly, ”
says Ta y l o r. “We started talking to GE
at end of M a y. Four and a half m o n t h s
later, we signed a deal.”

Doug Horner, minister of A l b e r t a
advanced education and technology,
also applauded the initiative with
what he called “one of the world’s
most active international companies.”

“From the spark of an idea through
the many stages of development, 
Alberta is one of the best places in the
world for industry to explore or mar-
ket creative solutions to some of t h e
global challenges, and water manage-
ment is one of the key areas where we
can contribute to a better world,”
Horner said in a statement.

In a later interview, he added that
he sees a number of potential spinoffs
from the pilot project and is looking
forward to other similar agreements.

“With this separation of oil and 
water, we could possibly use that tech-
nology in other separation processing
(operations), such as mining, food
processing or the chemical industry –
it’s not just Alberta applications but
global applications,” says Horner.
“What we want to do is create the
commodity of knowledge.”

(Laura Severs can be reached at
laura@businessedge.ca)

Project tackles oilsands energy, water usage
Researchers look to refine existing technology to deliver reductions

“Our goal is to reduce the water 
utilization by 30 percent (compared
to other conventional systems), to 
reduce the energy utilization by 
30 percent and to reduce the cost by
30 percent.”

Quotable

– Lorne Taylor,
chair of the Alberta Water

Research Institute

The Canadian Press

Teck Cominco Ltd. (TSX:TCK.B) is
suspending dividends, slashing capi-
tal spending and selling assets as the
big copper, zinc and coal miner strug-
gles under a massive debtload.

Teck said the measures are “the first
steps in implementing its comprehen-
sive plan to reduce debt” taken on 
for the US$14-billion takeover of
the Fording Canadian Coal Tr u s t ,
Canada’s largest producer of coal for
the steel industry.

Teck said the dividend suspension
on both its class A common shares
and class B subordinate voting stock
will save $486 million next year.

Along with a $730-million scale-
back of capital investment will come
“other steps to reduce expenditures
and increase cashflow.”

A d d i t i o n a l l y, Teck plans a 20-percent

reduction in zinc production and an
increase in power sales at its complex
in Trail, B.C. It was not immediately
known whether jobs will be cut at the
Trail smelter, one of the biggest in the
w o r l d .

In related developments, Teck has
also sold its 60-percent interest in the
Lobo-Marte gold property in northern
Chile to Kinross Gold Corp. (TSX:K).
Kinross is paying 5.6 million shares
and US$40 million in cash for Te c k ’ s
stake, while Anglo American PLC gets
US$140 million in cash for its 40-per-
cent holding.

It also is terminating participation
in the Petaquilla copper project in
Panama, receiving US$30 million
from Inmet Mining Corp. (TSX:IMN)
for its 26-percent stake.

“Current global economic and
financial market conditions dictate
that we take all prudent steps av a i l-

able to us to significantly reduce
spending,” stated CEO Don Lindsay.

“The measures announced today,
combined with previously announced
tax savings, amount to $2.4 billion
and should significantly enhance our
ability to address our near-term debt
obligations and better position Te c k
to refinance the bridge loan when
conditions improve.”

Teck, a major zinc, copper and coal
miner which formerly paid dividends
worth $1 per share annually, is bor-
rowing US$9.8 billion to fund the
Fording deal, which closed last
month. This included a $4-billion
term loan and a $5.8-billion bridge
loan.

The mining company’s shares,
worth over C$50 last spring, hav e
plunged to barely $5 on the TSX 
because of intensifying worries about
its balance sheet.

Management said sustaining 
capital spending will be cut to 
$250 million next year, down 
from about $580 million this year,
while development expenditures 
will fall to $250 million from $650
million.

In its coal operations, Teck disclosed
that it has “received notification from
a small number of customers indicat-
ing their desire to defer some of t h e i r
contracted volumes.”

The Trail complex is reducing its 
refined zinc production by 4,000 to
5,000 tonnes per month immediately
“in response to changing market con-
ditions.” 

The curtailment is expected to last
at least six months. 

Lead production at the Trail smelter
will not be affected, while electricity
sales are expected to increase by about
15 gigawatt-hours monthly.

Teck Cominco tightens belt as it stru ggles under debtl o a d
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By David Hatton
Business Edge

The first thing that a visitor 
notices walking in to Robert
Herjavec’s 22nd floor Toronto
office is the bright windows

along one side. Sailboats can be seen
calmly drifting off the shore of Lake
Ontario.

But it’s the television mounted on
another wall that has his attention
this early afternoon. “Have you seen
what’s happening with the markets
today?” he asks, gesturing toward the
screen. World commodity markets –
particularly in countries like China
and Brazil – are plummeting in value.

It’s a hard time for any investor,
but Herjavec settles down in the chair
behind his desk and relaxes. The CEO
of technology company The Herjavec
Group is clearly no stranger to 
difficult circumstances and managing
to come out on top . . . 

1. I wanted to start off by asking you
about when you were growing up,
especially waiting tables in
Toronto’s upscale Yorkville 
district. When was the first time 
you showed an interest in being an
entrepreneur?

“I didn’t at that point, really. I 
was studying for a degree in English
lit and political science. It was just
knowing how to work hard, timing
and knowing what people want.”
2. What kind of an influence did
your parents have on you as an 
entrepreneur and business 
person?

“I guess I have to say they did and
they didn’t. My dad was your typical
blue collar, salt-of-the-earth type of
person who was very hardworking.
Both of my parents taught me early
on that nothing is below you and you
never look down on anyone. They
weren’t really an influence on me
though, in the sense that no one in 
my family was ever an entrepreneur
before. Statistics show 85 percent 
of all successful entrepreneurs have
family members who were successful
entrepreneurs. I didn’t have anyone
like that when I was younger.”
3. What about other role models?

“There are all kinds out there 
like (Dell founder) Michael Dell, 
(Microsoft co-counder) Bill Gates, 
(Oracle co-founder and CEO) Larry
Ellison . . . who have the ability to 
create something (a company) out 
of nothing. Or they can morph into
their current situation from a totally
different company and turn things
around.”
4. What was the process like when
you sold networking firm Brak 

Systems Inc., of which you were
founder and CEO, to AT&T Canada
in 2000? 

“That was quite some time ago so I
really don’t remember that much
about it. All I remember was that it
was like having your child suddenly
snatched from your bosom (laughs).
It’s hard when you work so much to
build something up and then some-
one comes in and buys it from you
just like that.”
5. Tell me about when (Nokia
bought Ramp Networks for $225
million). Did AT&T let them remain
autonomous or did they have 
to conform to AT&T’s style and 
corporate culture? (Note: Upon 
leaving AT&T, Herjavec took on the 
position of vice-president of worldwide
sales for the publicly traded Ramp 
Networks, based in San Jose. He was 
involved in the $225-million sale of the
company to Nokia in 2001.)

“The two company cultures were
very similar, so it didn’t require that
much integration. Fortunately, AT&T
was already a great place to work so it
made that part of it easy.”
6. When investors buy into a 
company, should they generally
take a hands-off approach or 
have active involvement in the 
day-to-day decision making and
how things are run?

“I’m not a very good hands-off
investor. My theory is that I have to
know enough about the company so
that if anything happened, I would be
able to step in there tomorrow and
run it. I want to know everything
that’s going on.
7. How did you first learn about 
the opportunity to be on CBC’s 
Dragons’ Den and what was the 
audition like?

“That’s an interesting question.
There wasn’t really an audition. 
Our old office used to be close to the
CBC building. I already knew a lot of
people through business connections
and one morning I came in to work
and found this package on my desk.
There was a tape showing the U.K. 
version of Dragons’ Den. I thought
they were looking for an investment
or something. Later on, I had 
someone call me and ask if I would 
be interested in being on the 
Canadian version of the show that
was starting up . . . I remember when
we first got together, one of the 
producers took me aside and told 
me to relax and lighten up; this 
was for entertainment purposes. I was
firing questions like any potential 
investment and treating it like 
another business meeting.”

See 20 QUESTIONS                       Page 10

IT entrepreneur forged own success
Herjavec Group CEO now helps others focus their business plans on TV

20 Questions

Brennan O’Connor, Business Edge
Herjavec Group CEO Robert Herjavec has branched out into TV as one
of the panelists in CBC’s Dragons’ Den business program.
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By Tess van Straaten
Business Edge

Market meltdowns, faltering real
estate prices, job cuts and eco-

nomic uncertainty across Canada
have many workers worried.

“ Watching the headlines every day
can make anyone crazy – many of u s
can’t help but be worried,” says Aimee
Israel, CEO of Toronto-based work-
place consulting firm LifeSpeak.

With more and more employ e e s
stressed out about finances, it’s clear
that the stock markets aren’t the only
things taking a hit. Productivity levels
also drop when workers are stressed –
and that’s why some Canadian com-
panies are going on the offensive.

Amgen, a Mississauga biotech com-
p a n y, recently invited well-known 
financial expert and TD Wa t e r h o u s e
vice-president Patricia Lovett-Reid to
help staff understand what’s happen-
ing in the economy and to give them
tips for handling their own finances.

“ E m p l oyers need to be showing
their people that they understand it’s
a difficult time and giving employ e e s
the tools they need to be successful on
all fronts,” says Israel, whose firm 
organized the workshop.

“The maintenance of w o r k p l a c e
morale during the current economic
climate is crucial – this is how yo u
keep employees motivated in tough
times.”

Even in good times, stress can take a
big bite out of the bottom line. As a
risk factor, it has twice the financial
impact on an organization as that of
chronic health-related issues such as
allergies, asthma, back problems, dia-
betes, heart disease, kidney disease
and depression combined.

“It’s probably the single largest
health issue that (employers) face,”
says Zorianna Hyworon, CEO of W i n-
nipeg-based Info Tech.

“It affects an employer at every
level, from decreased productivity to
increased disability claims to the busi-
ness impact if stressed-out employ e e s
are in client-facing or supervisory
roles, yet it’s not very well understood
and it’s not very well addressed.”

Working with global blue-chip
companies to measure, track and cor-
relate a broad range of factors impact-
ing employee health and productivity,
Info Tech’s Wellness Checkpoint pro-
gram has gathered significant data on
stress.

From a survey of 60,000 Canadian
workers, it found that more than 61
percent reported “moderate to high”
or “very high” stress levels, with al-
most 80 percent of employees stressed
at work “sometimes to always.” 

Perhaps more surprisingly, only 14
percent of respondents indicated a
willingness to change.

“ I f you take a factor like over-eating

and 40 percent say they’re at risk, at
least half say they’re ready to change,”
says Hyworon. “But with stress, not
only are there more people at risk,
they’re also much less likely to change
and we see this consistently.”

Theorizing that many people may
think stress is beyond their control,
Hyworon says many companies often
make the same mistake – either ignor-
ing stress as a risk factor or not realiz-
ing how much it costs a company.

Yet, according to the We l l n e s s
Checkpoint data, stress is the single
largest health-related productivity
cost at work. 

Based on an annual salary of
$50,000, people who report stress at
home have $3,300 in lost productivity
alone and $3,900 in lost salary time
for stress at work.

While depression, at $5,400, and
heart disease, at $5,500, in lost pro-
ductivity cost more per person on an
individual level, the sheer number of
people suffering from sky r o c k e t i n g
stress levels – 61 percent versus 21 
percent for known depression and
only 1.5 percent for heart disease –
adds up fast.

“When we apply the individual cost
to the percentage of people who 
have stress, it will cost on average $2.4
million in lost productivity alone per
1,000 employees,” Hyworon points
out.

“Compare that to kidney disease,
which is more expensive on an indi-
vidual level at $5,400 (in lost produc-
tivity per $50,000 salary). Far fewer
people have it so it only costs $26,000
on a population level (per 1,000 
employees).”

With stress – from both job-related
issues and external issues including
home life and financial concerns –
playing such a big role in workplace
p r o d u c t i v i t y, it may be surprising to
learn that more companies aren’t 
doing more to manage stress.

“Most employers don’t realize how
big the impact is,” Hyworon says.

“What they have is claims data, the
people that are, in fact ill, but many
workers are the walking wounded and
(businesses) don’t see the pipeline
coming in. It’s that submerged part of
the iceberg that’s the problem.”

One Canadian company that has
been looking beneath the surface in
an attempt to help manage employ e e
stress for several years now is CIBC.

Banking on the fact that happier
e m p l oyees will be more productive
and provide better service, CIBC has
been using several methods, includ-
ing confidential employee question-
naires, to gauge and track staff s t r e s s
levels.

“What our numbers are showing us
is that stress is an issue for employ-
ees,” says Dr. David Brown, CIBC’s cor-
porate medical adviser.

“ People everywhere are more
stressed these days and standing there
and telling people not to worry about
stress – what’s the point of that? Pe o-
ple still feel it, it’s still real and the bot-
tom line for a company is what are
you doing about it?”

CIBC is taking a multi-faceted 
approach. From emergency daycare to
financial and legal counselling, the
bank is trying to lessen the load on its
employees.

“It’s all about flexibility,” says Dr.
Brown. “We’ve looked at things like
personal days, where employees can
take a certain number of days in a year

for any reason. They’re not sick days,
they’re not vacation days, so if yo u r
child has a toothache, you can take
the day off and there’s no repercus-
sion for that.

“ I f you’re taking control away from
people, it can increase stress levels but
on the reverse, if you’re giving control
back to people then they’re not on this
knife edge, bouncing all the time.”

While many smaller businesses and
organizations may not think they can
afford to implement stress-manage-
ment programs, workplace wellness
experts say they can’t afford not to.

For companies that have them, 
Hyworon says employee assistance
programs can be a big resource, as can
group health-care providers such as
Blue Cross.

“There is help out there and the
most important thing management
can do is be aware of the big business
impact stress has and try to keep a fin-
ger on the pulse of their organiza-
tion,” she adds.

“Sometimes they’ll find that it may
not be the employees who have the
problem but that it’s their supervisor
that’s the problem and that’s why
they’re stressed out.”

Indeed, workplace stress is often the
result of a poor employee-manager 
r e l a t i o n s h i p. After over two decades
as a corporate medical adviser, Dr.
Brown can’t stress enough the impor-
tance of supportive supervisors.

“Study after study has shown us that
one of the chief factors affecting an
employee’s health is their relationship
with their manager,” he says. “If yo u
ask what a company can do to help
with employee stress, having a sup-
portive manager is pretty key.”

For those seeing first-hand the ris-
ing stress levels of Canada’s work-
force, supporting staff in these testing
economic times is more important
than ever.

“As the workforce is being called on
to be more adaptive and money is
more stretched, your employees’ abil-
ity to think clearly, interact well with
others, be creative and be able to cope
will be the difference between yo u r
business’s success and failure,” cau-
tions Hyworon.

“Things just aren’t the way they
used to be and the agile organization
needs agile employees.”

( Tess van Straaten can be reached at
tess@businessedge.ca)

Workplace morale needs maintenance
Canadian firms urged to show understanding of worker stress 

“Employers need to be showing
their people that they understand
it’s a difficult time and giving 
employees the tools they need to
be successful on all fronts. The
maintenance of workplace morale
during the current economic 
climate is crucial – this is how you
keep employees motivated in
tough times.”

Quotable

– Aimee Israel,
CEO of Toronto-based
workplace consulting

firm LifeSpeak



8. How much do you learn about the
entrepreneurs (called “pitchers”)
before you see them in front of you
with the cameras rolling?

“That’s something a lot of people
don’t seem to realize. We get nothing
at all about the people before we see
them inside the studio. You get our
initial reactions when we hear about
their business for the first time.”
9. You made some formal remarks
during the Dragons’ Den season
launch party here in Toronto 
that Canada’s current economic 
turbulence might help the show’s
ratings. Can you tell me more about
that?

“I think that entrepreneurs are a
strong force when it comes to 
supporting the Canadian economy 
in general. When you have all of this
uncertainty in global markets, there
will be much more of a reliance on
people with their own businesses.”
10. What do you like the most about
being on the Dragons’ Den panel?

“That would definitely be the 
people we get to meet from across
Canada on a regular basis. You’ve got
some great business ideas out there
and hard-working people who run
them.”
11. What do you like the least?

“The due diligence – all the meet-
ings and conference calls back and
forth afterwards to look after the 
details. What you see on the air is only
a small portion of what goes on with
the deal. There’s still hours and hours
of work that needs to be done after
that.”
12. Let me ask you about some of the
more memorable pitchers that have
appeared on Dragons’ Den in the
past. What about Jessica and Russell
Bohrson of Atomic Tea in Calgary?

“Atomic Tea has a great presenta-
tion and an excellent product. I 
remember how I was thinking about
it afterwards when I hopped in a cab
outside the studio to go to a meeting.
I told the cab driver about this great
company I had just seen that offered
all these kids of great teas. He said:
‘Yeah, there’s something very similar
in the bottom of (a downtown
Toronto office tower).’ I had him turn
around and take me there and sure
enough, it was almost the identical
concept to what they were proposing.
Second would be the team from Job
Loft. They were good guys who had a
really sound business model and so
much potential. I still think they’re
going to do well. Unfortunately, I
think they got some bad advice from
their professor who was advising
them at the time.”
13. Let me turn it over to you now.
Who were some other memorable
pitchers that have been on the show
in the past?

“I thought you were going to say
Bikini Weenie or the poor lady from

the Czech Republic, when everyone
said I made her cry. Those would 
definitely be on my list. Bikini Weenie
was this woman from Ontario who
wanted to sell hot dogs using staff
who were wearing bikinis. She hadn’t
thought what she was going to do
about the winter months. The lady
from the Czech Republic had a cover
that would keep bath water warm 
so your bathtub wouldn’t get cold. I
didn’t mean to upset her when I told

her what I thought. Some people take
it personally when you point out
things about their particular business
idea, and they shouldn’t.”
14. There have been a number of
milestones in your career. How do

you define success, and at which
point did you first reach it?

“Success to me is not about the cars
or the mansion or any of the material
things. It’s about being the best you
can every single day, at whatever you
do. It’s a feeling you get inside. I
reached it a long time ago. It’s hard to
really define one point when that
happened.”
15. What are your goals for the 
upcoming year or so?

“To continue to grow the Herjavec
Group as a successful company and
make it a strong place to work for
everyone here.”
16. You live in a 50,000-sq.-ft. 
mansion where Mick Jagger and
Michael Bublé have stayed as guests,
have a garage full of expensive cars
and even your own private jet to
take you on exotic vacations. How
do you plan on rewarding yourself
when you reach the next set of
goals?

“Those are just things. It’s more
about constantly pursuing your goals
and the feeling of achievement you
get when you reach them.”
17. I wanted to ask you about some
of the many charities you support,
like Toronto’s Princess Margaret
Hospital. What made you decide to
help them?

“They reach out and help a lot of
people. 
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Den hopefuls deliver ‘great’ business ideas

● Title: CEO,
Herjavec
Group Inc.
● Born/
Raised/Age:
Croatia, Croa-
tia/ Canada,
45
● Education:
BA, University
of Toronto
● Family:
Married with children
● Moonlighting: Dragons’ Den
TV show on CBC
● Awards: Hot Growth 50 and
Profit 100 (with Brak Systems Inc.
and The Herjavec Group); Fastest
Growing Security Company in
Canada (with The Herjavec 
Group).

Robert Herjavec
● Brass: Robert Herjavec, chief 
executive officer; Sean Higgins,
chief technology officer; George
Frempong, VP, sales, Central
Canada; Robert Potvin, VP, sales,
Eastern Canada; John Moy,
director of finance.
● Profile: The Herjavec 
Group (THG) is an IT security/
infrastructure integration firm, 
specializing in security solutions,
WAN acceleration and emerging
technologies.
● Stats: The Herjavec Group is 
privately held, but during its first
year of operation THG reported
2002 revenue of $434,192. Last
year, revenue was listed at
$16,867,445 (representing a 3,785-
percent increase) and the company
has told Profit magazine its profits
are in the 0-10-percent range.
● Website:
www.herjavecgroup.com
● HQ: 1 Yonge Street, Suite 2204,
Toronto, M5E 1E5. Phone: 
1-888-611-3772

Herjavec Group

Robert Herjavec

See ROUTE       Page 11

Advertisement

By Rob Driscoll
Business Edge Publisher

The preponderance of negative news about the
economy tells us that we are going to see a difficult
business climate for at least the next 12 months.

Many Canadian companies are slashing spending,
cancelling or postponing projects and generally 
battoning down the hatches and bracing for the worst.
A good percentage of those companies will focus so
much on the worst-case scenario that they will help
ensure that the worst indeed occurs.

Other companies are looking at this time of crisis as
an opportunity to set themselves apart from their
competitors. Of course, it makes sense to control
spending in uncertain times. However, those who have
valuable products and/or services and who make a
concerted effort to improve their marketing stand to
gain considerable market share.

With that in mind, Business Edge News Magazine is
introducing a special program that will help 
ambitious Canadian businesses take advantage of cur-
rent market conditions.

The first 10 companies that sign up for the Growing
Against the Grain program can look 
forward to the following benefits:
• Preliminary discussion about your marketing 

objectives and how we can best deliver your key 
messages to business decision makers;
• Creative brainstorming session(s) to ensure that
your message catches the attention of your target au-
dience;
• Professional ad design at no extra charge. If you
have the budget for it, we are happy to refer you to
one of the top advertising & design agencies. If not,
you'll be happy to know that we have a top-notch de-
signer in-house and a couple of creative brains.
• An advertising program that delivers your 
message to about 98% (yes, that’s 98%!) of business
addresses in your target market. You can advertise in
any or all of our four distinct editions: Ontario, Mani-
toba/Saskatchewan, Alberta and B.C. That 
unrivalled distribution and Business Edge’s editorial
excellence are the main reasons why our advertisers
are reporting exceptional results.

To sign up for the Growing Against the Grain
program, contact me any time (I don’t sleep
much) at 866.216.3343 ext. 25 or 
rob@businessedge.ca

Growing your business in a challenging climate



But rather than rebuilding existing
infrastructure, the zone concentrates
on creating partnerships, Armstrong
says.

The airport already has a co-genera-
tion facility onsite, where waste heat is
captured by a turbine and turned into
electrical power, he adds.

“It’s all about ways to collaborate
and become more environmentally 

efficient. Businesses can look at ways
to cut their energy consumption and
e m p l oyees can get on board with
things like car-pool initiatives. There
are all kinds of possibilities,” says 
Armstrong.

Professor emeritus Ray Cote of
Halifax’s Dalhousie University has
been studying eco-industrial parks
since about 1991, when he led a 

pioneering research study on the idea. 
Since then, the university’s school

for resource and environmental stud-
ies has been awarded about $1 million
in applied research and development
funds.

Representatives of more than 25
countries around the world have con-
sulted with Cote since to get his views
on eco-industrial parks. Next month,

he will be flying to Japan to present
his research at an academic confer-
ence there.

“Industrial parks have been around
since about the 1920s. The idea was it
made it easier for businesses to inter-
act and share resources or best prac-
tices,” Cote says in a telephone inter-
view from Halifax.

“ Tens of thousands of these parks
h ave been created around the world.
It’s only recently that they have looked
at better ways to make use of the land,
resources and waste byproducts,” he
says.

Cote also helped found the Eco-Effi-
ciency Centre in the Halifax suburb of
Dartmouth, which looks at ways busi-
nesses around the world can work 
together to be more env i r o n m e n t a l l y
efficient.

“I’ve seen a lot of interest this year
from places like British Columbia, 
Alberta . . . Ontario is getting involved.
People in the Maritimes are talking
about projects. It’s growing bigg e r
and bigger each month,” Cote says. 

“China and South Korea have exten-
sive programs in this field, but Canada
is becoming stronger and stronger, ”
he says.

(David Hatton can be reached at 
hatton@businessedge.ca)

“I spent a lot of time there with my
mom, just before she passed away
from cancer. The staff at the hospital
helped her in particular”
18. What about the (Toronto) Santa
Claus parade’s Celebrity Clown 
program?

“Oh, yeah. That was actually started
by George Cohon of McDonald’s
Restaurants of Canada. Corporate 
executives make a donation to be 
included as part of the parade every
year.”
19. So you put on the clown wig and
rubber nose and everything? Was it
an amazing experience, seeing the

kids’ faces along the parade route?
“Well . . . that’s part of it. Did your

parents take you to the Santa Claus
parade when you were growing up?
Mine never did. It’s a really exciting
time, I think, for all ages. I’m taking
my teenage son this year. I’m not sure
how much he’s going to appreciate
the parade, but he should at least 
experience it. I’m also a big supporter
of (Toronto-based) Moorelands 
Community Services. They also do a
lot of good work with kids (children
and youth affected by poverty).
20. What would you like 
Canadians to know about you 

that perhaps they don’t already?
“I’m exactly the person people see

on Dragons’ Den. People seem to find
me very easy to talk to, no matter
where I am. Since I’ve been on the
show, people recognize me more and
will come up to tell me about their life
story or their own accomplishments.
It’s always good to talk to people –
sometimes I’m in a hurry and don’t
have a lot of time – but I always try
to listen. I think Canada is a great
country where if you work hard, you
can get ahead.”

(David Hatton can be reached at 
hatton@businessedge.ca)
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ROUTE from Page 10

Santa Claus parade has special appeal

Industrial parks promote wiser use of land, waste byproducts
PARKS from Page 6

Advertising Feature

If you’re a small business 
operator who needs to stay
connected with offsite 

employees and the transactions
they conduct, it’s probably 
time to get in touch with
AccessAnywhere, sooner 
rather than later.

Plenty of your peers already
have. And they’re very glad they
did.

A turn-key service provider
with a proven track record, 
AccessAnywhere can set you
up with the kind of Internet-
based Virtual Private Network
(VPN) you need to extend your
office network to remote 
locations, whether it’s across 
the street or around the world.

AccessAnywhere’s techni-
cians fully understand how 
important it is for you to strike a

balance between the growing
demands of a distributed 
workforce with the need to 
optimize network security,
while keeping overall costs to 
a minimum.

“Our product is ideal for those
small business owners who may
have limited IT skills, as well as
for those larger organizations
that find it more convenient to
outsource their extended net-
work to a reliable and talented
team of experts,” explains 
company president Brian Loney.

“Our service enables off-site
workers and offices to stay 
connected with their corporate
HQ at a price that’s so 
reasonable, it may surprise 
you.”

Small restaurant chains, 
mortgage brokers and real-
estate offices are a few of the
thriving enterprises that have
asked the AccessAnywhere
team to help them shoulder 
the IT load.

“Any kind of company 
which needs to give its offsite 

employees secure access to
their critical business data and
files, whether it includes 
customer information or 
properties for sale, will find 
our service to be invaluable,”
Loney adds.

There is nothing to buy.
AccessAnywhere supplies 
customers with a durable VPN
appliance or “black box,” that 
attaches directly to your 
network.

The company takes care of 
all management, maintenance,
monitoring and repair, with 
packages starting as low as 
$57 a month.

“All you do is pay your monthly
fee,” says Loney. “If at some
stage you find you no longer
need the service, just return the
appliance and we stop billing
you.”

But don’t take our word for it.
Ask Loney’s clients.

“AccessAnywhere’s client 
support services are among 
the best I’ve ever worked with.
Knowledgeable, prompt, and 

responsive – that’s a rare treat
nowadays,” says Chris Short,
technical services manager for
Medicat LLC.

Worried about security? Don’t
sweat it. AccessAnywhere relies
on the same security technology
used to protect confidential 
information when you file your
taxes.

“We’ll set you up with your
own private virtual highway for
your own exclusive use,” grins
Brian Loney.

So if you’re a small business
operator looking to free your
team from the fetters of 
your corporate HQ, give 
AccessAnywhere a try. Before
November 15th, they are offer-
ing a Free Remote Access 
“Readiness” Assessment 
(A $97.00 value) and can have
your VPN up and running in less
than an hour.

For more info, visit 
SmallBusinessVPN.com
or call this toll-free number:
1.866.902.4347. Email:
sales@accessanywhere.net.

Finally! Connecting Your Remote Workforce Can Be Easy
No Technical Skill Required

No Software To Configure

No Equipment To Purchase
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Continued on Page 14

Laptop sales topple desktop computers from traditional top spot
The Canadian Press

For the first time, laptop shipments
to both consumer and business mar-
kets accounted for more than half o f
sales in a quarter, toppling desktop
computers from their traditional top
spot.

“What you have is massive numbers
o f students going back to school and
they tend to shift the market one way
or another, and they shifted enor-
mously toward laptops as they went
back to school,” says David Daoud, an
analyst with global market intelli-
gence firm IDC.

The share of notebooks shipped in
the U.S. to consumer and business
markets was 55. 2 percent in the fiscal
quarter ended Sept. 30, more than 9.5

million units, according to IDC 
research.

The shift to laptops in the United
States would also apply to Canada,
said Daoud, research manager of U. S .
Quarterly PC Tracker and Personal Sys-
tems at IDC in Framingham, Mass.

C o nvenience and the ability to
move around with the laptop are 
driving its popularity.

“There is a trend to mobility, no
doubt,” Daoud says. “There’s a lot more
innovation happening, a lot more 
research and development money
spent on mobility than on desktops.”

He notes wireless connections to
the internet at wi-fi hotspots hav e
made web connections through 
mobile devices faster and better.

Entertainment is also a factor in 

the laptop’s popularity.
“A lot of people use the laptop for

DVD viewing in bed rather than
watching in the living room with their
parents . . . It has an entertainment 
usage, whereas the desktop forces you
to go to the desk and sit down in an
uncomfortable position.”

“So mobility is where you take yo u r
stuff with you,” Daoud says.

Lance Ulanoff, editor-in-chief o f
PCMag Network, says the shift to
portable computing devices has been
going on for the better part of t h i s
decade but has picked up the pace in
recent years.

“As prices have dropped and power
has increased, they have become a 
better and better alternative to 
people looking for computing of

any kind,” he says from New York.
Businesses like laptops because they

can get more out of their employ e e s ,
Ulanoff says.

There is a downside because laptops
may have to be replaced more often if
they are lost or stolen and data can be
lost along with the machine, he says.

“But the balance is you get so much
more out of your employees who can
not only work more, but can quickly
hop onto your virtual network and fix
problems that might exist in a much
more timely manner.”

Looking ahead, the weakened econ-
omy could affect PC sales, Daoud says,
but the “good news is that virtually
e v e ry buyer considers PCs as must-
h ave products and not as secondary
wishlist items.”
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Sheldon Leiba, president and chief
executive of the Mississauga Board 

of Trade, was elected chair of the
Chamber Executives of Ontario
(CEO) at the latter’s recent annual
general meeting. Leiba has been on
the board of CEO the past four years.
The group is a professional develop-
ment association for the senior man-
agement of chambers of commerce
and boards of trade in Ontario.

•  •  •
National retailer Canadian Tire

Corp. (TSX:CTC.A) has announced
that Stephen Wetmore, CEO of Bell
Aliant, will become president and
chief executive of CTC at the start of
2009. He succeeds Tom Gauld, who
will remain as a member of the board
of directors of the Toronto-based
company.

•  •  •
Maple Leaf Foods (TSX:MFI) has 

appointed a chief food safety officer, a
first for the Toronto company as it
works to recover from a deadly listeria
outbreak. Bacteria from a Maple Leaf
plant in Toronto were linked to the
deaths of 20 people in a nationwide
outbreak. Randall Huffman, cur-
rently the president of the American
Meat Institute, will step into the new
role as of Jan. 5. 

•  •  •
Active Control Technology Inc.

(TSXV:ACT) says that Ante Rupcic
has been appointed as its VP of opera-
tions. Rupcic most recently was the 
director of wireless market develop-
ment at Sandvine Inc. He replaces Ian
Oliver, who has left Active Control to
pursue other career opportunities.
ACT designs, manufactures and mar-
kets wireless control and communica-
tion systems for buildings and 
extreme environments. Its head office
is in Burlington.

•  •  •
Kingsway Financial Services Inc.

(TSX, NYSE:KFS) of Mississauga has
consolidated operations of Southern
United Fire Insurance Co. of Mobile,
Ala., with Hamilton Risk Manage-

ment, its subsidiary based in Miami.
Roberto Espin is appointed president
and CEO at Southern United. Espin
will also continue as president and
CEO of Hamilton Risk. Leslie DiMag-
gio was named VP of operational 
effectiveness at Kingsway. She was for-
merly the president and CEO of
Southern United. Kingsway provides
non-standard automobile and truck
insurance, and other specialty insur-
ance. It operates through 11 wholly
owned insurance subsidiaries and
two insurance agencies in Canada and
the U.S.

•  •  •
Strongco Income Fund (TSX:

SQP.UN) has appointed David Wood
as CFO effective Dec. 15, succeeding
Grant McCardle. Wood is currently
CFO for a publicly traded company.
Strongco is a trust established to hold
one of the largest multi-line indus-
trial equipment distribution
providers in Canada. Its head office is
in Mississauga.

•  •  •
First Capital Realty Inc. (TSX:FCR)

has announced several appointments.
Sylvie Lachance is now executive VP
and COO; Karen Weaver executive VP
and CFO; Brian Kozak senior VP for
Western Canada; Louis Voizard VP for
Eastern Canada; Jamie Chisholm VP
for Central Canada; and Peter Papa-
giannis VP of property management.
First Capital owns and operates super-
market- and drugstore-anchored
community shopping centres. Its
head office is in Toronto.

•  •  •
Ontex Resources Ltd. (TSX:ONT)

has named Donna Yoshimatsu to the
position of VP of investor relations
and value strategies. Yoshimatsu has
held positions with public companies
in the industrial and resource sectors
for more than 20 years. Ontex is a jun-
ior resource company focused on gold
exploration in Northern Ontario. Its
head office is in London.

•  •  •
Predictive medicine company

PreMD Inc. (TSX:PMD) has appointed
Catherine Auld, CA, as its CFO. Auld
currently works as a financial consult-
ant within the biotechnology indus-
try. Ron Hosking, who has been with
PreMD more than 11 years, is retiring
as CFO but will continue as a consult-
ant. PreMD develops rapid, non-
invasive tests for the early detection of
life-threatening diseases. Its head 
office is in Toronto.

•  •  •
Peace Arch Entertainment Group

Inc. (TSX, AMEX:PAE) has promoted
Julie Sultan to the newly created post
of president of international motion
picture sales. Sultan had been execu-
tive VP since April 2007. Also pro-
moted was Suzanne Barron to execu-
tive VP of international motion
picture sales and Caroline Dubourg
to VP of international motion picture
sales and business affairs. Barron had
been senior VP since joining PAE 
in 2004. Dubourg started at PAE in
April 2007. Peace Arch produces and
acquires feature films, television and
home entertainment content for
worldwide markets. It has offices in
Toronto, New York, Vancouver and Los
Angeles.

•  •  •
GLR Resources Inc. (TSX:GRS) has

announced the termination of John
Orr as COO. GLR is a  junior mining
and exploration company with 
projects in Ontario, Quebec and 
Saskatchewan. Its head office is in
Kirkland Lake.

•  •  •
Avante Security Corp. (TSXV:ASY)

says that Kevin Gilbride has resigned
as CFO for personal reasons. Gilbride
will be available to assist in a transi-
tion period. Avante designs, installs
and supports security systems and
services. Its head office is in Toronto.

•  •  •
Critical Outcome Technologies

Inc. (TSXV:COT) says that Michael
Cloutier has been appointed CEO,
succeeding John Drake who had been
CEO since 2005. Drake will continue

as chairman. Cloutier brings more
than 26 years of pharmaceutical 
industry experience. Critical Outcome
is focused on the discovery and pre-
clinical development of molecules for
treating cancers, HIV and multiple
sclerosis. Its head office is in London.

•  •  •
Digital entertainment company Sil-

verBirch Inc. (TSXV:SVB) says it has
named Kevin Astle as interim presi-
dent and CEO, succeeding Derek van
der Plaat, who resigned as president,
CEO and a director. Astle is the
founder of Marketing Imperatives 
International. SilverBirch has its head
office in Toronto.

•  •  •
Texada Software Inc. (TSXV:TXS), a

Toronto-based software producer,
says it has appointed Brian Spilak as
the company’s new president and
chief executive. He was recently a 
senior executive with Stephenson’s
Rental Services Inc. Spilak replaces
Nigel Miller, who has resigned.

•  •  •
Mazorro Resources Inc. (TSXV:

MZO) has appointed John McNeice as
CFO and corporate secretary. McNeice
has been a financial consultant to
emerging private and publicly traded
junior mining companies since 2004.
Mazorro is a tightly held junior min-
ing exploration company targeting
gold, copper and silver deposits in
Mexico. Its head office is in Manotick,
Ont.

•  •  •
Ontogenix has rebranded itself as

Peerset Inc., and board chairman
Chetan Mathur has been named 
interim CEO while Greg Keegstra has
been appointed VP of business devel-
opment. Mathur has been CEO of M
Systems Group and Sage Information
Consultants. Keegstra brings more
than 15 years of business develop-
ment and marketing experience
working with media and technology
companies. Peerset is a social media
advertising company with its head 
office in Toronto.

•  •  •
The Canadian Investor Relations

Institute (CIRI) has appointed Tom
Enright as president and CEO.
Enright recently retired from the posi-
tion of president and CEO of CNW 
Group. CIRI is an association of execu-
tives responsible for communication 
between public corporations, in-
vestors and the financial community.
It has four chapters across Canada.

•  •  •
CATAAlliance has named Charles

Duffet as its senior VP and CIO 
adviser. Duffett’s most recent 
position was as head of information
technology at Abbott Point of Care.
CATAAlliance, a high-tech industry
association, is based in Ottawa.

– with files from The Canadian Press
(E-mail notices and photos at least 

two weeks before publication date to
murdoch@businessedge.ca)

Chamber Executives elect new chair
Moving On

• Strategic Review for Small Busi-
ness (Dec. 2, 7:30 - 9 a.m.) – Speaker:
Vernon Vautour. Location: North
York Civic Centre, 5100 Yonge St. No
fee. Info: www.enterprisetoronto.com
•International Construction Con-
ference (Dec. 2, 9 a.m.) – Full-day con-
ference. Location: Room 713, South
Building, Metro Toronto Convention
Centre, 222 Bremner Blvd. Cost:
Canada Eurasia Russia Business 
Association members $60, others
$100. Info/register: www.cerbanet.org 
• Mastery of Sales (Dec. 2, 9:30 - 11:30
a.m.) – Speaker: Vernon Vautour.
Location: North York Civic Centre, 
5100 Yonge St. No fee. Info/register:

www.enterprisetoronto.com
•Institute of Corporate Directors
(Dec. 4, 7:30 - 9 a.m.) – Topic: Director
Duties – BCE Transaction. Location:
Fairmont Royal York Hotel, 100 Front
St. W., Toronto. Cost: $85. Info/
register: email admin@icd.ca 
•Toronto Board of Trade (Dec. 4,
7:30 - 9 a.m.) – Speaker: Sherry
Cooper, executive VP and global 
economic strategist, BMO Financial
Group. Topic: The Road to Recovery –
Canada and the Global Financial 
Pandemic. Location: Toronto Board of
Trade downtown centre, 77 Adelaide
St. W. Cost: BOT members $65, others
$85. Info/register: www.bot.com

• Power Breakfast (Dec. 9, 7:30 - 9
a.m.) – Speaker: David Hay, president
and CEO of New Brunswick Power.
Location: Toronto Board of Trade
downtown centre, 77 Adelaide St. W.
Cost: BOT members $55, others $75.
Info/register: www.bot.com
• Mississauga Board of Trade (Dec.
10, 7:30 - 10 a.m.) – Annual general
meeting. Speaker: Len Crispino, pres-
ident of the Ontario Chamber of Com-
merce. Location: Mississauga Conven-
tion Centre, 75 Derry Rd. W. Cost:
Members $14, others $25. Info/
register: www.mbot.com

(Email your events to 
murdoch@businessedge.ca.)

Coming Events
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Feds’ single securities regulator idea remains tough sell
The Canadian Press

Finance Minister Jim Flaherty insists
Canada will create a national securi-
ties regulator even if some provinces
remain opposed.

The finance minister made the
blunt pronouncement in answering
questions about a reference in the
throne speech to the government’s
long-standing commitment.

Asked about Quebec’s continued
opposition, Flaherty replied that a
Canadian regulator will be estab-
lished after the Tom Hockin commit-
tee delivers a final report and a model
for draft legislation.

“This is a time of international eco-
nomic volatility, instability. Canada’s

system is held out and looked as a
model around the world but the flaw
we have in our system is the fact that
we still have 13 securities regulators,”
Flaherty said.

“ We are going to go ahead and cre-
ate a Canadian securities regulator,
we’re going to do this with our willing
partners. Those willing partners 
include, of course, some of t h e
provinces.”

Flaherty has advocated the idea
since becoming finance minister in
J a n u a ry 2006, with limited success.
But the global financial crisis has
given greater impetus and urgency to
the proposal since global leaders have
talked about the need for co-ordi-
nated action.

Ontario has been the staunchest
supporter of a single national securi-
ties regulator while some have been
more resistant to the idea.

Flaherty said more than one
province is onboard now and “I hope
we will be able to have quite a few
provinces.” He didn’t name any
provinces that might have changed
their position.

Alberta Premier Ed Stelmach con-
tinued to voice concern.

“My concern is for the junior oil 
and gas companies . . . just the whole
increase in the whole regulatory bur-
den to raise cash in Ontario, in a place
where they don’t understand what
drives the Alberta economy,” Stel-
mach said in Edmonton.

B.C. Premier Gordon Campbell has
said recently he is more open to 
the idea, citing the need for “new
thinking” in the midst of the financial
markets crisis.

The Canadian Bankers Association
(CBA) said it supports the move, saying
a common regulator will enhance effi-
ciency and increase confidence in Cana-
dian capital markets at a critical time.

“When international securities reg-
ulators sit down to deal with this eco-
nomic turmoil, Canada needs a single
voice at the table,” said CBA president
Nancy Hughes Anthony. “Our frag-
mented regulatory system is out of
step with the rest of the world, and it’s
time that we moved into the 21st cen-
tury.”
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(Business Edge writer Fern Brooks 
regularly profiles the top stock picks of
some of Canada’s most accomplished 
investment pros.)

By Fern Brooks
Business Edge

FEATURED PRO: Daniel Bain,
president and chief investment officer
of Toronto-based Thornmark Asset
Management Inc.
(www.thornmark.com), 
and Andrew Pink, vice-
president and portfolio
manager, jointly manage
the Thornmark Dividend &
Income Fund (inception
date Dec. 31, 1998).

Fund Form: The Dividend
and Income Fund has a year-
to-date return of -12 percent
and a three-year return of
3.6 percent (both figures as
of Oct. 31, 2008), according
to Morningstar.ca data.

Management Expense
Ratio: 1.85 percent.

Their overview: “Our
general view is that the 
economic conditions are
dire and will continue to 
deteriorate. For the first
time in a generation, we
have a co-ordinated global
economic slowdown, at
least in Asia, Europe and
North America. The housing
debacle, which was initially consid-
ered to be a U.S. problem, has become
a global issue. The credit crisis is a
global issue . . . Deflationary issues are
global in nature. The de-leveraging
process, which is a function of every
boom-bust cycle, is also a global issue
and will take considerable time to re-
solve. As a result of those broad global
macroeconomic themes, we are 
relatively bearish for the near-term
economic outlook. We’re also some-

what bearish about the equity market
outlook, as well.

“However, in our ‘worst-case’ 
scenario, the earnings on the S&P 500
may come in around $60-$65, which
gives us a low on the S&P 500 of
between 720 and 780. So, from an 
investment perspective, not just 
from an economic perspective . . . we

believe there is some 
rational reason for opti-
mism in increasing equity
exposure at the right prices
for the U.S. equity market
and the Canadian equity
market. The best time to
buy anything, including 
equities, has always been
the point of maximum 
pessimism.”

FIRST STAR
• TEVA Pharmaceutical 
Industries Ltd.
(Nasdaq:TEVA)
• Recent Price: US$42.91
• 52-Week High/Low:
US$50/$35.89 (2-27-
2008/10-10-2008)
• Snapshot: TEVA is a
global pharmaceutical
company specializing in
the development, produc-
tion and marketing of

generic and proprietary branded
pharmaceuticals, as well as active
pharmaceutical ingredients. TEVA is
among the largest generic pharma-
ceutical companies in the world.
• President and CEO: Shlomo Yanai
• Head Office: Israel
• Vital Stats: Price/Earnings Ratio
(trailing 12 months), 15.8; Revenue
(last fiscal year), US$9.4 billion; 
Earnings Per Share (ttm), US$2.70;
Market Cap, US$35.1 billion.

• Bain’s/Pink’s View: “Our three
(Stars) are core holdings. They 
represent fundamentally sound 
companies in each of their respective
sectors. (TEVA) is an Israeli-based
company listed in North American
markets. It’s a fairly substantial com-
pany. Their sales growth has always
been very robust. Sales are up 18 per-
cent (in the last quarter, a record).
They’ve got a multiple-sclerosis drug
called Copaxone. Its (last-quarter)
sales were up 29 percent. 

“So (TEVA) goes back to our whole
core theme of staple businesses that
have very solid cashflow. The manage-
ment team is very focused. They’re
looking to reinvest back into the com-
pany – about seven and a half percent
into R&D by the end of the year.
They’re going to continue to control
their general and administrative costs

through the year. They have a very
robust pipeline of 149 products
awaiting final FDA approvals. And
then their debt levels are very low —
long-term debt-to-capital is just 
under 20 percent – with a return on
equity of 14.2 percent.”
• Risk Rating: Low-medium
• Web Watch: www.tevapharm.com

SECOND STAR
• Shoppers Drug Mart (TSX:SC)
• Recent Price: $45.68
• 52-Week High/Low: $58.230/$41.50
(6-18-2008/10-27-2008)
• Snapshot: Shoppers Drug Mart
(Pharmaprix in Quebec) is Canada’s
largest retail drugstore group,
based on number of stores and system
sales.

Thornmark execs eye equity opportunities

Daniel Bain

See 3 STARS     Page 19

TEVA Pharmaceutical Rogers Communications Inc.Shoppers Drug Mart

Pro’s 3 Stars

Andrew Pink
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(Street Life is a regular feature that profiles what's
playing in the stock market.)

By Nicole Strandlund
Business Edge

ACT I: HEALTH CARE IN THE DIGITAL AGE
• The Player: Telus Corp. (TSX:T)
• Action: Down three per cent in a month (from
$39.62 Oct. 17)
• Recent Price: $38.52
• 52-Week High/Low: $51.12/$34.12

Landlines, cell coverage, internet connections,
and now medical history – a natural progression,
no?

The Burnaby, B.C.-based communications com-
pany has announced it will make a $100-million 
investment in the health-care industry over the next
three years, and is launching a new brand: Telus
Health Solutions.

The company aims to develop systems that
process, store, and deliver health information, so
that one day the experience of blinking at the ceil-
ing trying to remember the answer to, “When did
you start taking this medication?” may be obsolete.

Telus Health is backed by Emergis, a Montreal IT
company that was purchased by Telus in January
2008, and already has years of health-care tech-
nology experience and more than 1,500 team 
members.

ACT II: THE GRINCH IN THE HAT IS BACK
• The Player: IMAX Corp. (TSX:IMX)
• Action: Down six per cent in a month (from $4.14
Oct. 17)
• Recent Price: $3.91
• 52-Week High/Low: $8.32/$3.21

Although some may roll their eyes at Jim Carrey
starring in yet another Disney movie, others might
look forward to seeing his morphing face five 
stories high – and in 3D.

IMAX, the big-screen entertainment technology
company jointly headquartered in New York and
Toronto, has signed a five-picture deal with The
Walt Disney Studios and will open the series with
director Robert Zemeckis’s version of A Christmas
Carol. Slated to open November 2009, the 3D 
fantasy will feature Jim Carrey playing Scrooge and
all three ghosts.

Subsequent films in the deal (to be announced
later) may include works by director Tim Burton
and producer Jerry Bruckheimer.

IMAX stock tumbled from highs over $8 this 
summer but, at press time, was trading at $4.11, 

up $0.20 on the day, thanks to this news.

ACT III: METRO-POLY
• The Player: Metro Inc. (TSX:MRU.A)
• Action: Up 10 per cent in a month (from $29.87
Oct. 17)
• Recent Price: $33.
• 52-Week High/Low: $33.35/$21

Bigger must, indeed, be better.
Supermarket operator Metro Inc., which consti-

tutes the largest grocery presence in  Quebec and
aims to do the same in Ontario, has announced a
25.5 percent gain in quarterly profit.

Sales for Metro’s fourth quarter ended Sept. 27

were $2.48 billion, up 1.8 percent from a year ago.
Net income jumped 25.5 percent year-over-year to
$72.3 million.

Metro, which has more than 65,000 employees
and a network of roughly 600 food stores and 250
pharmacies, has been working to change its five 
Ontario banners (Dominion, A&P, Loeb, The Barn
and Ultra) to the Metro name, a process expected to
take 15 months and $200 million.

When complete, the banner consolidation will 
result in 218 stores in Quebec and 158 in Ontario,
making Metro the largest grocery banner in each
province.

ACT IV: COPPER POWER
• The Player: Norsemont Mining Inc. (TSX:NOM)

Telus Corp. to try hand at health-care sector

See STREET LIFE                         Page 19

Telus Corp. IMAX Corp.

Metro Inc. Norsemont Mining Inc.

Street Life: Analysis
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By Tess van Straaten
Business Edge

When Brenda Andress decided to
quit her government job and

start her own business nine months
a g o, she knew it was going to be a lot
of work.

“I am incredibly busy, but incredi-
bly happy,” Andress says. “That’s not
to say it hasn’t been overwhelming at
times – it has – but all the work is defi-
nitely worth it.”

After launching Passion Produc-
tions, a consulting firm based in New-
market that helps individuals, leaders
and sports teams find their personal
passion, Andress found herself w i t h
an endless to-do list. 

Trying to manage an often unman-
ageable workload in the startup phase
o f her business, the former civil ser-
vant learned a lot about prioritizing.

“ You only have so many hours in a
day and you don’t want to waste yo u r
time doing things you don’t really
need to do,” says Andress. “All things
need a direction in which to walk, and
prioritizing has really helped me 
figure out what I need to do and when
I need to do it.”

For companies of all sizes, getting
their priorities right is a key factor in
business growth and success. But for
small businesses with much more lim-
ited resources, experts say it can make
the difference between success and
failure.

“There aren’t as many people, there
isn’t as much money, competition is
often much stiffer and they have to get
at the opportunity quicker. So it’s 
really crucial that small businesses
prioritize,” says Toronto-based execu-
tive coach Michael Wolkensperg.

“Not taking the time to separate the
important from the unimportant and
then allocating your time accordingly
will always cost you.”

Yet, many business owners – caught
up in the day-to-day running of t h e i r
businesses – aren’t making prioritiz-
ing a priority.

“It’s very easy to get swept up doing
things without making sure they’re
the right things,” Wolkensperg cau-
tions. “We busy ourselves with what’s
in front of us, but the world is more
complicated than just doing what is in
front of us. If you spend your day 
doing things that are not an actual
p r i o r i t y, you won’t get any further
ahead. 

“So you really have to look at what
you’re doing, what you should be do-

ing, and develop a basic action plan.”
That’s exactly what Andress did.

Overwhelmed by everything that
needed to be done, she says she
understands why a lot of people put
off prioritizing.

“I think prioritizing for a lot of p e o-
ple is intimidating – ‘Oh my God, look
at the stuff I have to do!’ – it’s incredi-
bly overwhelming,” Andress says.

“But you don’t have to do it all in
one day and if you sit down and break
it down, it’s actually easier. Yo u ’ l l
know what you need to do first, what
to do second and how one thing 
ties into another because it’s all tied
t o g e t h e r. If you don’t sit down and
look at it, you could miss something.”

For Victoria contractor Chris Marsh,
planning and prioritizing has become
an increasingly important part of h i s
j o b. With a hot building sector in B. C .
the last few years and now a busy
home-renovation market, experi-
enced contractors like Marsh hav e
more jobs than they can handle.

“In the old days, you didn’t have six
jobs at a time – you had two jobs and
you didn’t need to juggle and priori-
tize like you do now,” Marsh says.

“ We’re constantly looking at what
really needs to be done to keep things
on schedule – and what can wait – and
prioritizing is making sure we get
those important things done.”

In the construction business for
more than 35 years, Marsh says a cer-
tain amount of the prioritizing is 
obvious. There’s no point dry w a l l i n g ,
for instance, before the plumbing and
electrical work is done. But other fac-
tors can also determine what gets to
the top of the priority list.

“ We do our best to try and accom-
modate people and fit things into the

schedule,” adds Marsh. “If s o m e t h i n g
comes up or other trades are coming
in on a certain day, we’ll work to get
our part done so that we don’t hold
them up.”

While it’s often clear what needs to
be done, making sure you choose the
right priorities can sometimes be a
challenge. Whether it’s competing 
demands or conflicting priorities,
Wolkensperg says there’s one ques-
tion you should always ask yo u r s e l f :
Am I doing that which only I can do?

“In other words, are you working at
the right level?” he asks. “If you’re the
owner of the company, there are cer-
tain things that only you can do that
you cannot delegate to someone else,
so make sure you do those things first
or they won’t get done.”

A common mistake many small-
business owners make as their busi-
nesses grow is micromanaging. While
it may be tempting to try and stay 

active in all levels of the business and
constantly double-check what emp-
l oyees are doing, it’s almost always
counter-productive.

“ I f you’re so busy making sure yo u r
people are doing things the way yo u
would have done them, then the
things that you actually need to do get
left behind,” warns Wolkensperg.

“Control is a big issue in small busi-
ness and owners, no doubt suffering
from the ‘founder syndrome,’ often
think that only they can do something
the right way. But micromanaging
just wastes a lot of time and alienates
people. If you’ve hired people to do a
job, let them do it.”

Another mistake Wolkensperg says
many business owners make is work-
ing in their business, instead of o n
their business. It’s a prioritizing pitfall
Andress is well aware of and working
hard to avoid.

“I want to make my business work,
but at the same time I want the busi-
ness to work for me – not for me to
work for it,” she says.

“ I f you’re spending all your time in
the trenches making sure that things
are moving along OK, you’re not 
out there growing your business and
looking at the bigger picture.”

For Andress, that bigger picture 
includes helping more people find
their passion, just like she did.

“ Following your passion is colour-
ing outside the lines and when yo u ’ r e
doing something you love, time has
no meaning for you,” she says.

“I love what I do, but I don’t want to
waste my time doing things that
aren’t going to work for me.”

(Tess van Straaten can be reached at
tess@businessedge.ca)
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Prioritizing keeps small businesses healthy
Separate the important from unimportant, then allocate your time

“There aren’t as many people, there isn’t as much
money, competition is often much stiffer and they have
to get at the opportunity quicker. So it’s really crucial
that small businesses prioritize. Not taking the time to
separate the important from the unimportant and
then allocating your time accordingly will always cost
you.”

Quotable

– Michael Wolkensperg,
Toronto-based executive coach
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• President and CEO: Jürgen
Schreiber
• Head Office: Toronto
• Vital Stats: Price/Earnings Ratio
(trailing 12 months), 17.90; Revenue
(last fiscal year), $8.5 billion; Earnings
Per Share (ttm), $2.52; Market Cap,
$9.9 billion.
• Bain’s/Pink’s View: “Same-store
sales growth of 6.5 percent for 2008 
is what we’re expecting. EBITDA 
margins a little over 11.5 percent. 
Estimated adjusted earnings growth
of 14.2 percent, which is in line with
what the company has done over the
last five years. They’ve got a sustain-
able distribution, which is only 35
percent of their cashflow. So, sustain-
able distribution, and a consistent
and reliable revenue line. Their

launch of Murale, a beauty concept
store, points to them rebranding
themselves in a unique market in
Canada. Their (estimated) return on
investment capital is just a little under
11 percent in 2008, and return on 
equity is 16 percent.”
• Risk Rating: Low-medium
• Web Watch:
www.shoppersdrugmart.ca

THIRD STAR
• Rogers Communications Inc.
(TSX:RCI.B)
• Recent Price: $35.11
• 52-Week High/Low: $46.46/$29 
(5-9-2008/10-27-2008)
• Snapshot: Rogers is a diversified
Canadian communications media
company providing wireless, cable 

TV, high-speed internet and phone
services to consumer residences and
businesses in Canada.
• President and CEO: Edward Rogers
• Head Office: Toronto
• Vital Stats: Price/Earnings Ratio
(trailing 12 months), 15.5; Revenue
(last fiscal year), $10.1 billion; 
Earnings Per Share (ttm), $2.19; 
Market Cap, $18.37 billion.
• Bain’s/Pink’s View: “Really, this is a
cashflow story – these guys have an 
incredible cashflow spinoff. Their
yield is a little over three percent.
They’ve got the best technology
platform of all the North American
wireless companies. They’ve got an 
exclusive GSM (global system for 
mobile communications, the most
popular standard for mobile phones

in the world) and HSPA (high-speed
packet access, a protocol that 
improves performance on the GSM
platform). Telus and BCE recently 
announced a joint venture of about
$800 million, probably closer to $1.2
billion, to develop the exact same
platform.

“It looks like Rogers has a pretty
good competitive advantage for the
next three, or even closer to five, years.
The fear of new competitors in this 
industry has diminished with the
credit environment. Earlier in the
year, there was a spectrum auction
where a few new participants bought
spectrum and it was deemed they
would become new competition for
Rogers. We think Rogers is so far
ahead of the game with their platform
that . . . there really isn’t a fear of that
in the foreseeable future.”
• Risk Rating: Low-medium
• Web Watch: www.rogers.com

Bain’s Edge Record (based on three
previous picks in 2008): Best Pick:
Rogers (TSX:RCI.B), -20 percent.
Worst Pick: Horizon North Logistics
Inc. (TSX:HNL), -70 percent.

(This feature is provided for 
informational purposes. Investors are 
advised to do their own research or 
consult a qualified investment 
professional before making investment
decisions. Quotes are based on results
through Nov. 14, 2008, unless otherwise
noted.)

• Action: Down 10 per cent in a month (from $1.89 Oct. 17)
• Recent Price: $1.70
• 52-Week High/Low: $4.41/$1.07

A friend of mine once made a great real estate deal by
dropping a letter in someone’s mailbox, offering to buy
their house. Sometimes the best bargains are found by so-
liciting those who weren’t thinking of selling. Norsemont
Mining Inc., a Toronto-based mineral exploration com-
pany, was minding its own business on the Constancia
copper, gold, silver and molybdenum deposit in southern
Peru, when offers to buy the company streamed in. To deal
with the offers, Norsemont’s Board has formed a special

committee, retained legal counsel, and is in the process of
retaining independent financial advisers. Norsemont
warns that the evaluation will not necessarily result in any
deal, and that there is no timetable set for completion of
any transaction . . . but it must be fun to be in their posi-
tion.

NOTE: The above is not intended as investment advice to
buy or sell any mentioned securities. Investors should do
due diligence before investing. Quotes are based on 
results through Nov. 18, 2008

(Nicole Strandlund can be reached at 
nicole@businessedge.ca)

Rogers standing tall in telecom industry
3 STARS from Page 15

Miner busy checking out prospective offers
STREET LIFE from Page 16

The Canadian Press

The Canadian economy is slowing
more than previously thought and
will require further stimulus, Bank of
Canada governor Mark Carney says.

Carney strongly signalled last week
that the central bank will reduce
short-term interest rates again on Dec.
9 in an effort to boost activity.

“Despite having already cut official
interest rates in half over the past year
and having a financial sector that is
still functioning effectively, some fur-
ther monetary stimulus will likely 
be required to achieve the inflation
target over the medium term,” he said
in a speech to a business audience in
London.

He said Canada’s banking sector re-
mains sound but the country has been
hit by the global financial crisis and
deepening woes in the United States.

Not only have commodity prices
tumbled and the availability of c r e d i t
tightened, he said, but the nature of
the U.S. slowdown – with its pressure
points in the housing and auto sectors
– affects key Canadian exports of
lumber, vehicles and parts.

Carney hints at
rate reduction



How’s this for chutzpah? On Nov.
19, the chief executive officers of

General Motors, Ford and Chrysler
flew from Detroit to Washington to
appear before Congress and
to plead for a $25-billion
government bailout for
their ailing companies. 

There are 24 non-stop
commercial flights daily 
between the two cities, but
those who have ascended to
the pinnacle of corporate
America do not fly like the
rest of us when they travel
on business.

The three men, GM’s
Richard Wagoner, Ford’s
Alan Mulally and Chrysler’s
Robert Nardelli, all arrived
separately on corporate jets
and for their profligacy they earned a
well-deserved public flogging.

“There’s a delicious irony in seeing
private luxury jets flying into Wash-
ington, D.C., and people coming off
them with cups in their hands,” 
observed Representative Gary Acker-
man, a Democrat from New York. “It’s
almost like seeing a guy show up at
the soup kitchen in high-hat and
tuxedo. Couldn’t you all have down-
graded to first class or jet-pooled . . .
to get here?”

The optics of this public display of
opulence were terrible and it’s not
hard to understand why. For weeks
now, these executives and a chorus of
auto-industry analysts, experts and
hangers-on have been bombarding 
us with warnings of an imminent 
economic catastrophe if the Detroit
Three don’t get their money.

Canadians have been told that they
may have to come to the rescue of the
subsidiaries located in this country.
We may have to cough up $2.5 to $3
billion based on the population 
differences in the two countries. 

Well, if times are tough, it’s time to
change your behaviour. This simple
truth has obviously eluded the chief
executives of the car companies as
well as their teams of managers and
public-relations professionals.

Nor has it sunk in with union lead-
ers on either side of the border. Both
the United Auto Works and the 
Canadian Auto Workers have rejected
pay cuts or contract concessions as
conditions of tax-funded bailouts.

But times are tough for the car-
makers. North American vehicle sales
have averaged 17.5 million per year
throughout this decade, according to

Dennis DesRosiers, Canada’s foremost
industry analyst. This year they are 
expected to slump to 10.6 million, the
steepest drop in history.

That is a cyclical problem
and it affects all manufac-
turers. But the North Ameri-
can industry has undergone
a major structural change in
the past decade and the big
losers have been GM, Ford
and Chrysler.

As recently as 1996, the
Detroit Three held slightly
over 70 per cent of the mar-
ket. Their share has fallen
every year since then and
they now account for about
42 percent of sales. Foreign-
owned competitors now
hold the balance.

DesRosiers notes that the Ameri-
can-based companies have been 
going through a painful restructur-
ing. They have closed plants and laid
off workers – moves that have reduced

their manufacturing capacity by some
four million vehicles per year. They
have squeezed suppliers for cost 
savings and have probably achieved
as much as they can in this area.

However, their labour costs remain
a big problem. “Someone has to 
convince the UAW and CAW . . . to 
get real,” says DesRosiers.

The American autoworkers in 2007
accepted a two-tier wage structure in
which new hires will earn a lot less
than established workers. When fully
implemented, this arrangement will
bring their all-in costs (wages, bene-
fits, pensions and vacations) down by
about $25 an hour. That still leaves
them $10 to $15 per hour above the
foreign-owned domestics such as 
Toyota and Honda.

The discrepancy is even more 
glaring in Canada. Earlier this year,
CAW rejected a two-tier compensa-
tion structure. Their all-in costs are
about $70 an hour, which makes them
among the most expensive autowork-

ers in the world and puts them $25 
to $30 per hour above the foreign 
domestics.

The car companies have warned
that – without a bailout – they will be
forced to seek Chapter 11 bankruptcy
protection and that could mean their
demise because no one will buy a 
vehicle if the future of the manufac-
turer is in doubt.

Various analysts and experts have
forecast ruinous consequences if this
happens – up to three million jobs
lost and whole communities in ruins.

They are likely correct. But the car
companies and their unions need to
sell the bailout politically. That would
be a lot easier if auto industry execu-
tives were prepared to abandon lux-
ury private aircraft, as well as some of
their lavish compensation packages,
and if the unions signalled that they
were open to sensible and sustainable
wages and benefits.

(D’Arcy Jenish can be reached at 
jenish@businessedge.ca)
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Automakers need to show a little humility
Executives, unions seemingly tone deaf to selling bailout politically

D’Arcy Jenish
Business Edge

Opinion

Cartoon Corner
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T here have been many predictions
about where the credit crunch

would end, all of which have proven
to be overly optimistic. Today, the
honest answers range from “it 
depends” to “I don’t know.”

A better question to ask,
perhaps, would be: “Where
did it begin?” 

A fuller understanding of
the fundamentals of the cri-
sis would almost certainly
provide an insight into how
it might end. Many would
point to the first failed
rollover of mortgaged-
backed commercial paper
in August 2007 as the 
catalyst to the crisis. 

Fair enough, but the root
of the matter goes deeper,
and much longer ago, than
that. 

Arguably, the turmoil we
are experiencing today is
linked directly to the trauma of
Sept. 11, 2001. We now know that
9/11 spawned a “live for the moment”
boom in U.S. consumer spending 
and borrowing, the likes of which

have never been seen before. 
This caused a major upswing in real

estate prices, on the basis of which
lenders created a balloon of con-
sumer debt, including extending

credit into the sub-prime
space. Key to this lending
was the presumption that
any future debt service diffi-
culties could be buried in a
refinancing package based
on the rising equity value of
the home. 

Nor was this expansion of
leverage restricted to the
U.S. housing market. The
extended period of strong
global growth fostered a
belief that investment risks
had become a thing of the
past. 

Investors – particularly
professional fund managers
– were therefore encour-
aged to leverage their in-

vestments in order to boost overall 
returns. Investors competed for deals,
rather than deals competing for 
investors, and risk premiums were
driven even lower in the process. 

The U.S. housing bubble broke back
in 2006, but it would be August 2007
before the house of cards would really
start to come down. With home prices
on the decline, sub-prime mortgage
holders were better off simply walk-
ing away from their houses. 

Doubt crept into the mortgage-
backed commercial paper market,
and from there, into the interbank
market. We now are faced with a
global desire to reduce leverage, and
governments have provided moun-
tains of liquidity to keep things 
orderly.

There are now signs of healing, and
every reason to believe that the credit
crunch will fade over time. 

So, where will it end? The most 
important implication of the above
interpretation of events is that the
credit crisis is the product of an 
underlying economic downturn, not
the other way around. 

At the heart of that downturn is a
shift in U.S. consumer psychology,
away from “living for the moment”
and back to “saving for tomorrow.”
That shift will take time to complete,
and its real impact is now being felt

everywhere, from Germany to Chile 
to Russia to China and all points 
between. 

In other words, even after the credit
crunch is sorted out, we will be left
with a traditional downswing in the
global business cycle. Such cycles have
a lot of common characteristics:
Repricing of risk, widening interest
rate spreads, weak commodity prices
and a rising U.S. dollar.

These symptoms are likely to persist
until the global business cycle runs its
course – and given the revision that
has taken place in U.S. consumer psy-
chology, that bottom is likely to be at
least a year away, probably longer.

The bottom line? Economists’ mod-
els cannot explain consumer bubbles,
tech bubbles or commodity bubbles.
Nor can they predict a post-bubble 
future. 

However, business cycles do have a
natural rhythm, and that means the
outlook will remain challenging for at
least the next 12-18 months.

(Stephen Poloz is a senior vice-
president and chief economist for Export
Development Canada. He can be reached
at spoloz@edc.ca)

How did we fall so fast? Look back to 9/11 tr a u m a

Stephen Poloz
Export
Development
Canada

Export
Analysis

The Canadian Press

The CRTC has sided with Bell
Canada (TSX:BCE) in the controversial
Internet “throttling” case, ruling that
the telecommunications giant is
within its right to regulate the flow of
traffic on its network space.

Bell had argued it was necessary to
limit some traffic because a relatively
small number of users – employ i n g
so-called peer-to-peer downloading –
were hogging more than half o f t h e
network’s capacity, slowing service for
regular customers.

While the federal regulator agreed,
it did give independent internet serv-
ice companies a concession by 
announcing new hearings on the
whole issue of Internet traffic shaping,
as well as requiring Bell to give users
30 days notice before making usage
changes.

“(The complainant) asked us to only
consider the specific issue of w h o l e-
sale traffic shaping within a specific
context,” said Konrad von Finck-
enstein, chairman of the Canadian 
Radio-television and Te l e c o m m u n i c a-
tions Commission (CRTC).

“The broader issue of Internet traf-
fic management raises a number of
questions that affect both end-users
and service providers.”

Von Finckenstein said the regulator
will hold public hearings on the issue
of internet traffic shaping next July 6.

In its complaint filed in April, the

Canadian Association of I n t e r n e t
Providers (CAIP) charged that Bell’s
attempts to regulate who has access to
the net at peak hours was an attempt
to stifle competition and made it vir-
tually impossible for its members to
properly manage the services they
provide.

Internet giant Google Inc. (Nasdaq:
GOOG) sided with CAIP, saying the 
internet must remain open and acces-
sible and blamed Bell for failing to 
expand its network to accommodate
all end users.

But the CRTC said Bell had demon-
strated that the growing popularity of
online video can lead to congestion
on the network. And it said Bell was
not favouring its own retail customers
over the independent users.

“Based on the evidence before us,
we found that the measures employed
by Bell Canada to manage its network
were not discriminatory,” von Finck-
enstein said. “Bell Canada applied the
same traffic-shaping practices to
wholesale customers as it did to its
own retail customers.”

Steve Anderson, of the advocacy
group SaveOurNet.ca, disagreed with
the CRTC’s assessment of the situation
and said Bell has other alternatives 
besides technically limiting network
traffic.

“The throttling of specific content
and services that compete with Bell’s
own services, shouldn’t even be an 
option,” Anderson said.

CRTC rules Bell has right 
to ‘throttle’ network flow

The Canadian Press

Canada’s 3,500 car dealers are at
risk from the financial crisis and are
asking Ottawa to help out despite a
record year of sales.

The Canadian Automobile Dealers
Association told a news conference
last week that Canada’s auto sector
needs aid to survive, and that the
credit crunch is even starting to im-
pact dealers across the country.

“The cold reality facing decision-
makers today is if C a n a d i a n - b a s e d
manufacturers are not provided a
bridge across the current economic
crisis, then Canada’s 3,500 small-busi-
ness dealers will bear the brunt of that
downturn,’’ said president Richard
Gauthier.

The federal government is consider-
ing providing financial aid to the
Canadian subsidiaries of the Detroit
Three carmakers, General Motors,
Ford and Chry s l e r, and possibly auto
parts companies. Such help in the
form of loan guarantees and other
measures would aim to save thou-
sands of Canadian jobs threatened by
the sudden drop in North American
car sales.

Such aid, if it comes, would be part
o f a multibillion-dollar lifeline for
GM, Ford and Chrysler being consid-
ered by the U.S. Congress. However,
Democratic leaders say they won’t
help the beleaguered automakers 
until the companies present them
with a plan showing how they will use 

federal assistance to stabilize and 
restructure their faltering business.

In Canada, a new concern is that
banks are becoming reluctant to 
extend dealers credit so they can buy
i nv e n t o ry and fill their lots with vehi-
cles, added public affairs director
Huw Williams.

The association said it wants Ottawa
to enact measures to ensure that
healthy car dealers, which employ
about 140,000 Canadians, will hav e
access to credit so they can continue
operating.

Since the beginning of O c t o b e r,
Canada’s banks have been given more
than $110 billion in cash injections in
return for mostly mortgage-backed
securities, but Williams said of l a t e
that cash is not finding its way to
many dealers.

“We are seeing business-to-business
transactions, the financing that deal-
ers receive, dry up,’’ said Williams.
“ We are not seeing consumer financ-
ing drive up.’’

He said in some cases banks are 
demanding higher interest rates for
their money and in some cases the 
financing is being withdrawn alto-
gether.

Gauthier said the dealers are not
asking Ottawa for a handout, but they
are asking for measures that will help
them obtain credit. 

He would not give specifics on 
how the government can grease 
the money-markets specifically for
dealers.

Car dealers pleading for help
despite record year for sales
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When the going gets tough, the
smart scour the world for ideas

that have worked for others. 
Struggling automakers ponder how

the Asian car companies stole their
customers. Call-centre staff whose
jobs moved to India wonder if it’s just
about the wages. 

And in the tech sector, admiring
glances are often cast at the
Celtic Tiger, the remarkable
transformation that 
took Ireland from a rusty
backwater to a high-tech
powerhouse over the last 
20 years.

The prestigious Canada
West Foundation has 
effectively anointed the
Celtic Tiger as its animal of
choice, at least for the
provinces of Western
Canada. 

In a recently issued 
report, More Than Just 
Lucky Shamrocks:  The 
Re-Invention of Ireland and
Lessons for Western Canada,
the once sleepy Emerald Isle is 
hailed as “among the leaders in 
the fiercely competitive global 
economy.” 

Author Todd Hirsch, by day a 
senior economist at ATB Financial, is
the first to say that Western Canada
cannot simply replicate the Irish 
experience.

But, he writes, there are several
themes and principles that can be 
noticed within the Irish experience,
“and it is within these themes 
that Western Canada has much to
learn.” 

It’s not too far-fetched to suggest
these lessons apply equally well to 
all of Canada. Hirsch agrees, while
noting that every region would look a
little different.

He lambastes past Irish govern-
ments for leading the country into a
mire of debt. 

By 1985, the country’s annual
deficit had reached 11 percent of its
gross domestic product. With the
election of the Fianna Fail govern-
ment in 1987, Ireland began a 
“radical and painful correction in 
the national finances” that saw
government spending cuts and 
reductions in corporate and personal
taxes.

Commenting on the Canadian 
government’s austere Nov. 19 Throne
Speech, Hirsch says he supports the
line-by-line review of government

spending, because “it’s prudent 
symbolically and in a practical sense,
it’s sending a message.” 

Still, Canada 2008 is not Ireland
1987. A key difference is that Irish
labour unions participated in the 
belt-tightening, accepting, as Hirsch
puts it, “wage restraint in exchange
for more policy influence and cuts 

to personal income 
taxes.”

We’re not likely to see
such munificence in
Canada. In fact, Canadian
Auto Workers president
Ken Lewenza has reacted 
to suggestions of wage 
or benefit concessions 
with fighting words: “Our
workers have already paid
their share, they’ve already
made their sacrifices.” 

On a brighter note,
Hirsch makes much of the
fact that the Irish govern-
ment has made investment
in human capital a priority.
He cites their free high

school and technical education 
system, as well as the establishment of
Science Foundation Ireland, modelled
on the U.S. National Science Founda-
tion. 

Hirsch also says fears that Ireland
would simply be educating people
who would move elsewhere were 
unfounded, as the country became 

a trendy, desirable place to live.
In terms of what Canada could do

to make its population smarter, he
proposes a graduated level of tuition
remissions for post-secondary
students, because, “if you just made 
it free, people would tend to overuse
it.” 

He proposes that a certain percent-
age of education costs be reimbursed
each year, with the full amount paid
back to the student upon successful
completion.

Hirsch also makes the somewhat
heretical suggestion that govern-
ments should indeed be picking 
winners, in terms of targeting 
specific industries then trying to 
attract the very best companies 
in them and providing the right 
business conditions for them to 
flourish.

He says this is how Ireland 
attracted its plum industries: 
High-tech software, pharmaceuticals
and electronics. For Western Canada
today, he would pick alternative 
energy, ag-biotech and advances in
health-care research.

He stops short of supporting direct
government ownership of emerging
businesses, something the Alberta
government flirted with in the 1980s,
but advocates a fairly activist role in
company attraction.

Of course, even Ireland is not 
immune to the global economic 

crisis. Its economy is starting to
shrink, and taxes are rising. Hirsch 
acknowledges that it’s somewhat
ironic that Ireland’s economy has 
the distinction of being the very first
European country likely to enter 
recession. He attributes this to factors
such as their real estate bubble, which
sent the country reeling, but has now
burst.

I can confirm that personally. A few
years ago, I pointed to a modest
Dublin rowhouse and asked a friend
what it was worth. “A million Euros”
was the reply.  You can probably get it
for a lot less now.

And maybe you should snap it up,
because, in Hirsch’s view, Ireland’s
economic fall from grace will be 
temporary.

He argues that the fundamentals of
smart people, a big market on its
doorstep and good government 
policy will help that country be one of
the first to recover when things turn
around. 

And he has high hopes that Canada,
with many of the same success factors,
will be right up there as well. 

“The lesson from Ireland,” he says,
is that it is possible to re-invent your
economy.” 

(Tom Keenan is a professor at 
the University of Calgary and an 
expert on technology and its social 
implications. He can be reached at
keenan@businessedge.ca)

We can learn from Ireland’s re-invention 
Report urges greater investment in human capital, industry targeting

Tom Keenan
Business Edge

Future/
Present
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By Terri Schlichenmeyer
Business Edge

For the last three or four days, it’s
been driving you nuts.

Around and around and around 
in your head, some slogan or jingle
has been swirling like brandy in a
snifter.

You can’t shower, you can’t sleep,
it’s relentless. Just when you think it’s
gone, someone says something that
reminds you of it and you’re off again.

You’ve been branded, my friend.
Now, how can you do that same thing
to your customers or clients?

Author David Vinjamuri recently
studied entrepreneurs to find out why
some brands succeed in ways that are
a little out of norm. In his new book
Accidental Branding, you’ll read seven
case studies of businesses and the
people who started them.

As a marketing teacher at a New
York university, author Vinjamuri
asked his students to write profiles 
on people who weren’t schooled 
marketers or MBAs, but became 
successful nonetheless. His students
didn’t disappoint him; in fact, they
stunned him.

Vinjamuri realized that there 
were more stories than most people
probably knew, and he wondered

what attributes made these entrepre-
neurs so successful. 

What moxie was inherent in Rox-
anne Quimby (of Burt’s Bees) that
made her go from a single mom living
in a tent with her children to a New
England philanthropist and million-
aire? How did a cyclist living in a
garage with his dog become the
owner of Clif Bars, the energy food
used by elite cyclists? Was their 
success as accidental as it seemed?

By studying these entrepreneurs
and spending time with them, 
Vinjamuri discovered that most 
accidental branders share traits that
gave them a leg  up.

All were focused on the small de-
tails in their businesses: Gert Boyle of
Columbia Sportswear personally
signs every cheque that goes out. All
were willing to pitch in: J. Peterman
never asks someone else to do some-
thing he wouldn’t do himself. All were
willing to take risks: Myriam Zaoui
and Eric Malka of The Art of Shaving
planned a second store within three
months of opening the first one.

And shortly after Julie Aigner-Clark
released Baby Mozart, a scientific
study was released that indicated 

listening to Mozart helped a baby’s
brain develop. That example, among
others, pointed Vinjamuri at one
more thing – accidental branders are
the fortunate recipients of timing and
a little luck.

Although the title of this book is
somewhat of a misnomer (it’s more
about Accidental Brands than 
Accidental Branding), it’s hard to 
ignore success stories like the ones
the author uncovered. I enjoyed how
he steps aside to let us see entrepre-
neurs and their companies intimately,
including heart-in-the-throat 
moments of near disaster and the 
single-mindedness of those who 
simply could not let failure happen.

I think you’ll love Accidental Brand-
ing so much that you’ll shut the back
cover of this wonderful book with 
renewed excitement about your own
endeavours and you’ll be looking for a
sequel.

If you’ve ever wondered how a
favourite brand “made it,” or if you’re
an entrepreneur who wants some mo-
tivation, grab Accidental Branding. It’s
definitely a book to read on purpose.

(Terri Schlichenmeyer can be reached
at schlichenmeyer@businessedge.ca)

Accidental branders have timing, luck
Their willingness to take risks was one constant in author’s research

Business Books

Accidental Branding, by David
Vinjamuri; c.2008, Wiley;
$26.99; 212 pages.

Re: Coalition seeks lower price for
credit card services, Business Edge, Oct.
17, 2008.

The issue of Visa and MasterCard’s
uncontrolled practices of milking
small businesses from their profit is
one of the biggest financial hurdles
that a small company faces these days.

Here are some facts of which 
regular customers using credit cards
are not aware:

1. As a small-business owner, I pay
more for Visa and MasterCard fees
than I pay for electricity, gas, phone

and security monitoring all together.
2. A $100 debit transaction fee costs

us about 12 cents (this is acceptable),
a $100 credit card transaction costs 
us about $2 – 20 times more 
(ridiculous)

3. About two percent of small- 
business profits go to Visa and 
MasterCard.

4. They constantly increase the fees

by: Charging for keying credit card
numbers at an additional one per-
cent; introducing premium cards for
which they charge one percent more
for every transaction.

The fact that the government of
Canada doesn’t regulate credit card
fees is ridiculous. We need protection
from the greedy practices of Visa and
MasterCard.

We small businesses need to some-
how get together and fight them to
stay alive. Some of the propositions I
have are:

1. Lobby the Canadian government
to regulate credit card fees.

2. Consider protest action – get all
retailers and businesses to stop 
accepting credit cards for a day or
two.

3. Encourage customers and busi-
ness to use/accept only debit cards.

4. Educate customers about the
greedy practices of the credit card
companies.

– Andy Dudek,
small-business owner,

Richmond, B.C.

Credit-card companies need to be reined in
Feedback
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