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It’s just business”.It’s a phrase I have
heard dozens of
times. It’s usually
part of an explana-
tion when a decision
was made that was
good for the compa-
ny but perhaps not
for the employees.
The truth is, it is

never “just business”.
Because businesses,
enterprises, institu-
tions cannot exist as
entities unto them-
selves – they are all

products of human endeavor. It’s never,
originally, business – it’s always, people.
That’s the biggest reason I am proud

of my long association with Exchange, a
business magazine focused on people.
We write about companies by meeting
the people behind them. We deal with
issues by seeking out human voices to
defend points of view.
And this particular issue is especially

rich in these areas. Our cover story,
Rebellion Media, is the story of a man’s
persistence and vision. Ted Hastings has
known both victory and defeat, and
brings all that knowledge to his new
enterprise. He’s the very human face of a
growing digital empire.
In our “Making a Difference” feature,

you will meet the amazing Kelly Lovell. If
anyone could prove to you that the “it’s
just business” mantra is “just b.s.”, it
would be Kelly.
I sat down with outgoing Waterloo

Mayor Brenda Halloran for a 20-minute
interview that lasted an hour and a half.
She offers some personal – and opinion-
ated – insights into key issues in this
year’s municipal election. But while I was
interested in those ideas, I was more
intrigued to imagine what this vibrant
person is going to do next. It won’t be
“just business” – it will be very human.
In these pages, you’ll also meet the

bright young people behind new regional
companies like Lightbot and Palette.
“Just business” is an empty credo –

and I’m always happy to meet business-
people who know that the real focus
should be “just people.”

IT’S NEVER
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Meeting the people behind the
enterprise
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PUBLISHERS NOTE

Much fodder is being slung surrounding the ION,
Waterloo Region’s light rail transportation system.

It’s a divisive issue, pitting the aggressively opposed and
reassuringly in-favour against each other. Unfortunately,
both have to convince voters of their side – the 2014
municipal election may very well hinge on it.
My first experience with

the LRT was in 1997, as a
founding director of Canada’s
Technology Triangle, the
region’s economic develop-
ment group. Directors were invited to a presentation of
the proposed light rail system by Larry Kotseff, then
Waterloo Region’s Commissioner of Planning and Culture.
The proposal was a twenty year project that later prom-
ised Stage 1 transport by 2017. At the end of the presenta-
tion I stated that I would prefer to drive directly to my des-
tination rather than drive to a rail and then take additional
transportation. Kotseff’s simple reply: the proposed LRT
wasn’t intended for me. A statement that’s still true to this
day – and I still support it.
Since that first introduction, and after extensive com-

munity debate, I can honestly tell you my position has not
changed. I would much rather drive than take public tran-

sit. I think most of us would, as the problem most of us
have with public transit is, each other.

I am in favour of the LRT and as a progressive maga-
zine serving a very dynamic cosmopolitan community,
Exchange will side with development. If Waterloo Region
is to continue to grow and hit above its belt size, as we do

in so many ways, then
infrastructure projects like
the ION are very much
needed.
The times are a-chang-

ing. The future transportation needs that come along with
Waterloo regions density require investment now. The
LRT is part of a much bigger, progressive plan for this
Region, one that, as Kotseff said is “not for me”. It’s for our
children and grandkids, the generation whose transporta-
tion needs will be very different from our current needs.
Waterloo region has always been progressive. The LRT

plan has been scrutinized by many different groups, but in
many ways those opposing the rail, simply fail to see the
value of community investment, and would rather invest
tax dollars and time to disassemble a working plan, rather
than embrace the benefits of density and the future needs
of our growing, globally intra-connected community.

PROGRESSIVE NOT REGRESSIVE
The LRT is designed to meet the needs of the future, not of opponents stuck in the present

The LRT is for the generation whose needs
are very different from ours.

by JON ROHR
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New BlackBerry CEO John Chen has seen the future, and it is collaborative. That
was the recurring theme in Chen’s January interview with Bloomberg, during the
2014 Consumer Electronics Show in Las Vegas.
Chen talked about partnerships or relationships with a number of major players
in the electronics world, including AT&T, Verizon, unnamed future retail partners,
and especially Taiwanese electronics giant, Foxconn.
Chen said,“There’s a lot that Foxconn brings to the table, especially in hardware
designs. They know the designs very well, they know how to design good stuff…
Now, we need to still be managing what is being designed, especially in the soft-
ware world, which we will definitely manage and control. But Foxconn could be a
really great part, not only to eliminate my inventory risk, but also some of their abil-
ity to penetrate various different markets, the emerging and developing market.
They have a better pulse on that, and I think I will leave them to help us over
those, maybe collaborate in some of these markets.
“So yes, they will be helping us in the market, they will be helping us a little bit
in the hardware design part of it, and we’re going to build some great phones to-
gether.”
He also stated, “AT&T and other major carriers like Verizon and so forth, have all
agreed to help us in the enterprise space.”
Chen appeared to focus on markets in what he termed “the regulated world”,
when he said, “BlackBerry has always been known for security, productivity, com-
munications. So it matters for those,mostly in the business setting, especially for
those in what we call the regulated world – regulated industries, the government,
the banks and so forth.”
He gave a few hints about BlackBerry to come; he stated clearly that “I person-
ally love the keyboards, and so you will look to Blackberry going forward to using
keyboards,… I wouldn’t use the word ‘exclusively’.”
Chen called on his company to focus on its strengths: “It’s important for me to
focus the company on enterprise, on security, on productivity, on communica-
tions.”
He mentioned a source of what he termed “business benefits”: “BlackBerry has
44,000 patents. I think it’s important that we gain some business benefits through

BUSINESS MONITOR

BLACKBERRY’S FUTURE LIES IN
COLLABORATION: CHEN

NEW ENERGY HARVESTINGTECH SETTO REDUCE NUMBER OF OPEN-HEART SURGERIES
Researchers at the University of Waterloo have developed a new
technology that could dramatically reduce the number of open-
heart surgeries for people with pacemakers.
Professor Armaghan Salehian’s research group has developed
wideband hybrid energy harvesters that use different types of smart
materials to convert ambient vibrations into electricity. Used in
pacemakers, the technology could mean that batteries last longer
and patients will have to endure fewer open-heart surgeries.
“If a two-year-old child has to go through open heart surgery every
seven or eight years, that could translate into approximately ten
surgeries in his or her life span to implant new pacemakers,” said
Professor Salehian of Waterloo’s Department of Mechanical and
Mechatronics Engineering.“The number may be reduced noticeably
by harvesting energy through vibrations and human motion to pro-
long the battery life.”
Salehian’s team,which includes graduate and undergraduate me-
chanical and mechatronics engineering students, completed a pro-
totype for the new hybrid technology in August that has also shown
potential for various wireless sensing applications.
There is strong demand for more energy-efficiency units in today’s
technology thanks to the increased use of electronic devices rang-
ing from mobile phones and wireless sensors to medical implants.
Self-sustained systems that can harvest different forms of ambi-
ent energy have the potential to lower costs and the need for reg-
ular battery replacements in devices such as pacemakers.
While other researchers have undertaken similar work, the ma-
jority have developed devices designed for narrower ranges of vi-
bration frequencies. For example, if an individual is moving at a
certain pace, the device produces power but as soon as the rate of motion is
changed or the frequencies are slightly different, the amount of power reduces sig-
nificantly.
“The prototype we’ve developed uses a combination of smart materials so the

amount of harvested energy can be increased at a wider range of frequencies,”
said Salehian. “This research could also be used to power wireless sensors that
help detect cracks and damage to buildings.”
Salehian is currently working to establish industrial partnerships with compa-
nies in North America.

John Chen, BlackBerry CEO

Professor Armaghan Salehian

our ownership of those patents, and our ownership of IT.”
And he commented on ongoing revenue sources: “I think every enterprise would
love to have their own secure messaging intranet, and I think this should tie to
what we offer enterprises out of the server.The ‘Enterprise BBM’, so they have the
way to communicate, both inside, in a very secure, private manner, and also ex-
ternally to your friends and family and so on. So that’s where the bulk of money
will come from.”
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The criteria to get into the GVCA Hall of Fame are based on a commitment to
the construction industry, the community and to the GVCA itself. Don Gosen is
the quintessential construction leader, devoted and committed to the construc-
tion industry and in particular, the electrical industry.
Gosen did not originally set out to be part of this industry. In 1977, he was very
happy as a water technologist with the Grand River Conservation Authority.
But his father, John, was ailing with Parkinson’s disease and could
no longer run the 21-year-old Gosen Electric business. Taking leave from his job,
Don began the process of shutting it down, only to discover that the business was
in dire straits and accountants advised bankruptcy. Gosen refused to close the
business under such circumstances. In tribute to his father he dug the company
out of debt.
“It wasn’t easy,” said Gosen, in 2007, the same year he chaired the GVCA
Board, “We just went to work and, one job at a time we slowly crawled out of the
hole, it took a long time and was hard work. And things eventually got better.”
With time and an increasing sense of pride and loyalty, Gosen became a mas-
ter electrician and moved the business to the building he owns on Bathurst Drive
in Waterloo. Gosen Electric employs 50 people, including several apprentices,
and has a long list of satisfied clients.
Many apprentices have fond memories of Don.
Gosen has also taken on leadership roles throughout the community. In the mid
1980s, he was Chair of theWaterloo Region Heart and Stroke Chapter, where he
was instrumental in launching the Big Bike Ride to raise much-needed funds. He
was also Chair of the Trustees at Benton Street Baptist Church. During his tenure,
they rebuilt the sanctuary, which included repairing the roof, dry walling the cathe-
dral ceiling, refinishing the floors and laying carpet, changing and updating the
electrical to code.
In 2007-2008, Gosen was Chair of the Grand Valley Construction Association
(GVCA). During his tenure he focused on improving education and communica-
tion to the members, said Martha George, president of GVCA.This is when the e-
newsletter was launched, which allowed members to stay informed of current
issues and education opportunities. But, says George, he was more than just an
advocate of education.
“Don was a very supportive Chair to me personally,” she said. “He has a very
human approach to issues and always sees the good in everyone. He is humble,
respectful of everyone, and genuinely interested in everyone, no matter what they
do for a living, what they believe in, or what stance they may have on an issue.
Don is always interested in hearing others’ opinions and is very open-minded. He
is a true gentleman, and treats everyone fairly.”
Gosen is currently chair of Council of Ontario Construction Associations (COCA)
and is a member of the Board of Governors for the Ontario College of Trades. He
has served his trade as president of the Ontario Electrical League and as Vice-
Chair of the Electrical Contractor Registration Agency, (ECRA of ESA). He has
served on the Provincial Advisory Committee for Electrician – Construction and
Maintenance. He has also sat on the advisory boards for technical training at the
Waterloo County Board of Education and Conestoga College, as well as being
past chair of the Fast Forward program for the Waterloo Region District School
Board.

DON GOSEN - GVCA BUILDER OF 2014

THE HIGH COST OF LOW FOOD PRICES

BUSINESS MONITOR

The high cost of low prices for food stretches far beyond retail casualties in the
food sector.
Case in point: Leamington Ontario, Canada’s self-proclaimed tomato capital,
received news in November that Heinz will close its plant, laying off more than 700
employees and eliminating many regional farmers’ sole client. Ironically, while
Canadians will likely have access to cheaper tomato-based products as a result
of this closure, many are losing jobs in the agrifood sector. It will be the same for
Corn Flakes and Raisin Bran lovers since the London-based Kellogg plant will
also be shutting down next year.
This is little doubt that consumers have benefited greatly from the discounts on
many food categories like dairy products, pasta, coffee, and spices. The price of
rice, yogurt, ice cream, and peanut butter actually dropped last year, a first in
more than two decades in some cases. Given the increasing scope and scale of
aggressive pricing strategies in the food business, the situation will likely worsen
before it gets better for food retailers, to the delight of Canadian consumers.
In fact, several staple products have now become loss leaders for food vendors,
normally a bad sign for industry. Loss leaders are usually inconveniently located
in food stores to compel consumers to pass, and buy, items with higher profit
margins. In an effort to retain market share, food retailers have no choice but to
more frequently promote loss leaders.
And the market landscape has changed.Target, a small player in the food space,
entered Canada in early 2013 with an aggressive goal to open 124 stores and
increase its food offering in the future.Walmart, a powerful threat to established
Canadian food retailers, proactively kept food prices competitively low in the
midst of the impending expansion and continued to ensure its viability in the gro-
cery market.
Loblaw, Canada’s largest food retailer and private employer, is desperate to reach
new urban markets where consumers can cope with higher price points. This is
mainly why it bought Shoppers Drug Mart last year: to offset the Walmart men-
ace. On the other hand, Sobeys had a very good year with its purchase of Safe-
way to tap into Canada’s very lucrative Western market. The robust Western
economy makes Ontario and Quebec look like proverbial poor cousins.
Metro, which allegedly lost to Sobeys in the battle to acquire Safeway, is the one
which may have the most to lose next year. Sales are dropping and it has already
announced the conversion and closure of some Ontario-based stores.More mar-
ket retraction is expected if it fails to scale up.
Couple the highly-competitive nature of the food retailing landscape in Canada
with a low-inflationary global economy would certainly appear to be welcome
news for consumers, especially those affected when food prices skyrocketed from
2009 to 2011.
At that time, the high cost of food created havoc in developing countries and hurt
consumers struggling to get by financially.To stretch their dollars, consumers were
forced to invest in highly nutritious food instead of just buying fuel to survive.
Food was not as trivialized as before, and that was a good thing.
But now, the situation has completely changed as the food industry struggles to
achieve growth.Analysts expect food prices to increase by no more than 0.5 per
cent next year.And looking at the macroeconomic fundamentals, it can be argued
that these predictions will be accurate by year’s end next year.
To reflect the true cost of distribution, food inflation’s sweet spot would be any-
where between 1.5 per cent to 2.5 per cent right now. Such a threshold would
flush the industry with more resources to innovate while building a case for con-
sumers that food is not inconsequential.
As we embark upon another year of low food price inflation, let’s hope con-
sumers don’t forget how important food is to all of us.
- Dr. Sylvain Charlebois,Associate Dean at the College of Management and Eco-

nomics at the University of Guelph.

He is an accomplished motorcycle racer with many wins and trips to the podium.
As a Master’s athlete, racing a vintage Ducati, Don has literally led the way to
improving the sport. Since 2009, he has served as the Vice Chair of the Vintage
Road Racing Association (VRRA), and has been instrumental in creating one of
four race weekends of Vintage Road Racing at Mosport in August each
year. His professionalism both on and off the racetrack has led to excellent rela-
tionships with the Mosport administration, which actively supports the racers.
Under his tutelage, the VVRA has grown and prospered.
Don makes a difference.
Gosen has implemented a succession plan that will see his firm, Gosen Elec-
tric, change hands to new team of leaders this year.While Don may not be at the
helm of Gosen Electric, his commitment to the construction industry will not
wane.
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Don Gosen with his Bearded Collie, Sparky



Waterloo Region voters will go to the polls on October 27, 2014, to elect munic-
ipal leaders at Regional, city, and township levels, as well as to both regional
school boards. A significant number of politicians and would-be politicians have
already declared their candidacy.
So the race is on. But the early focus – typically – has been on who is running,
not what they are running for.
Exchange Magazine wants to go deeper, between now and voting day, to exam-
ine the key issues at the municipal level. In each issue from now until October, we
will interview a municipal leader who is not running for re-election. Undoubtedly
one of the most prominent of those out of the race isWaterloo Mayor Brenda Hal-
loran. In a subsequent edition, Exchange will interview Kitchener Mayor Carl Zehr,
who has also announced his retirement from municipal politics.
Halloran is very clear in identifying what she believes is the number one issue in
the 2014 election at the regional and the city levels: Light Rail Transit.
This is a polarizing issue. Supporters insist that it is not only a good thing, but it
is also a done deal. Regional council is pressing ahead with the project. But op-
ponents – which include Halloran and Cambridge Mayor Doug Craig – believe just
as strongly that the LRT system needs more examination, more debate, and –
crucially – more information that she says is being withheld at the regional level.
Halloran has a lot of history with this issue. She looks back to the municipal
election campaign in 2010, when she encountered “opposition from 90% of the
houses” she visited… “and we visited tens of thousands of homes.” She says the
message was clear: “The city’s fine, it’s that damned LRT!”
And not much has changed as we approach a new election, she says. “It’s still
a very contentious issue.”
Halloran is quick to point out that she is a proponent of a Rapid Transit System,
but she favours using busses, and thus serving a significantly larger percentage
of the city. The current proposal, she maintains, “is not efficient, it’s not inclusive,
it hardly affects the vast majority of KW and, of course, Cambridge.”
She doesn’t believe the issue will die, in the next few months. In fact, it may heat
up more, because of the controversy over costs – both the costs of the system,
and the unknown costs of derailing the current plan and changing to busses. She
points out that Cambridge Mayor Craig has asked for an accounting, but “he was
not allowed that information. The citizens have a right to know everything.”

She adds, “I’m concerned about our ability to afford it.”
The outgoing Waterloo mayor says that many businesses along the designated
route are worried about disruptions – both temporarily during construction and
long-term.“Businesses along King Street know it’s going to affect their businesses.”
She adds,“the main arterial roadways of K-W are going to be stopped every seven
to 15 minutes.”
As well, she notes,many Regional businesses – especially those in the category
“advanced manufacturing”, will receive no LRT service. She points to the North-
field district of Waterloo as an example.

The larger issues?
Is this the key issue in the election? Probably, believes Halloran.
She suggests that there is a difference between important governance issues and
important campaign issues. Voters tend to be concerned about what impacts
them directly; potholes, garbage delivery, and such are examples of this view-
point. “The larger issues,” she says, “don’t play out as much.”
It’s probably unusual that a large-scale issue like the LRT has captured their
imagination, but that is undoubtedly because of fears of the ongoing tax burden,
which becomes a very personal issue.
Halloran points to one particular person who has kept her focused on residents
believe to be important: “My 82-year-old mother keeps me in tune,” she laughs.
So she doesn’t believe elections should be about big questions. “An election
should be focused on what the vast majority of people care about.”

Blackberry
This doesn’t mean elected officials should ignore the larger issues that face com-
munities like those of Waterloo Region. But Halloran seems to feel that meeting
those challenges are the responsibility of elected officials – after they are elected.
First, she believes, politicians need to demonstrate they are in tune with the peo-
ple.
One key, ongoing issue inWaterloo can be summed up in one well-known word:
“Blackberry”.
Typically, this kind of downturn for a community’s signature business would be a
portent of doom. But rumours of Armageddon are hugely exaggerated, says the
mayor.
“There is no sense of urgency or concern in our community,” she insists. “There’s
no panic. I live it every day, talking to people, companies, developers, real estate
agents, bankers.”The community is finding its balance, she says.“Over 1,000 peo-
ple have been re-hired locally.”
“People are feeling secure, because we have other opportunities… in the high
tech sector and advanced manufacturing.”Therefore, she doesn’t expect the local
employment situation to be an issue in the election. “We have quite a diverse
local economy.We have not seen a downturn.”

Cultural Plan
Halloran has been a booster of culture in her community. Again, this is not an
issue that crops up at every doorway during an election, but she is convinced a
healthy arts and culture community is essential for an overall-healthy community.
“Arts and culture is very important.”
As well, the city needs a strong sports sector – “sports is important, soccer fields,
hockey pads, water features.”And she recognizes that every council will face chal-
lenges in continuing to support the arts, when municipal infrastructure – the streets
and the stuff under them – needs attention, as well.

Unionization
The certification of the Region ofWaterloo by the carpenter’s union is an unfold-
ing drama, much reported in the media, and still controversial. It has caused an-
imosity in the construction industry, and engendered claims that having to use
union workers on regional projects will greatly increased costs.
Is this an issue among the voters at large? Halloran says no: “I don’t see it at all.
It doesn’t affect the average citizen at all in how they think.”

International connections
Halloran doesn’t know what she will do after she leaves the mayor’s office – al-
though she will remain in Waterloo – but it is clear that the community’s interna-
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OUTGOING MAYOR HALLORAN SAYS ELECTIONWILL FOCUS ON LRT (ION) AND
WHAT’S AT OUR FRONT DOORSTEP

Waterloo Mayor Brenda Halloran
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Effective marketing has always been a challenge for businesses; today, with
the ever-expanding menu of marketing options, it’s not surprising that some
have simply thrown up their hands in frustration.
But that cannot be the right answer. If businesses are not communicating with
potential customers, those businesses are doomed.

Part of the mix
Experts feel that although the media is expanding exponentially, from social
media to all the capacities of digital software, traditional methods should not
be dismissed. Ellen Graf-Martin of Graf-Martin Communications Inc. in Elmira
says, “We see traditional print ads, direct mail etc. to be a crucial part of an in-
tegrated marketing mix, that continue to present on-going opportunities for
specific target demographics. Sometimes traditional media works really well,
and at other times it would totally miss our audience.”
Ken Whyte of Quarry Integrated Communications, St. Jacobs, also points to a
blend: “What’s replaced the old is a new blend of communication tactics that
are far more engaging and actually, more responsive to what buyers are look-
ing for. This involves social, mobile, interactive and inbound channels, now
being layered on or blended into our ‘traditional’ outbound tactics.”
Carol Preston of Carol Preston Media, Kitchener says that clients and market-
ing experts alike need to know “it is not about traditional and digital but about
integration of all available media channels based on their ability to meet ad-
vertiser objectives. “

More strategic
Graf-Martin says, “over the past five years, marketing budgets have tightened
and marketing spend has become much more strategic, no matter the size of
the business.” But she adds that strategic thinking has worked: “We’ve seen ex-
ponential growth with our clients and a very strong recovery over the past five

EFFECTIVE MARKETING NEEDS CREATIVE MIX

tional connections have become very important to her. She has seen the future
for her city, and she believes it lies beyond the borders of the city, the region, and
even of Canada. She has been an active participant in overseas trade and edu-
cation missions, especially to China. In fact, she has a personal site on Weibo,
the Chinese equivalent to Facebook and Twitter, and she has 20,000 followers
there!
“It’s very important to continue to talk aboutWaterloo on the international stage,”
she says. The city’s new leaders will have to be aggressive, she argues, because
“people will not be coming to us. The focus is not on Canada and the United
States – it’s on China, India, Brazil. We must be a player in that; we need to be
more aggressive.”
She adds, “we are a creative country, as Canadians, but we don’t promote our-
selves enough.”
Waterloo – both city and region – has an advantage, she says, and a lot of it
comes from the now-shrinking giant named Blackberry. “We have quite a reputa-
tion,” she says, “a big reputation. In Asia, in Europe, they know about Waterloo.”

Two-tier government?
Halloran agrees that operating a city under the current regional system of two-
tier government requires “an adjustment.” There’s a big difference between her
role as major ofWaterloo, and as a regional councilor at the Regional table, which
she calls “two different hats.”
She agrees that “we could always do better” when it comes to finding efficien-
cies in a two-tier system; she also believes that governmental structures won’t
even be a blip on the radar as an election issue.
So, with all of these important issues apparently off the radar, according to one
who should know, what remains on the election menu for this year? The LRT – al-
though as an opponent of the current plan, Halloran brings some bias to the dis-
cussion – and whatever local issues catch the attention of Waterloo neighbours.
“An election focuses on a person’s front doorstep,” insists the mayor.When she
first ran for office, “what I thought was important to focus on, really wasn’t.” The
key is, “what is important to people living on your street.”
When October 27 rolls around, Halloran will simply be one of those people, for
the first time since she donned the Mayor’s chain after being elected in 2006.
And then? She smiles. “I believe you should go as far as you can, and then see
what is the next stage. There are so many things I’d like to do.” – Paul Knowles

years.”
Preston contends that marketing expertise is always a valuable commodity. “In
my 30+ years experience in this business I have analyzed client direct media
buys versus those executed by an experienced media strategist and buyer. In
all cases the campaign tends to be more effective and therefore cost efficient
when negotiated by an experienced media professional.”

Diverse market
Whyte seems room in the marketing marketplace for a variety of services. “In
every marketplace, there’s an ecosystem of larger and smaller agencies – each
having different strengths to fit different needs. In fact, with new tactics, the abil-
ity of smaller agencies to help local clients reach really targeted segments is
greater now than ever before. And larger regional agencies can now help busi-
nesses and their brands go global in their reach and presence.”
Andrew Askes of Arc Media Inc.,Waterloo, says, “We’re a small shop, and we’ve
done well focusing on video production. This means we’re able to deliver large
agency quality at a much lower cost. Our team has worked with small early
stage startups, tech giants and everything in between. I think that this is going
to be a continuing trend as more and more firms start focusing on what they’re
good at, and become specialized. “

Partnerships
Graf-Martin believes that the relationship between client and service provider
has changed. “Authenticity, hard work and mutually beneficial relationships
have replaced a three-martini lunch, seduction, lure and style. Our clients value
our ability to listen well and trust our reliably excellent work, which trumps
empty posturing any day.”
Whyte adds, “It really boils down to clients asking two things – can the agency
deliver the results I need? And ‘fit’ – does the agency fit with your culture, your
thinking, your philosophy.”

Investment
Is there a magic number businesses should spend on marketing? Preston
says, it depends: “The answer is dependent upon a number of factors and
would need to be determined based on advertiser’s sales, short and long term
goals and investment strategies.”
However, Graf-Martin ballparks it: “Overall, businesses and not-for-profits usu-
ally feel comfortable with an initial spend somewhere between 3-5% on mar-
keting and advertising.”
But Whyte says, “What’s likely more key than ‘how much’ is the question, how
long are you prepared to invest. Too many small businesses want to invest in
marketing for six months or one year; rather, you should be prepared to build
your brand over a number of years.”
Graf-Martin suggests that even small businesses can be more cost-effective
by bringing in the pros: “Usually, money, time and energy that could’ve been
spent investing into the business, end up being wasted. Many Boutique and
Cottage category owners don’t realize that we could’ve run their campaigns at
a fraction of the cost with much more effectiveness. Many small business own-
ers don’t realize how inexpensive it can be to have their marketing done well.”

Options abound
On one thing, these experienced marketers are agreed: advertising options
abound. Askes encourages businesses to find the means best suited to them:
“Ultimately the ‘best’ advertising option is the one that tells your story to the
right people the most often.”
Graf-Martin underlined the need for keeping current. “Digital and online ad-
vertising has seen the greatest growth over the past several years. While it’s a
very cost-effective and highly targeted option, it’s also always changing and
can present a steep learning curve.”
Whyte adds, “The right question is, what works best for your particular buyers
who you are trying to attract; not what works for each business… what’s not im-
portant is what you may like or what may influence you – its about the buyer.”
Whatever the media of choice, the bottom line, says Preston, is building brand
awareness. “Brand awareness is key – if consumers are not aware of you and
don’t have a sense of what your brand represents, it is then difficult to make
an informed decision to select their product/service.”
Whyte concurs: “Branding is everything. If created properly, it’ll be what sep-
arates you from your competition.”

Halloran, continued
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Lightbot, a start-up company that makes makes mobile games as a
tool to start kids on programming, is one of four companies based at
the University of Waterloo’s Velocity Garage to earn a $25,000 grant
from the program.
At the event where the presentation was made, Lightbot founder Danny
Yaroslavski had the opportunity to demonstrate Lightbot to Ontario Pre-
mier KathleenWynne.Yaroslavski, a fourth-year honours computer sci-
ence student at the University of Waterloo, termed the occasion
“absolutely exciting.” He told Exchange that “I really just explained
what we were doing, and how we were teaching kids how to program
using video games, and I was actually able to have her play the game
herself. It was fun, to guide her through it and have her enjoy it and
see the merits of it.”
If meeting Premier Wynne was exciting, there’s no doubt that picking up a
$25,000 was a pretty significant thrill in its own right.Yaroslavski had instantly ear-
marked the funds: “The $25,000 is going directly to hiring more developers and
marketing. Right now, we’re at a stage where we have our brand out there, and we
want to expand our brand awareness, expand our customer reach, and create
more content and more games under the same brand.” He says that the direc-
tion of the new company will remain consistent – there is no current plan to branch
into gaming as an end unto itself. Instead, they will continue to focus on computer

science.“Computer science is an untapped kind of niche.As long as we’re ahead
of that market, we’ll be pushing forward.” Lightbot has been harvesting testimo-
nials from teachers and parents who are excited about the results they see in
their kids. On the Lightbot website, light-bot.com, the game is described as “an
engaging puzzle game, whose game mechanics are built directly on programming
concepts. It’s fun, educational, and moreover, super unintimidating.
“Lightbot lets players gain a practical understanding of basic control-flow con-
cepts like procedures, loops, and conditionals, just by guiding a robot with com-
mands to light up tiles and solve puzzles.”

START-UPWILL USE PRIZE MONEY
FOR DEVELOPMENT AND
MARKETING

Danny Yaroslavski, Founder, CEO of Lightbot

GOODRAM IS NEW CAMBRIDGE DED
James Goodram is the newly appointed Director of Economic Development in
Cambridge – and he couldn’t be happier. He is effusive in praise for his new com-
munity: “I’ve always had my eye onWaterloo Region. Cambridge is highly regarded
as a good place to work. There is a lot of opportunity here.”
He supports these generalizations with facts. He points to the “large manufactur-
ing base” in the city, and the enviable location straddling the 401,Ontario’s primary
transportation link.
He points to “three downtown cores developed along the water,” which present
“opportunity for infill and intensification.” In his short tenure – he arrived in Decem-
ber, 2013 – Goodram has identified historic buildings with potential for reuse as
offices and restaurants.
And Cambridge, unlike most communities, has between 100 and 110 acres of
available industrial land that is “shovel ready” – serviced and ready for a buyer.The
land, in the Boxwood area adjacent to Toyota, is also a relative bargain. Goodram
cites the price of $285,000 per acre, compared to $400,000 to $500,000 in
Hamilton or a cool $1 million in Vaughan. James Goodram, Cambridge Director of Economic Development
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GLOBE-TROTTING DEVELOPERS LOCATE
PALETTE IN KITCHENER
It has been an amazing year for Ashish Bidadi and Calvin Chu. Since last May,
the two University ofWaterloo mechatronics grads have launched their company,
Palette, and raised over $150,000 on a Kickstarter campaign. They have spent
time inWaterloo, San Francisco, Shenzhen China, San Francisco again,Waterloo,
again, China again, and… well, who knows where the two innovative, mid-twen-
ties entrepreneurs have been since. Bidadi and Chu, both from the GTA, devel-
oped their innovation at Uof W. Palette was Chu’s mechantronics’ thesis project.
Mechatronics engineering, is described on the UW website as “the design of
computer-controlled electromechanical systems. It can be viewed as ‘modern
mechanical engineering design’ in the sense that the design of the mechanical
system must be performed together with that of the electrical/electronic and
computer control aspects that will comprise the complete system.”
The inventors told Exchange, “Palette is the world’s first free-form hardware in-
terface. Imagine a box that has an individual button, dial or slider that you can
combine just like Lego to build a custom hardware interface for your favourite soft-
ware. For example, someone like a DJ can build a custom DJ controller where
these dials can adjust affects, some of these faders can control volume and
some of these buttons can hit different cue points.”That’s just one example of the
many applications that have already drawn 900 orders from the fledging com-
pany. The two men say their first target audience is “creative professionals: pho-
tographers, designers,musicians, DJs, film editors, who do a lot of repetitive tasks;
they would like a control like this, with that physical tactility, that they can map
to different functions and different software.”
Referring to the use of their mechatronics training, Chu says, “the main focus is
on integration between electrical,mechanical and software systems, how all these
different types of systems work well together. Things nowadays are so tightly
bound between hardware and software and I think that’s a big reason why this
mechantronics field has been so popular. Nowadays, even a car has tons of al-
gorithms controlling it.… Having all these systems integrate well with each other
is going to be very important for the future.”
Bidadi added, “Mechatronics gives you that integration, that knowledge of inte-
gration: not just one or two disciplines, but how to get them to work together and
create something that’s actually useful and applicable.”
They launched Palette in May, and initially moved to San Francisco. Once there,
they applied to a number of accelerator programs, including the HAXLR8R in
Shenzhen, China. Their four months in China allowed them to develop important
connections, and they returned to China in February to set up manufacturing
links for their first shipments, slated for June 2014. Chu says, “HAXLR8R is a
hardware-focused accelerator program. They only take ten companies from
around the world per class. We’re the only team from Waterloo there, and the
only Canadian team there at the time.”
The Palette partners then returned to San Francisco for a demo day with in-
vestors and the media. That’s where they launched their Kickstarter campaign,
with a goal of raising $100,000. They passed the $158,000 mark quite quickly.

They’re now looking for more investment, says Bidadi, “to give us that push. We
want to keep the momentum going, the speed we have had so far.” The funding
will allow them to build the team they want, going forward. Until the beginning of
2014, Palette was Bidadi and Chu; they have now hired a mechanical designer,
and are recruiting software engineers.
So with all their global networking, where will Palette be based? Waterloo Re-
gion, say the founders.They debated locales, also considering San Francisco and
Toronto, but they say, “This area was a big pull for us. The community is so tight
knit. There are tons of smart people around here, lots of resources.”
Two of those smart people have just launched a winner called Palette.

Ashish Bidadi, Founder (l) and
Calvin Chu, Founder, CEO of Palette

REGION’S W.E.T. PROGRAM SPELLS
SAVINGS FOR AREA BUSINESSES
The Region ofWaterloo has been working with businesses and institutions to en-
courage the reduction of their water use. Under the Water Efficient Technology
(W.E.T.) program, a variety of audits have been completed at various sites in all
industries – from large factories to strip malls to religious buildings.As a result of
these audits, building managers found drastic reductions in their water usage –
which translated to drastic water bill savings.
The projects, which qualify for partial rebates from the Region, have ranged from
$6,000 to $300,000 and have received rebates from Waterloo Region averag-
ing $14,000. The water savings averaged 45,000 litres per day. The program is
not limited to a specific type of facility,making it worth a call to the Region ofWa-
terloo at 519-575-4757, x. 3558 to see what help you can receive with your
water use. In addition, help is also available on the Region’s website at
www.regionofwaterloo.ca/water.
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REBELLION MEDIA IS
BUILT ON EXPERIENCE,
ENERGY, VISION – AND
A TALENT FOR ACQUISITION
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Webelieve that to be a digital media company in today’s era, you need to have some serious size
and scale.”

And so, putting that conviction to into practice, Ted Hastings founded a company that in 12 months
or so has gone from zero to 25-30 million users every month.
And these are not the only numbers that are staggering. Rebellion Media was launched in early 2012;

it already numbers 175 employees, has offices in Waterloo, Denver and Seattle, and has acquired 13
other companies.
All in one year.
Hastings admits that they didn’t really start from the ground up. He traces a direct path through his

entire career, from his earliest jobs to his present-day passion. And it’s not just experience and knowl-
edge that the CEO has brought to Rebellion – about 10 member of his former team at GBG are here,
including two key partners and co-founders – Rebellion CFO Jeff Collins and COO Greg Pogue. The
three men have worked together for 15 years in a variety of ventures.
On its own website, Rebellion Media describes itself as “a leading digital media company,” adding,

“We create and acquire digital media properties within our targeted categories (health and wellness,
technology, entertainment and sports) and power them with an innovative content, traffic and moneti-
zation platform.”



The word “acquire” underscores something very specific about
Rebellion – it was founded to grow through acquisition. In fact,
acquisition is very high on the list of Hastings’ skill sets: he says,
“I’ve done 25 or 30 acquisitions – 13 at Rebellion, nine at GBG, a
handful somewhere in between. And we’ve sold some businesses,
we’ve been on both sides of the transaction enough times to have a
pretty good sense” of the process.
He says that all deals have common denominators: “Small deal

or big deal, it’s the same process. Different number of zeros.”

“Consolidation opportunity”
Hastings says that Rebellion Media was founded when he and

his long-time partners were ready to look for their next big thing.
“We believe there is a consolidation opportunity in digital media.”
He argues that there are only two ways to succeed in the field – a

company either has to be a “big
dog” with “serious size and scale”,
or “be one of those sexy start-ups
that Waterloo produces on a regu-
lar basis.”
Of course, the route to success

for the sexy start-up is to be an
acquisition target by a company
like Rebellion, and Hastings and
colleagues have already shopped
the local start-up market.
Mid-size companies, he says,

are “in a challenging spot. You
have all the requirements of scale, but not the readership, the ‘eye-
balls’.”
At 25-30 million website visitors a month and counting, Rebel-

lion’s websites are without question drawing the eyeballs.

Master of acquisition
Hastings is proud of what he has accomplished, but he is very

quick to give credit to entrepreneurs who have mentored him at
every stage of his career. And he’s also quick to pay it forward, giv-
ing the same kind of time and attention to young entrepreneurs.
He’s vice chair of Communitech, and one of two head coaches with
Hyperdrive; he also spends informal time with young people start-
ing new ventures.
All because he got the same kind of attention when he was start-

ing out. Hastings is a Stratford native, who attended Laurier. He got
an accounting degree, and worked in that field with Deloitte.
But he recognized that in Waterloo Region, there was really only
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one career choice: “Your only venue was into the tech community.
There were many in that period of time when I graduated who went
to RIM. I didn’t.”
Instead, at the tender age of 25, he was recruited by a Descartes

spin-off named GBG. Descartes was headed by local entrepreneur
Peter Schwartz; the spin-off was created by Schwartz’s colleague
Mark Lee. Hastings credits both of them with investing time and
energy as his mentors.
Hastings was originally hired to run the finance group of GBG,

but he says, “There was a reorganization of the company, and they
picked the young guy to be the CEO.”
Hastings is deeply grateful to Schwartz and Lee. He says, “I owe

a lot to my experience and my opportunities to both Mark and
Peter. Mark, taking a chance on making me CEO… I believe one of
the reasons he had some comfort in making that decision was not

my experience to that time, but the
experience he had had with a
young Peter Schwartz at the age. I
was fortunate that Mark ignored
my age and lack of experience and
believed that if I had the right
coaching I could be the executive
that he wanted to run the busi-
ness. I was 26.”
GBG “was still a relatively small

software company – $4 million in
revenues and relatively unprof-
itable. So you couldn’t screw it up

too bad from there,” laughs Hastings.
But the young, new CEO wanted bigger things for his new com-

pany. “The organic growth prospects for that company, I thought,
were pretty limited, in that we were selling software products to
predominantly Coke and Pepsi bottlers in the US.” With about 50
competitors, all fairly minor players, the fragmented marketplace
didn’t offer a lot of opportunity for growth.
But, thought Hastings, if the $100 million marketplace were less

fragmented, “that’s a business that has the size and scale.”
He concluded that organic growth was not going to be the

answer; acquisition was the route to go.
It took some perseverance – this was in 2001, after a dot-com

downturn. His company didn’t have much capital, venture capital-
ists were rare. But he was persistent; he explains, “Either hearing
‘no’ makes you give up and gives you a defeatist mentality, or it
motivates you. For some reason, I found motivation in failure.” He
identified a company in Austin, Texas, that was looking for a buyer.
Hastings crafted a deal involving “a tiny amount of capital on clos-
ing and a whole bunch of payments over the next five years. It was
a very leveraged deal with a whole lot of vendor take-back debt.
But it showed me a deal could be done. I could go back to the peo-
ple who told me I was crazy and show them, ‘got one’.”
A deal had been made. Perhaps more importantly, Ted Hastings

“You have to be incredibly critical of your own
company, your websites, your applications, how you
compete in the marketplace, because as soon as
you assume that you are somehow entrenched in
that eco-system, you’re going to get smoked.”



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

COVER STORY

had taken the first step down the road that has made him a recog-
nized expert in – and successful practitioner of – the art of corporate
acquisition.
Hastings says he learned much from

that first deal that has been useful during
the 30-plus other deals he has been
involved in. For instance, he says, “I
learned price is definitely important, but
you have to pay attention to all the other
factors that are in that founder’s head –
‘how are you going to take care of my
employees; my receptionist’s been there
fore 35 years, are we still going to be in Austin Texas?’”
From that first deal, only 12 years ago, there has been no looking

back. Hastings loves the pace of his business, and that showed from
the very beginning. “We bought two more businesses over the next
90 to 120 days.” He adds that he works hard to keep moving at that
speed: “What I’ve had to do at this stage in my career is to maintain
my energy.”

Start small
That first acquisition he handled – for a company owned by some-

one else – was perhaps the smallest he has ever done. He says,
today, that starting small is a terrific approach for inexperienced
businesspeople. “Any time I talk about merger and acquisitions to
people who want to get into that acquisition play, I tell them the first
one they should do should be the equivalent of buying your cousin’s
bicycle… something you can’t really screw up, the price isn’t that sig-
nificant, and you’ll learn all the things you would learn in a big deal
when you can actually lose your shirt.”

In any deal, big or small, he stresses the importance of honesty
and relationship-building. Key to that relationship is the sense that
the buyer understands the process, bringing experience to the table.

Says Hastings, in “the mergers
and acquisitions game, the sellers
are interested in the idea, but have
no concept as to what’s involved. If
you can give them comfort that you
know what’s involved, not in a
sneaky, ‘I’m smarter than you’ sort
of way, but in a comfort way… you
almost can become their trusted

advisor, even though you’re trying to get a deal done. They get com-
fortable with you as a person.”
Hastings built GBG into an acquisition target; the company was

sold to 3M in 2006, which Hastings describes as “a sizable deal” for
the company that now comprised the original business and nine
acquisitions. The buyers did not disclose the price, and Hastings is
still bound by that agreement.
Hastings is not a man to sit back and savour success. He moved

directly from GBG to the Guelph company, GeoSign, founded by Tim
Nye.
That part of the story does not have a happy ending. Hastings was

brought in to raise capital, and he succeeded well beyond the origi-
nal target figures, but the company, which did “search engine mar-
keting arbitrage,” was eventually decimated by a change in policy by
the giant search engines.
Hastings describes the time as “the wild west of the internet sec-

tor”. Before the denouement, GeoSign had 200 employees and was
in growth mode. “I decided to join GeoSign with the goal of helping

All deals have common denominators:
“Small deal or big deal, it’s the same process.

Different number of zeros.”
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Tim raise a large private equity fund, that
was the clear objective to hopefully do a
bunch of acquisitions, and possibly down
the road there might be a public offering of
this company.” Hastings managed to raise
$160 million.
Hastings’ time with the GeoSign business

did not end with the crisis – the assets of
the company were acquired by a related
company called Moxy Media, which even-
tually sired Tsavo Media.
However, in early 2012, Hastings and his

long-time colleagues decided to do their
own thing entirely, founding Rebellion
Media.

And then go big
They are thinking big: “We said, ‘let’s go

build a big business. This one can’t be just
$100 million because we’ve done that
before.’ Why climb the same mountain at
this point in our lives and our careers?”
The plan is, “Let’s find the capital to be

able to do a lot of acquisitions and to be
able to show the synergies from those busi-
nesses.”
There is risk, of course: “You build one

with serious size and scale, you’re compet-
ing with some pretty big dogs. But it was
that or stay home.”
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Key players at the rapidly-expanding Rebellion Media include, from left, CFO Jeff Collins, HR VP Suzanne Hyatt, COO Greg Pogue,
and CEO Ted Hastings.
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Having a cup of coffee is a chance to sit 
down one-on-one, exchange ideas and 
develop relationships. Through these 
relationships, we can better understand 
you and your business and provide 
personalized strategies that help you 
stay competitive and profitable.

At MNP, it starts with a relationship. 
To find out what we can do for you, 
call a business advisor near you, or 
visit MNP.ca.
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The founders have brought all their digital expertise to the
endeavor. Hastings explains the business philosophy: “Doing it in the
digital media environment makes sense because there are 600 mil-
lion websites out there and I’m just not
sure you need 600 million websites to
get the news that you need…. A lot of
people who started a website six, seven,
ten years ago on a topic they are pas-
sionate about, if they look at the next 5-
10 years, they probably would agree that
it’s going to get harder and harder to do
a good job at what they want to do, in
terms of being relevant for their content,
to be unique for their content, to main-
tain the eyeballs they need and eventual-
ly to monetize. But there are a lot of people interacting with those
websites who have expressed an interest in that topic, so we don’t
mind acquiring those websites because it tells us something about
the person. If we spend more time knowing about that person, then
ideally we can deliver them more personalized content.”
Hastings and the team assembled the expertise they needed for

the new venture: “experts in search engine marketing, in search
engine optimization, in social media, people who know how to
interact with content, how create content that’s mobile-focused,
monetization.”

The motivation
Hastings says it’s not about the money. “I’ve been very fortunate

with the people I’ve surrounded myself with, that even through the

challenges, but also when they’ve had those moments of success,
they’ve said, ‘I want more. I want to achieve more’. Not because of
financial gain – it’s like a kid chasing a trophy. And I love being

around that, because it’s the com-
petitiveness that I can’t teach any-
one. It’s either in you or it’s not.
“And that’s part of what is driving

Rebellion – we still have a desire to
compete. This marketplace can use
consolidation, we understand acqui-
sitions and financing, so let’s go
build a business. Let’s do it.”

Local acquisition
One of the companies acquired in

their first 12 months by Rebellion is called Snapsort, founded by
Chris Reid, who was mentored through Communitech. This came
about , says Hastings, because “It just bubbled up from this eco-sys-
tem.”
Reid “wandered into my office three years ago, looking for some

advice. I served as a mentor of some sort . I spent time with Chris on
a semi-monthly basis. We developed a relationship over time. When
Rebellion got going, it was one of the phone calls I made, saying
‘I’ve always liked what you’re doing. You’re probably going to have
some success raising VC funding but it’s a challenging marketplace
out there. You have an interesting component of an ecosystem, but
as a stand-alone, I’m not sure how big it will get.’” Hastings made an
offer; Reid reaped the harvest that is the goal of most start-ups – an
acquisition.

“Any time I talk about merger and
acquisitions to people who want to get into
that acquisition play, I tell them the first one
they should do should be the equivalent of

buying your cousin’s bicycle.”
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“Waterloo is unique”
That acquisition, arising from a mentoring relationship, is just one

example of the apparent unending possibilities in the Waterloo
“ecosystem,” believes Hastings. He says, “I think Waterloo is unique.”
The Rebellion Media founders did consider locating in Austin,

Texas, but “I chose Waterloo.”
He checks off the usual shopping list

of local assets – “the universities, the
colleges, Communitech, the govern-
ment support,” but Hastings says the
real difference-maker, “for me it’s
always been about those early days
when people just kept taking time out
of their absolutely insanely busy days
and saying ‘How can I help you?’ …
They spent their time.”

“We’re pot committed”
Hastings dips into the poker lexicon to describe the current status

of Rebellion Media: “We’re pot committed now.”
He explains that this means, “I’ve got so much in, that I’m going

in more. We are not a start-up. We’ve got employees, good rev-
enues. If you’re going to be a consolidation play in digital media, we
can’t stop where we are right now, because we’re too small to com-
pete with anyone of scale.”
The goal? To be one of the top five or ten in several website cate-

gories, such as those they are already invested in: tech, sports,
health and wellness, and entertainment.
Hastings adds, “You’re always looking at new deals. It will let you

know what’s out there and what your competitors are doing. You
have to be incredibly critical of your own company, your websites,
your applications, how you compete in the marketplace, because as
soon as you assume that you are somehow entrenched in that eco-
system, you’re going to get smoked.”

More acquisitions to come
More acquisitions are on the hori-

zon, which mean, says Hastings,
“more hires locally. This will continue
to be our head office. Likely that
means some more financing rounds
in the future. We’ve been aggressive
to start.”
Hastings is 39 years old, married

with two young children. He’s quick to point out that despite his pro-
fessional activities, he’s a good dad – because of the happy genetic
fact that he only needs four or five hours sleep each night! “
I spend a lot of time with my kids. I have more of a work-life bal-

ance than people might appreciate, because I get a lot of extra
hours” of waking time.

“My last play”
Nonetheless, even to the energetic Ted Hastings, the comforts of

home do beckon.
“This,” he says, “is my last play, no matter how it plays out. This

one, I’ve got the right people working with me, the right investors, a
big marketplace – success or failure is on my shoulders and I’m okay
with that, and then it’s time to come home.”

“Either hearing ‘no’ makes you give up and
gives you a defeatist mentality, or it
motivates you. For some reason,
I found motivation in failure.”
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John Dinner is President of
John T. Dinner Board Gover-
nance Services
(www.boardgovernance.ca)
and has worked exclusively
with boards of directors
across sectors for the past
17 years to help them im-
prove their effectiveness;
john@boardgovernance.ca

by JOHN T. DINNER The nature of meeting agendas often means that
boards rarely have the time to consider and

answer some fundamentally important questions,
similar to that which I wrote about in my last con-
tribution on a board’s contribution and value.
Not only do most boards

not have the time to move
away from pro forma agen-
das, these boards would have
difficulty identifying topics
outside the rather narrow
boundaries of governance
best practices and the like.
After all, boards are primarily
focused on making decisions
and the discussions that lead to these decisions. To
ask questions outside of the board’s formal
accountabilities – which are challenging enough -
means finding the time, motivation, the mind
space and collective director interest for pondering
broader but equally pressing questions. The time
to consider questions of a more philosophical
nature is at best a luxury in light of these other
pressing obligations.
Pondering doesn’t exactly seem to fit with moni-

toring, directing, supervising, overseeing and other

governance-related gerunds. There are, however,
some key questions Directors should consider as a
group with their board colleagues and staff lead-
ers. These questions have the ability to proactively
address common governance and board effective-

ness risks. These questions
appear simple to answer. Of
course, there are simple but
rather ineffectual answers.
Take the following ques-

tion, for example: What does
our Board aspire to become?
Without some forethought,

full board and staff engage-
ment and a sense that some

thoughtful consideration of the possibilities, the
effort may stall at the first governance cliché. The
result will lack depth, shared understanding and
the needed commitment for it to be anything more
than a hapless slogan.
Wrestling with this question produces what I

refer to as a governance vision. I’ve seen the
power that can come from crafting a governance
vision. Transformational, in fact.
A governance vision is not a technical term. It’s

simply a description of how the board envisions

THE POWER OF A GOVERNANCE VISION
Key questions directors must ask themselves

GOOD GOVERNANCE

I’ve seen the power that can
come from crafting a governance
vision. Transformational, in fact.



Space deadline is
March 11, 2014

itself some years hence. Your board, per-
haps.
A governance vision is a marker

anchored in the future, a destination that is
different and, ideally, better than the cur-
rent state. A governance vision provides a
filter against which all decisions relating to
how the board functions are considered:
those decisions that move the board for-
ward to its vision are pursued wholeheart-
edly and with excellence; those opportuni-
ties that don’t move the board explicitly
towards that envisioned destination are

abandoned before they become a distrac-
tion and waste of resources. A governance
visions builds unity, momentum, commit-
ment, focus and, as already stated, trans-
formational power…if constructed to do
so.
But does a governance vision really

work, you may be asking. My best proof is
a client board that was severely divided.
This representative board had a win/lose
mindset; when one stakeholder benefited
from a board decision, the other must lose.
Oversight of the organization was sub-
sumed by a highly politicized, adversarial
posture. The best interests of the organiza-
tion were lost in the almost constant dust-
up.
The process of crafting a governance

vision delivered a near miraculous com-
mitment to “becoming nationally recog-
nized as one of the best boards” in the
country – a bold vision for any board, let
alone one that was fraught with political
infighting, backroom deals and other trust-
destroying activities.
This vision served several functions: it

united the Board around a collective goal
to achieve governance excellence; it pro-
vided focus for Board decisions; it left no
room for stakeholder infighting; it provided
something tangible and, as it turned out,
transformational for the Board to work
towards.

For more information call 519-886-0298 x305
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http://www.exchangemagazine.com/MEDIA

GOOD GOVERNANCE

HOME EDITION 2014
18,000 HOMES
WATERLOO REGION
FOR THE VERY 2ND &
3RD TIME
Reserve Space now!
•Written to connect your advertising
message with your demographic
•Distribution is via Canada Post.
•Targeted Content with Exchange’s
Feature Line-up

Is Your Story Worth Telling?
Is It Being Heard?
Find Out More By Calling Exchange

The process of crafting a
governance vision delivered a

near miraculous commitment to
“becoming nationally recognized

as one of the best boards”
in the country.

www.execulink.ca

INTERNET         PHONE        HOSTING

1.866.765.2269

TELECOMMUNICATION

SOLUTIONS 
FOR YOUR 
BUSINESS

$59.95
/ month

15Mbps download 
Unlimited usage

Dedicated

SpamGuard & VirusGuardTM TM

SMALL BUSINESS INTERNET

X

M A R C H / A P R I L 2 0 1 4 | 23

MODELS FOR FAMILYPROSPERITY

BACK IN THE GAME:MIKE LAZARIDIS

JUNIOR ACHIEVEMENT’SAUBREY WALTERS

INSIDE:
• Exercise - Effective Treatment for Stress
• Single Parent Parenting• Top Reasons To Consider a Private School
• Confessions of a “Car Guy”

HOME EDITION
PREMIER ISSUE / DISTRIBUTED TO HOMES IN WATERLOO REGION - FALL 2013

A BAKER’S DOZEN:13 WATERLOO REGIONINFLUENCERS TO KEEP
AN EYE ON IN 2014



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

BUSINESS AND THE LAW

My experience as an employment lawyer has
taught me to be mindful and look for “the

story behind the story” when working with clients.
There can be a tendency to accept a particular and
often simplistic version of events when there real-
ly is a much bigger story
going on behind the scenes.
It is particularly important

for employers to step back
and look at the bigger picture
in order to avoid missing
important signs that might be
leading them in the wrong
(and costly) direction. Surpris-
ingly, even large and sophisti-
cated employers with com-
prehensive policies and pro-
cedures can find themselves
in trouble. Two recent court decisions dealt with
municipalities who were penalized where work-
place investigations went terribly wrong.
At the end of 2013 the Ontario Court of Appeal

released its decision in Pate v. Galway-Cavendish
(Township). In this case, Mr. Pate, a building
inspector with the Township was terminated for

cause on the basis of alleged discrepancies which
had been uncovered with respect to building permit
fees that the Township alleged he had pocketed.
The individual who led the investigation on behalf
of the Township, John Beaven, was Mr. Pate’s direct

supervisor and a retired police
officer with almost 30 years
experience. He conducted an
investigation into Mr. Pate’s
dealings with building permit
fees and reached the conclu-
sion that Mr. Pate had been
stealing fees from the Town-
ship. He provided the results of
his investigation to the police.
As a result Mr. Pate faced
criminal charges and a four
day trial which took the

greater part of a year and was widely covered by
the media. He lost his marriage, a restaurant busi-
ness and incurred significant costs in defending the
criminal charges.
Throughout the course of the proceedings it was

discovered that the Township had withheld perti-
nent information from the police that would have

FAULTY INVESTIGATIONS CAN BE EXPENSIVE
Municipalities will pay the price for sloppy or wrongful procedures

The Ontario Court of Appeal
established a punitive damages
award of $450,000 to address

the “reprehensible, offensive and
morally repugnant” behaviour of

the Township.

MELANIE REIST, Employment
Lawyer, Mediator; morrison-
reist .com, Twitter:
#@Melanie_Reist

by MELANIE REIST



exonerated Mr. Pate. He was ultimately
acquitted of all charges. At trial the Judge
concluded that the Township had terminat-
ed Mr. Pate and then mounted an investi-
gation in order to build a case to justify the
termination. The Ontario Court of Appeal
established a punitive damages award of
$450,000 to address the “reprehensible,
offensive and morally repugnant” behav-
iour of the Township. The decision provides
useful tips:
• Employers ought to complete

impartial investigations prior to dismissing

an employee with cause or insisting that
charges be laid by police;
• When an investigation is being

conducted, an employee ought to be given
an opportunity to put forward his or her
side of the story and to be provided with
particulars of allegations in advance;
• Consideration should be given as

to whether the company has trained inves-
tigators who are up for the task or if an
external investigator ought to be retained.
In another case, in addition to paying

$25,000 to an employee for discrimination
and harassment, the City of Hamilton was
ordered to retain legal counsel or a con-
sultant having expertise in human rights to
evaluate the City’s harassment policy and
to provide human rights and discrimination
and harassment training including in “the
principles of a good investigation”. In that
case the employer’s response to a sexual
harassment complaint was described as
“unpardonable” and “half-hearted and
insensitive”. The employee was the only
female inspector with the Hamilton Street
railway. She filed a sexual harassment
complaint against a supervisor for deroga-
tory comments and inappropriate conduct
he had engaged in for a period of two
years. The arbitrator found that the City
had not treated the complaint seriously or
dealt with the complaint promptly in that,
• The City failed to follow its own

harassment and discrimination resolution
policy;
• The City left the burden of deal-
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ing with the matter on the employee;
• The managers did not appreciate the employee’s particular vulnerability in the

workplace and the power imbalance;
• The City did not recommend separating the employee from her supervisor after

she filed the complaint;
• The investigator failed to interview witnesses to some of the events.
Faulty investigations can result in serious headaches for employers. Accordingly,

when undertaking investigations employers should hire experienced external investiga-
tors or ensure that internal investigations are conducted by those who have received
adequate training.
These cases show that notwithstanding good policies and procedures, such are only

as good as the manner in which they are followed and implemented.

Keynote: Karen Gamble,
Business Presentation: Conrad Grebel University College

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

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

Adaptation & Leadership- March 28, 2014

Wellness in the Workplace - April 25, 2014

Location: Bingemans, Kitchener Time: 7am - 10am

Keynote: Sue VanDerHout,
Family Business Story: Afterglow

Employers should hire
experienced external

investigators or ensure that
internal investigations are

conducted by those who have
received adequate training.

THERE’S
STILL TIME! Space Reservation Deadline:
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Email: branding@exchangemagazine.com
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THE UNIVERSITY OF WATERLOO, MAPLESOFT, and Toy-
ota Motor Manufacturing Canada have
received a Natural Sciences and Engineer-
ing Research Council of Canada Synergy
Award for Innovation, which recognizes
their success in collaborating on the
model-based design and control of auto-
motive systems that improve vehicle safety
and comfort while reducing fuel consump-
tion and emissions.
The award, for $200,000, was presented

to Professor John McPhee, of the
Department of Systems Design Engineer-
ing, and industrial research chair in mathe-
matics-based modelling and design at UW.
He is one of Canada’s leading experts in

vehicle design, modelling and simulation.
“I am honoured to be part of a partnership
that has the power to achieve enormous
impacts on Canada’s information technolo-
gy and automotive manufacturing sectors,
delivering new software and safer, more
energy-efficient vehicles to Canadian con-
sumers,” said Professor McPhee.

MapleSim, a software platform devel-
oped by Maplesoft in collaboration with
Professor McPhee and his research team,
enables design engineers to accurately
model and simulate the impact of individ-
ual components on overall performance.
This advanced simulation capability short-
ens the design cycle and improves product

quality – two essential outcomes for tech-
nology developers, component manufac-
turers and assemblers in the rapidly grow-
ing development of green vehicles.
Supplying application-side expertise as

an end user, Toyota provided technical
support and experimental assistance
throughout the collaboration. MapleSim is
now amore powerful software platform
that Toyota now utilizes in the company’s
advanced engineering design process.
“The fresh insight gained through this

integrated research has allowed us to set a
global benchmark for this type of scientific
approach,” said Ray Tanguay, chairman of
Toyota Motor Manufacturing Canada Inc.
“Increased production of green vehicles
such as the hybrid Lexus will minimize
harmful emissions and fuel consumption
resulting in environmental benefits to
Canada.”

WATERCOOLER

Maplesoft President and CEO Jim Cooper, with his Excellency the Right Honourable David
Johnston, Governor General of Canada, at the awards ceremony at Rideau Hall.
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IN A MAJOR BOOST TO THE FUNDRAISING CAMPAIGN of
United Way of Cambridge and North
Dumfries two companies, who are
already significant contributors, stepped up
to close the gap to the tune of $75,000.
Gore Mutual donated $50,000 to help
close the campaign gap, and Toyota
Motor Manufacturing Canada followed
suit with a commitment to help push Unit-
ed Way toward the $2.3 million goal.

JANE MITCHELL HAS BEEN ACCLAIMED to a fourth
one-year term as chair of the Grand River
Conservation Authority. Mitchell repre-
sents the Region of Waterloo on the board.
Acclaimed as vice-chair was Vic Prender-
gast, who represents Brantford. In a
change this year, the board elected only
one vice-chair compared to two in the
past. One position was eliminated as part
of a cost-reduction overhaul approved by
the board in September. At the same time,

the honorarium paid to the chair was
reduced to $25,000 from $41,000 a year.
The vice-chair receives $2,500 a year. All
board members, including the chair and
vice-chair, also receive an additional per
diem of $138 to attend a board meet-
ing. The GRCA faces millions of dollars in
costs over coming years to deal with the
emerald ash borer. Climate change will
also make the water management process
more complex in the future if it leads to
more floods, ice storms and other signifi-
cant weather events.

WHEN ASKEDWHAT THEY VALUE MOST about living in
Kitchener, residents focused on a good
quality of life, vibrant neighbourhoods and
the city’s ample green spaces and recre-
ation amenities. The citizen survey was
commissioned by Compass Kitchener, a
volunteer advisory group. Respondents
said the three top focus areas for the next
term of council are accountability, eco-
nomic development and the environment.

THE NEW HIGH-EFFICIENCY HEATING AND COOLING SYSTEM
in the Sleeman Centre in downtown
Guelph has been called an important first
step toward building North America’s first
city-wide district energy network. Guelph
is the first community in North America to
establish and announce a plan for an inter-
connected thermal grid to serve industrial,
commercial and residential buildings
across an entire city.

RON GAUDET HAS BEEN APPOINTED the new Man-
ager of Economic Development for the
Region of Waterloo. His past appointments
include President and CEO of the Greater
Moncton Economic Commission, and

CEO the Windsor – Essex Economic
Development Corporation. Gaudet will
be the focal point for the Region’s activities
related to economic development, includ-
ing the implementation of a new Waterloo
Region Economic Development Corpora-
tion, and the examination of a potential
Special Purpose Corporation to develop
strategic employments lands.

CANADIAN WOMEN HAVE PLAYED an increasingly
important role in the fabric of Canadian
workplaces. Today, women make up
almost 50% of the workforce and in some
provinces have a much lower rate of
unemployment over men. Women are
more educated, they are more likely to be
working multiple jobs and yet they are still
earning less money than men. To open a
discussion about this reality, Randstad
Canada launched the Women Shaping
Business program to curate the stories,

WATERCOOLER

PROFESSIONAL MANAGEMENT
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tional speaking and corporate consultation
arm. She initiated “The You Effect”, a social
media program intended to link young lead-
ers, world-wide; in April, she will launch,
“My Clean City”, a nation-wide youth leader-
ship program focused on environmental vol-
unteerism. And still under wraps is a new
social venture to address youth unemploy-
ment.
She adds that some of her earliest critics

have changed their tune. “Passion is conta-
gious. Some of my greatest supporters used
to be the ones who closed an initial door in
my face and said, ‘No it’s not possible, Kelly.
Give up.’ But through passion and persist-
ence I have earned their respect and sup-
port.... If you can sell your passion, you have
an infinite number of open doors ahead of
you.”

“A change generation”
Lovell has a crystal-clear perspective both

on the challenges and the potential inherent
in young people.
For instance, she says, youth bring a fair

amount of “skepticism and cynicism” to the
table, “because youth have a negative stig-
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MAKING A DIFFERENCE

“We are a change generation.
We’re not this ‘me’ generation.

I feel this tidal wave of
change. You can either resist

the tidal wave, or you can build
it or surf it.”

CONTINUED FROM PAGE 30and experiences of Canada’s most suc-
cessful and inspiring women lead-
ers. Randstad held a contest, wherein
Canadians would nominate female lead-
ers for the Women Shaping Business
Award. Carly Kuntz, owner and operator
of The Water’s Spa, in Waterloo, was
selected by an independent panel of
judges. She was nominated by local vol-
unteer Donna Diebel. The nominator
was given the choice of which charity
Randstad Canada would donate $10,000
to, and Donna chose Women’s Crisis
Services, Anselma House.

THE UNIVERSITY OF GUELPH HAS APPOINTED Franco
Vaccarino as the University’s eighth pres-
ident and vice-chancellor. He will succeed
President Alastair Summerlee effective
Aug. 15, 2014. Vaccarino is currently prin-
cipal of the University of Toronto Scar-
borough and vice-president at the Uni-
versity of Toronto.

BLACKBERRY LIMITED INTENDS TO DIVEST the majori-
ty of its real estate holdings in Canada
through a combination of sale-leaseback
and vacant asset sales. The properties to
be offered for sale comprise over 3 million
square feet of space. “BlackBerry remains
committed to being headquartered in
Waterloo and having a strong presence in
Canada along with other global hubs,”
said BlackBerry CEO, John Chen. “This
initiative will further enhance BlackBerry’s
financial flexibility, and will provide addi-
tional resources to support our operations
as our business continues to evolve.”

GAYE MALES IS KW ASSOCIATION OF REALTORS Volun-
teer Award winner. Males started her real

estate career in 1984 and is a Broker with
Coldwell Banker Peter Benninger Realty.
She served as a director of the KWAR from
2005 to 2008. She has taken part in every
kind of charitable activity of the KWAR:
Collecting for the Food Bank, adopt-a-
Road clean-ups, Cure for Cancer walks,
and Christmas Toy Drives to name a few.

A COMPANY THAT MAKES MOBILE GAMES that teach
kids programming skills and another that
connects avid cooks are among the 35
startups at the University of Waterloo’s
Velocity Garage workspace in down-
town Kitchener this term. The new start-
ups target a broad range of markets in
both the business and consumer space,
from online shoppers and retailers, to
bloggers, marketers and researchers.
More hardware-based startups are queued
to move into the Velocity Foundry work-
space when the new location is ready.

EARTHSCAPE, AN ELMIRA-BASED LANDSCAPE and
playground design and build firm, won
seven Awards of Excellence in design and
construction categories at the Landscape
Ontario Congress awards, winning in
every category entered.

TOOMAS (TOM) REIKMAN HAS BEEN NAMED senior
vice-president and COO of Economical
Insurance. He returns to Economical
where he held senior leadership roles,
1995-2006. Most recently, Reikman has
held various executive roles with Aviva
Canada including senior vice-president,
Ontario region; senior vice-president,
Pilot Insurance Company and; and sen-
ior VP, national marketing, Scottish and
York Insurance Company.
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ma of what community outreach and com-
munity engagement is.” When volunteering
is something young people must do – in
order to graduate – “they go into opportuni-
ties with closed minds. They don’t care what
they’re doing if it will give them the most
hours to put down.”
Says Lovell, “Because they are going into

it with that attitude, they’re not open to the
experience, they’re not open to finding a
passion in the work they are doing, open to
the opportunities that that door might
unlock for them.”
Lovell says, “‘My Clean City’ looks to

specifically attack that stigma, to turn volun-
teer work into volunteer play.”
The new program, offered in cities across

Canada, including Waterloo Region, links
young volunteers with environmental proj-
ects in their communities. It’s not, says
Lovell, “about knocking off hours or some-
thing to do with authority pushing it on
them. It’s something they can take freely in
their own hands, mold it the way they want
it, do it their way. It also gives them the
opportunity to prove their own capabilities
to themselves and their community.”
She adds, “A lot of time young people

underestimate themselves as leaders... So
my programs cater to creating opportunities
for youth to take on responsibility beyond
their expectations and to realize the leaders
they can become.
“Young people doubt their abilities,

they’re taught by their community that they
need to achieve certain things before they
can become leaders in their own right, but
in my experience, it is our youth that is our
greatest asset, because when you are young,
we can see this world without those lenses.
We’re not jaded yet. We can point out the
obvious questions, kind of ask why are we
doing it the way we are?”
She builds her programs where her con-

victions are: “All my projects, when possible,
are youth-run for youth. My national pro-
gram is operated by about 40 high school
students, some post-secondary, from New-
foundland to BC, completely youth-pow-
ered.”
Clearly, she has enormous faith in the

potential of the young, once barriers – both
internal and system – are surmounted. She
talks of “youthful curiosity and bold tenacity
that I believe have the solutions to the
world’s greatest problems... A lot of my
work focuses on creating opportunities to
foster those leaders, or creating opportuni-
ties for the professional world to acknowl-
edge and tap into that leadership.”
“We are a change generation. We’re not

this ‘me’ generation. I feel this tidal wave of

change. You can either resist the tidal wave,
or you can build it or surf it.”

Starting with volunteerism
Lovell’s path to entrepreneurial achieve-

ment has been unusual. She says, “A lot of
my work has been built on volunteering.
This is unheard of. In the business world, the
first question would be, where’s the
finances, where’s the money behind it, or
how can I fund an idea. I believe if you really
want a long term vision.... your first driver
shouldn’t be about money.”
That doesn’t mean financial success is

not part of the goal. The corporation she has
built will continue to promote volunteerism,
but is also her personal platform as a speak-
er, and a consultant. “A lot of my projects, I
perceived despite funding, and that’s coming
into play as a later piece,” she says.
Lovell says, “I built a lot of it through

strategic collaboration, which I believe is
really the hidden aspect for young entrepre-
neurs... Why try and build a new network to
market your product or idea or to try and
fundraise when you can leverage off the net-
works and organizations that already have
access to your customer demographic. Why
not align with them and work together?”

“My Clean City”
The newest beneficiaries of her commit-

ment to collaboration are the NGOs involved
in “My Clean City”. Lovell explains, “Under
my corporation we have developed a mobile
app and on-line interface tool that is going
to be quantifying volunteer impact. One of
the main things that companies and corpo-
rations struggle with is, they can’t quantify it.
They love numbers, so I’ve created a new
technology tool that will help quantify their
results.”
The app allows young people to keep

track of their volunteer efforts, create chal-
lenges with their peers, interact with their
friends and organizations and earn scholar-
ships and rewards and prizes for their vol-
unteer contributions. Lovell says, “ It’s a
whole new model and approach to volun-
teerism. We’re focusing on environmental
stuff to start. Environment is the top issue
that resonates with the young generation.”
Lovell has also created “My Clean City” to

solve the problem of NGO overkill. “There
are thousands of NGOs across Canada, over
4,000 environmental NGOs alone, and they
are all doing very similar things. The prob-
lem is, the youth is inundated by all these
people trying to access them... They don’t
know where to look, it’s just a blur, very
confusing to navigate even if you wanted to
get involved.”
So she decided that, “instead of adding to

that chaos, it’s about streamlining what is
there. It’s a collaborative project.”
Kelly Lovell believes in herself, and her

enterprises. She knows she has found a
unique niche, filling a gap – something she’s
clearly good at. She told Exchange that cor-
porations often “believe there are tons of
opportunity for youth to get involved”, but
the problem is, they don’t work. So she has
created programs that demonstrably do
work.
With many more to come. Guaranteed.

It’s all just part of the Kelly Effect.

Kelly Lovell
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strong understanding of human drivers in
order to motivate individuals.” She launched
the competition, with the chance to win
bragging rights and prizes, in the higher
cause of volunteerism – and the results were
astonishing. “In two weeks, we generated
over 2100 volunteer hours and 750 students
logged on, and it grew to almost every
school in our region.”
Virtually overnight success in creating a

successful, community-wide program moti-
vated her to press on to bigger and better
things. She says, “That was one of my ‘Ah-
ha!’ moments when I realized I had a knack
for it, and more importantly, that these gaps
existed... Many organizations had the same

problem, of trying to access and engage
youth, and youth constantly have the prob-
lems of not knowing the resources that
many organizations have.”

Glass ceiling for youth
Lovell believes there is a glass ceiling in

the corporate world. She admits that, while
the term was coined to describe barriers fac-
ing women, “I do feel there is a glass ceiling
ever more prominent for youth. There are a
lot of age barriers in the corporate world for
youth; they’re underestimated a lot of the
time as young professionals.”
She cites personal experience: “I was one

of those keen, young, ambitious leaders who
had these great goals and ambitions of how
we could change the world, ideas I wanted
to see put into action, and I experienced
those barriers, I experienced those closed
doors and the skepticism and the doubt of
the success of my projects. I was told, ‘Give
up, go the regular route, complete all my
education, get all my degrees, and then
maybe revisit some of my ideas’.”
Her response? “You could call it my stub-

born streak – I didn’t accept the doubt and
skepticism that stood in my way. I wanted to
try my ideas, to see if I could pull some of
these things off.”
There’s no doubt she has, in fact, pulled

some of those things off. She runs the pro-
gram called “The Kelly Effect”, her motiva-
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Kelly Lovell is a CEO, and a motivation-
al coach. She heads her own corpora-

tion, with four distinct “portfolios”. She
oversees a team of more than 100 people.
She’s received a multitude of prestigious

awards – the youngest person ever named
as one of Canada’s Most Powerful Women;
a Hesselbein Fellow in 2013 (one of the Top
50 Young Leaders of the world); an Ameri-
can Express 2013 “Emerging Leader”;
Roger’s Woman of the Year; Ashoka’s 2013
Emerging Innovator of Canada; and many
more.
Kelly Lovell is 21 years old. She’s the CEO

of The Kelly Effect, a corporation that is
spinning off several subsidiary enterprises.
She’s a Waterloo native, the great-grand-

daughter of John Forsyth of Forsyth and
Arrow Shirt fame. She attended Resurrec-
tion Catholic Secondary School in Kitchener,
and that’s where she started to make her
very large mark.
Lovell told Exchange, “It started off small,

as one idea I had about bridging the gap

between our local volunteer centre and my
peers at my high school. No one knew of
the Volunteer Action Centre, where they had
all these amazing resources for young lead-
ers to connect with local NGOs and develop
their experience.”

Building a connection
Lovell decided to build a connection

between her classmates, and the volunteer
centre. “I created this inter-school competi-
tion that challenged my peers to work as a
team in their school to get the most stu-
dents to log onto the Volunteer Centre’s
platform and participate in some of their
tools and resources to earn points. They
were competing against other schools for a
prize.”
She built the project on what might seem

to be contradictory principles: the value of
volunteerism, and her awareness that
young people “always want to know,
‘what’s in it for me?’.”
She points out, “You have to have a very

MAKING A DIFFERENCE

THE KELLY
EFFECT
Kelly Lovell has earned
international recognition as an
innovative, creative
entrepreneur and motivator

“I do feel there is a glass
ceiling ever more prominent
for youth. There are a lot of
age barriers in the corporate

world for youth; they’re
underestimated a lot of the
time as young professionals.”
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Are your air compressors old? Experiencing any breakdowns? Too many air leaks?

Improving the efficiency of an old unit through replacement, new dryers, air management systems, 
storage tanks and fixing leaks will save you significant $$$ in operating costs. How? Learn more with an 
Air Compressor-Audit, the first step in identifying electricity savings.

Subject to additional terms and conditions found at www.saveonenergy.ca. Limited number of air compressor audits are available. 
Funded by the Ontario Power Authority and offered by Cambridge and North Dumfries Hydro Inc, Kitchener-Wilmot Hydro Inc, Waterloo North Hydro Inc. 

A mark of the Province of Ontario protected under Canadian trade-mark law. Used under sublicence. OM Official Mark of the Ontario Power Authority. Used under licence.

CAMBRIDGE AND NORTH DUMFRIES HYDRO INC.

HAVE YOU LOOKED AT YOUR
COMPRESSED AIR SYSTEMS LATELY?
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WE WILL PAY YOU UP TO

OF YOUR PROJECT COSTS BACK
when you perform an energy-efficient upgrade in your facility.

Visit saveonenergy.ca/retrofit or contact your local electric utility.
For more information email:

Cambridge and North Dumfries Hydro - conservation@camhydro.com 
Kitchener-Wilmot Hydro -  conservation@kwhydro.com 

Waterloo North Hydro - conservation@wnhydro.com 




