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THE GOLDEN AGE OF
PHILANTHROPY?

25 YEARS
and BUILDING
Melloul-Blamey has a new headquarters,
a strong reputation, and an unfolding succession plan
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www.VictoriaStar.com

© 2007 Mercedes-Benz Canada Inc. E350 4MATIC™ shown.

With4MATIC™permanent all-wheel drive, a 228hp 3.0LV-6 engine, DIRECTCONTROL, PRE-SAFE®,

NECK-PRO, our Electronic Stability Program, Brake Assist, a myriad of air bags, THERMATIC

automatic climate control, a heated steering wheel, a sliding glass sunroof, heated power-adjustable front seats,

and a surprisingly accessible price point, the 2007 E280 4MATIC™ is unlike any vehicle we’ve offered before.

It’s the new E-Class. It’s also the new math.
THE ALL-NEW2007 E280 4MATIC™– STARTING FROM$65,500

Victoria Star Motors Inc.
125 Centennial Road, Kitchener, N2B 3E9 519-579-4460 www.VictoriaStar.com
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Mark Bingeman did
not mince words

– “Our region is get-
ting killed by other
parts of the province
that are much more
organized.” We were
discussing the new
Destination Market-
ing Organization for
Waterloo Region.

The issue may not
only be the competi-
tion from other parts
of the province – as

another story in “Monitor” suggests, the
entire province is struggling to attract
American tourists.

Tourism is a key sector in our local
economy. In fact, Exchange has our own
vested interest – our sister publication,
Visitor, has long served the area tourism
industry, and will continue to do so.

Tourism opportunities in this area abound
– from Stratford to Elora to St. Jacobs, to
identify the more obvious. Not forgetting
Mark Bingeman’s own Bingemans, with
more new features (see Watercooler).

There are attractions in all our our
communities – think, the Centre in the
Square; the events in Waterloo where cul-
ture meets entertainment; the unique
downtowns of Cambridge; the golf cours-
es everywhere; the great culinary experi-
ences. I could go on – I often do.

We do have the product to sell. I wish
the new Organization every success. I am
only slightly skeptical – the unique element
of this newest venture, the involvement of
all the municipal CAOs, may also be the
unique challenge. Tourism promotion is
best carried out by entrepreneurs with a
vision and the need to grow business. That
is not always the mindset of civil servants.

So I will watch the developments with
interest, with hope... and with one eye on
the statistics. Something has to happen to
reverse the disturbing cross-border trend.
Either something will convince Americans
to come back, or, as Mark Bingeman sug-
gested, this area needs to start “killing”
other parts of the province in the market-
ing of local tourism. X
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ALL THINGS 25
An age to catch another wave

JON ROHR is publisher of
Exchange Magazine for
Business. email: jon.rohr@
exchangemagazine.com

by JON ROHR

competitors, Exchange is planning for growth, our
pages provide more coverage than ever before and our
website – exchangemagazine.com – is a recognized,
Monday to Friday, daily news source, available free. Its
readers’ comments are encouraging, and positive.

Strategically our biggest challenge came one year
ago this issue. Like all businesses, we too are exposed
to big business looking to dominate. On the strength
of our last eight issues, I’m proud to report Exchange is
reinvigorated, and ready to celebrate the entrepreneur-
ial spirit that built this economy with the same entre-
preneurial outlook. We don’t push agendas, we show-
case a prosperous community, and we do it organical-
ly, from the grass roots up.

The next 16 issues will celebrate entrepreneurs and
“All Things 25”. Don’t worry, we won’t stray from the
editorial quality that has made Exchange the business
publication to copy. Editorially, we’ll be searching
for innovative, 25-year-old companies and minds.
As we perform our search, Exchange will start its
new beginning.

We’re expanding our staff. Luke Knowles, (yes, he’s

coincidentally related to Exchange Editor Paul
Knowles) is our new Account Manager, looking for
new business. A native of Waterloo
Region, Luke’s family has been
involved in print media serving this
community ... forever.

Exchange is proud to bring you
“All things 25.” As a celebration
of area companies turning 25, it’s
even more a celebration of entre-
preneurial beginnings. X

Amagazine celebrating “all things 25”. No, don’t reju-
venate your memories of being 25 and flip ahead

looking for a swimsuit centerfold – forget that image
altogether. Instead, think of some happy business peo-
ple, maybe like the ones on the cover, or all those you
know, those who share a lust for business and an undy-
ing passion to innovate and move business forward.

Remember when you turned 25? Full of energy, you
knew everything, and you had no battle scars. Those
were great years; the years that follow get even better.

Twenty-five is just a beginning.

The nurturing is over, doors are waiting to be
opened, choice and decisions to be made. You find out
soon enough that if you don’t learn to surf, you’ll be
flattened by the very same wave that gives others a ride
of a lifetime. You just need to know how to catch it.

Twenty five is an age of decisions, growth and
opportunity; an age to catch another wave.

Considering that two years ago, I was told that the
team at Exchange – to put it diplomatically– “were
dead meat”, 25 is even more special.

Two years later, and much to chagrin of our large

The nurturing is over, doors are waiting to be opened, choice and decisions to be made.

PUBLISHER’S NOTE
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LS 460 2007
T H E P U R S U I T O F P E R F E C T I O N

The completely redesigned LS once again establishes

itself as the benchmark of luxury sedans.

Those seeing it for the first time will be struck by the captivating

new design that exudes elegance and power. Those driving it will

be impressed with the world’s first eight-speed automatic transmission.

And all will be inspired by the extraordinary list of groundbreaking

features, such as an available climate -control system that measures body

temperature using infrared radar. For those who demand even more

comfort and space, Lexus is offering its first-ever long wheelbase model:

the LS 460L. Both the LS 460 and the LS 460L raise the standard once again.

New features
• 4.6-litre V8 engine

• Approximately 380 hp, 370 lb-ft torque

• Ultra-Low Emission Vehicle (ULEV II)

• Eight-speed automatic transmission (world first)

• Vehicle Dynamics Integrated Management (VDIM)

• 18-inch alloy wheels

Luxury Appointments
• SmartAccess System with Push Button Start

• Full Leather and Wood Trimmed Interior

• Dual Zone Automatic Climate Control

• Available Lexus Voice-Activated HDD Navigation Sys-

tem with Bluetooth® technology

• Available Mark Levinson 19-speaker Surround Sound

System

• Available 8-Gigabyte Audio Server

• Available Front and Rear Climate-comfort Seats

LLUUXXUURRIIOOUUSS.. IINNNNOOVVAATTIIVVEE.. 
PPOOWWEERRFFUULL.. SSTTUUNNNNIINNGG..

3131 KING STREET EAST, KITCHENER   519 748-9668 |  www.heffner.ca
THE OFFICIAL WATERLOO-WELLINGTON COUNTY LEXUS DEALER

STARTING FROM
$86,400*

*Manufacturer’s Suggested Retail Price for the 2007 LS 460 (BL46FV “A”).  Freight, PDI, license, duties and all taxes are extra. Dealer may sell for less.

MMOORREE
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The Centre for Family
Business February

meeting featured St.
Jacobs Furnishings, which
is celebrating its 20th
anniversary. It is just one
of a family of businesses
with connections to the
Shantz family, including
the St. Jacob’s Farmers’
Market, and the Mercedes
Corporation, which has
been the major player in
the St. Jacob’s success
story.

Even as a new tourism marketing
agency is forming for Waterloo Re-

gion (see related story in Monitor), the
latest figures on tourism – especially
American visitors to Ontario – continue
a disturbing trend. Figures from several
sources, including Statscan, show that
a record low number of Americans
came to Ontario in January.
While some potential visitors may

have been deterred by weather issues,
the figures point to ominous implica-
tions of the ever-more-onerous border-
crossing regulations.
Here are some of the facts:

• Border crossings into Ontario by for-
eigners reached a low point in Jan-
uary, as heavy snowfalls, freezing
rain and extreme cold advisories in
Canada's most visited province
likely kept United States travellers
away. Overall, travellers from the

United States
made an es-
timated 1.2
m i l l i o n
trips to
Canada

through
Ontario border

crossings in January, a
record low and a 15.3% drop from
December.

• Same-day car travel to Canada by
United States residents fell to
961,000 trips, down 12.3% from
the previous month. This was the
first time since record-keeping
started in 1972 that same-day car

travel failed to reach 1.0 million
trips.

• Overnight travel to Canada by resi-
dents of the United States fell to its
lowest level since the height of the
SARS outbreak in May 2003.
Tourists from the United States
made 1.1 million overnight trips to
Canada in January, down 7.1% from
the previous month.

• Overnight car travel from the United
States fell 7.7% to 664,000, while
overnight travel by plane and other
means of transportation fell 5.8%
and 6.7%, respectively.

• In return, Canadian residents made
2.0 million same-day car trips to the
United States in January, down
2.6% from the previous month.
However, overnight travel to the
United States by Canadians in-
creased to 1.4 million trips, up
3.2% and the highest level in over
13 years.

Apart fromAmerican visitor statistics,
travel figures present a more mixed
bag:
• Travel from overseas countries fell

0.9% to 387,000 trips. However,
travel from the United Kingdom,
Canada's most important overseas
market, edged up 0.4% to 74,000
trips. Among the top 12 overseas
markets, Australia recorded the
largest decline (-5.4%) while travel
from India jumped 7.4%.

• Travel to overseas countries contin-
ued its upward trend in January, as
Canadian residents made a record
609,000 trips to non-US destina-
tions, a 1.6% increase from Decem-
ber.

• On the global scene, world travel
and tourism is expected to generate
in excess of US$7 trillion in 2007,
rising to over US$13 trillion over the
coming decade according to the
World Travel & Tourism Council.

DISTURBING US VISITOR TREND CONTINUES

BUSINESS MONITOR

Centre for Family
Business

XQuote

“A wage increase of this magnitude will threaten the viability of
many Ontario restaurants. This is a labour-intensive business
where nearly 31 cents of every dollar spent at a restaurant goes
directly to payroll costs. These small businesses don’t have the
financial flexibility to absorb a large minimum wage hike, and in
such a competitive environment, they can’t pass it along to their
customers.”

- STEPHANIE JONES, VICE PRESIDENT,
CANADIAN RESTAURANT AND FOODSERVICES ASSOCIATION

Chad (left) VP of
Twins Corp. Inc,
Barney Jr., Presi-
dent and Michelle
Strassburger, HR
Manager

Amelia, Director and Byron
Shantz, President (back row
left), Sheila Shantz, St. Jacobs
Farmer’s Market Manager and
Carole Fielding, St. Jacobs
Furnishings Manager. (front
row) Erma and Ross Shantz.

operates 94 stores, including Kentucky
Fried Chicken,Taco Bell and Pizza Hut
outlets.The family is focused on devel-
oping “twin” outlets, locating two of their
brand outlets in one building.The
Strassburger family also owns Keybrand
Foods, in Kitchener, a food warehousing
operation that supplies restaurants and
retail outlets.The company was founded
by the late Barney Strassburger Sr. in
1958.

The Centre for Family Business fea-
tured the Strassburger family, of Twins

Corp. Inc., at its March meeting. Latest
figures show the company owns and
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Canada’s Technology Triangle (CTT)
has adopted a successful and

growing program for international pro-
motion – and it all hinges on volunteers.
The CTT has, over the past several years,
developed the CTT Ambassadors Pro-
gram, to recruit and equip volunteers
from the area business community to
act as unpaid but enthusiastic promot-
ers of the CTT through their business
contacts internationally.
Lori Van Opstal, President of Your Ad-

vantage Staffing in Cambridge, is cur-

rently the head of the CTT Ambassador
Task Force. At a special event hosted
by the Centre in the Square and the
Kitchener-Waterloo Art Gallery in
March, Van Opstal introduced 24 new
CTT Ambassadors, including the Tom
Jenkins of Open Text.
The premise of the program is that

“Ambassadors” will promote the CTT
while they also promote their own busi-
nesses. As Van Opstal said, “our Am-
bassadors add our story to their story.”
Ambassadors are encouraged to add
a link to the CTT website to their own
corporate websites, and about half of
current ambassadors have put that
into practice.
The event was held at the Centre in

the Square and Art Gallery because
the CTT recognizes the importance of
promoting a vibrant cultural commu-
nity in attracting new businesses to the
area. The Ambassadors who attended
the event were treated to tours of the
Centre back stage and the gallery.
Catering was by the Artbar Restaurant,
and members of the KW Symphony
performed.
For more information about CTT

Ambassadors, visit www.techtriangle.
com/OurAmbassadors/Ambas-
sadorsIndex.cfm.

The Greater Kitchener-Waterloo Chamber of Commerce has honoured the 2007
recipients of the Chamber’s Business Excellence Awards.At the annual Cham-

ber Gala, close to 900 people honoured the exceptional contributions of 53 in-
dividuals and organizations who were nominated for Business Excellence.Award
winners included:

BUSINESS MONITOR

Chamber presents
Business Excellence Awards

Ambassadors
soak up the
culture

Fifty percent of the chief financial officers who left companies did so for reasons
other than finding another job, including inability to fit culturally into the or-

ganization, the increasingly stressful demands of the position, and lack of current
knowledge related to Sarbanes-Oxley, according to a North American survey by
Right Management.
At 48% of the 191 organizations surveyed, CFOs lasted in their positions for

more than five years while 25% of companies surveyed saw CFOs in their jobs
for less than three years.
Respondents included primarily human resource managers and executives at

mid- to large organizations in all industries.
“Many chief financial officers had the same ‘cultural

fit’ problems that are a leading cause of executive
failure – their management styles and ways of doing
their jobs did not fit in with the prevailing organiza-
tional culture,” said Bram Lowsky, General Manager,
Canada for Right Management, the world's leading
provider of integrated consulting solutions across the
employment lifecycle.
CFOs have also been under increased job stress

since the implementation of the Sarbanes-Oxley Act
of 2002, in the wake of accounting scandals at a

number of major publicly held companies. “The strains that Sarbanes-Oxley
placed on the job are still present. Some CFOs have not adjusted to the greater
duties and increased responsibilities that a chief financial executive for a public
company must now confront,” said Lowsky.
“In addition, the job market for CFOs has been good in recent years, with new

opportunities at other public companies that are under greater Sarbanes-Oxley
scrutiny, and with privately held companies that were not affected by the legis-
lation,” added Lowsky.

C F O d e p a r t u r e s m a y h a v e m a n y c a u s e s
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• Business Leader of the Year Award
(less than 20 employees):
SSTTEEMMMMLLEERR MMEEAATTSS && CCHHEEEESSEE..

• Business Leader of the Year Award
(more than 20 employees): 
MMIILLLLEERR TTHHOOMMSSOONN LLLLPP..

• Michael R. Follett Community
Leader of the Year Award: 
FFRREEDD KKUUNNTTZZ, formerly of The Record.

• Environment Award: 
EENNEERRMMOODDAALL EENNGGIINNEEEERRIINNGG LLTTDD..

• Innovation Award: 
CCHHRRIISSTTIIEE DDIIGGIITTAALL SSYYSSTTEEMMSS IINNCC..

• Volunteer of the Year Award: 
TTIIMM SSOOTTHHEERRNN, BDO Dunwoody LLP.

• New Member of the Year Award:
BBAAKKEERR IINNVVEESSTTMMEENNTT GGRROOUUPP IINNCC..

• Young Entrepreneur of the Year
Award: 
JJOOHHNN BBAAKKEERR, Desire2Learn Inc.

• Workplace Training Award: 
LLUUTTHHEERRWWOOOODD.

This year the Chamber made a spe-
cial recognition in the Innovation cat-
egory to the Centre for International
Governance Innovation and its IGLOO
initiative.

Lori Van Opstal, Your Advantage Staffing

Alf Bogusky, KW Art Gallery

John Baker, Desire2Learn

Fred Kuntz, formerly of the Record

Rick Baker, Baker Investment Group Inc.

Kevin Stemmler (centre) owner of 
Stemmler Meats & Cheese

Tom Sothern, BDO Dunwoody LLP
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BUSINESS MONITOR

BIG BENEFITS FROM SMALL GROUPS

The Region of Waterloo is well be-hind many other parts of the
province in terms of tourism marketing
and promotion. “Our region is getting
killed by other parts of the province
that are much more organized” – that’s
the word from Mark Bingeman, who
should know. Not only is he General Manager of Bingemans, one of the major
area tourist attractions; he’s also co-chair of the steering committee of “A Desti-
nation Marketing Organization for Waterloo Region.” And he believes the answer
for the region’s tourism woes lies in that very organization.
The new marketing organization – which Bingeman is quick to note will not ap-
pear publicly under that ponderous title – represents an unprecedented cooper-
ative effort involving major tourism players, smaller operations, and – most
unusually – all of the CAOs of the municipalities of the Region of Waterloo. Co-
chair is Mike Murray, CAO of the Region, and all of the CAOs from the three cities
and four townships of the Region are also on side.
An informational brochure from the organization describes these features:

• Membership-based, not-for-profit corporation
• Focus on Marketing and Visitor Information Services
• Significant investment by municipal governments
• Low membership fee
• Cooperative marketing opportunities for tourism industry
• Professional management.

Concerning the latter feature,
Bingeman points out that 2007 is
seen as an organizational year; the
plan calls for the hiring of an Exec-
utive Director this year. He suggests
that the actual marketing and
tourism promotion functions will
kick in in 2008. The proposed
budget for 2008 is close to $1 mil-
lion. Annual membership fees
range from $150 (for food and
beverage retail members) up to
$750 for “attractions”.
The new organization is one in a
long line of attempts to market the
tourism attractions of the Region of
Waterloo; all others have fallen by
the wayside. Bingeman acknowl-

edges that many people have said, “for the past 20 years, we haven’t been
able to get our act together in tourism... the industry has been waiting for this
for so long.”
What’s different this time around? A number of things, says Bingeman. There
seems to be broad support across the industry, and from every corner of the re-
gion, cities and townships. There is buy-in from all of the CAOs of the municipal
government. And they have a strong model to follow.
Bingeman notes that the Region ofWaterloo – with three distinct cities and four
unique townships – is not like other areas in the province. So the model for
tourism promotion could not be found elsewhere. Instead, they are adapting the
successful example of our own local Canada’s Technology Triangle.
The organization has been developed over a lengthy process. Bingeman has
been involved from the beginning, first “with the group of industry people trying
to initiate a tourism organization, some years ago.”That attempt failed in the face
of governmental indifference. But after “more homework,” the CAOs came on side,
and that has made a lot of difference. Informational sessions have attracted
hundreds of people, and “we’ve been getting nothing but positive feedback.”
The region may be lagging, provincially, but not for long, says Bingeman. “It’s
great ... everybody is now together, and is in agreement.”
In addition to Bingeman and Murray, the steering committee currently includes
Larry Blundell, of K-W Oktoberfest; Geoff Eisenbraun of Cambridge Holiday Inn;
Simon Fairbrother, CAO, City of Waterloo; Carla Ladd, CAO, Kitchener; Jenny
Shantz, St. Jacobs Country; David Brenneman,Woolwich; Don Smith, CAO, Cam-
bridge; Grant Whittington, CAO,Wilmot; and Doug Wilson,Wings of Paradise.

BY JANE OREND

You work hard for your money as asmall business owner, and you
know that every dollar counts. As a
small business owner myself, I know I
can work up a sweat just thinking of
the long list of expenses I have to
cover: from printing business cards to
the gas I use for business travel.
So it is not surprising that many small
business owners are reluctant to
spend money on business networking.
But this is unfortunate because busi-
ness networking is valuable for small
business owners and professionals.
Business networking helps people find
suppliers, clients, and knowledgeable
experts; as well as building some great
friendships. Luckily, there are several
quality, affordable networking opportu-
nities in Waterloo Region.
A good place to start is the Small
Business Community Network
(SBCN), a networking group for small
business owners and professionals in
Waterloo Region. (For the record, I am
an active member.) The SBCN prides
itself on a relaxed atmosphere and
providing great networking opportuni-
ties. The group holds meetings once a
month with notable guest speakers
and plenty of time for networking. The
cost of a meeting is $10 for non-
members and $5 for members. As
well, if you attend a meeting you can

display company information and dis-
tribute flyers for free. The group also
has an excellent website (www.sbcn-
canada.org) which provides members
with another way to further network
and is a great place to find out more
about meeting times and locations.
The Small Business Community Net-
work was founded in 2003 by Linda
Ockwell-Jenner of Motivational Steps.
Linda is a highly sought-after speaker,
author and life coach. Her book “A Life
Like Mine” chronicles her life story and
offers a recipe for over-coming life’s
challenges. Linda started the SBCN in
2003 to create a “friendly, affordable
and educational networking experi-
ence.” By all accounts, she has been
highly successful.
Another great and economical net-
working opportunity is available at the
Kitchener Public Library.The library of-
fers free Business Information Semi-
nars on critical business topics like
taxation and managing business
growth.The seminars are free and you

have the opportunity to meet knowl-
edgeable presenters and the other
business people who attend.
The Business Information Seminars
are run by Peter Kerr, the business li-
brarian at KPL. Prior to joining the li-
brary, Peter worked for the Waterloo
Region Small Business Centre, so he
has an excellent sense of the kind of
topics business people want to learn

about. For more information on this
free resource, check out the library’s
website (www.kpl.org).
Some very valuable and budget-
friendly networking groups are created
to share information and networking
opportunities regarding a specific
topic or career.A great example is the
Kitchener-Waterloo Software Quality
Association (KWSQA) which provides
networking opportunities and educa-
tion for people interested in the areas
of software quality assurance and
software quality control. Meetings of
the KWSQA are once a month; cost of
attendance for one meeting is $10,
lunch included.
Rob Bowyer, president of the KWSQA,
indicates the group is well attended,
with approximately 80 people at each
meeting. He describes the group as
both “educational” and “professional”.
The KWSQA has a wide variety of qual-
ity presenters, from Linda Gregorio, a
life coach from Presents of Mind (and
an Exchange Magazine columnist), to

Small business networking groups offer big opportunities for
professionals on a budget

Business networking is valuable for small business
owners and professionals.

Region’s tourism
players are
finally cooperating

Mark Bingeman, General Manager of Bingemans

Mike Murray, CAO of Waterloo Region

Linda Ockwell-Jenner, founder of SBCN
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Cem Kaner who discussed “The
Ongoing Revolution in Software Test-
ing”. For more information email
info@kwsqa.org.
Networking groups can be male-
dominated; to balance this out many
women make a point of attending net-
working groups exclusively for women.
There is a whole world of high quality
business networking uniquely for
women, from the Guelph Women in
Networking (www.gwin.ca), to the
KitchenerWaterloo BusinessWomen’s
Association (www.kwbwa.com).A par-
ticularly economical and hip group is
the The Working Girls Network
(www.workinggirlsnetwork.com), a net-
working group for women profession-
als, students and small business
owners. The group meets once a
month; cost is $5 per meeting. Each
meeting has an interesting presenta-
tion or activity, from volunteering to
speed networking.
Don’t feel limited to the groups I’ve
mentioned. One of the best lessons
I’ve learned by attending and re-
searching networking groups is that
there are a lot of groups out there; and
by attending one group you will often
learn about other networking groups.
Moreover, if you can’t find a network-
ing group that works for you, consider
starting your own networking group.All
you need is like-minded people and a
place to meet. – by Jan Orend
_______
Jane Orend is president and founder
ofWorking Lifestyles, a company which
is dedicated to improving the quality
of life of individuals who work
remotely. She is author of “Making
Working From Home Work”. email:
jane@wlrt.ca.

• An RBC Royal Bank survey says 9% of Ontarians are "very
likely" to buy a home within the next two years - virtually
unchanged from 10% last year and on par with the na-
tional average.A large majority of Ontario residents (62%)
feel that, given current housing prices and economic con-
ditions, it makes more sense to buy a home now rather
than wait until next year.

• 62% of Ontario residents expect housing prices will be
higher by this time next year and 51% said they are con-
cerned about interest rate increases in 2007. Forty-four
per cent said they expect to see mortgage rates higher in
a year's time.

• Ontarians are among the most likely in Canada to have a
mortgage on their home (65%). Ontario mortgage holders
have an average of $117,683 left to pay.

• Fuelled by record high investment in foreign bonds, Cana-
dians added $7.8 billion worth of foreign securities to their
holdings in January.This represented the 24th consecutive
month of buying for Canadians, with investments totalling
$77.9 billion in 2006.

• In January, foreign investors sold off $3.8 billion worth of
Canadian securities, over half being outstanding bonds.
This followed a $3.1 billion divestment the month before,
due to sizable bond retirements.

• The number of people 60 years of age and older may
nearly triple to 2 billion by 2050, nearly a quarter of the
expected 9.2 billion global population, says a UN report.

• Between 2001 and 2006, Canada's population increased
5.4%, the first time since 1991 that the census-to-census
growth rate has accelerated. This acceleration during the
past five years was due to higher levels of immigration, ac-
cording to Statscan.

• Canada had a faster rate of growth than any other member
of the G8 group of industrialized nations between 2001
and 2006. The United States was in second place with a
population growth of 5% during the same period.

• Net international migration fueled two-thirds of Canada's
population growth.

• Two provinces, Alberta and Ontario, were responsible for
two-thirds of the increase in Canada's population.

• The 2006 Census enumerated 31,612,897 people in
Canada, compared with 30,007,094 in 2001, a gain of
just over 1.6 million individuals since the last census.

• In 2006, four out of every five individuals, lived in an urban
centre of 10,000 people or more. Six census metropolitan
areas had populations of more than 1 million: Toronto,
Montréal, Vancouver and Ottawa–Gatineau, and, for the
first time, Calgary and Edmonton. Combined, they were
home to 14,110,317 people, or 45% of the population.

• Kitchener and Cambridge area employers expect a steady
hiring pace for the second quarter of 2007, according to
the latest Manpower Employment Outlook Survey. Survey
data shows that 24% of employers plan to hire for the April
to June quarter, while 5% plan to reduce their workforce.

• Canadian employers expect a steady hiring climate for the
April to June period of 2007. The survey of more than
1,700 Canadian employers reveals that 30% plan to in-
crease their payrolls in the next three months while 5% an-
ticipate cutbacks for a Net Employment Outlook of 25%.

• Productivity in Canada was up 1.2% in 2006. This growth
was considerably above the levels in 2003 (+0.0%) and
2004 (+0.3%), but below the level in 2005 (+2.1%).

• Canadian manufacturers in January 2007 shipped goods
worth an estimated $48.6 billion, down 2.1% from the
previous month and 2.1% less than January last year.

BUSINESS MONITOR

Christopher Jess is founder and coordinator of a new initiative called the Guelph Food
Skills Project. He has pointed out that, as Canadians, we individually contribute five
tonnes of green house gases into the environment per year.That’s the equivalent of five
Olympic sized swimming pools.
In a recent study by Waterloo Region Public Health, the import of 58 commonly
consumed foods was shown to travel an average of 4,497 kms. If those same foods
where sourced locally, the 52,000 tonnes of GHGs emitted from those imports
would be reduced by 49,000 tonnes, the equivalent to removing 16,500 cars from
the road per year.
“The stats don't lie.We need an effective strategy for responding to this very real re-
duction possibility,” said Jess. “The largest challenge people face in making the con-
certed effort to switch to buying local foods, is that they feel intimidated by the act of
cooking at home, a lack of confidence which has them looking for convenience and
processed foods instead of eating and skillfully cooking the bounty within their own
county. As a North American society we have become, both figuratively and literally,
distanced from our foods.”

Jess is holding free cooking classes in the Guelph downtown, beginning in April. “If we are to collectively reduce our GHG
emissions we will have to excitedly re-learn how to live and cook sustainably with the food that is grown in our immediate
area... Developing skills with home cooks lets local farmers sell more of their foods and builds a demand that local farmers
can build upon.” For information see www.gfsproject.org.

A H e a l t h y , V i b r a n t L o c a l E c o n o m y

XQuarterly – www. xquarterly.ca

Christopher Jess, founder and coordina-
tor of the Guelph Foods Skills Project

The executive and membership of the iCON Sales and Marketing Club
have voted to put the organization on indefinite “hiatus”. Valerie Beyer,
President of iCON, told Exchange that the membership voted 98% in
favour of placing the club in a “dormant state”. It was not officially folded,
in hopes that “someone comes along willing to resurrect it.” However,
that outcome seems unlikely.
The club – known for most of its long history as the Kitchener-Waterloo
Sales and Ad Club – was actually the last surviving sales and ad club in
Ontario. Ironically, the coming year – 2007/2008 – would have been
iCON’s 75th anniversary.
Beyer, who works for MKS Inc., attributed the demise of the club to sev-
eral factors. She agreed that some larger corporations have centralized sales and marketing functions.
As well, she said, “the industry has changed. You don’t have sales and marketing in the same way.”
She referred to the well-known Arthur Miller play, “Death of a Salesman,” saying, “that style of sales-
person is basically gone. People are no longer pure sales or pure marketing.”
The iCON Club and its predecessor sponsored the highly regarded iCON Awards for advertising pro-
gram, which itself ceased to exist in 2005.
The final meeting of the iCON Sales and Marketing Club will be the group’s annual golf tournament,
in May.
Beyer said that while the decision to go on hiatus was almost unanimous, it was also “one of the
hardest decisions we’ve come to.”

Death of a Sales Club
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