
BOARD CULTURE TRUMPS
STRUCTURE AND PROCESS
Candor is a key element of healthy culture

management accountable, without sacrificing the ability
to also partner with management to help the organiza-
tion deliver on its goals.
As much as legislation, regulations and governance

guidelines seek to create a standard or benchmark for
governance, director behaviour and the boardroom
dynamic is not something that can be mandated. While
Sarbanes-Oxley, the Securities Exchange Commission’s
governance regime introduced in 2002, has transformed
and helped to give better focus to the work of many
boards, legislation can really only get at structure and
process. Behaviour in the boardroom and personal con-
duct cannot be easily legislated. And even if it could be, it
would be virtually impossible to enforce.
When I think of healthy boardroom behavior and a

constructive, partnership dynamic between directors and
management, I look for substantive evidence that:
• Directors have the opportunity and the freedom to ask
the substantive and relevant questions that will give
them the necessary comfort and confidence that they
have fulfilled their oversight obligations.

• The relationship between the Board and Management
is characterized by the highest possible level of trust
and open communication.

• It is not acceptable for Directors to simply conform,

acquiesce, criticize or control matters during board-
room deliberations.

• The Board understand their role and that of Manage-
ment and guards against becoming operationally
focused, micromanaging or acting in a manner that is
passive and subservient.

• Management regards the Board as a strategic partner
and asset and actively seeks the counsel of Directors.

• Meetings are characterized by fulsome dialogue and
debate with Management respecting the need for
Directors to conduct meaningful due diligence.
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GOOD GOVERNANCE

When looking back at the evolution of governance over
the past 20 years or so, there’s been an interesting and

marked progression from a structural focus in the early
days to a recognition that board work processes have a
significant impact on good governance. More recently,
there’s been a recognition that board culture is the third,
and perhaps most important, leg of the governance stool.
Board culture really speaks to the group dynamics and

boardroom behaviours among directors and with man-
agement: the free expression of ideas and issues, the
trust and confidence among directors and with manage-
ment, and a collective focus on the organization’s mis-
sion and vision in the decision-making process.
The basic fiduciary requirement that directors act in

the best interests of the corporation and exercise a duty
of care is often viewed in legal terms. Similarly, director
independence has been defined in terms of structural
perspective with respect to management. Both have sig-
nificant behavioural and board culture implications that
trump any legal or structural requirements when it
comes to board effectiveness.
Rather than defining director independence in terms of

an individual’s relationship with management, real, or
behavioural independence, is more about a director’s
ability to exercise meaningful oversight and holding

Behaviour in the boardroom and personal conduct cannot be easily legislated.

JOHN DINNER is president of
John T. Dinner Board
Governance Services. email:
john@boardgovernance.ca

by JOHN T. DINNER
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As a Business Owner faced with a critical illness,
would you rather receive a Get Well card from your Bank Manager

or $2,000,000 tax free from an insurance company?

Critical Illness Insurance can make the difference in
the survival of your business.

With today’s amazing medical advances, your full recovery
is not only possible, but probable.

Critical illness insurance pays you a lump sum amount at
the first ever diagnoses of a covered illness (cancer, heart
attack, stroke) tax free money to combat the costs that can
often lead to a financial crisis.
• employee payroll
• creditors
• office expenses

237 Labrador Drive, Waterloo, ON N2K 4M8
Tel: 519.745.8500 Fax: 519.745.8283 www.arcafinancial.com/ci

An important, yet often overlooked, part of every financial plan is the consideration of a
business’s financial future when the owner is faced with a potentially life threatening illness.

Don’t let it be too late. Call us today for details!

People who care, plans that perform

Get Well
Soon
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At the heart of a healthy boardroom
behavior is the degree of candor between the
Board and Management. By candor, I mean
that freedom with which directors are able to
raise issues and speak out. A lack of candor
slows down decision-making and represents
one of the most significant obstacles to
board success. A lack of candor blocks smart
ideas, fast action, and directors from effec-
tively using their skills and experience.

Candor helps to ensure all views and
issues are put forward for consideration so
that directors are equipped to make the
best decision possible relative to organiza-
tional strategy and other corporate consid-
erations. This inherently means that a
healthy board culture exists when contrari-
an views, various options and constructive
challenging or testing of conventional
thinking and the status quo are welcomed,
encouraged and expected.

Poor performance in the boardroom is
usually indicative of a failure to appropriate-
ly recruit, orient, and integrate new board
members. Without being properly equipped,
board members may not understand their
fiduciary responsibilities and individual
directors may not embrace board work as
teamwork. Many boards, though properly
structured and supported with governance

best practices, still encounter troublesome
behaviors that point to poor people skills on
the part of individual directors.

If a good defense against director liability
is a good offense, boards put themselves at
risk if they don’t take responsibility for their
own performance. Key to this is adopting
lead governance processes and practices,
implementing them effectively, and assess-
ing whether they are contributing to the
board’s performance in meaningful ways –
all with a high degree of candor.

To help promote common understanding
of and adherence to what constitutes
acceptable or required behavior, many
boards adopt an explicit code of conduct
that define the standards to which directors
must adhere. Again, a compliance approach
to board culture does not necessarily
engender constructive group dynamics and
respectful relationships.

Codes of conduct and other rules-based
approaches to influencing director behavior
cannot address the common cultural ail-
ments faced by many boards:
• a sense that the Board is spinning its
wheels and rehashing old issues;

• discussion that is based on opinion
rather than factual data;

• long and protracted discussions that

lose focus on the original topic;
• the frequent introduction of “wildcard”
issues not originally on the agenda;

• an inability to explain or strong defend a
Board’s decision;

• a lack of support by every director of the
collective decision of the Board; and,

• a nagging feeling that decisions do not
represent the best thinking of the Board.
Evidence of a healthy board culture most

often shows up in the decision-making
process. Once a board has reached a deci-
sion, all directors need to take ownership
for and support the outcome, regardless of
personal views. Individual directors need to
respect the collective nature of board deci-
sion-making, recognizing that there is
rarely one right answer or approach to
addressing a particular issue or opportunity.
While good debate and deliberation are
hallmarks of a healthy board within the
confines of the boardroom, director solidar-
ity in public is also a critical requirement.

As much as board structure and gover-
nance processes play a critical role in the
decision-making process, it is really the
boardroom culture that will determine the
quality of those decisions, the health and
effectiveness of the board and an organiza-
tion’s success in achieving its vision. X

GOOD GOVERNANCE
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solicit their continued business.
In the Ontario decision of Boehmer Box LP v. Ellis

Packaging, an employer lost its court application to
restrict a long term senior sales representative who had
left to join a competitor and was soliciting his former
employer’s customers.
Boehmer Box is a leading Canadian manufacturer of

paperboard folding cartons for food, beverage and con-
sumer goods. Kurt Harfst joined the company in 1981.
Since Mr. Harfst started working for Boehmer Box in

1981 he worked as a sales representative. At the time of
his resignation he held the title of Senior Sales Account
Executive. At no time was Mr. Harfst a director or officer
of company, or part of the management of the company.
No employees reported to him.
During his time with Boehmer Box, Mr. Harfst was not

a party to an employment contract containing restrictive
covenants such as non-solicitation or non-competition
clauses. Over the years Mr. Harfst developed strong busi-
ness relationships with contacts at the grocers and in
particular Loblaws, Sobey’s and A & P. Through these
connections Mr. Harfst became responsible for major
customers. At the time of his resignation Mr. Harfst was
Boehmer’s designated account manager for over 180 of
the company’s total 273 accounts. In 2006 his accounts

represented 67% of the company’s total sales. Mr. Harfst
became dissatisfied with his treatment by Boehmer and
began to look for new employment. He approached Ellis
Packaging, a significant competitor of Boehmer Box for
new employment. Mr. Harfst made it clear that it was his
intention upon joining Ellis to solicit customers of his
former employer.
The question before the court was whether he was

permitted to do so.
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THE PERILS OF DEPARTURE
Employers face challenges in restricting the activities of ex-employees

MELANIE REIST is a civil
litigation lawyer and a
partner in the Kitchener
firm of Charles Morrison
& Melanie Reist.

Recent court decisions in British Columbia and Ontario
have established the difficulty that employers will

have in restricting the activities of departing employees
in the absence of non-competition or non-solicitation
agreements. In the British Columbia decision of RBC
Dominion Securities Inc. v. Merrill Lynch, a number of
stock brokers employed by RBC left their employment to
join Merrill Lynch. They took client records with them
and immediately began soliciting their former RBC
clients. While RBC was successful at trial and in action
against the stock brokers and Merrill Lynch, the British
Columbia Court of Appeal reversed a majority of the trial
judge’s decision and reached certain conclusions which
are important for employers to take note of.

While the Court of Appeal agreed that the departing
stock brokers were wrong to copy, and remove client
records, it stated the following:
a) the customers were not the property of RBC and could
choose to follow the stock brokers to their new
employer;

b) departing employers could take non-confidential
information such as client contact particulars;

c) departing employees could contact customers to

BUSINESS & THE LAW

The customers were not the property of RBC and could choose
to follow the stock brokers to their new employer.

by MELANIE REIST
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The real question before the court
boiled down to whether Mr. Harfst was a
fiduciary and as such owed certain post-
employment obligations to Boehmer. A
fiduciary is somebody who is in a position
of trust within an organization and typical-
ly somebody who has the scope to exer-
cise some discretion or power.

A departing employee who is a fiduci-
ary is precluded from the direct solicitation
of a former employer’s clients for a rea-
sonable period time. In the employment
context the category of fiduciaries is not
confined to the directors or officers of a
company. Senior level employees who
form part of the management of a compa-
ny have been impressed with fiduciary
duties. Some courts have imposed fiduci-
ary duties on employees who are not part
of management who are sometimes
referred to as “key personnel”. The result
in each case tends to be fact driven and
requires the court to assess the degree of
trust and confidence placed by the
employer in the employee. In arriving at
the decision that Mr. Harfst was not a fidu-
ciary, the judge noted the following:

“What this case seemed to boil down
to was that Mr. Harfst had a long history
with the grocers as a result of which he
possessed a good feel for them and
their decision making structures. A
sales person who does his job properly
should possess such information. No
doubt the information is of value to his
employer. But the accumulation of such
information does not reflect in and of
itself, a higher than normal degree of
trust or confidence reposed by the
employer in the sales person. In my
view it simply reflects a salesman doing
a good job. I do not read the case as
going so far as to impose a fiduciary
obligation on a good salesman who
knows well the decision makers of the
employers customers, to refrain from
soliciting those customers after his
departure from the company. The
employer wants to protect the value of
such information, it can negotiate the
appropriate restrictive covenants.”

In light of these two important deci-
sions, as suggested by the judge in the
Boehmer Box case, employers would be
well advised to negotiate with their
employees agreements that will address
the activities of the employee once the
employment relationship comes to an end.

These agreements need to be carefully
drafted in order to ensure that they protect
the legitimate business interests of the
employer and are not struck down for
going beyond that what is necessary. X

BUSINESS & THE LAW
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BOLT-ON PROGRAMS OR
BUILT-IN CULTURE CHANGE
More than half of new programs fail

JIM CLEMMER is a Kitchener-
based international speaker,
workshop/retreat leader on
practical leadership. His
latest books are Growing
the Distance and The
Leader’s Digest. email:
Jim.Clemmer@Clemmer.net.

by JIM CLEMMER

PRACTICAL LEADERSHIP

meal effort. Too many of these initiatives have a limited
scope and are disconnected from the rest of the organi-
zation. The causes of this problem are rooted in the same
mechanistic approaches as the all-too- common depart-
mental silos frustrating customers, staff, and managers
throughout so many organizations. In misguided
attempts to hold individuals and groups accountable,
many senior managers perpetuate an outdated view of
the organization as clusters of groups and departments.
They often fail to grasp an organization as a living organ-
ism with both independent and highly interdependent
components. These managers also do little more than
pay lip service to “culture” and “soft” issues like morale,
values, team spirit, engagement, pride, and the like.

The chart below shows the critical differences
between a narrow and management-based approach to
change and a systemic or leadership-based approach.
Transformation Pathways

Following are key Pathways to cultural transformation.
Strategic senior leaders guide everyone toward under-
standing, aligning, and integrating these critical areas.
Focus and Context (Vision, Values, and Purpose)
• Bringing alive the vision, values, and purpose/mission

Over the past few decades of working with hundreds
of senior management teams, I’ve seen the strategic,

the tactical, and the totally lost. Not too many are totally
lost. But far too many senior managers attempt organi-
zational change or leadership development through nar-
rowly focusing on delivering programs. These are gener-
ally unsuccessful. Hundreds of studies over the past
three decades have shown that 50-70% of service/quali-
ty improvement, reengineering, introduction of new
technologies, mergers/acquisitions, re-structuring, team
building, and the like fail.

The main cause of those failures is a partial and piece-

BOLT-ON PROGRAMS
• Training/change programs delegated to internal/external

experts and specialists.
• Departmental initiatives (like HR, IT, financial, marketing, cus-

tomer service) planned and managed independently.
• Regularly renewing and re-launching change and improvement

programs as previous ones die out.
• Electronic monologues push out an ever growing amount of

top down and departmental data and emails.
• Vision/mission statements and core values have a high “snick-

er factor” and little day-to-day use.
• Crisis management to fix the problem or figure out who to

blame.
• Measurements and performance discussions are painful dis-

tractions from “getting my work done.”
• Processes and organizational systems are internally focused,

fragmented, and managed by specialists and experts.

BUILT-IN CULTURE CHANGE
• Organizational/behaviour change led by line managers.
• Integration, interdependence, and interconnections across

departments, programs, and initiatives.
• Discipline of follow through and follow up with two-way

accountability, learning, and continuous improvement.
• Electronic tools support the many lively dialogues/conversa-

tions up, down, and across the organization.
• Vision, mission, values actively guide decisions for strategy,

planning, hiring, coaching, recognition, training, promotions,
etc.

• Tracing root causes to the bigger systemic issues.
• Frequent and transparent measurements and feedback guide
collective learning, decision making, and change.

• Processes and organizational systems serve external cus-
tomers with integrated support for frontline teams across a
chain of internal partnerships.
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at the centre of organization’s culture
Customers/Partners
• Focusing the entire organization on
external customer needs and expecta-
tions

• Strengthening internal partnerships
working back from external customer
expectations (outside-in) across teams
and departments

• Extending “the customer service/quality
chain” out to external partners such as
suppliers, distributors, and strategic
alliances

Strategy and Direction
• Aligning strategy, structure, and roles up,
down, and across the organization

• Establishing three to five annual strategic
imperatives to focus daily operations
and strategic change/improvement
efforts

• Cascading a goal deployment system for
disciplined follow down all organization-
al levels

Measures and Rewards
• Balancing leading indicators like opera-
tional and customer service or quality
with lagging indicators such as financial
measures

• Establishing a feedback-rich culture for
continuous learning and improvement

• Aligning reward and recognition programs
and practices with desired behaviors

• Continuously changing and improving
through reviewing, assessing, celebrat-
ing, and refocusing

Processes and Systems
• Streamlining processes at the local/tacti-
cal, cross-functional/departmental, and
strategic/organizational levels

• Aligning key organizational support sys-
tems (HR, IT, financial, controls, plan-
ning, etc.) to reduce frustration and
boost performance

Learning and Development
• Delivering effective education and com-
munications strategies, systems, and
practices

• Assessing and closing skill development
gaps

• Building more strong departmental, proj-
ect, and cross-functional teams

• Assessing and closing gaps in organiza-
tional learning, knowledge manage-
ment, and innovation

• Building a strong planning process and
infrastructure to support ongoing trans-
formation and change processes
Organizational leaders must become

more strategic if they are going to help their
organizations find long-term and lasting
solutions to organizational change and
leadership development. They must recog-
nize the bigger patterns in these issues. X

PRACTICAL LEADERSHIP

Canada’s Maple Tree

www.prosumer.ca/specialty/sugarmaples

Potted Maple Trees
Unique Business Gift
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1-10
11-100

101-1000

• Various pot styles
• Limited supply

www.prosumer.ca/specialty/sugarmaples

“Give a tree, plant a tree, grow a tree.”
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ize that both your ability to ‘get’ self management and
to demonstrate it consistently to upper management
are crucial in the assessment of your potential for
upward mobility, you’ll no longer leave this to chance.
Instead, you’ll get making, and working, a list.

Though each person will have a unique list based
on their strengths and weaknesses, and perhaps based
also on the corporate culture in which they work, hav-
ing a customized list doesn’t make you unique. How
well you self manage, however, could make the differ-
ence between you and someone else for promotion.

Let me share with you a previous client scenario,
which includes a sample Self Management reminder
list which she used to stay focussed on success, given
her particular areas of strength and weakness. First,
some background on Client X – let’s call her Sally. Sally
was a Senior Director who had been identified by the
Canadian and US executive management team as
someone who might have what it took to fast track
from Senior Director to General Manager. Could she do
it? What would it take? How long would it take her to
demonstrate the senior level skills she needed, and
would she even be interested, were all unanswered
questions.

The management team, in search of answers,

invested in an executive coaching program to assist
them in reviewing her potential; her interest and
desire, and in setting her up for success should they be
correct in their assessment, and should she be interest-
ed in taking on the challenge without any guarantees
of getting the job. First, Sally had to work to prove she
could do the job, then, if a GM position came up – per-
haps in 18 to 24 months, as their expected acquisitions
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LINDA GREGORIO is President
of Presents of Mind, a
corporate consulting and
leadership development
organization. email:
linda@pomconsulting.com

EFFECTIVE
SELF-MANAGEMENT
How well you self-manage could be the key to your future

by LINDA GREGORIO If you had to develop a list of daily reminders, to assist
you in staying focussed and moving toward your

goals, what would be on your list? Maybe you already
have one, so the answer is easy. Or perhaps, like many
others, you remain unsure of the necessity for such a
list, and therefore haven’t given it much thought. Well,
guess what? While you navigate your career without a
list of reminders to keep you at your best, not only are
you not developing the senior level skill of effective
Self Management – which is mandatory for advance-
ment in most organizations these days – you are also
opening yourself you to having your colleagues pro-
moted right under your nose, while somehow you
haven’t even made the executive team’s radar list as

having ‘potential’.
Regardless of your core competencies, or whether

you are in a small, medium or large business, what
you need to ‘get’ is that you will be flat-lined in your
current position if you don’t learn the skill of Self Man-
agement, and/or if your executive team or owner is
not vested in your success. Being competent in your
core functions will only get you so far. Once you real-

You will be flat-lined in your current position if you don’t
learn the skill of Self Management.

WORK/LIFE BALANCE

95 Peel Street, New Hamburg
(519) 662-3000

Fine Clothing for
Men & Women

– Career to Casual –
Clothes you’ll love to wear

STORE HOURS: Tues.-Wed. 9am-6pm; Thurs.-Fri. 9am-9pm; Sat. 9am-5pm – after hours by appointment -
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WORK/LIFE BALANCE

and a realignment of their management
resources unfolded – she would have
earned an interview.

After identifying growth areas and
coaching for a year, Sally was consistent-
ly demonstrating to the executive that
she had what it took to be GM. All the
while, their acquisitions and realign-
ments also unfolded as planned. Sally
was named General Manager of the
Canadian subsidiary, of a US-based med-
ical company, earlier this year.

The day I received her email announc-
ing her appointment to GM, I could sense
both her excitement and her fear. Now,
all the Self Management techniques we
had explored in our coaching would need
to be put to good use. As she transitioned
to a new level of responsibility – which in
the past would have sparked fear and
self-doubt in her, maybe even eroding
her confidence and impacting her deci-
sion-making and execution – her ability
to keep the fear and self-doubt at bay,
and stay focussed on her talent and on
the tasks at hand, would be tested. Her
chance to self manage well under pres-
sure, was upon her.

I checked in with her to see if six

months into the role, she had her head
above water, so we could schedule our
regular ’check-in’ meeting. Below, with
her permission, is an excerpt from her
response email. In it, she speaks to the
Self Management Reminder List which
helped her fast track to GM, settle in and

stay at her best.
“New job, new boss, new budget, you

know... it can be overwhelming. The first
six months were a lot to digest. My head
is up now. You'll be happy to know that
each week I challenge myself with your
words. 1. Say what you believe 2. Dele-
gate 3. Pick the priorities, leave the rest 4.
Communicate 5. Take a deep breath,

jump into the pool 6. Smile (the world is
watching).”

Though each of these broad reminder
categories has more specific reminders
and meaning for her -- such as ‚“take a
deep breath, jump into the pool,”
reminds her to take on challenges she
might otherwise shy away from, and
“smile, the world is watching,” reminds
her to be fun-loving and approachable in
the midst of being ‘all responsible and
serious’– each of the reminders calls
Sally to Self Manage her way to success,
and to succeed through Self Manage-
ment. She’ll tell you that developing this
list, updating it regularly, and working
the list daily afforded her the chance to
interview and helped her get the promo-
tion to GM.

Sally’s success story, and her reliance
on being able to Self Manage her weak-
nesses and leverage her strengths, begs
the question, “Are you self managing your
way to success? Do you have the poten-
tial, desire and support of your executive
team to carry you through your next chal-
lenge? Or, are you leaving your future
blank, and leaving it to chance?” X

“Are you self managing your way
to success? Do you have the

potential, desire and support of
your executive team to carry you
through your next challenge?”

Getting it Right…On Time!

501 Franklin Blvd., Cambridge • Tel: 519-622-7200 • Fax: 519-622-7172
1-800-563-7200 or 1-888-563-7200 • dan@allloads.com

SERVICE TO ALL POINTS
IN CANADA & U.S.A

• Inbound or Outbound

• Truckload & LTL

• All Types of Freight

www.allloads.com
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developers Greg and Marie Voisin, and John Hanson, of
Hanson-Chevrolet-Pontiac-Buick-GMC.
The project aims to raise about $65,000; these

visionary philanthropists understand a growing trend
in philanthropy – the idea of investing seed money in a
project that will ultimately produce far greater financial
impact for the charities involved.
This time, by the way, the charitable beneficiaries

represent a broader field. The key local charity is the
admirable and essential Hospice of Waterloo Region,
the agency that provides support to individuals and
families affected by terminal illness, very often cancer.
The hospice is launching a capital campaign, and I am
thrilled to be able to contribute through the new book.
As well, my friend and colleague Jon Rohr, publisher of
Exchange, is putting a lot of effort into an exciting
event in March, 2008. “Living Leonardo,” an exhibition
of the life and work of Leonardo Da Vinci, is a fundrais-
ing event for brain tumour research, and all proceeds
from “Mixed Messages” sold there will go to that cause.
Books will also be made available, free of charge, to
interested cancer-related organizations; they can sell
them as fundraisers for their group.
And what a book it is! Here is where the second

group of generous donors enters the picture. “Mixed

Messages” will include stories, poems and lyrics – most
never before published – from an incredible group of
Canadian and American writers. Twenty-five writers
are included; they sent me their best – but not on any
particular theme or topic. There is serious fiction,
thoughtful commentary, flat-out humour. You’ll laugh,
you’ll cry... you’ll be impressed.
The authors supporting this project include Jane

Urquhart, Stuart McLean, Will Ferguson, Katherine
Govier, Joseph Boyden, Paul Quarrington, Erika Ritter,
Andrew Pyper, and 17 more. They have all donated
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PAUL KNOWLES is Editor of
Exchange Magazine for
Business; his new book is
called “Escaping Eden.”
email: paul.knowles@
exchangemagazine.com

“MIXED MESSAGES”
A new project multiplies generous donations of dollars and talent

by PAUL KNOWLES When people give, from the heart, the results can be
simply amazing.
On September 27, there will be a fabulous event in

Waterloo. That’s the date a new book will be launched
– a book called “Mixed Messages”, a project that is
going to make a lot of difference on several fronts.
It’s a prime example of the power of philanthropy

and generosity, and I am very proud to be part of it.
Here’s a bit of background: eleven years ago, my

wife Mary and I published a book, an anthology of liter-
ature called “Close to the Heart.” Canadian writers
donated stories and poems, friends and sponsors
donated the money to pay the costs of publishing, and
all proceeds went to breast cancer research. Mary had

survived one bout with breast cancer; it returned as we
were completing the book, and she passed away two
months after it was published.
Ten years later, I decided to publish another

fundraising book, in memory of my beloved Mary.
What was needed for the project to unfold was the
generosity of donors and writers. I have overwhelmed
in both categories.
Three donors came on board almost immediately,

each kicking in one third of the $15,000 cost of publica-
tion: Challenger Motor Freight, businesspeople and

It’s a prime example of the power of philanthropy and generosity.

ON ASSIGNMENT
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their work – and many of them have
already agreed to be on hand for the Sep-
tember 27 launch.
It seems to me, this is how philanthro-

py should work – donors and writers
have combined to produce something
wonderful on two levels. First, it will
make a big financial difference for the
Hospice, and for other cancer-related
causes. Second, the book itself is worth-
while, simply as an anthology of excel-
lent literature, representing writers from
the Maritimes to British Columbia, from
New York to Los Angeles, from Calgary to
New Orleans.
You can be part of this project, too –

and get your own taste of being generous,
and enjoying good literature. The book
launch will be held Sept. 27, at St. George
Banquet Hall and Conference Centre (gen-
erously donated by the management), at 7
p.m. The books will also be available
through Home Hardware stores through-
out the area, which are taking no com-
mission, so every $20 paid for a book goes
to the Hospice of Waterloo Region.
It’s a great project. I am honoured to be

involved. And thanks to everyone who has
contributed to what is sure to be a signifi-
cant success from every perspective. X
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THE MEDICI EFFECT AND
CREATIVE INTERSECTIONS
Needed: a collaboration between cultural, business and community leaders

SUNSHINE CHEN is president
of Urban Imagination &
Design Co. email:
sunshine@uimagine.ca

by SUNSHINE CHEN

FROM THE GROUND UP

In his book ‘The Medici Effect’, Frans Johansonn writes about “aplace [in our minds] where different cultures, domains, and disci-
plines stream together toward a single point. They connect, allow-
ing for established concepts to clash and combine, ultimately
forming a multitude of new, groundbreaking ideas. This place,
where the different fields meet, is what I call the Intersection. And
the explosion of remarkable innovations that you find there is
what I call the Medici Effect.”
Johansonn explains how through the 13th and 17th century, the

Medici family of Italy used the extraordinary wealth and power
they acquired through their banking business to attract and fund
sculptors, scientists, poets, philosophers, financiers, painters and
architects to converge and intersect in the City of Florence and
bring together the vast richness and diversity of talents, ideas and
imagination to unleash the creative explosion of innovation and
invention that became known as the Renaissance. With the
Medicis’ patronage, Florence produced some of the most creative
and greatest thinkers of all times including: Leonardo da Vinci,
Michelangelo, Brunelleschi, Donatello, Raphael, Galileo, Machi-

Premium business hotel and conference center
700 Hespeler Rd. (Hwy 24, just south of 401), Cambridge ON • 1-866-622-1505

Take advantage of:
138 well-appointed executive guest room & suites; 10,000 square feet of
meeting & banquet facilities; fine dining, lounge & patio; fully licensed golf
simulator;exercise room;corporate & frequent traveler rates; convenient
location and;more importantly, our personal and friendly staff & service.

For more information or reservations call:
519-622-1505 / 1-866-622-1505 or visit www.futureinnscambridge.com HOTEL & CONFERENCE CENTRE

Where

business meets,

eeaattss,, ppllaayyss & stayseeaattss,, ppllaayyss
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avelli, and Dante and in the process, the
little Tuscan town became a political and
economic powerhouse. For him, this
meeting, or intersection of wealth, talent,
imagination and opportunity is vital to
fostering the kind of creativity and inno-
vation needed today for continued suc-
cess in any enterprise, organization or
even community.

In June of this year, the Prosperity
Council of Waterloo Region hosted a
meeting and put out a call out for “Cre-
ative Intersections”, an invitation to busi-
ness, arts, and cultural leaders within the
community to come together to start
exploring opportunities to partner with
one another and develop the Region into
Canada’s Centre for Innovation and Cre-
ativity. It is a call that if successful, has
the potential to move the Region into one
of these intersections that Johansonn
describes, and create ‘The Medici Effect’
within its communities.

The idea of bringing cultural creativity
together with entrepreneurial vision and
business experience creates an extraordi-
nary opportunity for the Region to
change and evolve as a community.
There is currently a remarkable conver-
gence of community interest, regional
demand, available economic resources,
and large-scale project initiatives under-
way within the Region. With just a little
bit more vision, better coordination in
strategies and a shift in mindset, Water-
loo Region could be radically trans-
formed. It could result in a moment of
creative intersection that if properly culti-
vated, will generate momentum and
unleash the Region’s creative potential.
Waterloo Region could become a com-
munity recognized not just for its tradi-
tion of industrial, technological and
entrepreneurial accomplishment, but also
respected as a community flowing with
endless creativity and innovation that
can act as a model and a beacon for cul-
tural leadership in mid-sized urban cen-
tres across the country.

Waterloo Region has certainly enjoyed
much success in its relatively short histo-
ry. In the little more than 150 years since
the founding of its original towns, it has
emerged as a centre of trade, industry,
business and academics. It has enjoyed a

tradition of fostering individual entrepre-
neurial drive and vision, while at the
same time encouraging community co-
operation and collaboration to transform
dreams and ideas into actions and enter-
prises. In the process, Waterloo Region
has achieved a degree of prosperity and
social harmony that is arguably among
the best in Canada.

However, in the rapidly changing cli-
mate of globalization, world markets,
and increasing competition for the best
and brightest talent on the planet to
ensure the long-term viability, prosperity
and success of any region or community,
it will not be enough for Waterloo Region
to rest on its past successes and continue
with business as usual. The community
will have to look for new ways to attract
not only international talent, but also
global capital, international investment
and world-wide opportunities; while at
the same time, do whatever it can to
ensure that its home grown businesses
and organizations will succeed on the
world stage. It will need a new mindset.
It will need to capture the imaginations
of a diverse and growing population,
inspiring creative individuals to stay and
help shape the Region and the Communi-
ty to reflect their own ambitions and
aspirations about how to make the world
into a better place to live. Waterloo
Region will need to transform itself more
creatively and effectively.

With the influx of people coming into
the Region from across the country and

around the world to attend its colleges
and universities, take part in its new
research institutes, and work at its inter-
nationally renowned companies, and as
its population grows, not only is the
Region ready to change the fabric of its
communities to welcome newcomers,
new ideas, new experiences and new

opportunities; it is ready to transform
itself from a collection of traditional
small local towns into an exemplary
modern global village.

With its continuing prosperity, its
growing reputation as a centre for
knowledge and learning, and its emer-
gence as a centre for technology and
innovation, more than anything else,
Waterloo Region is not just ready for
change; Waterloo Region is ready to lead
change and be a force of influence and
transformation in Canada and beyond.

The time is right for Waterloo Region
to bring together all the strengths and
abilities within its various communities
to work as one Community and really
make an impact on the everyday life, the
cultural landscape and the collective
imagination of Canada and Canadians. It
has resources, it has opportunities, it has
talent, it has everything it needs to truly
make a difference in the everyday life of
Canada, and not just in the enjoyment
and use of those products and services
that are “Made in Waterloo”, but perhaps
more and more, in the ideas, the values
and the ways of thinking and doing
things that were originated, discovered,
and/or “Created in Waterloo”.

The Technology Community in Water-
loo Region is a model for creative evolu-
tion and transformation. As the commu-
nity has matured, it has started to make
the investments into every stage of the
development and growth of the Technol-
ogy and Science sector to ensure its
future success. With the Waterloo Inno-
vation Centre, and the Accelerator Centre
at the UW Research Park, start-up and
young companies with great potential are
getting the support they need to grow,
and through organizations like Commu-
nitech and CTT, growing mid-sized enter-
prises are being networked and connect-
ed to learn from the successes of the

Region’s leading tech companies. It is the
foundation of a virtuous circle of invest-
ment, success, re-investment and greater
success that has propelled Waterloo
Region into the forefront of Canadian
Technology.

The Region’s cultural sector now
needs the same kind of interest, attention

Bringing cultural creativity together with entrepreneurial vision and
business experience creates an extraordinary opportunity for the Region.

Waterloo Region is ready to lead change and be a force
of influence and transformation in Canada and beyond.

FROM THE GROUND UP
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and investment to make the most of the
creative talent that is now emerging with-
in the community. Young start-up artists
and organizations not only need more
resources to carry out their works and
grow; but they need guidance and advice
of those with experience in accomplish-
ing successful enterprises. Established
cultural organizations need infusions of
not just more money, but more knowl-
edge and expertise to attract new mar-
kets and new audiences for their products
and their creations. All the organizations
need to better co-ordinate with each
other and better use the Region’s total
available resources to advance the
Region’s culture as a whole and play a
leadership role in developing culture
within Canada.

Currently, there are a few examples of
events and opportunities happening with-
in each of the respective major cities in
the Region that offer and interesting
glimpse into this creative potential. Much
of course has been reported about the
City of Waterloo’s award from as the
international Intelligent Community of
2007. The City of Kitchener has a bid in to
be the Cultural Capital of Canada for
2009. The presence of the School of
Architecture in Galt is starting to inspire a
desire to see Cambridge become the hub
of design excellence in the country. Imag-
ine the potential of a community that val-
ues and aspires to excellence in Intelli-
gence, Culture and Design while at the
same time building on its entrepreneurial
roots and tradition of co-operation and
collaboration – how could that not be a
recipe for anything other than great
things for a community?

In the Arts Together document distrib-
uted at the initial meeting, the aim of the
Prosperity Council and all involved with
this initiative is to: “propose a new kind
of collaboration, a creative intersection
that brings together the Region’s cultural
makers together with business and com-
munity leaders in the spirit of innovation
and enterprise that has fueled and driven
the Region’s success in industry and tech-
nology to date. Waterloo Region could
become even more attractive in every
possible way: physically more beautiful,
culturally more vibrant, environmentally
more sustainable, and richer in every
sense of the word.” Hopefully, this is a
vision that everyone in arts, culture, busi-
ness, and enterprise will all aspire to and
work together for as the Prosperity Coun-
cil plans the follow-up to its initial meet-
ing with a major forum for Creative Inter-
sections in November of this year. X
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215 Holiday Inn Drive, Cambridge
Telephone 519-654-9388
www.mcdonaldgreen.com

McDonald-Green goes the extra mile in the
search for top talent in the areas of:
•Information Technology

•Engineering

•Finance

•Executive & Professional

•Support Staff

•Skilled Trades

Other services offered include:
•Leadership Training & Development

•HR Consulting

•Personality Assessments

•Career Transition Outplacement

THERE’S
STILL TIME!

Advertising space deadline for the
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You know how most salespeople have heard about
having an elevator pitch or way of introducing them-

selves, but have difficulty expressing what they do in a
short statement? Well I’ll share with you in this article a
simple, but powerful way to explain what you do in a
way that gets the other person to say, “That sounds
interesting, tell me more.” As a result you’ll be making
better first impressions and setting up stronger rela-

tionships that lead to sales.
“What do you do?” It’s a common question that

we’ve all been asked. Many people stumble through a
half-baked collection of words that don’t really mean
much to the other person.

“I work with ABC company and I specialize in insur-
ance products, investment portfolios, disability cover-
age, wills, estate planning, succession planning, buy-
sell agreements, key man insurance, RRSPs, RESPs,
leverage, mortgages, loans, credit cards, travel insur-
ance and on the weekends I’m a wedding photogra-
pher.”

I suspect that the person on the receiving end of an
introduction like that would be soon looking for a way
to talk with someone else.

Nicholas Boothman, author of “How to Connect in
Business in 90 Seconds or Less” has a nice way of
preparing to answer that question by using lead-in
“bridges” or planned phrases that help you to position
your message better.

He starts with: “You know how most (name your
prospect or audience) are always looking for (solutions
to their pain or problems)? Well I (What you do). As a
result, (give the benefit of what you do.)”

Here’s an example that our insurance friend could
use:

“You know how most business owners who live
close to the edge are always looking for ways to make
sure that their hard earned business isn’t destroyed by
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WHAT DO YOU DO?
A simple, powerful way to make a first impression

WAYNE VANWYCK is the
President of The Achievement
Centre International and the
best selling author of Pure
Selling and the ACCISS
sales course. email: wayne@
theachievementcentre.com

by WAYNE VANWYCK

SALES TALK

You’ll be making better first impressions and setting up
stronger relationships that lead to sales.
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unforeseen and unavoidable health
issues? Well I work with them to put a
plan in place to minimize the risk and
make certain that even if they can’t work,
their business will continue. As a result,
they are able to sleep better at night and
put their time and energy into building
their business instead of worrying.”

Here’s an example for people who sell
kitchens:

“You know how most people live with
a kitchen that isn’t functional or attrac-
tive because they aren’t sure what to do
to make it better? Well I work with home
owners to design their dream kitchen –
something that is beautiful, practical and
fits their lifestyle. As a result they get to
improve the value of their home signifi-
cantly and enjoy their favourite room in
the house.”

Here’s an example of a sales manager:
“You know how most salespeople are

always looking for ways to perform better

and make more money? Well I coach a
group of salespeople who do a great job
as long as I keep them pointed in the right
direction. As a result, they spend time
where it matters the most – in front of
their clients and our sales for the business
have doubled over the past three years.”

It’s a simple process, if you use the
lead-in bridges:

You know how…
Are always looking for…
Well I …
So they can… or, As a result…
You know how salespeople are always

looking for ways to make more money
and do it with less effort? Well we teach
sales teams a process that leverages their
abilities and makes selling easier. As a
result they increase their sales, their
income and their time with their families.

Try it. Write it out for yourself. You’ll
see that the words naturally flow and
you are able to put together a great
sounding introduction that is appealing
and makes sense to the other person. As
a result, you’ll be more comfortable
introducing yourself to new people and
getting them interested in what you can
do for them. X

You’ll be more comfortable
introducing yourself to new

people and getting them interest-
ed in what you can do for them.

SALES TALK

EXCHANGE M RNING POST
Business, Economics, Entrepreneurs, Environment, Science and Technology

www.exchangemagazine.com

Mon.- Fri. 10:00 am

Direct from source news
MONDAY TO FRIDAY
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area news less the paper.

Now available, wirelessly and

daily in Blackberry and PDA format

(designed for fast downloads)

www.exchangemagazine.com/daily.htm

Make Every Occasion “A Gourmet Affair”

9-262 MILL ST., KITCHENER • EMAIL: gourmet_affair@hotmail.com • www.gourmetaffair.ca

Creativity & Quality for Your
CORPORATE EVENTS, BUSINESS MEETINGS &
LUNCHES, WEDDINGS, BANQUETS & FUNERALS

• Specializing in French, Italian, Thai & European Cuisine
• Full service caterers
• Customized menu to suit your budget
• Professionally trained staff

Contact:   BRUCE SUTHERLAND,
Head Chef/Owner
OVER 25 YEARS EXPERIENCE IN FOOD & DESIGN

519.579.7141 Bruce Sutherland
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