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by PAUL KNOWLES There’s an often-cited quote that goes: “The first gen-
eration builds, the second enjoys and the third

destroys.”
There’s another aphorism that says “All generaliza-

tions are untrue, including this one.”
It’s risky to assume that the three-generation maxim

is always true, but one does not have to look very far to
find that it is often accurate. In the early 1990s, I

chaired a campaign to restore Castle Kilbride, the
National Historic Site in Baden. Kilbride was built by
James Livingston, a visionary Scot who came to Cana-
da and created a thriving business, a political career,
and a unique home.

The business and home were inherited by his son; it
grew no more. The third generation put the remnants
up for sale.

Was this purely because subsequent generations
could not follow in James Livingston’s very large foot-
steps? Not necessarily. The business was linked to the
production of linen and linseed oil... and neither prod-
uct proved to have a viable future. On the other hand,
could astute business minds have redirected the avail-
able resources to retool the business? We will never
know.

This story illustrates the dilemma faced by family
businesses. Family businesses have unique strengths,

EDITOR’S NOTE

and we have highlighted them in this issue, especially
in the feature article based on interviews with half a
dozen experts.

But they also have unique weaknesses, and almost
everyone agreed on pitfall number one: succession
planning.

Without proper succession planning – including
accurate and objective analysis of the players involved
– family businesses are almost always doomed, either
to failure or to a much lower level of success.

This edition of Exchange includes examples of both
success and failure, and should prove a handy guide to
the potential disasters awaiting family businesses that
do not prepare for succession, and for other less than
positive scenarios – health issues, divorce, antagonism
between siblings. These are not topics we like to con-
sider, but they are the very issues that undermine fam-
ily businesses that otherwise would have every chance
of success.

We’re fortunate, in this region, to have the Centre
for Family Business as a leading-edge resource to
assist family businesses. We’ve written about this
organization, in the Making a Difference feature, and
we have also called on their expertise, asking Execu-
tive Director Dave Schnarr to write two articles for us.

But we have reached well beyond the CFFB to offer
seasoned advice from a wide spectrum of expertise.
We’ve also asked three of our regular columnists to
focus on our theme, and you’ll be interested in the
thoughts of Dennis Grimm, Rosemary Smith and cer-
tainly business and the law writer Melanie Reist, who
gets down and dirty with the dangers when the future
is not well thought through.

We believe this issue will be of significant help to all
businesses with a family flavour. Maybe you’ll be
inspired to take steps that will launch you successfully
into the fourth and fifth generation. X

It’s risky to assume that the three-generation maxim is always true, but one does not
have to look very far to find that it is often accurate.
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After five years operating as the flag-
ship car wash facility in the area

(Exchange, July-August, 2006) Suds
Express Cambridge has recently un-
dergone a business modeled recy-
cling, environmental retrofit. The
upgrade will save 30 million litres of
water per year.
The $850,000 dollar add-on, which
includes a 75, 000 litre tank buried in
the ground under a new self serve
cleaning centre, will reclaim water
used in the company’s car wash tun-
nel. The installation is estimated to
save the company about $85,000 an-
nually with current water rates.
“As much as this is a good thing en-

vironmentally, it’s also cost cutting, big
time.Water is getting very expensive in
this community,” says Suds Express
CEO, Peter Walsh. Walsh, by applying
practical business acumen, is "quite
happily plowing money back into" the
car care centre.
Walsh has identified a growing trend
inWaterloo Region and has taken it to
application without any incentive from
the Province or municipality. "It’s not
as much about using the water; one
of the big expenses of water is the
treatment plants. That’s the problem,
it’s that this community keeps grow-
ing, and water use keeps growing,”
says Walsh. “You have to treat all that

Suds Express Does Enviro-retrofit

UW HONOURS GOVERNOR GENERAL

The University of Waterloo has honoured its fifth university president and
Canada’s 28th Governor General, the Right Honourable David Johnston, by of-

ficially renaming its highly successful research and technology park the David
Johnston Research + Technology Park. The unveiling was attended by about 200
people, including David and Sharon Johnston, along with Feridun Hamdullahpur,
who succeeded Johnston as president of the University of Waterloo, Ken Seiling,
chair of Waterloo Region and Terry Stepien, president of Sybase iAnywhere, a
global software company based at the R+T Park.

Johnston, who ranks among the most respected and admired educators and
public servants in Canada, played a leading role in establishing the R+T Park, a
$214-million collaborative project involving the Government of Canada, the
Province of Ontario, the Region of Waterloo, the City of Waterloo, Communitech
and Canada’s Technology Triangle.
“His Excellency possesses a unique ability to bring people and organizations to-
gether,” said Hamdullahpur. “The research and technology park will have a last-
ing impact on the university and the Waterloo Region community.”
Designed as a centre for Canada’s top technology talent, the R+T Park will ac-
commodate 1.6 million square feet of office space in 14 buildings on 120-acres.
When completed, the park will house 9,000 knowledge workers. One key feature
of the R+T Park is the Accelerator Centre, world-renowned for cultivating techno-
logical entrepreneurship. “Home to more than 25 technology start-up compa-
nies, the Accelerator Centre is focused on hastening the growth and success of
fledgling start-ups from a broad cross section of technology sectors and helping
them get their products market ready,” Seiling.
Next on the horizon is the development of the Phase II lands for the R+T Park,
which will add another 68 acres.The area is bordered by Bearinger Road and the
environmental reserve near Westmount Road. Sybase was the first company to
have a building in the park. In 1995, Sybase acquired Watcom, the University of
Waterloo’s first major spinoff company.

water, the less you use the less you
have to treat, that’s a large part of it.”
Walsh is crystal clear about the ben-
efits to his bottom line; he’s also act-
ing as a responsible environmental
steward. “We don’t need drinking
water here. SinceWalkerton, the stan-
dards have just gone through the roof,
the cost to generate drinking water has
increased substantially. Ultimately the
customer has got to pay for it. This will
eliminate that need.”

Walsh concludes, “this will be the
norm of the future.” In addition to the
retrofit, Walsh’s son Shawn, an-
nounced the planned ground-breaking
for a Waterloo Suds Express next
spring, with opening soon after. The
new Flagship Suds Express will be lo-
cated on three acre site, situated on
the old White Rose location on Weber
St. Waterloo, which the Walsh family
company purchased in November of
2010.

George Walsh, Shawn Walsh, Dianne Hinds & Peter Walsh at the Suds Express retrofit site.

© 2010 Bombardier Recreational Products Inc. (BRP). All rights reserved. ®, ™ and the BRP logo are trademarks of BRP or its affiliates. Products are distributed in the U.S.A. by BRP US Inc. Always ride responsibly and safely and observe applicable laws. Remember that riding and alcohol/drugs don’t mix.

SPYDER RT & RS

Central Ontario’s Largest Powersport Dealer
Call for a brochure or to arrange a demo ride.

5473 HIGHWAY 6, NORTH OF GUELPH
1-800-700-6856 I 519-836-1957

Shown at the official naming of the David Johnston Research & Technology Park are, from left,
Carol Stewart, Manager of Business Development, UW R+T Park, Terry Stepien, Sybase iAnywhere,
Sharon Johnston, Governor General David Johnston, UW President Feridun Hamdullahpur, and
Regional Chair Ken Seiling.
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The Fairway Group, a division of Metroland Media Group Ltd., has launched a
new Kitchener community newspaper, the Kitchener Post. First issue of the Post

was published June 17.According to Fairway Group Publisher Peter Winkler, “The
Post will be delivered to 60,000 Kitchener homes every Friday and will serve as
a new voice for the citizens of this dynamic, growing city.”
Metroland is owned by Torstar, the media company that also owns The Record,

the daily newspaper in Waterloo Region.Winkler told Exchange that “The Record
was well aware of what we are doing” during the planning stages, but he also ac-
knowledged that some Record advertisers could switch to the Post.
The new publication will add 10 staff members to the Fairway Group roster – Fair-

way also publishes newspapers in Waterloo, Cambridge, Guelph, and New Ham-
burg. Bob Vrbanic, who has been Managing Editor of the Waterloo Chronicle, will
now hold that position for both Kitchener and Waterloo newspapers.
Winkler told Exchange that the Post will be zoned, so advertisers can target their

advertising to one of two city zones, if they choose.
The Fairway Group launched an unsuccessful Kitchener community newspaper

in the 1990s, butWinkler, who was with the company at that time as well, believes
the circumstances have changed. “We have different ownership,” he said.
“Metroland is a community newspaper company.There are different agendas.And
we think there is more of an appetite” among advertisers and readers, readers who
want “their voice,” and advertisers “interested in targetting Kitchener.”
He told Exchange that the publication’s primary sales focus will be “new adver-

tisers,” but he acknowledged the reality of “competition... there will be some busi-
ness migrate from some media,” including print publications such as “Smart
Shopper and perhaps the Record.”

METROLAND LAUNCHES
KITCHENER WEEKLY
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CFFB 2011 AWARDS
BUSINESS MONITOR

Riverside Brass & Aluminum Foundry (45 years): from left, David Seyler,
Susan Seyler, Dan Flanagan, Erma Steinmann and Ervin Steinmann.

Brian Kurtz Trucking (30 years): from left,
Brian and Judy Kurtz, Scott Wagler.

Schiedel Construction (60 years): from left, Eric Freeman, Cheryl White,
Dan Flanagan (CFFB President), Fred Schiedel and Allen Schiedel.

D & E Carnahan Management (60 years): from left, Jay Carnahan, Car-
olyn Carnahan, Scott Wagler (CFFB President Elect), Shawn Carnahan
and David Carnahan.

Caudle’s Catch (25 years): Ron Caudle,
Monica Caudle, Scott Wagler, Sylvia Caudle.DriverCheck Inc. (15 years) Connor Page, Dan

Flanagan, Maggie Dunnett

Amkad Metal Components (15 years): Dave
Wagler, Scott Wagler (CFFB) and Alisa Wagler.

Frey’s Hatchery (65 years): Sheryl Frey, Scott
Wagler and Aden Frey.

Read Candy & Nut (40 years): from left, Carrie Drew-Smith, Kathy
Drew-Smith, Scott Wagler, Tom Drew-Smith and Ted Drew-Smith.

Country Lane Builders (30 years): Tim Martin,
Dan Flanagan.

Erb & Good Funeral Home (65 years): from left, Mark Erb, Jim Erb, Dan
Flanagan and Rob Wintonyk.

The Centre for Family Business hon-
oured many local companies for

their longevity and success, and the
annual CFFB Gala. Companies are
presented with “milestone” awards,
which this year acknowledged mile-
stones ranging from 10 to 85 years.
Included in the honourees were:

Baker Investment Group - 10 years;
DriverCheck Inc. - 15 years; Amkad
Metal Components - 15 years; After-
glow Ltd. - 20 years; Armstrong &
Quaile - 20 years; Caudle’s Catch
Seafood - 25 years; Country Lane
Builders - 30 years; Brian Kurtz Truck-
ing - 30 years; Comtran - 30 years;
Gopal Investments - 35 years; World
Gym (formerly Popeye's Gym) - 35
years; Reid Candy & Nut - 40 years;
Riverside Brass &Aluminum Foundry -
45 years; Spaenaur - 55 years; D & E
Carnahan Management - 60 years;
Schiedel Construction - 60 years;
Frey's Hatchery - 65 years; Erb &
Good Family Funeral Home - 65 years;
Gascho Automotive - 85 years.
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BUSINESS MONITOR

GET A ROOM: The unique dynamics of employee relations in a family-owned business

SUN LIFE VOLUNTEERS BACK IN THE CLASSROOM

Owners of family businesses not
only have their familial relation-

ships to contend with, they also have
the perceptions of their non-familial
staff to contend with.
In an executive briefing with Ex-
change, Helen Jowett (CHRP), CEO of
McDonald-Green, a family owned, in-
dependent Human Resource firm lo-
cated in Cambridge, highlights some
issues of a family run business from
an employee’s perspective.
“Employee reactions are as individ-
ual as the places themselves,” say
Jowett, “Some employees have more
courage to confront issues than oth-
ers.” Some may ignore nepotism and
informally watch the on-goings of fam-
ily in the family run business, where

Unfortunately – in some environ-
ments – there are underlying causes
that employees cannot identify, “be-
cause people don’t come out and say
there’s a problem.”
Jowett uses the example of an em-
ployee who is working in the plant with
a family member, when the president
of the company is three layers re-
moved.They may not even be aware of
it, but that can create a level of “mis-
trust” or paranoia, where the employee
“wonders, is what I’m doing been
watched, scrutinized and then shared
with a senior family member?”
As a positive, an engaged employee
could use this dynamic to his or her
advantage, to get messages to the top,
thus influencing change or personal
advancement.
Learning to understand how to make
your relationships transparent is key.
to avoid employees thinking there are
hidden agendas. Jowett says it's “bet-
ter to disclose family members and
their roles up front.”
Making the environment a plus or a
negative depends on the employee.
Where there is a romantic relation-
ship between a husband and wife,
times can be good. However, when in
battle, “who wants to come in when

they fight?”
Here, the work culture toxicity is af-
fected. When a couple comes in and
they’re scrapping or even if they’re all of
a sudden not speaking to each other,
there is some resident adverse value
that affects performance and produc-
tivity, let alone employees’ space.
There’s also the opposite: if the cou-
ple is getting along to well, employees
might feel like they should “get a room
– we’re working.” Ultimately, it depends
on the employees’ comfort zone. Some
people can just let stuff roll of their
back and other people might find stuff
a little embarrassing. It comes down
to an individual’s tolerance of PDA,
(personal displays of affection). “It
could be that simple.”
To help employees with familial rela-
tions in the workplace, Jowett suggests
that employers should write a code of
ethics, and create work place policies,
“to be able to mitigate those kind of
things that create fairness for everyone.”
With the introduction of Bill 168 in
2009, Jowett says, employers in fam-
ily owned business will require a pol-
icy to manage a process where people
can come forward and voice their con-
cern and not be harassed. A situation
that may occur, says Jowett, is one
where an employee feels that they are
picking up the pieces after a family
member – “like a wife comes in to do
the books, and then takes off, leaving
the employee to pick up the pieces.
There are those kind of disparities that
I think you’re going to see less and less
of, as we become a society that starts
to think about our impact on others,"
says Jowett. "That is what Bill 168 is
trying to encourage, [to reduce] ad-
verse impact on others.”
When hiring children, there may be
what is known as “entitlement behav-
iour”. Preventatively, employers and
their children must respect non-famil-
ial employees and what they do every
day. This will help circumvent issues
before they arise.
Still, the possibility of wrongful com-
munication is in the hands of the per-
ceiver. Even if employees see that
siblings are having a lunch or an un-
scheduled meeting, and those em-
ployees start to think “What’s up?”, it
may be as simple as a “Hey brother,
what did you do this weekend?”
Competing for employees is becom-
ing more critical to company success.
Jowett believes that treatment of em-
ployees is a key strategy for success.
“Listen, vet it, and try to treat them ac-
cordingly, especially if you want to
keep them,” she advises.
At the end of the day, employees per-
form best when encouraged, given
praise and given the correct feedback
to move to that next level. “A Machi-
avellian environment doesn’t encour-
age anybody.”

Grade 7 students at Stanley Park Public School received Junior Achievement’s Dollars with Sense
financial literacy program on Friday, June 10, taught by Sun Life Financial advisor and employee
volunteers. Sun Life Financial is a national sponsor of the Junior Achievement Dollars with Sense
school program. Sun Life volunteers, from left to right: third row: Scott Chambers, Korab Shabani,
Frances Doherty, Chris Clark; second row: Christine Dwyer (Junior Achievement Program Manag-
er), Dale Aveling, Andrea Roth, Ash Nandrajog, Peter Haffey, Ron Boxall; front row: Zac Jones, Jen-
nifer Poetker, Linda Small, Tiffany Wong, Tina Tran.

Grade 7 students at Stanley Park Public School received Junior Achievement’s Dollars with Sense
financial literacy program on Friday, June 10, taught by Sun Life Financial advisor and employee
volunteers. Sun Life employee, Dale Aveling, is shown teaching a Grade 7 class.

Gascho Automotive (85 years): Dan Flanagan,
Esther Gascho and Scott Wagler.

Rick Baker, of Baker Investment Group (10
years) receives the Leadership Award from
Dan Flanagan.

World Gym (35 years): from left, Sherry Hodg-
son, Dan Flanagan and Marty Hodgson.

Armstrong & Quaile Associates (20 years):
Heather Phillips and Dan Flanagan.

others can’t help but get engaged.
What is clear, is those who stay work-
ing in a family business have found a
way to capitalize on that family spirit
with their employers – “and it works”.
Every business is unique. There are
many aspects of the employee/family
business environment which stems
from the unique relationship within
the family.
“Going into work where there is a hus-
band and wife, is different than going
into a place where there are two sis-
ters,” says Jowett.Whether it’s a roman-
tic dynamic, blood line, or generational
dynamic,many different things play out
within the dynamic and that deter-
mines why an employee would choose
to stay or leave. It's quite basic: “There
are some people who choose to work
in a family business, and there are
those who find it difficult.”
In any dynamic, the key to a healthy
work environment is to be as transpar-
ent as possible. Successful family-run
businesses “have found ways to
achieve transparency, and openness
with staff.” In nurturing this environ-
ment, employers communicate very
clear messages of equality.“They don’t
create a feeling of nepotism.”
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WATERLOO CONNECTION AS MEEKER
HONOURED BY JOHNSTON

Former NHL great, former Conservative MP and hockey broadcasting legend
Howie Meeker was invested as a Member of the Order of Canada by Governor

General David Johnston.
Both men have strong ties to Waterloo Region, as does Kitchener-Conestoga MP

Harold Albrecht, who was present at the ceremony.
Meeker was born in Kitchener and raised in New Hamburg. He won the NHL

Calder Trophy in the 1946-47 season as rookie of the year, beating the legendary
Gordie Howe for the honour. He won four Stanley Cups with the Toronto Maple
Leafs, the last was won on April 21 1951, less than two months before he was
elected as Member of Parliament for the riding of Waterloo South, which covered
much of the same area as Kitchener-Conestoga now does. He later enjoyed ca-
reers as a coach, general manager, and broadcaster; and ran summer hockey
school camps in Canada and the U.S.
Meeker showed his signature optimism, stating “Canada is the greatest country

in the world... It’s full of neat people.”
“It was an honour to meet Howie,” said Albrecht. “It was awe-inspiring to stand

in a room with all the inductees, and consider not only the significance of their
work, but the diversity of their contributions as well.”

(L to R): Dr. James Lunney (MP, Nanaimo-Alberni), Howie Meeker, Leah Meeker, Harold Albrecht
(MP, Kitchener-Conestoga), at Howie Meeker’s investiture into the Order of Canada.

THE ADVANTAGES OF WORKING WITH A FACILITATOR
BUSINESS MONITOR

Are you and your group, committee
or organization struggling with un-

resolved issues and divergent view-
points? Are your meetings time
consuming without producing action-
able plans at the conclusion?
If you answered “yes” to these ques-

tions, you may wish to investigate
using the services of an outside facil-
itator to assist you.

The role of a facilitator
Facilitation is generally considered to

be a process in which a neutral per-
son helps a group work together more
effectively. The role of the facilitator is
to make a group’s decision-making
process easy, efficient and effective.
A qualified outside facilitator will free

you and your group to focus on the
agenda items and will keep everyone
focused and on track. He/she can
help bring out the best in each mem-
ber of your group and help all mem-
bers work together to address issues
and/or problems. This person also
brings a fresh objective viewpoint and
assists your group to produce action-
able plans.

It is important that the facilitator be
acceptable to all members of the
group. The facilitator is a process
leader only. He/she has no decision-
making authourity and does not con-
tribute to the substance of the
discussions. The facilitator’s job is to
lead the group process and to help
the group improve the process in
which they communicate, examine
and solve problems and make deci-
sions. Good facilitators can help
groups stay on task and be more cre-
ative, efficient and productive.
It is the facilitator’s role to assist the

group in designing its meetings in a
manner that is consistent with sound
facilitation practices. One of the key
ways in which a facilitator does this is
by helping groups establish ground
rules for an effective process. Ground
rules are the rules of conduct or be-
haviour that the group members agree
on before proceeding with their meet-
ings. They are based on equality, fair-
ness and how to handle conflicts.
Facilitators must have strong verbal

and analytical skills in order to know
what questions should be asked, when

to ask them and how to structure them
to get the best responses. Probing
deeper as well as re-framing state-
ments are key skills when understand-
ings need to be enhanced or
deepened. Finally, the ability to read
and analyze group dynamics on the
spot can greatly assist the group in
being more productive.

The advantages of facilitation
There are number of benefits in using

a qualified outside facilitator for your
organization in a group setting. Some
of these include:
• Creating a safe, non-threatening en-

vironment for open discussion;
• Providing management of the meet-

ing process;
• Motivating group members to sup-

port the decisions made because of
their investment in the process;

• Clearly defining the issues and the
problems without bias;

• Increasing participation within the
group improves productivity;

• Providing assistance when dealing
with conflicts or disagreements
within the group;

• Encouraging everyone’s involvement
provides an opportunity to con-

tribute and feel that they are an in-
tegral part of the team;

• Making more effective use of the
meeting time by keeping the discus-
sion focused on the key issues;

• Working together to break down the
complex issues and problems;

• Recognition by team members that
the responsibility for success lies
with everyone;

• Encouraging members to think and
act for the overall benefit of the
group;

• Cultivating a commitment to follow-
up on the action plan;

• Assisting in the development of spe-
cific goals and action plans that ad-
dress the issues;

• Developing a unified vision of what
the future holds.

The qualified outside group facilita-
tor concentrates on how members of
the group are working together and as-
sists them to work toward their goals.
Staff in many organizations are in-

creasingly being asked to work as
members of groups. Facilitation is,
therefore, becoming a crucial skill for
coordinating the ideas and contribu-
tions of diverse sets of people within
organizations.

BY DAVE SCHNARR, EXECUTIVE DIRECTOR, CENTRE FOR FAMILY BUSINESS
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XQuarterly – www. xquarterly.ca
• Canadian corporations earned

$65.4 billion in operating profits in
the first quarter, up 4.2% from the
previous quarter.

• According to Valuing Food: The Eco-
nomic Contribution of Canada’s
Food Sector, released by The Confer-
ence Board of Canada, the food sec-
tor is directly responsible for
generating more than 9% of Cana-
dian gross domestic product.

• Canada is among a group of 24
countries that are major net ex-
porters of food. Exports contributed
about $39 billion in revenue to
Canada in 2010 and 350,000 jobs.

• The Canada Mortgage and Housing
Corporation’s Spring Housing Market
Outlook report for the Kitchener-
Cambridge-Waterloo and Guelph
Census Metropolitan Areas says de-
mand for both new and resale
homes will decrease in 2011. Sales
will moderate through the remainder
of 2011 and pick up into 2012.

• Real gross domestic product (GDP)
advanced 1.0% in the first quarter,
following a 0.8% increase in the pre-
vious quarter. Final domestic de-
mand rose 0.6%. On a monthly
basis, real GDP by industry in-
creased 0.3% in March.

• Business investment in plant and
equipment increased 3.2%, the fifth
consecutive quarterly expansion. In-
vestment in machinery and equip-

ment rose 3.7% in the quarter. Busi-
ness inventories accumulated, con-
tributing to the growth in overall
business investment.

• Exports grew 1.6% in the first quar-
ter, following a 2.1% increase in the
fourth quarter of 2010. Imports rose
2.2%, after edging down 0.1% in the
previous quarter.

• Expressed at an annualized rate, real
GDP in the first quarter grew 3.9%,
after expanding 3.1% in the fourth
quarter of 2010. By comparison,
real GDP in the United States grew
1.8% in the first quarter.

• Canada's international travel deficit
increased $213 million to reach
$4.2 billion during the first quarter.

• Canadian travellers spent $8.1 bil-
lion abroad during the first quarter, a
rise of 1.4% vs. Q4 2010.

• Travellers from abroad spent $3.9
billion in Canada, down 2.6% vs. Q4.

• The travel deficit with the US in-
creased $268 million from Q4 to
reach $3.3 billion in Q1.

• The number of retail gasoline outlets
in Canada continues to decline. An
annual study identified a total of
12,710 retail gas stations as of De-
cember 31, 2010; a continuation of
a downward trend in the number of
retail gasoline stations in Canada
since 1989, when over 20,000 re-
tail outlets existed.
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Dr. Tuer listens to Kellogg Booth, Scientific Director for GRAND, the Graphics, Animation and New Media, a Canada-wide network of centres of excellence in digital media, comment on this year’s event.
From left to right, Dr. Tuer, MC; Public Sector Stream Lead Eugene Roman, Chief Technology Officer at OpenText; Media & Entertainment Stream Lead Paul Salvini, SideFX; Natural Resources Lead Tom
Ogaranko, President, Kanata Health Inc.; HR Stream Lead Hubert Saint-Onge, Principal, SaintOnge Alliance; eHealth Stream Lead Krista Jones, Advisor and Practice Lead, IT, Communications and Enter-
tainment, MaRS, Toronto; Research Stream Lead Kellogg Booth, Scientific Director for GRAND, the Graphics, Animation and New Media, a Canada-wide network of centres of excellence in digital media;
Telecom and Distribution Stream Leads James Maynard, President,Wavefront and Paul West, Business Development Manager, Rhyzome Networks; Education Stream Lead John McLeod, Director of Mar-
keting, Desire2Learn Inc.
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PUTTING A SUCCESSION PLAN TOGETHER

Many family businesses want to jump into succession planning quickly with-
out establishing a base from which to begin to work. To ensure success in

transferring company leadership to the next generation, the family members must
first decide, in what direction they want to go and how to best get there.A sound
strategic plan is the first step to putting the succession plan together.
By embarking on a formal strategic planning process (discussing and deciding
upon a vision for the future along with specific goals and an action plan) relation-
ships and partnerships between the generations are strengthened.
In Wayne Vanwyck’s recent book, “The Business Transition Crisis”, the first sec-
tion includes a checklist for businesses that are considering transition. The first
question on the “Business Transition Reality Check” is “Do you have a strategic
plan for transitioning your business?” These questions are followed closely by, “If
not, do you intend to make a plan?” and “When?”

Why consider a strategic plan?
In today’s fast paced working environment, the organization’s industry and the
world around that industry are changing very quickly. Is the company working on
old or out-dated plans?When was the last time that they were reviewed? Is there
a plan in existence?
Strategic planning takes a lot of time and energy to do correctly. By committing
to the strategic plan process, family businesses can set a course for their busi-
ness to ensure that it is healthy and vibrant as it prepares for succession.
The family must set aside time to accomplish this task. It cannot be squeezed
into daily activities. It works best if it is held offsite without the distractions of the
day-to-day operations. Hiring an outside facilitator will ensure that there is a
process in place and that the process is followed.

What are the benefits of preparing a strategic plan as a first step?
What does the process of strategic planning do for family and non-family mem-
bers? As a result of working with family businesses, the following are some of the
most talked about positives:
• It provides a forum for communication. This is always number one. Time and
time again, I have heard family members say that the process allowed them to
ask and talk about the tough questions in a safe environment. One obvious
area often needing discussion is succession and all the feelings around it.
• It allows family members and non-family members to take some time away

from the day-to-day pressures of running the business and to reflect upon the
future of the organization. Time is available to deliberate on larger issues.
• Trust is created when the family works together to plan or problem solve around
tough issues. Members learn to suspend judgement as options are presented
and discussed. Building and maintaining trust can lay a strong foundation for
future endeavours.
• Goal setting provides the basis to re-visit, revise or establish a mission and a
vision. This focus is crucial to moving forward. When goals are written down,
they are much more likely to be achieved.
Although many family businesses resist family business planning, going through
the strategic planning process develops a systematic framework for thinking about
future strategies for themselves, their family and their business. Unfortunately, re-
cent surveys indicate that only about one third of family businesses have a writ-
ten strategic plan. Based on the benefits outlined above, businesses without a
plan are missing out on some very valuable opportunities for learning, as well as
the opportunity to lay a solid foundation for succession planning.

BY DAVE SCHNARR, EXECUTIVE DIRECTOR, CENTRE FOR FAMILY BUSINESS

CANADA 3.0 CRASHES THE SYSTEM

Kevin Tuer,Managing Director, Cana-dian Digital Media Network
(CDMN), moderated the Canada 3.0
closing panel where each guest com-
mented on the knowledge gain that
can be drawn from this powerful, digi-
tally- focused event.
In a ironic twist, the 2011 event was
testimony to the exponential increase
of digital use, exactly the situation that
Tom Jenkins, Chair of Canada’s largest
software company, Open Text, high-
lighted and warned against last year –

too much of a digitally good thing. For
as soon as the event opened and dig-
ital users started willing their digital
equipment over the localWifi network,
an overload of activity crashed the
system, leaving hundreds of compul-
sive digital age pundits, eager to twit-
ter, blog or facebook their Canada 3.0
experience, less than capable... and
organizers less than pleased.
Stratford Mayor Dan Matheson de-
scribed the problem as more human
in nature and not connected to the

network itself. Regardless, when a dig-
ital connection – for a digital event that
attracts Canada’s most enthusiastic
digital leaders – disappears, in the
hearts and minds of digital users and
developers, the digital disconnect is
defined as disaster.
eHealth was a topic in the halls and
arena as hardening government pro-
curement processes were in discus-
sion. Since the billion dollar fiasco, the
government change in policy has cre-
ated an environment that makes early

stage innovative digital platforms jump
through the proverbial hoops, for a
longer period, thus discouraging
unique digital solutions to old and
costly government systems.
The policy change requires new start-
ups to be in partnership with a larger
parent company, to better guarantee
the likelihood of the project getting
completed. This can be viewed as un-
fair, as the majority of the monetary
waste was, to use the phrase Mayor
Matheson shared, human in nature.

XQuote
“Fundraising trends are an important predictor of innovation and growth in this
sector [emerging technology companies]. Our report shows that companies who
successfully raised capital in 2010 were 3.5 times more likely to adopt an ag-
gressive approach to business reinvestment compared to businesses that were
unsuccessful. One of the problems in our market is that Canadian companies re-
ceive only 39% of the dollars that go to their US competitors ($3.2 million vs. $8.2
million on average in 2010)... One of the more dramatic surprises from our re-
port this year is the extent to which the war for talent is heating up – 44% list re-
cruiting as their biggest talent management issue. This is the first time in eight
years that access to human resources has emerged as a significant challenge.The
report shows that while turnover is low, the availability of new staff is an issue
and the supply of new software developers and management talent is no longer
keeping up with demand. As the economy continues to improve, and the work-
force ages, this will only continue to be a significant problem for CEOs.”
- Peter Matutat, Partner and National Emerging Company Practice Leader at PwC
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Canada’s Technology Triangle (CTT Inc.) is reaching out to forge international
links with potential economic partners. CTT organized a business mission to

southwest China in May, and will lead a similar mission to Brazil, in September.
The mission to China led to a documented agreement between CTT and the

Chongqing Industrial Service Center.The two organizations expressed their inten-
tion to work together to promote communication and cooperation in economic
and trade investment and advanced technology. Both parties have signed a mem-
orandum of understanding outlining their interests in enhancing international in-
fluences and development. The MOU was signed formally at an event in
Chongqing on May 13. John Jung, CEO at CTT, was in Chongqing as part of a busi-
ness mission to build connections between Waterloo Region and southwest China.
CTT and CQISC will work cooperatively to increase mutual understanding of areas

such as investment, hi-technology promotion, and technology transfer in their re-
spective regions.They will share information and experience in regional investment
policies, favorable terms, industry development and enterprise services.
Ryan Baerg, Consul at Canadian Department of Foreign Affairs and Interna-

tional Trade, Chongqing, said,“ We are happy to have worked closely with the Wa-
terloo region and are thrilled to see a new partnership developing between CTT
and the CQISC that will benefit the business communities in both regions.”
Jung added,“This collaboration is an important step in developing a solid busi-

ness relationship between Waterloo Region and Chongqing, China. With this
agreement, both regions will benefit through insight and networking efforts on fu-
ture visits to the partnering region.”
Collaboration will take place in organizing delegation visits, holding events and

activities for technology showcases, product promotions and experience ex-
changes in the areas of advanced manufacturing technology (including auto-
mobile, food processing, and clean energy/wind power), information and
communication technologies, health and biology sciences, financial services,
and modern logistics. Further efforts will focus on regional business and invest-
ment attraction, promotion and application of new technologies, financial serv-
ices, and human resource exchange service, so that investors in both regions can
have access and knowledge pertaining to the region of interest.
Chongqing Industrial Service Center is an organization mandated by the Mu-

nicipal Government to facilitate the development of local companies, particularly
small and medium-sized enterprises. It is also the hub for 42 municipal indus-
trial parks based in Chongqing.
In an interview with Exchange Magazine, Jung made the case for endeavours

such as the missions to China and Brazil. He said,“International Business Invest-
ment Missions open doors for doing business and attracting investment in a ge-
ographic region and in specific industry clusters in ways that may be more
difficult for individuals to do on their own. They also create an effective way to
pool resources in order to travel internationally, host clients and investment tar-
gets at international functions and create collateral materials related to the mis-
sion. Business Missions are an excellent way to raise the profile of our region,
especially with a senior civic leader, such as a Mayor, heading the delegation.
They provide an opportunity to raise awareness of our delegation's interests and
it tends to bring out key contacts and individuals to meetings that might not
otherwise attend.”
Jung added, “In some countries such as China, it is important to meet key Chi-

nese leaders, such as mayors, party leaders and other civic leaders in order to be
able to open further doors to companies that have been approved to invest
abroad and to be linked to the key individuals and organizations who can assist
in this process. It is important for the Waterloo Region and our industry clusters
to be proactively promoted to attract Foreign Direct Investment and to help pro-
mote our companies abroad. Accordingly, over the past two years we have fo-
cused on international missions to Germany and China as well as worked together
with the Ontario Tech Corridor to participate in missions in the USA and Europe.”
Jung elaborated on the accomplishments of the China mission: “We focused

primarily on the region of SW China (Chongqing and Chengdu) where we met
with key contacts and intermediaries; opened an office in Chongqing to focus
on lead generation; set up arrangements for future business missions; signed an
MOU with the Chongqing Industrial Service Center with the goal of mutually pro-
moting each other's regions for business opportunities and information shar-
ing; undertook meetings with potential business investment opportunities
interested in establishing a presence in the Waterloo Region; assisted Waterloo
Region firms to investigate business opportunities in China; presented keynote
addresses at APEC, a major international conference near Beijing; arranged for
Chinese delegations to travel to the Waterloo Region; and among other things,
promoted the Waterloo Region and raised awareness of our competitive advan-
tages to dozens of firms and organizations. Cambridge Mayor Doug Craig led the

CTT FORGING STRONGER
INTERNATIONAL LINKS

mission on behalf of CTT and the Waterloo Region and did a terrific job in pro-
moting the region and helping to open doors on behalf of our delegation which
included private sector representatives, WLU and CTT.”
Jung sees similar potential in Brazil. He said, “We are currently promoting CTT’s

Business Investment Mission to Brazil (September 6-17).The key cities we will in-
vestigate include Brasilia, Rio, Sao Paulo and Curitiba. The focus of the Mission
will be on Science and Technology, especially ICT, advanced manufacturing, clean
tech and R&D/education.We anticipate that the Mayor of Kitchener will lead the
delegation and we will have our private sector and institutional partners partici-
pate including UW and WLU.”
Jung noted,“Our goal in Brazil is to identify the key opportunities and future de-

liverables in these industry clusters as well as develop links with key individuals
and organizations that will help us to secure future investments for the Waterloo
Region and our companies. We are also attending two conferences: Logistica in
Rio and Futurecom in Sao Paulo. We will be meeting with both Brazilian Multi-
nationals and SMEs interested in expanding internationally and especially with
those firms who may have an interest in the Waterloo Region.”

BUSINESS MONITOR

The Real Estate Investment Network, Canada’s leading real estate research or-
ganization has just released its latest report on the top Ontario cities and towns

for real estate investment. Out of the hundreds of cities and towns in Ontario,
Kitchener-Cambridge ranked #2 and Waterloo ranked #4 in the province.
The report, entitled Top Ontario Investment Towns 2011-2015 analyzes the cur-

rent and future prospects for real estate investment opportunities in Ontario, and
identifies the top regions that will outperform in the coming decade.
REIN's findings are based on in-depth research, analysis of the latest statistics,

economic and social trends, and on-the-ground reports from REIN's research
staff and members, along with reports and statistics from organizations such as
Canadian Mortgage and Housing Corporation, Statistics Canada, Multiple Listing
Service, Canadian Home Builders Association, city and regional real estate
boards, and local economic development offices.
The 102-page report looks at such factors as:

• Is the area’s population growing faster than the provincial average?
• Are new infrastructures being built to handle that growth?
• Is the area creating jobs & taking steps to maintain current employment levels?
• Will the area benefit from an economic or real estate ripple effect?
• Has political leadership created an economic growth atmosphere?
• Are there major transportation improvements in the works?
The top towns ranked in the report are:

1. Hamilton
2. Kitchener & Cambridge
3. Simcoe Shores – Orillia & Barrie
4. Waterloo
5. Brampton

6. Ottawa
7. Durham Region
8. Toronto
9. Brantford
10. Vaughan

LOCAL REAL ESTATE MARKET SET TO
OUTPERFORM OTHER REGIONS

A delegation from Brazil visited Waterloo Region in June; a return visit is planned for September,
led by the CTT. Shown are, back row from left: Luiz Custodio, Business Consultant, Telecommunica-
tions & IT; George Dixon, Vice-President, University Research and Professor of Biology, UofW; Pro-
fessor Don Cowan, Brazilian National Order of Scientific Merit; Wanja Campos da Nóbrega, Deputy
Consul General and Trade Commisioner, Consulate General of Brazil, Toronto; Robin MacNab, Trade
Commissioner,Waterloo Region Office, Department of Foreign Affairs and International Trade, and
Eduardo Soriano Lousada, Coordinator of Energy and Mining Research of SEPED, Ministry of Sci-
ence and Technology; front row: Michele Mosca, Deputy Director, Intitute for Quantum Physics;
Jamshed Merchant, Assistant Deputy Minister Canadian Agri-Environment Services Branch; and
Benedicto Fonseca Filho, Ambassador and Director, Department of Scientific and Technological
Themes, Brazil.
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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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We’ve all participated in the celebrations – parties that mark another milestone in a long-lived family business.
Photos of two or three generations, all of whom have played a major role in making the business a success.

We’ve also all told the watercooler stories about arguments and strife – conflicts that can not only tear family
businesses apart, they can tear families apart. Sometimes, there are no photos, because family members refuse to
be in the same room with one another.

We’ve heard of businesses where children bring vision and enthusiasm to grow the busi-
ness they have inherited from their parents. We also know of businesses where second or
third generation family members hate going to work every day – this is never what they
wanted for their lives. And we know stories of businesses that founder when the relation-
ship of the married couple who own the business collapses.

Family businesses clearly have a lot to be said for them, positive, negative, cautionary.
Elsewhere in this magazine, Dennis Grimm introduces his column with an accent on the

positive: “Very few would argue that the real driving economic force in Canada is small,
family-run businesses. During the recent recession, family-owned businesses weathered
much better than almost every other sector of our economy.”

On the other hand, columnist Melanie Reist includes this story in her article this month:
“On the advice of an accountant a few years ago a spousal rollover occurred where the hus-
band transferred all his shares to the wife leaving her as the sole owner of all but one of the
companies and thereby putting ownership of the real operation exclusively under her con-
trol. Within a few years of the transaction the parties separated. The wife terminated the
husband’s employment for cause and he was walked out the door. He was left with nothing,
no severance and no control over the assets. The wife was free to do what she pleased with
the companies and she did.”

So... family business. Good, bad, or butt ugly? Or all of the above?
Exchange Magazine went to six business leaders who through their organizations or

business focus have been involved with many family businesses. We heard from Perrin
Beatty, President and CEO of the Canadian Chamber of Commerce; Martha George, Presi-

dent of the Grand Valley Construction Association; Dan Flanagan, President of the Centre For Family Business
and President of Flanagan Foodservice Inc.; Wayne VanWyck, author of “The Business Transition Crisis” and CEO
of The Achievement Centre; Jim Harper, Partner at BDO Canada LLP and an expert on succession planning; and
Ian McLean, President and CEO of the Greater Kitchener-Waterloo Chamber of Commerce.

While none of these experts used the term “butt ugly,” there was certainly a consensus that the long-term opera-
tion of a family business is both a great way to run a business, and also fraught with challenges, most of which are
summed up in the dreaded word, “succession.”

Six experts on strengths, snares and solutions

THE GOOD,
THE BAD AND
THE BUTT UGLY
OF FAMILY BUSINESS
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BY PAUL KNOWLES

FEATURE

Perrin Beatty, President and CEO of the Canadian Chamber
of Commerce
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The Good
Dan Flanagan is an optimist when it

comes to the question of the benefits of
family business. He told Exchange: “In my
experience, there are many strengths to
family businesses over other forms of
ownership. Family businesses provide a
unique environment for the people who
work at them. The whole ‘family’ culture
carries throughout the entire organiza-
tion and I think people take more satis-

faction in working with others who are
part of their extended ‘work family’.

He added, from very personal experi-
ence, “When you have multiple family
business owners working in the business,
it’s almost like sharing the role of Presi-
dent amongst many. In our company,
since my brothers and I are all owners as
well as managers, we all have the same
level of commitment and responsibility
towards achieving the organization’s
goals and objectives. We can also fill in
for each other if, for example, we have a
last minute customer visit and one of us
could not attend due to a prior commit-
ment. In that way, it makes all of our jobs
less demanding to a certain extent.”

He continued: “One of the other bene-
fits of working in a family business is that
you are intimately familiar with the peo-

ple you work with because you grew up
with them. A lot of understanding of
each other’s differences had already
taken place while you were growing up,
so relating to each other at work
becomes much easier.”

Wayne VanWyck noted that “Every
family business is unique, so it’s hard to
generalize without being cliché.” Howev-
er, he pointed out a number of strengths
that are inherent in family business oper-
ations:

“Passion and commitment. When fami-
ly businesses are started, they are often a
result of someone who sees a need and
feels that he/she is uniquely positioned
to fill it. This requires a certain amount of
ego, confidence and a willingness to risk
the family’s security on their ability to
make their idea work. That commitment
to do what’s necessary to survive and
thrive is often passed down to the chil-
dren as a value. Call it work ethic,
responsibility, or commitment, the head
of a family business will try to instill these
values in their children. When it ‘sticks’,
those family members will maintain and
multiply the effect within a business.

“Family members working in the busi-
ness are not just employees. They ‘own’
it. They care. They go above and beyond
the call of duty. They work hard. Often

the family name is on the sign, so every-
thing that happens in the business, good
or bad, is a reflection on the family.

“Often in a family business, there is a
vision that is bigger than any one individ-
ual. There is a legacy to build. The repu-
tation of the family is tied in with it. This
drive to provide a legacy for the children
or a legacy to honour the parents will
push family members to greater heights
than they would without that emotional
motivation.”

FEATURE

“Family members in business bring different strengths, and
hold various positions. Compensation levels are different depending
on position. Not all is equal all the time. Some are more engaged

than others.” - Martha George
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Martha George, President of the Grand Valley Construction
Association
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VanWyck added, in very practical
terms, “In the early years of the business,
children are cheap labour. Wages that
would otherwise have gone to employees
can stay within the family. This can also
create a favourable way of income split-
ting to reduce taxes.”
Martha George agrees with VanWyck’s

point about ethics. She said, “One of the
strengths of a family business is the
ethics that are within the family. This is
transferred to the kids, and is the unwrit-
ten how you do business, and how you
treat your employees and customers.”
Jim Harper picked up on two other

plusses: “I think the key strength needed
in a family business is a shared vision for

the business itself and the future. Anoth-
er key strength is the passion that family
members have to ensure business suc-
cess. When the whole family has passion
and focus it can accomplish great things.”
Perrin Beatty underlined the positives

of “strong trust and common vision,” and
“complete buy-in and commitment to the
growth of the business.”
However, the Canadian Chamber Pres-

ident headed into a more controversial

area when he added that one of the
strengths of family business is “succes-
sion planning,” because “children auto-
matically replace parents.”
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Perrin Beatty summed up
the reason for succession
disasters in three words:

“Lack of planning.”
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Ian McLean wrote, “A recent sur-
vey/report from PricewaterhouseCoopers
(PwC) indicated that 70% of family busi-
ness respondents believe that being this
type of organization helped them get
through the recent global economic cri-
sis. The report noted that family busi-
nesses are good at focusing on long-term

relationships – with employees, cus-
tomers, suppliers and service providers
such as banks – and those relationships
carry them through the tough times.”

The Bad... or at least, challenging
Of course, Beatty is right – the intention

to pass the company on through the gen-
erations is at the heart of any family busi-

ness plan. However, most of the experts
agreed that succession planning is also at
the heart of many of the problems faced
by people in family businesses.

Asked, “What are the biggest chal-
lenges facing family businesses?”, Martha
George got right to the point: “Succession
and doing it fairly. Family members in
business bring different strengths, and
hold various positions. Compensation
levels are different depending on posi-
tion. Not all is equal all the time. Some
are more engaged than others.”

Jim Harper was equally blunt: “The
biggest challenge facing family business
today is succession. A lot of family busi-
nesses are transitioning from the first
generation to the second generation or
from the second to the third generation.
Transition between generations gets
more difficult each time due to each gen-
eration having different values, work
styles and work life balance.”

There are other challenges, too. Dan
Flanagan told Exchange, “One of the
biggest challenges facing family busi-
nesses is the issue of unclear roles. When
owner-managers and, for that matter, co-
workers are unclear about who makes
which decisions, it can lead to frustration

and even animosity.”
But he also noted that family business-

es face the same challenges as other busi-
nesses – although in some cases, perhaps
more so. An example: “Simple survival of
family businesses in Canada is another
challenge. In our industry, there has been
so much consolidation over the last two
decades, most of the successful family

18 | w w w . e x c h a n g e m a g a z i n e . c o m
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“Family businesses provide
a unique environment for the
people who work at them.

The whole ‘family’ culture carries
throughout the entire

organization.” - Dan Flanagan Ian McLean, President and CEO of the Greater Kitchener-
Waterloo Chamber of Commerce
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business food distributors have disap-
peared. In fact, over the last couple of
months, three more significant players in
Ontario were swallowed up by large pub-
lic companies or American competitors.”

Ian McLean observed, “The PwC report
noted that 56% of respondents cited
recruitment of skilled talent as their top
internal challenge. In particular, the eco-

nomic recovery is shrinking the pool of
available high-quality management per-
sonnel.”

McLean added, “One of the biggest dis-
advantages many family and smaller
businesses face in competing for top
management talent is in the area of
remuneration. Public companies can offer
incentives such as stock options. Family

businesses may be required to think less
in terms of salary and more in terms of
market-based competition in order to
compete. The family business focus on
workforce development issues is general-
ly consistent with the entire business sec-
tor across Canada, where small, medium
and large employers have identified this
area as a top priority.”

Perrin Beatty noted some challenges
that may arise if, in fact, the next genera-
tion is not interested in carrying on a

family business. He listed, “inheritance
and division of the estate,” and “keeping
the business going when the owners age,
if there are no heirs.”

Wayne VanWyck led his list of chal-
lenges with “Lack of communication and
assumptions... There may be an unspo-
ken expectation that the children will
take over the business without having a

frank conversation. It’s a tough discus-
sion to have. Children may not want the
business, but feel guilty because they
know how important it is to the parent.
They may avoid having a confrontation
that pits their needs and wants against
the needs of the business or the parent.
Parents fearing that their children might
choose otherwise, may also avoid con-
fronting the truth, so tensions build, emo-
tions get in the way and decisions are
made that may not be in the best interest

FEATURE

“Family businesses are good at focusing on long-term relationships –
with employees, customers, suppliers and service providers such as
banks – and those relationships carry them through the tough times.”

- Ian McLean

Jim Harper, Partner at BDO Canada LLP and an expert on
succession planning
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of anyone including the business.”
VanWyck warned: “When you can’t

have that frank conversation, planning
takes a back seat to dealing with the day
to day business. How can you plan with-
out dealing with the elephant in the
room? This jeopardizes the stability and
long term success of the business and
also impacts employees who, because
they can’t see a plan for the future, may
leave for a more secure job.”

He emphasized that the strengths of a
family business can also be a two-edged
sword: “The emotions that can be a
strength in the business can also be its

greatest challenge and cause family rifts.
Children may work hard for years with
the unstated expectation that they will
inherit the business, only to find out that
mom or dad intend to sell it. Or they plan
to give shares equally to all the children
even though they may not have all shown
equal interest and commitment to it over
the years. It is almost impossible to treat
all children equally or fairly based on
some combination of merit, ability and
blood. Parents may find they are in a no-
win situation when trying to resolve
these perceptions. It's hard for parents to
see their children as they really are. They

may tend to treat them more harshly
because they don’t measure up to their
expectations and therefore the child can
‘never do anything right’. Or, they see
them through rose-coloured glasses and

the child can never do anything wrong.
Neither stance bodes well for the future
of the business.”

Preventing the Ugly
So given the minefield of succession,

how can family businesses avoid the con-
flicts, the angry confrontations, the bro-
ken relationships, and the empty chairs at
family dinners that all have been engen-
dered by succession snafus? Each of our
interviewees offered some advice.

Jim Harper said: “The biggest mistakes
that are made revolve around how suc-
cession planning is approached and then
implemented. Another big mistake is lack
of communication between the genera-
tions as to what the relative skills and
suitability for leadership is amongst the
siblings. I think if more family businesses
went through formal succession planning
exercises with professionals, fewer mis-
takes would be made putting people into
positions that either they are not suited
for or really don’t want but are acquiesc-
ing because of family pressures and
expectations.”

Dan Flanagan’s first piece of advice is
simple: get on with it. He told Exchange,
“The number one mistake made when it
comes to family business succession is
putting it off. Too many founders (or even
second generation members) are reluc-
tant to make decisions around who will
take over the business as he or she ages.
The reasons for this are many (including
fear of retirement or mortality, not want-
ing to make a choice between children,

Ready for
a new partner?

www.successionfund.com

The Succession Fund™buys shares from selling
shareholders in owner-operated businesses.

For more information call Larry Klar, (416) 867-8090
or e-mail klar@argosypartners.com

™A
rgosy

Partners
Ltd.

FEATURE

Wayne VanWyck, author of “The Business Transition Crisis”
and CEO of The Achievement Centre
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fear of change or giving up control, etc.).
For the good of the business and the peo-
ple that work there, crucial decisions
must be made! My father passed on the
management of the business to my broth-
ers and me when he was 54 years old. He
completed his estate plan at the age of
56. He died unexpectedly at the age of

57. That's been a real wake-up call for
myself and my brothers. We put a com-
prehensive shareholder agreement in
place 4 years ago when I was 45 (and I'm
the oldest).”
Flanagan supported Harper’s argu-

ment when he added, “Another mistake
that I’ve seen is where the succession
plan has not been given the seriousness
it deserves. This is not the type of project
that should be undertaken based on the
lowest cost option. Experienced profes-
sionals who specialize in the area of
family business succession should be
engaged to work with the entire family to

create the plan. ”
Wayne VanWyck warned against three

scenarios that virtually guarantee a frac-
tured business and a fractured family:
First, “The parent can’t let go. This cre-
ates a lame duck (think Prince Charles)
leader who comes to the job with lots of
baggage and has a hard time earning the

respect of the employees.” Second, “No
formal plan for the succession/transition.
Because the plan requires open, frank
discussions, it’s easier to procrastinate
and ignore the obvious than to deal with
it.“ Third, “The children aren’t willing or
able to assume the owner's role. Entre-
preneurship and leadership aren’t a guar-
anteed genetic privilege.”
Martha George pointed to a number of

mistakes: “Making decisions based on
emotion, thinking every position is equal
because they are your kids. The kids may
be equal, but their contribution is not
always equal.” She supported bringing in

expertise. “Hire someone else to do this.”
And she warned against “Parents tak-

ing all the equity out of the business as
payment. This strips the business’s ability
to grow.” It’s vital, she says, to not only
give responsibility to the successors, but
also to “give them the authority to make
decisions.”

According to McLean, “In general,
succession planning must commence
well in advance of the transition. Many
family businesses start the process late.”
Beatty summed up the reason for suc-

cession disasters in three words: “Lack of
planning.” Our experts might agree that a
solution starts with one word: “Plan”.
It’s worth it, because it’s clear that

Dennis Grimm’s comment is spot on:
family businesses are a driving economic
force, and – when carried out with plan-
ning, communication and vision – a great
way to do business.

BBB
®

Additions  Family Rooms  Kitchens  Bathrooms  Exteriors  Living Spaces

BBB
®

“Family members working in the business are not just employees. They ‘own’ it. They care. They go above
and beyond the call of duty. They work hard. Often the family name is on the sign, so everything that

happens in the business, good or bad, is a reflection on the family.” - Wayne VanWyck
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BUSINESS AND THE LAW

and perhaps even more so in family businesses is to try
and manage risks and liabilities. One important way to
do this is to have clear agreements that set out peoples
entitlements and obligations. This is particularly impor-
tant when addressing the issue of how people are to be
treated when relationships break down or come to an
end, whether it be in the context of an employment
relationship or a shareholder capacity.

Employment contracts need to be used to fix the
employer’s obligation/employee’s entitlement when
the relationship ends. The failure to have a clear and
enforceable termination clause will only lead to pro-
tracted disputes and possibly costly litigation. This can
be very emotional when family members are involved
and can cause problems with important suppliers and

customers if parties are fighting and pulling third par-
ties into the dispute.

Shareholders agreements which include buy/sell
provisions or shotgun clauses are also important. Our
courts are reluctant to write contracts for individuals as

RISK AND LIABILITY
MANAGEMENT IN FAMILY
BUSINESSES
Clear agreements are essential

As an employment lawyer and contributing writer, my
articles historically look at issues affecting employ-

ers and employees in the workplace. As this issue’s
focus is on family businesses, I have shifted gears and

rather than reporting on recent court cases, will pro-
vide tips based on my own personal experiences and
observations and from what I have learned along the
way from some of my colleagues.

Not surprisingly, the best practice for any business

MELANIE REIST is a civil litiga-

tion lawyer and a partner in

the Kitchener firm of

Charles Morrison & Melanie

Reist; morrisonreist.com.

by MELANIE REIST

The wife terminated the husband’s employment for cause
and he was walked out the door... The wife was free to do what she pleased with

the companies and she did. The parties have been bogged down in legal
proceedings ever since.
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it is seen as the responsibility of the par-
ties to create their own deal. In the

absence of clear and enforceable lan-
guage, parties will be put to the cost try-
ing to litigate these matters (which will
not happen overnight) and the opera-
tional uncertainty of running a business
when family members can no longer get
along and effectively run the business.

Another minefield can occur when
making changes regarding ownership
between spouses. It is very important to
obtain independent legal advice from a
practitioner who understands family law
and the legal issues that arise upon sepa-
ration.

I am aware of a current family law
matter before our courts involving a hus-
band and wife who owned and operated
a successful small business with approxi-
mately nine employees. Over the years,
on the advice of an accountant, a variety
of companies had been set up to hold
various real estate assets and other
investments. On the advice of an
accountant a few years ago a spousal
rollover occurred where the husband
transferred all his shares to the wife leav-
ing her as the sole owner of all but one of
the companies and thereby putting own-
ership of the real operation exclusively
under her control.

Within a few years of the transaction
the parties separated. The wife terminat-
ed the husband’s employment for cause
and he was walked out the door. He was
left with nothing, no severance and no
control over the assets. The wife was free
to do what she pleased with the compa-

nies and she did. The parties have been
bogged down in legal proceedings ever

since. While no one likes to think about
the end of a relationship, particularly
when family is involved, being proactive
and establishing people’s rights and
responsibilities at the beginning and each
step along the way will allow families to
preserve the equity that has been built up
instead of it being used up in litigation. In
these instances of significant corporate
restructuring or establishing a business
spouses need to obtain independent legal
advice from a family law lawyer.

Mediation an option
Lastly, and perhaps a bit of a digres-

sion, if you are in a family business and
there is a dispute or you are involved in
legal proceedings, mediation is an excel-
lent forum within which to resolve these
disputes. It is quick, cost effective and
allows the parties to have control over
the outcome. Mediation is a voluntary
process that allows the parties to explore
resolution in a confidential and without
prejudice framework. It is particularly
well suited to businesses where there is a
familial aspect. First, mediation allows
individuals the opportunity to have dia-
logue and address what are often deeply
embedded personal issues that have
evolved over many years. Second, it
affords the parties the ability to craft cre-
ative solutions and at the same time
maintain or save personal relationships
which will be important into the future
even if there is no longer an ongoing
business connection. X

The failure to have a clear and enforceable termination clause will
only lead to protracted disputes and possibly costly litigation.

BUSINESS AND THE LAW

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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accomplished by family businesses.
Henry Ford once said, “A business that makes noth-

ing but money is a poor business.” Henry passed on
this thinking to his son Edsel, who went on to establish
the very successful Ford Foundation.

Many times the presence of family values in busi-
ness strengthens the business opportunity. Values help
demonstrate the family’s commitment to responsible
ownership and long term sustainability – letting others
know that making money is not the only goal.

Incorporating philanthropy into the family business
offers an opportunity to unite, strengthen bonds, and
create a focal point for family connection that tran-
scends shareholder ROI. And, equally as important,
operating a socially responsible company provides
benefits for shareholders, employees, customers, sup-
pliers, and the community in which it resides.

There are a number of reasons why family business-
es involve themselves in philanthropy. For some like
Jim Hallman, philanthropist, CEO of Aberdeen Homes,
and President of Hallman Construction, it was a value
instilled young in life. Jim’s late father Lyle was taught

Philanthropy is growing. In my business, this is good
news. While there are several reasons for this

advancement, I think the most thanks could probably
be directed at the increased exposure by recognizable
icons like Warren Buffet, Bill and Melinda Gates, Oprah
Winfrey, Richard Branson, Mark Zuckerberg, and oth-

ers like them; individuals who have billions and are
willing to use those billions to help benefit the lives of
others.

So, while philanthropy has stepped a bit more into
the limelight, little seems to be known about how it is

PHILANTHROPY –
IN BUSINESS AND FAMILY
“A business that makes nothing but money is a poor business”

FACE OF PHILANTHROPY

ROSEMARY SMITH is CEO of

The Kitchener and Waterloo

Community Foundation.

email rsmith@kwcf.ca.

by ROSEMARY SMITH

Values help demonstrate the family’s commitment to responsible
ownership and long term sustainability – letting others know that making

money is not the only goal.

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

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

Exch-julaug11_pgs20-40:Exchange  6/20/11  10:09 AM  Page 26



J U L Y / A U G U S T 2 0 1 1 | 27

that he should give back to his communi-
ty by his own father and later passed that
philosophy on to his children. Jim goes on
to share that family-run businesses have
a strong connection with their communi-
ty because that’s where we grow up and
where we do business.

John Pollock, recognized business
leader and philanthropist, has similar
sentiments: there is a close association
with the business, the family, and the
community. Even with a public company
like Electrohome, sometimes the philan-
thropy of the company intertwined with
the values of the Pollock family.

Marketing can be another motivation
for family business philanthropy. While
older generations might see it as a pri-
vate and personal choice, Jim Hallman
suggests that some younger family mem-

bers are using their socially responsible
behaviour as an opportunity to market
themselves.

Jim Harper, Chartered Accountant and
Partner at BDO shares that there is a
growing number of businesses that tie
philanthropy to their business – especially
since the high tech boom. Some busi-
nesses donate a percentage of their prof-
its to causes they care about and others
donate shares of the businesses they own
or in which they invest.

Family business philanthropy seems to
make good sense. Families can respond
to community needs, help keep the family
together when not all members are

involved with the business, and also con-
tribute to successful recruitment and
retention by improving employee morale.
Jim Beingessner, philanthropist and past
business owner, shares that it is impor-
tant for companies to support employees
in their volunteer and charitable endeav-
ours – especially when they fit into your
company’s core values. He believes that
philanthropy helps unite us with our prin-
ciples and strengthens not only the family
business, but also the business family.

Another interesting fact I’ve discov-
ered is that family businesses are more
likely to sustain their giving during times
of economic difficulty. Both Jim Hallman
and John Pollock agree. Jim says that phi-
lanthropy is ingrained in our DNA. It’s not
just the tax receipt that drives things for
us; it’s also about being a good corporate
citizen. John thinks that when you make
a commitment to support an organiza-
tion, it’s not something you do lightly.
There’s a certain amount of follow
through expected, regardless of the finan-
cial market.

We know that charitable giving is a
deeply personal and complex undertak-
ing connected to principles, values, and
preferences. Tying it to the family busi-
ness can make things even more difficult.
However, there are a few aspects that
families can consider to get the most out
of involving philanthropy in their busi-
ness:
• Be clear about family and business val-

ues.
• Identify experienced leadership within

the family and the company.
• Seek external advice from philanthropic

advisers.
• Set up proportionate governance

arrangements.
• Involve younger and older family mem-

bers and those not involved in running
the business.

Philanthropy helps unite us with
our principles and strengthens
not only the family business,
but also the business family.

X

FACE OF PHILANTHROPY

it’s our 125th anniversary
join us to celebrate a year of special events

may 2011 to may 2012
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age than a non-family business, but my observations
over the years have led me to believe that due to
changing family dynamics, it is getting even tougher.
The actual issues with a family business are the same
today as yesterday, it is just that they have intensified
and tend to surface quicker and more frequently. In my
opinion, this is a direct result of the generational
issues of this new millennium. The buffer of patriar-
chal/matriarchal influence that served family busi-
nesses in the past is rapidly diminishing. “Father
knows Best” was for many years at the core of suc-
cessful family businesses and is being replaced more
and more with “Our parents do not accept the fact that
business today has changed”. To make matters worse,
we Baby Boomers no longer control the economy.
Business today may appear to have changed but the

core principles of business remain constant and per-
haps even more important to the topic at hand.

Whether it is the McCain brothers in New Brunswick,
or the family that runs the corner store, there are five
fundamental issues that each family business needs to
address on a continual and on-going basis. Business
failures in general are high – throw in the dynamics of
a family business and the failure rate goes up.

Very few would argue that the real driving economicforce in Canada is small, family-run businesses.
During the recent recession, family-owned businesses
weathered much better than almost every other sector
of our economy, except perhaps Trustees in Bankrupt-
cy. Family-run businesses, more than any other busi-
ness sector, should be nurtured, encouraged and

allowed to flourish because it is this sector that is most
likely to continue to drive GDP growth, job and wealth
creation. Unfortunately, all too often they are thrown
obstacles that hinder success. However, that will be
my soap box topic for another article.
Family business has always been tougher to man-

ALL IN THE FAMILY
Five fundamental issuses for family businesses

INITIATIVES

DENNIS GRIMM is a corporate

director and vineyardist

sharing his time between his

home in Conestogo and his

vineyard in Argentina.

He can be reached at den-

nis@epitomevineyard.com.

by DENNIS GRIMM

Family is family and business is business. If you as an individual cannot embrace this
fundamental concept, then you must not be part of the family business.
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The five fundamental issues of a family
business are:

1. Family is Family – Business is Busi-
ness
Both the Family and the Business need

to be viewed and dealt with separately.
Processes need to be put in place to man-
age each. Family issues are different than
Business issues, they evolve differently,
manifest themselves differently and
demand different planning, execution,
and conflict resolution processes. We all
know the importance of leaving the office
at home but in a family business this is
extremely difficult but even more impor-
tant. Every family member working in the
business needs to fully understand,
appreciate and accept that Family is Fam-
ily and Business is Business.
I strongly believe that if you as an indi-

vidual cannot embrace this fundamental
concept, then you must not be part of the
family business. You, the family and the
business will be worse for having you
work in the business.
One tool which has been so effectively

adopted by the television show Survivor
is the Family Council. A family council
will vary as to membership, structure and
purpose depending on the size of the
business and its stage of development.
But, basically it should be designed to
provide a forum for discussing and
resolving both family and business
issues. The key is to meet regularly in an
honest and transparent environment and
not to meet only to adjudicate issues
once they have taken root. A regular
forum will resolve issues before they
become entrenched in emotion and sides
are selected.
An important aspect of this council

that I have seen work effectively is the
Family Charter. A family charter, while
not a legal document, should set out the

values that the family has, mechanisms
for dispute resolution and how the values
should manifest themselves in all aspects
of the business. Such a family charter will
act as a compass when dealing with such
business issues of management, who is
eligible to join the business, compensa-
tion, benefits, promotions, etc. The great-
est value to the family in setting up a
family charter comes from the actual
process of setting it up.

2. Issues Change Frequently
Family businesses need to anticipate

and plan for issues before they arise. Fami-
ly business issues are many and each one,
if not dealt with effectively and early, has
very serious consequences to family rela-
tionships and the business. The good news
is that many of the issues are the same for
every family business and therefore can
and should be anticipated and planned for
before they occur. It is a lot easier to
resolve an issue collectively before the
issue arises and emotion and ego have
been allowed to set in. Issues such as job
entitlement, spouses, children, succession,
mid-life crises, disability, divorce, etc. need
to be anticipated and planned for. These
issues are guaranteed to arise frequently
and need to be discussed and resolved
early. I have all too often seen the heart-
break and damage caused by a family
member torn apart by dealing with a fami-
ly business when the spouse believes,
often through ignorance, that his/her
spouse is being unfairly treated.
While on the topic, the best advice I

can give a family owned business is, from
the onset, to instill in each family mem-
ber that family members are loved and
treated fairly by being treated equal, but
in business fairness is not equality. I
stress this point by explaining that the
concept of equal = fair died with the fall
of communism.

INITIATIVES
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3. The Outsiders
Very few family owned businesses suc-

ceed without employing some key,
career-motivated outsiders. As with any
business, and entrepreneurs in particular,
the key to success is not as much about
understanding what you are good at,
than it is acknowledging and addressing
what you are not good at. More often
than not, weaknesses need to be shored
up by hiring outside employees with the
required skills.

How are you going to recruit, motivate
and remunerate such non-family mem-
bers? How are other family members
going to accept the outsider who in all
likelihood will have supervision over
other family members? These are difficult
issues but critical to the succession and
growth of a family-run business. The
family council meetings are good places
to address these issues. One question the

family collectively needs to reach a con-
census on: Is the family owned business
a business owned by the family, or is the
family-owned business a family that has
a business. The answer needs to be
understood and can become a compass
when storms surface.

4. Succession
Less than one-third of family owned

businesses successfully transition to the
next generation and less than one-third
of those successfully transition to the
third generation. In other word, if you
own a business the chances of your
granddaughter owing the business some
day is less than 1 in 10. Why? Simply put,
the lack of proper succession planning.

Most successful entrepreneurs suffer
from the genetic disability I refer to as
The Ostrich Syndrome. Some actually
believe they will live forever but most just
refuse to think about it. In either case, the
result is usually a loss of everything one
worked for their entire life. The greatest
legacy a successful entrepreneur can
leave his/her family is skill, vision and
discipline to carry on. Money is not a
legacy, its a report card at best. I continue
to deal with many very wealthy entrepre-
neurs who are now forced to review their

stock portfolios and ponder what hap-
pens to his/her family that received all
the advantages he/she had to earn them-
selves. The answer is obvious but unfor-
tunately to them, the answer lies in the
word earn!

5. Fly Alone, Die Alone
Seeking help is often very difficult for

the frugal entrepreneur. However, success
depends upon using experts properly.
Mentors, advisory councils, accountants,
lawyers and others are need from time to
time. Remember, the skills that make you
successful in business do not mean that
help is not needed. Quite the contrary.

There are many organizations that
bring like family businesses together.
Always remember that when you want to
get somewhere fast you go alone, but
when you want to go far you go together.
Family business, to be successful, needs
to be a long journey.

Being your own boss is not a luxury
but rather a responsibility. Being a parent
while filled with joy, is also a responsibili-
ty. By having a family-run business you
have just made both jobs much more dif-
ficult. Accept this and you are on the road
to becoming proficient at both.

Good luck! X

Remember, the skills that
make you successful in business

do not mean that help is not
needed.
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Starting from $30,998

GUELPH NISSAN I 805 WOODLAWN ROAD WEST, GUELPH    I   1-800-NEW-NISSAN
sales@guelphinfinitinissan.com    I    www.guelphinfinitinissan.com

*Available features. MSRP for 2012 NV 1500 (X41A72 AA00) is $30,998. Freight and PDE charges ($1,630), license, registration, insurance, duties and applicable taxes (including excise tax, 
fuel conservation tax, tire recycling tax and duties on new tires, where applicable) are extra. All prices are subject to change without notice. TMThe Nissan Commercial Vehicles names, logos, 
product names, feature names, and slogans are trademark owned by or licensed to Nissan Motor Co. Ltd., and/or its North American subsidiaries.

The All-New 2012 NV Lineup
INNOVATION THAT WORKS

Your business card may say contractor, plumber, landscaper or electrician, but we know that’s only half of the story. You’re 
also the accountant, customer service department and CEO. And that’s why the Nissan NV is so much more than a van. 
With a built-in filing cabinet,* and expanded desktop surface,* it’s your entire office on wheels – perfect for all your jobs. 
You’ll have a hard time finding any other van than can do the same.

11:38 AM  
POWER PLANT
powerful and efficient 

5.6L V8 and 4.0L V6 
engine options

9:02 AM  
WORKSHOP

custom upfits for
all your tools

7:15 AM  
WAREHOUSE

up to 320+ cubic ft
of cargo space

4:45 PM  
STORAGE FACILITY

243- degree wide  
opening doors

3:10 PM  
BILLBOARD
ample space for

advertising

2:45 PM  
CORNER OFFICE
optional locking centre 

console with file
cabinet and laptop storage

with 120v power

12:01 PM  
HEADQUARTERS

high roof available 
with 6'3" headroom
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EYELIGHT is celebrating 25 years of
creative success. Partners, Ron
and Debbie Repke (nee Crow)
opened the doors of Eyelight Cre-
ative Marketing Services on
August 1, 1986. Located at 560
Queen Street South, their “shack
by the tracks” was the former
George Bramm coal distribution
depot. Today, in its place stands a
large high rise, a sign of the
growth K-W has experienced.
Ron, a filmmaker and entrepre-
neur and Debbie, a graphic
designer were determined to
build their own agency, dedicated
to providing a personalized and
responsible approach.

Twenty-five years have passed
and the marketing world has
advanced in leaps and bounds.
Debbie recalls, “I remember the
days of rubylith, register marks
and hand-drawn marker mock-
ups. Ron recalls the increased
efficiencies with our first fax

machine, not to mention his first cell phone, the size of a brick! And then of course
came computer graphics! The days of postscript files and floppy drives are a distant
memory.” Ron muses, “In those early days, 1 MB of storage was impressive; how the
times have changed!”

Now located on Bridgeport Road East in Waterloo, Eyelight has evolved into a full-
service, marketing agency. Staying true to its heritage, Eyelight combines extensive
expertise with detailed, personalized service to connect clients with their customers via
a wide array of communication tools.

“More than anything, we value the relationships we have developed with our clients
over the years. Several are still with us, 25 years later. Were very proud of that,” says Ron.

“We continue to grow and expand our services to ensure we meet the needs of our
clients. We have a wonderfully dedicated staff who share our vision. We wouldn’t be
here without them!” acknowledge Debbie and Ron. Visit www.eyelight.com to learn
more.

THE BREITHAUPT BLOCK, breaks walls instead of
ground at the launch of its redevelop-
ment cycle. The event was held late in
May. The project is lead by David Gib-
son, Founder & CEO of Perimeter
Development Corporation. Gibson has
a long history of redevelopment projects,
specifically in Uptown Waterloo and
Downtown Kitchener. When Greg Beat-
tie, Vice – President, Perimeter Develop-
ment Corporation was asked why they
continue to invest in Waterloo Region, he
replied “We continue to invest in this
community, because we are excited
about the direction, capacity and future of
this area.” Perimeter Development Corpo-
ration is a shareholder and management
specialist for adaptive re-use, redevelop-
ment and mixed-use projects in growth
markets across Southern Ontario. Locat-
ed in the Warehouse District of Kitchener
and in close proximity to Allied’s property
at 72 Victoria Street, The Breithaupt

Block comprises six former industrial
buildings with approximately 176,000
square feet of GLA and approximately

Greg Beattie

Sustainable Out of Home Advertising
MOBILE - pedal powered quadricycles

SOUND - solar powered audio

VISUAL - dual 4 x 6 ft, illuminated billboards

IMPACT - street level, intimate & interactive

www.tailgatemedia.ca I 519-888-0404

Ron (sitting in hand chair) and Debbie Repke (immediately behind Ron) and
their team at Eyelight Creative Marketing Services are celebrating the com-
pany’s 25th anniversary in August.
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two acres of surplus land with long-term
development potential. The former indus-
trial buildings will be redeveloped as a
Class I office complex, with completion
scheduled for mid-2013.

JOAN FISK has been appointed Chair of the
Board of Directors of the Waterloo
Wellington Local Health Integration
Network. Fisk has held leadership posi-

tions within the business community,
including President and CEO, Tiger
Brand Knitting Company Ltd, and
most recently President and CEO of the
Greater Kitchener Waterloo Chamber
of Commerce. Fisk is involved with
many community organizations, current-
ly serving on the Board of Governors at
Wilfrid Laurier University; Board of
Directors, Gore Mutual Insurance
Company; and Board of Directors,
Canada’s Technology Triangle.

Fisk’s appointment comes as founding
Chair Kathy Durst’s second three-year
term ends. Durst was the first WWLHIN
Board Chair serving from June 2, 2005 to
June 1, 2011.

ZOUP! FRESH SOUP COMPANY is opening a restau-
rant at The Shops at Waterloo Town
Square. The location celebrated its
grand opening on June 3, 2011. With 33
restaurants in the US, the Waterloo loca-
tion is Canada’s first Zoup! establish-
ment, part of a plan to open up to 25
locations in the near future.

“I am excited to have the opportunity
to open one of the first Zoup! locations in
Canada and bring healthy food options to
the marketplace,” said Daryl Hunter,
owner of Zoup! Uptown Waterloo.

AVISON YOUNG, Canada’s largest independent-
ly-owned commercial real estate services
company, has opened a new office at 299
Brock Road South in Guelph. The Guelph
team will initially include local industry
leaders Ray Robinson and Ted Davis,
together with Ryan Wilkinson, from Avi-
son Young’s Mississauga office. The
Guelph office will be led by Robinson as
Managing Director.

“The opening of an office in South-
western Ontario is a response to growing
market potential for Avison Young’s serv-
ices in the region,” commented Mark E.
Rose, Chair and CEO of Avison Young.
“The new office will act as our base of
operations in Southwestern Ontario,
serving the markets of Guelph, Kitchener,
Waterloo and Cambridge in particular.”

In the last 24 months, Avison Young
has grown from 11 to 23 offices and from
300 to over 700 real estate professionals
in 20 locations in Canada and the U.S.

TWO HOME HARDWARE STORES LIMITED Dealer-Own-
ers have been named recipients of a pair
of prestigious retail awards from the
North American Retail Hardware Associa-
tion. Home Hardware Dealer-Owner,
Conrad Leblanc of Tediche Home Hard-
ware Building Centre in Cap-Pele, New
Brunswick was recognized as a Young
Retailer of the Year. Gary, Glen and
Dean Thulin and Alison Kilby, Dealer-
Owners of Pioneer Home Hardware
Building Centre, in Campbell River, British
Columbia, were named Retail Innovator
of the Year.

EXPRESS EMPLOYMENT PROFESSIONALS has been
named to Inavero’s 2011 Best of Staffing
Client list. Best of Staffing, presented in
partnership with CareerBuilder, is the
nation’s only satisfaction award that rec-
ognizes exceptional client service within
the staffing industry.

“Fewer than one percent of staffing
firms in the U.S. and Canada have been
named to the Best of Staffing List for
Client Satisfaction,” said Matt Hranka,
franchise owner of the Express Kitchener
office. “We are proud and honored to be
recognized for our efforts in this way.”

Inavero designs and manages satisfac-
tion surveys for clients in 15 countries.

TIMELESS WAVES, a relaxing one-hour, musical
CD, has just been released by Ron Van
Dam, of Kitchener. Timeless Waves was
completed at Studio 7teen, Ron’s record-
ing studio. With Ron at the helm, his stu-
dio has also fulfilled other people’s per-
sonal musical dreams.

After a twenty year career as a profes-
sional industrial pipe-fitting plumber, Ron
completed the Independent Music Pro-
duction Program at Seneca College in
Toronto. Hear Timeless Waves at:
www.the17th-hour.ca.

WATERCOOLER
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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

Joan Fisk, new Chair of the Board of Directors of the Waterloo
Wellington Local Health Integration Network.

We take the junk, you get back to business
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EXACTEARTH LTD., provider of satellite AIS data
services, has recently booked multiple
orders for exactAIStm, its global vessel
tracking and monitoring system. The
orders, placed by government agencies in
several countries including principally
South Africa and Japan, are in excess of
CDN $2 million over the next 12 months.

ExactEarth’s commissioning process
related to its recent satellite launch is
proceeding well and this advanced AIS
payload will be in service this month.

“exactAIS is proving to be an extreme-
ly high quality data source for a range of
Maritime Domain Awareness applica-
tions, and customer interest has been
strong even at this early stage of the
deployment of our exactView constella-
tion,” said Peter Mabson, President of
exactEarth. “We believe our service will
become a critical component of any wide
area maritime reporting and surveillance
requirement.”

CHRISTIE, A WORLD LEADER in visual technology
displays, announced that Paul Salvini
has joined the company in the role of
Chief Technology Officer, reporting to
Gerry Remers, President & COO,
Christie Digital Systems Canada Inc.,.

Based in the company’s Kitchener
office, Dr. Salvini will guide the systems
and software direction of Christie, both
for current offerings and for new growth
platforms, including exploration of new
concepts and technologies designed to
benefit Christie’s global customer base.

“Paul’s industry-focused, 20-year
career experience to date, combined with
his impressive academic credentials and
extensive community involvement, have
uniquely prepared him to contribute to
the next phase of Christie’s growth,” said
Remers. “In particular, his experience
with bringing to market total solutions
comprised of application software, sys-
tems and services will serve us in good
stead as we expand our business.”

Formerly CTO at Side Effects Soft-
ware, Dr. Salvini has led award-winning
teams of engineers and software devel-
opers in bringing to market advanced
visualization, simulation and display
technologies. His work with 3D anima-
tion for major Hollywood film studios and
his expertise in turning complex data sets
into visualization solutions for defence
and academic entities plays well to major
Christie customer sets.

Dr. Salvini imoves into the position
previously held by Bob Rushby, who
retired in February 2011.

HAGON DESIGN has welcomed new project
manager Tracey Schlosser to the team.
Tracey brings experience in marketing,
studio management and photography.
Graduating from Sheridan College with
a degree in applied photography, Tracey
started working at Dylex in visual mer-

chandising and marketing, worked as a
producer and studio manager for award-
winning photographer Shin Sugino, and
ran her own local photography company.

STACEY AND JOHN AARSSEN have announced that
Achieve Financial Services merged
with Sentry Group, June 15, 2011. The
combined firm is conducting its practice
as Sentry Group.

Achieve Financial began its profes-
sional practice in Guelph in 2007. Found-
ed in Waterloo with offices in Waterloo
and London, Sentry Group now has a
presence in Guelph. Two Sentry Group
partners – Jayne Osborn and Doug Cer-
son – join Stacey and John in Guelph.

THE CO-OPERATORS has been ranked #1 among
the Best 50 Corporate Citizens in Canada,
as announced by Corporate Knights. Cor-
porate Knights is an organization dedi-
cated to the promotion of responsible
business practices in Canada and the
advancement of social and environmen-
tal sustainability worldwide.

“We are honoured to be named the
2011 top corporate citizen in Canada,”
said Kathy Bardswick, President and
CEO of The Co-operators. “Making a pos-
itive contribution to Canadian communi-
ties is a priority of ours, as it is for co-
operatives across the country and around
the world.”

OPENTEXT HAS JOINED FORCES with the Institute of
Public Administration of Canada to
launch a new and exciting service for the
public sector around the world called
Public Service Without Borders.

WATERCOOLER

Paul Salvini 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.

Growing
or

Dying?
Call 519.502.5021 today
for a FREE Consultation
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www.pswb-spsf.ca. The secure, cloud-
enabled collaboration and social media
site, based on OpenText’s Social Work-
place software, will connect all levels of
public service employees to one another
in order to network, share ideas, impart
valuable lessons learned in such areas as
governance, healthcare, technology and
the environment, and engage.
Whether via the Internet or through

mobile devices, participants will be able
to connect, network, plan and deliver
exciting new partnerships and initiatives
at anytime, from anywhere in the world.
“IPAC recognizes the need to facilitate the
flow of ideas and best practices across all
orders of government and areas of public
services,” said Denise Amyot, IPAC’s
President. “PSWB will create links
between knowledgeable individuals, as
much as between institutions and juris-
dictions in an objective and non-partisan
environment, to ensure that expertise,
research, and best practices are shared
widely.”
“Public administration touches the

lives of citizens around the world through
the daily actions of their governments,”
said Tom Jenkins, Executive Chairman
and Chief Strategy Officer of OpenText.
“Improving public policies and processes
is a constant challenge in our increasing-
ly interconnected world. Public Service
Without Borders offers leading social,
cloud and mobile technologies to connect
the public sector around the world in a
way that wasn’t possible before.”

KITCHENER COUNCILLOR BERRY VRBANOVIC has been
elected president of the Federation of
Canadian Municipalities – the first rep-
resentative from Waterloo region to hold

this position. “I am humbled and honoured
by the trust my colleagues from across this
country have put into me to lead this or-
ganization as the voice of Canada’s cities
and communities,” said Vrbanovic. “As
someone who immigrated to this country
in 1969 at the ripe age of two and a half, I
never imagined a life of public service.
Having had the honour to serve my own
community for six terms now, I am excited
to represent the cities and communities
who are our members across Canada.”

THE GORE MUTUAL INSURANCE COMPANY FOUNDATION
has donated $10,000 to the Grand River
Conservation Foundation, the charita-
ble partner organization of the Grand
River Conservation Authority. Funds
will support the expansion of outdoor
education programs for elementary stu-
dents throughout the Grand River water-
shed. GRCA Nature Centres educate over
40,000 students annually, however, thou-
sands of students are unable to benefit
because of financial restraints.
“We are pleased that our donation will

significantly increase the number of chil-
dren participating in the GRCA Nature
Centre programs,” said Kevin McNeil,
CEO and President, Gore Mutual. “Con-
necting children with nature has a posi-
tive impact on their future.”

XYLOTEK SOLUTIONS,A FULL-SERVICE, IT CONSULTING firm,
has been named one of Canada’s Fastest-
Growing Companies in the 23rd annual
PROFIT 200 ranking by PROFIT Maga-
zine. With a rapid revenue growth of
more than 481% over the last five years,
the Cambridge company ranked 101 on
the PROFIT 200 list of fastest-growing
Canadian companies. Xylotek Solutions
was also honoured with the 2011 Mayor’s
Award for Excellence in Workforce Train-
ing & Development in the small business
category for companies with fewer than
50 employees.

SEAN FOLEY, CA, has been appointed the Chief
Financial Officer and Chief Administration
Officer of Butterfield Fulcrum, a leading
independent fund administrator, and
FORS Limited, an independent provider
of family office and wealth management
reporting and administrative services. But-
terfield Fulcrum and FORS were recently
brought together into one entity offering
comprehensive outsourcing solutions
across the alternative investment manage-
ment, family office and trust industries.

The Kitchener Youth Action Council
celebrated the contributions of young
people across the community at an
awards ceremony at Kitchener City Hall.
KYAC is a group of volunteers between
the ages of 14 and 24 who work with the
City of Kitchener to act as a voice for
Kitchener youth and raise awareness of
issues that affect youth. KYAC members
work to ensure that Kitchener is a fun,
safe place for youth to live.
The winners included, Arts & Culture,

Vaughan Cooke; Entrepreneurship,
Haval Alarashi; Community Contribu-
tion, Brandon Eaket; Unity in Diversity,
Maheen Sohail; Sports & Recreation,
David Horne; Group Award, Forest
Heights Diversity Drama Team; Serv-
ice & Caregiving, Kelly Lovell; Social
Justice & Action, Jess Del Rosso and
Ben Fanelli; Environmental, Kristina
Parker; Intergenerational, Eli Srouji;
Personal Triumph, Abdul Kabir Umar
and Heather Munn.

WATERCOOLER

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
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Surviving?
Call 519.502.5021 today
for a FREE Consultation
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STRONG START TO READING, a Kitchener-based
charity that promotes literacy, has
received two major donations. The part-
nership of Social Venture Partners
Waterloo Region has selected Strong
Start as its first ever investee organiza-
tion. Strong Start will receive grants of
$100,000 over the next three years, plus
the time and professional expertise of
more than 50 SVPWR partners.
Strong Start has also received a five-

year grant of $389,368 from the Lyle S.
Hallman Foundation to expand its new
Get Ready for School program in Water-
loo Region’s high-needs neighbourhoods.
The two current pilot sites will expand
too four sites in 2012 and 15 by 2016.
Referring to SVPWR’s donation, Strong

Start Executive Director Machelle Deni-
son said, “This investment is going to
have a significant impact on the growth
of Strong Start. We’re very excited about
the many ways we will be able to utilize
the professional expertise of the volun-
teer partners within the SVPWR team.”
SVPWR is a network of individuals

who are passionate about strengthening
our community by pooling their time, tal-
ent, and resources to strategically invest
in local non-profits. “Our partners come

from all backgrounds,” explained Jen-
nifer King, Executive Director of SVPWR.
“The team includes educators, non-profit
leaders, entrepreneurs, technology pro-
fessionals, venture capitalists, lawyers,
and accountants. They bring not only

their professional experience to the table
but a genuine passion to make our com-
munity the best it can be.”
“Strong Start is a remarkable organiza-

tion that impacts the lives of young chil-
dren across our region,” added Steve
Currie, SVPWR’s Investment Committee
Chair. The Strong Start investment begins
immediately.
The Hallman Foundation donation

supports Get Ready for School, designed
to benefit children who have English as a
second language or who are disadvan-
taged for socio-economic reasons. The
program’s goal is to help close the litera-
cy disparity gap before children start Jun-
ior Kindergarten. “There is amazing
growth in the children over the course of
the Get Ready for School program,” said
Denison. “They develop rich vocabulary
and an excitement for learning that gives
them an increased confidence at that crit-
ical point when they prepare to enter
school for the first time.”.
Get Ready for School is based on the

research of Dr. Iuliana Baciu, who
recently graduated with a Doctorate in
Psychology from Wilfrid Laurier Universi-
ty. The program is delivered through
community centres and runs for 22
weeks between January and June.
The Lyle S. Hallman Foundation is a

known champion of early literacy in the
community. Lyle Hallman was the co-
founder of Strong Start in 2001 and to
this day the foundation continues to pro-
vide on-going, core funding to Strong
Start’s flagship program, Letters Sounds
and Words, which is delivered in elemen-
tary schools across this region.

Machelle Denison, Strong Start Executive Director.
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Schnarr’s leadership receives a glow-
ing endorsement from current Board
Vice-President Scott Wagler of Josslin
Insurance Brokers. “Under Dave’s leader-
ship the CFFB has not only grown but

flourished. Dave not only brings a high
level of professionalism to his post that
would be tough to replicate but he does it
in such a personal way, exactly like fami-
ly businesses do, the way we all hope to
connect,” Wagler said.

CFFB currently has 65 member compa-
nies. They range from larger companies
such as Bingemans and Flanagan Food
Services to smaller ones with fewer than
20 employees. CFFB has a mailing
address at Conrad Grebel University Col-
lege but has a virtual office with Schnarr
and Administrative Director Stephanie
Rose working out of their homes.

The highly popular monthly breakfast
meetings are held at Bingemans. These
meetings are commonly attended by 100
people or so, Schnarr indicated.“In addi-
tion to a keynote speaker on a topic of
interest, one of the members tells their
family business story. This is very well
received and helps others realize they are
not alone,” Scharrr noted. “Members get
to hear what others are doing and also
value the chance to network,” he added.

Round tables are another initiative of
CFFB. These are peer to peer groups of 8-
10 people who have something in com-
mon. Currently there are four of these – a
leading generation group, a second gen-

eration group, a mixed group and a non-
family member group. These groups also
meet monthly for education, mutual sup-
port and problem solving.

“Confidentiality is key,” Schnarr noted.

“Members must have the confidence that
what is discussed in the room stays in the
room.”

Schnarr has initiated a Visioning Day
each December. “The purpose of this day
is to look back at the past year, look
ahead to the coming year and develop an
action plan. The plan is then on the agen-
da of each Board meeting so we don’t
lose sight of it.” Schnarr feels this helps
the organization maintain its focus.

Half-day workshops are also held
throughout the year on topics of interest
to members. However he acknowledges
that having busy people free up half a day
can be a challenge. There is also a Gala
Awards Night held each May where mile-
stones and accomplishments are
acknowledged and celebrated. It was
held this year on May 26 at Bingemans
Conference Centre.

Schnarr and Rose also produce The
Family Business Tool Kit each year. This
is a booklet that outlines the program for
the year and highlights the many activi-
ties of the CFFB, including sponsors and
professional advisors. In it, David Seyler
of Riverside Brass outlines the benefits of
membership. “The CFFB provides the
opportunity to share one’s positive and
negative issues with a group of business

persons who will respect the topics. The
members share their experience and
solutions if they had similar issues in
their organization. Support, integrity and
in confidence discussions are the norm in

the CFFB. It is a superb group of persons
who are committed to building relation-
ships and assisting each other in any way
that they can.”

In a similar vein Scott Wagler told
Exchange, “Without question the greatest
benefit of participating in the CFFB is the
realization that we’re not alone. Family
businesses all experience similar issues
over time and we all benefit by sharing
our ideas and solutions. No one needs to
reinvent the wheel. The CFFB affords us
the opportunity to spend time with like-
minded entrepreneurs, allowing us to
benefit from each others experiences. In
addition, the Centre also provides excep-
tional educational opportunities ranging
from family business stories to engaging
speakers and educators on topics of
interest.”

Schnarr noted, though, that despite its
many activities and enthusiastic member-
ship, the Centre for Family Business is
still a bit of a well-kept secret.

He’s working to change that.

Readers wanting more information
about the Centre for Family Business can
contact Dave Schnarr at dav-
eschnarr@sympatico.ca or visit the CFFB
website at www.cffb.ca.

“The CFFB provides the opportunity to share one’s positive and negative issues with a group of business
persons who will respect the topics.” - David Seyler

STRUT YOUR

CREATIVE
STUFF

Are you creative, a writer, a self starter, outgoing, social
with an interest in print, web and digital media design?

We have positions available throughout Southern Ontario.

Forward resumes to:
admin@exchangemagazine.comFOR ENTREPRENEURS/ENTERPRISES/ECONOMIC DEVELOPERS/EDUCATORS EXCHANGEMAGAZINE.COM
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MAKING A DIFFERENCE

As this issue of Exchange illustrates, family-owned
businesses continue to play a vital role in our local

economy. Many of our region’s iconic corporations
started as family enterprises. J.M. Schneider and Zehr’s
would be cases in point.
What happens to family businesses is as diverse as

the companies themselves. Some prosper and are
bought out by larger corporations; some succeed for a

generation but can’t make the transition to the second
generation; others successfully transition through sev-
eral generations of growth and prosperity.

Dave Schnarr has an insider’s seat for countless
family business discussions. As Executive Director of
the Centre for Family Business (CFFB) he hears a lot of
stories, both the successes and the struggles. The
CFFB’s mission is supporting, educating and energizing
family businesses.
The CFFB grew out of a 1997 discussion among the

late Milo Shantz, the late Peter Hallman and John Fast,
the founding Executive Director who at the time was
the Chaplain at Conrad Grebel University College at the
University of Waterloo (see Exchange Jan/Feb 2002).
The three agreed that succession planning was the
major challenge facing family-owned businesses.

by BRIAN HUNSBERGER

continued on page 37

It was decided to invite local family business own-
ers to a meeting to determine whether others shared
their concerns. A guest speaker addressed the gather-
ing and attendees were asked about their interest in
forming an organization to address the common
issues they were all facing. Approximately 40 compa-
nies expressed an interest and the Centre for Family
Business was born.

Peter Hallman provided a grant to get it started. The
founding Board of Directors included Hallman,
Lawrence Bingeman, Jim Barnett and John Fast as
part-time Executive Director. Milo Shantz provided
coaching and encouragement but was not a member
of the Board. Others such as Jim Erb, Peter Benninger,
Darlene Jutzi and Barney Strassburger joined the
Board soon after it was founded. A few additional cor-
porate sponsors were secured to help defray costs.
Dave Schnarr took over the part-time executive

director role about six years ago after Fast moved on
to pursue his own entrepreneurial interests. Schnarr, a
St. Clements native, worked for many years in human
resources with the Waterloo Catholic District School
Board. He holds an MBA degree from Laurier and also
does human resource and strategic planning consulting.

“One of the members tells their family business story. This is very well received and
helps others realize they are not alone.” - Dave Schnarr

KEEPING IT IN THE FAMILY
Centre for Family Buiness is still a bit of a well-kept secret

Dave Schnarr, Executive Director of the
Centre for Family Business
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Geeta Tucker, CMA
Chief Financial Officer
Agriteam Canada Consulting Ltd.

Geeta Tucker is the CFO at Agriteam Canada, an organization
that partners with local organizations in meaningful projects
around theworld. Right nowGeeta is helping to build 14 health
clinics in Nigeria, a project that will vastly improve the lives of
entire communities.• Being a CMA has given her the strategy,
management and accounting skills to manage not only the
flow of money to the places that need it, but also the financial
operations of 23 field offices around the globe. It just goes to
show that with a skillful mind and an open heart, anything is
possible. Visit becomeacma.com to see Geeta’s inspiring film.

I HELP TURN BUDGETS
INTO THINGS MONEY
CAN’T BUY.

becomeacma.com

Create Possibilities.TM

1
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