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

CATCH A THRILL AND START YOUR OWN NEW SERIES OF PERFECT MOMENTS…
TAKE A NEW ES 350 OR RX 350 FOR A TEST DRIVE TODAY

The all-new 2008 ES 350 and 2009 RX 350, two elegant

automobiles reflecting refined craftsmanship, power and

independent style. Choose one or both and live the

perfect moment over and over and over...

NEVER HAD A PERFECT
MOMENT? COULD YOU
SETTLE FOR JUST ONE?

ES 350

RX 350
WELL EQUIPPED FROM

$44,350*

ES 350
WELL EQUIPPED FROM

$39,900*

• Price for ES 350 (BJ46GTA) is MSRP. Freight/PDI, gas & air tax, taxes, licensing and OMVIC fee extra. Dealer may sell for less. Price for RX 350 (HK31UPR) is MSRP. Freight/PDI, gas & air tax, taxes, licensing and
OMVIC fee extra. Dealer may sell for less.
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Adaptability: this
theme emerges in

a number of our
articles, as we report
on businesses that
would not exist if
they had not learned
the art of adapta-
tion. Descartes, for
example. Jon Rohr’s
story about this
major Waterloo
company details an
entire adaptation
process – changes to

its core strategy, its marketing and its
customer base. It almost seems that at
Descartes, only the name has stayed they
same. But this premier example of corpo-
rate flexibility has also produced what is
starting to look like a resurrection.
Adaptability is working at Descartes.
Near the other end of the corporate

scale is Earthscape Ontario Inc., a small
company owned by Mark Schwarz and
Sam Bauman. Here, too, adaptability has
been key to early success. Schwarz is a
professional engineer and a former part-
ner in Brock Solutions. He adapted, pur-
suing his hobby of landscaping as a
career, bringing with him his engineering
and design skills. Earthscape spends
more on design software than they do on
trucks and tools. They are able to pro-
duce “fly-throughs” of exquisite designs,
to make the changes the clients desire,
before a spade ever enters the ground.
Schwarz and Bauman are showing the

value of adaptation, bringing state of the
art science to an ancient art.
Adaptability is apparent in our inter-

view with golf teaching pro Tony Martin,
who admits, “I don’t know how I ever
taught without video,” and the article
about Mike Bierstock, who supplies tem-
porary office suites to clients in need of
this very flexible service.
I appreciate adaptability because that

is the definition of our work here at
Exchange – with each issue, we change
everything, bringing you an entirely new
menu of information about your business
community. X

THE ART OF
ADAPATION
Being ready to change is the key to
these success stories

PAUL KNOWLES is editor of
Exchange Magazine. He is an
author and public speaker.
email: paul.knowles@
exchangemagazine.com
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EXPECTATIONS OF GREEN
– IN MORE WAYS THAN ONE
Have faith in our exceptionally resilient local economy

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

by JON ROHR ing that “eight Canadian companies de-listed from the
AIM exchange [a market operated by the London Stock
Exchange LSE], as they either moved to the LSE Main
Market or were acquired.” He noted that the “Canadian
companies are growing significantly or becoming
attractive takeover targets.”
So why are we talking ourselves into worry? By all

accounts the worst is behind us. In a March 2008 CEO
TEC survey “More than half (58%) of Canadian CEOs
taking the survey believe that the Canadian economy is
heading towards a market correction in 2008.” Howev-
er, we can’t be blind to the significant challenges busi-
ness face in 2008: staffing, economic uncertainty (local
and national), financial issues (cash flow, profitability),
and of course the rise in the value of the Canadian Dol-
lar against the U.S. Dollar. The most significant and
one that has not been taken seriously enough is
staffing – the problem of not enough supply. Which
may provide balance to the issue that gets headlines all
over – layoffs.
Our local economy is resilient. What is devastating to

other communities results in short term pains for us.
Studies have found that most permanently laid off work-
ers are retrained to do work in other growing sectors,
via Conestoga College and the CTT. Aside from the sen-
ior worker near retirement, whose position is most grim,
workers have landed on their feet and have had what
could be described as an “unfortunately easier time”
because by all global counts the grass is still greener
here. And by all indicators, we should expect that grass
to remain green for well into the next decade. X

There is evidence of a disturbing trend – a twist hastransformed the economist mantra “a rational man
wants more and more” to a contemporary “rational
man is happy to pay more for the same”.
It’s all around us: energy prices are soaring, con-

sumers are realizing that change comes at a price and
our financial community is watching itself more care-
fully than ever. The financial turbulence that inflicted
unbridled wrath on Bear Stearns and turned most
North American Financial institution income state-
ments red is behind us – so thinks Bank of Canada
Governor, Mark Carney, who stated in early March that
he believes after seven months of turbulence we’ve
entered a new phase, “where shortcomings in the cur-
rent [financial] system are better understood and
improvements are beginning to be made.” At present
the Bank of Canada has inflation under check.
That’s not all that’s controlled. Consumers need not

worry about keeping up with the Jones because it looks
like the Jones won’t be purchasing any new technolo-
gies in 2008. That’s if a Deloitte prediction holds true.
They predict that only “a few new technology break-
throughs are expected this year”. Among other Deloitte
predictions: an increase in “digital protection” of our
data, files, songs and images and a “flight to privacy”
as the online community is highly sensitive to a per-
ception of violated privacy, ensuring the online experi-
ence continues to be will be a flashpoint in 2008.
Canadian business are increasingly becoming

attractive as global businesses says Ari Sahakian, a
Director with PwC’s Transactions Advisory Group, stat-

PUBLISHER’S NOTE
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700 Hespeler Rd. (Hwy 24, just south of 401), Cambridge ON • 1-866-622-1505

Where business meets, eats, plays & stays

Take advantage of:

138 well-appointed executive guest rooms & 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.
FUTUREINNS CAMBRIDGE

HOTEL & CONFERENCE CENTRE

Please contact:

Marc Chiarenza, Director of Sales & Marketing

for more information on our corporate

rate programs.

email: mchiarenza@futureinns.com
519-622-1505 / 1-866-622-1505
www.futureinnscambridge.com
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COUNTING CHICKENS FOR
MORE THAN 60 YEARS

BUSINESS MONITOR

Tony Martin knows golf, inside out. Heloves the game, he knows the busi-
ness, and he understands the science
involved, from the specifics of building
an excellent golf course to the specifics
of building the perfect golfers’ swing.
When Martin hands you his business
card, he has to shuffle the deck for a
minute, because he has several – he’s
Director of Golf at the large, GolfTown
store on Kitchener’s Fairway Road; he’s
the teaching professional atWaterloo’s
prestigiousWestmount Golf and Coun-
try Club; and he’s also an entrepreneur,
organizing and running nine corporate
golfing events each year.
He enjoys it all, but he especially loves
teaching golf, which is his primary role
both atWestmount and at GolfTown. In
fact, those two positions intersect in

the winter months, as he uses the
state-of-the-art golf simulation booths
at GolfTown to teach his Westmount
students. His students include a num-
ber of young golfers, who pay a bargain
basement fee for the lessons, but have
to commit to taking the game seriously,
and to competing in a specified num-
ber of tournaments. Martin loves the
game, and he enjoys passing on that
passion – but he insists that his pupils
be committed to excellence.
Martin is a native of London, England,
but he discovered golf after coming to
Canada. He has been in the golf busi-
ness for 30 years, and has been a golf
professional for the past 23 years.
His first experience of golf was as a
talented amateur, but it was not long
before he also became involved in the
business side of of the game.
His first venture was located in
Burlington, where Martin built the
Wedgewood Driving Range. The busi-

ness was a success, and that success
multiplied when he was able to sell it
for a good profit.
Martin’s career has been a little like
your first game on an unknown golf
course – filled with unexpected ele-
ments. To that time, he had only built a
driving range, but an opportunity arose
for him to head the construction, from
scratch, of a new course in Toronto –
the King Valley course. A group of in-
vestors – men with no golfing back-
ground at all – asked Martin to lead the
project, and he took it on. He admits
to some lucky breaks – he had recom-
mended that they hire golfer Greg Nor-
man to be the face of the new course,
but Norman turned them down.Martin
was about to return to his second
meeting with the moneymen, to con-

fess failure, when a twist
of fate brought US Open
champion Curtis Strange
into the mix. Strange,
pro golf’s first million-
dollars-a-year man,
signed on, Martin was
able to tell his investors
he had found someone
even more successful
than Norman, at that
time... and Strange pro-
ceeded to win the US
Open again the next
year! It was a public re-
lations coup.
The course was com-
pleted but not yet open
when the investors sold
to a Swiss banking
group, and Martin’s work
was done. Today, King
Valley is the headquar-
ters of Club Link.
Martin headed north,
buying the Chippewa
Golf Course in South-

hampton, which he operated for nine
years. And while he ran the course, he
continued in his first love. “During the
course of all this, I was teaching,” he
says. “I’m always teaching.”
He sold Chippewa in 1999, and
moved to Kitchener-Waterloo,“to semi-
retire... but I didn’t.” He certainly didn’t.
Westmount golf pro Rob Stahan re-
cruited him as teaching pro, and sud-
denly Martin’s first love took a much
more prominent place in his job de-
scription. He loves teaching... and he
gets a lot of enjoyment out of teaching
some of the top corporate leaders of
the region.
When GolfTown was opening its Kitch-
ener franchise, the store did not have a
qualified golf pro. The owner of
GolfTown, nationally, knew Martin, and
asked him to fill in temporarily. That
soon turned into a long-term commit-
ment, and he become Director of Golf
at the Kitchener store.

It was a perfect solution to an ongoing
problem – how to teach his students in
the winter months. The combination of
the two positions “worked out great,”
says Martin. “I’ve got the best of both
worlds.”
Today, students – from Westmount
and through GolfTown – learn in the
high-tech simulation booths at
GolfTown, and then take their game to
the grass in the spring.
The technology has come a very long
way; in today’s simulators, golfers use
real clubs to hit real balls toward a
screen, and then the technology takes
over, as a virtual ball completes the
flight – and if it hits water or the rough,
you hear the splash or the rustle of the
grass. The technology analyzes every
element of the shot. Golf instructors
use video to analyze the elements of
the golfer’s swing.
Martin says that for new students, one
lesson in the simulator – complete with
videotaping, comparative videos and
the rest – is worth three on a golf
course. “I’ve been teaching for 23
years,” he says.“I don’t know how I ever
taught without a video.”
He still finds time to run nine major
corporate events each year, all over On-
tario. Martin handles the entire tourna-
ment for his clients, usually
professional associations or major cor-
porations.
Martin still loves to play, and between
his role atWestmount and participation
in various pro-am tournaments every
year, manages to get in a fair amount
of golf.
He has a great overview of the game
he loves, and he says that interest in
the game of golf is “strong.” He sees
“more women wanting to start to play,”
and adds that families are starting to
see the game as a family outing.
Martin suspects that some of the
higher-priced public courses may face
a challenge in coming years. But he
warns that lower-cost courses have a
different challenge – they need to be
aware of the importance of customer
service, even if the golf is less expen-
sive. “Customer service is absolutely
critical to the success of a golf club,” he
says.
And the man who has been a director
on the board of the pro golf association
argues that employing CPGA profes-
sionals is the best way to ensure qual-
ity leadership and good customer
service at any golf course. “It’s best if
you get a successful golf professional
who knows how to relate to people.”
He points to his own training: “I spent
two years learning how to grow grass...
years of catering training... as well as
my seven-year apprenticeship as a golf
professional.” It’s no wonder he knows
the game!
“The golf business,” says Martin, as he
heads back into the booth to teach his
beloved game to his next student, “is
the people business.”

– PAUL KNOWLES

The golf business is al l about people

10 | w w w . e x c h a n g e m a g a z i n e . c o m

Tony Martin, golf pro, teacher and entrepreneur, with one of his
young students, Ben Finlayson.

According to Aden Frey, his family
business turns an entrepreneurial

cliché upside down. Frey says, “You
may have heard the expression ‘don’t
count your chickens until they hatch’ –
well, we do it on a weekly basis, and
we plan to continue hatching and
counting for generations to come.”
Frey offered this unusual business
model as Frey’s Hatchery was hon-
oured as the featured family business
by the Centre for Family Business. The
Centre, based inWaterloo, is Canada’s
largest membership-based family
business association. Frey’s Hatchery
has been a member since 2001.
Frey’s Hatchery is a fourth-generation
business based in St. Jacobs. Brothers
Dave and Aden Frey shared their his-
tory with the members of the CFFB.
The core business has not changed
since Dave and Aden’s father, Martin
A. Frey, founded the company – Frey’s
Hatchery hatches and markets chick-
ens, turkeys, pheasants, geese, guinea
fowl, and ducks.
Martin Frey was raised on a family
farm west of Wallenstein, where as a
young boy his chores included caring
for the chickens on the farm. In 1934,
he went to work for a chicken farmer
named Simeon Martin, who had a
6,000-egg incubator; Dave Frey says
“this was considered a mammoth size
in those days.” With a grin, Dave
added,“Shortly after Dad began work-
ing for Simeon, he grew intently inter-
ested in two things: one was this
revolutionary incubator and the other
was Simeon’s daughter Selina. He
ended up with both when he married
my mother in 1939.”
Frey’s Hatchery was officially founded
in 1946. Says Dave, “At that time the
competition was fierce as there were
at least 10 other hatcheries within a
16 kilometers radius of St. Jacobs.The
most aggressive hatcheries had a
salesman on the road, but we pushed
advertising, attempting to get mail or-
ders, which slowly began to grow.”
They have seen significant changes in
the business, over the decades. Says
Dave, “In the 50s and 60s the chicken
business in Ontario began to change
quite rapidly. More and more small
hatcheries were closing down as larger
operations began to cater to the large
producers, where barns of 10,000
birds or more were being built. Two
main breeds began to emerge for these
larger producers – the white Leghorn for
the egg laying variety and White rock
crosses for the meat producers. By
1970 there were less than 50 chicken
hatcheries in all of Ontario.Today there
are about eight or nine commercial
hatcheries in Ontario.”
The Freys opted to find a niche for
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Business Excellence Awards presented

their operation. Dave recalls, “My father decided to continue to sell to the small
farmers with 100 to 500 birds, maintaining the existing breeds that we offered,
in spite of being encouraged otherwise by people in the industry. As the smaller
hatcheries closed their doors we began to pick up business further and further
away from St. Jacobs.We were selling to quite a few customers in Owen Sound
area and then to the Lindsay/Peterborough area... We were also selling to cus-
tomers in other provinces and sent quite a few chicks to a hatchery in Saskatoon,
which were sent by air. In fact we still ship to a few other provinces in Canada,
and we have one customer in California that receives chicks by Air Canada. Going
by air is quick and customers receive their chick order within 24 hours.”
Aden Frey points out another niche: “A unique part of our business is that we

raise chickens and turkeys for a few weeks and also some for five months when
they are ready to lay. Thus our customers do not have to start the chicks and
poults themselves. This is beneficial to some customers who do not have the
means to start baby chicks.”
In 1978, Dave Frey purchased the business. He is now moving into retirement,

and the family business – which continues to employ several family members –
is led by Aden and Dave’s son, Ken.
The marketing plan had grown, as in the 1980s, UCO feed stores became selling

agents for Frey’s Hatchery. Says Aden, “Today we have close to 150 feed stores
that sell chickens for Frey’s Hatchery.”
Today’s hatchery is very different from the early days of the business.Aden points

to some of the changes: “We have developed a sophisticated computer system,
customized to track all orders and at deliveries.” He adds, “The small farmer has
been the backbone of our business, but in order for some efficiencies and bird
health issues, we have modernized many of our activities. When my father was
running the business, we were hatching most of the chickens in his home-made
incubators and hatchers. Today, we have installed new equipment to make sure
that our chicks are hatched healthy and ready to travel.”
“The ‘organic,’ ‘free run’ and ‘free range’ trend is growing,” says Aden. “More and

more families are becoming concerned about the quality of poultry products that
they consume,more and more people
want to see where their eggs and
chickens are coming from.Today’s con-
sumer wants options in how their food
is grown and raised.We at Frey’s intend
to continue to serve this market, and
we anticipate that it will continue to
grow.Our small ‘niche’ company seems
well suited to meet this demand.”
The Freys note that the quantities

have certainly changed – in 1946,
Frey’s hatched 60,000 chicks’ in
2006, the company hatched approxi-
mately 2 million.
Aden noted that the Centre for Family

Business plays a key role in develop-
ments at Freys. He said, “Over the last
few months we have been working
with the Centre for Family Business to
assist us in our next succession as
Dave prepares to pass on the reigns
after more than 36 years.”

Over 800 people gathered to honour the exceptional contributions of over 50
individuals and organizations who were nominated for Business Excellence

Awards at the Chamber’s annual gala. Nine recipients were presented with 2008
Business Excellence Awards:
• New Member of the Year: Brent Ferguson and Leo V.Tobi, Brentwood Livery, hon-

oured as a company that identifies the value of striving for excellence, while
maintaining a high level of positive contribution to the environment, the local
community and industry related associations.

• Volunteer of the Year Award: Moni Lagonia, RBC Royal Bank, Chair of theWomen’s
Leadership Committee. She contributes many hours to groups that include
sports, education, world and health issues.

• Innovation Award: Navtech, a company helping to transform the commercial avi-
ation industry through software developed, marketed and supported by them.

• Workplace Training Award: Steed and Evans Limited, which ensures that all em-
ployees receive the opportunity for up-to-the-minute training and certification.
A number of creative training programs have been developed to meet their
unique needs allowing them to set the pace for industry advancements.

• Young Entrepreneur of the Year Award: Derek Satnik, Mindscape Innovations.As
a forward-thinking entrepreneur, Derek manages this consulting and contracting
services company, whose focus is on helping clients
build environmentally and technologically better homes,
businesses and communities.

• Business Leader of the Year Award (<20 employees):
Canadian Blood Services.The Kitchener-Waterloo Blood
Donor Clinic is one of 40 permanent collection sites na-
tionwide and collected 15,591 units of blood last year.

• Business Leader of the Year Award (>20 employees):
Melloul-Blamey Construction Inc. This multiple award
winning, full service construction, design and real estate
development company is one of the first Canadian Gen-
eral Contractors to become a
member of the Canada Green
Building Council.

• Environment Award: Reid’s Her-
itage Homes Ltd., a leader when
it comes to implementing envi-
ronmental standards. As the
first home builder in Canada to
be certified LEED Platinum
(Leadership in Energy and En-
vironmental Design), Reid’s has
increased the efficiency of sin-
gle detached homes from Ener-
guide 78 to Energuide 80 –
which is the equivalent of build-
ing to the 2012 building code.

• Michael R. Follett Community
Leader of the Year Award: Helen
Jowett is a passionate, dynamic
and engaging leader. She works tirelessly with the Cambridge Memorial Hospital
in the Doctor Recruitment Campaign, serves on the Waterloo Region Immigrant
Employment Network Steering Committee, is a business advisor for Camp En-
terprise, a regional Rotary initiative, and is the past Director of the Greater Kitch-
ener Waterloo Chamber of Commerce. Helen brings her zest for making her
community exceptional into her work place. Within McDonald-Green, she en-
courages all staff to give back through community services.
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Dave and Aden Frey of Frey’s Hatchery.

Moni Lagonia,
Volunteer of the Year.

Dave Schnarr, Centre for Family Business, Terri Scharr
and Bernie Melloul, Melloul Blamey Construction.

“Canada’s record on asbestos is
shameful. We are one of the few in-
dustrialized countries who have re-
jected the call by the World Health
Organization and all the independent,
recognized scientific organizations
around the world to ban all forms of
asbestos.We know this product is
deadly, but we export 95% of
Canada’s asbestos to developing
countries, where workers often lack
safety protections and where it is sow-
ing the seeds of a public health
tragedy.”

- LARRY STOFFMAN, CHAIR OF THE
NATIONAL COMMITTEE ON ENVIRONMENTAL

AND OCCUPATIONAL EXPOSURES

XQuote
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Forecasts Optimistic for Local Economy

The economic outlook for this region continues to be positive, in spite of the
challenges making headlines on an almost daily basis. Two recent economic

forecasts reflected considerable optimism for Waterloo Region, Guelph and the
area around. The forecasts came from Peter Hall, Don Drummond and Blake
Hutcheson, of CB Richard Ellis; and from Doug Porter, Deputy Chief Economist
for BMO Capital Markets. All were speaking at events in Waterloo Region.
Porter called the Waterloo Region and Guelph area “one of the brightest stars

in the Canadian economic skies.” This was the conclusion of a new report pub-
lished by BMO Financial Group and Canada’s Technology Triangle Inc.
This is not to say there will not be struggles; the report says that keeping the re-

gion’s economy shining brightly will be challenging in the short term because of
the manufacturing sector dealing with a strong Canadian dollar and weakening
U.S. demand. However, the area’s economy should show strong growth by 2009.
Porter said, “Waterloo-Guelph derives its strength from the old economy based

on traditional manufacturing to the new economy based on high technology and
services.” He sug-
gested that, following
impressive growth in
previous years, eco-
nomic momentum in
the region slowed in
2007. In 2008, the
area's economy con-
tinues to face chal-
lenges, but will begin
to turn around with
GDP posting a mod-
erate 1.5% advance
this year. Strong
growth will return in
2009, with projected
economic growth of

2.7% during 2009-2012, outpacing both the Ontario and Canadian economies.
The CB Richard Ellis forecast looks specifically at the real estate market in the

region. It concluded: “In spite of the high Canadian dollar; the slowdown with
our neighbours to the South and the turmoil in the money markets, we are opti-
mistic that the real estate market will continue to be strong in 2008 with some
slowdown expected in the industrial and retail sectors. Southwestern Ontario’s
strength in advanced manufacturing, bio technology and information and com-
munications technol-
ogy should allow
Southwestern Ontario
to weather some of
the clouds.”
BMO’s report sug-

gested that “a num-
ber of factors will
contribute to this
a b o v e - a v e r a g e
growth, including:
solid population
growth supporting
residential construc-
tion and retail sales;
spillovers from the ex-
cellent educational
institutions in the
area which will fuel business creation; and the area’s industrial mix, including
the burgeoning high-tech sector.”
Peter Hall, offering the highlights of the CB Richard Ellis forecast, said: “In looking

at the average industrial land prices, Toronto lands are north of $520,000 per
acre whereas the highest priced land in the Southwestern Ontario Region is Wa-
terloo, due to the scarce supply of industrial land, at slightly over $300,000 per
acre with Guelph and Cambridge at around $260,000 per acre with Kitchener
slightly below that. .. Cheaper land in London andWoodstock averages $72,000
to $80,000 per acre.We expect there to be continuing upward pressure on the
price of land.” Concerning availability, he said,“The lowest vacancy rate in South-
western Ontario is Waterloo at 3.1%.”
Hall suggested,“As you all know,we have had more than enough media coverage

on plant closures and job losses in Southwestern Ontario but not enough has
been said about new developments, investment and new jobs.”

Michael Klopchick (left), District VP Bank of Montreal, Douglas
Porter, BMO Capital Markets and Rick Findley Area Manager BMO.

CBRE representatives Blake Hutchinson (left), Don Drummond and
Peter J. Hall.

GVCA Celebrates Business Heritage

The Grand Valley Construction Association saw a huge increase in activity for
the organization and its members, said Don Gosen, past chair of the GVCA, at

the 2008 Business Heritage Tribute and AGM held in Kitchener February 2008.
“2007 saw an increase in membership, revenue increase, and training with more

Gold Seal Certificates earned than ever before. Activities were supported by the
entire membership and increased involvement with Conestoga College, area
school boards … It’s just a lot to be proud of with the organization,” added Gosen.
The 2008 -2009 chair is Economical Insurance Surety Manager,Marianne Micci-

Fritz, who will bring her corporate, service-provider approach to chairing the GVCA.
Micci-Fritz, who has been on the board since 2000-2001, praised “awesome”

Executive Director Martha George. Micci-Fritz said she will be focusing on three
areas; revisiting the GVCA goals and strategy; introduction of internal policy and
procedures that assist in communicating expectations to members; and offering
encouragement and leadership opportunities to strong leaders who may be stand-
ing on the sidelines. Gosen echoes support for Micci-Fritz’s corporate approach.

A. R. Milne Electric Ltd. 1965
Abcott Construction Ltd. 1972
AFG Glass Centre 1970
The Atlas Corporation 1946
Brant Asphalt Paving Inc. 1947
C3 Environmental Limited 1973
Canadian Cutting & Coring (Toronto)
Ltd. 1963
Charles Jones Industrial Ltd. 1962
Conestogo Mechanical Inc. 1972
Drexler Construction Ltd. 1971
Ed Lau Ironworks Limited 1960
E H Price Ltd. 1944
Elmira Farm Services Ltd. 1956
Engineered Air 1966
Fairway Lumber Company Ltd. 1958
Frey Building Contractors 1970
GE Security Canada 1929

Glenile Electric Ltd. 1970
Grand Valley Tile Company Ltd. 1959
The Guarantee Co. of N. America 1872
Kieswetter Excavating Inc. 1930
Maple Reinders Constructors Ltd.
1967
The Murray Group Limited 1926
Otis Canada, Inc. 1853
Overhead Door Co. of K-W 1957
Reitzel Heating & Air Conditioning
1961
Shannon Steel Inc. 1964
Stevenson & Hunt Ins. Brokers Ltd.
1935
Strassburger Windows & Doors 1949
Tampa Hall Limited 1961
Tosca Tile Limited 1964
Victoria Electric of Kitchener Ltd. 1970

(Clockwise) A big crowd gathers for
the presentation; Don Gosen,
Gosen Electric and Marianne
Micci-Fritz, GVCA incoming Chair of
the Board; Cameron and Jason
Ball, Ball Construction Ltd.; Scott
Buck, Carrier Canada, Brenda
Weatherall and Dave Walden Con-
estoga Roofing & Sheet Metal;
(left) Mike Fronchak, Fronchak Cor-
porate Development, Bill George,
GA Masonry and Paul Salters AON
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BUSINESS MONITOR

Let’s imagine you are a home-based
business that has outgrown your

home office. Or, you’re a major corpo-
ration moving to the area, but your
new office complex won’t be available
for nine months.
These are very different problems,

but it turns out that they may have the
same solution.
The solution-provider is a third-gen-

eration Kitchener-Waterloo business-
man named Mike Bierstock. He is the
man behind Embee Suites in Water-
loo, and the brand new Royal Execu-
tive Center in Kitchener. Both locations
provide temporary, fully-furnished and
serviced office space.
Both are very popular. For example,

the Kitchener facility welcomed its first
tenant in mid-February, 2008, and will
fill at least 18 of the 27 offices by May.
Bierstock expects to be fully occupied
shortly after that, although he admits
that, because of the transient nature
of the business, openings may occur
almost immediately. “I’ve always got
availability,” he says, and he looks on
that as a positive in two senses – be-
cause he can welcome new tenants,
and because his business has played
an important part in the growth of

many successful businesses in the re-
gion. “I never mind when companies
leave because they have grown.”
Bierstock comes from entrepreneurial

heritage; his father owned Electrogroup
International,“NorthAmerica’s largest in-
dependent tire exporter.”The family sold
that company 10 years ago,and focused
more directly on property development
and management, now owning half a
million square feet of property across
North America. Today, Bierstock spends
about half of his time working for the
family business, the other half,managing
his executive centres.
He started Embee Suites, located at

Weber and King in Waterloo, seven
years ago. It includes 12 office suites.
In 2008, he opened the Royal Execu-

tive Center on the 10th floor of 30
Duke Street West in Kitchener, in the
former Royal Bank offices. He says that
he has applied everything he has
learned from the Waterloo centre to the
new facility, which offers amenities
ranging from secretarial services, high
speed internet, a fully furnished board-
room, personalized telephone recep-
tion, a virtual office service, and more.
“You drive the business,” he says, “and
we’ll run the office.”

Bierstock claims proudly that a client
can sign up in the morning, and “be up
and running” that afternoon.
His clients have similar needs in com-

mon, but their reasons for signing on
at one of the centres can be quite dif-
ferent. Some are wanting to have an

inexpensive presence in Waterloo or
Kitchener (Waterloo site rental starts at
$750, all-included; Kitchener, at
$850). Some are looking for their first-
ever office space. In other cases, a cor-
poration needs temporary space to
staff a local start-up – Bierstock points
to Galaxy Cinemas in Waterloo, who
occupied four Waterloo offices as they
built the theatres and the Robert Half
company, as examples.
He can also supply “virtual offices,”

whereby clients use the address and
have access to boardroom facilities
and a few hours of office time as
needed.
Clients sign a six-month lease to

begin, and can leave with 90 days no-
tice. However, Bierstock admits he will
meet more short-term needs, if facili-
ties are available. He also notes that
while many move on to their own facil-
ities, some find his suites to be perfect
locales; one Waterloo client has been
with him for five and a half years.
Bierstock attributes the “overwhelm-

ing response” to his latest, Kitchener
venture to the business environment in
Waterloo Region.“I’ve never seen such
excitement in K-W,” he says. “There
seems to be a buzz about the city.”
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Making Room for Business

• Statscan suggests the Canadian
economy quickly shrugged off its drop
in December and began growing
again in the New Year. Housing starts
and auto sales posted strong gains.
Firms expanded payrolls in both Jan-
uary and February, consistent with a
pickup in investment plans for 2008.

• Travel to Canada from the United
States hit a record low in January.
Travellers made an estimated
2,375,000 trips to Canada in Janu-
ary, a 1.4% decline from December
and a record low since record-keeping
began in 1972.

• Overnight travel to Canada from over-
seas countries reached a record high
of 391,000 trips, up 0.7% compared
with December. Slower travel from the
United States more than offset this in-
crease.

• The majority of Canadians believe in
the importance of water in Canada.
Yet, 80% of Canadians are confident
in the country's long-term supply of
fresh water. In fact, Canada pos-
sesses only 6.5% of the world's re-
newable fresh water resources.

• The average Canadian household
pays $33.18 per month, and uses
about 26,500 litres of water in the
home. Canadians pay approximately
one quarter of European water prices.

• Sales by Canadian wholesalers rose

a healthy 2.6% in January to $44.1
billion, effectively offsetting the 2.6%
drop recorded in December.

• More than half of Canadian Boomers
plan to stay put when they retire. To
make it possible to stay right where
they are, just over half of the Boomers
(53%) surveyed intend to do some re-
modelling, while 19% plan on under-
taking some major renovations. As
well, 24% are looking to purchase a
second property, or vacation house.

• While only 5% of Boomers report hav-
ing their parents or in-laws living with
them, 15% say they have adult kids
aged 21 or older living at home; of
that percentage, 41% have returned
home to live, and a whopping 59%
have never left home.

• 83% of Boomers think it's important
to pay off their mortgages before they
retire, however, 61% still have a mort-
gage.

• National net worth reached $5.5 tril-
lion by the end of the fourth quarter of
2007, or $165,400 per capita. Na-
tional net worth grew by $77 billion in
the quarter, an increase of 1.4% over
the previous quarter, a somewhat
faster pace than the 1.0% in the pre-
vious quarter.

• Propelled by the largest inflow of for-
eign direct investment in eight years,
Canada's net foreign direct invest-

ment position decreased nominally in
the fourth quarter of 2007. The sus-
tained strength of the Canadian dollar
continued to have a dampening effect
on national net worth.

• Manufacturing sales increased by
1.3% in January to $49.3 billion, as
the sector struggled to spring back
from the three-year low posted in De-
cember (-3.7%).

• The global carbon market expanded
80% to $60 billion in 2007, with the
total traded volume growing 64% to
2.7 billion tons.

• Business owners’ concern over the
shortage of qualified labour hit a

XQuarterly – www. xquarterly.ca

Mike Bierstock of Embee Suites, Waterloo

RECRUITMENT - THE TOP CONCERN FOR EXECUTIVES

Recruiting experienced professionals remains a concern for many companies, a
survey shows. Forty-three per cent of chief financial officers polled recently said

finding skilled staff will be their greatest challenge in the next 12 months, close to
double from a similar poll in 2003. Competition was the second biggest concern,
cited by 18% of respondents, followed by meeting customer needs at 16%.
The survey was developed by Robert Half Management Resources, conducted

by an independent research firm and includes responses from 270 CFOs from a
stratified random sample of Canadian companies with 20 or more employees.
CFOs were asked, “Which one of the following is the biggest challenge facing

your company in the next 12 months?” Their responses:

CHALLENGE 2008 2003
Finding skilled staff 43% 22%
Competition 18% 16%
Meeting customer demands 17% 16%
Government regulation 10% 14%
Adequate sales and/or financing 3% 23%
None of these/other 2% 1%
Don't know/no answer 7% 8%

record high in 2007, with 309,000
jobs remaining vacant for at least
four months, according to the Cana-
dian Federation of Independent
Business. One-third of employers
had trouble finding employees.

• Canada's employment growth con-
tinued in February with gains esti-
mated at 43,000, pushing Canada’s
employment rate to a new record
high (63.9%).

• Canadian travellers surged into the
United States last summer, spend-
ing nearly $2.8 billion.

• Elsewhere, Canadian residents took
a record 1.7 million trips overseas.
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Company debt is bad and you’ve just posted a loss of $14
million in a single quarter. You’re thin because after 16
quarters of painstaking layoffs (totalling 450) you can’t

shave much more. The board has hung the CEO and without
much figuring, you’re only 100 or so days away from
expressing your intent for credit protection.

State of the company – near bankruptcy. Time frame – fis-
cal 2005.

But Art Mesher, Chief Logistics Officer at Waterloo-based
Descartes had better ideas; he wasn’t about to let the com-
pany he worked for sink any further. He saw money in the
math. Working quickly, he grouped dedicated people to exe-
cute a much needed turnaround. He set out to regain cus-
tomer confidence and regain the trust of disgruntled share-
holders.

Three years later, he may just have pulled it off. For Mesh-
er, a strategist by habit and analyst by degree, the last three
years was spent defining the “sandbox ”. He believes a cor-
porate leader establishes the “sandbox” in which the compa-
ny team is set loose to play and create. However, a healthy
“sandbox culture” sets limits, to stop a profitable company
from dumping sand over the edge. The good things created
in the Descartes sandbox stay in the Descartes sandbox.

He set out to
regain customer
confidence and
regain the trust
of disgruntled
shareholders.

BY JON ROHR

Descartes has redefined their corporate game

AFTER THE
BUBBLE BURST

MOVER & SHAKER

Art Mesher, Chief Logistics
Officer, Descartes
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1.519.579.4110
www.aberdeenhomes.ca

Fabulous 30' Single
Detached Family Homes

From $261,900
1.519.885.5553

www.hawksviewhomes.com

40' Bungalow, 2-Storey
& Multi-Level Homes

From $299,900

1.519.580.5248

Amazing Bungalow & 2-Storey
Homes on 40' & 45' Lots

From $389,900

1.519.747.2834
www.kenmorehomes.ca

Spectacular
Open-Concept Homes!

Model Home Opening Soon!

1.519.748.1023
www.savichomes.com

Detached Bungalow & 2-Storey
Homes on 40' & 43' Lots

www.hallmanconstruction.com

From $399,900

Riverwood Offers You:
• Stringent architectural controls to protect the
investment you’ve made in your home
• A choice of lots ranging from 30' up to 50' wide
• A short walk to the Grand River
• An abundance of parkland
• Convenient access to the adjacent Natchez Park
Conservation Area

© 2008 Taylor/Rohrich Associates Inc.

Picture Perfect!

A Grand Community
in a perfect setting

If you’ve been looking for the perfect place to raise your
family look no further than Riverwood, the prestigious
new riverside community nestled into one of Kitchener’s
most beautiful naturescapes. This thoughtfully designed
community offers high standards and uncompromising
quality. Riverwood’s street patterns are laid out to facilitate
traffic calming. The landscaping within the community is
nothing short of opulent and an abundance of green
space weaves its way throughout Riverwood.
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Leading a management team, Mesher
and company came up with what he calls
a “metric-driven process” that’s based on
a core strategy which he sums up:
“Rewarding customers with results before
they even pay a cent”. The strategy has
not only repositioned Descartes once
again as a logistics leader in a popular
boutique market. They once again have
momentum, they have a plan, and the
company is currently on course to pro-
vide long overdue shareholder value.

First listing with the TSX in January

1998, Descartes has served their market
with unbridled exuberance. It was at the
beginning of a economic period stimulat-

ed by technology. Most companies were
quickly moving from the practice of saving
money and trying to make more money, to
all-out investment in new technologies, all
in an effort to restructure their industry and
get there first. Art Mesher, a strategist and
analyst from Wisconsin, was relatively
new at Descartes in Waterloo. He recalls
the time when huge amounts of venture
capital were trading in torrents. It was
an economic era when unproven tech-
nologies were a drug. The promise of
wealth creation through the internet

With over 300 employees, Descartes provides compliance service for air, ocean and truck.

“The primary governments that we
support are United States,

Canada and some western Euro-
pean Countries. That translates

into everybody coming in or out.”

519-571-1873 EXT. 122

NEW office, medical, main street retail and
pad sites available (800 sq.ft. to 15,000 sq. ft.)

A VIBRANT URBAN VILLAGE IN RAPIDLY GROWING SOUTHWEST KITCHENER
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was steadily emerging.
“The good news,” says Mesher, was that

Descartes was following the money. The
bad news, he adds, “was that we were fol-
lowing the money”. It was the dot-com era.
Any company with significant amounts of
money was investing it in the internet. All
the big venture capital funds – Kleiner
Perkins Caufield & Byers, Oak Investment
Partners, and Bessemer Venture Partners –
made multi-million dollar investments in
what are called exchanges. “There was the
Retail Exchange, the Paper Exchange, and
a Chemical Exchange. You name a vertical
industry or a geographic location and
somebody was trying to build an exchange
for something,” says Mesher. Every
exchange needed a logistics solution, and
Descartes, with a slight adjustment to their
core strategy, could deliver one.

“As it was, every customer was funded
by VC money, or they were brick and
mortar spin-offs.” Referring to any large
“brick and mortar” company in 1999 or
2000, Mesher says, “they had an electron-
ic commerce strategy.” They either were
new or “spun out of some business – with
a bunch of capital behind it.”

But the dreams soon faded because, by
2001, everyone had figured out that
“those things weren’t going to make any
money.” Most of Descartes’ new cus-
tomers were developing in the bubble.
They were companies that, as Mesher
describes it, “didn’t have legitimate busi-
nesses models”.

As quickly as they bought, business
went away. “When a company is going
out of business, they don’t usually pay
their suppliers on the way out the door,”
notes Mesher ruefully. He experienced,
first hand, the bubble burst from a strate-

gist/analyst perspective.
Then came 9/11, and the US govern-

ment, along with some other govern-
ments, realized that in the interest of
homeland security, “it was time to know
who shipped what, where, when and
why.” What they needed, Descartes deliv-
ered; Descartes’ programs already com-
piled data and documents, and they could
forward these ahead to the government
well before any aircraft, truck or steam
ship line entered commercial waters. The
government had their own reasons for
knowing – to protect the boarders. What
was occurring was, an enormous volume
of rules and regulations were changing
and those changes in turn changed the
social market reliance of Descartes’ busi-
ness model – now, it would work.

What followed was a management
team about-face. They saw a business
opportunity and proceeded to move with
the market. “We took our business from a
ROI sale into a default ticket to entry, with
the cost of doing business, to comply to
rule and regulations sale.” In a world that
was less certain, Descartes became a
instrument of global certainty. By stan-
dardizing business practices, Descartes
adjusted their focus on the benefit of the
community – in order to make the world a
better and safer place, says Mesher, “to
make our borders more safe and secure,
to have less trucks which lower carbon
emissions, which get you carbon credits
for lower carbon emissions.”

And they’re feeling good about it.
“What has occurred over the last four to
five years is that the social relevance of
Descartes has changed. It has transi-
tioned itself from someone that helps a
distributor make money, to a company

MOVER & SHAKER

PROFESSIONAL JANITORIAL
SERVICES FOR BUSINESS

Specializing in Commercial,
Industrial and Institutional facilities

Call us for all your cleaning needs:
� General Janitorial & Office Cleaning
� Carpet Cleaning
� Floor Stripping & Waxing
� Interior/Exterior Window Cleaning
� Ultrasonic Blind Cleaning
� Construction Cleanup
� Factory Cleaning
� Computer Cleaning

We will help protect
your Real Estate investment

Tel: (519) 884-9600
Waterloo, Ontario

Fax: (519) 884-8699
Toll Free: 1-800-983-6661

wwwwww..jjddiicclleeaanniinngg..ccoomm
BONDED & INSURED

Member of the Canadian Franchise Association 
and Better Business Bureau

Dealing with problems
in GST/HST, PST or QST? 
Visit ttaaxxrreeccoovveerryysseerrvviicceess..ccoomm and click on
“News & Research” for manufacturers’
exemptions, audit traps, CRA and provincial
government publications – it’s free!

Over the past (14) years, TRS has provided
a personalized and value-added service to a
broad range manufacturers throughout
North America, including Fortune 500 and
Globe Top 1000  companies.  

Call Jerry Pencak, BBA, CGA 
at 905-304-9990 today!

If you’re a large organization, you qualify for a
preferred corporate fee - 20% of tax savings 
plus travel allowance.

TRS TAX RECOVERY 
SERVICES INC.

(Since 1994)

The backbone of Descartes metric-driven focus of customers and core strategies.
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that helps really secure the US, Canadian
and European borders. “The government
relies on us,” says Mesher, whose com-
pany has secured the automated export
system for the US government. “Every
shipment above $5000, is processed by
us, by law.”

Mesher sites an immediate example by
pointing to the US border. The US Gov-
ernment, passed a rule in 2007 that said
“if your truck is going to pass over the
Canadian boarder, four hours before it
arrives it has to have all of its paperwork
submitted.” In this situation the required
paperwork comes from many places: the
truck, the customs house on one side, or
the freight forwarder on the other.
“Freight forwarder sends it out of Cana-
da, the custom house broker in the US
imports it from Canada, the trucker dis-
patches his truck from the US or Canada,
and he has to cross the border. The for-
warder stuff, the custom broker stuff and
the trucker stuff all have to come togeth-
er and be delivered to the government
electronically before the truck crosses or
you’ll get a fine. In 2007, they made that
mandatory.”

With over 300 employees, Descartes
provides compliance service for air,
ocean and truck. “The primary govern-
ments that we support are United States,
Canada and some western European
Countries. That translates into everybody
coming in or out.” Exports from China,
Japan, Singapore, Malaysia, Ethiopia... in
fact, if you’re running an airline into the
United States “you’ve got to do this”.

From Mesher’s position “a lot of them
use us, our network services most air-
lines, most steamship lines, most trucking

companies – but a lot we don’t. There are
many handfuls of what we call boutiques
around.” So Descartes is on a acquisition
spree. “We’re buying a company a quarter,
which is probably understated,” says
Mesher. “We continue to see lots of
opportunities because there are these little
guys who do what we do, who serve the

same customers we serve.” Competition
quickly becomes an acquisition.

“We call them boutiques, the compa-
nies who do what we do. No one else has
tried to aggregate on a global scale – to
serve as a one stop shop for our cus-
tomers.” As for Descartes’ competition,
Mesher shrugs and repeats that there are

“We’re buying a company a quarter… We continue to see lots of opportunities,” says Mesher.
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“The Canadian automotive service industry
changes on a daily basis. This is also true for
how the consumer expects to be treated.
You should expect more.” – Uli Furtmair.

At Furtmair Auto Services we are the service
professionals. We meet the highest customer
service standards. Our company won the
Bosch-Jetronic-Cup, finishing first among all service
centers in North America. This demonstrates
our ability to satisfy our customers.

This is what you can expect from us:
Our objectives:
• To maintain your Original

Factory Warranty
• To maintain your car’s authenticity

using Bosch OEM parts
Our features:
• International Award-winning expertise
• Top-notch servicing using the latest

diagnostic equipment
• Helpful advice from professionals with the

most up-to-date skills and training

Our benefits:
• A written International Warranty
• Reasonable service rates
• Customer-focused service

519 576-9972
51 Bridge Street East, Kitchener

FURTMAIR AUTO SERVICES INC.
In Business Since 1987 To Serve YOU

Important message to all

Audi, BMW, Mercedes, Porsche,
VW & Volvo owners.

WEBSITE: www.furtmair.com
E-MAIL: fast@furtmair.com
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“just pockets of it,” especially in France
and Germany, “who do what we do
specifically for France and Germany, for
two airlines.” In the boutiques, 95% of the
processes are still manual. From
Descartes’ perspective, this creates a
global market capitalization potential or
healthy acquisition market; in other
words, opportunity. Mesher refers to
Descartes’ situation as “the pole position”
and acknowledges “we have a really long
race to run – when you get the pole, the
race is yours to lose.”

Many who know Descartes’ history,
especially investors, have said or heard
disparaging remarks. In 2005 sharehold-
ers could only hope to limp away when
‘not so good’ went to ‘worse’. But Mesh-
er, chanting a mantric message – “met-
rics-driven focused on customer results” –
restructured a business culture to one
focused on a recurring revenue model
and security for all.

In what is best considered a humbling
experience, Mesher and key remaining
personnel, moved away from selling
licenses, lowered expenses “radically”,
focused everyone on serving customers,
and went back to their core customers,
apologies at the ready.

“We went back to focus on them, one
at a time we apologized. If they forgave
us, we continued to serve them. If they
didn’t forgive, they fired us. We ran
around saying ‘good customer, bad cus-

tomer” – we did it as a team.” It was a
given that Descartes “was a company that
had a reputation,” and that reputation
was deep and well known.

“We used our reputation as a weapon,”
says Mesher. “All the nasty things that
everyone else is saying about us, we’re
going to turn that into a advantage.”
Their slogan now states: “We’re so confi-
dent it works that you don’t have to pay
until it does. We’re so sure it works we
won’t charge you until it pays.”

Since the introduction of the new plan
more than three years ago, Descartes has
been profitable. “It has had its EBITA
growth quarter over quarter exceed 20%
for 11 to 12 consecutive quarters. Its
gross margin has been continuously
improving at an EBITA level. Cashflow
has grown along the way. This has been
by organic and acquisitions.”

By all accounting methods, Descartes
has turned the corner and heading in the
right direction. Descartes stock hit rock
bottom in fiscal 2005 when at $0.95
share, but it’s topped out at $5.33 in 2007
and early March 2008 it hovered around
the $3.56 mark. By initiating a three-year
plan, and implementing a ‘try before you
buy’ approach to new sales, the team
focused on a dozen key customers,and
got their ticket to ride with all air, ship
and truck carriers doing business with the
US consumer. The current reality is,
Descartes has turned the corner and
missed flying off the cliff.

Now all Mesher and company require
is to turn the corner on shareholder confi-
dence. How will he do this?

“Next couple years look like more of the
same, really. You look at what we’ve done,
and I just want to keep doing it.” X

MOVER & SHAKER

The Descartes team went back to
their core customers “We went

back to focus on them, one at a
time we apologized. If they forgave
us, we continued to serve them.”
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At first glance, it seems an unlikely combination – engineer-
ing and gardening. But after you spend a few minutes with
Mark Schwarz and Sam Bauman, partners in Earthscape

Ontario Inc., it all starts to make beautiful sense.
Earthscape is a landscape-construction company based in

Elmira. Schwarz, who has P.Eng. qualifications, and Bauman,
a horticultural college grad, specialize in designing, creating
and maintaining estate and executive properties.

If you’re interested in seeing their work, you don’t need to
visit one of their clients – although many of their prospective
clients do check out their completed projects. Not only do they
have full pictorial records of their projects, they can also show
you – this is where the systems design engineering back-
ground comes in – three dimensional, full-colour, all-angle
“fly-throughs” of the designs they developed for clients, before
they ever put shovel – or earthmover – to soil.

That’s a key element of Earthscape that sets it apart from
many of their competitors. Schwarz admits that, although they
own dump trucks and plenty of equipment, their largest invest-
ment is in the software that facilitates the design process.
Genesis

Earthscape was created three years ago. Schwarz, an engi-
neering grad from the University of Waterloo, had been a part-
ner in the well-known Waterloo region engineering consulting
firm, Brock Solutions. He admits that moving to landscape
design and construction was quite a career change, but
Schwarz had long been interested in the artistic side of land-
scaping, and believed the combination of science and art would
bring something new to the field. He also argues that “there is a
lot that is the same,” in the two jobs. “I took a lot of project
management disciplines” into his new company. But he laughs
that Earthscape does require “a little harder physical work.”

Although they own
dump trucks and
plenty of equipment,
their largest
investment is
in the software
that facilitates the
design process.

BY PAUL KNOWLES

Earthscape’s partners bring computerized capabilities
to the landscape business
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None the less, Schwarz knows his cre-
dentials add credibility: “Not too many
other landscapers are professional engi-
neers,” he laughs.

Before Earthscape came into being,
Schwarz worked briefly for a landscaping
company, getting down and dirty, pushing
a wheelbarrow. It was there that the 47-
year-old engineer met a young landscape
worker named Sam Bauman, now 21. Bau-
man, also bitten by the horticultural bug,
graduated from the horticultural technolo-

gy program at Humber College; earlier, he
had launched his first lawn care business
when he was 14. The two decided to go
into business together, founding Earth-
scape. Now, three years into the enterprise,
the company employs eight workers during
construction season; Schwarz’s wife, Rose-
ly, manages the Earthscape office func-
tions. Schwarz credits his friend David Leis,
former Mayor of Woolwich Township, with
urging him to convert his landscaping
hobby into a business.

In the colder months, the staff shrinks to
the two Schwarzes, and Bauman, but they
are always busy with design work.

In the beginning, they did that work for
free. That was their original marketing
scheme – they gave away landscape
designs, gratis, to 10 friends and contacts.
The prospective clients were very
impressed with the 3-D visualization tech-
niques; two of the ten hired Earthscape to
make the plans into reality, and the com-
pany was launched. The company made a

FEATURE STORY
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“Best on the Block” offer – if a client didn’t
agree that their work produced the best
driveway or walkway on their block, they
got a gift certificate to a restaurant of their
choice. No one claimed a certificate.
Earthscape also promoted its services

with a flyer that featured a photo of the
Schwarz’s four-year-old daughter, in the
front garden of their home. She turned out
to be the perfect cover girl – potential
clients responded to the warm image.
Creativity meets accounting
Schwarz and Bauman contend that

while clients are attracted by their cre-
ative images, designed and presented
through impressive technology, cus-
tomers are also attracted by their practical
budgeting process.
Clients know the cost going in; they pay

for the design work (the days of free spec
designs are behind them at Earthscape),
and from that point, “all our projects are
on a fixed price.” Unless a client changes
plans during the project, they know the
end cost from the beginning. And, says
Schwarz, almost no one changes the
plans, because their design programs are
so detailed and true to life.
From the beginning of Earthscape, the

partners have sought the advice of several

mentors, who include George Urvari, Pres-
ident of the Toronto Chapter of Landscape
Ontario, and COO of Oriole Landscaping;
Bert Frey, President of Hawkesville-based
Design-Build Contractor Frey Building
Contractors, and others.
Award-winning work
Earthscape’s innovation quickly cap-

tured the attention of the landscaping
industry. In 2006, Schwarz and Bauman
picked up a pair of Landscape Ontario
Awards of Excellence, for residential con-
struction under $10,000 and special inter-
est construction. They repeated that win-
ning form at the 2007 awards – presented
earlier this year – as they won for Private
Residential Design over 5,000 square feet
and for their website.
The winning 2007 project presented

some unique challenges. It was a
$150,000-plus project on a property in Erb-
sville, involving a pond that measured
about 30 meters by 17 meters, with a
closed water system. But the details were
not the challenge – the time frame was.
The property owner’s wife was returning
from a short visit to Europe on July 1, and
the owner wanted to surprise her with a
completely new yard and garden. Earth-
scape met the challenge.

That kind of stressful schedule seems to
have become the norm for Earthscape.
After completing that project, Schwarz and
Bauman had six weeks to complete anoth-
er contract of similar size; this one had a
specific deadline, since a wedding was
planned for the garden only days after the
target completion date.
They met that deadline, too... and were

thanked with a garden party in their hon-
our only days later.
Two teams
Normally, the partners each run an indi-

vidual team, so at least two projects can
be completed simultaneously. And the
company is definitely attracting attention
and assignments, so that flexibility is
becoming increasingly important. As well,
says Bauman, “with the complexity of the
projects, the customers are happier to see
one of us on the site.”
Both men bring unique talents and

training – in addition to his engineering
background, Schwarz has trained under
leading landscape designers; Bauman’s
areas of expertise include masonry. Many
of their projects include dry stone walls
(built without mortar), a particular
favourite of the Earthscape designers.
Schwarz and Bauman are enthusiastic

FEATURE STORY
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FEATURE STORY

about their enterprise; Bauman says a lot
of the satisfaction comes in dealing with
their clients. “I do like working with the
customers,” he says. And that is not just a
pleasant pastime – effective communica-
tion is essential if the designs are to match
the dreams of their clients.

Schwarz says he especially enjoys the
artistic side of their business. “I do love the
design and the creative side of things.”

He says that one of the most significant
changes for him, comparing this business
to his former work, is “at the end, we feel
like we’re friends with the clients... that’s
been a big difference.” Bauman adds that
this is a result of doing the job precisely
and with attention to detail. “The cus-
tomers know what they’re expecting.”

And the records show that they get
exactly that. In 2007, only 1% of Earth-
scape’s work involved change orders.
Schwarz attributes that level of satisfac-
tion to the effectiveness of the 3-D design
process. “There are no big surprises,” in
the construction phase, he says.
Building on success

The Earthscape partners point to a
number of factors they keep in mind as
they continue to build on their initial three
years of success.

They praise their construction teams,
several of whom are drawn from the local
Mennonite community. Their team mem-
bers, say Schwarz and Bauman, know
how to work hard, and are very competent
in working with their hands. In addition to
the Schwarzes and Bauman, the crew
includes Terry LaChance and Joel Martin in
carpentry, Shane Martin, maintenance,
Jarred Martin and Josh Ruppert, construc-
tion, Barb Smith, plant care and Reg Sny-
der, accounting.

The firm also uses specialists whenever
necessary, from plant suppliers to earth
movers.

Bauman notes that the Earthscape prin-
ciples work to keep more than current
with landscaping trends around the world.
He has spent time, in each of the last two
winter seasons, travelling and working
elsewhere in the world – in Vancouver in
2006-2007, and in Peru in early 2008.

To keep the pure creative juices flow-
ing, the company produces “landscape art”
once or twice a year. Photos of these
unique creations – works carried out in
stone, using dead trees, and unique struc-
tures such as a hyperbolic fence, can be
seen on the earthscape.ca website.
Growing business

It’s an obvious pun, but true, none the
less. Schwarz sees unlimited potential in
what is a field in its infancy. “People pay-

BUILDING CANADA’S FUTURE SINCE 1923

Driving Sustainability,
LEEDing Innovation,

Growing Diversity
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ing for landscape design is a relatively new
thing,” he says. But clients have quickly
realized that you get what you pay for, and
Schwarz cites numerous examples of cus-
tomers who already have designs done
free of charge who also turn to companies
like Earthscape for paid services.

Earthscape is a busy place. In 2007, the
partners did 12 designs, and were involved
in 35 projects. In late winter of 2008, they
were faced with 12 more design contracts;
perhaps surprisingly, Schwarz contends that
winter, when they work with clients in the
design phase, “is our most stressful time....
we keep revising until our clients are happy.”

Their projects are also growing in size.
In 2007, they carried out two in the
$100,000 to $200,000 range. In 2008, they
anticipate three in that budget bracket, and
one that will come in between $300,000
and $500,000.

These, by the way, are all residential
projects. Says Schwarz, “We don’t do com-
mercial,” although they have bent that cri-
teria to do the landscaping around two
storefronts.

The partners admit that their growth
has “exceeded” – Bauman’s word – their
expectations. But they bring a certain cau-
tion to their plans. “Our goal is not to dou-

ble the business again,” says Schwarz.
“We’re quite happy” with 10% t0 15%
annual growth
Trends in landscape

The Earthscape partners suggest that
the biggest trend in landscape design may
be the emergence of the discipline, itself –
more and more homeowners are opting to
pay for design services as well as land-

scape construction.
But on the ground, Bauman, suggests,

there is a definite trend toward the use of
alternate, more eco-friendly materials.
Schwarz adds, “They’re getting away from
pressure-treated decks.”

Both men are excited about a new
Brazilian wood called Ipe, an immensely
tough hardwood that stands up over time
better than even pressure-treated wood.
Surprisingly, Ipe currently costs the same
as composite, so it comes with plenty of
advantages.

The landscapers also point to increasing
use of stainless steel and fabric in land-
scapes.” Bauman also notes that there is a
growing interest in bolder colours in the
hardware of landscaping, citing as an
example, two-tone fences.

He notes, “we like using recycled mate-
rials. It looks like it’s been there 100 years,
and definitely adds character.”

The Earthscape experts also mention
the increasing use of lighting in landscape,
as well as Bauman’s beloved drystone
fences and sculpture pieces.

What trend are they anticipating for
Earthscape? It’s simple, really; Bauman
says, “We’re going to keep on bringing out
good designs.” X

Bauman and Schwarz: focused on “bringing out good designs”
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BEING FAIR & REASONABLE
Employees must be fairly dealt with, both on the job and during
termination

BUSINESS & THE LAW

At the time an employee is terminated from employ-
ment, an employer has two sets of legal obligations.

One is often referred to as the employer’s statutory
obligations which flow from its obligations under either
the Canada Labour Code, (if federally regulated) and if
a provincially regulated employer, under the Employ-
ment Standards Act.

In addition to its statutory obligation, an employer
has a common law obligation to provide reasonable

notice to an employee at the time of dismissal. If the
employer does not provide reasonable notice then it
will be obligated to provide payment in lieu of notice.

What is reasonable notice in any given case is

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

by MELANIE REIST

determined based on primarily three factors namely,
the employee’s:
(a) length of service; (b) age; and
(c) position held at the time of dismissal.

Typically, a short term employee in their 20's or 30's,
in a non-supervisory role, will be entitled to a lower
period of notice which, in most circumstances may not
be significantly greater than the statutory entitlement
which often is limited to a range of one to three weeks
for employees of three years or fewer.

An emerging body of case law which initiated with
the Supreme Court of Canada decision in Wallace v.
United Grain Growers, has highlighted the importance
of employers treating employees in a fair manner at
the time of dismissal. Failure to do so will result in an
extension to the notice period otherwise applicable.

The issue of what is often referred to as “Wallace
damages” was highlighted in a recent decision of an
Ontario trial judge in the case of Mercey v. Consolidat-
ed Recycling Inc. which dealt with a young, short serv-

ice, non-supervisory employee.
In this case, Ms. Mercey was a crane operator in her

30's. Just prior to her probationary period expiring, one
night after leaving work, Ms. Mercey was assaulted by

The employer took steps to make life unbearable for Ms. Mercey at work.
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BUSINESS & THE LAW

a senior (male) employee with 15 years
service with the company.

When Ms. Mercey came forward to
advise her employer of the incident, very
little was done in response. Ms. Mercey
finally went to the police and criminal
charges were laid and the manager could
not come within 500 meters of Ms. Mer-
cey. This created some difficulties for
Consolidated as the manager was a high-
ly valued employee and they needed him
to be physically present at work.

The long and the short of it is that the

employer took steps to make life unbear-
able for Ms. Mercey at work. She went on
sick leave and ultimately could not con-
tinue her employment.

In an action brought against Consoli-
dated, Justice Herold found that Ms. Mer-
cey’s employment had been constructive-
ly dismissed. As Ms. Mercey had only
been employed by consolidated Recycling
Inc., for approximately six months, Judge
Herold awarded her one month’s pay in
lieu of notice.

However, when dealing with the issue
of extended Wallace damages, Justice
Herold found that the employer’s conduct
was egregious and described it as “a nasty
piece of work designed solely for the pur-
pose of trying to get the trouble maker
(Ms. Mercey) out and the rainmaker back.”

Justice Herold noted that the amount
to be awarded for Wallace damages need
bear no relation to the amount awarded
for damages in lieu of reasonable notice.
He awarded Ms. Mercey an additional six
month damages in lieu of notice.

He also found that the company’s con-
duct was reprehensible and deserving of
censure and awarded an additional
$10,000 as punitive damages.

Given her short period of employment
(less than six months), her age and non-
supervisory role, the damages awarded
are quite significant. The lesson for
employers to take from this case is that it
is important to ensure that all employees
in an organization are being treated in a
manner that is fair and reasonable, and
failure to do so could result in a surpris-
ingly high awards even for young, short-
term, non management employees. X
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our children. Achieving good grades in school; making
it into rep hockey; getting into a good university. While
these types of aspirations are important and some-
times quite necessary for success, how do we promote
the good, old-fashioned values that form the founda-
tion of our society – caring, understanding, generosity,
kindness, compassion?

Family philanthropy provides a channel in which to
cultivate and teach our children – not only about these
values, but also about issues and opportunities in their
community.

Establishing family values is about more than
words; more importantly, it’s about actions. Your fami-
ly’s values will illustrate to the world, the priorities
you’ve chosen to measure success.

When deciding whether family philanthropy is the
right choice for you, the most important question you’ll
need to resolve is whether or not your family is truly
ready to begin working together in philanthropy. You
will also want to look at any financial, tax, and/or

investment issues your family might be facing.
Remember to take a moment to reflect on your family
dynamics – many families have members living across
the country, or abroad, while others may be at a differ-

NURTURING FAMILYTRADITIONS,
SHARING FAMILYVALUES
How to nurture a culture of giving

ROSEMARY SMITH is CEO of
The Kitchener and Waterloo
Community Foundation.
email: rsmith@kwcf.ca.

Sydney” had just recently established a family fund at
his local community foundation. He and his wife

were now at a comfortable stage in their life and they
had the means with which to give something back to
the community that had given so much to them. Now
Sydney was contemplating how we could get his chil-
dren involved in his charitable giving.

Family philanthropy can be a highly rewarding expe-
rience that strengthens and deepens family values and

relationships. However, it involves more than just
inviting your children to share in the distribution of
wealth – it’s also about learning.

Let’s be honest, we all have certain expectations for

FACES OF PHILANTHROPY

Family philanthropy involves more than just inviting your children to share
in the distribution of wealth – it’s also about learning.

by ROSEMARY SMITH “
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ent stage in their life. Once these ques-
tions are answered, you can begin your
journey of nurturing your family’s values
by establishing a tradition of giving.
Steps to establishing a culture of giving
Together as a family, you will need to

determine the purpose for your giving.
Why did you choose to start your fund?
Some of those answers will be found
above – to teach values, to involve your
children, to deepen family connections,
to leave a legacy. Will there be a focus for
your giving, and will it be a broad focus

like social services or a specific focus like
wildlife protection? Your decisions will
depend on your philosophy for giving
and what you wish to achieve. Your focus
may even change over time, as the inter-
ests of your family change.
How will your family bring causes and

projects to the table for consideration
and then decide on which they want to
fund? Should there be a majority vote?
Will everything be agreed upon by con-
sensus?
The important thing to remember is

that participation in decision making cul-
tivates commitment and engagement.
Giving as a family requires time, energy
and dedication. Telling your children
what to do is not the most effective way
to inspire a lifelong reason for giving. By
taking the time to sit down with your
children and determining a family plan of
giving together, you will help to avoid the
trap of “the parent” dictating the future to
“the children,” and ensure that there is
less disagreement among siblings after
your passing.
Involving your children in philanthropy

has the potential to impact your family
for generations to come. It promotes a
sense of community building and gen-
erosity that isn’t taught in the classroom.
You’ll leave behind a legacy of commit-
ment and giving that will be passed on to
your children and your children’s chil-
dren – clearly showing the values that
you hold dearest; for all time.
“My father used to say, ‘You can spend

a lot of time making money. The tough
time comes when you have to give it
away properly.’ How to give something
back, that’s the tough part in life.” - Lee
Iacocca X

FACES OF PHILANTHROPY
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REACT NOW - TAKE ACTION
How to survive and profit from the economic slowdown

DENNIS GRIMM is a partner
with the Waterloo Office of
PricewaterhouseCoopers
LLP. email:
dennis.grimm@ca.pwc.com

by DENNIS GRIMM

INITIATIVES

While those in the know debate whether or not we are heading for
a recession, we in business already know the debate is rather

academic. We are in an economic slowdown and it is not likely to
reverse very quickly. Whether or not it is an official recession should
not concern business today. What should concern us is what we do
about it.

If one believes the newspapers, we would think an economic
slowdown or recession is a new phenomenon – the disease that will
fatally ruin every business and business person. The fact is, slow-
downs and even recessions have occurred in the past and will occur
in the future. They are as natural as fire, hurricanes and floods. A
business need not fear an economic slowdown but it does need to
know how to address one. A business adhering to proper planning,
discipline and execution will not only survive a slowdown it can
actually profit from it.

What should businesses be doing now to survive the recession
and to profit from the inevitable upturn? There are five fundamental
action steps that are at the core of your survival.
Create or maintain a strong balance sheet

As the old adage goes, if you want to borrow money from a bank
make sure you have a balance sheet that shows you do not need to
borrow. In tough times a strong balance sheet provides flexibility,
time, resources and options which are key to addressing the chal-
lenges of an economic slowdown. One of the best ways to strength-
en a balance sheet is to convert redundant assets to cash.

Spring is here so there is no better time to do some spring clean-
ing. One would not stop at redundant assets but release the value in
all non-core assets. The skybox, club memberships, plant that have
never reached their potential, mediocre performing employees, etc.
should be converted to cash as soon as possible. A strong balance
sheet can multiply value by leveraging. Banks do not stop lending in
challenging times; they increase lending to strong and fiscally pru-
dent customers.

I’ve seen time and time again, businesses carrying on with non-
core expenditures such entertaining, new vehicles, etc. only to show
customers they are financially sound. This in reality has the opposite
effect. Everyone knows times are tough and those who react quickly
to tough times get to talk about it during the good times.
Cash is king

Accelerating the velocity of cash collections is not only key to
building a strong balance sheet, it is a required credit policy during a
recession. There are many issues requiring management’s attention
during tough times; chasing customers to pay their bills cannot be

A business adhering to proper planning,
discipline and execution will not only survive a

slowdown it can actually profit from it.
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one of them. Without hard-nosed, no-non-
sense collection practices, you are financ-
ing your customers’ bankruptcy and put-
ting your own business in jeopardy.
Today’s bankruptcies laws permit a com-
pany to file for protection which can result
in you not only incurring a bad debt but
also require you to continue to provide
products and services to the same cus-
tomers while under protection. This is not
an activity that is necessarily productive to
your survival nor is it a key to your plans to
profiting from the upturn.
Profits not revenue

Sacrifice sales for profits. You will
increase market share by remaining prof-
itable not by increasing revenues. Remem-
ber the customers of non-profitable com-
petitors will become your customers on
your profitable terms once the competitor
is gone. Profitable revenue builds the bal-
ance sheet, provides resources to meet the
challenges, provides flexibility and ensures
survival. If you find yourself tempted to
chase non-profitable revenue in the hope
that you can raise the price later, or
decrease your costs, you would be better
to buy lottery tickets. This is not to imply
that creative ways to change the value
proposition should not be considered but

at the end of the day you need to make
money and you need to be paid on time for
each transaction.
Flexibility and collaboration

By looking forward to the recovery one
should see which customers you want to be
doing business with when the good times
return. During the recession reach out to
those customers and collaborate. Remem-
ber the slowdown is global and does not
just affect you. Their world has changed
also. Why not use this article as an impetus
to get a lunch with your customer and
address the issues upfront and collaborate
on a solution. You not only survive the
recession but you have a win-win relation-
ship and a customer for life. Collaboration
can lead to shared costs, new products and
services, referrals and an entire cornucopia
of profitable activities.

The only thing that is certain when
reacting to an economic slowdown is what
looked certain yesterday is not so certain
today and will be completely off the mark
when tomorrow actually comes. It is criti-
cal to have a plan, execute it with disci-
pline but to remain flexible in order to
respond quickly when things change.
“What if” planning is much more important
in a receding economy.

Look to and plan now for the recovery
Companies that have survived and suc-

ceeded in recessions of the past have one
factor in common. They planned in the
recession for how they were going to look
when the recovery came. Now is the time
to look at strategic planning for the longer
term. What will your core business look
like in the good times? If it is different,
invest in the differences. Look at the prod-
ucts and services that will be needed when
the good times arrive. Invest in those. A
downturn is not the time to invest in the
old. Employees, capital, assets and other
resources are more available during a
recession and they are available at costs. A
business can get a much larger bang for its
buck by investing at these times. Once
again a solid sound balance sheet, prof-
itable sales even less of them, provides the
resources to make such investments.

In a recession the deck gets shuffled;
what seemed impossible to achieve in the
good times becomes quickly attainable in
a recession. Change is always difficult but
by adhering to the above fundamentals a
business can not only survive the tough
times they can profit and enter the good
times finding themselves closer to the top
of the deck. Good luck! X

INITIATIVES
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payers and the CRA, and the ongoing publication of
memoranda by the CRA to assist Canadian taxpayers in
understanding what is required to demonstrate compli-
ance with Canadian rules.

Canadian transfer pricing remains a developing
area. But that’s only Canada – and for many MNEs,
Canada is only half of the story, and sometimes even
less.

New rules and regulations are being added continu-
ally by Canada’s largest trading partners.
New US service rules

For many Canadian MNEs, the most relevant recent
development would be the long-awaited US temporary
service regulations under Code Sec. 482 released by
the Treasury and the IRS. Effective generally for taxa-
tion years beginning after December 31, 2006, the Tem-
porary Regulations adopt new specified transfer pricing
methods for services transactions between US taxpay-
ers and non-residents. Three areas of the Temporary
Regulations warrant special attention for Canadian
MNEs who engage in intercompany transactions with
US-resident related parties: the introduction of a new
transfer pricing methodology for routine, “low-margin”
services; the introduction of a new definition for stew-

ardship expenses; and the required US treatment for
stock-based compensation.
The “Services Cost Method”

In an effort to reduce the administrative burden to
US taxpayers providing routine or low-value added
services to non-resident related parties, the Temporary
Regulations have created the Services Cost Method of
charging services, which allows various services to be
charged at cost only, with no markup, as long as cer-

NOREEN MARCHAND LL.B, MBA,
is Partner, Southwestern
Ontario Region Cross Border
Tax Services, KPMG LLP,
Waterloo; email:
nmarchand@kpmg.ca

TRANSFER PRICING – THE
CERTAINTY OF INCERTAINTY
Dealing with laws and administrative practices in the US and China

by NOREEN MARCHAND It’s a safe bet that not many people appreciate uncer-
tainty. In the corporate world, this statement is espe-

cially true for tax directors of publicly-traded multina-
tional enterprises. But as MNEs continue to answer the
global market’s call for their products and services, the
area of transfer pricing will continue to ensure that
uncertainty is a fact of life in each jurisdiction where
that MNE has operations.

In June of this year, the current Canadian transfer
pricing rules in section 247 of the Income Tax Act will
have been in place for ten years. Among other things,
this legislation outlines penalties for cases where
appropriate documentation does not exist and adjust-

ments by the Canada Revenue Agency exceed certain
thresholds.

Having been in existence for 10 years, one might
expect the legislation would be well-followed by tax-
payers and consistently applied by the CRA. That has
not been the case, as evidenced by a recent review by
the Auditor General of the CRA’s effectiveness in con-
ducting international tax audits, the length of time
taken to resolve transfer pricing disputes between tax-

Over the past five years the loonie has risen from $0.64 to $1.07,
an increase of over 67%!

TAX MATTERS
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tain requirements are met:
• The service rendered does not con-
tribute significantly to key competitive
advantages, core capabilities or funda-
mental chances of business success or
failure.

• The service is not one of the “excluded
services” as listed in the Temporary
Regulations (includes manufacturing,
R&D, distribution, and financial trans-
actions, to name a few).

• The service must be either one of the
100+ services listed in the relevant
Revenue Procedure, or a service where
the median comparable arm’s length
markup on total services costs is 7% or
less.
If the above conditions are met, and the

taxpayer maintains specific documenta-
tion as further described in the Temporary
Regulations, the taxpayer is not required
to undertake an additional analysis to
determine an appropriate markup, as
charging cost will be accepted. Use of the
SCM is not required, nor does it replace
the arm’s length standard. If an alternative
method produces an arm’s length result, it
is acceptable to use. The SCM is merely a
“safe harbour” method where certain
requirements are met.
Stewardship expenses

The concept of what constitutes a
stewardship expense for US purposes has
been clarified by the new Temporary Reg-
ulations as an expense that results from
either duplicative activities or sharehold-
er activities. Under the Temporary Regu-
lations, a shareholder activity would be
where the sole effect of that activity is
either to protect the renderer’s capital
investment in the recipient or other

members of the controlled group, or to
facilitate compliance by the renderer with
reporting, legal or regulatory require-
ments specifically applicable to the ren-
derer. The use of the “sole effect” stan-
dard is clarified in several examples with-
in the Temporary Regulations.

While this standard falls in line with
language contained within Canadian
transfer pricing guidelines, it is expected
that the IRS will narrow the basket of
activities historically considered share-
holder or stewardship in nature, and thus
require a charge to related parties outside
of the US for these activities.
Stock-based compensation

Equity-based compensation continues
to be an area of development, and this
holds true for its treatment in a transfer
pricing context. The CRA has indicated
that stock-based compensation is not an
economic cost, and that deduction of
stock option costs allocated as part of a
service fee will not be permitted as per
section 7(3)(b) of the Income Tax Act. On
the other hand, there is an explicit
requirement in the Temporary Regula-
tions that stock option costs be taken into
account when determining total costs
related to the provision of services to
non-residents by a US taxpayer. Resolu-
tion of these conflicting positions is likely
to occur only through future court cases,
changes in administrative practices, or
amendments to legislation.
Chinese transfer pricing rules expected

With its ever-increasing presence on
the worldwide economic stage, China
joins the fold of countries where transfer
pricing enforcement is a key priority for
government officials. The Chinese gov-

ernment has been working on transfer
pricing requirements since 2004 when
the first draft was circulated. An antici-
pated 2006 release was delayed as a
result of the decision to first roll out a
single tax system for foreign and domes-
tic entities. Effective January 1, 2008, the
new Unified Corporate Income Tax Law
paves the way for the government to
issue the nation’s first transfer pricing
documentation rules.

Current draft documents propose a
two-pronged approach to documenta-
tion for Chinese taxpayers. First, taxpay-
ers would be required to submit a
detailed transfer pricing disclosure form
with their annual corporate income tax
returns. The current version of that form
addresses eight items, including a
description of all related parties, transfer
pricing methods adopted, and confirma-
tion of whether the taxpayer has transfer
pricing documentation in place at the
time of the filing. Second, taxpayers
would be required to maintain documen-
tation, and disclose such documentation
within 30 days of a request. Given the
statute of limitation for transfer pricing
audits is 10 years in China, one can
understand the importance of having
adequately prepared documentation
consistent with the new rules once
released.

These are but two examples of the
introduction and refinement of transfer
pricing law and administrative practices
within two economically significant
countries. Each will no doubt require the
attention of tax departments of countless
MNEs during the next several years.
Uncertainty is certain. X
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I recently attended one such conference at Queen’s
University in Kingston, Ontario. The “Queen’s Leader-
ship, Excellence and Development Conference,”
(QLEAD) was a four-day conference focusing on key
leadership skills and the ability to apply them in the
business world. I chose to attend this conference
because I wanted to learn how to properly balance
leadership in business to make my career a success. I
have always been an involved leader in my high school
and last year, I took on the position of Arts Minister on
my student council and organized a number of events
for the student body. I have always loved the leadership
position, but felt I knew more about leadership then
business. I went to QLEAD to get a better education on
how both ends are handled.

During the conference, delegates took part in a
number of workshops that are valuable learning ele-
ments when entering the business profession. Such
workshops included “Pursuit of Your Passion; Possibili-
ties, Pathways and Perspectives on finding your dream
profession”, “Rewriting the Future: Opportunities and
Challenges for Non-profit Organizations”, and “How to
Fast Track your Membership into the $1,000,000+
Club”. Each workshop was run by leading professionals
with an outstanding record in the business world. I was

very impressed with the workshop speakers, who were
from many different areas of business. Each was truly
passionate and excited about their career field and
were more then willing to share their words of wisdom
with us. The speakers were also interested in talking
with the delegates, one-on-one. Hearing such insight-
ful words from those in leading positions gave us
access to wisdom, passion and motivation we’ll need
to succeed in our future careers.

HEATHER JOHNSON will be
entering the Bachelor of
Business (Fashion Manage-
ment) program at Humber
College in September, 2008.
She lives in Kitchener and
currently works at The Gap.
Her participation at QLEAD
was sponsored by Exchange
Magazine. email:
hmjohnson11@gmail.com.

GETTING READY FOR
BUSINESS
Tomorrow’s entrepreneurs are preparing today

by HEATHER JOHNSON With the growing, fast-paced business world of today,
the question arises; “Will our business leaders of

tomorrow be ready?” As a nineteen year old getting my
own start in business, I can honestly say yes.

High schools have begun the learning process with
a wide range of business-oriented courses from grades
nine to twelve. Some grade twelve, university-stream
courses include Marketing, International Business,
Financial Accounting and Business Leadership. I am
also taking the course in International Business and
could not be more excited. This course provides an
overview of the importance of international business
and trade in the global economy and explores the fac-
tors that influence success in international markets. I

am learning about the techniques and strategies asso-
ciated with marketing, distribution, and managing
international business effectively.

If that’s not enough, universities are also getting a
jump start on their prospective students. Some schools
with exceptional business and commerce programs
are holding conferences for high schools students to
enrich their business interests and gain insight into
their post secondary education.

Some schools with exceptional business and commerce programs are holding
conferences for high schools students to enrich their business interests.

GUEST COLUMN
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We also had some of our own work to
get done. Divided into groups, we were
given a business challenge presented to
us by a leading quick service restaurant.
We had to come up with a solution to the
problem and prepare a presentation. It
was a good chance to work with other
teenagers sharing the same interests. It
was great to be with people who were just
as passionate and happy to share their
ideas on the challenge. There were so
many amazing ideas put forth for the
challenge that is was hard to pick just one.

Another challenge that arose was that,
with so many leaders together, we had to
figure out a way to get the job done in a
short amount of time. We learned that
even though you may be born to lead,
sometimes you need to follow. This chal-
lenge allowed us to get a prospective on
how the business world really works.

The QLEAD conference was entirely
run by Queen’s students in the Com-
merce program. Representing all four
years of the program, delegates and guest
speakers were thoroughly impressed with
the amount of work and dedication the
team of fourteen executives put into the
conference. The general feel of the con-
ference from all the delegates was that
the four days couldn’t have been more
amazing. Not only did we learn about
business leadership, but we also got to
socialize and build our own business
contacts for the future. Being in a room
of 131 other leaders was really inspiring.

One of the biggest things that I took
away from the conference was that a
huge part of being a successful business
leader is that you truly have to be pas-
sionate about what you want to do. If
you aren’t, how can you expect to lead
others and make them be passionate and
caring about something? If you truly love
what you are leading, others will follow.

Even though the business world is the
fastest and most constant changing field
out there, our future leaders will be
ready. With the number of opportunities
and enriching experiences that are being
provided for today's youth, there is no
doubt that we will become the most out-
standing business leaders of the next
generation. X
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We learned that even though you
may be born to lead, sometimes

you need to follow
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remember signs the pit crew would hold out for the
driver to read as he raced by. Technology has changed
to in-helmet radio systems and people in the know
assert that if the driver-crew communication was cut
off, the team would be a non-contender. Racing teams
are so dependent on this tool, every car and pit has a
dual radio system installed for backup.

A lot has changed in the governance world, too. Sar-
banes-Oxley and related legislation, along with ever-
increasing demands from investors, have imposed
many more compliance responsibilities on boards. At
the same time, boards have been evolving from cere-
monial, rubber-stamp groups to more robust regimes
of governance. And while responsible directors have
been intentional about further enhancing their skills
and increasing the rigor of their work, many boards are
experiencing a growing gap between what is required
and what can be offered.

John Kidder, CEO of APRIO, has recognized this gap
and illustrates it as shown. His Vancouver-based com-
pany has created a tool to help boards close the effec-
tiveness gap.

JIM BROWN is an author and
founding partner of Strive!,
a governance coaching
company with offices in
Guelph and Ohio.
email: jim@strive.com

TECHNOLOGY FOR WINNING
BOARDS
New tools to leverage the governance function

by JIM BROWN Seconds count and lives are at stake in the high-speed
world of auto racing. NASCAR drivers depend on

skills that must be so ingrained that actions are taken
with split-second reflex. The vehicles are finely-engi-
neered machines designed for high performance. Spe-
cialized experts make up the pit crew to masterfully tune
the machine for specific conditions as the race proceeds.

But talented drivers, amazing pit crews and leading-
edge machinery are not enough for victory in this com-
petitive sport. Communication between the driver and
crew chief is imperative. Old-time fans of racing will

Boards can certainly benefit by applying technology that helps them
do their jobs more consistently and efficiently.

BUILDING BETTER BOARDS
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History has shown time and again that
gaps are often closed with the advent of
new tools. As boards become more delib-
erate to exercise the disciplines of gover-
nance excellence, they can certainly ben-
efit by applying technology that helps
them do their jobs more consistently and
efficiently.

Most directors can recall frustrations
finding which version of the five drafts
sent by email in the past month is the one
to follow during the conference call.
Often, the bigger problem is just finding
the email message with the passcode for

the conference call. And we all relate to
the headaches we have managing all the
documents and correspondence that are
required for our board business. This all
gets horrifyingly more critical when we
consider how vulnerable most of that
information is because it has been saved
on laptops and buried in cluttered inbox
folders. On top of that, we almost need a
personal assistant to manage the papers
and updates that often get delivered to
each of us. Or we discreetly give up,
assign a certain drawer as the receptacle
of all such papers, and stop even trying
to find anything in it.

Regardless of whether you suffer from
board information overload or are
uncommonly in control of all this com-
munication, your life could be simplified
with the right tool.
How could we benefit?
• Consistent – the information will be up-

to-date and identical for every director.
• Convenient – every board member can

access the information anywhere they
can access the internet.

• Comprehensive – everything the board
member could need to see can be
maintained on the repository.
All of this serves to better enable

board members to do our work with
more effectiveness and efficiently, which
consequently reduces our liability risks.
And beyond the demands of the direc-
tors, the corporate secretaries and other
administrators who support the board
stand to gain huge time savings and
accrue considerable cost savings.

What are the essential characteristics
of any technology supporting boards?
• Easy to use – directors are busy people

who don’t have months to climb a
learning curve to use a tool that claims
to save time.

• Constantly accessible – diverse sched-
ules and frequent travel around the
globe means that access to the infor-
mation must be possible 24/7.

• Absolutely secure – the confidential
nature of information exchanged by
board members exposes the business
to high risk unless it is protected
toward the point of paranoia.
In the fast-moving world of business

and governance, using some new tools
may be the factor that lets your board
step up on the winner’s podium. Check
out APRIO’s system called Boardroom at
www.aprio.net and see for yourself how
this tool could help your board. X

BUILDING BETTER BOARDS
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WATERCOOLER

Architects Moriyama + Teshima
and Project Lead Walter Fedy

Partnership have launched the
discussion process for the build-
ing of the Region of Waterloo
History Museum.

"Connected to the community"
is the underlying theme of the
new structure starting the public
consultation process which seeks
approval on many levels. Situat-
ed at the exact spot where two
major pioneer crossroads meet –
the Berlin/Galt rail line and Old
Huron Road Settlement trail – the
$22 million structure, which will
provide a "living history" is
planned for completion by 2010
with grand opening by 2012.

Roger Farwell, Partner in the
Walter Fedy Partnership stated
that when approaching the proj-
ect "there was a responsibility to
tell the collective vision, one that
says who we are ... and allows
the world to look in."

The Museum will display arti-
facts that have been collected
since 1912 and are currently held

in Waterloo Region Archival Storage facility and Lab.

CHRISTIE, a global leader in Digital Cinema, announced that Cineplex Entertainment,
Canada’s leading operator of movie theatres, has embarked on the largest Digital Cine-
ma conversion in the country. The rollout will result in 25 theatres across Canada being
equipped with Christie CP2000 DLP Cinema(r) projectors featuring REAL D 3D technolo-
gy. Christie is providing installation support for the rollout in time for the latest Holly-
wood 3D releases. In addition to being the premier exhibitor of Digital Cinema in the
country, Cineplex Entertainment will now have the largest number of digitally equipped
movie theatres in Canada. These 25 locations, added to Cineplex’s 18 additional Digital
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culminating in the 2008 Memorial Cup tournament.
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Cinema locations, bring the number of
Christie Digital Cinema projectors in
Cineplex theatres across Canada to 43. 

“We are proud to partner with Cineplex
Entertainment to bring the digital revolu-
tion to Canada and the latest in digital
entertainment, including the exciting new
world of 3D,” said Dave Muscat, director
of sales, Christie Digital Systems Canada,
Inc. “Canadian moviegoers will now have
the most visually striking presentations in
the world.”

The Christie CP2000 series is the most
popular Digital Cinema projector with
more than 4,600 installations worldwide,
dominating 80% of the global market. 

COM DEV INTERNATIONAL LTD. has received a CDN
$4.7 million Authorization to Proceed

(Top Photo): Roger Farwell (left), Walter Fedy Partnership, Brian Rudy and
Diarmund Nash from Moriyama & Teshima Architects, and Tom Reitz, 
Manager/Curator Doon Heritage Crossroads. (Above): Architect’s rendering 
of proposed museum.
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WATERCOOLER

(ATP) from EADS Astrium to supply mul-
tiplexer and switch equipment for the
Eutelsat KA-SAT communications satel-
lite. COM DEV expects the ATP to lead to a

contract with a total
value in excess of
CDN $15 million.
Scheduled for

launch in mid-2010,
KA-SAT will form the
cornerstone of a
major new satellite
infrastructure pro-
gram that will signif-
icantly expand

capacity for consumer broadband services
across Europe and the Mediterranean
Basin, while providing new opportunities
for local and regional television markets.
It will be configured with over 80 spot-
beams, making it the most advanced

multi-spot satellite designed in the world
to date. A network of eight gateways man-
aged by Eutelsat, and which will provide
access to KA-SAT and deliver the full
range of services to end users, will form
an integral part of the new infrastructure.
This satellite program represents the

first fully dedicated Ka Band satellite being
manufactured for the European market.
Ka Band refers to the frequency at which
the signals will be processed, and offers
significantly higher data transmission
rates compared to the traditional C and Ku
bands while providing new spectrum for
satellite broadcasting.
“It is central to our strategy to remain at

the forefront of new commercial commu-
nications satellite technologies, and as
such we are very pleased to participate in
this program which establishes a number
of important new benchmarks,” said John
Keating, CEO of COM DEV.

A NEW MANUFACTURING INNOVATION NETWORK (MIN)
online manufacturing portal community
has been created for this region, con-
ceived by City of Kitchener staff and
IGLOO Inc., and championed by the
Excellence in Manufacturing Consor-
tium. EMC is Canada’s largest manufac-
turing consortium while IGLOO, which
recently moved its headquarters to down-
town Kitchener, is a local firm specializing
in creating online portals.
MIN’s focus is to become a portal com-

munity and social networking hub for
members of the manufacturing sector to
facilitate collaboration and share best
practices with one another. MIN will also

help businesses self promote and connect
with other local suppliers, rather than
shopping halfway around the world for
raw materials or services.
This new focus on MIN is actually part

of a longer-term vision the city has for
assisting the local manufacturing sector in
innovating and remaining competitive in
the future, the city’s 2007-2010 Economic
Development Strategy. This initiative
with IGLOO Inc. is aimed at increasing
communication best practices among
manufacturers. It is meant to help manu-
facturers promote themselves better and
connect more easily - in a more cost-
effective and time-effective manner to
increase productivity, enabling them to
take one step closer to ensuring their own
long-term economic success. In all, 68% of
participants in this year’s visitation pro-
gram expressed an interest in participat-

We take the junk, you get back to business
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John Keating, COM DEV
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ing in MIN.
Dan Latendre, CEO of IGLOO Inc., said

IGLOO was originally created in 2003 to
develop a global platform for creating

easy-to-use online
communities for the
Centre for Inter-
national Gover-
nance Innovation,
better known as
CIGI.
“I am very excit-

ed to be leading
IGLOO at a time
when organizations

are quickly recognizing the value of cor-
porate social networking”, said Latendre,
“providing tools to employees that
improve cross-team collaboration and free
untapped knowledge across departments
or between branch offices.” For more infor-
mation, visit www.igloosoftware.com.

ENVIRONMENTAL AND DEMOGRAPHIC changes could
greatly affect the way insurance compa-
nies provide products and services in the
years and decades ahead, according to a
study commissioned by The Co-opera-
tors. Entitled The Future of Sustainable
Insurance: A Thought Leaders Study,
the report outlines the opportunities and
threats the insurance industry will face
over the next ten years, and outlines the
approaches that responsible insurance
companies should take to contribute to
the betterment of society, the economy
and the planet itself.
The study was commissioned by The

Co-operators to help integrate sustainabil-
ity into all aspects of its business.
“Industry efforts to bring together gov-

ernments, business and civil society to
craft a sustainability roadmap are key to
sustainability leadership, as are on-the-
ground steps to demonstrate commitment
to sustainable communities and risk
reduction,” the study concluded.
The Co-operators is making the results

of the study
available in
the interest of
sharing infor-
mation that
may further
other organi-
zations’ sus-
tainability ini-
tiatives. “We’re
committed to
embedding sustainable practices into all
aspects of our operations,” explained
Kathy Bardswick, president and CEO of
The Co-operators. “This study has helped
us plan our sustainability journey. But
there’s no point in keeping it to ourselves
so we’re making it publicly available in
hopes that others will use these ideas to
further their own sustainability objectives,
which would ultimately benefit us all.”

OPEN TEXT, a global leader in enterprise con-
tent management, has announced that
GNC, the largest global specialty retailer
of nutritional products, has selected Open
Text’s Artesia Digital Asset Management
solution to manage corporate content and
marketing materials; and to streamline
creative workflow processes.
Headquartered in Pittsburgh, Pennsyl-

vania, GNC has more than 4,800 retail
locations throughout the United States
(including more than 1,000 franchise and
1,200 Rite Aid store-within-a-store loca-
tions) and franchise operations in 48 inter-

national markets. GNC was seeking a digi-
tal asset management system that could
manage all of its marketing and advertis-
ing collateral in one location that was eas-
ily accessible.
“GNC is taking a significant step by

choosing to consolidate all of its market-
ing assets so that all corporate users can
access relevant content,” said Scott
Bowen, President of Artesia, The Open
Text Digital Media Group. “With Artesia
DAM, GNC will now have access to faster,
easier and more flexible methods of iden-
tifying and utilizing the digital content it
requires for its campaigns, so it can con-
centrate on the core focus of its business –
keeping people healthy.”

SEVERAL AREA COMPANIES were winners among
the recently announced Branham 300.
Backbone Magazine`s Branham 300
recognizes top Canadian tech every year.
Among winners this year:

WATERCOOLER

42 | w w w . e x c h a n g e m a g a z i n e . c o m

Professional Real Estate Services Specializing In:

Industrial/Commercial Sales & Leasing

Investments

Consulting

Mortgage Financing

76 Dawson Road, P.O. Box 923
Guelph, Ontario N1H 6M6
Tel: (519) 824-9900 Fax: (519) 824-2471
Website: www.parkcapital.ca
E-Mail: info@parkcapital.ca

Website: www.parkcapital.ca

Dan Latendre, CIGI

Kathy Bardswick, The Co-operators

5

Banquets • Catering • Restaurants

• Bus Groups
• Corporate Catering
• Sat. evening, Sunday Buffet (All Day)

• Visit Angie’s Gift Shop (St. Agatha)

UptownWaterloo
47 Erb St. W.

(519) 886-2540

St. Agatha
1761 Erbs Rd.
(519) 747-1700

Minutes from Stratford, Brampton
& Kitchener-Waterloo Theatres

Let me take your
corporate entertaining

& presentation to
a new level.
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• Top 250 Companies: RIM, Open Text,
DALSA, COM DEV, Sandvine,
Descartes, MKS, RDM, Campana;

• Top 25 Up and Comers: Scalar Deci-
sions;

• Top 20 Movers and Shakers and Top 10
Growth Companies: Sandvine;

• Top 25 Professional Companies: Procom;
• Top 10 Wireless Solutions Companies:
RIM;

• Top 25 Canadian Software Companies:
Open Text, COM DEV, Sandvine;

• Top 5 Software Companies (1997-2007):
Open Text.

ARISE TECHNOLOGIES CORPORATION posted a net loss
for 2007 of $11.5 million ($0.18 per share)
and reaffirmed that it is dedicated to
becoming a leader in high-performance,
cost-effective solar technology.

“As we issue this announcement of our
2007 financial results, we are only weeks
away from meeting our scheduled produc-
tion start up of photovoltaic (PV) cells at
our new manufacturing plant in Bischof-
swerda, Germany on which construction
began last August. This is indicative of the
exciting progress that ARISE Technologies
made during 2007 and is continuing to
make in the first few months of this year,”
said Bart Tichelman, President and CEO.

CANADIAN LOCATIONS – including Waterloo
Region – have retained their overall level
of competitiveness against the average of
a range of US locations, according to the
new Competitive Alternatives Study,
released by KPMG. This competitiveness
has been sustained in the face of marked
weakness in the US dollar since the previ-
ous survey two years ago.

The weakening US dollar against all
currencies has been the major factor influ-
encing results since the last analysis in
2006. Canada – including Waterloo Region
– has seen erosion of previous cost advan-
tages vis a vis the US over the intervening
two years, but during the same period
there have been competitive gains over
European countries.

Costs for Waterloo Region are fifth low-
est among the 20 principal cities in the
North American Northeast surveyed.
Overall, business costs in Waterloo
Region are just under the average in the
US. Research and development remains
an area of notable advantage for Canada,
Ontario and Waterloo Region in light of
favourable R&D tax incentives.

The KPMG Competitive Alternatives
Study can be accessed at www.com-

petivealternatives.com.

THE KITCHENER AND WATERLOO COMMUNITY FOUNDATION
and the Cambridge and North Dum-
fries Community Foundation have
been named GOLD award winners for
excellence in communications by the 2008
Wilmer Shields Rich Awards Program.

Sponsored by the Council on Founda-
tions, the awards program recognizes
effective communications efforts to
increase public awareness of foundations
and corporate giving programs. The two
community foundations received the
award in the Special Report category for
their collaboration on the inaugural
Waterloo Region’s Vital Signs report
released on October 3, 2007. The report is
an annual community checkup that meas-
ures key areas critical to Waterloo
Region’s quality of life.

The Kitchener and Waterloo Communi-
ty Foundation also won a BRONZE Award
for their 2006 Annual Report in the Annu-
al or Biennial Reports Category. The
awards will be presented at Philanthropy’s
Vision: A Leadership Summit, in National

Harbor, Maryland, on May 5, 2008.
“We are extremely pleased and hon-

oured to chosen as winners in this presti-
gious awards program,” said Rosemary
Smith, CEO of The Kitchener and Water-
loo Community Foundation, and a con-
tributing colum-
nist to Exchange.
“There are 111
awards being pre-
sented, and only
three are being
presented to foun-
dations and corpo-
rate giving pro-
grams in Canada –
what an accom-
plishment!”

THE KITCHENER BLUES FESTIVAL and Kitchener-
Waterloo Oktoberfest are receiving
more than $315,000 from the government
of Ontario to help enhance programming,
attract more visitors and boost the local
economy, according to John Milloy, MPP
Kitchener-Centre. The Kitchener Blues
Festival and the Kitchener-Waterloo Okto-
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berfest are two of 90
festivals and events
across the province
that will receive
funding through Cel-
ebrate Ontario
2008, launched in
2006 to support the
growth of festivals
and events. This
year, the Ontario

government has more than doubled its
investment in Celebrate Ontario to $10
million.
“Festivals and events play a major role

in boosting tourism across the province,”
said Tourism Minister Peter Fonseca.
“Tourism is an important economic driver
and ensuring its long-term growth is part
of our plan to strengthen Ontario’s eco-
nomic advantage.”
“Celebrate Ontario gives Waterloo

Region, and communities across Ontario a
chance to shine by supporting the growth
of local events that draw more visitors and
help our businesses prosper,” said Milloy.

DESCARTES SYSTEMS GROUP (see cover story in this
issue) has announced financial results for

its fiscal 2008 fourth quarter and year
ended January 31, 2008. The company
reportd revenues of $16.0 million, up $2.4
million or 18% from the fourth quarter of
last fiscal year and up $0.5 million or 3%
from $15.5 million in the previous quarter.
Services revenues in the quarter were
$14.4 million, up $2.8 million or 24% from
$11.6 million in Q407 and compared to
$14.5 million in Q308. Net income was
$17.9 million, up $16.7 million from $1.2
million in Q407 and up $16.2 million from
$1.7 million in Q308.
Geographically, $8.7 million of revenues

(55%) were generated in the Americas,
excluding Canada, $4.2 million (26%) in

Europe, Middle
East and
Africa, $2.6
million (16%)
in Canada, and
$0.5 million
(3%) in the
Asia Pacific
region.
“Our pru-

dent manage-
ment in light of a deteriorating US dollar
and difficult global economy, coupled with
our careful attention to our operating

model and acquisition integration strategy,
resulted in a positive impact to our bottom
line,” said Stephanie Ratza, CFO at
Descartes. “Our core business continues
to perform well. We have a solid balance
sheet with a healthy cash position, and we
are generating cash from operations. We
believe that we have an excellent platform
to continue to execute on our consolida-
tion strategy.”
“We continue to deliver value for our

customers through our Global Logistics
Network and value-added services,” said
Art Mesher, Descartes’ CEO. “Our cus-
tomer focused methodology and software-
as-a-service business model is consistent-
ly providing positive results for our cus-
tomers, which has contributed to our own
positive results.”

J. SCHMALZ GMBH OF GLATTEN, GERMANY, has opened its
Canadian branch office in Cambridge,
Ontario. The world’s leading manufacturer
of vacuum technology will provide its Cana-
dian clients with full support in sales and
service, consulting, engineering, inventory
and emergency services. The new office,
located at 180 Shearson Crescent joins 14
other offices in Asia and Europe. X

Art Mesher, Descartes

John Milloy, MPP Kitchener-Centre
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Bill Davidson has been involved from the
beginning. He notes that “The addition of
the Community Health Centre Program to
Langs Farm enabled the organization to
build on its existing work by taking a
much more holistic approach to address
the determinants of health such as
employment, education and income. It
also provided the opportunity to offer pri-
mary health care services to support a
larger catchment area in the medically
under-serviced community of Cambridge.”

Jo-Ann and John Rickard moved to the
Langs Farm neighbourhood from Missis-
sauga five years ago. They have been
patients at the Community Health Centre
for four years. They also participate in
programs and volunteer with the Langs
Farm Village Neighbourhood Association.

When they first moved they applied to
become patients at the Community
Health Centre and were put on a waiting
list. They continued to see their family
doctor in Mississauga. One evening,
when driving home from an appointment
with him, they struck a deer crossing the
road. Although their windshield was bro-
ken, fortunately they were not injured.
Several days later, Jo-Ann and John got a

call indicating that a doctor at the Com-
munity Health Centre was able to take
them on as patients.

Jo-Ann says the accident and their
acceptance at the CHC was a turning point
in their lives, and prompted their involve-
ment with the Langs Farm community.

“Really, it [the accident] could have killed
us. It was horrible and frightening and
then about three days later we got the call
saying we had a doctor [at the CHC]. It just
happened that way. Maybe if the accident
hadn’t happened I would have said, ‘I’m
okay with my doctor [in Mississauga]’ but
I said, ‘No, I’m not driving there anymore’.
That’s how we did it. We went to the
intake session and met the doctor, Dr.
Bennett at the time. He told me I should

continued from page 46

go to a program called ‘Retired and
Ready’. We both went, and one thing led
to another – we got so involved at Langs
that I couldn’t move now!”

When asked to compare the service at
the CHC with their former doctor in Mis-
sissauga, John Rickard commented, “I
would say the whole medical staff here is
fantastic – the medical part is important
for me because I’m diabetic. In Missis-
sauga you’re just not taken care of in the
same way you’re taken care of here. Not
even close. We used to drive all the way
in there, it’s about an hour’s drive. Some
afternoons we would sit there for three
hours... It really made for a long day.”

To people like the Rickards and Susan
Bryant, the holistic, multi-disciplinary
approach to health care provided by their
community health centres is greatly
appreciated and helps build a healthier
community. They would like to see this
kind of service made available to other
communities as well.

Readers wanting more information
about the Woolwich Community Health
Centre can visit www.wchc.on.ca. For the
Langs Farm Community Health Centre
visit www.langs.org. X

“In Mississauga you’re just
not taken care of in the

same way you’re taken care of
here. Not even close.”

MAKING A DIFFERENCE
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Rising costs, increasing demand for service exacer-
bated by an aging population and a subsequent

shortage of family physicians has led to what some call
a health care crisis in our community, province and
country. This naturally leads to the consideration more
innovative ways of delivering health care services.
Community health centres (CHCs) provide one such

model. Although there are 55 of them in Ontario, some
of which have been around for decades, they still form
only a small part of the health care delivery system
province-wide. Nonetheless, they offer some attractive
features.
There are four CHC s in the Waterloo-Wellington

area. The Woolwich Community Health Centre in St.
Jacobs and the Guelph Community Health Centre were
established in the late 1980s with the Langs Farm
Community Health Centre in Cambridge (Preston)
coming on stream in 1995 and the Kitchener Down-
town Community Health Centre opening in 2000.
On the website of the Langs Farm Village Associa-

tion, CHCs are described as “non-profit, community-
governed organizations that provide primary health
care, health promotion and community development
services, using multi-disciplinary teams of health
providers. These teams often include physicians, nurse
practitioners, dieticians, health promoters, counsellors
and others who are paid by salary, rather than through

a fee for service system. Community Health Centres
are sponsored and managed by incorporated non-prof-
it boards made up of members of the community and
others who provide health and social services.”
CHCs are often established to provide primary

health care in locations such as rural, northern or
downtown communities where accessibility is an
issue, or to serve populations that have been marginal-
ized by factors such as poverty or race.
Denise Squire, Executive Director of the Woolwich

Community Health Centre (WCHC) told Exchange that
CHCs provide longstanding, well-developed, interdisci-
plinary, primary health care. These centres are com-
munity governed and are accountable to both the com-

munity and funders. They use a team approach and
make extensive use of volunteers. There is a great
sense of community ownership.
Squire’s comments are echoed by Susan Bryant of

Elmira, a longtime client of the WCHC. “I have been a
client at the Woolwich Community Health Centre for
many years, enjoying personable and attentive health
care from both doctors and nurse practitioners. I also
appreciate the many other services and opportunities
offered. For example, I have attended exercise classes
there two or three times a week for years, as well as
talks on health topics. Furthermore, the Centre’s partici-
pation in the Healthy Communities project – providing
support for hiking and environmental groups in our
community – has been a wonderful source of commu-
nity connection, friendships, and meaningful volunteer
work for many of us. In short, at WCHC, the health pro-
motion and disease prevention aspect of the Centre is
as outstanding as the primary health care. We are
indeed fortunate to have this Centre in our community.”
Community Health Centres are funded differently

than traditional primary care medicine. Rather than
being funded through the Ontario Health Insurance
Plan (OHIP), CHC’s are funded through the Ministry of
Health and Long-term Care via non-profit corporations
called Local Health Integration Networks (LHINs) that
were established by the province in 2006. In response
to a question about how this funding system works,
Squire notes that “It is still too early to tell. This system
is still evolving and we are currently in a time of
upheaval.”
The Langs Farm Community Health Centre was

founded in 1995. Langs Farm is a predominantly low
income neighbourhood of Cambridge (Preston). There
has been an active neighbourhood association and
community centre there since 1978. Executive Director

These centres are community governed
and are accountable to both the

community and funders. They use a team
approach and make extensive use

of volunteers.

by BRIAN HUNSBERGER

Bill Davidson (left), Executive Director of Langs Farm and Denise Squire, Executive
Director of Woolwich Community Health Centre.

THE CHANGING FACE
OF HEALTH CARE
Community Health Centres provide a
multi-disciplinary approach to health care

continued on page 45
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