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GREENHOUSES OF ECONOMIC GROWTH
Our schools have made all the difference

PAUL KNOWLES is editor of

Exchange Magazine. He is an

author and public speaker.

email: paul.knowles@

exchangemagazine.com

by PAUL KNOWLES When it comes to issues of higher education in
Waterloo Region, I have what you might call an

evenly balanced bias – although John Tibbits might
challenge that assertion. I am an alumnus of two of our
three institutes of higher learning – I have an under-
graduate degree from Waterloo, and an MA from Wil-
frid Laurier.

I have a lot of affection for both schools – and a very
high level of appreciation for the role of post-secondary
schools in our area, Conestoga College included. If you
look at all the things that make this region the success
that it is, our educational institutions have to be near
the top of that list. They are producing the graduates

that fill the positions at every level of trade and profes-
sion – and without this talent pool, nothing that we
boast of would be true.

So it was a pleasure to work on this issue of
Exchange Magazine, as we highlight the contributions
of Conestoga President Dr. John Tibbits, whose tenure
has been extended to unprecedented lengths, and as
we feature Laurier’s centennial celebration and an
interview with Laurier President Dr. Max Blouw.

And before the University of Waterloo feels spurned,
I should point out that the May Exchange included a
long and – I thought – insightful interview with its new
President, Dr. Feridun Hamdullahpur.

While each of these leaders is intent on leading his
school toward greater accomplishments and higher
levels of success, they are not so much competitors as
collaborators in making this region a superb centre of

EDITOR’S NOTE

post-secondary education. As Dr. Hamdullahpur told
me, “There is indeed something very special going on
here, born of the collaborative spirit of this region.”

Dr. Blouw emphasized the mutually beneficial roles
of the two universities: “I like the atmosphere between
the two schools. They are very complementary... It’s a
little bit like being Harvard and M.I.T. ”

Dr. Tibbits argues that with its unique focus on
applied science and skills training, the college is an
ideal partner for the more academically-oriented uni-
versities. There’s a great symbol of this symbiotic rela-
tionship at the Communitech Hub, also featured in a
recent Exchange, where all three schools have neigh-

bouring open concept offices. That says a lot about
their attitudes – and helps to explain why these three
growing, visionary schools are at the heart of the good
things happening in our community.

Our stories also highlight the good things that are
happening right on the campuses of these schools, and
once again, each and all of them are setting new stan-
dards in higher education. Conestoga is burgeoning,
and its new Cambridge campus is evidence of the ful-
fillment of a very ambitious vision.

Laurier is growing new campuses in Brantford,
Kitchener and, perhaps in the near future, Milton.
Meanwhile, Waterloo has sparked an incredible num-
ber of important high tech companies.

The environment is dynamic; the future will be
astonishing. And our schools are the greenhouses of
this phenomenal growth. X

While each of these leaders is intent on leading his school toward higher levels of
success, they are not so much competitors as collaborators.
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When Jim Balsillie lured LanceArmstrong toWaterloo Region to headline a ride
for charity, four years ago, he set in motion one of the most effective fundrais-

ing and consciousness raising programs the region has ever seen.And now, four
years later, area riders are facing their “last chance with Lance”, because 2011
marks the last time the world-famous Tour de France champion, and cancer sur-
vivor, will bring his bike to Waterloo Region.
The Ride with Lance 2011 will take place on Saturday, August 27. Again this
year, all the proceeds – and there are very significant proceeds – go to the Grand
River Hospital Foundation, in support of the Regional Cancer Care Facility. Each
participant – there will be between 50 and 65, according to organizers – must
raise at least $20,000 each to enter. Last year, the event produced a total of
$1.8 million.
David Fedy has chaired the “Ride with
Lance” event for three years. He admits
that he is “absolutely going to miss it,” but
he’s quick to point out that each year’s
event has seemed like a “once in a life-
time” opportunity.
Fedy – who in working hours is a lawyer
with McCarter Grespan Beynon Weir LLP
in Waterloo – believes that every good
fundraiser has a shelf life. “Everyone rec-
ognizes that these types of high-profile
events have a life span.” He gives full
credit to Research in Motion co-CEO Jim
Balsillie for bringing Armstrong to the Re-
gion, and for participating fully in the
event.
Balsillie will be riding again this year. So
will Fedy – who signed up as volunteer
chair of the event, three years ago, with
no intention of riding in the 120km ride.
He helped the original organizers in year
one, when Toronto’s Sunnybrook Hospital
shared in the proceeds. But in subse-
quent years, when the focus shifted more
toward Waterloo Region’s Grand River Hospital (now the only bene-
ficiary), Fedy was tapped as a leader with a local connection.
But he didn’t plan to ride. His only recent experience on a bike was
riding mountain bikes with his young son. Some friends insisted that
“you can’t chair it without participating in it,” so Fedy took what he
calls “a crash course” – occasionally, literally – and signed on.
He made the typical rookie mistake of forgetting to unclip his shoes,
which led to him toppling over, unable to stop his fall. At least once,
he performed this ignominious feat under the very nose of Jim Bal-
sillie. The slightly good news? “I’m not alone in that.”
He’s now a cycling convert, riding not only in the Ride with Lance,
but spending a lot of time on the road bike.
Fedy believes the 2011 event will be “the biggest and the best”,
yet. It’s the last chance, literally, and he strongly encourages any bike
riders who have been “on the fence” to get on their bikes, instead,
raise the sponsorship needed, and grab this truly once in a lifetime opportunity.
His goal is to surpass the $1.8 million raised in 2010; “we’d like to go out with a
bang.”
In addition to Armstrong and Balsillie, road race champions Canadian Steve
Bauer and Belgian Axel Merckx may again join the ride in 2011, says Fedy.
The event is a charity ride, but it does have an edge; Fedy says,“Lance has called
this a charity race.”

Fedy is no stranger to charitable fundrais-
ing. He co-chaired the Deer Ridge Golf Tour-
nament for 10 years, and has done
fundraising for local hospitals for two
decades. “In my view, everybody, at one
time or another, is involved with the hospi-
tal,” he says.
The Ride with Lance stands out as a

unique event for him,
though. “This is by far the
biggest one.We’re very fortu-
nate that K-W supports this
ride.”
He added, “Grand River
Hospital has been put on the
map, as a direct result of
bringing Lance Armstrong
here, which is directly attrib-
utable to Jim Balsillie and
his family’s contribution.”
Personally, he says,“I’ve re-
ally enjoyed the opportunity.
It’s been life-changing in a
lot of ways.”
Although this is definitely
the last year for the Lance
Armstrong event, Fedy be-
lieves that bicycle rides in
some form will continue to
raise funds for local chari-

ties. “Cycling is coming to the forefront,” he told Exchange. “I’m pretty confident
there will be some sort of event that continues. Maybe with more riders and less
dollars per rider.”
But that’s in the future. This year, it’s the biggest of the big time, as Lance Arm-
strong hits the roads of Waterloo Region with a few dozen fundraising cyclists –
for the very last time. For more information, visit www.ridewithlance.org.

- Paul Knowles

Last Chance to Ride with Lance

BUSINESS MONITOR

Jim Balsillie, Co-CEO, Research n Motion (left), lured
Lance Armstrong (right) to Waterloo Region to head-
line a ride for charity.

David Fedy, Chair of the 2011
Ride With Lance (left) rides
alongside Lance Armstrong in
the 2010 Ride With Lance.

Jim Balsillie (left), rides alongside Lance Armstrong in the 2010 Ride with
Lance. Balsillie will be riding again this year.
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WowCambridge.com Customer Service
Award: Gary Winch of Bradley Gaskin Mar-
shall Financial, Abdul Zalgaonker of Hespeler
Pharmacy (winner) and Cory McRae, Hem-
merich, Flanagan, Kratz Eamer & McRae LLP
and Chair, Cambridge Chamber of Commerce.

Nickey Stanley, Spotless Gecko Residential
Cleaning, accepts her award in the Young
Entrepreneur Award Category.

CAMBRIDGE CHAMBER HONOURS THE BEST IN BUSINESS
The Cambridge Chamber of Commerce has honoured the best in business in that
community, presenting 11 Business Excellence Awards.
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BUSINESS MONITOR

The H.L Staebler Company Ltd. can make a boast unique among businesses inthe Region – it seems to be adding years to its life, at both ends. That became
clear as Joanna Philpott shared the story of Staebler Insurance Brokers at a re-
cent Centre for Family Business event.
Philpott admitted that efforts to pinpoint the exact genesis of the family firm
were not completely successful. She told her audience,“I’d love to be able to give
you an exact month, day and year that H.L. Staebler Company Limited was
founded, but with almost 140 years in business and seven different Presidents,
that kind of detail seems harder and harder to come by. Up until 1964, Staebler
was thought to have been founded in 1883. We later found an announcement
from 1878 in the Berlin Daily Newspaper that listed Jacob Merner Staebler as an
agent for the Accident Insurance Company of Canada. But it was finally discov-
ered in 1996, when the Economical Insurance Group celebrated their 125th an-
niversary, that J.M. had been one of the company’s insurance agents since 1873.”
She noted that J.M. Staebler became mayor of Berlin (now Kitchener), and added
that “J.M. was also President of the Berlin Piano & Organ Co., whose pianos were
said to be unequaled in tone, touch and finish. His passion for music virtually pre-
determined Staebler’s local musical connections, right from the very beginning.”
The family’s support of local musical culture is as well known as its lengthy his-
tory in the insurance business. For example, J.M.’s son, Herbert Leslie Staebler, be-
came President of Berlin’ first musical club in 1910.
The third generation was included Norton and Keith; Norton was a member of
Kitchener’s first symphony orchestra, while Keith was a solo pianist, a long-time
member of the Kitchener-Waterloo Symphony board, and directly involved with the
opening of the Centre in the Square in 1980. Philpott noted that “Today, we ho-
nour that musical tradition with our annual H.L. Staebler Piano Scholarship at
Wilfrid Laurier University.”That’s just one of the company’s community philanthro-
pies, which also include support for The United Way, KidsAbility, Family & Chil-
dren’s Services, the Heart & Stroke Foundation and other causes.
The brokerage changed ownership in 1963, when Keith Staebler sold the busi-
ness to two employees, Selwyn Sangster and Dawn McPherson.At the same time,
Lorne Edward Philpott joined the Staebler Team as a Commercial Salesman. In

1978, the business was sold again, to
Lorne and his partner, Richard Forler.
When Forler passed away unexpect-
edly in 1980, Lorne – Joanna
Philpott’s grandfather – assumed full
ownership of H.L. Staebler Company
Limited.
The family tradition has continued. In
1995, as Lorne retired, his son
Stephen, who had worked at Staebler
for 10 years, took over the business,
joined in 1999 by his wife, Kim.Today,
Stephen holds the title “Chairman”
while Kim is President of H.L. Staebler,
and three of their children – Joanna,
Russell andAlex – are part of the com-
pany.
This makes H.L. Staebler a unique
entity, having been owned and oper-
ated by three generations of two dif-
ferent families. It’s not surprising that
Joanna Philpott told her audience,
“From our humble beginnings, in our
tiny offices above Oberholtzers Book-

H.L. Staebler Insurance Brokerage
Nearing its 15th Decade

Douglas Grosfield, President and CEO of
Xylotek Solutions, makes a speech following
his win in the category of The Business of the
Year 1-(49 employees). The company has
seen sales growth topping 800% since 2005.

Dr. John Tibbits of Conestoga College address-
es the audience following the presentation of
his Lifetime Achievement Award.

The Chair’s award went to Uniglobe Donald-
son Travel, acknowledging its wide-spread com-
munity involvement. Barbara Donaldson of
Uniglobe Donaldson Travel accepted the award.

Keith Taylor Memorial Award – Gary Hapke,
retired Scotiabank Community Manager, Bill
Davidson of Langs Farm (winner) and Cory
McRae, Hemmerich, Flanagan, Kratz Eamer &
McRae LLP and Chair, Cambridge Chamber of
Commerce.

Sunrise Rotary Scholarship Award – Bob Bell
of CIBC, Jessica Vanlauwe (recipient) and
Cory McRae, Hemmerich, Flanagan, Kratz
Eamer & McRae LLP and Chair, Cambridge
Chamber of Commerce.

Business of the year (more than 50
employees): Gerry Menezes of Bank of Mon-
treal, Charles Cipolla, Chair of the Cambridge
and North Dumfries Hydro Board of Directors
and Cory McRae, Hemmerich, Flanagan, Kratz
Eamer & McRae LLP and Chair, Cambridge
Chamber of Commerce.

Environment Award: Cambridge Heat Treat-
ing: Barb Shortreed, Director of Customer
Care and Public Relations, Cambridge and
North Dumfries Hydro, Peter Robbins of Cam-
bridge Heat Treating, and Cory McRae, Hem-
merich, Flanagan, Kratz Eamer & McRae LLP
and Chair, Cambridge Chamber of Commerce.

New Venture of the Year is Ontario Christian
Gleaners, a non-profit organization that dehy-
drates vegetables to make soup for hungry
people around the world. Volunteers con-
tribute 35,000 hours a year, and prepare over
7.6 million servings of soup annually. Shown,
Shelly Stone of Ontario Christian Gleaners.

Personal Business Achievement: Maureen
Cowan of Cowan Insurance Group, Erica Ten-
nenbaum of RBC Dominion Securities Inc.
and Cory McRae, Hemmerich, Flanagan,
Kratz Eamer & McRae LLP and Chair, Cam-
bridge Chamber of Commerce.

store, to becoming one of the largest
brokerages in Kitchener-Waterloo,
Staebler Insurance has always valued
the importance of family.”
She added, “At a time when consoli-
dation throughout the insurance in-
dustry is occurring more and more
rapidly, it can be challenging to con-
tinue as an independent, family busi-
ness. The Philpott family continues to
build on the strong foundation set by
the Staebler family all those years ago,
and are excited to embrace our oppor-
tunities for the future.”
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PROGRAM MATCHES ACCOUNTING
STUDENTS WITH NOT FOR PROFITS

It’s 8:30 p.m. and in an upper-floor
classroom in Hagey Hall at the Uni-

versity of Waterloo, about 20 fourth-
year accounting students are carefully
reviewing a batch of financial state-
ments that show absolutely no profit.
The statements are not snapshots of
underperforming corporations. They
are from non-profits applying to two
local foundations for grants and the
students are part of a volunteer team
brought together to learn about and
analyze their financial health.
Now in its fourth year, the unique ini-
tiative is an innovative financial review
process supporting the work of the Lyle
S. Hallman Foundation and The Kitch-
ener and Waterloo Community Foun-
dation.A highly successful partnership
between the two foundations, the uni-
versity’s School of Accounting and Fi-
nance, and the Waterloo Wellington
Chartered Accountants Association, it
owes much to Professor David Carter, a
chartered accountant and tireless
community volunteer who has been in-
volved with each of the participating or-
ganizations.
As a way of better understanding the
organizations submitting proposals to
her foundation, Hulene Montgomery,
founding Executive Director of the Lyle
S. Hallman Foundation who retires
from that position this month, ap-
proached Carter several years ago ask-
ing for his volunteer help reviewing the
financial pictures of the applicants.
“That year, David personally did so,
on one condition. I would work with
him and the community foundation to
engage students in the process,”Mont-
gomery says.
Carter’s goal was to get the students
involved with the non-profit sector
while also utilizing the resources and
knowledge that the students could
provide.Montgomery also saw the op-
portunity to encourage students’ future
community involvement.
“We’re fortunate that David ap-
proached us on this,” says Donna
Psutka, Director of the Accounting and
Financial Management Program at the
University ofWaterloo.“It is a wonderful
opportunity for students.” David has a
deep understanding of what’s involved
at the school and was able to match
students’ financial expertise with a
need in the grant review process, she
says.“David recognized that this would
be a win-win for everyone.”
Before launching the student finan-
cial review process, the two founda-
tions depended largely on teams of
reviewers that looked at all areas of
the grant application. While some of
the reviewers had financial back-
grounds, others did not. Carter says
the program fills the knowledge gap by
providing a more thorough financial re-
view.

“We’re providing a service at the be-
ginning of the process for a better re-
sult at the end,” Carter explains. “The
professional organization, plus the uni-
versity, the students, the agencies, and
foundations make a wonderful mix of a
lot of people working together to do
something that’s really necessary in our
community,” he adds. “When founda-
tions allocate funds for various projects
and they’re all worthwhile but there are
limited resources, the more good infor-
mation you can get when you’re doing
the review, the better the review and the
better for the community.”
Students work in teams of two, look-
ing at the organizational budgets and
financial statements of every proposal
submitted to the two foundations.They
learn about the goals of the applica-
tions and the foundations’ assessment
criteria. They develop a complete re-
port for each proposal that allows the
foundations’ grant committees to ask
important financial-related questions
of potential grantees.
“It’s a perfect program,” Montgomery
says.“It provides very concrete and es-
sential information and analysis that
helps us when making our invest-
ments.” One third of the proposals re-
viewed by the students identify red
flags of concern.The reports often lead
to questions the funders can explore
further, ensuring that the organizations’
goals, priorities, and strategies are in
line with their financial picture.
“I love the process,” Montgomery
adds. “I love the questions the stu-
dents come back with. They are often
questions not about finances, like why
does a particular problem exist?”
While the benefit to the foundations
is substantial, the benefit to students
may be ever greater.
“You’re exposed to what you haven’t
seen before,” says Grace Li, a Loran
Scholar. “It opens up your vision of
what accounting can be.” Unlike other
faculties like engineering or health
studies where students can volunteer
locally or abroad and put their skills
directly to work, accounting is not front
line work, Li says.“But for the first time
I felt that I could use what I do and
make a direct impact. From this expe-
rience, I can see how I would use my
skills in this sector.”
The School of Accounting and Fi-
nance promotes the volunteer oppor-
tunity to students at the beginning of
their fourth year and accepts applica-
tions which include a statement of in-
terest and academic background.
“The skills that you gain from being
in this program, you can’t get anywhere
else,” says student, Vamsi Gandikota.
He says that the program has helped
him learn about grant making and the
thought process behind it.
For many of the students, the pro-

gram is their first exposure to the fi-
nancials of a non-profit organization.
Guidance from Carter and Chartered
Accountants from the association is
critical to the process.
YuanWang, a fourth-year student vol-
unteer, was surprised by how differ-
ently the financial information of
non-profits is presented. “It was chal-
lenging to figure out,” he says, adding
that review and feedback on his work
was essential to learning new skills.
“I think the important thing is that the
students feel comfortable in doing the
review. They’re not going to be left out
on a limb if they’ve gone on the wrong
track,” Carter adds. “I want to give
them a safety zone. They’re getting in-
stant feedback, which is helpful in a
non-threatening way.”
Experiential learning is a focus of the
School of Accounting and Finance. In
recent years, the program has strategi-
cally developed its own learning model
based on a better understanding of
how real learning happens.
“We know that there is better knowl-
edge when combined with experience,”
Psutka says. Rather than reading a
chapter in a book about non-profits,
these students are able to put their
knowledge to use first-hand.
Students commit to giving more than
24 hours of their time throughout the
school year.The program starts with an
orientation session which includes
background on the foundations, expla-
nation of the process, and a run-
through sample financial review.
This year, the program also gave stu-
dents the opportunity to experience
first-hand the work of a local non-
profit. Participants toured TheWorking
Centre, a 30-year-old, $6.5 million
dollar community-based organization
and one of the region’s most innova-
tive non-profits.The centre’s volunteer-
inspired projects include a bike shop,
a computer recycling venture, a cafe
and market, a used furniture store, a
cinema club, as well as educational
initiatives, public access computers,
social housing, and a resource centre.

Co-founder, Joe Mancini, led the tour
and talked with students about his or-
ganization and the unique needs of
non-profits. Mancini is proud of the
fact that The Working Centre’s pro-
grams are self-sufficient; while they
use a business model and generate
revenue he emphasizes that “revenues
are for social good.” He adds that the
centre’s approach is always entrepre-
neurial and always people-centric.
“Our model is about including people
in the work. Unless you do, it only per-
petuates the problem.”
Opportunities like this help students
see the important, behind-the-scenes
work of the types of organizations they
are reviewing. The university wants to
grow the program by increasing its
awareness on campus and in the
community. Gandikota hopes the pro-
gram can expand to include students
in earlier years of study. He believes
that the positive experience could in-
fluence future career choices such as
co-op placements.
Not only does the program teach stu-
dents new skills, it also builds a bridge
between the university and the com-
munity while exposing students to the
vital work of non-profits and the con-
tribution they make to the region.
“There are so many wonderful pieces
to it,” Psutka says.“The students get to
see what’s going on in the community
that they’ve lived in for four years, and
they feel like they’re giving back.”
“It was an interesting insight into
non-profits,”Wang adds. “The process
helped me understand the challenges
they face. There are organizations
struggling to raise sufficient funds. Be-
fore, I never really thought about the
financial aspect of non-profits.”
That’s music to Carter’s ears, who has
always hoped that the program would
help lead students to become active
members of the non-profit sector.
“I have much more awareness of the
community now,” Wang says. “It’s sur-
prising how much is going on here.”

- Jennifer King

Professor David Carter, a lead contributor to the partnership.
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New Head for L.S. Hallman
Foundation
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Did you know the Internet in Canada may be undergo-
ing some significant changes that will directly affect

your pocketbook, and potentially your freedom to access
the information that is important you?
Since the issue is largely ignored by the mainstream media, you may not have
heard any discussion of Usage Based Billing or Internet Metering and the impact
this may have on you.
What is Usage Based Billing? Actually, you’re already familiar with it – just have
a look at your cell phone bill. Every minute you talk, every text message you send
and every megabyte of data you use is accounted for and added to your bill.
On the face of it, this doesn’t seem like a bad idea. It is, after all, how we pay
for everything else we use in our daily lives. Similar to a cell phone plan, Internet
Usage Based Billing is sold with a limit, or cap (in most cases its quite low – per-
haps 50GB, or in some cases only 25GB), and every extra gigabyte used beyond
that cap is charged at a much higher rate.
Big Telecom initially justified this change in billing by saying that power users of
the Internet were putting more strain on their networks and harming the experi-
ence of the average user, and therefore they should be charged more than the
average users. Some of the power users gave in and paid (significantly) more for
their internet connection, while others cancelled their accounts with Big Telecom
and moved to one of the many independent Internet Service Providers.
Seeing their most profitable customers leaving in droves spurred them to action:
In November the CRTC approved a proposal by Bell Canada and other large play-
ers from Canada’s telecom oligopoly that would allow them to impose Usage
Based Billing charges upon independent Internet Service Providers. This meant
Big Telecom could essentially dictate what and how these competing, independ-
ent companies could charge for their services!
If that doesn’t sit right with you, you’re not alone. Social media networks ex-
ploded with news of this development, many people rallying around an organi-
zation called OpenMedia.ca, whose mission is to advance and support a media
communications system in Canada that adheres to the principles of access,
choice, diversity, innovation and openness.
As they gained both monetary and public support (over 416,000 people have
already signed the anti-UBB petition) they’ve been able to actively lobby the gov-
ernment to take action. In February they had their first victory when the CRTC
was instructed to go back to the drawing board and reverse its Usage Based
Billing decision. Bell has since drafted a similarly damaging, re-branded pro-
posal known as Aggregated Volume Pricing that is currently before the CRTC.
The issue has since been picked up by Rick Mercer and featured on his show,
The Rick Mercer Report, in a sketch titled, Our Gouge-Based Heritage
(http://youtu.be/q0ZGkqQvAVw), and at the time of this writing, Canada was
going into a Federal election with three party leaders registered as Pro-Internet
candidates with OpenMedia.ca: Michael Ignatieff, Jack Layton and Elizabeth May.
You may be wondering why, with the support of politicians and celebrities, the
issue has been so poorly reported on in the mainstream media? This bring us to
perhaps the more corrosive effect of Usage Based Billing, which is that it moves
control of content up the channel, away from consumers and into the hands of
Big Telecom.
In Canada, the Big Telecom companies have significant control over what infor-
mation is available to us, and how we can access it. Whether that’s newsprint,
radio, television,magazines or even video rental stores, chances are that content
is controlled by one of a few large companies.As for how we get that information,
its a simple matter of the connection were using: Cell phone towers, phone lines,
cable lines or satellite signals. All are controlled by Big Telecom.
You may recognize the ties to net neutrality here as well. Paid services such
as NetFlix would essentially be billed twice – once by NetFlix, and again by your

IS THE INTERNET SAFE
FROM BIG TELECOM? BY ADAM SMITH

Internet Service Provider for the downloading the content. These companies
can (and do) control the speed with which we can access certain types of serv-
ices. As we the consumers continue our migration to online content, the bot-
tom-line of the Big Telecom companies suffers and they’re left seeking new
ways to reign us back in. A short video titled, The UBB Deception
(http://youtu.be/6peRQV5hFEQ), describes these implications quite well.
Fortunately people are taking action. Along with the many individuals support-
ing OpenMedia.ca, are independent ISPs like TekSavvy and Acanac – both of
which matched donations to the tune of several thousand dollars.The May 2Fed-
eral election also brought some much needed light upon the subject, which will
hopefully translate into the next government taking a more proactive role in pro-
tecting consumers’ interests.
If the Internet in Canada can be saved, you won’t ever have to think twice about
the cost (or the possibility) of watching two short online videos you read about
in an article in an independent magazine.
Sources:
http://www.cbc.ca/news/canada/story/2011/02/03/crtc-internet-clement.html
http://openmedia.ca/hero
http://openmedia.ca/blog/ignatieff-joins-party-leaders-layton-and-may-pro-internet-candidate
Adam Smith, recently nominated for Young Entrepreneur of the Year, is the CEO of My IT Guy
(www.myitguy.ca). He can be reached at adam@myitguy.ca.

XQuote
“Canada isn’t in a crisis situation, but there are clear warning signs of potential
threats to our environment and wellbeing, and we ignore them at our peril.We are
huge consumers of natural resources with a seemingly endless and unsustainable
appetite for fossil fuels, water,metals and energy.We have an unsustainable eco-
nomic model built around producing, consuming and throwing away things –
many of which we don’t actually need. Some of these trends could eventually re-
sult in poorer health, a weaker economy, lower standard of living, and diminished
quality of life.”

- The Honourable Roy J. Romanow,
chair of the Canadian Index of Wellbeing Advisory Board

BUSINESS MONITOR

Hulene Montgomery, founding Exec-
utive Director of the Lyle S. Hall-

man Foundation, will leave that
position this month. New Executive Di-
rector is Laura Manning, who comes
to the Hallman Foundation after serv-
ing as Director, Advancement at the
Health Sciences Campus & School of
Pharmacy, University ofWaterloo, a po-
sition she has held since the opening
of the School of Pharmacy.
Nancy M.Waite, Interim Hallman Di-
rector and Director Health Science
Campus, announced Manning’s de-
parture, lauding her for “her leader-
ship, great personality and
communications skills, and knack for
professional relationship building with
prospective donors... She has also
been a key link to one of our biggest
supporters, the Kitchener community.”
Manning explained her move to the
Hallman Foundation in enthusiastic
terms: “It’s a once in a lifetime oppor-
tunity. The Lyle S. Hallman Foundation
has an incredible reputation of integrity
and thoughtful, principled funding.”
That reputation has much to
do with the leadership of
Montgomery, who has led the
Foundation since its incep-
tion.
Montgomery told Exchange
that the Foundation was
building on the work of Lyle
Hallman, known for his com-
munity generosity throughout
his life. “We were building on
a history of Lyle’s philan-
thropy,” she said. “Lyle left us
very specific wishes about
where he wanted to see the
investments go in the com-
munity.”
Montgomery credited Hall-
man with “great instincts” that
led him to focus on causes
that promoted prevention,
children’s issues, and literacy.
His goal was “to try and invest

before problems began,” she said.The
foundation that carried on Hallman’s
vision following his death is also com-
mitted to communication with the
community, seeking input before sug-
gesting solutions. This has led to what
she calls “broad-based community in-
vestments.”
Those are principles that have at-
tracted Manning to the position. She
is eager to work with an organization
dedicated to improving the overall
health of the community, she says.
Manning assumes the new position
on June 20; she left the School of
Pharmacy in May.
Montgomery describes her new role
as “retirement”, but with some quali-
fiers.“I’m going to take a mini-sabbat-
ical,” she said,“then do some contract
work, spend more time with family,
travel,maybe improve my French.” Prior
to her work with the Hallman Founda-
tion, Montgomery was involved in in-
ternational programs concerning fair
trade and international development,
still issues close to her heart.

Hulene Montgomery and Laura Manning
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Guelph’s Co-operators Publishes
“Guide to Sustainable Meetings”

According to the United Nations Environment Program, more than 80 million
people around the world attend a meeting, conference or trade show every

year. The average meeting produces 20 pounds of garbage per person each day.
To help people and organizations reduce the impact on our planet's health, The
Co-operators has publicly released its Guide to Sustainable Meetings.

The comprehensive guide is
designed to be a resource for
conscientious organizers of all
types of gathering. From every-
day staff meetings to large con-
ferences, sustainability should
be taken into account at every
stage of planning. The 34-page
guide is full of tips, case studies
and resources and is designed
to be as interactive as possible.
Checklists and questionnaires
are available on a fillable PDF
format that can be saved sepa-
rately on your computer, reduc-
ing the need for printing.
“Embedding sustainability
principles into the everyday op-
erations of an organization
starts with a new way of think-
ing about the things we all do
every day. Documents like this
guide remind us to do the little
things that, we hope, will be-
come second nature over time,”
says Kathy Bardswick, president
and CEO of The Co-operators.
“This is information that applies
to everyone, and our hope is

that others interested in making a difference will make use of it.”
As with its Sustainability Best Practices paper, The Co-operators continues to
make its sustainability documents public in hopes that other organizations inter-
ested in contributing to a greener and healthier tomorrow find the information
useful as well.
To view the guide in its entirety, visit www.cooperators.ca and search “guide to
sustainable meetings”.

Kathy Bardswick, President and CEO,The Co-operators

J U N E 2 0 1 1 | 13

BUSINESS MONITOR

David B Dewitt, VP of Programs

J. Fred Kuntz, VP of Public Affairs

CIGI APPOINTS TWO VPS, ANNOUNCES
NEW STRATEGIC PLAN

The Centre for International Gover-
nance Innovation (CIGI) has ap-

pointed David B. Dewitt vice president
of programs, and J. Fred Kuntz vice
president of public affairs. These ap-
pointments follow the adoption of a
new strategic plan for the Waterloo-
based think tank on governance is-
sues.
As vice president of programs, begin-
ning July 1, Dewitt will oversee strat-
egy and implementation of all of CIGI’s
work programs and research-related
activities. He is currently associate
vice-president of research, social sci-
ences and humanities, and a profes-
sor of political science at York
University in Toronto.
As vice president of public affairs,
Kuntz is responsible for CIGI’s publica-
tions, communications, digital media
and public events. He joined CIGI in
2010 as senior director of communi-
cations and public affairs, following a
30-year career in major Canadian
media, including as editor-in-chief of
the Toronto Star, publisher of the Wa-
terloo Region Record and associate
editor of The Globe and Mail.
The new CIGI strategic plan sets
CIGI’s objectives for the next five years,
with emphasis on the focus of its re-
search and policy development pro-
grams.
CIGI will focus its work in four pro-
gram themes: the Global Economy, En-
ergy and Environment, Development,
and Global Security.

XQuarterly – www. xquarterly.ca
• The Canadian retail economy fared
better in Q1 2011, compared to the
same period last year. The Moneris
Spending Report showed an overall
increase of 2% during the first three
months of 2011.

• The travel industry saw the largest
growth in spending, with an increase
of 11.98 %, including a spike of
26.62% in February.

• Restaurants and entertainment cate-
gories continued to see a positive
growth in the beginning of 2011,
with an increase of 4.68% and
2.29%, respectively. Fast food
restaurants saw the largest increase
compared to the same period in
2010, with a growth of 7.24% in
spend.

• In February, 628,900 people re-
ceived regular Employment Insur-
ance benefits, down 8,300 (-1.3%)
from January and a fifth consecutive
monthly decrease.

• In Ontario, the number of regular EI

beneficiaries has fallen in 38 of its
41 large centres since February
2010. The largest percentage de-
clines occurred in Greater Sudbury,
Tillsonburg, Belleville, Guelph and
Thunder Bay.

• Investment in non-residential build-
ing construction increased 1.3%
from the previous quarter to $10.7
billion in the first quarter. This was
the fifth consecutive quarterly in-
crease and reflected higher spend-
ing in both commercial and
industrial building construction.

• Locally, investment rose in 16 of 34
census metropolitan areas. The
largest increases occurred in Kitch-
ener–Cambridge–Waterloo, Toronto,
and St. Catherines–Niagara.

• Soaring greenhouse gasses, increas-
ing waste generation and energy
use, declining stocks of large fish
species, and shrinking water sup-
plies in parts of the country are off-
setting gains like reduced air

pollution emission levels, good water
quality, and healthy forest bird pop-
ulations, said a new environment re-
port released by the Canadian Index
of Wellbeing. Greenhouse gas emis-
sions are rising, up 24% since
1990. More than half of our GHG
emissions are produced by the oil,
gas and coal industries (which ac-
counts for 22% of emissions), trans-
portation (also 22%) and electricity
production via utilities (16%).

• Non-renewable fossil fuels still make
up 90% of our primary energy pro-
duction.While we’re generating more
electricity from wind, solar and tidal
sources than in the past, it repre-
sents less than 0.5% of total gener-
ation.

• The effective supply of water in
Southern Canada shrank by 8.5%
over the past 30 years.

• Between January 2010 and January
2011, average weekly earnings of
non-farm payroll employees rose
4.2% to $870.33.This was the sixth
consecutive month with year-over-
year growth at around 4.0%.

• In comparison, average weekly earn-
ings between January 2009 and
January 2010 increased by 2.2%.

• Between January 2010 and January
2011, growth in average weekly
earnings was above the national av-
erage of 4.2% in 6 of the 10 indus-
tries with over 700,000 employees,
led by administrative and support
services.The slowest growth in earn-
ings occurred in retail and wholesale
trade.

• For the fourth consecutive quarter,
Canadian homeowners say debt-re-
duction remains one of their top fi-
nancial priorities, according to a
recent poll for Manulife Bank of
Canada. Nearly three in 10 home-
owners rated debt freedom as 10
out of 10 – their top financial prior-
ity. 71% rated debt freedom at 8, 9
or 10 out of 10.

• 8% of homeowners aged 30-55 had
no debt at any time in the past 12
months – relatively unchanged from
previous quarters.

• As of January 1, 2011, Canada's
population was estimated at
34,278,400, an increase of 40,400
(+0.1%) from October 1, 2010.

• In Ontario, the population was esti-
mated at 13,282,400 on January 1,
an increase of 13,900 (+0.1%)
compared with October 1, 2010.
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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

Exch-june11_pgs14-27:Exchange  5/2/11  11:49 AM  Page 14



M A Y 2 0 1 1 | 15

John Tibbits sees Conestoga College’s involvement in the Communitech Hub as a
potent symbol of how far his college has come since he took the reins, in 1987.

“Twenty years ago,” says Dr. Tibbits, “we would not have been here [in the Hub]. We
would only have read about it.”

When Tibbits became President of the College, it was playing the very circumscribed
role of all community colleges of the time, with little impact outside its perceived “com-
munity college” mandate. But not any more – today, The Conestoga Institute of Technol-
ogy and Advanced Learning has taken its place as a major post-secondary institution, a
force to be reckoned with, in the academic community.

And Conestoga’s invitation to participate in the Communitech Hub, alongside the
University of Waterloo, Wilfrid Laurier University, and major high tech companies like
RIM and Christie Digital, offers clear evidence of that fact.

Conestoga College was established in 1967; Tibbits became President twenty years
later and today, he is the longest-serving community college president in the country,
and has just had his contract extended through 2015 – by which time he will also be the
record-holding elder statesman of College Presidents.

The College is currently in the middle of its largest expansion, ever, adding 400,000
square feet of new buildings across five campuses, including the new campus located in
Cambridge, just across the 401 from the 138-acre Doon campus. The new campus will
house most of Conestoga’s Engineering Technology programs, and will eventually
include one million new square feet of learning space. Phase one opens this fall.

Conestoga also has campuses in Waterloo, Guelph, Ingersoll and on a smaller scale,
in Stratford and downtown Cambridge.

“I like it here”
Tibbits admits that staying in one job, as head of an academic institution, for most of

three decades is unusual. His career path, prior to Conestoga, touched down in a variety
of locales – he holds degrees from three universities (a Bachelor of Science degree and a
Diploma in Education from McGill University, a Master of Education degree from the
University of Vermont and a Doctorate in Education from Boston University) and held
senior administrative positions at Dawson College in Montreal, Touche Ross & Partners
in Ottawa and Canada Post Corporation in Ottawa.

But then he came to Conestoga... and stayed.
Why? Tibbits smiles, and offers the simplest explanation, first. “I like it here.” He says

that “this is a community that is extremely dynamic.”
That community dynamism has been reflected in constant growth and change at the

Dynamic community, growth opportunities, keep
John Tibbits at the reins of Conestoga College

IN FULL-TILT
GROWTH MODE
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MOVER & SHAKER

Today, The Conestoga Institute of
Technology and Advanced Learning
has taken its place as a major

post-secondary institution, a force
to be reckoned with in the
academic community.

ExchangeExchange
M A Y 2 0 0 3 – $ 4 . 9 5 l S E R V I N G B U S I N E S S

NOT
LESS
THAN –
DIFFERENT
THAN

PPLLUUSS::
• Chamber member 

Glen Mathers has the 
prescription for a cure

• ODG - an international 
success story

• Path to Prosperity

JOHN TIBBITS HAS RETOOLED
CONESTOGA COLLEGE 
INTO AN INDISPENSIBLE
RESOURCE

NOT 
LESS 
THAN – 
DIFFERENT
THAN

PPLLUUSS::
• Chamber member 

Glen Mathers has the 
prescription for a cure

• ODG - an international 
success story

• Path to Prosperity

John Tibbits featured on the cover of
Exchange Magazine May 2003
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college, he says, so that while his title
may have remained the same, the job has
grown and changed continually. He didn’t
have to move to grow... growth is all
around him. “Look at the change in this
community since 1987,” he says. “We’ve
been able to adapt to this community.”

That commitment is built right into the
College’s mission statement, which
includes the idea, “we shall respond to
the needs of the community.”

Tibbits has stuck to that principle, and
an interview with the Conestoga Presi-
dent is filled with examples of how the
College has listened to the community,
and adapted or developed new programs
to meet the changing needs of a market-
place attuned to high tech, global compe-
tition. The challenge, he says, is to be an
institution that meets the ever-changing
needs of companies like Research in
Motion and Toyota.

These challenges have taken Conesto-
ga to brand new heights, he says. “We’ve
had to meet the needs of the communi-
ty... we’ve had to blend applied learning
and theoretical learning in a way that had
never been done before.... these people

are looking for world class employees.”
He explains his career longevity: “I

stayed because this college and commu-
nity are not what they were in 1987. They
are more sophisticated and exciting. And

you become part of the institution... you
have so much invested. I’ve had opportu-
nities to go elsewhere, but why would I
leave?”

Pathways
It has not always been easy. When Tib-

bits joined Conestoga, community col-
leges were completely separate from
other educational institutions, and, in his
words, “there weren’t a lot of pathways”

for a community college student to con-
tinue his or her education. The Ontario
system was less flexible than its Ameri-
can counterpart, where students often
used credit from one level of post-sec-

ondary education to open doors to addi-
tional study. That was difficult, here, but
Conestoga has been a major player in
bringing change about.

Today, Conestoga grants some
degrees. The college has joint programs,
cooperating with universities. And, Con-
estoga offers internal “pathways”, cours-
es at various levels that can provide a
learning ladder for students who enter at
a lower point but learn their way up. For
example, in the health field, a student can
enroll in a pre-health program, which can
open the door to higher levels – one-year
and two-year programs and even the
four-year nursing degree, a program run
in conjunction with McMaster University.

Tibbits sees the creation of such flexi-
ble “pathways” as a key part of his
responsibilities.

“Influence the system”
Tibbits recognizes that his influence

for change extends well beyond the Con-

MOVER & SHAKER

He notes that the immediate drawing area is projected to grow
by 200,000 in the next ten years. “We’ll be hard pressed to keep

meeting the needs of this community in the next ten years.”

Conestoga’s Dr. John Tibbits and WLU President Max Blouw sign a historical agreement between Conestoga College and Wilfrid
Laurier on April 16, 2010.

Register for Exchange’s DIGITAL MAGAZINE presented to you
using liquid green technology at www.exchangemagazine.com/signmeup

Three options to choose from: Exchange Post Daily, Exchange PostWeekly
or Exchange Magazine Online

Required Reading for Entrepreneurs,
Educators and Economic Developers

Advertising inquiries call John Hobin or Bill Doheney 519-886-0298
Print Advertising space deadlines:
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estoga campuses. He has been a leading
lobbyist on behalf of the community col-
lege system, and has played a key role in
initiating change and growth.

One important accomplishments
involves the granting of degrees. He
recalls, “When we started talking about
degrees, probably 15 years ago, many
people snickered.” But Tibbits and other
community college leaders “had a chance
to have influence in the system,” and the
improbable came to pass – Conestoga is
now a degree-granting institution,
including in engineering, with plans for
more of the same. “We’ve opened the
door,” says Tibbits.

The President says none of this has
come easily. When Conestoga set its
sights on granting engineering degrees,
Tibbits and his colleagues definitely did
their homework. They hired a professor
from the engineering program at the Uni-
versity of Waterloo, and consulted with
experts from all over North America.

The goal, says Tibbits, was not just
another engineering degree program, but
a program that granted “the engineering
degree of the future.”

“We looked into the future,” he says,
and saw project-based engineering. The
vision was certainly ratified in February,
as a team from Conestoga’s Mechanical
Systems Engineering degree program
took first place in the Senior Design divi-
sion of the Ontario Engineering Competi-

tion, a yearly event that sees competition
between students from accredited engi-
neering programs across the province.
This year was the first time college stu-
dents had been allowed to compete in
the primarily university-based event;
Conestoga won.

By the numbers
Tibbits’ influence on the College can

be seen in many ways – in the growth
and improvement of the programs, in the
role Conestoga plays in the community –
but also in the numbers of students.

In 1987, there were 2,300 students and
between 400 and 500 apprentices at Con-
estoga. This year, there are 10,000 stu-
dents and 4,500 apprentices. “So,” says
Tibbits with a certain amount of under-
statement, “we’ve grown a lot.”

J U N E 2 0 1 1 | 17
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Corporate structure redefined.

architectural design  |  urban design  |  interior design  |  sustainable design www.rsarchitects.ca

Robertson Simmons
architects inc.

Tibbits expects the College to
have 15,000 full-time students

within the next five years.

The Centre for Family Business (CFFB) strives to help business families
reach their fullest potential, and has become one of Canada's largest
membership based family business associations. Since 1997, CFFB has
been delivering relevant educational programs and providing the
necessary support that allows families to achieve their enterprising
goals, fulfill their dreams and strengthen their families.

For more information call 519.749.1441 or visit www.cffb.ca
SUPPORT – ENERGIZE – EDUCATE

CFFB Program Launch/AGM
September 23, 2011

keynote speaker ~ douglas porter,
deputy chief economist, bmo
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Tibbits expects the College to have
15,000 full-time students within the next
five years. But “growth” clearly means
much more than bums on classroom
seats. It has to do with quality, and com-
plexity, and reaching out. Tibbits muses,
“Who would have thought, in 1987, that
we would have 15 research projects
going on.” In the 80s, that was the
purview of universities. Not any more.
The President hopes the College will be
home to $10 million to $15 million in
research projects, within half a decade.

Not done yet
With his contract extended to 2015,

Tibbits is eager to look into the future.
Asked for his vision for Conestoga, five
years from now, the President says, “We’d
like to be a nationally recognized poly-
technical institute.”

Already, he says, Conestoga is one of
the strongest colleges in the province. But
he wants more, he wants his school to
become one of the top-rated undergradu-
ate schools of applied learning, granting
about two dozen degrees. Tibbits is not
striving to become another university, but
he wants to be an equivalent choice: “Not
less than, different than” the universities.

He believes the College is poised for
accomplishment. “Applied learning is
becoming more and more important.”

He adds, “We don’t want to compete
with universities in BA or BSc degrees.”
Instead, he sees the need for applied
learning blended with theoretical knowl-
edge, which will produce well-educated
graduates “ready for the job market.”

“Centres of excellence”
A keystone of the Conestoga strategy

is to develop “centres of excellence”
focused on specific disciplines. For exam-
ple, the new Cambridge campus – just
across the 401 from the Doon campus –
will be home to engineering programs.
The Waterloo campus is a centre of
excellence for skilled trades and culinary
training. The Guelph campus specializes
in transportation trades. The new Inger-
soll campus is home to the unique Pow-
erline Technician program. The health
program at the Doon campus is state of
the art, with a full operating room; the
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program offers “programs equivalent to
university programs.”

Tibbits says that centres of excellence
will focus on areas of Conestoga’s expert-
ise, including construction, transporta-
tion, health, “seven or eight areas. We
will be known for those areas.” Many of
these programs have come into being as
a direct result of requests from industry.
The President refers to conversations
with leaders from various trades who
have challenged the school to get
involved in training craftspeople and
technicians for their industries. The
school has responded.

“We put a lot of time into our relation-
ships with employers. We’ve raised the
profile significantly on a number of
fronts. The only way to move our pro-
grams ahead is to have the support of
industry.”

Industry support has had to be earned.
Tibbits recalls a conversation with the
owner of a roofing company; the Con-
estoga President was asking for assis-
tance with a roof at the Waterloo cam-
pus, but the answer was “you’re not
doing a lot for us... you don’t have a roof-
ing program.” Now, they do.

The same thing happened after a dis-
cussion with representatives of the sewer
and mains business – a program was
developed to train people for that industry.
Along the way, says Tibbits, college lead-
ers have learned to be “better listeners.”

Today, says Tibbits, there are four
Ontario schools that “do most of the
trades training in Ontario. We’re the third
largest... eventually, we’ll be the largest.”

Tibbits is passionate about the need for
the community – and for young students –
to recognize the importance of the trades.
He notes that only 1% of grade nine stu-
dents think they are going into the trades.
Many flounder in dead-end jobs before
realizing the potential that work in the
trades can hold, and today, the average
age of an apprentice is 27. If a higher
emphasis were placed on the trades – on
the importance of these jobs, and the
potential remuneration – the lack of qual-
ified tradespeople could be solved.

Tibbits cannot resist launching into a
short sales pitch, noting that industry
leaders like Frank Stronach of Magna,
Frank Hasenfratz of Linamar, and the late
Klaus Woerner of ATS Automation Tool-
ing Systems, all began in the trades.

Competition
Tibbits consistently stresses the theme

of cooperation with universities, arguing
that the College is not competing for the

MOVER & SHAKER

Exch-june11_pgs14-27:Exchange  5/2/11  11:50 AM  Page 19



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

same programs, but exists to meet other,
growing needs, to develop educational
and training pathways for its students.

However, he is not quite so coopera-
tively-minded when it comes to other
community colleges. Asked if there is
direct competition for students and for
resources with the other colleges in
Ontario, he’s blunt: “That’s for sure.”

He admits that there is competition for
students, but quickly adds that the
regional community is growing so fast
that Conestoga may see much of its
growth generated right here at home. He
notes that the immediate drawing area is
projected to grow by 200,000 in the next
ten years. “We’ll be hard pressed to keep
meeting the needs of this community in
the next ten years.”

Tibbits recognizes that the challenges
will continue to grow. Many young peo-
ple are graduating from high school with
no clear idea of “where they want to go.”
In many cases, that has demotivated
them and they leave high school without
adequate marks or the right courses to
pursue careers.

The ever-changing job market is also
producing a regular crop of suddenly
unemployed workers who need career
retraining to re-enter the job market.

Tibbits believes Conestoga can be an
answer in many of these situations. Stu-
dents can get into programs that contain
“pathways” to higher levels of training
and competence. Conestoga will always
be an institution that places “a high value
on sills, a lot of value in trades training.”

It’s working. “Last year,” he says, “we
trained 1,300 unemployed workers.”

But he thinks a shift in mindset is still
in order. This number of people needing
retraining is not because of a short-term
economic issues, he says, it’s the new
reality.

“We have to stop thinking that this is
an aberration. We hope that the recession
was an aberration, but we have to realize
that we’re in a country where innovation
is the order of the day. That’s great... but
there are going to be people who are
going to suffer. We need to create a

MOVER & SHAKER
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E N G I N E E R I N G
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“Look at the change in this
community since 1987,” he says.
“We’ve been able to adapt to

this community.”
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retraining system... It shouldn’t be some-
thing special, it should be in place. We’re
going to live with this for the rest of our
lives.” And that kind of system, he argues,
requires subsidies from government.
Having mentioned subsidies, Tibbits

notes that government contributions, per
student, have actually decreased over the
time of his tenure. The annual grant per
student was once $6,000; today it is
$4,300. As well, in 1987 the federal gov-

ernment would buy “seats” to subsidize
students. The budget for that was $35
million; now, that funding is gone. The
President is quick to lay out the need for
reliable government funding to allow his
College to do its expanding and challeng-
ing job.
John Tibbits has been much honoured

in his community. He has been named
Business Leader of the Year by the KW
Chamber of Commerce, and received the

Impact Award from Communitech. He is a
member of the Board of Cambridge North
Dumfries Hydro, the Accelerator Net-
work, Canada’s Technology Triangle,
Business and Education Partnership and
Polytechnics Canada and is also on the
campaign cabinet for United Way.
He has also been Chair of Grand River

Hospital and a Board member on the
Greater Kitchener-Waterloo Chamber of
Commerce, the March of Dimes, Skills
Canada (Ontario), Thyssen Krupp Budd
Canada, and Communitech, and was
President of the Chicopee Tennis Club.
But... his heart and mind are clearly

always centred on his College. That is his
life, his passion, and his focus. He has a
vision for Conestoga, and for its impact
on the larger community. He believes the
College can surpass all expectations, and
in doing so, can play a role in supporting
industries and creating employment in
large measure.
He believes in Conestoga, and

although his official position is “Presi-
dent”, he also serves as evangelist,
visionary and chief marketing officer. It’s
not just the College that has grown expo-
nentially since 1987 – so has its Presi-
dent’s love for the place. It shows in
everything he does.

MOVER & SHAKER

X

John Tibitts, shown standing in front of the new Cambridge Campus, housing Engineering Technology Institute and Institute of Food
and Processing Technology.
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Dr. Max Blouw has been President and Vice Chancellor of Wilfrid Laurier University for only four years... but
right now, it feels like 100.
That’s not too surprising – as head of the university, Dr. Blouw is also point man for a very significant cele-

bration. This year, Laurier is marking its 100th anniversary, and the school’s President understands the impor-
tance of this landmark – and the opportunity it presents.

As his school celebrates an important birthday, Blouw reflects on the philosophical balancing act this
involves. On one hand, it’s time to “take time out to say thank you and to celebrate all who came before.” On
the other, this is an opportunity “to think about the future.”

Blouw may be an administrator, but he’s first and foremost an academic. He came to Laurier after a distin-
guished career at the University of Northern British Columbia, where he was Vice-President of Research, and at
St. Francis Xavier University. He is very involved in academic affairs on a national level, serving on the Board of
Directors of the Association of Universities and Colleges of Canada. He’s on the Executive Committee of the
Council of Ontario Universities, and is Co-Chair of the College-University Consortium Council.

A biologist, Blouw is the recipient of the Science and Technology Champion Award from the British Columbia
Innovation Council.

And Blouw brings the mindset of an academic to his reflection on this pivotal point in Laurier’s history and
development. In other words – he thinks about it.

Lately, in the midst of a lot of planning for special events ranging from a Homecoming that may draw more
than 80,000 people, to major musical concerts and much more, he’s been... wait for it... reading history books.

The original Laurier
Specifically, Blouw has been reading about Sir Wilfrid Laurier. He rejects the word “researching,” because he

is not delving into primary sources, but he has been reading a lot of biography and history.
He sees “telling the story of Wilfrid Laurier” as an important part of the celebration. After all, says Blouw, the

WLU celebrates its 100th anniversary while
planning for the next 100 years

BUILDING THE
FUTURE ON A CENTURY
OF EXPERIENCE BY PAUL KNOWLES
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Dr. Max Blouw makes a bold
comparison, pointing to the
neighbouring American schools,
Harvard and M.I.T. “It’s a little bit
like being Harvard and M.I.T. in
the same community,” he says.
“WLU would be Harvard.”
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university is “named after a politically
successful Prime Minister who really
strengthened this country... I’m reading a
fair bit about him.”

But was the University really named
after Laurier because he was a great
Canadian, or was it because his initials –
W.L. – conveniently matched the initials
of Waterloo Lutheran University at the
time when the school opted to move
beyond its ecclesiastical connections?

Blouw admits the truth. “The conven-
ience of alphabet would be the honest
answer.” But he doesn’t care, because the
alphabetical coincidence has forever
linked the school with the idea name-

sake, in his opinion. Wilfrid Laurier was
“a great individual.” The university is
“proud to bear his name,” says the Presi-
dent.

He waxes even more enthusiastic. “It’s
quite wonderful about the name... it’s not
place or location dependent.” This is ideal
for today’s Laurier, he argues, as the
school establishes its presence in a num-
ber of communities, with campuses in
Brantford and Kitchener, as well as
Waterloo.

A highlight of the 100th anniversary
celebrations will be the unveiling of a
statue of Sir Wilfrid Laurier. Blouw points
out that the work that has been commis-
sioned is not the typical image of Laurier
as an elder statesman, but it captures
Laurier as a younger man. Blouw laughs,
and shares the insider information that
the image “bears an uncanny resem-
blance to Pierre Trudeau!”

The President sees a lot of symbolic
significance in the affiliation with Prime
Minister Laurier, a man who understood
the two founding cultures, who recog-
nized the importance of independence
from Great Britain, who knew what it
meant to look to the future with vision
and hope.

That kind of perspective is an ideal
starting place for Blouw’s vision of the
future for his school.

Complementary roles
In Blouw’s view, the future of WLU can

largely be summed up in two concepts:
multiple campuses, and academic areas
of excellence.

What doesn’t cloud his vision at all is
the presence of another university with

an address on the same Waterloo street –
University Avenue. After all, the Universi-
ty of Waterloo owes its very existence to
Laurier, so why should the parent school
feel intimidated, even if it is smaller –
although “small” is a relative term, since
Laurier is home to more than 17,000

undergraduate and graduate students.
Blouw says, “I like the atmosphere

between the two schools. They are very
complementary.” In fact, he makes a bold
comparison, pointing to the neighbouring
American schools, Harvard and M.I.T. “It’s
a little bit like being Harvard and M.I.T. in
the same community,” he says. “WLU
would be Harvard.”

UW may be bigger, but Blouw doesn’t
necessarily see that as a point in the
newer school’s favour. In fact, he says “I
think our smaller size is a huge advan-
tage.”

Blouw adds, “Our reputation is very,
very strong.” He admits that Waterloo
stands very high in public perception,
especially when it comes to areas such as
engineering, but he counters, “We have
an extraordinary reputation in the aca-
demic community.”

The public image of Laurier is getting a
boost through a unique academic venture
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linked to the Laurier 100th celebration:
the university will be awarding 100 Cen-
tennial Scholarships to “100 of our most
promising future students”, covering
tuition for their first year.
Here’s a precis of the historical record:

a Lutheran seminary was established in
Waterloo in 1911; it grew to include the
Waterloo College of Arts, established in
1924. The College affiliated with the Uni-
versity of Western Ontario. In 1959, two
Associate Faculties became the Universi-
ty of Waterloo; one year later, the semi-
nary was re-chartered as Waterloo
Lutheran University. WLU kept its letters
but changed its name to Wilfrid Laurier
University in 1973, when the institution
became a provincially funded university.

Areas of excellence
From Blouw’s first semester as Presi-

dent, he has been focused on defining a
clear vision for Laurier, so the current

“exercise in examining our
future” is simply part of that
larger endeavour.
One thing has emerged

very clearly: Laurier is well
known, nationally and
beyond, in certain disciplines,
and the President is deter-
mined that the school contin-
ue to focus on “areas in which
we can really excel.” Part of
the current discussion is
aimed at discovering the most
effective ways to produce
these areas of excellence.
Blouw is ready to identify

at least some of these areas of
strength. He points to the Lau-

rier School of Business and Economics.
But he also notes the “extraordinary
capacity in the liberal arts.”
“We’re like to enhance that, to create

an institute of excellence in the liberal
arts.”
He points to music – “We have a fabu-

lous, performance-oriented music facul-
ty,” and looks forward to “building that to
an exceptional standard.... [but]
let’s do it right, let’s do it very
strategically.”
Music will play a significant

role in the Laurier 100 celebra-
tions, with world-class concert
performances scheduled for the
fall of 2011.
Other areas of excellence tar-

geted for special emphasis by
the university include social sci-
ences, social work, education
and theology.

Fully grounded
Asked for his personal vision for the

future of Laurier, Blouw says, “I’d like to
see a university that is fully grounded in
the values that have many this university
successful.” He mentions factors like
“student engagement,” and “sense of
community.”
It’s not surprising, then, that the cele-

brations will include several elements
that highlight the ties of Laurier with the
community of Waterloo. Lori Chalmers
Morrison is Associate Director of Com-
munications and Public Affairs. She told
Exchange that the university will honour
“100 Alumni of Achievement,” graduates
who have gone to “really exemplify what
Laurier is about.”
The centennial celebrations also

include a “100 hour project”, which Direc-
tor of Communications and Public Affairs
Kevin Crowley calls “a call to action” to
community volunteerism, a call that goes
out to anyone associated with Laurier –
“staff, faculty, students, alumni.”
Morrison believes that integrating the

university and the community is especial-

Opening ceremony at Waterloo Lutheran Seminary, October 30, 1911.

Music performance is one of Laurier’s many “areas of excellence.”
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ly appropriate, because Laurier – along
with its progeny, the University of Water-
loo – has its origins in the Lutheran semi-
nary founded in 1911, 100 years ago. The
school was officially known as “the Evan-
gelical Lutheran Seminary of Canada”.
And that was made possible, she says,
because “the city of Waterloo gave the
seminary five acres. And the seminary is
the birthplace of post-secondary educa-
tion in Waterloo Region.”

President Blouw is quick to point out
that Waterloo is no longer the sole com-
munity that benefits from the presence of
Wilfrid Laurier University. When he talks

about the key to WLU’s
success, he adds, “we
have taken that to other
communities,” including
Brantford, where the
WLU campus has reju-
venated the heart of the
city, and Kitchener.
And they are not

stopping there; adds
Blouw, “Milton is a
possibility.”
“I would hope,” says the President,

“that the identity of Laurier will transcend
the geography.” His university “meets the
demands of Ontarians in a number of
communities,” a number of “multiple
campuses” that seems likely to grow.

More to come
The celebrations are already under-

way, but will really gain steam in the fall.
Prior to that, there is the Laurier Centen-
nial Conference (International Confer-
ence on Applied Mathematics, Modeling
& Computational Science), July 25-29. But

the action is
focused on
autumn events
like Homecom-
ing, expected to
attract more than
80,000 people,
when runs from
September 30
through October 2.
In addition to all the
usual Homecoming
hoopla, the 100th
anniversary edition

includes the 100 Alumni of Achievement
Dinner.
The last weekend in October features

both the Fall Convocation and a “Gala
Opera and Concert Weekend,” with con-
certs in Waterloo and in Brantford, fea-
turing the best musicians associated with
Laurier’s famed music program.
Dr. Blouw puts his academic vocabu-

lary aside for a moment to exult in the
fact that the celebrations “will bring an
awful lot of people together.” It’s amazing
what 100 years of vision and effort can
add up to.

Gold Hawks football fans and players – a true Purple and Gold Homecoming tradition. The 2011 Homecoming,
marking the school’s 100th anniviersary, is expected to draw more than 80,000 visitors.

The university will honour
“100 Alumni of Achievement,”
graduates who have gone to

“really exemplify what
Laurier is about.”
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GROWING INTELLIGENTLY

meetings and weighing the factual pros and cons of
ideas were valid. We must also acknowledge that the
instant you bought in to someone else’s idea, the mer-
its and brilliance of their arguments melted away and
the surety you felt in your gut was all that mattered.

You have lived with people your entire life. Is there
any doubt that people will attach irrational, emotionally-
based interpretations that seem to defy the logic of the
facts? Knowing this, how equipped are you and your
leaders to communicate and connect with the emotional
frequencies of employees, clients, regulators and suppli-
ers? Of course, your leaders can move a spreadsheet to
create results, but can they move people?

Queens MBA students are now investing time and

THE EMOTIONAL BUSINESS OF
MAKING MONEY
When it comes to human beings, emotions rule!

People buy emotionally first and logically second –
and business only happens when people buy. Since

the health of the balance sheet is just a symptom of
people’s decisions to buy from (and into) you and your
organization, it helps to be excellent at the items that

connect with human emotions. Funny thing about
humans – whether they are clients or employees, emo-
tions rule!

Many of us have invested fortunes in cultivating our
minds at one of our many fine local institutions of
higher learning and, as illogical as it may sound, most
of our decisions are cemented while in the throes of
emotional euphoria. Rest assured that your many
hours spent with data reports, in strategic planning

CARLY O’BRIEN is Principal &

Lead Achievement Advocate

of The Achievement Centre –

Excel, serving Kitchener-Wa-

terloo, Guelph, Cambridge

and beyond.

email: cobrien@

theachievementcentre.com

by CARLY O’BRIEN

Is there any doubt that people will attach irrational, emotionally-based
interpretations that seem to defy the logic of the facts?
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energy with Nicholas Boothman, best-
selling author of “Convince Them in 90
Seconds or Less,” during their program to
learn how to earn people’s emotional
attention. The reality is that fickle
humans will be hesitant to a) listen, b)
internalize and c) act quickly with deter-
mination if they can’t first say to them-
selves, ‘“I trust you, you make sense and
you move me to act”.
Whether it is a potential client commit-

ting to a large order or an employee
choosing whether or not to give you their
discretionary efforts it will be those who
trust you with their guts, understand you
with their minds and like you with their
emotions, who will act to create results
most quickly.
For example, the client who actually

enjoys speaking with you – not only
because they get something of value for
their business, but because the two of
you seemed it hit it off – likely sends
more of their business your way. Another
example would be the employees that
work for that other manager and seem to
generally have a good time and get their
work done. These people trust, like and
understand the people they are with – it’s
not magic but it is annoyingly important.
The fundamental question is, “Are you

charming or alarming?” When your pres-
ence graces someone else’s present, do
they tense up slightly and think a little
“uh oh“ in their head or do they instantly
sit back, smile and think, “ahhh, it’s you”?
Which initial reaction to your presence

is more conducive to a long standing
positive, results-based relationship?
Whether it’s a marriage, recreational
sports team or professional relation-

ship,there are small, simple things you
can do to earn “ahhhs“ vs. “uh ohs“.
1. Check yourself before you enter their
present or dial their number. What is
your frame of mind? Are you demon-
strating an attitude useful for getting a
positive reaction from another person
(unless you actually are Darth Vader,
fear and dread don’t really count).

2. Smile, make eye contact and keep your
body posture open and relaxed. Let
their subconscious know there is no
threat intended. Notice the term smile –
not grin like a maniacal, toothy villain,
or smirk like a 6th grader pulling a
practical joke. Once the other person
acknowledges your presence, move to
step 3.

3. Ask an interesting question that gets
them talking. “How has your morning
been?” “What has required the majority
of your time today?” The most interest-
ing thing to most humans is themselves
and their own experience – you can
respect this or fight it. Asking “How is
your afternoon looking?” assuming it is
still in the future, may earn you an “uh
oh” instead of an “ahhh” because it
sounds like you are fishing for some of
their time.

4. Bridge to the reason you came to talk
to them. Genuinely acknowledge and
interact with their answer to your ques-
tion. This may require a small
exchange of two or three sentences
back and forth, then let them know
“The reason I came to speak to you
is....”
By this time you have earned an

“ahhh” and the other person has likely
adequately disengaged to properly listen

and respond realistically. Depending on
your reason for speaking to them, the
response may not be a happy one. Realis-
tic is better in the long run.
Sure, this approach may be different

that your usual habit of looking at your
handheld, while throwing your voice over
– “Hey Jim, what’s going on with that
account?” If Jim and you are fast friends,
do what works, you’ve earned the short-
cuts. If not, the lack of eye contact, smile,
respect of the other person’s time and
concentration could end up costing you
time in the long run.
Imagine the missed opportunities to

earn an “ahhh” when the only introduc-
tion to you and your request is the ping
on the email or the buzz announcing that

your text has arrived – again, these are
shortcuts in human communication that
are best used after a long string of face to
face “ahhhs” have been earned. Every
relationship is vulnerable when each per-
son is reduced to a computer program,
only receiving bits and bytes.
The business of making money

requires the involvement of people. Are
you advanced enough to use both logic
and emotion to earn people’s trust and
movement? Are you missing opportuni-
ties because you insist that a logic-only
approach is good enough? Add it up. X

Of course, your leaders
can move a spreadsheet to
create results, but can they

move people?

NOW
IN

STOCK!!!

KX250

650 Ninja

ZX10R

ZX1000

2011

Models

1700 Vaquero

519-836-1957 • www.twowheelmotorsport.ca
5473 Hwy 6 North, RR#5, Guelph, ON*Now is the time to save big on

remaining 2009 / 2010 models.
Supply very limited.
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I save enough money so my spouse and I are not in the
poor house when we retire, right?
That is partially correct but by no means the total

objective of a personal financial plan. We do lots of
personal financial plans for our clients. The opening
part of every plan should define its objectives:
• Meeting lifestyle needs and expectations
• Protecting and growing family capital.
• Managing taxes effectively.
• Transferring wealth to the next generation.
• Guarding against the unexpected.
• Fulfilling social and philanthropic goals and commit-
ments.
It’s obvious that the above list goes well beyond

cash flow and net worth projections to show that you
can pay the bills – now and in the future. A good plan
also needs to have a strong personal ingredient tai-

lored to the specific objectives of the individuals. They
might be as follows:
• We want a financial plan that allows us to consciously
draw down our assets, because we expect to live full
and meaningful lives in our retirement.

• We want the financial element taken care of so we
can do other things.

• Our plan should provide a step by step route that we

You live in the home you always dreamed about. Thekids are moving along in school as planned. Each
year you ski at Whistler and enjoy cottage life in the
summer. Everything is pretty darned good. Life is busy
but there is just not enough time in the day to look at
family finances – tomorrow, maybe! Finally you pick

up the phone and make that dreaded call to get some
help in doing a personal financial plan. Isn’t everyone
supposed to have one?

What’s in a financial plan?
Personal financial plans are talked about a lot, but

seldom does anyone really say what should be in a
good plan. A financial plan – that’s about making sure

YOU OWE YOUR FAMILY A
PERSONAL FINANCIAL PLAN
Developing the right plan is a detailed but worthwhile project

EXECUTIVE FILE

ED ARBUCKLE CA, FCA, TEP, is
with Personal Wealth Strate-

gies – Fee based family

wealth planners, 205 - 30

Dupont St. E.,Waterloo, On-

tario Phone: 519-884-

7087; www.finplans.net

by ED ARBUCKLE

Personal financial plans are talked about a lot, but seldom does anyone really say
what should be in a good plan.
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feel confident in and will completely
buy into, so that when we execute it
and it will deliver financial independ-
ence when we retire.

• We want to minimize taxes and maxi-
mize our after-tax income.

• We want to guard against possible loss
of employment income.

• We want to mentor our children in han-
dling and respecting the financial
resources they receive, and be able to
pass our wealth to them effectively.
A good plan must meet the needs of

the individuals in a very personal way
and this requires a review of many docu-
ments – usually guided by the use of
comprehensive questionnaires that ask
probing questions about every aspect of
the individual’s financial DNA. Goals and
priorities must be defined. The plan
should identify strengths and weaknesses
of the current situation and identify spe-
cific recommendations for change. Finan-
cial plans themselves have both strengths
and weaknesses and trade-offs need to
be found between the wish list of person-
al goals and the ability to meet them.
Recommendations in the plan must meet
the comfort level of the individuals, or
they should be discarded and re-worked
until everyone is satisfied.

What does a financial plan do?
A financial plan in the end does many

things. It allows individuals to take more
control of their future. It sets realistic and
attainable goals. It reduces the impact of
negative events such as disability, death,
investment losses and other financial
threats. Finally, a good financial plan can
be adjusted for new goals as circum-
stances change, laws change and new
issues evolve. The plan is not just about
confirming the importance of staying the
course but it also must show new and
better options as assumptions are
altered.

Financial plans typically make projec-
tions of the financial future to the time of
death. Although plans project one’s entire
financial future, they are seldom reliable
beyond four or five years and need to be
reviewed and redone frequently. The
major defect of financial projections is
that they are generated by spreadsheets

and for the most part they are straight
line projections that cannot account for
financial tsunamis and day to day events
that take things off course. They are obvi-
ously useful documents but should be
read with a dose of common sense.

Projections are still nice to see
Naturally, a personal financial plan

must be backed up by detailed financial
analyses that support the conclusions.
Otherwise individuals don’t really under-
stand or see the tangible outcomes. The
following schedules should back up the
plan:
• Current balance sheet showing asset
ownership of each asset and classified
as personal assets, investment assets,
insurance and retirement assets.

• Analysis of current and projected return
on investment by asset class.

• Projected income from portfolio and
retirement capital.

• A calculation of personal income taxes,
marginal tax rates and average tax
rates that drive the projections.

• A detailed analysis of today’s cost of liv-
ing and projected cost of living based
on assumptions on inflation and
changes in spending patterns.

• A schedule of future RRSP and pension
payments.

• A projected schedule of net worth con-
firming adequacy of capital.
Most people view projections of net

worth, income and expenses as the
essence of a financial plan. While they
are interesting and need to be under-
stood, they are only part of the plan as
discussed earlier.

Getting more specific
A good financial plan should look at

each aspect of financial planning and
deal with each one in detail in the report:
Lifestyle issues and philanthropy; Invest-
ment and retirement funds; Tax planning
and minimization; Personal risk manage-
ment; Retirement planning; Financial
independence; Estate planning and
wealth continuity.

In each of these areas, the financial
plan should review the individual’s wish-
es, the changes (if any) that need to be
made and the related strategic recom-
mendations to accomplish all of this. For
example, in the Lifestyle Issues and Phi-
lanthropy area, an individual may have
the following specific objectives:
• Remain in the same house but down-
size at retirement.

• Mentor children in financial responsi-
bility.

• Have funds to make sure children can
attend university.

• Devote modest amount to philanthropy.
The financial plan should discuss all of

the objectives in a personal way. How
can the individuals attain their desired
goals? What must they change? What are
the threats and challenges – and so on.

As you can imagine, any plan will con-
tain many conclusions and recommenda-
tions scattered throughout the report
from beginning to end. It is beneficial if
all of these recommendations are laid out
in point form in a Summary section
which will act as a master checklist. The
individuals can then drill down and set
out to implement the plan one issue at a
time. One by one, they can tick off each
item as it is completed and move on to
the next one.

Personal financial plans need to be
holistic

Financial plans can look like legal docu-
ments prepared by accountants and
lawyers for accountants and lawyers. They
need to have some empathy, personal
thought and be understandable so they
meet the users needs in a holistic way so
something gets done. Not an easy task!

EXECUTIVE FILE

The financial plan should
discuss all of the objectives in

a personal way.

X

J U N E 2 0 1 1 | 31

Exch-june11_pgs28-40:Exchange  5/2/11  11:56 AM  Page 31



for the work that needs to be done, and there is an
easy outline to follow:
• Get the team involved.
• Set standards.
• Measure the actual vs. the ideal.
• Develop a supporting plan to fill the in the gaps.

In many organizations there is confusion about
processes and procedures. While some supervisors
approach situations one way, others may use an
entirely different approach. And no one knows that
this is the case! These situations lead to a lack of clari-

We want to improve employee performance, but
how? We know that we could be doing a better job

– we think.
One of the challenges organizations are faced with

today is implementing a Performance Measurement
System. This is simply standardizing the best practices,

ensuring that team members follow through and are
supported where needed. The goal is to set the team
up for success.

The problem that most teams face is, often team
leaders lack the tools to set standards and measures

GETTING “BUY-IN”
Powerful, engaged teams are crucial to performance management

PERFORMANCE MANAGEMENT

GREG VINER runs the ELDC

Group, helping people

achieve superior results by

developing unconventional

but practical solutions to

complex problems. Email

greg-viner@eldc.ca; visit the

ELDC Group on Facebook.

by GREG VINER

When employees lack honesty, trust and mutual respect for management
and for each other, suspicion and fear arises.

Since 1951, Schiedel Construction
Incorporated has provided Design
and Construction for Industrial, Com-
mercial, and Institutional
buildings. It is our continued
commitment to work persistently
and diligently to provide the
highest degree of professional
construction services possible. You
can count on Schiedel Construction
for Quality, Value and Performance
on your project.

COMMITMENT

405 Queen Street West
Cambridge, Ontario N3C 1G6
(519) 658-9317
www.schiedelconst.com
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ty and accountability within the team. In
some cases, managers feel they need to
take-charge so that work is done. While
there is no problem with the idea of get-
ting the job done, a top-down approach
often leads to micro-managing and a cul-
ture of workers who at best are reactive
rather than proactive, and at worst are
fearful and disengaged.

Even if you are generally satisfied with
your team, outcomes can usually improve
when tasks are measured; however, this
can be disastrous if introduced incorrect-
ly. New ideas are challenging enough
without being resisted. When employees
lack honesty, trust and mutual respect for
management and for each other, suspi-
cion and fear arises. New ideas will fail
regardless of how great they are. Buy-In
is more than popular management termi-
nology. It is a crucial component to per-
formance improvement. The best way to
ensure buy in is to include everyone in
the process.

If they help plan the battle, they won’t
battle the plan!

Teamwork and a culture of honesty,
trust and mutual respect is essential. The
first step toward performance improve-
ment is an overview with team members

of how effective communication helps to
maximize profit. This ensures ‘buy in’
from team members. This part of the

process is essential – skipping past it will
greatly diminish the probability of having
a successful project.

Next, workers are interviewed so that
they can explain their key responsibilities,
the skills and knowledge required. Meas-
ures and resources are also considered.
This process quickly identifies the gaps
that exist between management and
staff. Management then consults and pro-
vides feedback. Opportunities and chal-
lenges are dealt with. The process is a
collaborative one and is not complete
until management is satisfied with the
final documentation.

When the team is engaged in the
process of establishing best practices, not
only will they support the mandates but
they will also provide greater insights and
greater ideas than management alone
ever could. Management benefits by
accessing the best ideas available as well
as achieving ‘buy in’ from workers of

both established and new initiatives. The
Key Responsibilities can be updated and
consulted regularly as required.

At the end of the process, the team has
an extremely clear understanding of what
is expected and how to perform their jobs
to the optimum standards. This process
will help to increase the proficiency of the
newer employees as well as reinvigorate
the motivation of the veterans. A synergy
of teamwork will result.

Using a team effort to develop a Per-
formance Management System is more
than a nice concept. It will positively
affect results immediately. When inter-
departmental agendas are clearly under-
stood, workers are more motivated to
contribute. The phrase ‘not my job’ is all
but eliminated. When everyone feels that
they are good at their job, no one will
allow a team member to under-perform
and get away with it. Ninety per cent of
problems are resolved at a peer to peer
level, freeing up management for coach-
ing for success rather than policing for
failure.

PERFORMANCE MANAGEMENT

If they help plan the battle, they won’t battle the plan!

X
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A Family Business for over 58 Years

You listened to us, anticipated our needs, 
and made helpful suggestions. �is was a 
great experience with a tremendous result!

Turning Your Home’s Potential Into Stunning Results!

Additions  Family Rooms  Kitchens  Bathrooms  Exteriors  Living Spaces

.pioneercraftsmen.com      519.743.4461     1510 Victoria St. N, Kitchenerwww en.com      519.743.4461     1510 Victoria St. N, Kitchener61     1510 Victoria St. N, Kitchener BBB
®N, Kitchener

Exch-june11_pgs28-40:Exchange  5/2/11  11:56 AM  Page 33



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

WATERCOOLER

The UPS Store  is

55 Northfield Dr. E. , Waterloo (Beside Tim Horton’s)
T: 519.884.4012    F: 519.884.9052

www.theupsstore.ca/195    store195@theupsstore.ca

your one-stop shop!

®

• Digital Printing / Copying Services

• Document Finishing

• Worldwide Couriers

• Mailbox Rentals

• Packaging Services

• Passport Photos and so much more!

SShhooww yyoouurr CCAAAA CCaarrdd ffoorr ddiissccoouunnttss!!

A 23-YEAR-OLD FORMER University of
Waterloo student, high tech entre-
preneur Ted Livingston, has donat-
ed $1-million to support UW’s stu-
dents’ business startup ambitions.
The donation will be used to help
fund VeloCity, the unique resi-
dence-based program for student
entrepreneurs.

Livingston’s support of VeloCity
has inspired the university to estab-
lish a $1-million seed fund for stu-

dent startups. Over the next several years the fund will provide at least 30 student ven-
tures with $25,000, four months of office space, incorporation services and mentoring.
In addition, 75 student startups will receive $500 prizes as part of the first stage of the
screening process.

“This is truly a wonderful development for our students who dream of launching their
own successful startup,” said Feridun Hamdullahpur, president of the University of
Waterloo. “Ted exemplifies the entrepreneurial spirit that so often defines Waterloo and
the need to give back that we seek to encourage in all our students.”

Both VeloCity and the amount of the $25,000 investments have special significance to
Livingston, the founder and CEO of Waterloo-based Kik Interactive Inc. Livingston,
who studied mechatronics engineering at Waterloo between 2005 and 2009, founded
Kik (then called Unsynced) while in the VeloCity residence in the winter term of 2009.

The $25,000 awards exactly match the amount of money left to Livingston by his
grandfather – money that kept Kik afloat and fuelled the company’s development in its
earliest days.

Livingston’s donation was made possible by the sale of some of his personal Kik
shares in a recently completed $8-million round of venture capital (VC) funding. The
shares, valued at $1 million, were sold to one of three VC investors to prevent further
dilution of other Kik employees’ shares.

“With few responsibilities and surrounded by other talented minds, UW students are
uniquely positioned to start world-changing companies,” Livingston said. “Unfortunate-
ly, few investors are willing to bet on young entrepreneurs, especially in Canada, so get-
ting the start-up funds they need is a huge challenge. This fund is a step towards chang-
ing that.”

OPENTEXT has been ranked Canada’s top software company for the third consecutive year
by the Branham Group, a Canadian industry analyst and strategic consulting firm serv-
ing the global information technology marketplace.

“OpenText is really a homegrown Canadian success story, given that the company
evolved from an ambitious project at the University of Waterloo initiated 20 years
ago,” said John Shackleton, Chief Executive Officer at OpenText. OpenText’s growth is

reflected in the expansion of its head-
quarters location in Waterloo which
when completed this summer more than
doubles the capacity at the facility. The
company now operates in 114 countries
serving millions of software users, part-
nering with companies like Microsoft,
SAP and Oracle.

FOR THE SECOND consecutive year, Luther-
wood has been identified as one of
Canada’s Best Workplaces by the Great
Place to Work Institute of Canada.
The results identify Lutherwood as one of
the top 10 best workplaces for women
and 13th overall in best workplaces
across Canada.

“One of the most enjoyable experi-
ences for me is to see our team recog-
nized and rewarded for their hard work,”
said Lutherwood CEO, Dr. John Colan-
geli. “Every day, our employees strength-
en the lives of people living in our com-
munity. This can be very demanding but
is also rewarding and fulfilling. To sup-
port our employees, we are committed to
building a culture where we engage not
just their minds and hands, but their

Ted Livingston, standing, second from left, with his Kik Interactive Inc.
colleagues.

Dr. John Colangeli, CEO Lutherwood

Growing
or

Dying?
Call 519.502.5021 today
for a FREE Consultation
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hearts too. We create an environment
where employees have a healthy work-
life balance, are encouraged to strive for
personal excellence, and in the end,
where they want to come to work. It is
this culture, created by our caring
employees, that made Lutherwood one of
Canada’s top workplaces for a second
consecutive year.”

Lutherwood is a not-for-profit organi-
zation that provides a wide range of chil-
dren’s mental health, employment, hous-
ing and family counselling services.

ENERMODAL ENGINEERING was named one of the
Top 10 Best Workplaces in Canada, as the
Great Place to Work Institute recog-
nized the 100 best places to work from
across the country. Of the seven consult-
ing engineering firms on this annual list,
Enermodal was the only firm to place in
the Top 10. Enermodal was also the only
Waterloo Region firm in the Top 10.

The evaluation of Enermodal’s corpo-
rate culture and policies identified several

strengths, including Enermodal’s LEED
Platinum offices in Kitchener, Calgary,
and Toronto which provide superior
indoor air quality and daylighting; and a
Kitchener headquarters that is most ener-
gy-efficient office in Canada and includes
employee garden plots.

“As a company that bases its competi-
tive advantage on innovation and expert-
ise, attracting and retaining Canada’s best
consulting engineers and sustainability
experts is one of our top priorities,” says
Stephen Carpenter, president of Ener-
modal Engineering.

THE UNIVERSITY OF WATERLOO has been selected as
the natural home of a comprehensive
index that measures the wellbeing of
Canadians. The Honourable Roy J.
Romanow joined campus leaders to offi-
cially launch the Canadian Index of
Wellbeing Network at UW.

“Most Canadians realize that our well-
being cannot be measured by just narrow
economic measures like the GDP,” said
Romanow, chair of the network’s adviso-
ry board and former Commissioner on
the Future of Health Care in Canada. “The
Canadian Index of Wellbeing is a single,
national instrument for tracking and
reporting on our overall wellbeing, on the
things that matter to Canadians. The
Index provides a snapshot of our coun-
try’s progress - or lack of it.”

The CIW offers unique insights into the
quality of life of Canadians – overall, and
in specific areas such as health, standard
of living, environment, education, time
use, community vitality, democratic
engagement, and the state of leisure and
culture.

Its development is led by the Canadian

Index of Wellbeing Network, an inde-
pendent, non-partisan group of national
and international leaders, researchers,
organizations and grass roots Canadians
committed to improving and protecting
quality of life across the country.

“Waterloo’s faculty of applied health
sciences has been an international leader
for over 40 years in research related to
promoting health and optimizing quality
of life,” said Romanow. “They have a
proven track record in delivering and
translating research to drive behaviour
and policy change. It was a natural fit.”

ROBERTSON SIMMONS ARCHITECTS INC. is partnering
with commercial real estate developer
The Cora Group in the achievement of
LEED Gold New Construction Certifica-
tion for the innoTECH building, making
this project the first multi-tenant building
within Waterloo Region to achieve the
LEED Gold NC status. The innoTECH

Allow My 20+ Years
Experience, In The

KW-Surrounding Area
Serve You Well

Denise Bernier
SALES REPRESENTATIVE

519.588.5195
DIRECT LINE

“OPENING THE DOOR TO THE FUTURE”

All evaluations confidential and free

Twin City Realty Inc., Brokerage
519.579.4110

2005 2010

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
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Call 519.502.5021 today
for a FREE Consultation

 

Stephen Carpenter, President, Enermodal Engineering
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We take the junk, you get back to business
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PROFESSIONAL MANAGEMENT
SPECIALIZING IN:

MULTI-RESIDENTIAL

COMMERCIAL

INDUSTRIAL

PROJECT MANAGEMENT

LOCALLY BASED - ON CALL 24 HRS.

Website: www.orbis.ca

DIVISION OF I-A-C INC.

building, located in Waterloo’s David
Johnston Research + Technology
Park was commissioned by The Cora
Group and designed by RSai. Other proj-
ect team members included Enermodal
Engineering Ltd., MTE Consultants
Inc., Roth and Associates, Schorn
Consultants Inc., MNE Engineering
Inc., Rombald Inc., and Ball Con-
struction Inc.
“We are incredibly proud to achieve

LEED Gold NC ‘first’ status for the
innoTECH building within Waterloo
Region. This was a particularly challeng-
ing certification to attain, as the multi-
tenant nature of the project required not
only the commitment of building owner,
but all tenants as well, who must partici-
pate in ‘fitting out’ and maintaining inter-
nal spaces to LEED Gold standard. This
project is a clear demonstration that our
Waterloo technology community is
deeply committed to environmentally
sustainable building design,” says Laird
A. Robertson, partner.

DURING NATIONAL CO-OP WEEK, Conestoga Col-
lege recognized the recipients of its Co-
op Student of the Year and Co-op
Employer of the Year awards at a special
reception at the Doon campus.

Sergio Batir of Kitchener, Erin
Brown of Port Colborne and Shuchi
Pandit of Guelph were named as Co-op
Students of the Year. Graham Construc-
tion and Engineering Inc., a Missis-
sauga-based company, was named Co-op
Employer of the Year.

COMMUNITECH’S VENTURE SERVICES program is
expanding to support the burgeoning

number of startup companies relying on
Communitech for commercialization
expertise, with more new companies
“walking through the doors” every week,
Communitech CEO Iain Klugman says.
The program provides expertise and
resources to startup companies, engaging
executive-level talent from the Region.
Communitech continually seeds its

Executives-in-Residence team with high-
level executives. The Venture Services
team at Communitech currently includes
Executives-in-Residence Lillian Bass,
Marc Castel, Cameron Hay, Chris
Howlett, Dave Litwiller and Brett
Shellhammer.

DESIRE2LEARN INCORPORATED HAS ACQUIRED Captual
Technologies Inc., makers of ePres-
ence. ePresence becomes Desire2Learn’s
sixth standalone product platform, and be
known as Desire2Learn Capture.

THE KW AWESOME FOUNDATION has officially
launched. The KW Awesome Foundation
will give away $1,000 grants to anyone in
the community with an awesome idea for
a project or event needing money to get it
off the ground. The Foundation consists
of a board of 12 trustees and two non-
voting administrators.
Every other month, the board will hear

pitches from community members who
have ideas on how they can improve
Waterloo Region with an awesome idea.
No lengthy deliberations. No business
plans or spreadsheets. Non-profit or char-
itable status not necessary. The board
will simply hand $1000 cash to the cho-
sen applicant, empowering them to bring
their vision to life. KWAF is looking for-

ward to funding projects that will con-
tribute positively to the Waterloo Region
and that likely would not happen without
a jumpstart.

THE REGION OF WATERLOO has been named one of
Canada’s Greenest Employers for
2011 by Mediacorp Canada Inc. as part
of their annual Canada’s Top 100 Employ-
ers project.

BEARSKIN AIRLINES began flying a daily service
between Waterloo Region and Montreal’s
Trudeau International Airport in May. The
service will provide five flights each way
every business day, three non-stop and
two one-stop via Ottawa, with a reduced
weekend service.

DR. DAVID EDWARDS is appointed Professor
and Hallman Director of the School
of Pharmacy at the University of Water-
loo. Dr. Edwards is currently Chair of the
Department of Pharmacy Practice at
Wayne State University in Detroit,
although he maintains Canadian citizen-
ship and lives in LaSalle, Ontario.

A TEAM OF MBA STUDENTS from Wilfrid Laurier
University took home $20,000 after win-
ning the Aspen Institute’s 2011 Busi-
ness & Society International MBA Case
Competition for an innovative study that
incorporated corporate profitability, as
well as environmental, social and ethical
issues. The Laurier team of Priyanka
Sundaram, James Munro, Robert Col-
orafi and Adam Melnik was awarded
top prize.

Thinking of renovating?
Come see us first! We have

the Pros you need.

Visit our showroom at
1408 Victoria St N, Unit 16

Kitchener, ON I 519.585.1515

www.renovateyourplace.ca
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MAKING A DIFFERENCE

Ideally, Abernethy would like to com-
plete one piece of public art annually. Life
isn’t so neat and tidy, though – she has
been commissioned to do a sculpture of
Prime minister, Sir John A. MacDonald,
but that’s slated for 2012, and it’s not yet
time to do the physical work. Those
scheduling gaps are when she has time to
produce her smaller, unique creations.

Her gallery and show work is quite dif-

ferent from the public art. Abernethy con-
tinues to produce pieces for her “Canadi-
ana collection”. These works combine her
interests in heritage and in making objects
with our hands – a pursuit she fears is
being “lost to today’s kids”, to society’s
peril — with reflections on current societal
debates. In the end, of course, you are
much better off to see the pieces – this is
visual stuff, ideas in three dimensions.
And everything she does is intended, says
the artist, “to provoke dialogue.”

Average artist’s income: $8,000
Like most living artists, Abernethy is

not getting rich. “The average artist in
Canada makes less than $8,000 a year. I
do better than that,” she says. But she
adds, “not by much.”

It can change dramatically, year by
year – in 2006, for example, she sold five
pieces to the Royal Ontario Museum.
While her work can be purchased in sev-
eral galleries in Ontario – including Paula
Diamond White, in Waterloo – she
believes relationships with marketers
need to be approached cautiously.

And she also notes that her other roles
in life – as wife to Mark Smythe, and
mother to two teenage boys – take a lot
of her time. She works “full time” – but is
also anticipating the emancipation that
will come when her sons head off to uni-
versity in the next few years.

Implications of uniqueness
Abernethy is intensely thoughtful

about her work. She notes the irony that,
while artists are generally working near
or below the poverty level, individual
pieces of art are often seen as expensive.
“Contemporary artworks,” she says, “are
custom pieces. Though some of them can
be reproduced, this is an applicable and
honest term, and one that may help view-
ers to understand the pricing of the origi-
nal work.”

She maintains an intriguing balance
between the personal nature of art appre-
ciation, and the public realities; she
seems to long to explain what may be
inexplicable.

For example, the sheer uniqueness of a
work of art presents very real financial
implications. She commented on the
unusual gap between creating a piece of
art and realizing return on that piece. She
says, “Despite considerable thought, I’ve
not found another business model that
must endure the ‘lag time’ between the

incurring of the cost of creation and the
financial return through a sale of the
work. It could be years, even decades,
before the right buyer or perfect exhibi-
tion context appears – and other busi-
ness would never retain product in the

way artists must. Sometimes it is due to
appreciation; the ‘legacy factor’ where an
artwork gains cachet simply as a prece-
dent for other greater works over a long
career.”

Soon after the interview which led to
this article, Abernethy wrote a lengthy
email, expanding on her comments about
art in the real world: “Hand-in-glove with
my comment that art is never at its best
when it becomes ‘market savvy’, I believe
it is an artist’s task and tendency to watch
and respond to the world around them;
hence, they are responding to what they
see, quite probably, in advance of it being
noticed by others. Therein lies some of
the ‘Oh, but of course!’ recognition that
can occurs in an encounter with artwork,
as though it summarizes a personal expe-
rience not yet put into language.”

“Oh, but of course!” Most of us know
that moment, arising from an experience
of art. It happens, too, in an experience
with an artist named Ruth Abernethy –
you come away feeling enlightened ...
which can verge into feeling dazzled.
Understanding, seasoned with wonder –
perhaps one perfect recipe for art. X

continued from page 38

Everything she does is
intended, says the artist, “to

provoke dialogue

Ruth Abernethy with her sculpture of Oscar Peterson.
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MAKING A DIFFERENCE

Ruth Abernethy makes a difference, one piece at a
time. And for this talented Waterloo Region resi-

dent, her career is as much a unique creation as the
three-dimensional art she produces in her studio.

Sculpture is a second career for Abernethy, but it
grew directly from her first career, as props maker for
some of the best-known theatre companies in Canada,
including the Stratford Festival.

Now, Abernethy is putting this region on the map as
a source of important public art. More specifically,
she’s putting us on prominent street corners and in
public squares, with life-size bronze sculptures of
Canadian luminaries such as jazz pianist Oscar Peter-
son and classical music phenom Glenn Gould.

These very public works of art are only part of Aber-
nethy’s work – she also produces an intriguing and
diverse collection of smaller pieces, sold through gal-
leries and shows. And she carries out private commis-
sions across North America.

by PAUL KNOWLES

continued on page 37

Her media include bronze, steel and wood, but all
works have one element in common – the intense,
concentrated thought that Abernethy puts into every-
thing she creates. Her work is art with meaning... even
if it it sometimes left to the viewer to work out what
that meaning is.

A conversation with Abernethy is packed with bits
of philosophy, excursions into music, ruminations on
family life, and concepts of the place of the artist in our
world.

“Always been a sculptor”
In some ways, she insists, “I’ve always been a

sculptor. I’ve always been very spatial... knowing what
things look like in three dimensions.”

Her talents landed her a job with the Kawartha
Summer Theatre. That launched her career, as Aber-
nethy built props for theatres and ballet companies in
New Brunswick, Toronto, Winnipeg, Victoria,
Louisville, and eventually, Stratford.

Her first major public work grew directly from her
work at Stratford. When the Festival’s decision-makers
opted to mark an expansion of the Festival Theatre
with a major sculpture, Abernethy was the natural
choice – she was especially known for her figurative
work for classical theatre. However, theatre props are
not intended for longevity; she was now about to
move into producing bronze works intended to be per-
manent. She embraced the opportunity; working with
designer Douglas Paraschuk, Abernethy produced the
entrancing tableaux that anchors the sculpture garden
– two workmen raising the original Stratford tent,
watched by a little girl.

Off the stage and into the studio
That was completed in 1996, Abernethy’s last full

season at Stratford. She readily admits that this was an
unprecedented first commission for an artist, and she
was suddenly in demand for public and private com-
missions.

However, “suddenly” is a relative term, when it
comes to public art and private commissions. It’s not
unusual for Abernethy to invest many hours in propos-

als for projects that eventually founder because of lack
of funds. And the time period between commissioning
and unveiling can be lengthy.

Abernethy is clearly proud of the work she has
done. The best known are probably the full-size Glenn
Gould that sits in front of the Glenn Gould Studio at
the CBC headquarters in Toronto, and the great sculp-
ture of Oscar Peterson at his piano, unveiled last year.

Those are highlights of a long list. She has produced
sculpture portraits of Colonel John Butler, equestrian
Ian Millar, actor/director Al Waxman, golfer Arnold
Palmer, and others. Abernethy’s public work can be
seen locally – William Lyon MacKenzie King, at Kitchen-
er Collegiate Institute, and “Leap of Faith”, at the Oasis
in the Centre on Bleams Road in Wilmot township.

Abernethy produced the entrancing tableaux that anchors the sculpture garden –
two workmen raising the original Stratford tent, watched by a little girl.
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ONE PIECE AT A TIME
Ruth Abernethy is creating an artistic image for this region
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2011 Lexus ES 350 BK1EGTA suffix - $44,130.40. Price includes freight/PDIOMVIC fee $1,950.00, tire stewardship fee $30.40. Licensing and all taxes are extra. 2011 Lexus IS 250 BF5C2MA suffix - $34,880.40. Price includes freight/PDIOMVIC fee $1,950.00,
tire stewardship fee $30,40. Licensing and all taxes are extra. 2011 Lexus RX 350 BK1BATA suffix - $49,030.40. Price includes freight/PDIOMVIC fee $1,950.00, tire stewardship fee $30,40. Licensing and all taxes are extra. Dealer may sell for less.

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