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a company experiencing
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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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This month, our fea-
ture stories include

articles about the
leader of one of the
most important insti-
tutional organizations
in this region, and the
head of a rising entre-
preneurial enterprise.
The institution is
Communitech, and
the President and
CEO is the engaging
and enthusiastic Iain
Klugman. The entre-

preneur is Sharron Gilbert, President and
CEO of Septimatech (pronounced with the
emphasis, she insists, on “team”).

Apart from the last four letters in their
names, Communitech and Septimatech
could not be more different. Commu-
nitech is officially known as the “Waterloo
Region Technology Association”; Septi-
matech is a product-focused company
built from the ground up, involved in
design engineering, manufacturing and
service.

But both Gilbert and Klugman share
one fundamental belief – that this is the
ideal place to build their organization. It’s
a centre of synergy and energy and talent.

Klugman told me that he first came
here because he saw “something really
special was going on in that community,
and if I’m not part of it, I’m going to kick
myself in ten years’ time.” He points to the
vibrant academic community and the
entrepreneurial history of the region.

Gilbert talks about the talent pool avail-
able here, and has especially positive
things to say about her alma mater, Con-
estoga College. Conestoga, she says, is
one of the most important reasons that
her company, which exports 80% of its
product, will remain in Waterloo region.

Two very different organizations, two
very different leaders – Klugman bringing
wide experience from government and cor-
porate positions, Gilbert now leading a
business founded by a seven-person part-
nership. Two leaders who agree on the best
place to build a business. X
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GET OVER IT, BUY LOCAL,
LET’S GROW
Longtime residents and newcomers... we’re all one community

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

by JON ROHR

thinking you’re outside the circle and start acting like
you’re 'in' rather than 'out'.”

As our old Waterloo gets older, the new Waterloo
slowly becomes part of the old, and that takes time.

Over the next 30 years, our community is predicted
to experience tremendous growth, close to 50%, mainly
because of our proximity to Toronto but also because of
innate ability to innovate and move on. As the older
"new" Waterloo types meld with "old" Waterloo types
they become the "us" in the "us" and "them".

The quantity of those who view themselves "old
Waterloo" will keep growing, the quantity of those who
view themselves as "new Waterloo" will decrease only
because new gets old. The key point here is not about
whether you’re old or new, it's about thinking you don't
belong, or considering yourself different, when in fact
we all contribute to the greatness that is Waterloo.

When we identify ourselves as either part of "us" or
"them", we develop complex issues that are tough to
overcome. Less than 50 years ago, Waterloo had a dif-
ferent kind of social disparity – the tension between
"town and gown". I've heard stories of students and

professors chased home to their dormitories by Water-
loo citizens because they were out on the town past
their university-imposed curfew. But over the last 15
years the town has embraced the diverse culture of
Waterloo. Students, professors and industry are not
only getting along but thriving together inclusively.

To think in terms of us and them, new or old is a
slippery slope.

Businesses are naturally positioned to be inclusive,
searching out prospects and pursuing good business.
New businesses need to be encouraged to grow. If our
intent is to grow into an economic powerhouse we
must grow together, avoiding the short term trappings
of the us and them. X

New/old; good/bad; us/them. Diametrically oppos-
ing constructs? You bet. Add "I'm the new Waterloo"

and you soon realize there's also an old Waterloo.
The comment speaks to a developed cultural tone,

one that seems to resonate with a growing number of
not-so-new newcomers who happen to be major eco-
nomic contributors.

A cautionary note: this subject is best handled deli-
cately, with a sensitive, empathetic approach – so I'll
dig right in.

We're now being informed that this area’s future

growth will occur only through an in-migration of new
people – I'll refer to them as newcomers. Not surpris-
ingly, our growth over the last 50 years has come from
this very same demographic – newcomers. Macleans
recently reported that the major employers in Canada
are in fact newcomers. One can argue that for more
than 200 years our area’s growth has come from ...
newcomers.

So what's different today about the newcomers;
what continues to make them feel "new", especially
after they have lived here for 20 plus years, run busi-
nesses and work in our institutions?

Over the years I've been asked from time to time
“How do I get into the inner circle?” I respond, “Stop

To think in terms of us and them, new or old is a slippery slope.

PUBLISHER’S NOTE
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coming soon:
a new condominium

just for you

icon condominiums & lofts
in the heart of downtown kitchener

to register for a priority preview:
visit iconcondominiums.ca or call 519.622.1755
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Frontline Environmental Managementhas joined with MTE Consultants.
Frontline will bring additional skills and
specialized expertise in the environmen-
tal and building science areas,which will
compliment MTE’s technical engineer-
ing team. Frontline Environmental and
MTE Consultants share similar corporate
values and vision with focus on staff em-
powerment, attention to detail and most
importantly the merger will focus on

innovative solutions and value
added benefits for our clients’
projects.
Greg Marks, President of MTE Consultants, said,
“It is amazing that from an innocent comment re-
garding how difficult it is to find good staff, the Prin-
cipals of Frontline and MTE could move to quickly
complete this merging of technical talents.We both
believe this marriage will serve to provide benefits
not only to our valued clients but will also provide
growth opportunities for
our most critical re-
source…our staff”.
MTE Consultants is a

Kitchener-based consulting engineering firm servingWa-
terloo Region since 1985.MTE has over 100 employees,
specializing in civil, structural and environmental engi-
neering services, and more recently mould and asbestos
remediation.
Frontline Environmental is a Kitchener based environ-
mental firm established in 1995 with 18 employees, spe-
cializing in integrated environmental engineering,
hydrogeology, land-use redevelopment and building
health sciences.
The President of Frontline Environmental Management, Peter Gray, will assume the
role of Vice President, Environmental at MTE Consultants.
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The Centre for Family Business Aprilmeeting featured Josslin Insurance
Brokers Limited. Having recently cele-
brated their 125th year anniversary, this
family-owned business traces its begin-
nings back to 1880,making it one of the
oldest continuously operated general in-
surance brokers in this part of Ontario.
In 1975 Donald C. Wagler purchased
the business. His wife, Rose Wagler,
joined the company two years later, and
it has been a family business ever since
– sons Steven and Scott are also part of
the Josslin management team. Josslin
Insurance has offices in Kitchener, New
Hamburg,Tavistock andWellesley,with a
total staff complement of 32.

BUSINESS MONITOR

Centre for Family
Business

Don (left), Rose and Scott Wagler of Josslin
Insurance Brokers Limited. Steven Wagler was
not present for the photograph.

From bean to cup, Topeco Coffee & Tea Company in Cam-
bridge, has been enticing the Waterloo Region with its rich

aroma for 25 years.
Although Topeco was established in 1983, Sam Sylvestro, owner
of Topeco Coffee & Tea Services, has been in the food vending
cafeteria service business since 1978.The company started
putting together its own blends of coffees and selling them
to businesses and restaurants around the region.
Topeco provides brewing systems to their customers, and
in return, the customers buy their coffee from Topeco.“People
are at work and drinking coffee, and we provide them the
tools to brew properly and give them good coffee,” says Sylve-
stro.
Some coffee systems produce significant amounts of
garbage, but Topeco’s systems are environmentally friendly.“All
of our brewing is through coffee machines that make coffee
grounds, which are biodegradable, with less garbage,” says
Sylvestro.
One of these environmentally friendly systems is
Topeco’s innovative Cafe Concerto Triple B Brewing
system.The machine grinds and presses the coffee beans,
which makes every cup one of a kind.“We’ve had very good
success with that machine,” says Sylvestro.
For 25 years, Topeco has built a loyal customer base in the Waterloo Region.
“Business is good in this area.We’re in a great market and the future looks good.”
In terms of quality and taste, Sylvestro says he sees the Ontario coffee market
improving. “The market’s changing all the time and people’s tastes for coffee are
becoming more sophisticated, which is very good for our business.”
This recent improvement in Ontario’s coffee standards has prompted Topeco to
expand its products and services into the Greater Toronto Area and beyond.“We’re
starting to expand into the Ottawa area,” adds Sylvestro.
Despite the improving coffee standards and new innovative technologies,Topeco
is still an old-fashioned company in many ways. Since they are a delivery service
business, they get to know their customers because they see them every week or
two. “We develop relationships with our customers, which is really unique in a
sense because we become part of that environment,” says the owner.
With a combination of great quality coffee and traditional business ethics,Topeco
has been able to meet the needs of their customers for a quarter century, one cup
at a time. - BEN RICHMOND

M T E , F r o n t l i n e U n i t e

Sam Sylvestro, Topeco Coffee & Tea Company

University of Waterloo arts students Jasmin Hofer and Ashley Smith, are the
brains behind Energrow, which won first place in the nationalWes Nicol Under-

graduate Business Plan Competition in late March.As winners of the local contest,
they went to Ottawa for the finals under the sponsor-
ship of UW’s Centre for Business, Entrepreneurship
and Technology. Energrow designs and builds presses
to process soybeans into livestock feed plus an oil
that can be converted to fuel. “This is about being
able to give farmers control of their own commodity,”
says Hofer, who developed the company out of a
co-op work term job. The duo came home with a
$5,000 prize thanks to entrepreneurWes Nicol (who
also financed the regional competition at UW) and
memories of meeting billionaire Terry Matthews, an
Ottawa business leader and donor of the March
Networks Atrium in UW’s CEIT building.

Jasmin Hofer and Ashley Smith.

Greg Marks, President of MTE
Consultants.

Peter Gray (left), will become Vice
President of MTE Consultants

ARTS STUDENTS WIN BIZ AWARD

25 Years of Happy Customers,
One Cup at at Time
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LINING UP BUSINESS FOR AN INNOVATIVE TRAINING PUTTER

Jack Fler retired 12 years ago. And it may well be that, 12 years from now, he
may decide to retire again.
But today, at age 75, he’s back at the helm of an innovative business, working
flat-out to manufacture and market a unique product he invented.
Fler’s business card says he is “Founder” of 3L-Putt Inc., a small company that
is building and marketing the Argon training putter. “3L” comes from the three
lasers built into the club head, Fler’s own unique design that has golf pros and
golfers across North America raving about the training club.
On the wall of Fler’s office – the company is located in part of the former Stan-
ley Hardware building at Victoria Street and Highway 7&8 in New Hamburg,
only a couple of blocks from Fler’s home – is a plaque-mounted 1991 Exchange
Magazine cover, featuring Fler and his business at the time, Jacmorr Manufac-
turing, a Kitchener furniture hardware company.
Fler sold Jacmorr to his main competitor in 1995, and retired. But the new mil-
lennium brought some personal and physical challenges, including major knee
surgery. Fler says he could do very little physical
activity for a year, but he could putt golf balls. He’s
a member at Westmount Golf and Country Club –
although today, he says, he’s way too busy to play
more than about three rounds a year.
As he recovered from surgery, he spent a lot of
time on the putting green – and found he was not
a very good putter. Most of the time, even with
short putts, he missed. “I was amazed at how
many times I couldn’t sink a 6 to 8 foot putt.” He
then noticed that was true of most golfers.
So he started puttering around his workshop at
his home in Morningside, the retirement-style
community in New Hamburg. He had an idea – a
training putter that would incorporate three lasers,
instantly showing a golfer practicing putting, how he or she was lined up.
There are other laser putters – functioning lasers can’t be used in a real game
– but they only had one laser beam, which only worked when the putter was
placed in front of the ball. Fler’s unique design produces three laser beams
along the surface in front of the ball.
Fler displays his collection of prototypes – from a wooden club head he first
made, then an aluminum head that cost him $2000, to forged steel and plastic
forms, and finally the zinc head that is the real Argon putter.
Zinc was chosen for weight – real putters range in weight up to 500 grams;
most are around 280. The Argon is right in the middle – 350 grams.
Fler says the Argon putter is guaranteed to improve your putting. He has testi-
monials from a bag-full of golfers and pros who agree. He has clearly developed
a great product.
But that, says the veteran businessman, is just the start. Great products have
a way of sitting in warehouses. Fler and his team – he currently has a staff of
three, including operations manager Shawn Dixon, an avid golfer – are in full pro-
motional mode, marketing the Argon in the United States, Germany, Korea and
across Canada.
Doing a start-up is never inexpensive. The design phase cost Fler about $5,000
– and three or four months of work – but the actual start-up budget is $500,000.
Fler turned to his neighbours at Morningside, attracting 20 investors who kicked
in $25,000 apiece. He also brought on board an investor who is one of Canada’s
best-known golfers – K-W’s Gary Cowan, now 3L.Putt’s official golf pro.
The investors received 5% per annum on their investment, $1 per putter sold

until they reach 25,000 sales, and the commitment that when 25,000 putters
have been sold, they get a one-time payment of $10,000. There is no equity in-
vestment – like the invention, now patented, the company belongs to Fler. The in-
vestors are involved, he says, because “a lot of people had a lot of faith in me.”
Morningside is also the foundation to Fler’s sales team – he is hiring retirees who
have some knowledge of golf to represent the Argon, and his other product, a nifty
Putting Dome. (The entire package, putter and dome, retails for $239 Canadian.)
Fler and company were at the PGA Show in Orlando in January, an effort he
calls “an overwhelming success.” The Argon was named one of the best three
products at the show, and that exposure has led to some impressive, and free,
promotional opportunities in the US.
Fler explored a lot of options between invention and manufacturing. He trav-
elled to China to see if manufacturing could be done there; in the end, China
proved worthwhile as a source of lasers (after Fler sent back half of the first
shipment because of poor quality, the quality improved amazingly), but Fler
opted to pay more to have the other components developed and manufactured
in Canada. The convenience and the quality control is worth it, he believes. “The
extra cost can be a burden at the beginning, but there is better service here.”
And every Argon putter has to be perfect – Fler knows that a small company pro-
ducing a precision product rises or falls on quality. “If a consumer buys it and

it falls apart, you’re dead,” he says.
He’s proud of the fact that a lot of the companies involved in developing the
Argon are local, and he praises people such as Tim Deutschmann at 3-D Pro-
totype Designs Inc.
The final product – a sharp-looking training putter – is assembled at the New
Hamburg facility, which became 3L-Putt’s headquarters in July, 2006. in In full
operation, they can produce up to 700 in a day, each individually tested for
quality. The business plan is to sell 10,000 Argon putters in the first year of full
operation. To get there, says the inventor, “we need to to a lot of things yet.”
The biggest challenge, says Fler, is marketing the Argon. And he freely admits
that sales and marketing have changed dramatically during his retirement years.
But he’s bringing the same innovation and energy to marketing he did to product
development, and odds are very good every golfer in the US and Canada will
soon have heard about the Argon training putter.
Because Jack Fler is back in business, and once again aiming for success. “It
will take a little time to get it really flying,” he says, “but we’ll sell a hell of a pile
of putters.”

JACK IS BACK

XQuote

“We’re thinking outside the GTA box. This is part of our plan to
create regional immigration gateways throughout the province.
We’re creating community partnerships, investing in innovative new
programs that break down barriers for the internationally trained,
and marketing KW as a leading destination for skilled newcomers.”

- ONTARIO MINISTER OF CITIZENSHIP
AND IMMIGRATION MIKE COLLE

Jack Fler, 3L-Putt Inc.
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BUILDING EXCELLENCE BUSINESSES’ FORUM

More than 100 area construction professionals attended the
Building Excellence Businesses’ Forum, sponsored by the

Grand Valley Construction Association,April 27. GVCA President
Martha George explained that this event will be held every sec-
ond year – alternating with the Building Excellence Awards – “to
helpcontractors to become excellent.” The event, held at the
School of Architecture in Galt (Cambridge), featured keynote
speaker Robert Esmie, an Olympic gold medal winner as part of
Canada’s relay team. Other sessions covered topics such as hir-
ing and building teams, creating a safety culture, “coaching by
the book”, and coping with stressful situations. Said George,“We
are very happy with how it came together.”

Up on the roof for
a quarter-century

Don Gosen, GVCA Chair of the Board and President of Gosen Electric Ltd.,
Robert Esmie and Rick Haldenby, Director of the University of Waterloo School
of Architecture.

Conestoga Roofing and Sheet Metal hasbeen patching up roof dilemmas for a
quarter-century. The contracting company
specializes in industrial and commercial
flat roofing, from repairs to complete recon-
structions. “We are equipped to handle
everything from the smallest leak call to
total roof replacement,” says Dave Walden,
owner and president of Conestoga Roofing
and Sheet Metal Ltd.
The company was established in May 1982
with a mandate to perform industrial, com-
mercial and institutional roofing with top qual-
ity workmanship and professional expertise.
The firm operates out of facilities in the centre
of theGoldenTriangle, including a 5,800-sq.ft.
shop and office space and a 4,500-sq.ft.
warehouse.“We don’t want to be the biggest,
we want to be the best,” saysWalden.
Staffed with about 30 employees, the
company is a completely mechanized con-
tractor with a full compliment of power
equipment.
Some of the company’s notable projects
include The John Labatt Brewery in Etobi-
coke, the Freeport Health Centre and Grand
River Hospital.
In 2004, the company was recognized for
its high standards of business behavior,
when they won the Business Integrity Award
from Better Business Bureau of Mid-West-
ern Ontario. The company also won the
Roofing Contractor of the Year Award in
2000, 2001 and 2003.
Conestoga Roofing and Sheet Metal’s
award-winning experience is focused on
helping their customers solve their roofing
dilemmas both effectively and economi-
cally. “With our system, we can provide you
with easy-to-understand reports, along with
key plans, digital photographs and can help
you set your budgets to suit your needs.”

– BEN RICHMOND
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Keynote speaker Robert Esmie, Olympic gold medal
winner in the relay.

Dave Walden, President of Conestoga Roofing and Sheet Metal Ltd.

“We are very happy with how it came together.”

Breaking Down the Barriers

The Ontario government is investing more than $1.5 million to help newcomers intheWaterloo Region settle in the area and get jobs in their field. John Milloy,MPP
for Kitchener-Centre, said, “I’m delighted that Kitchener-Waterloo – Canada’s tech-
nology triangle – is being designated as an immigration gateway. This funding strat-
egy will boost our local economy and create solid opportunities for newcomers in
our community.”
The government is working with lead organizations that have strong partnerships
and community networks by investing in the following four initiatives in theWaterloo
Region:

• Greater Kitchener Waterloo Chamber of Commerce will receive $400,000 to ex-
pand the Waterloo Region Immigrant Employment Network to connect KW em-
ployers to skilled newcomers. Key partners include Conestoga College Institute of
Technology and Applied Learning, Cambridge Chamber of Commerce, Commu-
nitech Technology Association and the Waterloo Region District School Board.

• Regional Municipality of Waterloo will receive $324,500 to develop the Waterloo
Region portal that will connect to the province’s OntarioImmigration.ca.

• University of Waterloo’s School of Optometry will receive $680,000 for the first-
ever program for internationally trained optometrists. Partners include Renison
College English Language Institute, Canadian Examiners in Optometry and Life-
learn Eyecare.

• WaterlooWellington Training and Adjustment Board will receive $201,790 to help
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• Canadian Online Advertising Rev-
enues surged to an unprece-
dented $1.01 billion dollars in
2006, according to the Interactive
Advertising Bureau of Canada.The
2006 actuals represent an 80%
increase over the 2005 actuals of
$562 million. Of the $1.01 billion,
approximately $208 million or
21% of ad dollars were allocated
to the French Canadian Online
market, representing growth of
68% over the 2005 actuals of
$124 million. Display advertising
(including banner CPM and direct
response advertising, plus con-
tests, sponsorship and microsites)
accounted for 36%; Search ad-
vertising, 35%; Classifieds/Direc-
tories, 27%; and Email, 2%.

• 2006 Canadian OnlineAd Revenue
by Advertiser Category: Automotive,
16%; Consumer Packaged Goods,
14%; Entertainment (Music, Film,
TV), 9%; Financial, 16%; Leisure
(Travel,Hotel,Hospitality),14%; Re-
tail, 16%; Other, 15%.

• Four years after arriving in Canada,
84% of new immigrants were pos-
itive about their decision to come
here, says the Longitudinal Survey
of Immigrants to Canada - 2005.

• When asked about the most im-
portant reason for settling perma-
nently in Canada, top responses
were the quality of life here (32%),
the desire to be close to family
and friends (20%), the future
prospects for their family in
Canada (18%) and the peaceful
nature of the country (9%).

• The difficulty mentioned by the
most immigrants was finding an
adequate job (46%), followed by
learning English or French (26%).

• After growing 0.1% in January, the
Canadian economy increased 0.4%
in February as energy production
returned to amore normal level. Ex-
cluding oil and gas extraction and
utilities, economic activity grew
0.2%.Both goods and services pro-
duction rose.Wholesale trade,man-
ufacturing and financial services
posted gains. However, these gains
were partly offset by declines in
construction, retail trade, rail trans-
portation and the accommodation
and food services sector.

• Electric power generation (+3.4%)
as well as oil and natural gas ex-
traction (+3.6%) posted signifi-
cant gains. Overall, the energy
sector advanced for a second con-
secutive month with a gain of
2.9% in February, following an in-
crease of 2.1% in January.

• Industrial production (the output
of mines, utilities and factories)
advanced 1.3% in February, with
all three sectors posting gains. In
the United States these three sec-

tors also increased, utilities no-
tably, leading to a growth of 0.8%
in industrial production.

• The manufacturing sector rose
0.3% in February. Motor vehicle
and associated parts production
were both robust in February after
declining in January.Manufacturing
activities excluding motor vehicle
and parts production decreased
0.2%. The 0.8% gain in the pro-
duction of durable goods outpaced
the 0.4% decline in non-durable
goods manufacturing. Of the 21
major manufacturing groups, 10
increased, accounting for 45% of
total manufacturing value added.

• The construction sector fell for the
first time in eight months in Febru-
ary (-0.2%). A decline in residen-
tial construction (-1.4%) was only
partially offset by gains in non-res-
idential building construction
(+1.0%) and engineering and re-
pair work (+0.2%).

• Wholesale trade posted a healthy
1.0% gain in February.

• Retail trade slipped 0.7% in Feb-
ruary.

• Output in the finance and insur-
ance sector grew 0.4%. fuelled by
modest increases in lending activ-
ities and mutual fund sales.

• Canadian house prices are likely
to double in the next 20 years,
says a CIBC World Markets report

• Canadian biotech companies had
a banner financing year in 2006,
raising US$1.8 billion in capital,
setting a new industry record.
Capital raised in 2006 topped the
previous record of $1.3 billion
raised in 2003, according to Ernst
& Young LLP’s report.

• TD Economics expects the Cana-
dian economy to grow by an an-
nual average of 2.4% in 2007,
and strengthen to 2.9% in 2008.

• Preparing, filing and submitting our
tax returns plus maintaining a gov-
ernment bureaucracy to manage
and regulate our tax system cost
Canadians between $19 billion
and $31 billion in 2005, says a
new study fromThe Fraser Institute.

• Some 45,737 Canadian estab-
lishments exported merchandise
in 2005, down 2.6% from 2004.
These establishments exported
$401.5 billion in merchandise in
2005, a 5.7% gain from 2004
and the highest value ever.

• Online sales recorded their fifth
consecutive year of double-digit
growth in 2006. Private and public
sector online sales combined
surged 40% to $49.9 billion. On-
line sales by private firms in-
creased 42% to $46.5 billion,
while those by the public sector
rose 17% to $3.4 billion.

BUSINESS MONITOR

Leisure time has become line-up time for many Canadians as they juggle in-
creasingly busy lifestyles. And a new survey reveals just how frustrating line-ups
are for today’s time-starved consumers.
According to a study conducted for NCR Corporation by Ipsos Reid, 84% of those
surveyed say “Canadians are becoming less patient about lining up”. In separate
NCR surveys conducted with other research firms, a similar question was posed
to consumers in Europe andAustralia.The results show that Canadians’ frustration
about queuing is the highest, followed by consumers in France (82%), Australia
(81%), Spain (80%), Italy (77%), Germany (76%) and the United Kingdom (66%)
who believe people in their country are becoming less patient about queuing.
The NCR study reveals that when consumers were specifically asked what frus-
trates them about waiting line, a large majority of Canadians point to the “lack of
staff to assist you” (87%). Canadians also indicate that they feel they are “wasting
time” (86%) while in line, and over half (52%) say they are frustrated at “not
being able to serve yourself”.
This aggravation around queuing is not surprising given that 62% of Canadians
estimate that in a typical week, they waste anywhere from 30 minutes to more
than four hours in line-ups.And where are these long queues? Canadians say the
worst line-ups occur when “registering at a clinic or hospital” (70%) or “at the
checkout in retail stores” (69%). Beyond identifying the health-care setting and
the retail sector as problem areas, Canadians also say the worst line-ups can be
found:
• at the airport check-in
(54%)

• at the bank (52%)
• registering a car or renewing
their driver’s license (46%)

• ordering fast food (39%)
• purchasing lottery tickets/
checking ticket numbers at
a convenience store (19%)

• at the hotel check-in (14%).
When asked how organiza-
tions could reduce line-ups
and line frustrations, Canadians suggest “employing more staff” (94%) and “of-
fering self-service technology” (82%).With self-checkout technology, for example,
retailers can redeploy staff from the checkout lane on to the store floor where
they can offer more personalized service to customers.
So what do Canadians believe is the best queue buster? The automated teller
machine (37%) followed by the Internet (31%). In Alberta and Ontario, 28% and
26% respectively are the most likely to point to “self-checkout” as the best line-
up busting invention.

Lining up: Canadian consumers can’t take it anymore XQuarterly – www. xquarterly.ca

Mike Colle, Minister of Citizenship and
Immigration, Ken Seiling, Region of
Waterloo Chair, and John Milloy, MPP,
Kitchener-Centre, at the announcement
of $1.5 million in provincial funding;
below, Peter McFadden, of the Waterloo
Region Immigrant Employment Network,
which picked up $400,000.

fast track internationally trained health
professionals to become Registered
Practical Nurses, partnered with Con-
estoga College.
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