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Trend-spotting is a
sport – digging

around to try to iden-
tify the forces moving
us into the future.
Sometimes, it is
approximately as
accurate as crystal
ball gazing … or
political polling,
which has fallen on
hard times, of late.

But sometimes, it
is closer to a science,
and this issue
includes the results

of some intensive examination, by
experts in the fields, that should give us a
good look at trends in areas as diverse as
auto manufacturing and social media.

And sometimes, trend-spotting is
beyond science, reaching into the realm
of philosophy. I say this having just read
“How: Why How We Do Anything Means
Everything,” by Dov Seidman.

Seidman’s case is resting on one par-
ticular trend: the movement toward
transparency in our society.

This is not transparency caused by the
innate goodness of human beings; it is,
instead, a transparency forced upon us
by the reality of the internet, of social
media, of the immediate and anonymous
nature of communication.

Seidman’s conclusion is that it is no
longer so important what a company or
an organization does – what is impor-
tant, is How the company does it.

Examples supporting his premise
abound. Once upon a time, if you were
going to dine at a new restaurant, you
might have one review that your recall
from print media somewhere. Today, you
log on, and can read everything from
praise to calls for firing the chef.

This is not all a good thing and the
opportunity for abuse, for dishonesty, for
revenge, etc., is all too real. But it is our
new reality, and Seidman makes the
point that this trend ain’t gonna change –
we are all outed, all the time, and there is
nothing we can do about it.

Now, there’s a sobering trend to catch
the attention of every business in the
land. We are being watched, by every
one of our potential customers.
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SOCIAL MEDIA

The social media landscape is not really a land-
scape at all. It’s more like a lava flow, the hot,

rushing result of a virtual volcanic eruption. Here are
six trends to watch – and leverage – this year.

1) An explosion in visual content.
Attention spans are

getting shorter, and social
media users are increas-
ingly engaging with visual
content rather than text
updates and written mate-
rial. Twitter is now inte-
grating photos and video
directly into the feed (prior to this you had to click a
link to see visual content). The popular photo-sharing
site Instagram also recently added video-sharing,
allowing users to create and share videos of up to 15
seconds.

Takeaway: businesses need to become better at
telling short, consumable stories through the visual
medium – for example, video testimonials, images of
your product in action, stories about your customers
or employees, promotions, and contests.

2) Less megaphone, more conversation.
It surprises me how many brands on social media

are still intent on broadcasting their message to the
masses instead of interacting with their audience.
Cringe-worthy, self-indulgent posts like one I came
across yesterday: “So what’s your favourite product of

ours?” This is one of
Canada’s best-known
and loved brands. They
got hundreds of respons-
es from loyal fans, but
failed to respond to any
of them. It’s a missed
opportunity underscored

by recent research by PR firm Edelman. Their study
found that 91% of Canadians actually want brands to
share - but only 8% feel businesses are doing it
well. Take away: don’t take your audience for grant-
ed. Give value at every interaction. For example shar-
ing goals, values, and history; and offering an ability
to provide input on new products, rather than blasting
out promotional messages.
3) Facebook fatigue
Facebook will lose more of its North American

SIX TRENDS ANDWHAT THEY MEAN FOR YOU
Businesses are doing it – now, do it right

91% of Canadians actually want brands to
share - but only 8% feel businesses are

doing it well

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



SOCIAL MEDIA
audience (particularly the Gen Y demographic) to Twitter, Insta-
gram, Google+ and Pinterest. Facebook will continue its hold
with an older demographic, but fatigue is setting in, even with its
loyal users. Take away: ultimately the key is to know where
your audience spends time and meet them where they are. Just
because one site is losing (or gaining) popularity, it doesn’t mean
you should change your focus if you’re successfully engaging
with your audience.
4) LinkedIn gets human and interactive.
Many people view LinkedIn as a

place to visit infrequently. They con-
nect to their business contacts and
post a “resume”, but that’s about it.
However, LinkedIn has recently been
paying more attention to how it can
engage its members, start conversa-
tions, and offer businesses better
marketing opportunities. Expect LinkedIn to move from a 2D to a
3D feel as it rolls out new features that add a human touch to
individual and company profiles, conveying more depth and per-
sonality. LinkedIn already offers a central location to highlight
professional accomplishments. But by adding rich media,
Slideshare presentations, blogs, and other intellectual capital, it
will become a space where members come more often to interact
with people and brands they care about. Takeaway: Share the
full story of your brand by integrating your visual and thought
leadership content into your company or personal profile. Just
make sure it’s suitable for a professional, business audience.
5) Leveraging employee networks.
As brand ambassadors, employees have a powerful effect on

public perception of a company. Businesses are waking up to the
power of employees communicating company messaging on
social media channels. An increasing number of companies
(including local ones) are creating libraries of social media posts
and asking employees to share relevant ones with their net-
works. The amplification potential is huge. Posts from employees
rather than the official company account have more relevance
and credibility, particularly if customized for their audience in
their own voice. Takeaway: share your good news stories,

images, video, and other content
with employees – and trust them to
share in the way they see fit. It does
require a shift in attitude away from
wanting to control the messaging.
It’s not necessarily going to be the
answer for every company, but with
a few guidelines, monitoring and

measurement, it can be invaluable.
6) Focus on mobile.
We’ll see many companies putting effort into creating a sleek-

er, more interesting mobile experience for social media users
who are distracted and time-starved. For example, Facebook
knows its members are jumping quickly onto its mobile platform.
A whopping 49% of Facebook’s ad revenue came from mobile
ads in Q3 2013, and other social media sites are scrambling to
get their share of mobile eyeballs and revenues.

Takeaway: when designing posts and promotions, make them
mobile-friendly – with easy to digest information, visual appeal,
and a call to action requiring minimal clicks and information
from your audience.

Expect LinkedIn to move from a 2D to a
3D feel as it rolls out new features that

add a human touch

X
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Kitchener-Conestoga Member of Parliament Harold Albrecht recently visited ex-
porting businesses to gauge their opinions on the recently-announced Canada -
Europe TradeAgreement, or CETA.He was accompanied by several ambassadors to
Canada.
Some of the key benefits of the new deal are examined below:
A Higher Quality of Life and Standard of Living:
One of themain reasons we have an economy is to improve the quality of all Cana-
dians lives by providing them with a prosperous and improved standard of living.We
are all consumers, buying goods and services for ourselves and our families.What
we are able to afford to purchase,use and enjoy is an important measure of our well
being. Increasing the free trade spectrum with Europe will mean Canadians will now
have access to a wider variety of goods and services than ever before. These new
goods and services will reduce prices, provide more choice and affordability.
A Energized Export Sector:
Among the advantages to Canadian producers, particularly exporters, will be in-
creased market access. This is a result of a reduction in or outright elimination of
tariffs on a wide variety of goods and services.A final agreement should also deal
with non-tariff barriers and work toward “harmonizing regulatory and certification en-
vironments”.
Trade will be made simpler and easier and it will be more profitable to both sides.
A Bigger Market:
Talk about new customers! At about 500,000,000 people, Europe offers more
customers to Canada than what we currently enjoy with the United States,which has
a population of 317,000,000.And most Europeans enjoy a standard of living and
a level of income that makes them willing and able to afford and enjoy Canadian
goods and services. Europe will see an increase in its customer base as well but,
given that Canada’s population is only 35 million, Canada comes out way ahead
both absolutely and relatively in expanding our customer base.
Increased Productivity:
Once Canadians realize that their business survival depends upon competition
and positioning their services in newmarkets, they will make the necessary changes
that include watching their bottom lines, fitting their products more closely to their
customers’ needs, applying technologies and upgrading their workforce. They will
become more productive and higher productivity means higher incomes. One ex-
ample that is been highlighted for its success is the Canadian wine industry. Not
too long ago it was forced to stop producing wine that can only be described as
cheap and nasty and start producing the kind of variety, value and quality that wins
prizes in international competitions. Everyone benefitted from a better,more appre-
ciated product.
Increased Competitiveness:
As a result of the increased access to markets and improved productivity, Cana-
dian producers will become more competitive. And CETA will give Canada a com-
petitive advantage that no other major industrialized country in the past. We will have
comprehensive trade agreements in place with both the United States and Europe
making for a total of over 800,000,000 of the most prosperous people on earth.
During Albrecht’s tour, Conestoga Meats President Arnold Drung noted the oppor-
tunities presented forWaterloo Region’s world-class food processors is impressive,
saying that “The EU is a huge market for meat, particularly pork, but it is currently
virtually closed to imports from Canada due to tariff barriers.”
Drung added that, “Canada is one of the world’s largest pork exporters and we
need have access to as many markets as possible to maintain increasing produc-
tion and jobs, both on the farm and in processing plants.”
During the tour of his plant, Michael Eckardt, CEO of Ontario Drive & Gear, wel-

comed the simplified processes CETA will bring, noting that “selling into the EU is
hampered by significant and costly non-trade barriers such as compliance with a
host of EU motor-vehicle regulations.”
At the launch of his new cloud-based loss-prevention software business, ThinkLP
founder Doug Treleaven was bullish: “We can innovate and compete globally from
right here in St. Jacobs; and CETA will open newmarkets and opportunities for com-
panies in Waterloo Region and all across Canada.We can innovate and compete
globally from right here in St. Jacobs”.Matt Rendell, founder of Clearpath Robotics,
a fast-growing graduate of the Accelerator Program at the University of Waterloo,
noted that “initiatives like the Canada-European Union Trade Agreement will lower
tariff and regulatory obstacles that will help us accelerate business growth in Europe,
and create jobs here at home.”
Albrecht concluded, “The more Canadians review CETA, the more opportunities
they seem to be finding. From the farm gate to the Cloud,Canadian businesses are
eager to seize the opportunities CETA will bring.”
He added,“Waterloo Region is already recognized as a global brand,and this trade
deal will only makeWaterloo Region more competitive in the global economy, and
more attractive to global investment.”

Harold Albrecht, MP, , Darlene McLean, Executive Director, Christian Embassy and Albrecht’s wife, Arno Riedel, Ambassador of the Republic of Austria, Jorge Stieber, President, ODG, Her
Excellency Maria Ligor, Ambassador of Romania,, His Excellency Ojo Uma Maduekwe, High Commissioner for the Federal Republic of Nigeria, Michael Eckhardt, CEO ODG and Robert Mont-
gomery, International Representative Christian Embassy.
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FOUR BENEFITS AND 500 MILLION NEW CUSTOMERS

CANADA’STOPTRENDING
IMPORTSAND EXPORTS

Canada’s Top
Commodity
Exports
Energy products are
the largest of Canada’s
exports and, although
Canada has increased
energy product exports
to China… [dramati-
cally], the US remains
Canada’s principal en-
ergy destination, im-
porting nearly 12
times more than
China.

Crude Oil - Canada is the sixth largest crude oil producer on the planet and it is
Canada’s largest commodity export.The United States is the top importer of Cana-
dian oil followed by Russia and the United Kingdom.
Natural Gas - Canada is the sixth largest natural gas producer in the world with
700 active production facilities.
Coal - Canada has 23 mines producing 68 million tons each year of which almost
50% is exported… Asia is Canada’s largest coal trading partner accounting for
nearly 3/4th of total exports.
Gold - Although none of the world’s 10 largest gold mines are located in Canada,
gold is Canada’s second largest export and home to almost 3/4th of the world’s
mining companies, making it the fourth largest gold mining country in the world.
Most Canadian gold comes from underground and open-pit mines in Quebec and
Ontario.
Maple Syrup - Canada provides more than 3/4th of the global supply. Primarily
centered in Quebec, this $6.3 billion industry comprises more than 32,000 agri-



Five automakers have assembly plants located in Canada.As shown in Table 1,
recent performance has been underwhelming, across the board. Production is
down at GM,Toyota and Chrysler, while Honda’s output is flat and Ford’s is slightly
higher.
However, digging a little deeper, the underlying details do not appear to be as
dire as the headline figure would suggest. In fact, there are a number of differ-
ent reasons behind the slump in output among the different automakers. (Source
TD Economics August 2013)
Is the trend set to continue?
Production in Canada is down in an era of rising vehicle sales. Going forward,
while it is not possible to ascertain the exact intentions of automakers, a further
decline – albeit a more moderate one – appears to be in the cards over 2014.
The gradual shutdown of GM’s Oshawa 2 plant will continue to weigh on Cana-
dian light vehicle production in 2014. However, it will be partially offset by rising
production of the 2014 Impala at the Oshawa 1 plant. Elsewhere, auto manu-
facturing will likely depend on demand for the vehicles built at Canadian plants,
as well as their corresponding inventory levels. (Source TD Economics August
2013)
The recovery in auto sales in the U.S. is expected to continue, driving sales to-
wards the 16 million unit mark next year, which should ultimately bode well for
Canadian auto manufacturers. That said, auto production in Canada is expected
to largely underperform its North American counterparts this year, with output
sliding 4-5%, compared to mid-single digit gains in the U.S. and Mexico. (Source
TD Economics August 2013)
Vehicle sales across North America were set to hit a new post-crisis high in
2013, surfing off a renewed wave of confidence in the U.S., and pent-up demand
from years of sub-trend sales. However, Canadian vehicle production has been
losing ground, and while some of the downward influence will likely subside in
2014, a further dip in output appears to be in slate.This stands in stark contrast
to the rest of North America, where automakers are increasing capacity and pro-
duction in both the U.S. and Mexico.
Prospects for a lower Canadian dollar might help to stabilize Canada’s share of
North American auto assemblies over the medium term. But more needs to be
done to even the playing field. (Source TD Economics August 2013 Dina Ignja-
tovic, TD Economist)
Geographic shift in North American auto production
The ongoing shift in North American vehicle assembly to the southern U.S. states
and Mexico is taking parts production with it as well. (Source: Conference Board
of Canada)

AUTOMANUFACTURINGAPPLYING BRAKES

MARYHILL HOPEFUL READY FOR HIS
CHANCE AT SOUCHI

BUSINESS MONITOR
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cultural businesses. The overall size of the market does not make this a large-
scale export but the near-monopoly Canada holds is notable.
Canada’s Top Commodity Imports
Canada is the 12th largest commodity importer in the world, of which more
than half comes from the U.S.
Crude Oil - Canadians import approximately 295 million barrels per year for a
net expense of $12.2 billion. Imports take place primarily in the winter months
when heating energy needs increase and, to a slightly lesser extent, during sum-
mer months during peak driving months.
Natural Gas - Canada imports nearly 700 billion cubic feet of natural gas at a
cost of $3.6 billion.As natural gas prices have fallen, Canada has imported more
natural gas but spent less on it. The majority of Canada’s natural gas imports
come from the United States.
Electricity - Canada and the United States share an integrated electrical grid
serving as importers and exporters to each other in order to meet nearly all of
each other’s electrical energy needs.This not only provides for the energy needs
of each country but also serves as a key element of national security.
Food Products -The country imports more than $35 billion in agri-food imports
each year. Canola and non-durum wheat top the list for a combined $8 billion.
Soybeans, pork, bread, coffee, and frozen snow crabs are among the many other
food items imported from the United States and other countries. (All figures,
Source Statscan)
RBC Economics have image said the August 2013 merchandise trade deficit
unexpectedly deteriorated to $1.3 billion from an upwardly revised deficit in July
of $1.2 billion (originally $0.9 billion). The deterioration occurred despite ex-
ports rising $0.7 billion (1.8%) as it was more than offset by imports rising
$0.8 billion (2.1%). Higher imports included energy products ($0.4 billion), air-
craft ($0.3 billion), motor vehicles ($0.1 billion), and machinery and equip-
ment ($0.1 billion). On a volumes basis (using 2007 chained dollars), the
trade picture was very similar with a 1.5% gain in exports being outpaced by
a 1.7% rise in imports sending the real net exports deficit up to $1.6 billion from
an upwardly revised deficit in July of $1.5 billion.

Matt Carter, Maryhill’s and Ontario’s Olympic hopeful.

Snowboarding continues to grow in popularity.Alpine snowboarding has seen a
150% increase in event participation in Ontario since 2011, says Snowboard
Ontario.
As a high performance athlete with the Canadian National Snowboard Team,
Matt Carter competes in the Parallel Slalom, Giant Slalom and Parallel Giant
Slalom disciplines. This up-and-coming Alpine Snowboard racer out of Maryhill,
has had a solid start to his career. At the developmental level he obtained three

FIS Nor-Am victories, four podiums and placed sixth at the 2010 FIS World Jun-
ior Championships in Nagano, Japan. Carter started snowboarding when he was
seven years old at Devil’s Glen, Ontario. He decided to become a professional
snowboarder after watching Ross Rebagliati win the first ever Olympic Gold medal
in snowboarding. After countless lessons with much family support, two years
on the Ontario Provincial Team, three year on the Canadian Development Team
and three Canadian Junior titles in both PGS and PSL, Carter is ranked 4th in his
division and is more than ready for his crack at representing Canada andWater-
loo Region at the 2014 Sochi Olympic Games.
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COM DEV International won the Business of the Year Award. (l-r) Aubrey Walters JA President,
COM DEV's Mike Pley and Phil Hewis, with Cameron Kozlowski and Darrin Snider, JA Chair.

Caring for Youth Award: Pathways to Education. Pathways to Education provides academic, finan-
cial, social and advocacy support to over 600 students and their families in communities which
have the highest percentage of vulnerable youth, and highest historical drop-out rates in the city.
(l-r) Aubrey Walters JA President, Kevin Remple, with Darrin Snider JA Chair.

Entrepreneur of the Year Award: Thalmic Labs. Thalmic Labs develops exciting technologies in the
area of human-computer interaction. These technologies bridge the gap between humans and
machines, transforming the way consumers interact with their Digital worlds. Shown, (l-r): Aubrey
Walters, JA President; presenter Radhika Vaidyanathan; winner Thalmic Labs’ Mathew Bailey and
Darrin Snider, JA Chair.

Marketing Innovation Award: Piller’s. Piller’s community events and sponsorships can often be
seen throughout Waterloo Region. But when Piller’s launched their Simply Free line of deli meats,
featuring the slogan: “No Allergens. No Compromises.”, their four-month campaign generated over
75 million impressions in both bought and earned media, exceeding targeted impressions by more
than three times. (l-r) Aubrey Walters JA President, Cober Printers’ Todd Cober, Piller’s Rita Weigel
and Darren Snider, JA Chair.

Corporate Citizen Award: Kitchener Rangers Hockey Club. The Kitchener Rangers’ support for the
community is seen in everything they do. Not only do they provide entertainment and home-team
pride, but their contributions to support the community totaled $394,800 for the 2012-2013 year.
(l-r) Aubrey Walters JA President, Union Gas's Murray Costello, Michelle Fortin, and Darrin Snider, JA
Chair.

SPIRIT AWARDS CONTINUE TO
RECOGNIZE BUSINESS SUCCESS
Four hundred guests attended as Junior Achievement honoured the winners
of this year's Business Spirit Awards presented by Economical. COM DEV
International received the Business of the Year Award, while the Accelerator
Centre was given the Mentorship Award; Thalmic Labs was named Entrepre-
neur of the Year; Pathways to Education received the Caring for Youth Award;
the Kitchener Rangers hockey club was given the Corporate Citizen Award;
and Piller's was honoured with the Marketing Innovation Award.
An award at the heart of the JA program is the Student Company Program
Award, presented by JA President Aubrey Walters to Evocation, the student
company with the best overall results in the 2012-2013 Sun Life Company
Program.
In addition to the awards ceremony guests learned about the Junior
Achievement Company Program and its vital role in inspiring tomorrow’s en-
trepreneurs. Successful alumni entrepreneurs and youth currently in the pro-
gram shared their experience in the Company Program and the role it played
in their current and future success.
Junior Achievement of Waterloo Region is a charitable organization which
provides classroom programs encouraging students to stay in school, stay
out of debt and to discover their potential as business and community lead-
ers.
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Mentorship Award: Accelerator Centre. The Accelerator Centre is designed to help start-ups thrive.
Their five in-house mentors provide early stage companies with the benefits of in-depth business
coaching and seamless support services. (l-r) Aubrey Walters JA President, presenter Stacey Koch,
Accelerator Representative Jackie Lauer and Darrin Snider JA Chair.

Student Company Program Award: Ecovation The Student Company.With the best overall results
in the 2012-13 Sun Life Company Program was Ecovation. President Muneeb Ahmed accepted
the award on behalf of his company. (l-r) Aubrey Walters JA President, KPMG's Mary Jo Fedy,
Muneeb Ahmed and Darren Snider JA Chair.

FIVE SOCIAL MEDIA MARKETING TRENDS INFLUENCING THE TRAVEL INDUSTRY
Let's take a look at what to expect in 2014 in terms of social media marketing,
which will be a very different year from 2013. For one thing most brands now under-
stand the impact social media can have on their business, yet many are still dealing
with the challenges that come with its reality. Among some of the key concerns:
• Generating enough content for consistent storytelling
• Demonstrating ROI of social media initiatives
• Allocating resources, both financial and human
• Integrating social media interactions in a holistic CRM approach
• Reorganizing corporate structures to deal with social media and user-generated
content
A recent study conducted by Adobe showed that social media marketing remains
the most important marketing area of concern until 2017. So while social media
now has reached a certain level of maturity beyond the phase of “the shiny new toy
with bells and whistles”, the question remains, where should marketers keep an eye
for the upcoming year? Here are five social media marketing trends to look out for in
2014.
1. FACEBOOK down, TWITTER up
Is Twitter better than Facebook for targeting teens? With its 1.18 billion users, of
which close to 58% are active daily,with an average of 20minutes per day, Facebook
is certainly not disappearing any time soon.Outside emerging markets where growth
is still happening, Facebook has reached a certain plateau, with even some de-
creases within the younger generations, in particular the 13-17 teens. For brands, in
particular small &medium businesses, it’s getting increasingly difficult to master the
platform and gain a vibrant community without spending some efforts and allocat-
ing substantial efforts, both in time and money.
One thing is for sure, though: 2014 should be the year of Twitter.There’s the fact that
since it became a public company it will throw the seven-year-old platform into the
limelight, and with that comes public scrutiny.
Many bystanders will want to better understand the platform, which should in turn
convert many latent users to come back and give the platform another try.
A study by Pew Internet &American conducted earlier this year found that more and
more teenagers were jumping ship from Facebook to Twitter and Instagram, in great
part “because there is less drama”. It’s also easier to fly under parents’ radars and
have a more secretive approach on Twitter. Many brands already use Twitter, in par-
ticular in the travel & hospitality vertical, i.e. airlines, hotels, destinations, etc.
2. SNAPCHAT marketing
The words “Snapchat”and“Marketing”are usually not found in the same sentence,
but this may very well change in the near future. If you are not familiar with Snapchat,
it’s the hot and trendy mobile application that sends out messages (text, photo or
short video), called “snaps”, that auto-destruct after a short moment of time, be-
tween 1 to 10 seconds depending on how the snap was set up.As of April 2013, its
5million active users were uploading over 150million photos per day! Themere fact
that snaps get deleted from the server after their time limit explains why somany peo-
ple are embracing this new app. Its ephemeral aspect contrasts with privacy issues
that are plaguing other platforms,with a“spur of themoment” side that can become
an opportunity for brands.

3. GOOGLE+… finally?
Ah, yes. Google+… Earlier this year, a study published on emarketer found that
Google+ had now over 540 million active users, making it number two worldwide
after Facebook. I even questioned these finding,wondering, is Google+ Really the sec-
ondmost popular social network? With recent changes to its search algorithm under
code name Google Hummingbird, and the evolution of its popular Google Hangout
functionality as a full-blown, stand-alone application, Google continues to push the
envelope.Google+ remains at the very heart of its strategy.So with search engine op-
timization techniques evolving and its importance still at the heart of marketers’ con-
cerns, Google+ remains a very important part of the digital landscape puzzle.With
over 1.5 billion photos shared weekly, there is certainly more action happening. The
jury’s still out, but 2014 should be a key year for Google+.
4. Collaborative goes mainstream
Even though sites such asAirBnB have now been around for over five years, it’s safe
to say 2013was the year when the sharing economy,or collaborative economy,made
big strides in the public agora. In the past decade,with user-generated content plat-
forms such as TripAdvisor or Yelp, individuals have had the ability and power that
comes from bypassing traditional channels to voice concerns and feedback,be it neg-
ative or positive.But now,one can truly observe how the collaborative economy is truly
a disruptor in the travel industry, among others. New technologies now make it so
much easier for people to deal directly with other people, in what some also call the
peer-to-peer movement (P2P).
In my opinion,we are just scratching the surface and I suspect we’ll be seeing new,
innovative ideas and business models based on the sharing economy, where folks
won’t wait for brands to answer their needs but rather address them through novel
approaches. In the travel sphere, we are already seeing guided tours, transportation
alternatives, home-cooked meals hosted by locals and of course the very lucrative
business of renting out rooms,apartments or unique accommodation outside of tra-
ditional channels. But this trend is not unique to travel & hospitality: folks can now
borrow working tools from peers, rather than buying them at Lowe’s or any known re-
tailer.
5. Videos are hot, hot hot!
Last but not least, videos should continue their upward ascent in the social media
marketing toolbox hierarchy. In particular short videos.YouTube shows no sign of fa-
tigue, on the contrary in fact with its 100 hours of video uploaded… every hour!! Yet
for brands, the best promises come from the rise of applications such as Vine, with
its 6-seconds video capabilities, and Instagram, with its 15-seconds video capabil-
ities complete with filters and integration within Facebook.
When I attended the Social MediaMarketingWorld Event back inApril, in San Diego,
videos (along with blogs & podcasts) were indeed already identified as the hot mar-
keting trends to look out for.And we are now seeing more and more companies em-
brace these short videos as quick, inexpensive and efficient ways to tell their brand
story.Without a doubt, this is one trend we can expect to grow in 2014. If pictures
tell a 1,000 words, videos can tell a million!

Adapted from Frederic Gonzalo, a consultant and speaker, specializing in market-
ing, social media &mobile strategies for the travel industry.
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The outlook for retail is strong nationwide, but urban and infill retail could be ex-
ceptionally attractive in 2014 say the latest PWC and Urban Land Institute “Emerg-
ing Trends in Real Estate 2014”. Retailers go where the customers are, and with
the continuing trend toward urbanization more of those customers are moving to
the urban core. Urban residential growth in multiple markets is well ahead of
urban retail development. This has created a shortage of retail to serve a popu-
lation that increasingly wants to live, work, and play without using transit.
Retailers see this as a growth opportunity not unlike the opening of the sub-
urbs. As they develop formats to meet the demands of the urban market, retail-
ers will need to find attractive locations. These locations are likely to be a
combination of new development and redevelopment of existing properties.
Mixed-use projects are soaking up investment dollars in one of the most rapidly
emerging investment opportunities in Canada’s major urban downtown areas.
These developments combine condominiums with offices and retail stores to take
advantage of a growing preference among reverse migrants and millennials to
live, work, and play within walking distance of downtown areas.
Lock in or refinance at low rates
Borrowers are locking in low interest rates on loans before they climb higher—
and are negotiating longer-term loans. The cost of capital is expected to increase
to 4 percent from 3.5 percent in 2014.
Market will remain strong in 2014
The Emerging Trends survey, a survey of Canadian real estate participants and

service providers, indicates that participants expect Canada’s real estate market
to improve in 2014.
Cap rates on the rise
Survey respondents agree that capitalization rates will stabilize or rise in 2014
depending on specific assets. T
Capital continues to move into balance
Based on 2014’s survey respondents, the availability and cost of capital for real
estate investment are coming more into balance and the competition for capital
will be robust.
REITs recede as buyers, but other participants eager to take their
place
In 2014, Canadian real estate investment trusts (REITs), which represented
about three out of ten buyers as recently as July, may choose to be more selec-
tive about the assets they pursue.

Retailers spinning off CRE holdings as REITs
In what could emerge as a secular trend, some publicly listed retailers are spin-
ning off their commercial real estate holdings as separately listed REITs in the
hope that the value of those holdings will be realized in the form of higher secu-
rities prices on the stock market.
Debt capital readily available
Banks may be incentivized by higher interest rates to make debt capital avail-
able. Both in acquisitions and refinancing, debt capital is viewed as being over
70 percent “in balance” or “moderately oversupplied.” Nevertheless, 62 percent
of respondents indicate that the preferred strategy for lenders that have problem
loans on their books will be to extend them with mortgage modifications.
Development will remain well funded
Development is likely to be well funded, with 45 percent of respondents seeing
debt capital for 2014 development as being on the rise.
Borrowing strategies
The expectation that borrowing will become more expensive does not appear to
discourage real estate investors. Interviewees say they expect Canadian interest
rates to increase 100 to 200 basis points by 2015.
Capital plays hard to get
Although survey respondents see both debt and equity capital as being avail-
able in 2014, they don’t expect capital to be easier to obtain.
Institutional investors will become more active
Survey respondents are expecting the majority of buyers and sellers of real es-
tate who were active in the Canadian market in 2013 to remain in the market in
2014, except for an expected drop in activity by REITs.
Nonbank financial institutions to become active as lenders
Except for government-sponsored entities (GSEs), all active providers of debt
capital are expected to remain at least as active in Canada’s real estate market
in 2014 as they were a year earlier.
Intensification, reverse migration continue to take hold
Intensification of downtown areas of cities is continuing in Canada’s major cen-
tres to combine with reverse migration from the suburbs to downtown areas as
one of the most forceful and rapidly emerging secular trends in both corporate
office and residential real estate.
Suburban offices left out in the cold
As office workers and residents gravitate toward the urban core of major cities
across Canada, suburban offices face dimmer prospects, particularly in suburban
areas that are not easily reachable by mass transit.
Retail is a “Buy”
Survey respondents view Canada’s retail market as one to invest in during 2014.
Across the major markets, an average of 38 percent of respondents rate retail as
a “buy.”
America’s industrial recovery and Canada
The “reshoring” of manufacturing in the United States will come, to some extent,
at Canada’s expense. Ford Motor Co., General Motors, and Chrysler are in the
process of moving their Canadian production back to the United States, where
costs are lower, along with a host of auto parts manufacturers. Interviewees cite
the strength of the Canadian dollar, which they say they expect to remain at about
95 cents to the U.S. dollar through 2014.
Hotels
If survey respondents are correct, 2014 may be a quiet year for hotel transac-
tions. In the four major markets, an average of 64 percent of respondents would
hold hotel assets.
Rental apartments
For-rent apartments are still an extremely attractive investment choice. The av-
erage “buy” recommendation for Canada’s major markets is 46.2 percent, while
only 8 percent of survey respondents expect 2014 to be a good time to sell for-
rent apartments. Source - PWC Market Study

TOP REAL ESTATE TRENDS FOR 2014

Photo by Timm Vera
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10 CONTENT MARKETING TRENDS: THE ROAD TO EFFECTIVENESS
Content Marketing can often feel like getting caught in a relentless wave in which
you continually struggle. If you haven’t bought into the power of B2B Marketing,
you soon will. Indeed, any marketer who has worked in B2B industries can tell you
that it’s been practised by some marketers for decades.As it becomes more main-
stream, in-house departments of SME’s are looking to access the power of a good
content and tell their story. Here are 10 key areas to help with planning content
in the year ahead.
Trend 1: More companies are planning to use content marketing in a strate-
gic way: as with a broader digital strategy, there now finally seems be some recog-
nition that a more planned, less ad-hoc approach to content development is
needed.
Trend 2: Integrating content into the brand experience: to use content strate-
gically requires it to be placed within a wider context of how it engages customers
and how it supports a brand. Reflection is needed on how content fits with the
customer value proposition concept.
Trend 3: Structured evaluation of content: developing a Content Marketing Ma-
trix will help plan future types of content to use.
Trend 4: New content formats are designed to engage customers: new forms
of fresh content can be generated by customers, such as interactive assessments
tailored to different personas or vital checks or requesting long-form reports.
Trend 5: Smarter evaluation using analytics tools and comparing results: in
conjunction with the web,marketers can attach value to goals and measure con-
tent effectiveness.You can use measures such as “Goal Value” per visit and “Page

Value” to assess the relative effectiveness of different types of content and out-
reach campaigns.
Trend 6:Marketing Automation and integrating IP: marketing automation is be-
coming more sophisticated. When combined with web and email, IP lookup for
more personal follow-up, if permitted, the engagement is can be exponential.
Trend 7: Increasing mobile immediacy: mobile responsive campaigns have a
lot to do with landing page design. Inspiration is drawn from the like of Google+
adding a “social layer” that enhances many of its online properties, and is more
than simply a social networking site.
Trend 8: Growth in paid media options: paid media gives opportunities for
micro-targeting. Develop a targeted matrix then review the options
Trend 9: Scaling influencer and partner outreach – tools and process: creating
content must be scalable, with the right plan and process in place. However,mar-
keting the content is less so,more key word oriented, so marketers are looking to
improve outreach experiences among customers. The tough outreach questions
in 2014, will be around investment of time! Who is responsible for this? What is
our process for influencer marketing? How do we segment influencers? How do
you contact priority influencers? How do we measure success? How do we scale
this?
Trend 10: Personalization of brand: there is a need to get the Sell-Inform-En-
tertain balance right in 2014. It’s far too easy to be deleted and turned off. End
users must know your brand, feel comfortable with your brand, and get value from
your brand. - Dave Chaffey

BODY BUILDING FITNESS COMPETITOR
SUPPORTING KEY LOCAL CAUSES
Liliana Dominguez takes on the stereotypes, and blows them to bits. This New
Hamburg woman who captured a silver medal at the Canada Body Building Fed-
eration competition in 2013 is also the mother of three, and a person dedicated
to social causes. There’s no question that on-stage photos of Dominguez attract
admiring glances, but her work for community and international causes – and a
very special family cause – is what really sparks the admiration.
Dominguez is a fitness trainer at Absolute Fitness in New Hamburg; she has
won many fitness awards, with her national success the latest and highest
achievement. She got involved in fitness competitions because, she says, “I like
competing. I like challenges.”
She was a successful competitive runner but it was taking its toll on her knees.
So, this 37-year-old wife and mother turned to the challenge of preparing for the
exacting showcase of bikini fitness competition. “I want to represent what a
woman, a wife and a Mom can accomplish,” she says. Her latest triumph quali-
fies her to compete in international competitions, if she chooses to do so.
She is also a certified Zumba instructor and has turned that talent – and her
community connections – into successful fundraising events for causes includ-
ing breast cancer, the Heart & Stroke Foundation, Juvenile Diabetes, and youth
work. But the cause closest to her heart is the effort to help her brother rebuild
his life after he was severely injured in a terrorist attack in their native Columbia.
Liliana’s brother – Juan Jose Florian Valencia – lost both of his arms from above

the elbow, his right leg, one eye, and
the hearing in one ear, in June,
2011, because of a terrorist bomb
hidden in a flower pot on the front
porch of his mother’s home in Co-
lumbia. The Dominguez family had
left Columbia in 1999, moving first
to the US, and then, in 2002, coming
to Canada – where Liliana says the
reception was much warmer from the
community. Liliana and her husband
William live in New Hamburg with
their children – Juan, 18,Melissa, 13,
and Nickolas, 9. But her siblings and
mother remained in Columbia, where
the tragedy struck.
Liliana is proud of her brother, and
never more so than since the bomb
attack. Physically devastated, he de-
cided to be a survivor. Liliana’s
friends and neighbours wanted to
help. The Zumba event for Juan, and
the attendant publicity, generated
$7,000 in donations – which were
matched by an anonymous donor, so
Liliana was able to send $14,000 to
her brother.
“It was the largest event we had
ever done,” recalls Liliana. “It was
amazing to see the support of the
community.” The outcome? Juan has
received the prosthetic devices he
needs to function; after intense phys-
iotherapy, he is now competing as a
member of the Columbian Para-
lympic swimming team … and Juan
is dating his physiotherapist!
A recent Paralympic meet was held in Minnesota, and Liliana and her family
were able to attend … which she found far more fulfilling than any of her own on-
stage triumphs. She’s not sure how much longer she will compete in bikini fitness
competitions, but Liliana is determined to continue to make a difference with
Zumba fundraising events. She is committed to putting the effort into local events
with a personal touch, and invites local charitable causes to contact her.“I would
like them to come to me. I would like to support that,” she says.
Whatever her next project, Liliana Dominguez is sure to tackle it with her whole
heart and a warm smile.

Liliana Dominguez’s Zumba charity events have aided her
brother, Juan’s, recovery from a terrorist bombing.

Photo:Dom
inguez
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Digital experience delivery makes (or breaks) firms
A great digital experience is no longer a nice-to-

have; it’s a make-or-break point for your business
as we more fully enter the digital age. A grow-
ing number of firms that have chosen a

mobile-first approach, but are then falling
flat because systems of record cannot keep
up with engagement needs. To a greater
extent, customers’ impressions of a busi-
ness are established through digital engage-
ment forcing businesses to recognize that
software is the brand. (Source: Forrester)

Social literacy skills
required

for everything
Social media literacy will be

required by companies for most
jobs. As a skill set, social media
literacy will be divided into two
areas – personal and organiza-

tional. On the personal level, pro-
fessionals will have to know how
to create content, curate relevant
information, and connect people
and resources. On an organiza-
tional level, agility (in thought
and strategy), the ability to

aggregate multiple points of data
for decision making, and authen-
ticity (the real deal, not the per-

ception) will be required.
(Source: Shama Kabani)

STRATEGY BUILDING

The economy delays career growth
A new study shows that millennials are most likely to have had to move back home with their parents

due to financial hardship after starting their careers (28%) compared to Gen X (11%) or Baby Boomers
(5%). In the US Millennial workers are now 30 years old before hitting a median wage of $42,000 – up from
26 back in 1980. Millions of millennials are moving back in with their parents when they graduate and Pew
Reports that 36% of millennials are choosing to put off moving out on their own. (Source: Dan Schawbel)

Freelancing becomes a
normal way of life

One third of the American population are freelancers (17 mil-
lion people), contractors and consultants. In six years there will
be more of them than full-time employees. This also means that
more professionals will be working from home instead of a tradi-
tional office setting, which saves companies money. Despite how
the public views the working from home phenomenon, Gallup
reports that you are more engaged when working from home.
(Source: Dan Schawbel)

Niche print
is thriving

Niche print publications are
not only surviving, but thriving, in
print and on line. Many print maga-
zines are flourishing, serving spe-
cific markets from lifestyle to
business. (Source: Maga-

zines Canada)

IDENTIFYING
TRENDS
THAT ARE
DRIVING

BUSINESS
FORWARD

Boomers retiring – changing
demographics in the workplace

In both the Us and Canada we’re going to see a lot of boomers retire
starting 2014. It’s going to cause major shifts in workplace demograph-
ics. In fact, 18% of boomers will retire within five years and 68% of HR
professionals say that boomers retiring will have a major impact on the
workforce. Canada is usually offset by one year. (Source: Dan Schawbel)
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Welcome to 2014 – keep your seat belt fastened.
Change is everywhere, and these changes are arriving at
a heroic pace. It seems like everything is in full throttle,
destination is your ongoing prosperity – means of
communication, economic developments, employment,
energy, entrepreneurism. Something’s happening,
everywhere. This issue of Exchange focuses almost
entirely on trends. Even our “people focused” features
capture trends – innovations in how the arts are
presented, and in how charitable fundraising can become
very personal, for example.

There are “trends” stories throughout the magazine; this
article captures 72 – count ‘em, 72 – more trends that
are very likely to affect how you live your life
and how you do business, in the coming years. Flying with the

eagle
Canada’s fortunes should

improve along with, but are
partly contingent upon, antici-
pated growth in the United
States. MAPI’s industry fore-
casting model for 15 industries
representing 80% of Canadian
manufacturing output suggests
the recovery will be stronger in
2014, particularly for durable
goods industries. (Source:

Industry Week)
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The 4-screen revolution
People watch the game on TV, check their work email on the com-

puter, tweet about the game on their tablet, and text their friends, all at
the same time. The number of screens we use will only increase with

time. Any surface (tangible or not) which you interact with can be con-
sidered a screen. (Source: Shama Kabani)

Video is across all platforms
Chances are you may watch a video on TV, but you may just as easily be watching it on your tablet or smart phone. Video continues to become

device agnostic. From a business standpoint, online video will continue to play a bigger role in the digital space. (Source: Shama Kabani)

Humanity matters
One day, not too far in the future,

everyone on the planet will be con-
nected by technology. The more that
happens, the more the only differen-
tiator will be the quality and depth of
your humanity – how you connect
with an inspire other humans. When
everyone has a smart phone, all that matters is the human content of
the conversation – not that you have a phone and I don’t.
(Source: Dov Seidman)

Content curation and aggregation
Society has gone from an information hungry one to an information

overloaded one. We still require information on a daily basis – now more
than ever. Hence, we see the rise of websites that organize information
topics, and images that are already online. Because we need systems
for aggregation, these website will become more abundant. (Source:

Shama Kabani)

An identity-based
eco-system

The primary reason social
media has taken off was to show-

case a person’s own identity.
Humans have always had an
innate need to express them-

selves and by that very expres-
sion, it establishes our identity.

The digital world of tomorrow, be
it consumer or business, will
revolve around the individual
identity. The companies who

want to take advantage of this
trend will proactively create ways
to harness the idea that showcas-
ing identities is the most human
and primary of desires. (Source:

Shama Kabani)

Ad retargeting will grow in effectiveness
By utilizing browser cookies to track the websites that users visit,
products or services surfers viewed will be shown to them again in
advertisements across different websites. (Source: Shama Kabani)

Digital convergence
erodes boundaries
Physical and digital worlds are
converging. As a result con-

sumers expect uniform service
whether they are in the physical
world or if they are in the digital
world. The convergence of the
business and personal use of
technology is also fueling this
trend. (Source: Forrester)

Less will be more
There’s a shift in consumer

preference to simplistic marketing
messages instead of in-depth
ones. Consumers are saturated by
the constant barrage of informa-
tion and advertisements that seek
their attention; some of the most
innovative successful marketers
are going the opposite direction.
(Source: Shama Kabani)

Image-centric
content will rule

As consumers are hit with an
increasing number of advertisements, it’s becoming more important to make content easily and quickly
digestible. A good example is infographics, which combine images with a minimal amount of text to explain a
topic and provide statistical information or data from research studies. Traditional text-based content will be
used by more baby boomers and up, as the millenials prefer visual animation to static page reading. (Source:
Shama Kabani)

Social media needs diversity
New social media sites are appearing all the time. Consequently, it has become common for businesses to
branch out and experiment with multiple networks with the aim of reaching the maximum amount of con-

sumers. This diversification can build brand equity by making it easier for consumers to recognize a particular
brand. Numbers reached is still the most valued measurement. (Source: Shama Kabani)

Gender pay gap starts
to close

After controlling for all other
factors, there is only a 2-3% dif-
ference between male and female
pay across all 3 generations, and
that difference is the smallest for
Gen Y. The gap is going to shrink
overall because 36% of the Ameri-
can workforce will be millennials
by next year and that number will
continue to rise. As more women
are becoming educated and
more men leave the workforce,
the gap will shrink even more.
(Source: Dan Schawbel)

MeFunding
Crowd Funding evolves

beyond films or budding
entrepreneurs.

(Source: Rohit Bhargava)

STRATEGIC PLANNING

Media Producers Group of Ontario members met with Conestoga College Business of Television
students in November – more evidence of the trend to all video, everywhere, all the time.
(l-r) Zak Whitford owner Through The Lens Productions, Carol Ann Whalen and Rob Currie Partners
in C to C Productions, Bill Dove Owner Wings Productions, Peter Shannon, founder/partner Memory Tree
and David Antoniuk Producer and Director.
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Human banking
Institutions will be focusing on

building trust. (Source: Rohit Bhar-
gava)

Professionals and  companies are focusing 
recruiting on outcomes

Waiting for the perfect hire is not out of the ordinary and are more compa-
nies are risk averse. They want to hire a candidate that already has a reputa-
tion built on a strong track record. From the professionals standpoint, they are
starting to judge companies based on reputation when deciding where to
work. (Source: Dan Schawbel)

Reputation becomes more important for
both professionals and companies

The word “reputation” will be talked about in length next year by
employers and professionals alike because people will be hired

and promoted based on it and will only work at a company that has
a positive one. (Source: Dan Schawbel)

Degree free learning
Quality of E-learning content

explodes as more students consider
alternatives to traditional college edu-
cations. (Source: Rohit Bhargava)

ROI of post secondary education is looked at
more closely

Pressure is going to be on colleges and universities much more
than in years past. Post secondary institutions continue to
increase their tuition rates for 2014 and in North America there are
still one trillion outstanding student loans. Due to all the unpaid
internships, it’s becoming harder for students to pay back their loans
and save up to live on their own when they graduate (in the US 26 mil-
lion of them live at home). Post Secondary institutions are being
forced to prove their worth and one way they are doing it is to off-
set unpaid internships with money. (Source: Dan Schawbel)

The continuous job search
People are continuously searching even after getting a new job. 73%
of workers don’t have a problem looking for new employment before

leaving their current employer and 48% of millennials say they conduct
job search activities at work. (Source: Dan Schawbel)

The workforce ecosystem
The workforce has become an ecosystem comprising mutually rein-

forcing independent agents. An ecosystem, by definition, interacts, or it
does not survive. To thrive in a business ecosystem, you must be able to
connect with those in it – one way or another – as never before.
(Source: Dov Seidman)

The cost of capital
investments

With additive manufacturing (a
term which includes 3-D printing

technologies), companies can start
to design distributed manufactur-
ing operations that “scale with the

market they serve,” says MIT’s
Martin Schmidt. Making things “at
the point of use or point of need”

will help small companies that
make products in North America
stay competitive. (Source: Jessica

Leber)
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Branded utility
Companies are starting to create content

that incorporates meaningful solutions for con-
sumers, essentially combining marketing and
operations activities to increase consumer

engagement. (Source: Rohit Bhargava)

The cost of energy
Manufacturers in energy-intensive industries like cement and chemicals have celebrat-

ed the shale gas revolution, which has brought cheap domestic energy and lowered the
cost of their operations. In addition to that sectors savings new biological methods of
manufacturing materials or compounds could lower the amount of energy that is required
in the first place in some sectors. (Source: Jessica Leber)

Flat companies
Companies are flattening, like our world,

so that many activities that were once the
province of one department are now every-
one’s job… As traditional job silos break
down and become horizontal, command-and-
control hierarchies begin to lose their rele-
vance. A new model emerges: connect and
collaborate. (Source: Dov Seidman)

The cost of human labour
Highly adaptive, low-cost robotics are mak-

ing manufacturing operations less sensitive to
the cost of human labor. As labour costs in

China rise with wages and higher standards of
living, and as advanced economies develop

more automation capabilities, the practice of
companies “offshoring” for the purposes of
accessing cheap labour pools may fall out of

vogue. (Source: Jessica Leber)

New ways of filtering candi-
dates

Companies, especially larger ones, are finding new ways to filter candidates. One of them is
to have HR programs that filter out those who didn’t graduate from college. The second way is
to use social networks to screen candidates. Some reports indicate that 94% of employers are
using social networks for recruiting and that number will be about 100% in 2014. (Source: Dan
Schawbel)

More companies provide wellness programs
Health and wellness at work will become one of the biggest conversations this, especially

with the Affordable Care Act coming into effect into the US. Employers will start to use financial
rewards and penalties to encourage healthier behaviours.  (Source: Dan Schawbel)

Precious print 
Thanks to our digital-everything culture,

the few moments we choose to interact with
print have become more valuable. (Source:

Rohit Bhargava)

Transparency
In our hyper connected, hyper transparent world, there is no longer such a thing as private behaviour. For better or worse, everything that hap-

pens can now be forwarded, tweeted, and blogged about. (Source: Dov Seidman)
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“The Canadian automotive service industry
changes on a daily basis. This is also true for
how the consumer expects to be treated. 
You should expect more.” – Uli Furtmair.

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

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

Factory Warranty
• To maintain your car’s authenticity 

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

diagnostic equipment
• Helpful advice from professionals with the 

most up-to-date skills and training

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

519 576-9972
51 Bridge Street East, Kitchener

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

Important message to all

Audi, BMW, Mercedes, Porsche, 
VW owners.

WEBSITE: www.furtmair.com
E-MAIL: fast@furtmair.com

Heroic design
Design takes on a leading role in the intro-

duction of new products, ideas and campaigns
to change the world. (Source: Rohit Bhargava)

MicroInnovation
Thinking small becomes the new competitive

advantage as slight changes to features or benefits
create big value. (Source: Rohit Bhargava)

Backstorytelling
Organizations uncover that one of their

greatest assets to aspire loyalty can come
from behind the scenes of their brand and

history. (Source: Rohit Bhargava)

Method consulting
Successful entrepreneurs and companies cre-

ate “on-the-side” consulting models to help others
duplicate their success.  (Source: Rohit Bhargava)

Powered by women
Business leaders, pop culture and ground

breaking new research intersect to prove that
our ideal future will be led by women. (Source:

Rohit Bhargava)

Partnership publishing
Aspiring authors and publishing profes-

sionals are teaming up to create a new “do-
it-yourself” models of publishing. (Source:
Rohit Bhargava)

Non-digital connoisseurs 
Truly enthusiastic consumers are desiring

the original experience and paying top-dollar
to get it. An example of this are the con-
sumers who are choosing to buy vinyl
records, despite imperfections, over the digi-
tally engineered alternative. This desire to
have original products has been around for a
long time in certain categories (e.g., people
who buy old cars) but the interest is expand-
ing into other categories and into younger
demographic groups. (Source: Rohit Bharga-
va)

The need for speed
Anything done from a technology perspective that accelerates the time from invention to produc-

tion will continue to be a winner. Pharmaceutical companies like Novartis, for example, are experi-
menting with “continuous manufacturing” processes that replace the need to synthesize drugs in dis-
crete, costly, and inefficient batches. (Source: Jessica Leber)

Shoptimization
New mobile apps and startups let con-

sumers optimize the process of buying every-
thing from fashion to medical prescriptions.
(Source: Rohit Bhargava)

Addressing food waste and health
These are going to be two of the big trends food manufacturers need to consider in the year

ahead. One of the key challenges manufacturers are expected to face next year is regaining con-
sumer trust, with recent stories regarding inaccurate labelling and misleading marketing material

leaving a bad taste in consumers’ mouths.

Traceability of food is high
on the agenda

Traceability is high on the agenda and
manufacturers are actively marketing this to

consumers. For example, global product
launch activity featuring the word ‘origin’ for
claims purposes increased by 45% for the

first half of 2013 compared with the second
half of 2012. Among the leading market sub-
categories responsible for this growth are

cheese, chocolate and coffee.

World trade has 
recovered strongly 

Rather than a return to business as
usual, we are now seeing new patterns

of international trade emerge. Busi-
nesses will need to adjust their strate-
gies to reflect the changing patterns of
world trade that are developing and are

poised to intensify over the next
decade(Source: United Nations Confer-
ence on Trade and Development 2013) 

Things are up... and down
Chemicals to improve by 3.7% in 2014 while tex-

tiles are an ongoing concern, and were xpected to
decline by 7.3% in 2013 and by 7.6% in 2014. (Source:
Industry Week)
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Global tariffs become less of a hinderance
However, this is not the only factor pertaining to global growth; other

costs,  such as technical trade barriers, become increasingly important.
(Source: United Nations Conference on Trade and Development 2013)

Canadians give to charities
By world standards Canadians are generous givers.

Collectively we reported giving nearly $8.5 billion to
charities in 2011, a 2.6% hike, according to Statistics
Canada and Revenue Canada. That’s an average
$1,482 per tax filer, a fairly hefty sum at a time when
many find it hard to make ends meet.

NTMs increase
Many non-tariff measures (NTMs) such as quotas, licensing, pre-shipment inspections,
imports and export regulations, as well as technical barriers to trade and sanitary and
phytosanitary measures increase costs. Last year, technical measures in their various

forms regulated about two-thirds of world trade. TBT are particularly pervasive in the case
of energy products, textiles, but also with regard to many light manufacturing goods.  
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Tariff liberalization has occurred in 
all economic sectors

Although declining, tariffs are on average still relatively high for agri-
cultural  products, apparel and textiles, and tanning. As of 2012, devel-
oping countries’ trade restrictiveness tends to be higher in agricultural
sectors and apparel, while developed  countries maintain relatively high

tariffs on agriculture, textiles, apparel and tanning. (Source: United
Nations Conference on Trade and Development 2013)

STRATEGIC PLANNING
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Alcohol consumption
Canadians drink 50 per cent more than

the global average for alcohol consumption.
80% of Canadians drink, and Canada’s total
consumption of alcohol has jumped 13 per

cent from 1996 to 2010. (Source: The Centre
for Addiction and Mental Health)

More craft beer brewers
The beer economy supports 1 out of every 100 jobs

in Canada and generates $5.8 billion in government rev-
enues in the form of product, income, and corporate

taxes. A local start-up is Block Three Brewing
Company in St. Jacobs. The industries that sup-

port the beer industry generate multiplier effects.
For every $1 spent on beer in Canada, $1.12 in

GDP is generated across the country.

Fuel economy standards continue
to drive change

Rising North American fuel economy standards
are creating significant opportunities for innovative
parts manufacturers in areas such as lightweight

materials, engine components, and battery technolo-
gy. (Source: Conference Board of Canada)

Major trading partners have issues
Issues that if not resolved positively, will imply lower-than-

expected growth. Areas of concern; the U.S. fiscal cliff,
growth stabilization in Asia, and the Eurozone debt crisis.
(Source: Industry Week)

As a society, we’re digging deeper into relatively
fewer pockets

In 2011, about 5.7 million Canadians reported charitable donations on their tax
returns. That’s 23% of all tax filers, down from 23.4 per cent the year before and
significantly down from 29.5 per cent in 1990, when 5.5 million contributed. This
disconnect spells trouble not only for the churches and religious causes that top
donors’ giving lists, but also for universities, colleges, hospitals and a panoply of

community services and foreign aid agencies that rely on private 
generosity to better the lives of millions of people.

Global trade bounces back strongly, led by trade among
emerging markets

What remains unclear is whether the key trends of the past ten years can be expected to
extend into the coming decade, or whether the global financial crisis has changed the dynamic
of the global economy, resulting in new patterns of international trade. 
(Source: Ernst & Young)

New patterns of trade
emerge

Today’s net redistribution of wealth is
drifting away from the rapid-growth
economies — a process accelerated by the
financial downturn and the economic reces-
sion that it has caused. There is a surge of investment from west to east, some of it spec-
ulative but much of it the result of by individual businesses’ decisions. (Source: Ernst &
Young)

Economic turbulence has been reflected 
in exchange rate markets

For both developing and developed countries’ currencies, exchange rates movements and
volatility have played an important role in shaping international trade in the post crisis period
as they influenced  countries’ external competitiveness.  (Source: Ernst & Young)

Social visualization
Visualization goes beyond data to let peo-

ple visualize their own social profiles, and con-
versations online. 

(Source: Rohit Bhargava)

Hyper-local commerce
New services and technology makes it easier for anyone to

invest in local businesses and buy from local merchants.
(Source: Rohit Bhargava)

Ecology from the air
Conservationist will embrace the
speed and detail captured in 3D

data recording.  Detailed 3D images
captured from drones flying a set
pattern over defines areas are then
converted to a interactive immersi-
ble  environment. (Source: EBC Inc.)

For more information call 519-886-0298 x305

Exchange Home Edition’s Next Issue is Spring 2014 Space deadline is
March 11, 2014

http://www.exchangemagazine.com/MEDIA
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And there you have it: from business to booze, from manufacturing to media, these are the
trends shaping our world, right now. Aggregated and Currated - right here, for your reading
pleasure  – Exchange is a publication whose pleasure is to be engaging many of our favourite
trends; the ongoing success of niche publishing and precious print providing sound ways of
connecting with readers. Enjoy and have a happy and prosperous new Year.

Motor vehicles production expected to con-
tinue to grow

In 2013 Motor Vehicle production grew at 6.3% while wood prod-
ucts, at 6.8%, and machinery, at 6.4%, are
predicted to be growth leaders in 2014.
(Source: Industry Week)

Health is more holistic
Some big food manufacturers are looking to all areas of health for a

more holistic approach in providing nutritious food and beverage solu-
tions to consumers. Clinical nutrition is being eyed as a highly prof-

itable platform along with health alternatives, such as traditional Chi-
nese medicine. (Source: Innova Market Insights)

Look out for the small guy
Small innovators are rising to the challenge, with the development of

high quality and distinct products that have
small-scale appeal, but big trend potential.
Social media platforms have provided more
opportunities for small companies to develop a
market by directly targeting niches across
their home market and abroad. (Source: Inno-
va Market Insights)

Simpler pleasures
Consumers are reassessing their needs and going back to basics,
by finding more pleasure in simpler food. There has been a shift

towards home cooking. Where consumers shop has also been affect-
ed, with the so-called “hourglass model,” still in
effect. This relates to growth on the budget and
premium sides, but the centre of the industry is

being squeezed. Value packaging and “good
value” claims on the products themselves and in-
store value promotions are prospering. (Source:

Innova Market Insights)
You can trust us 

Recent food safety scares and scandals
have crippled consumer confidence. Ingredient origin will be used as a
marketing tool. The consumer should ultimately benefit from higher
quality foods that are clearly traceable. (Source: Innova Market
Insights)

Waste not want not
For some time now, manufacturers’ sustainability efforts have been

zeroed in on, with a more recent shift in focus being to reduce food
loss or waste, wherever possible. Food loss during production and food
waste at the retailer and consumer end of the food-supply chain will be
heavily scrutinized. Ingredients derived from the waste stream will also
hold enormous potential. (Source: Innova Market Insights)

STRATEGIC PLANNING

Caution is so Canadian
As a small, open economy, Canada faces a

number of threats externally that cannot be
ignored. (Source: Industry Week)

Drones and robots proliferate 
With a primarily Military pedigree,

unmanned surveillance and tactile uses for
drones witll continue to be adapted by the ICI

market. (Source: EBC Inc.)

Responsive design
Media will provide an optimal  experience with

a more ubiquitous  reading and navigation plat-
form accepted. One  with minimum of resizing,

panning, and scrolling while  viewing. 
(Source: EBC Inc.)

X

• GMP compliant 
• Experienced handlers & friendly, 
professional customer service

• Short & long term storage available
• Incoming Inspection

• Customized pick/pack and order preparation
• FIFO and full lot control
• Inventory management and reporting
• Pallet supply, banding, shrink-wrapping
• Logistics Management

75 Dawson Road / Guelph, Ontario
Tel: 519.836.4670 / Toll Free 1.888.328.6403

Email: info@royalcitywarehouse.com
Website: www.royalcitywarehouse.com

Our goal is simple - we want to make YOU look good!

Serving the needs of the agricultural and industrial sectors for over 40 years!

Your customer pickups are welcomed – we’re fast and courteous!
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TAX MATTERS

There is one truth in business that is always con-
sistent, no matter what the size or focus of your

company; the more taxes you pay, the less money
you have to invest in your business. Without an effec-
tive tax strategy, you may not be prepared to take
advantage of incentives and deductions that will lead
to significant tax savings. To help position you for the
new tax season, I’ve identified key tax trends, includ-
ing opportunities to help you save tax as well as the
most costly pitfalls you should avoid. Staying on top
of these trends and applying them to this year’s tax
strategy can help you maximize your return and real-
ize new opportunities.
Trend: New Federal & Provincial Personal &

Corporate Tax Rates 
Changes to the federal and provincial personal and

corporate tax rates means that in order to save on your
return, you’ll need to assess numerous factors annually,
particularly your year-end compensation strategy. 

One of the largest tax incentives available to business
owners is the low rate of corporate tax on business
income. Federally, business owners pay only 11 percent
on business profits for tax purposes on income up to
$500,000. The Provinces levy an additional amount, but
this rate varies. The differential between the tax you’d

have to pay at the personal rate compared to the corpo-
rate rate can be significant.  When combined with the
advantages of using a mixed salary/dividend compensa-
tion strategy, the tax savings and deferrals can be large
enough to finance the purchase of new equipment or a
marketing campaign. 

Changes to tax regulations, your business and personal
situation mean adjustments to your compensation strate-
gy should be made every year to ensure you pay the least
amount tax possible.
Trend: New PSB Tax Rates
New federal income tax rates affecting Personal Servic-

es Businesses have significantly reduced the tax deferral
from incorporation and increased the tax costs of earning
incoming in the corporation and later distributing it as
dividends. For taxation years beginning after October 31,
2011, a PSB’s income is subject to a federal income tax
rate of 28 percent versus the general federal active busi-
ness income tax rate of 15 percent for 2012 and beyond.
This means that the tax deferral opportunity from incor-
poration has been significantly reduced, and the tax cost
of earning income in the corporation and later distributing
it as dividends has increased. If you’ve been utilizing a
PSB, it may be worthwhile speaking with a business advi-
sor to determine the best way to manage your tax obliga-

TAX TRENDS YOU NEED TO KNOW ABOUT
How to Stay Ahead of Canadian Taxation Challenges

by JOHN MEREDITH

John Meredith a designated
C.A., holds a degree in math-
ematics from the University
of Waterloo, and is a partner
at MNP LLP. 519 725-7700;
email john.meredith@mnp.ca



tions going forward.
If you’re an Incorporated Independent Con-

tractor, you could be at risk of losing the tax
deferral opportunity from incorporation. Also,
the tax cost of earning income in the corpora-
tion and later distributing it as dividends has
increased.
Trend: Avoid Overuse of Employee

Profit-Sharing Plans 
Some businesses use employee profit-

sharing plans as a substitute for salaries or
bonuses, often to defer tax and/or avoid the
Canadian Pension Plan premiums that
accompany conventional employment earn-
ings. The 2012 budget introduced significant
changes to the taxation of EPSP allocations
from closely held employers, generally where
the employee either holds at least a 10 per-
cent interest or does not act at arm’s length to
the employer. Business owners using EPSPs
should consider the implications of these new
provisions for their 2012 return and in future
years as the CRA is aware of the increased use
of this strategy and are auditing heavily, often
issuing unfavourable reassessments.

The last budget introduced significant
changes to the taxation of EPSP allocations
from closely held employers. Business owners
using EPSPs should consider the implications
of these provisions for their 2012 return.
Trend: SR&ED Tax Credits
Generally, a Canadian-controlled private

business can earn an Investment Tax Credit of
35 percent up to the first $2 million of eligible
expenses for Scientific Research and Experi-
mental Development carried out in Canada,
and 20 percent on any excess amount. Other
Canadian corporations, proprietorships, part-
nerships and trusts can earn an ITC of 20 per-
cent of qualified expenditures for SR&ED car-
ried out in Canada. This is a refundable tax
credit, which means that even if your business
does not turn a profit, you will get the appro-
priate refund back in cash. 

Industries including manufacturing and
technology have been traditional benefactors
of the program; however, many companies in
the oil and gas production and service indus-
tries can also qualify. Even medical profes-
sionals can obtain credits. You may not think
you’re in the business of innovation but if
you’re investing and trying to improve
processes and efficiencies, you could be eligi-
ble for the credits and this could lead to signif-
icant savings.

Innovators can see hefty returns to their
business by earning Investment Tax Credits
on up to $2 million dollars of eligible expenses
for Scientific Research and Experimental
Development carried out in Canada. 
Trend: Valuable Tax Savings When

Selling Your Business
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TAX MATTERS

X

Business owners in Canada can significantly reduce the taxes payable on the sale of their
business. The first $750,000 in gains on the sale of certain small business shares can be
received tax-free. Even where a share sale is not feasible, a tax advisor will be able to help you
navigate other options to crystallize your access to this benefit. There are certain criteria that
must be met to utilize this deduction so it is important to speak to a business advisor about an
eventual sale as part of your overall business plan. The first $750,000 in gains on the sale of
particular small business shares can be done tax-free.

While the Canadian tax system is complex, an up-to-date tax plan that takes into account
the latest tax trends puts more control in your hands and will help you access more tax incen-
tives, which could translate into big savings for you and your business. Professional tax advice
from a trusted business advisor will help navigate the federal and provincial tax trends so you
avoid costly pitfalls and have a customized tax strategy that will help facilitate the achievement
of your business goals.
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GROUND HAS BEEN BROKEN for a pioneering
innovation institute for aging on the north
campus of the University of Waterloo.
The initiative will help Canada better pre-
pare for an aging population. The new
development will bring long-term care,
research, and teaching activities together
on the University of Waterloo campus to
improve seniors’ living and train the next
generation of front-line staff.

The $376 million project is the joint
vision of local entrepreneur and philan-
thropist Ron Schlegel and the University
of Waterloo and Conestoga College. The
project brings together the Schlegel-UW

Research Institute for Aging (RIA),
Schlegel Villages, the University of
Waterloo and Conestoga College to
address the growing urgency for innova-
tion in elder care in Canada.

“We are building an infrastructure for
innovation in aging that is unparalleled
anywhere in the world,” said Schlegel, a
former Waterloo professor. “The total
infrastructure will consist of this lead vil-
lage on the university campus, combined
with 13 other Schlegel Villages across
South and Central Ontario to form a pow-
erful paradigm for research and real time
application.”

Construction of the two new facilities –
the Schlegel Villages Waterloo Long-Term
Care Home and the RIA – comes as
Ontario’s health care system faces emerg-
ing challenges. By 2035 there will be near-
ly 238,000 Ontarians in need of long-term
care, more than double the number today.

The first of its kind in Canada, the
arrangement will allow Waterloo faculty,
researchers, and students to work along-
side Conestoga College personal-care stu-
dents and practical nurses on projects
informed by residents’ feedback. The
research and training will impact front-
line care, shape curricula and build capac-
ity within the aged-care sector.

DSK LLP HAS  ANNOUNCEDD THAT TIM BECKER has joined
their growing team. A graduate of Con-
estoga Business College, Becker has 17
years of experience in public accounting
practice. Becker has extended experience
in financial statements, as well as person-
al and corporate tax, and has embraced
leadership and management roles within
various other positions.

MAPLESOFT, A WATERLOO-BASED PROVIDER of high-
performance software tools for engineer-
ing, science, and mathematics, has
expanded its European operations with
the opening of a new office in Cambridge,
UK. The new office in the United Kingdom
will act as the headquarters for the com-
pany’s European operations, which
includes offices in France and Germany.

With the addition of the new Cambridge
office, Maplesoft now directly serves 16
European countries, including the United
Kingdom, France, Germany, Austria,

WATERCOOLER

Ron Schlegel

   Experience economic 
City of Waterloo from a

development in the
whole new perspective.

we
are

_finance_technology_community
_opportunities_manufacturing_knoweledge & education ...
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Switzerland, Ireland and the Nordic coun-
tries. In addition to strengthening the com-
pany’s sales and support services in the
region, the introduction of a new Euro-
pean headquarters is an indication of the
company’s international growth, technolo-
gy advancement and strong customer sup-
port. The company is recruiting for sales,
marketing and engineering personnel to
be based in Cambridge, UK.

“We see strong potential for our tech-
nology solutions in Europe,” said Jim
Cooper, President and CEO, Maplesoft.
“Our customer base has grown steadily in
this region, and we are seeing increased
adoption of our products and solutions.
We have strengthened our presence here
and brought more focus to the region to
underscore the importance of the Euro-
pean market for the company, and demon-
strate our commitment to the growing
number of customers and partners.”

In addition to offices in the United King-
dom, Germany, France, and North Ameri-

ca, Maplesoft operates in over 100 coun-
tries worldwide through a large reseller
distributor network.

SHOHINI GHOSE, AN ASSOCIATE PHYSICS PROFESSOR at
Wilfrid Laurier University, has been
named a 2014 TED Fellow, one of only two
Canadians chosen for the prestigious pro-
gram. Ghose was chosen as an expert and
innovator in her field, and joins 20 other
international, interdisciplinary TED Fel-
lows, including scientists, conservation-
ists, educators, artists and musicians. She
is described on the TED website as a “the-
oretical physicist who examines how the
laws of quantum mechanics may be har-
nessed to develop next-generation com-
puters and novel protocols.”

“TED is all about creativity, curiosity,
inspiration and collaboration,” said Ghose.
“It is a huge honour to be a part of this
amazing community of people from
around world.”

WATERLOO RESIDENT CHRIS FLOYD, CIP, has been
elected as The Insurance Brokers Asso-
ciation of Ontario’s 71st President. He
currently serves as President of Individual
Insurance for the Ontario Teachers
Insurance Plan (OTIP) and its group of
companies, which includes OTIP/RAEO
Insurance Brokers Inc., TW Insurance
Brokers Inc. and Canadian Labour
Insurance Services Inc. Floyd is directly
responsible for the marketing, business
development and management of opera-
tions and results for the sales, service and
underwriting business efforts of the group.

He started his insurance career as a
claims adjuster at Gore Mutual Insur-
ance in 1986. He joined OTIP in 1994 as a
Service Manager. 

THE LOCAL INITIATIVE FOR FUTURE ENERGY (LIFE) Co-
operative will issue up to $5 million in
shares over the coming year to build 18 or
more community-owned solar power facil-
ities. LIFE has received approval from the
Financial Services Commission of
Ontario to release its offering statement
to investors and raise the capital needed to
develop its projects.

“This is a great moment for the co-op,
and a great moment for community ener-
gy” says Rob Yost, LIFE’s President. “We
are very pleased to have the door open to
community investment in our solar proj-
ects.”

The Co-op’s 18 projects received con-
tract offers from the Ontario Power
Authority (OPA) in 2013. The OPA man-
ages Ontario’s Feed-in Tariff (FIT) Pro-

gram, which encourages community
investment by giving priority to applicants
with community, aboriginal or municipal
involvement.

“The Co-op is working in partnership
with a number of farmers and others who
wanted to put solar on their roof, and in a
few cases we’re simply leasing roof space
for the projects,” says Shane Mulligan,
LIFE’s Manager. 

RARE CHARITABLE RESEARCH RESERVE has
announced that Dr. Stephanie Sobek-
Swant is the new Executive Director.
Sobek-Swant is an internationally trained
biodiversity researcher with experience in
leading people and administering large,
collaborative projects. 

MIOVISION TECHNOLOGIES IS NAMED as one of
Canada’s fastest growing technology com-
panies in the Deloitte Technology Fast
50 awards for technological innovation,
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entrepreneurship, rapid growth and lead-
ership, based on the percentage of rev-
enue growth over five years. Miovision’s
increase in revenues of 6839 percent from
2008 to 2012 resulted in a #2 ranking. Mio-
vision’s CEO Kurtis McBride, credits
video data collection as a better and more
accurate method to collecting traffic data
which delivers more value to the customer
as a key to the company’s 6839 percent

revenue growth. McBride said, “By provid-
ing a better and safer method to collect
traffic data, we’re providing our customers
with what they want, quality data, with the
added value of video.”

THREE LOCAL BUSINESSES WERE INCLUDED on the
prestigious “Best 50 Small and Medium
Employers in Canada”, named by
Queen’s University, Aon Hewitt, and
Profit Magazine. Mennonite Savings
and Credit Union, Unitron and Reid’s
Heritage Homes made the list.

“Being recognized for five consecutive
years is a remarkable and humbling
accomplishment that reflects our deliber-
ate emphasis on fostering staff engage-
ment,” said Brent Zorgdrager, MSCU‘s
CEO. “As a financial co-operative, we’re all
about building relationships with members
and our engaged and talented staff thrive
at this.”

Unitron’s Jan Metzdorff said that Uni-
tron considers a team environment to be
essential in its employee-engagement
efforts.
Tim Blevins, President of Reid’s Her-

itage Group of Companies, added, “We
could not be prouder. There are literally

thousands of small and medium sized
companies in this country, and to be
named as one of the top 50 employers is a
humbling honour.”

WORLD FINANCE MAGAZINE has named Eco-
nomical Insurance as the winner of the
“World Finance Best Non-Life (General)
Insurance Company 2013, Canada.”

“We are delighted at this pivotal
moment in our history to be recognized by
World Finance as the best general insurer
in Canada,” said Karen Gavan, Economi-
cal’s president and CEO. “In preparing for
demutualization, we are transforming our
company’s operations and becoming
increasingly competitive thanks to the
dedication and resilience of our employees
and the commitment of our independent
broker partners.”

GUELPH’S PER CAPITA ENERGY USE and green-
house gas emissions have fallen signifi-
cantly since the introduction of the
Guelph Community Energy Initiative in
2007. Guelph’s per capita energy use has
dropped 26.3% against a 2006 baseline and
greenhouse gas emissions have fallen by
17.6% against the same year.
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musicians; on Saturdays, there are often national and international stars on the stage.
Young local jazz musicians are also now getting an opportunity to perform as opening

acts for the established stars.
The Jazz Room has become well known, and it is more and more common to see jazz

events there on other nights of the week. For instance, as Exchange interviewed Preece on
a Thursday afternoon at the venue, local sax player Tim Moher and his band were setting
up for a CD release that evening. 

Although he’s clearly a huge jazz fan, Preece does bring a certain academic air to his
discussions about his creation. He admits, “everything I do, I think conceptually about.”

He points out that he teaches entrepreneurship and social entrepreneurship at the Lau-
rier School of Business. One current trend, he says, is that “entrepreneurs are re-examin-
ing the traditional models…. And that’s what we’ve done here.”

Key to making it work, he says, is the not-for-profit model. Volunteers provide the foun-
dation and framework in which the venue owner – the Huether – can profit, and musicians
and support people can get paid. And, of course, where jazz lovers have a place to slake
their thirst for music.

This would not work, of course, without the right cast of characters – committed volun-
teers, and a venue like the Huether willing to dedicate the space (once used for other pur-
poses, including exotic dancers) as a venue used exclusively for jazz, as presented by the
Jazz Society. “The Huether,” says Preece, “is a great partner.”

He also praises the board members of the Society. He’s President, but he downplays the
amount of work he has to do, pointing out that this is a genuine “working board”, with
everyone contributing sweat equity to the project. “Everybody’s a volunteer,” says Preece.
The Board includes John Lord, Ruth Harris, Tom Nagy, Colin Read, Ashok Thirumurthi,
Geraldine Bradshaw and Steven Montgomery. These eight people include entrepreneurs,
academics, musicians, and community activists.

Another key member of the team is musician Ted Warren, who has been named artistic
director for the Saturday shows. Preece says that his own duties have been lessened sig-
nificantly since Warren was brought into the organization.

Just as Preece brought his academic skills to the planning and formation of the Jazz
Room, so he is carrying his experiences at the venue back into his academic life. “I have
been writing some academic papers on how this process fits together,” he says. And he
adds, with a certain amount of justifiable pride, “It really is a good model.”

The Jazz Room is now well into its third year, and is clearly a success.  This was
acknowledged last spring, as Preece received an award at the Arts Awards Waterloo

Region gala at the Centre in the Square.
But the Grand River Jazz Society is not
resting on it laurels.

Says Preece, “we have moved into edu-
cational things, workshops, talks, jazz
appreciation kinds of things.”

One recent example saw local musi-
cians invited to a workshop with Manhat-
tan-based jazz flautist Jamie Baum. The
cost to participate? Five bucks.

Preece and his colleagues are continu-
ally striving for improvement. Attendance
is good, but they want better than good,
and “we’re continually trying to get the
word out.”

They are also continually working to
educate their audience, both to draw more
fans, but also to be sure everyone enjoys
the experience once they show up at the
Jazz Room.

“Jazz” covers a very wide spectrum of
musical expression, from very traditional
forms to free-form jazz. Preece refers to
this “big tent”, and says that he wants to
be sure that people who show up to enjoy
jazz actually enjoy the kind of jazz being
performed by the musicians on that partic-
ular evening.

It’s all about trust, he says. That is one
key to longevity of a venue like the Jazz
Room – while the audience may be attract-
ed by some well-known names, they will
also come back for a lesser known talent,
simply because they have come to trust
the organizers of the show.

The next 12 months will bring more
innovation, says Preece. “We hope to offer
as many as 16 workshops”, and to provide
performance opportunities for more
emerging artists in the opening slots for
better-known performers.

The Grand River Jazz Society has
formed working alliances with other
groups, since as the Canada Music Week
organization is Toronto. Preece hopes to
be able to co-book with these other
groups, making it possible for Waterloo
jazz fans to enjoy the very best of interna-
tional jazz artists.

The Society’s literature talk’s about its
“dual mandate – to support exceptional
musicians from our own community, and
to invite performers from across Canada
and aboard, for local audiences to experi-
ence.”

Well, that’s true. But the same blurb
mentions that “The Jazz Room is a sizzling
nightclub dedicated to the best in jazz.”

That really captures the end product of
Stephen Preece’s entrepreneurial expertise
and love for music. He’s the impetus
behind all that wonderful, sizzling, jazz.

Stephen Preece, educator and jazz aficionado

One current trend, he says, is that “entrepreneurs are re-examining
the traditional models…. And that’s what we’ve done here.”

CONTINUED FROM PAGE 30
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Stephen Preece is a talented amateur jazz pianist who admits,
“I love to play”. But he’s never played at the Jazz Room,

Waterloo Region’s jazz hub at the Huether Hotel.� Which might
seem odd, since he is the visionary who conceived of the idea of
the Jazz Room in the first place, and then brought his not incon-
siderable skillset to make the project a success.

He laughs at the idea of performing there. That’s not why he did
this, he insists, and he has decided that he will never take advan-
tage of his insider position to create the opportunity to play the
grand piano that dominates the stage.

Besides, it was not his artistic skill that was
important in bringing the Jazz Room project
to fruition – it was his passionate love for
jazz, combined with his unique perspective
as a long-time professor at the Laurier School
of Business and Economics, at Wilfrid Laurier
University.

Preece – more formally, Dr. Stephen
Preece, Associate Professor, holder of four
academic degrees including a PhD from Ohio
State University – has taught Strategic Man-
agement and International Strategy at Laurier
since 1993. One keen area of interest has
always been cultural industries, in particular
the management of performing arts organizations.

He’s been studying and teaching arts management for 20 years,
but in 2011, he decided to put his efforts where his rhetoric is. He
took advantage of a sabbatical year to spearhead the formation of
the Grand River Jazz Society, the group that a few months later
opened The Jazz Room. In doing so, Preece and his colleagues
have been trend-setters, demonstrating a new way of doing busi-
ness that restores vitality to the business of presenting music.

A lot of thought went into the project, but Preece admits that
the significant success of the enterprise far exceeded his expecta-
tions. “I would never have guessed that it would be this success-
ful,” he says. The Jazz Room has become the centre of attention

for music lovers in Waterloo Region and beyond, and has sparked
a lot of interest much farther afield, from groups recognizing the
Preece and company have found an answer to many of the life-
threatening issues facing arts entities.

And there are issues. Preece says, “The traditional model of
jazz is broken in many ways.” It has become almost impossible to
run jazz  venues anywhere but in the largest cities.

That sounds like a contradiction, because The Jazz Room is
exactly that – a successful venue in a mid-size city. But Preece
explains that this has happened because they set the traditional

model aside.
Typically, a venue is a for-profit venture,

where the owner of a bar or another perform-
ance place is responsible for the entire opera-
tion: facility management, food and beverage,
booking the acts, and so on.

In contract, the Grand River Jazz Society is
an incorporated not for profit, heavily
dependent on unpaid volunteers, including
Preece.

They have found the ideal partner in the
Huether Hotel. The hotel does not charge the
society for use of the facility, but the hotel
handles all the food and beverage business,

and keeps the profit from that business.
Preece says the Huether is a great partner, keeping the room in

very good condition.
All of this means that the Jazz Society can operate a year-round

jazz club on a relatively miniscule budget – the annual figure is
$140,000. Almost all of that goes to pay musicians and technical
support staff – Preece is a convinced believer in the concept that
musicians should receive reasonable pay for their work. 

The Jazz Room supplies employment opportunities for a lot of
jazz musicians. The Jazz Room operates 10 months a year (not in
the summer), open every Friday and Saturday evening, with very
rare exceptions. Fridays, the players are likely to be local jazz

MAKING A DIFFERENCE

DOCTOR JAZZ
Stephen Preece has sparked 
a trend music venues

Preece admits that the signifi-
cant success of the enterprise
far exceeded his expecta-
tions. “I would never have
guessed that it would be this

successful.”
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