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C O R P O R A T E P R O F I L E

Family enterprises are essential and highly influential components of our
economy; they are complex, significant, and often challenging. And Waterloo’s Iain
Thomson has just reached an educational milestone by completing the University
of British Columbia’s (UBC) Sauder School of Business Family Enterprise Advisor
Program (FEAP) and the certification exams required by the Institute of Family
Enterprise Advisors (IFEA) to obtain FAMILY ENTERPRISE ADVISORTM certification.
The program and certification has given Iain a comprehensive understanding of
the needs and complexities that family enterprises have in their day-to-day
operations; succession; conflict management; communication; working with non-
family management and employees; governance of the family business and
ownership aspects of the family enterprise.

Family enterprises are significant contributors to the economy – statistics
indicate that about 80% of Canadian businesses are family-owned, and these
enterprises contribute approximately 45% to GDP (over $1.3 trillion in annual
sales), produce 70% of new jobs, and employ 50% of the national workforce – a
total of over six million Canadians.

Family enterprises are also unique operations, with many
layers. Iain points out that people involved in family
businesses are simultaneously interacting from at
least three different, but overlapping, circles – the
family; the owners; the business entity. It only gets
more intricate from there, some family members
can hold positions of varying authority and
influence; and some family members may not be

involved in the business at all; and some are owners
but they may not be involved with the

operations, instead they focus more on
philanthropic interests and efforts.

Family enterprises have different values,
goals, philosophies and planning needs.
Specifically, Iain recognizes that family
enterprises often need advice in areas
ranging from day-to-day operations to
succession planning; from conflict
management to communication; from
governance to employee management, in
addition to numerous other areas.

After 26 years as a financial planner,
Iain recognized the need to evolve his
knowledge and approach to dealing with
family enterprise. He was excited to
discover the FEAP offered by the
University of British Columbia’s Sauder
School of Business, in conjunction with the
IFEA. It was a rigorous and demanding one-

year course. The goal of the program is to
enable experts such as Iain to work effectively as
an advisor on issues impacting family businesses.
Receiving his designation in 2013, Iain is currently
one of fewer than 100 people in the country to have
earned this certification. Those individuals are from
disciplines ranging from family therapists to lawyers,

insurance experts, financial planners, bankers, wealth
advisors, facilitators and accountants who are available

to collaborate with one another, creating an impressive
pool of expertise.
IFEA is a member-based institute committed to the

establishment of educational and ethical standards as
well as specialization and experience
requirements for professionals across the
spectrum of family enterprise advisors. Its

fundamental goal is to enable advisors to better serve
families in business, and family enterprises. Iain is quick to
praise the IFEA for fostering such high standards and the
collaboration between professional family advisors. When

discussing the specific benefits of the program, Iain reflects that he learned “to
listen differently, while considering the impact and what involvement is required
from all disciplines. I was reminded to ask better questions to identify the
assortment of issues facing family enterprises.”

The FEAP integrates an understanding of all facets of family enterprise, so the
advisor can collaborate with other professionals and advise enterprises from a
comprehensive and inclusive perspective. It takes the approach far beyond
number crunching, by focusing on the social and human considerations that
impact a family enterprise.

Iain is enthusiastic about the opportunities he now faces; he is a long-time
advocate of family business, and eager to put his expertise to work to provide a
higher level of advice to family enterprises – those facing immediate challenges,
and also those that seem to be sailing smoothly along, but also need to be ready
for the complex challenges that may lie ahead.

He has always believed in the collaborative approach – not just with family
businesses, but with individual clients as well. At times, it will mean working with
lawyers, accountants or others already associated with the clients. If such
relationships do not exist, he will consult with his IFEA colleagues across the
professional disciplines.

“It was clear that the FAMILY ENTERPRISE ADVISORTM certification was an
enhancement of what I was doing, in an area I just love working in. It’s about
creating the plan, finding the right solutions, implementing the solutions,
evaluating and adjusting, as life unfolds. It’s about working with families in all
areas. It’s about being their trusted advisor.”

Iain believes the true beneficiaries will be the families. Like all FAMILY
ENTERPRISE ADVISORTM certificants, Thomson has training and expertise in his
discipline – he’s an Independent Certified Financial Planner (CFP), a Chartered Life
Underwriter (CLU), and a Chartered Financial Consultant (CH.F.C), but he says
that the FEAP is the first program that has given him a more comprehensive
understanding of the needs and complexities of family business.

He adds, whether in crisis or in good times, “you can benefit tremendously by
looking for advice and direction from a trusted advisor.”

Meet the team: (l-r) Iain Thomson - Nicole Koenig - Marketing Assistant, Cindy Leblanc
- Financial Service Coordinator and Bob Dahlgren - Employee Benefit Manager

109 Erb Street West, Unit A,
Waterloo, Ontario N2L 1T4

Phone (519) 571-8787;
1-800-348-4347

Helping Family Enterprises Succeed
Iain Thomson earns exciting new FAMILY ENTERPRISE ADVISORTM Certification
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Never underesti-
mate “family busi-

nesses”. Sometimes,
when we hear the
term, we only connect
with the first word, a
warm and friendly
term that is close to
our hearts. Not a bad
thing – that kind of
relationship is what
many family business-
es bring to their cus-
tomers.

But family business-
es are also very much
“business”, and several

of the articles in this edition of Exchange will
remind us of that.

I was intrigued to learn that it’s estimated
that 80% of businesses in Canada are family
owned, and that they employ half of the
Canadian workforce. I was surprised that, of
the 20 wealthiest families in the country, 13
are family business enterprises.

So in this issue, we celebrate family busi-
nesses, and we offer family business awards,
anecdotes and advice. We hope you find all
of this of interest – the awards, because they
honour family firms that have succeeded for
decades; the anecdotes (especially Esther
Gascho’s personal and amusing piece about
the growth of the Bingeman enterprise),
because they entertain; the advice…

Well, because family businesses are usu-
ally in need of advice. Some things that are
easily accomplished in a non-family busi-
ness are much more challenging in a family
enterprise. Succession planning, of course.
But also, assigning responsibility and author-
ity, establishing governance, honing commu-
nications skills, admitting to structural gaps
in skill and talent inside the company.

Where a non-family business may be able
to deal with these things quickly and imper-
sonally, there is nothing, ever, impersonal
about a family enterprise.

So the advice and the suggestions in our
articles may be of great help… or they may
simply direct family business owners and
operators to people who can help them as
they face both the joys and the multi-layered
challenges of owning and operating a family
enterprise.

COMPLEXITIES
OF A FAMILY
ENTERPRISES
We’re here with awards, anecdotes
and advice
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This issue of Exchange Magazine is
devoted to family and family business-

es. The cover story on Magnet Forensic
founder Jad Saliba tells the amazing story
of family and the awesome opportunities
that can arise out of tragedy. This story is

PUBLISHER’S NOTE

a double edged sword, because it also
touches on society’s most vulnerable
family members, children, and how Mag-
net Forensics software is protecting
them, by helping law enforcement agen-
cies around the globe take predators and
creeps off the streets.

In addition, and in collaboration with
the Centre for Family Business, we take a
look at sibling relationships – how the
way they work together is a function of
how they grew up together. I hope that
this article, written by psychologist Ellen
Frankenberg, will touch a chord in every
parent who has had or still has members
of subsequent generations working
together in the family business.

Only a family knows that when family
members work together well - it’s noth-
ing less than magical.

But when a family businesses operates
under individual, self-serving codes of
conduct and unique and separate princi-
ples - look out. The truth is, If they emu-
late corporate codes of conduct, as they
should, things will be fine.

In family businesses principles and
conduct are transferred all too easily
from home to the formal office environ-
ment. If conduct at home deteriorates, as
they do in 50% of all marriages, then you
better have the right mechanism in place
to limit the family fall-out at the office.

When reading Frankenberg’s article it
becomes evident that the parents set the
tone for the siblings. The same is true in
the family enterprise office. Parents who
play well at home, who are principled
and communicate well can nurture and
develop their children into leaders.

This is likely true of all the families cel-
ebrating milestones: in this issue, seven
family business have been recognized for
being in business from 30 to 140 years.
These families have skills.

I have a special place for family busi-
ness; I come from a long string of family
businesses that span hardware, hospitali-
ty, clothing and publishing. I’ve seen suc-
ces, and occasionally, I’ve seen failure.

Gotta’ tell you: success is better. I hope
this issue helps you take one small step
toward success in building your family
enterprise. X

RELATIVE BEHAVIOUR
Family business magic and milestones

JON ROHR is publisher of Exchange Magazine for Business and
president of Exchange Business Communications Inc.
email: jon.rohr@exchangemagazine.com
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If I ask a group of random people what their best
investment has ever been, the vast majority will

say real estate. Which is interesting when you con-
sider that both the stock and bond markets have
produced higher returns over the last twenty years.

The S&P/TSX Total Return index has returned
8.44 percent annually for the last twenty years and
the DEX Canadian Bond Universe 5.63 percent
annually over the same time period (both ending
May 31), while Canadian residential real estate has
returned 5.40 percent annually from 1980 to 2012
and 7.0% annually for the last ten-years (and the last
ten years has been exceptionally strong).

So why have so many people had a generally pos-
itive experience with real estate and mostly negative
with capital markets investing? It simply comes
down to behaviour.

Home owners, and real estate investors, have his-
torically followed three simply tenets when buying
property that capital market investors have mostly
ignored (I say historically because recently real
estate investors have started to behave more like
stock investors; which won’t end well. But that’s
another article). Firstly, they have typically bought
real estate for the long-term; and haven’t microman-
aged the investment. In other words, real estate
owners have traditionally bought a house (or an
investment property) and held it for ten or twenty
years, at least. And they haven’t called a real estate
appraiser daily to see what the property is worth
today – and then bought and sold based on daily
price changes.

Secondly, successful real estate owners normally
take the time to assess a purchase sufficiently to
ensure that they pay a reasonable price. They
haven’t traditionally gone on the internet at
lunchtime and bought a home that a friend told
them about over coffee.

Lastly, real estate investors have generally insist-
ed that properties bought for investment purposes
pay a reasonable income. The property’s return
expectation is considered a combination of monthly
income and long-term appreciation. That way, even
if the growth doesn’t materialize, the investment still
provides a reasonable return due to the rental
income. The income stream also makes it easier
emotionally to deal with negative price fluctuations
and remain focused on the long-term.

Let’s contrast the above with the typical capital
markets investor. One, they often react to every bit
of news regarding the outlook for the economy, mar-
kets, interest rates, etc. and make frequent buy and
sell decisions based on that short-term noise (which
usually has no long-term correlation with the value
of the investment in question).

Two, individual investors frequently buy into
things they know very little about, conduct no seri-
ous appraisal of the relative value of the investment,
and put far too much stock into rumours and tips. As
opposed to the same person buying real estate who
will spend considerable time “kicking the tires” to
find the right property and pay a reasonable price.

Finally, passive investors tend to focus on capital
gains and pay relatively little attention to an invest-
ments free cash flow and income stream. Which is a
risky proposition since the return is then fully depen-
dant on finding someone to pay more for the invest-
ment then they paid. Also, with no income, if the
appreciation doesn’t materialize the investment
ends up being dead money for the entire holding
period.

TThhee  aappaarrttmmeenntt  aannaallooggyy
So how can we apply these lesson from real

estate investing to build a better portfolio? In a very
real sense, you want to construct your portfolio to be
like an apartment building. 

If an investor owns an income property, they
mainly care day-to-day that it’s fully rented, not
what someone is willing to pay for it on any given
day. As long as it appreciates over time at a reason-
able rate, compared to inflation, and it’s consistently
fully rented, the market value doesn’t matter much
until it’s time to sell (when the proceeds are needed
for spending normally). If the city, neighbourhood,
and building are all fine, and it’s fully rented, the
owner doesn’t pay much attention to fluctuating
prices.

To apply the same philosophy to your portfolio,
you invest in a collection of assets that are high-
quality, that you want to own for the long-term, that
pay a consistent income (dividends) and then hold
them for as long as the fundamentals are sound
(good neighbourhood, good city, fully rented). 

Think of Royal Bank (RY) as an example. If you
own shares in RY, you shouldn’t really care much
about the share price on any given day. As long as
the company is healthy, corporate earnings continue
to grow, and the business continues to pay its divi-
dends, who cares if it drops in value. As long as
earnings are growing and the dividends are being
paid, the price will recover; just like it has with real
estate over the years because the income (rent) has
real value. 

Apply that “real estate” philosophy across your
portfolio and you’ll be amazed at the long-term
results. It’s worked so far for over a hundred years in
both the real estate and capital markets, I have no
reason to think it won’t continue...do you?

WHAT CAN WE LEARN FROM REAL ESTATE INVESTING
Applying successful Real Estate Tactics to The Capital Markets

WEALTH MANAGEMENT
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by DANIEL E. GIRARD

DANIEL E. GIRARD CFP, FMA is
an Investment Advisor with
The Craig-Girard Investment
Group, CIBC Wood Gundy in
Waterloo. CIBC Wood Gundy
is a division of CIBC World
Markets Inc., a subsidiary of
CIBC and member CIPF. The
views of Daniel Girard do not
necessarily reflect those of
CIBC World Markets Inc.
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The Ontario Home Builders' Association (OHBA) and the Building Industry and
Land Development Association (BILD) are disappointed that the Metrolinx 'Big
Move' Investment Strategy announced in May 2013 will burden new home buy-
ers and new employers with additional charges.
The proposed revenue tools, which include an increase to Development Charges
and an additional new 1 per cent HST, will erode affordability of new homes and
new employment centres across the GTHA.
"This Investment Strategy adds a host of new fees and charges that will end up
making transit-oriented communities less affordable," says Joe Vaccaro, COO of
OHBA. "For example, for a new condo buyer in Markham, the Metrolinx Invest-
ment Strategy could add up to $8,000 in charges - a cost that is disproportion-
ate to the $477 being projected by Metrolinx."
"New home buyers and new businesses are already doing their fair share," says
Bryan Tuckey, President and CEO of BILD. "We estimate new home buyers and
new businesses paid more than $1 billion in Development Charges to municipal-
ities in 2012 alone for the construction of growth-related infrastructure in the
GTA."
Advocating on behalf of new home buyers and business, the Associations want
the public to know that the report doesn't recognize the impact of the proposed
tools (i.e. Development Charges, new HST, parking levies, land value capture etc.)
on new home purchasers and new business owners.
The Province has created a growth plan, Places to Grow, and a regional trans-
portation plan, The Big Move, to promote transit-oriented communities, fight sprawl
and congestion. BILD and OHBA believe the proposed new revenue tools pre-

sented today are counter-intuitive to the goals of both plans. 
UUrrbbaann  MMaayyoorrss  CCaauuccuuss  ssuuppppoorrtt  ccaallll  ttoo  eenndd  ggrriiddlloocckk
The Mayors of Ontario’s largest cities support Premier Wynne’s call for immedi-
ate action to end gridlock in the Greater Toronto Hamilton Area (GTHA). In ad-
vance of the Metrolinx report due on May 27th, 2013, LUMCO is encouraged that
the province is making ending gridlock and transit improvements a priority.
In the resolution passed on May 3, the Large Urban Mayors’ Caucus of Ontario
(LUMCO) agreed that new provincial revenues tools are necessary to solve the
gridlock problem. However, LUMCO noted that it is imperative that these revenue
tools are dedicated, transparent, accountable, fair and results driven. Property
taxes and transit fares must be excluded as funding options.
Further, LUMCO called on the provincial government to develop a comprehensive
transit strategy and urged the federal government to earmark federal infrastruc-
ture funding to support and end to gridlock. To ensure accountability and fair-
ness, LUMCO asked that the Metrolinx board include municipal representation.
“Transit and transportation matters every day to commuters who are stuck in
gridlock as well as to our business community which needs to move goods as
well as people,” stated Mayor Carl Zehr, City of Kitchener, “We are calling on our
MPP’s and the provincial government to invest in public transit to reduce commute
times and to keep our economy moving.
“What happens in the GTHA affects all of Ontario,” said Mayor Brenda Halloran,
City of Waterloo. “While some of the mayors may not be directly affected, we sup-
ported this resolution because we understand it will mean a stronger, more vibrant
economy for everyone right across this province including Waterloo, Hamilton’s
neighbour to the north.”
“The GTHA is in crisis from a transit and transportation perspective” said Mayor
Hazel McCallion, Chair of LUMCO. “We cannot wait any longer for a solution to the
gridlock, so the province must move forward with the Metrolinx plan.”
On June 28, 2012 Regional staff made the recommendation to proceed with
Metrolinx negotiations. As part of the staged implementation plan for the region’s
rapid transit system, Regional Council has authorized staff to negotiate with
Metrolinx to use their existing contract with Bombardier for the delivery of light rail
vehicles. Staff has been directed to report back to Council following the comple-
tion of negotiations with Metrolinx and prior to executing a light rail vehicle pro-
curement contract.
With bureaucrats moving in the direction to end gridlock, forty-two per cent of
CMA Ontario members responded recently in a pre-budget survey that deficit re-
duction and activities to address the deficit continue to be their top priority. In ad-
dition, CMA Ontario members identified support for Toronto Region transportation
infrastructure funding with highway tolls and high-occupancy toll lanes being the
most favoured funding options. In terms of transit infrastructure, while the govern-
ment awaits funding recommendations from Metrolinx, it has committed to con-
verting high occupancy vehicle lanes to high occupancy toll lanes. It is also
committed to continuing its funding of $35 billion of three years of which $13.5
billion will be allocated in 2013-14.
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NEW HOME BUYERS AND NEW BUSINESSES WILL TAKE ON COSTS THAT ARE DISPRO-
PORTIONATE TO EXISTING RESIDENTS AND BUSINESSES ACROSS THE PROVINCE.

CANADA 3.0 @ METRO CONVENTION CEN-
TRE IN 2013 AND CALGARY IN 2014
Canada 3.0 relocated its annual show from Stratford to the Metro Convention
in Toronto this year, attracting 1800 visitors to the digital media event. The num-
ber of attendees showed a increase over last year’s Stratford event, attracting ac-
ademic and government leaders to connect, and discuss Canada’s Digital media
strategies. New this year was a mentoring lunch and the sharing of the expanded
international program. 
Moonshot Awards were presented in four categories. The awards were devel-
oped to recognize Canadian companies that create jobs and wealth for Canada
through innovation in digital media. The winners were selected from  from more
than 30 submissions from across Canada and were: Dynamic Company of the
Year: Magnet Forensics, Waterloo, Ontario (See feature story this issue); Global-
izer of the Year: Axonify, Waterloo; Innovator of the Year: Miovision, Technologies
Kitchener; and Company of the Year: Desire2Learn, Kitchener.  
Next year’s event will focus specifically on digital media as an enabler of greater
productivity and innovation in the energy sector. Kevin Tuer, Managing Director of
the Canadian Digital Media Network, commented that next years event in Calgary
will “marry” technology companies with the energy sector industries located in
that resource rich community.

BUSINESS MONITOR

Kevin Tuer

Big City Mayors call for provincial solutions to traffic gridlock, while home builders and land devel-
opers express concern that proposals to pay for improvements unfairly burden new home buyers.



The Grand Opening of the newest location of the City Café marks the launch of
a new, two-building development at 499 Lancaster Street, in Kitchener. The “Cross-
roads Centre” will house up to 11 tenants; Mike Bierstock, vice president of
Wellington Pierpoint, the development company, told Exchange that four tenants
are now in the new buildings.
The Crossroads Centre is located on a site that has a storied history in the an-
nals of Kitchener entrepreneurship – it was home to “Gene’s Esso”, the gas sta-
tion owned by well-known businessman Eugene George. Bierstock says the rumour
is that George opened the garage as the first 24-hour station in the city, because
he was frustrated at not being able to buy gas late at night.
Eugene George is known for many accomplishments – his business successes,
including G&A Masonry; his vision and determination as the man who spear-
headed the community campaign that brought the highly successful Kitchener
Rangers hockey team to the community; his involvement as a breeder of race
horses; his national role in the construction industry; and as an active philan-
thropist, helping to support many community organizations.
Some features of George’s original building have been retained; Bierstock says
that the City Café features an original, exposed beam as an architectural highlight.
Beirstock was joined by Wellington Peirpoint president Pamela Bierstock, along
with City Café’s owners Rudolph Dorner and John Bergen, and Kitchener Mayor Carl
Zehr, in celebrating the grand opening of the first tenant in the new development,
on June 4. That business has now been joined by the Lancaster Mini-mart, owned
by Choul (“Charlie”) Hun Lee, who has operated a business in the neighbourhood
for 22 years; a Subway, owned by Manish Pathak, who has several Subway fran-
chises in the Waterloo Region, and a dentist, who is the first tenant in the brand-
new building.
The Crossroads Centre is a good example of “brownfield redevelopment”, as a
former business site undergoes remediation to allow redevelopment and new us-
ages. The Bierstocks purchased the property three years ago, after the bulk of the
remediation had been done. Mike says that all that remained to do was the re-

moval of one load of contaminated soil; the site has been granted “a clean bll of
health”.
The developers then worked with the city of Kitchener to develop “an a green
belt site plan” for what Mike Bierstock describes as “a great site... a very fortunate
purchase for us.”
He’s pleased about the location, both from a traffic perspective and also as a key
element in a neighbourhood he hopes to see prosper. “We’re accessible from both
Kitchener and Waterloo,” he says, “on an arterial route.”
That’s good news from the perspective of his business tenants. But just as im-
portant for Bierstock is the potential impact on the immediate community. Even
the design of the two buildings – bold and colourful – is intended to make a state-
ment that “this neighbourhood is changing... this is a terrific neighbourhood.”
He says that the striking design and decor are “something that gives some
panache to the area... a statement.”
He believes the immediate community will embraces the Crossroads Centre busi-
nesses. “I’ve been hanging out at City Café, and it’s great to hear people say, ‘We
finally have a place to go for coffee’.... It’s great to see the impact that even one
store has made, already.”
Bierstock is pleased that Lee is one of his new tenants; Lee’s former place of
business was torn down in the development, but Bierstock said he was hoping,
all along, that a variety store client would not be a chain, but instead, a merchant
who has served the community for more than two decades. “I’m happy we’re bring-
ing Charlie back in,” he said.
Perhaps ironically, City Café’s original bakery – still in operation – was also located
in a former gas station, at 175 West Ave. in Kitchener.  The new location is the
fourth for this unique, home-grown chain.
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Above: celebrating the Grand Opening of City Café, the first tenant at Crossroads Centre, are,  from left,
Mike Bierstock, Wellington Pierpoint;  Rudolph Dorner, City Café; Pam Bierstock, Wellington Pierpoint;
John Bergen, City Café, Carl Zehr, Mayor of Kitchener; and Councillor Scott Davey. The new Centre is
built on the reclaimed “brownfield” city formerly home to Gene’s Esso.

REDEVELOPMENT OF CORNER STATION SERVES PATRONS YET AGAIN

BUSINESS MONITOR

XQuote
“A crisis is looming in Canada and we need to act quickly if we’re going to avoid
serious consequences of the next hazard, whether man-made or natural… Every
Canadian should be concerned because if we don’t take immediate action to im-
prove the condition of our critical infrastructure, the outcome will be disastrous…
Canadians know we’re vulnerable, but at the same time, we think it will not come
in our lifetime. It’s time for somebody to take the bull by the horns and come up
with a plan for sustainable infrastructure funding to prevent the losses. The one
thing we know for certain is that events are going to take place, it’s just a ques-
tion of when… Unfortunately, our government doesn’t have the financial resources
to address this problem alone. The next step is to get the private and public sec-
tors together to explore what needs to be done. If we’re going to mitigate future
damage, we need to determine the risk, perform integrity audits and do the nec-
essary work to upgrade our critical infrastructures now.” - Saeed Mirza, Professor
Emeritus in McGill University’s Department of Civil Engineering

Crossroads Centre included new buildings located at Lancaster and Bridgeport in Kitchener.
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FAMILY BUSINESS GALA FROM 30 TO 140 - CELEBRATING MILESTONES

BUSINESS MONITOR
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Among awards presented at the Centre for Family Business Gala were the Esther Gascho Leader-
ship Award, presented by Past CFFB President Scott Wagler, left, and CFFB President Rick Baker to
Esther Gascho (Bingemans), at right is CFFB Executive Director Dave Schnarr.

Kate Phillips Leadership Award; from left, Scott Wagler, Kate Phillips (BDO Canada), Rick Baker,
Dave Schnarr.

Scott Wagler Leadership Award: from left, Rick Baker, Recipient
Scott Wagler.

Bingemans 75 year Anniversary: from left, Rick
Baker, Mark Bingeman, Esther Gascho, Lawrence
Bingeman and Scott Wagler.

Expressway Motors 30 year Anniversary: from left, Valerie and Doug
Brenneman, Shea Brenneman, Ray and Nelda Brenneman, Dwight
Brenneman, Scott Wagler.

D. H. Jutzi Ltd 60 year Anniversary: from left, Rick
Baker, Brad Witzel, Dean Jutzi, David E. Jutzi, Karen
Jutzi, Lanny McNeil, Scott Wagler, seated from left,
Laura Witzel, Brenda Jutzi, and Sabrina Theroux-
McNeil.

H.L. Staebler Company 140 year Anniversary: from left, Rick Baker,
Russ Philpott, Stephen Philpott, Scott Wagler.

Pioneer Craftsmen 60 year Anniversary: from left, Rick Baker, Marie
Adam, Gary Adam, Scott Wagler.

Photo at left: Win-Leader Corp 25 year Anniversary: from left, Curtis
Grant, Leigh Grant, Rick Baker, Douglas Fisher.

GEOREF Systems 30 year Anniversary: from left, Rick Baker, Janice
Linders and Donald Linders

Completed Succession Award: from left, Scott Wagler, Robin
Near - T. Weber Company, Rick Baker .

Peter Hallman Mentor Award Recipient, recipient Rick Baker,
Dave Schnarr.

Photos Catherine M
om
bourquette
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UNION OR CHOICE
MUNICIPAL LEADERS AGREE WITH HARRIS’ PRIVATE MEMBERS BILL

The Mayors and Regional Chairs of some of Ontario’s largest municipal govern-
ments have called on the Liberal provincial government to take immediate action
to stop what they have termed “back-door unionization” of Ontario municipalities.
This comes only weeks after Kitchener-Conestoga MPP Michael Harris tabled Bill
73, dubbed the Fair and Open Tendering Act, at Queen’s Park. 
Harris says that “this bill, if passed, would prevent municipalities and school
boards from becoming trapped in labour monopolies by exempting them from the
construction-sector provisions in the Labour Relations Act that were designed
and intended only for construction companies.”
Waterloo Region is currently embroiled in a controversial union certification by
the United Brotherhood Carpenters & Joiners Of America Local 785, as reported
in an in-depth article in Exchange Magazine’s June 2013 edition.
The construction industry is sharply divided over the issue, with the majority of
contractors speaking opposing the development. The certification attempt – ini-
tiated by two Regional employees at a single job site who signed union cards –
inspired Harris’ bill, and has also sparked the response of the municipal leaders.
The heads of municipalities including Waterloo Region, Toronto and Ottawa have
asked the Liberal government to change the laws. Harris commented: “I am
pleased to see that municipal leaders, representing the majority of Ontarians,
have taken a stand for taxpayers by requesting that the Liberal government close
a legal loophole that allows unions to trap municipalities in labour monopolies.”
Waterloo Region Chair Ken Seiling sent a letter to Labour Minister Yasir Naqvi,

on behalf of the Mayors and Regional Chairs of Ontario (MARCO), asking the Lib-
eral government to exempt municipalities from the construction-sector rules under
Ontario’s Labour Relations Act. Seiling, who serves as the chair of MARCO, stated
in his letter that this “amendment is needed so that municipalities would not be
subject to back-door unionization by a trade union … and held to provisions of
the Act that are truly intended for the construction industry.”
Harris tabled Bill 73 to move this legislative solution forward, which he says
“would solve the problems addressed by MARCO and the Large Urban Mayors
Caucus of Ontario (LUMCO) in 2008.” Harris also recently appeared before a fed-

eral committee, with the intention of explaining “how ending
labour monopolies in Ontario and preventing new ones from
developing would save all three levels of government millions
of dollars every year.”
“For years, certain construction unions have successfully

exploited a legal loophole in Ontario’s outdated labour laws
to set up union monopolies that inflate costs and deny qual-
ified contractors the right to work on infrastructure projects,
including those funded by all three levels of government,” he
told the Standing Committee on Transport, Infrastructure and
Communities.

“Canadians are willing to pay their fair share, but they don’t want to see their
taxes rise simply because the government allows certain unions to restrict open
competition. That’s why I am calling for legislative change at the provincial level.”
When Harris tabled his bill at Queen’s Park, he said, “My private member’s bill
is based on two fundamental principles. The first is fairness. I believe all Ontari-
ans, regardless of their affiliation with a particular union, should have the right to
work on publicly funded infrastructure projects. 
“The second is open competition. When all qualified unionized and open-shop
companies have the opportunity to compete for contracts to build bridges, new
schools and other public buildings, municipalities and school boards can en-
sure taxpayers get the highest quality work at the lowest possible cost.”
Harris explained the impact of the current laws: “Once this [certification] hap-
pens, these public-sector employers are required, by law, to contract out all pub-
licly funded infrastructure projects to companies organized by a specific union.
This unfair practice, on average, restricts 70% of qualified contractors from work-
ing on public projects and increases infrastructure costs by 40%. Certain unions
have already trapped several public-sector employers in labour monopolies, in-
cluding: Hamilton, Toronto, Sault Ste. Marie and the Greater Essex County School
Board. And now, the Region of Waterloo is at risk of becoming the next victim of
this legal loophole at a cost of roughly $78 million a year.”

BUSINESS MONITOR

Michael Harris
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WORKPLACE HEALTH IMPACTS ON ROI
BUSINESS MONITOR

Investment to achieve productivity or lessen a increasing cost fuels better ROI. Here is
a obvious statement: health care costs are escalating out of control in Ontario and will
continue to do so in the next three decades. What is constant is that the reasons for in-
creases are as unique as each individual who uses health care.  There is no other place
this is measured than through work place benefit contributions. 
Work force health can be measured through work days lost, or the group’s medical
costs associated with employee benefit packages. 
Workplace health is a relationship between the work force and their quality of life. It has
many stakeholders: attending health professionals, provincial and federal governments,
the business community, and our financial institutions that raise the rates.
Erin Morrison, a Program Officer at the Canadian Health Services Research Founda-
tion, and Neil J. MacKinnon an Associate Director for Research at the Dalhousie Univer-
sity in Halifax, published a article in 2008 titled “Workplace wellness programs in
Canada: An exploration of key issues”. What they found is that employers are consid-
ered the influencing stakeholders for partnership in workplace wellness. 
They found that, too often, “management fails to recognize employee health as an em-
ployer responsibility”. Employees are a “company’s greatest asset and crucial to the suc-
cessful achievement of its strategic mission and vision”. 
In another study, published in 2006, it found that  67.8% of worksites had Employee
Assistance Programs (EAPs), with the most common health promotion program been
fitness programs at (29.4%). In 2007, in a survey called the Sanofiaventis Healthcare
Survey, 67% of Canadian employee respondents believed that Workplace Wellness Pro-
grams signify a good job among employers, with 81% agreeing that a Workplace Well-
ness Program, one with personalized health counselling based on individual needs,
would improve their benefits consumption.
Karen Gamble, CEO of the Workplace Wellness Program in Southern Ontario agrees,
“Most companies want to see something come out of the wellness program, they want
to see an increase in health of their employees, but also reduction in their benefit claims,
they want to see some return on their investment”. 
Gamble, who has been working in the Workplace Wellness industry for the many years,
is a Corporate Personalized Health coach. She works with three consultants who oper-
ate the individually based program. They conduct one on one goal setting and reviews,

pep talks with each employee, usually performed once a month. During the meeting any-
thing and everything is discussed, from stress management, to sleep issues to eating
habits. As a guide to the employees, Gamble offers a list of topics employees can talk
to the consultants about.  
“One particular fellow”, says Gamble, “a client from two years ago, lost 45 pounds and
went off all diabetic medication and blood pressure medication. He recently wrote and
shared how happy he was.”
Not only does the consultant do one on one health coaching but they also hold group
programs. Gamble’s Wellness Program looks at management objectives, and takes rec-
ommendations from what Gamble refers to as a corporate wellness committee, made
up of six to eight people from the company that communicate staff’s wishes to the con-
sultant and management.   
A big part of the program is determining what health risks are in the organization. Most
organizations are dealing with weight management issues, obesity, lack of physical ac-
tivity. Gamble frequently talks about diet, nutrition. 
Incentive programs could be in the form of a “lose and learn”, a challenge that Gam-
ble created to encourage employees to attend meetings. Each meeting has the main
focus of putting personal wellness at the top of their agenda.
“Everyone has their own trigger,” adds Gamble, “and the consultants help each em-
ployee to find their personal trigger.” The consultants then use that trigger to maintain em-
ployee motivation, “something which is needed to achieve success”. 
“It’s raising the awareness of an individual of their habits – a huge step to beginning a
change in personal activity,” says Gamble. “If people did get out away from their desk for
half an hour, during the day, at different times of the day, they would find themselves more
productive when they come back.”

Karen Gamble
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GLOBAL INNOVATION
EXCHANGE LAUNCHED
With ceremonial shovels in the ground and sights
set on the future, provincial government and Wilfrid
Laurier University officials have marked the construc-
tion start of the Global Innovation Exchange (GIE)
building on University Avenue at Laurier’s Waterloo
campus. The groundbreaking event celebrated the
$103-million future home of Laurier’s School of
Business and Economics and Department of Math-
ematics, which received a $72.6-million investment
from the Ontario government in 2011.
John Milloy, minister of Government Services; Max
Blouw, Laurier president and vice-chancellor;
Micheál Kelly, dean of Laurier’s School of Business
and Economics; and Paul Jessop, dean of Laurier’s
Faculty of Science broke ground following formal re-
marks on site.
“The Global Innovation Exchange is an exciting step
forward in Wilfrid Laurier University’s service and contributions in the City of Wa-
terloo,” said Blouw. “As the name implies, it will connect Laurier and our region in-
creasingly to the global community, and it will be a tangible expression of the
commitment of Laurier faculty, staff and students to global outreach, innovation
and excellence.”
The provincial government’s investment in the GIE is the largest single capital in-
vestment in Laurier’s history and signals the province’s confidence in the calibre
of teaching and research at Laurier.
“Ontario is putting students first by creating more opportunities at our colleges
and universities so we can build the skilled and knowledgeable workforce needed
for the global economy,” said Milloy. “Our government’s investment in the new
Global Innovation Exchange will help Wilfrid Laurier’s mathematics, business and
economics students succeed in the future, while creating good jobs today.”

Wilfrid Laurier University Board Chair Farouk Ahamed brushes off ground from the Global Innovation Exchange formal ground breaking
held late May; also participating were Laurier President Max Blouw, centre, and Kitchener Centre MPP John Milloy.

   

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

    

 

 

 

Housing the School of Business and Economics and the Department of Math-
ematics in the GIE will allow Laurier to meet the growing demand for enrolment
in these programs and expand the university’s ability to deliver integrated and en-
gaged learning opportunities to students locally and globally. It will also enhance
the synergies between Laurier’s Business and Applied and Financial Math pro-
grams and represent Laurier’s leadership role in business and technology.
The 215,000 s.f. building is designed to present a bold, forward-looking pres-
ence on University Avenue. The facility design boasts four storeys, a 1,000-seat
auditorium, a four-storey atrium, lecture halls including a 300-seat circular lec-
ture hall, and a Finance Research Lab with real-time trading facilities and
Bloomberg terminals.
The GIE was designed by Diamond Schmitt Architects and David Thompson Ar-
chitect. It is scheduled to open for classes in Fall 2015. 
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T
hey’re the holy trinity of social media:
LinkedIn, Twitter and Facebook. And by
now, most businesses have established a

social media presence on at least one or two of
them. Good stuff, right? Well, maybe. Common-
ly, businesses set up a company profile or
account, and may even be regularly posting to
their pages. But that doesn’t mean it’s a good
use of their time
and energy. 

Facebook is a
good example. If
you’re selling to
businesses, you
may be able to
connect with the right people. But the problem is
you’re in the wrong space. Business decision-
makers may be on Facebook for personal use, but
aren’t there to establish partnerships or stay con-
nected to suppliers. Chasing after them here is
likely an outright waste of time.

Now say you’re a consumer-based business
such as a restaurant or retailer.  Facebook seems
perfect – your customers and prospects are there
and open to hearing your message.  In fact, you
get a substantial number of likes on your page.
But even though you post useful, relevant con-

tent, you don’t seem to get noticed, even by your
fans.

Why is that? Because the odds of your posts
appearing in news feed are very small – Facebook
acknowledges company page posts won’t appear
in 86% of their followers’ news feeds.  Worse yet,
an overwhelming number of businesses saw their
page views drop to almost nothing when Face-

book changed its
algorithm – the
calculation for
determining rank
and relevancy on a
users’ page - in
late 2012. 

To be fair, many businesses have gotten good
results on all three sites. But it’s also worth
exploring the road less travelled. While the sites
below have large volumes of users, businesses
have been slow in getting on the scene. 

The key is to make sure you are (a) in the right
space given your target audience and (b) that you
can reach a decent proportion of people.  Pay
attention to the demographics of each site before
investing your energy (you can easily find this info
online). If your audience isn’t there, or it’s hard to
reach, find other options. Here are three sites that

SOCIAL MEDIA

THE BIG THREE: TIME 
WELL WASTED
The Holy Trinity of Social Media

Worse yet, an overwhelming number of businesses
saw their page views drop to almost nothing when

Facebook changed its algorithm

by HARP ARORA

Harp Arora, MBA, is Princi-
pal, Sedona Communica-
tions and Adjunct Faculty,
University of Waterloo &
WLU; email
harp@sedonacommunicatio
ns.com. twitter
www.twitter.com/harparora
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focus on visual storytelling – the most powerful way to get your
message across today.   

PPiinntteerreesstt
In a short time, Pinterest experienced explosive growth.  On the

site, users share visual content such as images and video from the
web that they find interesting and inspiring. Pinterest is a no-
brainer if your target audience is interested in food, fashion,
sports, travel, photography, or decor – but it’s not limited to those
categories, or just consumers. Create visually appealing content

about a product, brand, or lifestyle, and it can work for you.  
For B2B, drool-worthy images may be more difficult to offer, but

you can still be relevant, interesting, and fun.  Why not post com-
pelling info graphics with the kind of info your audience values?
Infographics are hot on Pinterest.  But that doesn’t mean you can’t
share text-based content such as e-books, whitepapers, how-to
articles, and blog posts as well.  Just remember to use attention-
grabbing imagery and good content behind it to get lots of shares.   

YYoouuTTuubbee
YouTube gets a billion viewers a month.  A billion. Yet many

small and mid-size businesses aren’t taking advantage of this

great marketing opportunity. This despite research (M Booth, 2012)
that shows people share videos 12 times more than links and text
posts combined (which is what most brands post). 

Putting a face and voice to a company’s name can really help
your audience know, like, and trust you.   Use video to demon-
strate your product or service, capture customer testimonials,
explain your values, show your community involvement, and best
of all showcase your thought leadership. Keep it short (under five
minutes but ideally two or three) and have a pro shoot and edit
your video. When you’ve posted to YouTube, be sure to push it out
to other social media sites and feature on your website, blog,
newsletter etc. 

IInnssttaaggrraamm
Hordes of social media users (particularly Gen Y) are dumping

Facebook for Instagram, a site for sharing only photos. Simple and
speedy to use, users share their lives by taking photos on their
mobile phones and uploading them to friends and the 100 million
member Instagram community. Here again, brands have been
slow to jump on, many thinking narrowly about only product
shots. Yawn.

Instagram is an opportunity to visually show what your brand is
about, which might be your funky workspace, involvement in
charity work, company or customer events, quirky employee per-
sonalities, or awards received.  Basically, anything that establishes
an emotional connection with your audience – so get creative.  

There are so many good options to explore out there, but be
selective in your choices to ensure you aren’t looking for love in all
the wrong places. Focus on your audience and ditch the rest. 

Your thoughts?  Ping me! X
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Why not post compelling info graphics with 
the kind of info your audience values?  

Infographics are hot on Pinterest.
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ATTRACTING THE

WORST KIND OF
PREDATOR
Magnet Forensics is on the cyber-hunt for clues 
to stop crooks and creeps

COVER STORY

BY JON ROHR

Jad Saliba and Adam Belsher



J U L Y / A U G U S T  2 0 1 3 | 19

COVER STORY

Owners and entrepreneurs understand that rare
energy experience when passion produces profit,

stimulates growth and attracts talent. It takes a partic-
ular kind of entrepreneur, the kind movies are made
about. 

Jad Saliba, ex-Waterloo Region Police officer, cancer
survivor, computer geek, passionate guardian of civil
society and founder of JADsoftware is that kind of
entrepreneur. 

In 2006, Officer Saliba was the family bread winner,
father to three adorable children and a dedicated hus-
band to a beautiful wife. In 2007, life slammed Saliba
into a tailspin. He was diagnosed with cancer at the
age of 26; through the next year he went through the
ups and downs of chemotherapy. His dream of police
work, raising a family, and watching his kids grow, was
in jeopardy.  

But throughout his ordeal, he maintained his dream
of fighting bad guys. And at the end of his cancer ther-
apy, Saliba was provided an opportunity that would
change his life forever. 

Saliba had computer skills, and a pretty good
understanding of programs and programming. Prior to
the police force he did some time at Opentext, a
Waterloo world-renowned technology company. 

It’s been said that more than 33% of all the world’s
internet traffic flows through heavily secured servers,
that far more secure data flows than the general popu-
lation’s surfing and searching data. 

Leveraging his skills, the Waterloo Regional Police
Force had the perfect position for him. It was low
stress, technically based and would utilize Saliba’s
knowledge of programing.  He was placed in the Tech-
nological Crime Unit. 

In 2002, the Waterloo Regional Police Service rec-
ognized the need to create a specific, structure method
to counter cybercrimes; that led to the establishment
of a Technological Crimes Unit. Here, specially trained
investigators deal specifically with all types of comput-
er related offenses. And they must be savvy, for as fre-
quently as innovators innovate, the police have to keep
pace. In most cases, they are searching for trails of
content, which need to be found, catalogued and
determined to be evidence or not. Saliba’s duties
included the bringing together of all of the technical
evidence available to satisfy an investigation. Whether

they were child luring cases, homicides, or fraud, the
content could be found as messages either on Face-
book or other cloud based or home based software.
Saliba was suddenly back in the middle of fighting
crime, and living a scenario that is now the basis for
several prime time television shows.  

Saliba worked tirelessly in his new post; he became
passionate about searching and finding evidence rele-
vant to each case. As time went on, he wondered if
there was even more evidence out there. He wondered
what was left on the suspect’s hard drive. He asked
questions like “Was there information left after the win-
dow was closed or program deleted?” Saliba became
very passionate about improving his process, to the
extent that that he would spend countless hours after
work, at home, working on new solutions that would
assist his work during the day. 

Saliba found traces of programs in a device’s mem-
ory that could be organized. He discovered you could
see the entire message left on the device’s memory or
fragmented in traces scattered over different parts of
the hard drive. They were linked, as each message had
a common signature or recognizable and repeated
series of binary code, the zeros and ones that all com-
puter language is based on.

He was meticulous, and would attempt to identify
various software signatures, such as what Facebook
messages look like.

Working in his bedroom and late into the night, Sali-
ba was still recovering from his cancer therapy. Yet
here, Saliba laid the groundwork for what would
become known around the globe as the first useful
Internet Evidence Finder (IEF) software program. 

“On the hard drive there is all kinds of raw data,”
explains Adam Belsher, a past RIM sales and market-
ing vice-president. Belsher recently served as Vice
President of the Verizon Business Unit for Research in
Motion, now rebranded as Blackberry, after its flagship
product.

Belsher was introduced to Saliba through their
accountant, Mark Young. The two shared common fami-
ly values and security concerns that go hand in hand
with raising safe children in today’s society. 

In September 2012, Belsher joined Saliba and
became CEO of JADsoftware. Then the  two set off on a
journey to rebrand the company, and Magnet ForensicsJad Saliba and Adam Belsher



was created. 
Magnet Forensics is well positioned in

the forensic market place. Its work is
admired by police officers and has secured
Saliba’s reputation as crime fighter not
only locally but world all over. His passion
to assist those whose job it is to incarcer-
ate human predators, has extended its
reach farther than anyone could have
imagined. 

The IEF software gathers evidence from
digital devices without altering the original
device or the original data. In many cases
the IEF software provides sufficient infor-
mation/evidence to warrant a subpoena, a
writ by a government agency, most often a
court that has authority to compel testimo-
ny by a witness or production of evidence.
As an example, if a file was uploaded to
Drop Box, then the name, the date, the
size of the file, “all this information may
lead to a subpoena for Drop Box, asking to
get this file because it is important to the
investigation.” There are many agencies
involved  in the process. 

When Belsher started with Saliba he
discovered that Jad’s efforts were not
being monetized as they could have been.
Belsher said that, “Jad had given away the
product for about a year and half” after he
launched the company. By giving it away

to fellow law enforcement colleagues, Sal-
iba wanted to help other law enforcement
agencies, “especially around the child
exploitation stuff: child pornography, child
trafficking, all that kind of stuff. He was
very passionate about that and he wanted
to help people.” And his program worked,
“it really got to a point where all these cus-
tomers, like the FBI, Homeland Security,
Scotland Yard, all these police forces that
essentially were using the product, down-
loading the product free.” Saliba was duty-

driven, and his passion real. He was in it
to help humankind, but he also needed to
pay some bills.  

The reputation of Saliba’s software
spread through word of mouth, and finally,
in 2010, he started to charge for its use. 

“Law enforcement is very collaborative.
For example if Interpol is using it and they
like it, then they’re going to tell the
Swedish police – crime is very global,
there is a lot of cooperation.” Belsher
notes that this is entirely different from the
corporate world. “Ford isn’t going to tell
GM they have found this manufacturing
process and we’re going to share it with
you; that just doesn’t happen. The opposite
is true in law enforcement.”

Belsher says, “the key is that Jad seeded
the market” and had been doing so since
2009. 

In September of 2011 Saliba left the
Police force and Belsher left RIM. The two
set off on a business journey that had a
social context. Belsher says that “to Jad’s
credit he recognized where his strengths
were and where they were not.”

Belsher is a sales and marketing tech-
nology dude with a pedigree that goes well
with marketing success. As vice-president
of the Verizon unit of RIM he oversaw a
increase in sales from $400 million to over
$2 billion, in just four years.  

What Belsher saw was a product that
had been “soaking for quite a while”. And
that “adding new resources, iterating the
product, focusing on new sales channels,
finding new partners, accelerating the
word of mouth, achieving product reviews,
improving our website, getting all the dif-
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ferent marketing pieces in place and trying
to get more people using it, would
increase sales. Basically, we stepped up
our game.”

Revenues grew. “We grew revenue from
2011 to 2012 by 310% year over year.” In
January 2012 it was just Belsher and Sali-
ba; by December 2012, they had 20
employees, in June 2013 they have 30.

Sixty percent of the sales and marketing
people are former RIM employees, as are
10% in development.

It’s not policy but the tend to like new
grads as new hires. Belsher is careful to
say that “as bad as this sounds, they don’t
have the ‘corporate baggage’ – they don’t
have all that ‘I’ve tried it before and it
doesn’t work’  or ‘I don’t think we can do
it like that’. Everything is new to them and
they work their asses off.”  In addition, he
likes their drive – “they have the fire in
their gut, the hunger… we’ve had a lot of
luck with the new grads”. 

Culture is important to Belsher; he
makes sure managers and team leads
maintain that passion that became the
connection between Jad and himself. 

Magnet Forensics competes for talent,
especially for the Gen Y population. They
look for people who really want to make a
difference in the world. By “coming to
Magnet Forensics they hear and share in
the stories from customers – how IEF
helped this law enforcement agency con-

vict a pedophile, how it helped to solve
some sort of mass shooting. Whatever it
may be – it moves them.”

The time has come, says Belcher, to
“take it up a notch” as they strategize sen-
ior level positions. “I know my limitations,
Jad knows his, so we are starting to think
about who we need to round out our skill
set, and really help us execute as we go
forward.”

And goals they have – to put criminals
behind bars. “The beauty of our product,”
says Belcher, is that today there is more
white collar crime than ever, and if intel-
lectual property is involved, they can find
it. 

Whether it’s a data breach or even a
human resources dispute, emphasis
remains on the universal way Magnet
Forensics software fights crime, from
homicide and organized crime, to
pedophiles and child trafficking, to white
collar offenses. All those kind of investiga-
tions usually have some kind of digital ele-
ment. “Somebody has sent an email,
somebody has done something on chat
program, somebody has history in their
web browser, somebody was doing
research on how to dump a body, the list
goes on and the market is forever evolv-
ing.”

“In most cases there is usually more
than one person involved in the crime – so
there is a trail like a Gmail email that

somebody sent that they think is secure.”
Belsher says that in 90% of the crime

stories that hit the media, those popular
investigations of horrific crime investiga-
tions, if there was a computer involved at
all, “there is a good chance our stuff has
been used”.

However, technology constantly
evolves. With the proliferation of Personal
Digital Assistants, Magnet Forensics’ focus
is now on developing software to recover
data from each new PDA marketed. Cur-
rently they search 160 programs from chat
to email, file sharing and browser history.
They have a customer base that is mostly
law enforcement-based 

Currently their software is been used in
93 countries in Europe, North America,
Middle East, Latin America, and South
Africa. “Computers are ubiquitous around
the world ... most use common programs
like Facebook, Google, etc. There are a lot
of commonalities among the platforms
used worldwide.” 

Cyber crime: you can do it from any-
where. Belsher contrasts the jewel thief
who needs to break in to a building to
secure the artifact with cyber crimes that
can be done from a person’s basement. 

“Our market is growing exponentially
because cyber crimes are on the rise.”
People “have more data available through
their devices that they are storing, retriev-
ing and creating on line – it doesn’t stop.”

With the goal of putting guilty people
away and exonerating the innocent, the
development team at Magnet Forensics
constantly works on solutions for investi-
gations and investigators. The new goal is
to provide investigators and courts with
the confidence to say “if you run our soft-
ware, we don’t guarantee we’re going to
find everything, but we search 160 differ-
ent applications and websites and there is
a good chance we are going to find some
evidence.” With the focus on mobile and
cloud computing for 2013 it’s shaping up
to be a exciting year for Magnet Forensics. 

Fifty percent of the work Magnet Foren-
sic software contributes to is focused on
helping children, by getting child predators
off the streets and put away. The gratitude
that has been bestowed on Saliba for his
work is justified. He has been approached
by unknown officers countless times, who
thank him for his programs, because, for
example, “I put three pedophiles away last
week.” 

These are emotional moments for Sali-
ba and Belsher, because their work mat-
ters most to those who are too young to
know what matters. 

Key members of the Magnet Forensics team include: back row: left to right - Matthew Moody, Team Lead – Software Engineering;
Tayfun Uzun, Product Development Manager; Chris Warden,  Sales Manager; Front row: Lindsey Cournoyer,  Marketing Manager;
Nick Cosentino, Team Lead – Software Engineering; Kelly Braiden,  HR Manager.
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In Business with Cain and Abel 
Sibling Relationships in the Family Firm
BY ELLEN FRANKENBERG,  PH.D.  

The sibling relationship is the longest relationship of life. Our sibs enter our
lives - without our choice - long before our spouses, and usually outlive our

parents. Your position in the sibling, or birth order, has a profound impact on
your personality: eldest children more frequently become recognized scholars;
middle children develop creative ways to negotiate; and the youngest, always
having had an audience, can regale the entire breakfast nook with outrageous
imitations of everyone in the family.

Sibling rivalry erupts from the very beginning of the human family, as told in
the Book of Genesis, when Yahweh himself favors Adam’s younger son Abel
and his gifts, more than Cain, the eldest. Cain, in jealous resentment, murders
his brother, and lives the rest of his life in exile. 

Sibling relationships within family businesses are rarely murderous -
although there are some unsolved murders in prominent U.S. family businesses
- but they do carry enormous emotional power, especially among sibs of the
same gender, close in age, with plentiful “access” to each other during the
formative experiences of childhood and adolescence: the bonds forged over
thousands of fights for the TV remote control, as well as the delights of sum-
mer vacations, endure beyond death.

As North American families change in structure, from four or six or nine chil-
dren born over more than twenty years, to two or three, delivered closely
together so the mother can return to work sooner, sibling relationships will pre-
dictably become more intense. In many two career families - or families work-
ing overtime to launch a business - sibs end up spending more time together,
perhaps with other caretakers, than they spend with their own parents. And the
pecking order - who gets the most pizza, parental eye contact and help with
homework - is profoundly affected by who was born first, and how many chil-
dren are already in line.

Images forged among siblings tend to be set in bronze: the 47 year old CEO
of a major corporation who shows up at a Bar Mitzvah is still called “the baby of
the family”; the high school wide receiver is still “the jock” to his brothers, even
though he’s now an astrophysicist; and the eldest daughter gets up after
Thanksgiving dinner to start the dishes before anyone else.

As siblings move into the family firm, the strength of their bonds can stabi-
lize the business, as they defend each other against all outsiders, or rivalry can
erupt right in the middle of the shop floor, or the front office, with ancient

power.
The following observations are summarized from Frank J. Solloway, Stephen

Bank’s recently revised book called The Sibling Bond, and other professional
sources, including my own reflections as a family psychologist and consultant
to families in business. 

First-born children from different families are often more alike,
than sibs from the same family.

First-borns are taught to speak up and tell what really happened while Mom
was at the store; generally they are more comfortable in take-charge situations
than their younger sibs. They tend to become more conscientious and responsi-
ble, and, consequently, more worried and anxious with problems beyond their
control. Although all the children from the same biological parents have the
same genetic inheritance, diversity within a family is accomplished biologically
because the genes are recombined, or “scrambled” in each subsequent birth.
As with social security numbers, the same digits can form thousands of combi-
nations, each unique.

The eldest son, groomed from the time he was 6 to “take over” the compa-
ny, may worry through the night about last year’s performance figures, and
share his fears more readily with the company attorney, (also a first-born,
responsible type) than with his younger brother, the golfer, who shows up 9
holes late every sunny morning.

PPaarreennttss  ddoo  hhaavvee  ffaavvoouurriitteess..  
Children who physically resemble one side of the family more than another,

the child born after three miscarriages, the “baby” who is also the first boy, will,
understandably hold a special place. In one recent survey, more than two-thirds
of those interviewed reported that their parents did have favorites. This secret
feeling leaks out around the words of fairness again and again. 

One son or daughter may identify with and “speak for” one parent more
than another, especially in times of conflict or divorce, and become a favored
candidate for promotion, even though on-the-job performance is below par.

Fighting between sibs is beneficial.
I abhor violence, but have come to accept fights between siblings, mostly



because I have learned that they usually have an
exquisite sense of just how far to go without actual-
ly injuring each other. By learning how to handle
aggression within the protected environment of the
home, sibs learn how to manage anger within lim-
its, and develop confidence in their own capacity -
especially when the youngest brother finally reach-
es 6’ 3” - to defend themselves in the future against
confrontation from strangers.

Families in which siblings are encouraged to
express strong differences directly, find common
ground, and get over it, ultimately experience more
intimacy, because the fight is honest, out in the
open. Anger is a clue to your deepest values, what
you are willing to fight for. Anger can be a powerful
source of energy for positive change, especially if it
is focused on intolerable behavior, or
honest differences in ideas or values,
and not on destroying the other per-
son. Families which can resolve con-
flict effectively, and agree to get back
together within 24 hours, can end up
with a much deeper understanding of
each other. Make-ups, complete with
laughter, can even be fun.

Moms and Dads who fight fair with
words at home - expressing honest dis-
agreements without name-calling or
obscenities - can teach their sons and daughters
later working in the family firm how to disagree,
sort core values, and resolve differences without
humiliating or dominating each other.

Personality differences between sibs are
an advantage to the family firm.

Successful siblings learn how to divide turf, as
surely as they drew an imaginary line down the
middle of the back seat of the car driving to Michi-
gan. Your later born daughter may be suited for
management of the new Quality Circles program,
because she learned early to relate to lots of differ-
ent personalities, and to negotiate differences. Your
youngest son may be delighted to open the new
sales office in Singapore, because younger sibs
tend to be more open to new experience, as they
continually define their uniqueness in contrast to
the brothers who got there first. later borns of
every socioeconomic class are inclined to accept
new ideas more readily than first borns, who often
identify more with the more conservative parental
generation - which they represented frequently as
baby-sitters.

Especially as family firms mature into the third
and fourth generations, it becomes crucial to capi-
talize on the differences between sibs. The task is
to discover the “niche” which best matches the tal-
ents, personality, and birth order style of each son
or daughter, whether inside or outside the family
business. Spin offs were invented for sibs who dif-
fer more than they agree.

Children raised without parents do not
exhibit sibling rivalry.

Children who survived the Holocaust without
their parents stayed together under extraordinary
circumstances, searching for their lost families

after WWII, helping each other survive, without
competition. Sets of siblings raised in orphanages
reportedly also develop cooperative, supportive
relationships, perhaps because they are not com-
peting for limited parental attention, and are forced
to rely on each other for emotional connectedness.

Certainly, no one would promote raising children
without parents, but parents who are stressed out,
focused primarily on their own agendas, or without
enough emotional reserves to nurture each child,
may stimulate competition between sibs. Fifteen
minutes of uninterrupted time per day with each
child, at bedtime, or during a trip to the hardware
store, remains an effective norm, even while build-
ing a business.

Children of the same parents can be raised
by different parents.

Every seven years every cell in our bodies is
transformed. Between the birth of the first child
and the last, especially if several years intervene,
parents change physically, emotionally, economical-
ly, spiritually, so that sibs will have very different
experiences of childhood. Generally, parents are
most solicitous and even anxious when raising their
eldest child; by the time the youngest comes along
- even in the throes of similar adolescence chal-
lenges - they are considerably more relaxed
because they’ve been there, done that, and know
they will survive.

We all know that the youngest child really is
spoiled, perhaps because the parents can afford
the top-of-the-line bike by then, or because they
learned from their firstborns which rules didn’t
work. Some younger children do, in fact, function
as responsibly as firstborns or only children, espe-
cially if there is a gap - usually six or seven years -

between births. The youngest child of two first-born
parents may inherit an extra does of responsibility.
All of which contributes to extraordinary diversity,
even within the same nuclear family - and potential-
ly, within the same family firm.

Anointing the first-born son is no way to
run a family business.

Many family businesses continue to transfer
power and controlling assets by primogeniture. A
succession plan ideally includes an objective
assessment of all the sibs, depending on their pres-
ent competencies, their observed performance, and
their willingness to develop the necessary skills for
leadership. The choice of successor also is affected
by the stage of development of the business: Do

you need a super-responsible, conser-
vative, firstborn to steer through tur-
bulent times? Or will the business
benefit, during times of rapid techni-
cal and social change, from a more
adaptive, innovative later born?

Developing a succession plan
involves assessing leadership abilities
and providing opportunities for
growth for all your sons and daugh-
ters, so that the best prepared and
best motivated candidate is chosen

for CEO, or warehouse manager, or VP for market-
ing, without relying only on gender or birth order.

For most personality traits, sibling differences
outweigh gender differences.

First born women can be as conservative and
responsible as their first born male cousins, and
later born men and women may challenge the sta-
tus quo in similar ways. Assigned gender “roles” -
the girls babysit the younger kids, the boys carry
out the garbage - build more differences between
genders over time than innate personality struc-
tures. Two brothers, both with adequate testos-
terone, who develop different roles - one a back-hoe
operator and the other a violinist - may have more
divergent interests than two cousins, one male, one
female, both firstborns who become CEOs, with
similar educations, cultural experiences, profes-
sional goals and family lifestyles.

And, of course, in the scrambling of genes
across genders, your firstborn daughter, the metic-
ulous mechanical engineer, may be a better CEO,
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and responsible manager of your retirement funds, than your later born only
son, your spitting image, and favorite fishing buddy.

Sibling rivalry is one of the major reasons why more than 85% of
family businesses fail during the third generation.

Families expand geometrically. The founder and his/her spouse start the
company in the garage, and eventually raise a family in which two brothers,
reared in the same household, with the
same values, the same work ethic,
grow up and eventually take over the
business. They work together success-
fully as partners, respecting each
other’s strengths, building niches suit-
ed to individual talents, fighting
through their differences, and dividing
turf as well as bonuses, as they learned
to do back in their boyhood bedroom.

Between them, after a while, they
have one divorce and seven children,
raised in three different households, with different ethnic and religious influ-
ences, different choices in education and parenting styles. In the third genera-
tion, five of the seven cousins (all into their 20s at about the same time)
assume that there will be a white collar job for them in the family business.
Unless clear, fair policies were developed in advance, including requirements
for getting a job in the company, much less being promoted, rivalry among sibs
and cousins can lead to intense conflict over limited spots at the top. As in
childhood, only one person gets to sit in the front seat. If these conflicts remain
unresolved, even in the midst of success in the marketplace, another third gen-
eration business will face decline, or an unwelcome sale to “outsiders”.

The development of a Family Forum, usually with the assistance of an expert
in healthy family process and conflict-resolution, remains the most practical

way to develop family agreement around succession planning, hiring standards
for family members, stock distribution, and other hot topics. Dealing directly
with these issues in advance in an organized forum remains the best insurance
policy against sibling or cousin rivalry disrupting the family firm.

Healthy sib loyalty is not forged against dominating, selfish parents, but is
taught and fostered by nurturing parents who have learned how to resolve their
own conflicts, and have enough love and attention left over to offer each unique

child.
As a family psychologist and con-

sultant to family firms, one of my
most rewarding experiences has
been to sit down with brothers and
sisters as they re-negotiate the old
rivalries, the old stereotypes from
childhood. Usually this has happened
after the unexpected death of a par-
ent, when sibs are suddenly forced to
make major decisions without Dad
(the mediating middle son all his life)

in the room. It is wonderful to see sibs - who assume that they already know all
about each other - reach beyond the rhetoric of football and low-fat recipes,
and enjoy the surprise of meeting their brothers and sisters for the first time as
adults, equals now, but with an extraordinary bond, which can’t really be dupli-
cated in any other relationship.

If siblings, especially those who need to make consistently good decisions
together in the family business, can re-define their adult relationships based on
the current realities, the adult bond between siblings can truly become pro-
found. They will rediscover that they share not only bloodlines and a stake in
the family business, but a lifetime of irreplaceable experiences.

Ellen Frankenberg, Ph.D., is a Cincinnati-based family psychologist.

Healthy sib loyalty is not forged against dominating,
selfish parents, but is taught and fostered by nurtur-

ing parents who have learned how to resolve their
own conflicts



J U L Y / A U G U S T  2 0 1 3 | 25

Craftsmanship. Style. Performance.

Carefully crafted with outstanding quality, superior functionality and unmatched 
performance; all backed by the best warranty in the business. It’s easy to see why more 
architects, contractors and homeowners specify Strassburger Windows and Doors.

1-800-265-4717  or visit www.strassburger.net 

Vinyl windows, patio and entrance doors 
for the replacement, renovation and new-construction markets

Kitchener Head Office and Showroom 2101 Shirley Dr., Kitchener ON N2B 3X4  519-885-6380  1-800-265-4717  
Barrie Office and Showroom 18 Alliance Blvd., Unit 2, Barrie ON L4M 5A5  705-812-4923  1-866-796-7023



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

LAURIER ASSOCIATE PROFESSOR GINETTE LAFRENIÈRE, who
was recently appointed to the role of director
of the Manulife Centre for Healthy Living,
was recognized by the Ontario Women’s
Directorate with an award titled “Leading
Women, Building Communities.” Lafrenière
was recognized for her contributions to social
initiatives across Waterloo Region, including
being an active volunteer with the Violence
Against Women Forum of Ontario’s Central
West Region. She also founded the Social
Innovation Research Group at Laurier.

As the new director of the Manulife Centre
for Healthy Living, Lafrenière will focus the
work of the centre on community-university
connections. 

THE COWAN FOUNDATION DONATED approximately $1.5 million in Canadian communities during
2012, benefiting approximately 100 charitable organizations. “The Cowan Foundation
exists because of the success of the Princeton Holdings group of companies including
Cowan Insurance Group, Frank Cowan Company, The Guarantee Company and
Millennium CreditRisk Management,” explained Maureen Cowan, Chairman of The
Cowan Foundation.

“Since inception in 1994, The Cowan Foundation has donated over $17 Million and we
look forward to supporting many more organizations in the future with continued growth
in our businesses,” says Terry Reidel, Executive Director of The Cowan Foundation and
Chair of Cowan Holdco.
Recipients of funding during 2012 include: Heart & Stroke Foundation of Canada; Con-
estoga College – Cowan Health Sciences Centre; Children’s Aid Society – “Adopt-

WATERCOOLER

a-Family” Programs; Brant Waterways
Foundation; Lutherwood - Institute for
Children and Youth Mental Health.

INTELLIGENT MECHATRONIC SYSTEMS has unveiled
its next generation IMS Dri-
veSync®solution at Telematics Detroit
2013. The new drive sync solution is a
fully converged connected car platform
that combines the best of telematics and
infotainment, with the fun of social net-
working – turning any vehicle into a con-
nected car.

“IMS DriveSync brings Connected Car
technology to any vehicle, enabling drivers
to be smarter, safer and greener”, said Dr.
Otman Basir, CEO of IMS. “In addition,
OEMs, dealers and insurers can adopt this
platform to build strong, loyal relation-
ships with drivers of new and used vehi-
cles.”

LAURIER AND CONRAD GREBEL UNIVERSITY COLLEGE
will welcome hundreds of visitors from
North America and as far away as Africa,
Asia, Europe, South America and Japan as
co-hosts of the 2013 Peace and Justice
Studies Association Conference, Octo-
ber 17-19. The three-part conference
offers a main academic conference on

Ginette Lafrenière, Director of Manulife Healthy Living Centre
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peace and justice, a Teacher’s Professional
Development Strand for Kindergarten to
grade 12 teachers on teaching peace and
justice in the classroom, and a student-run
conference for grades 11 and 12 and
undergraduate students. The conference
will feature prominent keynote speakers
including Jody Williams, Nobel Peace
Prize winner and anti-landmine activist;
James Orbinski, Centre for Interna-
tional Governance Innovation chair in
Global Health and former Doctors Without
Borders president; George Roter, co-
founder and CEO of Engineers Without
Borders and Deborah Ellis, children’s
rights advocate, author and philanthropist.

REID’S HERITAGE HOMES has been named win-
ner of the 2013 City of Guelph Water Con-
servation & Efficiency Award in the Busi-
ness Sector. The award is presented to
acknowledge Reid’s Heritage Homes’ con-
tinuing role as a partner and acknowledged
leader in the City of Guelph’s Blue Built
Home program. Reid’s Heritage completed
the construction of 30 Blue Built Bronze
Homes, and one Blue Built Silver Home in
Guelph last year. A release from the City of
Guelph notes, “This environmental honour

is awarded to Guelph business leaders who
demonstrate excellence in water conserva-
tion within their place of business (e.g.
water audits, facility retrofits, employee
education programs, water loss reduction
strategies). As this year’s award winner,
Reid’s Heritage Homes has demonstrated
excellence and innovation.”

WALTERFEDY RECEIVED a Steel Design Award of
Excellence for the structural design of the
University of Waterloo’s Environment 3
at the 22nd Annual Canadian Institute of
Steel Construction. CISC is the national
industry organization that represents the
structural steel, open web steel joist, and
steel platework fabricating industries.
Recently certified LEED® Platinum—the
first structure at an Ontario university, and
only the third on a campus in Canada to
achieve this level of sustainable design—
Environment 3 was recognized in the
Green Buildings category.?

THE CO-OPERATORS HAS EARNED another acco-
lade for its commitment to social responsi-
bility, as it has been included on the list of
the Best 50 Corporate Citizens in Canada

for the fourth consecutive year. The Co-
operators is ranked #3 on the annual list
compiled by Corporate Knights, an
organization dedicated to the promotion of
responsible and sustainable business prac-
tices.

“Four of the top ten organizations on the
list are co-operatives, which reflects the
commitment of co-ops to contributing to
the well-being of their communities,” said
Kathy Bardswick, president and CEO of
The Co-operators. “We’re proud of the
efforts our employees are making across
the country to help The Co-operators live
up to our vision of being a ‘catalyst for a
sustainable society.’ At every level of the
organization, people are engaged in our
sustainability journey, and it is because of
their combined efforts that we receive this
sort of recognition.”

SUN LIFE FINANCIAL WAS ALSO NAMED to the 2013
Best 50 Corporate Citizens in Canada rank-
ing by Corporate Knights. It’s the eighth
time in 12 years that Sun Life has been
named to the list. The Best 50 Corporate
Citizens recognizes Sun Life as one of the
country’s top companies across resource,
employee and financial management -

WATERCOOLER
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which are critical elements of Sun Life’s
focus on sustainability.

LOCAL DEVELOPERS BERNIE NIMER AND DAVID SETON
have announced a new development in the
heart of Downtown Kitchener. The Property
at 22-26 Charles St West in Kitchener, is
being transformed into a Hi-Tech commer-
cial development that will be the new
home of Thalmic Labs; a local Tech Startup. 

THE INTELLIGENT COMMUNITY FORUM named
Taichung City, Taiwan as the Intelligent
Community of the Year during its annual
awards ceremonys in Brooklyn, New York. 

ICF also honored Mike Lazaridis, co-
founder of BlackBerry and Managing Part-
ner of Quantum Valley Investments, as
its Visionary of the Year. ICF selected
Lazaridis as the creator of the technology
that made secure real-time push-email
communications possible on wireless
devices for the first time – a breakthrough

that opened the door to the mobile devices
that are fast becoming the world’s first
choice for access to the Broadband Econo-
my. The award also recognizes a lifetime of
innovative contribution to Waterloo, ICF’s
2007 Intelligent Community of the Year.

CANADIAN SOLAR INC. HAS OPENED a sales and
business development office in São Paulo,
Brazil to expand and strengthen the com-
pany’s South American sales network and
broaden regional customer service capabil-
ities.

WATERLOO REGION HOME BUILDERS’ ASSOCIATION’S
40th President is Kevin Watts. He suc-
ceeds Brian Campbell. Watts was appoint-
ed as a Presidential Advisor in 2007-2008
and in the following term he was elected to
the WRHBA Board of Directors. Kevin was

then elected to the Executive Committee
where he has served as an Officer of the
Association since 2009.

MIOVISION, AN INNOVATOR AND PROVIDER of intelli-
gent traffic data management solutions,
has announced three new members of the
Executive Team: Vice President of Market-
ing, Steve Currie; Vice President of Sales,
Raymond Phillips; and Vice President of
Engineering, Douglas Swanson. Expand-
ing the Executive Team is part of Miovi-
sion’s strategic imperative to grow the
company and increase competitiveness
within the transportation industry. By
adding these key individuals, Miovision will
focus on increasing sales penetration and
market awareness while providing solu-
tions that will thrive in the market. 

PERIMETER INSTITUTE HAS NAMED JONATHAN BRANIFF

as its first Chief Advancement Officer.
Braniff will lead the Institute’s long-term
private fund development strategy, raising
awareness and support for Perimeter’s
research, training, and outreach activi-
ties.As a public-private partnership and
registered charity, Perimeter’s operations
are funded through a combination of gov-
ernment grants and donations from private
individuals, companies, and foundations. 

FILM COMPANIES LOCATED IN WATERLOO REGION are
shooting features here. Scott Clevely and
Angela Kafadar from Blue Lizard Produc-
tions, Ryan Wilson and Justin Radar,
Authority FX and Erik O’Neill from Hey
Cadet Films! have joined forces to produce
their first film together, an epic action-fan-
tasy short film starring local talent; Jen-
nifer Cornish, Gary Kirkham and Steve
Robinson.They’ll be producing films in
Waterloo Region, starting with an action-
fantasy short film, “Suddenly Super”. X

www.naiparkcapital.com
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toll: +1 877 683 9900
email: info@naiparkcapital.com
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FAMILY BUSINESS - MAKING A DIFFERENCE

new restaurant was built. KD, as it was
known, was the hot spot. After the movies
our juke box kept the teens entertained.

The following year, the lower fields of the
farm were transformed into a recreation
area. Excavation commenced on the swim-
ming pond, and Lawrence joined the family
business.

1960 was the year that Bingeman Park
Farms Ltd. was incorporated, owned equally
by Marshall, Erma, Jonas, Esther and
Lawrence. We opened with a pond, a picnic
area, an outdoor concession area and change
rooms, and a long dusty road… which we
paved, the second year.

After a summer of rainy and cool Sundays,
in the spring of 1961, the Lodge was built. We
needed a picnic shelter, and could use a ban-
quet hall. We had people who wanted to
camp along the river, so we put in electrical
outlets for 12 camp sites.

The fall of 1962 saw Marshall and Erma let
a group of young people try out roller-skating
in the lodge. This became a regular business
to fill in the times when the hall was dark. In
1964, the outdoor roller rink was built, and
with help from the mosquitos and the weath-
erman, it was decided to build a roof over it
in the fall. It was almost completed in Febru-
ary of 1965, when Dad passed away – and
thus the name, Marshall Hall.

From 1965 to 1967, we went out of pro-
duction at the dairy, and franchised our dairy
business with Sealtest in Toronto; we then
sold the milk and increase business and the
milk hauling business, while expanding the
catering business, operating the park and
continuing to run the Berkley Tavern at Rock-
way Gardens.

In 1968 we enlarged Marshall Hall by 50%
to give us new washrooms, a kitchen and a
large common space. Construction was com-
pleted in November, just in time for the NDP
convention that had been booked. Stephen

Lewis’ comments about the facilities were
the catalyst for construction. He had visited in
the spring, and had commented to the press
that their convention was to be held in a
wilderness roller rink.

The next year, 1969, the Visitor and Con-

vention Bureau of the Kitchener Chamber of
Commerce presented a new festival – the first
Oktoberfest was held at Bingemans and the
four German clubs.

The Ballroom was built in 1973. Every-
thing we do seems to have a story, and this
was no exception. In December of 1972, the
councils and senior staff of Kitchener and
Waterloo had their joint Christmas party and
we catered the event. Bill Thompson, Kitch-
ener’s planning director, soon to become the
first planning director for the new Region of
Waterloo, warned Lawrence that if he were
planning on building anything soon, he
should get a permit from the township before
it went out of existence on Dec. 28. Lawrence
was at the township’s last meeting with a set
of plans, and did get a permit to build the
Ballroom.

In 1978, we were part of a group of people
who organized to purchase the Waterloo
Motor Inn, which was having difficulties. At 7
p.m. on March 8, our lawyer made an offer to
purchase all the shares. At 11 p.m., Lawrence

was the new GM. An immediate inventory
was taken – it started at midnight, and went
until about 2 a.m. Our auditor (also a new
owner) was about to take the inventory in the
Liquor Room, but it was locked with a combi-
nation lock. The Maitre D’ pointed out that
this was no problem – the combination was
written on the wall beside the lock.

At the Park, in 1980 and 1981, two mini
golf courses were constructed, (designed by
Mike Milloy, now Gateman Milloy), and two
water slides, an inground swimming pool
and hot tub, go-kart tracks and camping reg-
istration kiosk were built. The first wave pool
to open in Canada was built at the Park in
1983. The design and water features of our
wave pool were 20 years ahead of their time.
A golf driving range and McMagic Play-
ground were added in 1984. McMagic is now
International Square, by FunworX.

Jonas died in December of 1993. Erma
Bingeman died in March of 1994 at 90 years
of age – this was also the year that Mark
Bingeman left the Hyatt Hotel in Atlanta,
Georgia, to join the family business.

In 2000, we hired consultants to advice us
on how the place should look with regard to
new road and entrances. With the prospects
of a new road becoming a reality, did we
have the products that customers of the
future expected? The answer was “No”… so
fix it! The Lodge, now the Embassy Room,
was completed renovated. Ten cabins were
added, along with a Spike House in the Beach
Volleyball Court area. Marshall Hall renova-
tion was done in 2001, and again in 2011.
Spray ‘n Play, a water play area, was built in
2003. 2005 saw FunworX arrive. Scream Park
has become a Hallowe’en tradition.

In 2012 we became involved with The
Tannery in downtown Kitchener, doing cater-
ing for every occasion. Our newest project is
Kingpin Bowlounge next to FunworX.

Over the years, the list of notables we
have catered to is impressive. It includes 25
years of the Canadian Open Golf Tourna-
ment; 10 years at the Molson Indy; the CN
Tunnel at Windsor, on both sides of the bor-
der; the Economic Summit Conference in
Toronto.

We have hosted world leaders including
President Bill Clinton, HRH Prince Andrew,
and Prime Ministers Pierre Trudeau, Stephen
Harper, Brian Mulroney, Joe Clark, and Jean
Chretien.

But throughout our history, our successes
and growth have truly stemmed from all of
our clients and customers from the city, the
Region and beyond. This continued support
and patronage drives us forward with our
new initiatives and projects that are focused
on hospitality and tourism.

We have hosted world leaders
including President Bill Clinton,
HRH Prince Andrew, and Prime

Ministers Pierre Trudeau, Stephen
Harper, Brian Mulroney, Joe

Clark, and Jean Chretien.

Esther Gascho stands in the centre of the new addition to Fun Splash where the new Boston Pizza will be sandwiched between a five
pin bowling lanes and ten pin bowl lanes. The entire restaurant can be rented out by groups.

X
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This article is excerpted from “Bingemans History, 1938 to 2013, writ-
ten Esther Gascho. Esther is the daughter of Bingemans founders Mar-
shall and Erma Bingeman, and sister to Lawrence Bingeman and the
late Jonas Bingeman. Exchange is pleased to be granted permission to
publish this very personal account of the genesis of one of the largest
family businesses in Waterloo Region.

Bingeman family roots in this region go back to 1825, when John
and Hannah Bingeman moved their large family from Pennsylva-

nia to settle on a farm in the wilderness near Bridgeport. My father,
Marshall, was a great grandson of these pioneers.

Marshall Oberholtzer Bingeman, who was born in Bloomingdale,
and Erma Shantz, whose family had arrived here in 1810, were mar-
ried in 1926 and moved to the family farm with Grandpa. Dad was a
farmer, a breeder of dual purpose shorthorn cattle, and decided to
become a veterinarian. He attended college in Guelph while continu-
ing to work on the farm and delivering fresh milk each morning to
Freeport Hospital on his way to classes.

After graduation, and with Jonas and Esther now in tow, Mom and
Dad moved to downtown Kitchener, beside the Market, where he set
up his veterinary practice. They also purchased a farm on the west
side of Kitchener.

As a young girl, I can remember one thing Dad was very clear

about all the children learning. “If you are going to be late in making
a payment to the bank, be sure to go and see the banker ahead of
time, and tell him when to expect it, and then follow through.” Good
advice.

1938 was a big year for the Bingemans. The city of Kitchener had
passed a bylaw that all milk products sold at the Kitchener Farmers
Market had to be pasteurized. A number of Dad’s clients sold Farm-
ers’ Cream at the Market, but could not persuade any of the five
dairies in Kitchener and Waterloo to pasteurize and bottle their
cream. Dad always had an eye for opportunity. He, along with two
brothers in law and one of the farmers, purchased a dairy.

Fischer’s Dairy on Hebel Place became Kitchener Dairies Ltd., and
the farmers had a dairy that would process and bottle their cream for
the Market. One of the uncles, Ed Shantz, ran the business. Kitchen-
er Dairies was moved to a newly purchased building at 205 King
Street E. One of the three store fronts was converted into a Dairy Bar
with 13 stools at the counter. We sold milk shakes, sodas, ice cream
cones, sundaes, sandwiches, bacon and eggs.

In 1938, Jonas and Esther got a brother, Lawrence, named after
the first Bingeman who came to North America. 1940 saw Marshall
purchase a farm from Chris Huether, who also had a hotel in Water-
loo. Dad bought some Holstein cattle; the milk was shipped to Kitch-
ener Dairies. This continued until 1945, when Dad changed the oper-
ation from milking cattle to a beef cattle operation.

During the early 40’s, we stated an ice cream business in the
basement. As a teenager, I worked at the dairy bar and learned to
operate the small ice cream machine. We made bricks of ice cream,
the size of a pound of butter. At that time the freezer section of most
home refrigerators was not cold enough to keep ice cream frozen, so
this was the most popular size container. We also made ice cream
bars, popsicles and one gallon and two and a half gallon containers
of ice cream. At that time, milk sold for 10 cents a quart in glass bot-
tles, delivered to your door daily. We had horse-drawn milk wagons
and trucks making deliveries.

Around 1944 and 1945, the farm on the west side of Kitchener
was subdivided and lots were sold, frequently to service members
returning from the war. Many of these homes were financed by Mar-
shall Bingeman.

In 1948, the dairy bar was expanded to a restaurant, adding a sec-
ond store front and a kitchen. In 1949, Jonas graduated from univer-
sity, and was given a challenge by Dad: “If you want to run a busi-
ness, here is a dairy. If you don’t, I’m going to sell it.” Jonas accepted
the challenge. I joined the company as office manager in 1951, when
I finished university.

Jonas was a member of the KW Y’s Men’s Club. They always had
Monday night dinner meetings. In 1953, the YMCA custodian’s wife
looked after the preparation of their meals, but kept buying bigger
and bigger roasts, more than they needed. Leftovers went to her
house! One of the members, after receiving the costs of their roast
beef dinners, had a novel idea. “Hey, Jonas, why don’t you cook our
dinners, and the beef that’s left over, you can sell as roast beef sand-
wiches the next day?” I remember billing the club 85 cents per meal,
and no tax. And that is how the catering business started!

In 1958, the Dairy Bar once again expanded, this time taking over
the whole front of the building. Everything was gutted, and a brand

FAMILY BUSINESS - MAKING A DIFFERENCE

BINGEMANS:
THE BUILDING
OF A FAMILY
BUSINESS
Esther (Bingeman) Gascho - “Everything we do seems to
have a story”

“If you want to run a business, here is a dairy. 
If you don’t, I’m going to sell it.” 
Jonas accepted the challenge.

CONTINUED ON PAGE 29
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